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The Strategy Session
The Strategy Session Overview is a guideline for the complete selling process.  The text in quotes is the script for the Strategy Session. You will want to change or add to this script for your particular business. But keep all the sections of the Strategy Session. 
You want to know this script so well that it doesn’t sound like a script. There is also plenty of room for improvisation. To improve your skills with this script, follow this step-by-step plan. 
Recordings for the Strategy Session

Part 1 - http://www.apmaudio.com/ftmp/coach_0904a.mp3
Part 2 - http://www.apmaudio.com/ftmp/coach_0904b.mp3
1. Listen to the Strategy Session recordings (above)
2. Read over the script several times
3. Make changes to the script for your business (in this document)
4. Practice it out loud
5. Practice it in a role-play
6. Have the script in front of you when you do a real Strategy Session

1. Create the Context for the Conversation

“The purpose of this Strategy Session is to learn more about your business, where you want to go and challenges you are having getting there. We’ll also discuss the services I have to offer and determine if what I do can help you get you where you want to go.

“Do you have any questions before we start?”

2. The Prospect’s Situation

“Okay, let me ask you a few questions about your current situation.”

Your Questions:

Here you want to find out about the prospect, their situation, what’s working and not working and get a real sense of who they are. You will be asking a lot of questions in this part. And you want to drill deep. At the end of this part you should know a lot about their business and how it works and all the issues that relate to your area of expertise. If your session is with an individual about a more personal service, then you really want to get to know the person. 
3. The Prospect’s Desired Outcomes 

One you feel you’ve found out enough about the prospect’s situation, it’s time to learn about their goals or desired outcomes. 

“Now that I have a better idea of your situation, I’d like to talk about the results or objectives you’d like to achieve. Ideally, where would you like your business to be in the next 12 months?” (Or, if an individual), where would you like to be in your life in the next 12 months?”

Your Questions:

This is the most important part of the Strategy Session. You want to find out where your prospect wants to go and why this is important to them. These are questions about the future. When you ask this kind of question, your prospect answers with a different part of their brain than when you ask about the past and present. That’s just reporting on “what is or was.” But when you ask about the future, they need to literally make it up and that can take more time to think about. 
The key to this is to “go deep” and to “question into.” When they give you an answer, “I want to make more money,” find out how much they want to make, why it’s important to them to make more money, what will it mean to their business and their life, what they will do with the money, etc. Only when you discover these things will you know their motivation to get help from you. 

Ultimately you “sell your prospect the future.” You do not sell them your services, program or process. They are looking for “what’s in it for me” and that resides in them — an outcome or outcomes that they really want but don’t know how to get. 
4. Impact of Achieving Outcomes

 “What would be the best part of achieving those goals?” and “What would that really mean to you?” and “If you achieved that goal what would you do next?”

These are some of the questions you can ask to go deeper. 

5. Challenges in the Way of Achieving Outcomes

Now you want to talk about the challenges your prospect faces:

 “Now that you’ve told me what you want to achieve, let’s talk about what’s in the way of achieving those goals. What do you think could slow you down, stand in your way or stop you from getting what you want?”

Prompt them with one of these five basic challenges:


a) Lack of clarity 



b) No strategy or plan


c) Lack of sufficient skills


d) Non-supportive environment 



e) Psychological barriers 

Your Questions:

You want to get a real sense of what’s in the way of them getting what they want. If you’ve worked with a lot of clients, you will usually have a good idea about this, but never assume. It’s typically one or more of the above. You don’t want to solve their problem in this session, but you want to know what challenges they have. 

6. Implications of Challenges Sabotaging Outcomes

 “OK, now that you've told me the challenges in reaching your goals, let's look at the impact these challenges are having on your business (or relationships or life, etc.)”

Your Questions:

This might just be one question. “If this challenge isn’t handled, what’s going to happen in your business in the coming year?”

7. Possibilities of Overcoming Challenges

 “If you could overcome these challenges and move effortlessly toward your goals, what would that be like for you?” 

This is important as it also gets them to visualize a possible future that they would prefer to where they are now. 

8. Presenting Your Services

 “Before we continue, can you tell me the most valuable part of this Strategy Session so far?” 

Virtually nobody asks this question, but it’s a valuable one. It gets them to tell you their insights and understanding of what’s possible if they get their goals and overcome their challenges. It’s good to hear this directly from the prospect. 

Then transition into presenting your services: 

 “I just wanted to let you know that the challenges you mentioned are very common. I’ve helped a lot of people with similar challenges and similar goals. I have a program (or service) that has helped hundreds of people like you (or companies like yours) reach their objectives. Can I tell you how it works?”

Program or Service Main Message

“My Marketing Coaching Services are designed to help you consistently attract more high-end clients. What I mean by a high-end client is an idea client who you love to work with, who pays you well and is willing to do whatever is necessary to produce results with you.”
Program or Service Outcome/Features

“Let me explain how my services work and how they will help you achieve your goals.” 

