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For everyone who has ever hidden behind a display of sensible socks

to avoid a friendly salesperson—

this one is for you.

(And for the inner toddler in all of us. Stay strong, little buddy.)
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Introduction: Humans Sell Better. Who
Knew?

Let's be honest—most sales advice sounds like it was written by a robot
trying to manipulate another robot.

Scripts, funnels, "objection handling"? Exhausting.

Here's the truth: You don't need to be slick, loud, or pushy to sell. You just
need to be human. The kind that listens, laughs, asks questions, and maybe
stumbles over their words—but still gets the deal.

This book is a guide for people who'd rather make a connection than a pitch—
and still want to make ridiculous amounts of money doing it. So ditch the
sales voice. Keep the sweatdrop emoji. Let's sell like humans—and get rich

anyway.

This Book Is for the Recovering "I Could Never Sell"”
Crowd

If you've ever whispered the words "I'm just not a salesperson" into your
steering wheel before walking into a meeting, congratulations--you are
EXACTLY who I wrote this for. You, my friend, are not broken. You've
simply been handed the wrong instruction manual for the wrong species.

Because here's what nobody tells you: the people who "hate selling" are
usually spectacular at it the moment you stop making them do the cringey
stuff. You know the cringey stuff. The fake enthusiasm. The "Let me stop you
right there, Karen" energy. The Slick Rick special where a man in a shiny suit
corners you at a car dealership and breathes the phrase "What would it take to
get you into this vehicle TODAY?" like it's a marriage proposal. Your whole
body recoils. Somewhere deep inside, your inner toddler crosses its arms and
says "No. You can't make me." And it's right!

This book is for the listeners, the over-thinkers, the empathizers, the ones
who'd rather ask a good question than deliver a good pitch. Turns out that's
not a handicap. That's the cheat code.



What Makes This Book Different (Besides the Jokes)

Most sales books treat you like a hostage negotiator and the customer like a
bank vault--just find the right combination of pressure and prying and the
money falls out. This one throws that whole model in the bin.

We're going to become the Business Doctor instead. Think about it: when you
go to an actual doctor, they don't burst through the door yelling "HAVE I
GOT A KNEE SURGERY FOR YOU." (If they do, run.) They ask where it
hurts. They poke around. They diagnose FIRST, and only then do they
suggest the cure. Nobody feels "sold to" by a good doctor--they feel
HELPED. And the wild part? Helping people releases dopamine in your brain
the same way scrolling your phone at 1 a.m. does, except this version pays
your mortgage and lets you sleep at night.

So here's my promise to you, dear reader: by the end of this book, selling will
stop feeling like something you do TO people and start feeling like something
you do FOR them. You'll close more deals not because you got slicker, but
because you got more human. You'll walk away from conversations feeling
cleaner, not slimier. And you will make--and I cannot stress the technical
precision of this figure enough--absurd amounts of money. The kind of
money that makes your accountant raise one eyebrow.

How a Guy Who Hated Salesmen Accidentally Became One

Let me confess something. I did not dream of a career in sales. As a kid, when
adults asked what I wanted to be, "salesman" ranked somewhere below "the
man who cleans the shark tank" on my list. I thought sales was for loud
people. Shiny people. People named Rick.

My first ever sales job, I was so terrified of being pushy that I basically
apologized for existing. I'd call a prospect and say things like "Hi, so sorry to
bother you, this is probably a terrible time, feel free to hang up--" I once
talked a man OUT of buying from me. He was ready. Wallet out. And I heard
myself say, "Are you sure? It's kind of a big commitment." My manager
watched this happen and made a sound I can only describe as a dying kettle.

Then one day, purely by accident, I stopped selling and just got curious. I
asked a struggling customer what was actually going wrong in his business.



We talked for forty minutes. I forgot to pitch anything. At the end, HE asked
to buy. From me. The apologetic kettle-noise guy.