1. You’ll learn and master all the major principles, practices and skills of marketing yourself effectively. You’ll know what to do and how to do it. 

2. You’ll be a confident marketer; you’ll feel comfortable with a wide variety of marketing activities, from getting attention when talking about your services, to following up, to getting appointments, to making the sale. 
3. You’ll know what marketing strategies to use and how to implement them step-by-step. You’ll see marketing as a game and as a process that you can win consistently. 

Structure of Your Services

“They way I structure my services are as follows:”
1. We’ll meet regularly, usually every two or three weeks. But we’re flexible if you want to meet less frequently or more frequently. We can work as slow or as fast as you like.
2. In each of these session I’ll be doing consulting and coaching, answering your questions and giving you specific direction about what to do next. 
3. In-between sessions you’ll be studying marketing tutorials that are written and recorded, and also do exercises. As we proceed, you’ll be developing messages, writing materials and implementing marketing plans. 
4. I’ll be available to you between sessions via email. For instance, if you are working on some written materials, you can send them to me for feedback before your next session. If you have a quick question, you can also call me. 
5. We work in 6-session periods over a period of from three to four months. I don’t do long-term contracts. After the first six sessions, I ask if you want to continue to the next six. People typically work with me for 12 to 18 sessions (9 months or more) but I may work with some people for a year or more. 
6. You will start to see results almost immediately, but I can never predict when you will get a new client. This really depends on your understanding and your willingness to work. 

9. Steps in Answering Questions and Objections

“Any questions about how these services work?”
This is how to deal with any questions that come up. I don’t really think of them as objections, just as their need to be clear how things work or to resolve any concerns they may have.  

1. Question or Objection

2. Acknowledge Question/Objection

3. Answer Question/Objection

4. Get Agreement

5. Continue Presentation

6. Bring up Questions/Objections (some you think they may have but are unvoiced)
7. Are they on board?

10. Confirming Commitment

This is what to say to confirm if they want to work with you or not. This can be used by just about any program or service. 

“John, as I’ve outlined, we have a program that is proven to help you achieve your goals and to overcome the challenges to achieving them. It’s worked for many, many people. But ultimately the success of the program will depend on you.

“Let me ask you a few questions to see if this program is for you.

“First of all, based on what you’ve heard so far, does this Program sound like something that you can see yourself doing and succeeding with?”
Remember to pause. Don’t start talking until they have given you an answer. If they say they are not sure, find out what the question or objection is and follow the process above. 
If they say “No” let it be OK that they say no. You might try, “Why don’t you think it’s a fit for you?” They will usually tell you. Have a conversation about that, but you don’t need to push. Try to find an unanswered question or objection. 
If yes, ask them why they think the program is for them:

“OK, can you let me know why you think this program is for you?”

It’s really useful for the prospect to affirm why your services are the right choice for them. In other words, you are having them close the sale, not visa versa
Conditions a prospect needs to meet in order to be a client

“Before we complete, I have a few more questions. I need to make sure you can succeed at this. To succeed, you need to do a few things.”

Of course, you need to customize this for your service or program.  

1. You need to attend the individual coaching sessions with me on a regular basis. If you put off meeting, your progress will slow down. So can you promise to do that?
2. You will be asked to study quite a bit of material between sessions, especially as that beginning. Can you do that?
3. I’m also going to ask you to do things that will feel uncomfortable to you. Are you willing to do these things in order to move forward? And don’t worry I’m not going to ask you to do anything that could hurt you!
4. Finally if you hit any challenges, get confused or have any doubts, can you please communicate these to me as we work together? 

“OK, if you’re willing to do all of those things, I’m very happy to work with you.” 

11. Final Close 
Program Overview and Price 
“Working with me in this Program is designed to train you in the principles and skills of _______. It is also about supporting you in _________. By the end of this program you’ll have reached a new level in your ability to ____________. 

“The fee for this program is $XX per 6 session payable before the first session. Will that $XX fee work for your budget right now?”

Address any final concerns and questions

12. Payment and Next Steps

“OK, the next step is to go over the agreement. Do you have it in front of you? Let me just read along with you.” 

You may or may not have an agreement. If not, just move on. 

“Congratulations. You are officially in the program. Now let’s look at our calendars and schedule the date for our first meeting. 
Once you've settled the dates, talk about payment: 

“To get started I'll need your first payment of $XXX. I'll put it on your credit card. Does that work for you? Alright, let me get your credit card number and expiration date.” 

Wrap Up
“I'm excited to be working with you to help you accomplish your goals. We'll do some great things together. I'll send you your preparation materials and then talk to you on the 5th. If you have any questions between now and then just let me know. Email is best.”

That’s it. You’re done. You’ve sold your service or program! 
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