That was the day I learned the secret this entire book is built on--and it
changed everything.

"Selling isn't something you do to people. It's something
you do with them, ideally over snacks." -- A K Bhojani



Chapter 1: That Cringey Feeling? It's
Called 'Reactance,’ and It's Not Your
Fault.

You know that feeling, right? You step into a store, fresh off the battlefield
that was your morning commute, eyes scanning for that one elusive item.
Suddenly, a friendly (read: potentially predatory) salesperson materializes
out of thin air, beaming with unsettling enthusiasm, and chirps, "Can I help
you with anything?"

And like a startled meerkat who's just spotted a rogue tumbleweed, you blurt
out, "Just looking!"

Come on, admit it. It's an almost involuntary reflex, isn't it? Your heart does a
tiny little drum solo. Your internal alarm system blares. Because deep down,
you know darn well you're not "just looking." Oh no. You're on a mission.
Your best friend's wedding is on Saturday. You have no pants. This isn't a
casual browse; this is a Code Red, pants-acquiring emergency of the highest
order. Yet, you'd rather spend the next hour performing an elaborate
interpretive dance through the denim aisle, pretending to be intensely
fascinated by various shades of indigo, than engage with the very person
whose literal job it is to help you avert a sartorial disaster.

Why? What is this bizarre, universal charade we play? Why do we recoil
from help even when we desperately need it, like a cat avoiding a bath, even if
it's covered in mud?

The Inner Toddler Speaks: Psychological Reactance

The answer, my friend, has a name, and it's the first and most crucial piece of
"secret knowledge" I'm bestowing upon you. Prepare yourself for
Psychological Reactance.

Sounds like something out of a psychology textbook, right? It is. But it's also
a fancy, two-dollar term for a very simple, profoundly human truth: PEOPLE
HATE BEING TOLD WHAT TO DO.

Seriously, imagine a stubborn, freedom-defending toddler, armed with a tiny
but mighty "NO!" button, living in the brain of every single person on Earth.



The moment this inner toddler feels its precious freedom of choice is being
threatened -- say, by a very enthusiastic salesperson named Kevin who's
practically vibrating with excitement to tell you all about today's special on
wrinkle-resistant chinos -- it throws a full-blown, juice-spilling tantrum. It
crosses its tiny arms, stomps its foot, yells "NO!", and, with impressive
defiance, often does the exact opposite of what it's being told. Kevin just
wanted to help you, but now you're considering buying a skirt. Thanks,
Kevin.

Reactance is the invisible force behind why you suddenly found your room
fascinatingly messy only when your mom told you to clean it. It's why you'll
deliberately take the "scenic route" (read: the wrong way, probably into a
dead end) after your GPS barks, "Turn left now!" a little too aggressively,
making you feel like a disobedient robot. And it is, without a doubt, the single
biggest reason why traditional "selling" feels as incredibly cringey as
watching your uncle try to dance at a wedding after three too many glasses of
punch.

The Demise of Slick Rick

Let's talk about the stereotypical salesman. You know him. Let's call him
Slick Rick, with his blindingly white teeth (did he use a car wax?), a suit so
shiny it reflects sunlight, and a handshake that feels less like a greeting and
more like a vice grip. Slick Rick isn't seeing you; he's seeing a walking
commission check. He isn't genuinely interested in solving your problem;
he's desperately trying to push his solution, usually the one with the highest
margin or the last one left in stock that he needs to unload before his manager
yells at him. Every polished word out of his mouth screams, "l AM TRYING
TO PERSUADE YOU TO BUY SOMETHING I WANT YOU TO BUY!"
And what does your inner toddler want to do? Run for the hills, possibly
hiding behind a display of sensible socks until Slick Rick gives up. This book,
my dear reader, is about teaching you how to never, ever awaken that angry
toddler. Because an angry toddler buys nothing. An angry toddler probably
just scribbled on the display models.

Your New Persona: The Business Doctor

So, what's the secret? It isn't to get better at persuading. That's trying to
wrestle with the toddler directly, and trust me, the toddler always wins. You'll



end up exhausted and covered in imaginary juice. No, the secret is to stop
persuading entirely. Instead, you're going to adopt a new model, one that
calms the inner toddler and invites cooperation. I call it The Doctor's
Diagnosis.

Think about it: when you have a weird, pulsating rash that looks suspiciously
like a detailed map of the moon, you don't expect your doctor to greet you at
the clinic door with a pre-filled syringe, yelling, "Good news! I've got a great
deal on this mystery injection! Limited time offer! Act now!" That would be
absolutely insane. You'd be sprinting out of there faster than a toddler who's
just seen a vegetable.

Instead, a good doctor is a master of de-escalation and diagnosis. She'll
welcome you calmly, perhaps offer you a soothing cup of water (not a "buy
one, get one free" offer on pain medication). She'll listen intently, making eye
contact, and then ask intelligent, open-ended questions: "So, tell me about
this rash. Does it itch like a thousand tiny ants tap-dancing on your skin? Did
you recently wrestle a badger? Have you perhaps been eating strange,
glowing berries from the forbidden forest again?"

She listens. She diagnoses. She makes you feel heard, understood, and
validated in your bizarre, badger-related predicament. By the time she calmly
recommends a specific cream or a course of action, you're not just willing to
accept it -- you're practically grateful for it. You trust her because she took the
time to understand your unique, probably-not-badger-related problem before
offering a solution. You feel respected, not pressured. Your inner toddler is
probably offering her a juice box and asking if she wants to play with their
favorite stuffed animal.

The Game Has Changed

That, my friend, is the entire game. That's it. From this day forward, you are
not a salesperson. You are a highly-specialized, problem-spotting detective.
You are a business doctor. Your job is to diagnose, not to prescribe.

When you genuinely switch your goal from "I need to sell this thing" to "I
need to understand this person's situation and problem," something magical
happens. The pressure vanishes faster than a free sample at Costco on a
Saturday afternoon. Your body language visibly relaxes. The questions you

10



ask are no longer leading or manipulative; they become genuinely curious
and insightful. The customer's defensive walls -- those towering fortresses
built to repel Slick Ricks -- come crumbling down. Their inner toddler calms
down, offers you some juice, and might even show you their favorite stuffed
animal.

Why? Because you're not trying to take anything from them. You're just
trying to help. And "helping,” unlike "selling," is a word everyone can get
behind. Even the inner toddler.

Ready to trade your sales hat for a doctor's stethoscope (metaphorically, of
course -- leave the actual medical stuff to the pros)?

"Forget selling. When you learn to genuinely help, the inner toddler calms
down, and the money just... shows up. It's less about persuasion and more
about prescription.” - A K Bhojani

Try This This Week

Next time you catch yourself saying "just looking" to a salesperson, don't stop
yourself—just notice it. Notice the toddler. Say hi to it. That tiny flinch of
resistance is the most useful data point in this entire book, because it means
you now know, from the inside, exactly what you must never make another
human being feel. Most sales training tries to teach you empathy from a
textbook. You already have a PhD in it. You've been the customer your whole
life.

A Ridiculous But True-ish Story

A friend of mine—Iet's call him Gary, because his name is Gary—once spent
eleven minutes hiding from a mattress salesman behind a display of
decorative throw pillows. Eleven minutes. He was, by his own admission,
extremely in the market for a mattress. He had a bad back. He had a coupon.
He had, in his words, "aggressively researched memory foam density for
three weeks." And still, the second a human being approached him with the
words "finding everything okay?", Gary developed the evasive instincts of a
jewel thief.

The salesperson who finally got Gary's business, he told me, didn't chase him.
She just said, "Bad back, or just shopping for fun?" and then waited. That was
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it. No pitch. Just a diagnosis, offered gently, with room to decline it. Gary
bought the mattress twenty minutes later, and to this day describes the
experience as "weirdly the least annoying thing that has ever happened to me
in a retail store." That's the whole chapter, honestly. Ask the doctor question.
Then shut up and let them answer.

The Toddler Doesn't Just Live at the Mall (It Followed You
Home)

Here's the thing nobody tells you about your inner toddler: it doesn't clock out
when you leave the store. It is not a retail-only creature. It comes home with
you, curls up on your couch, eats your snacks, and waits patiently for its next
opportunity to yell "NO!" at absolutely nothing.

Think about it. Your partner says, "You should really call your mother back."
And even though you were -- I promise you -- literally reaching for the phone
at that exact moment, your hand freezes mid-air. Suddenly calling your
mother feels like an act of oppression. A violation of your sacred civil
liberties. You will now, out of pure spite, NOT call her for another four days,
all to prove a point to a person who has already left the room and forgotten the
conversation entirely.

Or the dentist. ""You should floss more." You KNOW you should floss more.
You have known this since roughly 1997. But the moment a man with a mask
and a tiny mirror says it out loud, some ancient rebel spirit awakens in your
gums and declares, "We floss on OUR terms, or we floss NOT AT ALL."
(You then floss not at all. For eleven years.)

This is important, dear reader, because it means reactance isn't some weird
glitch that only happens in commercial settings. It's the operating system. It's
running in the background of every single human interaction, all the time,
quietly waiting to be triggered. Which means selling isn't a special category
of persuasion with its own rules -- it's just the most obvious, high-stakes place
where the toddler's finger hovers over that "NO!" button. Master the toddler,
and you haven't just learned to sell. You've learned to talk to people.
Everywhere. Even your mother. Especially your mother.

12



The Science, Lightly (I Promise Not to Make You Do
Homework)

I told you reactance came out of a psychology textbook, and I wasn't lying. A
gentleman named Jack Brehm cooked it up back in 1966, and the basic idea is
beautifully simple: humans treat their freedoms like a toddler treats the last
cookie. The instant one of those freedoms looks even slightly threatened, we
don't calmly evaluate the situation. We LUNGE for the cookie. We want it
more precisely because someone might take it away.

Here's the delicious part -- and this is the bit that should reorganize your entire
brain -- the thing being threatened doesn't even have to be something you
wanted five seconds ago. Researchers have found that if you tell people a
product is running low, or that a rule is being imposed, or that a choice is
being made for them, they suddenly crave the option they're losing, even
when they were completely indifferent to it before. The threat CREATES the
desire.

Now flip that around and hold it up to the light. If threatening someone's
freedom makes them dig in their heels, then PROTECTING their freedom
does the opposite. It sedates the toddler. It's like showing the toddler that the
cookie is safe, nobody's taking it, it can have the cookie whenever it likes --
and watching, amazed, as the toddler suddenly loses all interest in the cookie
and wanders off to make its own decision in peace.

That's the whole magic trick, and it's not even a trick. It's just physics. You
cannot push a person and expect them to move toward you. That's not how
people work. That's not how cookies work. That's not how anything works.

How to Say the Exact Same Thing Without Waking the
Beast

Let me show you something almost stupid in how small it is. Two sentences.
Same information. Wildly different toddler reactions.

Slick Rick says: "You need to buy the premium plan."

Watch the toddler's eyes narrow. The arms cross. "I don't NEED anything," it
hisses, and it's already halfway behind the throw pillows.
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Now the Business Doctor says: "Honestly, most people in your situation go
one of two ways, and it really depends on how often you'll use it. Want me to
walk you through both, and you tell me which one feels right?"

Same premium plan. Same salesperson. Same commission. But do you feel
the difference in your body? The second version handed the steering wheel
back to you. It didn't tell you what to do -- it laid out a map and let YOU pick
the road. The toddler, offered a genuine choice, uncrosses its arms. It leans in.
It's curious now, because curiosity is what toddlers do when they don't feel
cornered.

The phrases that keep the toddler calm all share a secret ingredient: they
return control. "It's completely up to you." "Some people love it, some people
don't -- depends entirely on you." "No pressure at all, but if it helps, here's
what I'd look at." "You might hate this idea, and that's fine." Each one is a tiny
white flag that says: your freedom is safe here, friend. Nobody's grabbing the
cookie.

Compare those to the toddler-enraging classics: "You have to." "You
should." "Everybody's doing it." "This deal won't last." "Trust me." (Oh,
"trust me" is a KILLER. The instant a stranger demands trust, the toddler
builds a second fortress inside the first fortress.) These aren't just pushy.
They're threats. And the toddler responds to threats the way toddlers always
have: by throwing itself on the floor of the cereal aisle and refusing, on
principle, to buy the thing it actually came in for.

The Illusion of Control (Which Is Really Just... Control)

Now, a warning, because I know how this brain of yours works. You've just
learned that giving people choices calms the toddler, and some sneaky little
part of you is thinking, "Aha. I'll give them FAKE choices. I'll offer two
options that both lead to my sale. Checkmate, toddler."

My friend, put that idea down. Slowly. Step away from it.

Here's the problem with the fake choice: the toddler can SMELL it. I don't
know how -- some kind of evolutionary superpower, honed over millennia of
being manipulated by older siblings -- but people can sense the difference
between a real choice and a hallway with two doors that open into the same
tiny room. "Would you like to buy now, or buy later today?" is not a choice.
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It's a trap wearing a choice costume, and the toddler will spot the zipper on the
back of that costume immediately.

The choice has to be REAL. One of the options genuinely has to be "no, this
isn't for you, and that's totally okay." That's the door that scares Slick Rick to
death, because Slick Rick believes that if he ever lets a customer walk, he's
failed. But here's what Slick Rick never learned in his mirror-polishing
seminars: the door marked "you can absolutely say no" is the single most
reassuring thing a nervous customer will ever see. It's the doctor saying "we
don't have to treat this at all if you'd rather wait and watch." The moment
people know they can leave, they relax enough to stay.

Reverse psychology, by the way, is just fake choice's cousin who went to a
slightly fancier school. "Oh, you probably can't afford this one anyway."
Occasionally that works on someone with a fragile ego and something to
prove. But mostly it's a live grenade, because now you've insulted the toddler
AND tried to trick it, and a toddler that feels both cornered and outsmarted is
a toddler that will remember your face for the rest of its natural life. Don't
play games with people who can feel the game. Just give them a real choice
and get out of the way.

Try This This Week

For one entire week, I want you to physically ban three words from your
mouth: "should,” "need," and "have to." Not just at work -- everywhere. With
your kids, your partner, the guy at the coffee counter, the dog. Every time you
catch one of those words climbing up your throat, swallow it and swap in a
freedom-returning version instead. "You should try the special” becomes
"The special's genuinely good, but only if you're in a salmon kind of mood." It
will feel deeply weird. You will fail constantly. And somewhere around day
four you will watch someone's shoulders drop three inches because, for the
first time all day, a human being talked to them without reaching for the
"NO!" button. Write down the moment it happens. That's your proof.

A Ridiculous But True-ish Story

A friend of mine -- let's call him Gary, because that is stubbornly still his
name -- once tried to get his four-year-old to put on shoes. "Put your shoes on.
We have to go. Put them ON, Gary Junior." Nothing. Full toddler mutiny.
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Shoes flung across the room like tiny leather protest banners. Twenty-five
minutes of escalating warfare, both parties in tears, the concept of leaving the
house now a distant, mythical dream.

His wife walked past, glanced at the standoff, and said, without breaking
stride, "Do you want to wear the blue shoes or the dinosaur shoes?" The kid
put on the dinosaur shoes in four seconds and asked if they could leave
already. FOUR SECONDS. Gary sat on the floor, defeated and enlightened,
staring at his son like the boy had just performed a card trick.

The information was identical. Shoes were going on the feet. The only thing
that changed was that one version screamed "I am taking your freedom" and
the other whispered "here, you're the one in charge." Gary told me later he
thinks about that moment every single time he's tempted to tell a customer
what they need. "Blue shoes or dinosaur shoes," he says now, to nobody in
particular, before every sales call. His colleagues find it concerning. His
numbers do not.
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Chapter 2: Your Brain on "Helping":
Hacking Your Dopamine for Fun and
Profit

Have you ever spent what felt like an entire geological epoch wrestling with a
crossword puzzle, a Sudoku grid that looked like an alien language, or —
heaven forbid — a piece of IKEA furniture with instructions written by a
disgruntled gnome? And then, suddenly, when the last word clicks into place,
the final number slots perfectly, or that infuriating BJORKSTA shelf finally
stands without wobbling like a tipsy flamingo, a wave of pure, unadulterated
satisfaction washes over you? You might even do a little fist pump. A quiet,
reverent "Yesss!" It's a tiny, private victory, but it feels disproportionately,
magnificently awesome.

Or think about the last time you gave someone the perfect gift. Not just an
obligatory gift card that screams, "I panicked," but something you put real
thought into. Maybe it was that ridiculously specific vintage board game your
friend had mentioned once, five years ago. The moment they unwrapped it,
and their face lit up with genuine, unfeigned delight -- that feeling is pure,
uncut gold. In fact, many people report that the feeling of giving the perfect
gift is even better than receiving one. (Don't tell my birthday cake I said that.)
What you're experiencing in those moments isn't just "happiness." Oh no, my
friend. It's a full-blown chemical party in your head, and the guest of honor,
the DJ of your brain's reward system, is a neurotransmitter called dopamine.

Dopamine: The Brain's High-Five

Dopamine is one of the most misunderstood chemicals in the brain. It's often
mistakenly called the "pleasure molecule,”" but that's like calling a five-star
restaurant "a place with food." It's true, but it misses the entire delicious point.
Dopamine is more accurately described as the "motivation molecule" or the
"anticipation molecule.”" It's the little voice in your head that whispers (or
sometimes yells, depending on the reward), "Ooh, that was good. You should
totally do that again! And maybe even try for something bigger next time!"
It's your brain handing you an internal high-five, a gold star, a tiny trophy for
a job well done, or the promise of one coming. Your amazing, profit-seeking
brain releases a satisfying squirt of dopamine when you:
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Accomplish a goal (like finally solving that cryptic crossword clue that's been
mocking you for days).

Discover something new and useful (like stumbling upon a secret shortcut on
your commute that shaves five minutes off your drive -- pure bliss).

Help another member of your "tribe" survive and thrive (like giving that
perfect gift and watching their face light up, or spotting a bewildered tourist
trying to read a map upside down and pointing them in the right direction).

See where I'm going with this?

From Cortisol Crash to Dopamine Rush

Now, let's contrast this with the old, cringey model of sales -- the Slick Rick
model we discussed. That model doesn't run on dopamine. Oh no. It runs on
stress hormones like cortisol. It's driven by fear: fear of not hitting your quota,
fear of rejection (being told "no" by that inner toddler), fear of running out of
shiny suits (or confidence). It's a miserable, exhausting grind that leaves you
feeling drained, needing a shower both literally and spiritually, and probably
craving a large, unhealthy snack.

The new model -- the Doctor's Diagnosis model -- is a dopamine factory. It
turns the entire sales process, which used to feel like pulling teeth, into a
fascinating, rewarding puzzle. Think about it: The Mystery: A potential client
comes to you. They have a problem. They might not even fully understand it
themselves. It's a jumbled box of puzzle pieces, possibly missing half the
edge pieces and a crucial corner. (Dopamine trigger: Novelty! A new
challenge! Your brain loves new puzzles!)

The Investigation: You get to be a detective, a Sherlock Holmes of business
challenges. You use your new favorite tool -- listening -- to ask brilliant,
insightful questions. Each answer they give is a clue. Each uncovered "pain
point" is another piece of the puzzle you've found under the couch cushions,
sticky with old crumbs but vital. (Dopamine trigger: Discovery! We're
learning new things and making progress!)

The "Aha!" Moment: You sort through the clues, analyze the situation, and
suddenly you see it. Like a flash of genius, you see how your product or
service fits perfectly into their puzzle to create a beautiful, complete picture.
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This is the moment of insight, the "Eureka!" in the bathtub, the "Of course!"
at 3 AM. (Dopamine trigger: Goal-Accomplishment! We solved it! High-five
your brain!) When you finally present your solution, you're not "pitching"
them. You are sharing the answer to a puzzle they've been struggling with.
You are handing them the final, missing piece, neatly labeled and probably
with a little bow on it.

The Shared High: Fun and Profit

And here's the absolute best part: it's a shared chemical experience. When you
have your "aha!" moment and solve their problem, their brain gets a
dopamine hit, too! That feeling of relief, clarity, and genuine gratitude they
experience when they realize you've truly understood and solved their
unique, badger-related problem? That's their brain giving them a high-five for
finding a solution. This shared positive event, fueled by the brain's own built-
in reward system, is what scientists call The Helper's High. It forges a bond of
trust and mutual respect that no aggressive sales pitch ever could. You're not
just a vendor and a customer anymore. Youre two humans who just
collaborated to make something better, who together conquered a frustrating
problem. You solved the puzzle together.

This is precisely why great sales, approached with this "human first" mindset,
can be one of the most fulfilling, energizing, and sustainable careers on the
planet. You're not draining your battery by forcing people to do things they
don't want to do. You are recharging it, again and again, with every single
problem you solve. You get paid to experience the pure, unadulterated
satisfaction of genuinely helping people, all day long.

Ready to turn your sales process into a daily dopamine quest? "Forget the
forced pitch; your brain's happiest when you're solving puzzles. Turn 'selling'
into 'helping,' and watch the dopamine — and the profits — flow." - A K
Bhojani

Try This This Week

At the end of every call this week, before you hang up, ask yourself one
question: did their voice change? Not what they said—how they sounded
saying it. Relief has a sound. Relief is a slight exhale, a "oh, okay, that
actually makes sense" in a register half a note lower than how they answered
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the phone. Start tracking it like a scientist tracking a reaction in a beaker,
because that's exactly what it is. You're not imagining the chemistry. You're
listening to it happen in real time.

A Ridiculous But True-ish Story

I once watched a software rep spend forty minutes on a call with a warehouse
manager who was drowning in spreadsheets, and [ watched the exact moment
the dopamine hit land. It wasn't during the demo. It wasn't during the pricing.
It was at minute six, when the rep said, "So if I'm hearing you right, the actual
problem isn't the software—it's that you're the only person who knows how
the current system even works, and if you got hit by a bus tomorrow, the
whole warehouse would just stop." The warehouse manager went quiet for a
second, then said, slowly, "...yeah. Yeah, actually. Nobody's ever put it that
way." You could hear the lightbulb turn on through the phone speaker. That
deal closed two weeks later, and the rep didn't have to sell a single feature to
make it happen. He just had to notice the thing the manager already knew but
had never said out loud, and say it back to him, slightly better organized than
he'd have managed himself. That's the whole dopamine hit. Being understood
is rarer than people think, and it is, chemically, addictive.

Dopamine Is a Liar (But a Useful One)

Here's a fun fact that will ruin exactly one dinner party if you deploy it
correctly: dopamine does not actually make you happy. I know. I'm sorry. I
feel like I just told you the magician's secret and now you can't un-know it.
But it's true, and it matters enormously for how you sell.

Dopamine is not the reward. Dopamine is the guy standing in the parking lot
BEFORE the concert yelling "IT'S GONNA BE AMAZING." It's
anticipation, craving, the lean-forward. That's why you can eat an entire
family-size bag of tortilla chips and feel, at the bottom of the bag, not joy but
a faint existential crumb-dusted regret. The dopamine was in the reaching,
not the crunching. It kept promising the NEXT chip would be the one. It lied.
It's always the reaching.

Actual happiness -- the warm, settled, "ahh" kind -- runs on different
chemistry entirely (serotonin, oxytocin, endorphins, the whole mellow book
club). And this is the single most important thing a salesperson can
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understand about their own brain, because Slick Rick has never once told the
difference. Slick Rick chases the reaching. He's addicted to the parking-lot
guy. He mistakes the craving for the closing for the satisfaction of the help,
and that's why, no matter how many deals he lands, he always looks like a
man who is starving at a buffet. He gets the dopamine. He never gets the
happy. Don't be a buffet-starver, my friend. We'll come back to this, because
it's the whole ballgame.

Oxytocin Is the Bonus Track Nobody Told You About

If dopamine is the DJ, oxytocin is the friend who puts their arm around your
shoulder at 1 a.m. and says, "You know what, you're actually a good person."
It's the trust chemical, the bonding molecule, the stuff that quietly releases
when two mammals decide -- often without a single word about it -- that they
are on the same team.

And here's the thing they really don't teach at the Slick Rick Academy of
Aggressive Handshakes: you cannot fake your way to an oxytocin response.
The human nervous system has a bouncer, and that bouncer has been
screening for insincerity for roughly two hundred thousand years. It is very,
very good at its job. When you genuinely help someone -- when you tell them
the honest thing even though the honest thing is "actually, you don't need my
premium package, the basic one solves your problem" -- their bouncer waves
you in. Trust floods the room. You have just done something no discount, no
urgency countdown timer, and no "limited spots remaining!!" banner can
ever do: you've made their body feel safe with you.

That safety is worth more than the sale in front of you, because it's what
makes the NEXT sale, and the referral, and the five-year relationship.
Dopamine gets you the first date. Oxytocin gets you invited to the wedding.
Sell for the wedding.

Design Tiny Wins Like You're Building a Video Game

Game designers understand your brain better than your therapist does, and
they've weaponized it into a billion-dollar industry. The reason you couldn't
put down that phone game about matching candy is that it hands you a tiny
win roughly every eight seconds. Ding! Level up! Three stars! Confetti! Your
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brain, that adorable little dopamine-seeking gremlin, will crawl over broken
glass for that confetti.

Now: what if a sales conversation felt like that? Not manipulative-slot-
machine like that -- honest like that. Because a good conversation IS a series
of tiny wins, and your job is to notice them out loud so both brains get to
collect the coins.

Here's how you build wins into a talk without turning into a game show host.
Win number one: the client says a messy, tangled problem out loud, and you
say it back, cleaner. Ding -- they feel understood. Win number two: you ask a
question so on-the-nose that they go "huh, good question, nobody's asked me
that." Ding -- they feel interesting. Win number three: you name a constraint
they were embarrassed about ("look, I'm guessing budget is tight this
quarter") before they had to confess it. Ding -- they feel relieved AND safe.
None of these are the close. Every single one of them is a small, real,
chemical gift you handed a fellow human, for free, and every one of them
makes the next moment of the conversation lighter than the last. String
enough tiny wins together and by the end the "big decision" barely feels like a
decision at all. It feels like the obvious last piece of a puzzle you built
together, one satisfying click at a time.

The Business Doctor, notice, does this instinctively. Every good doctor's visit
is a sequence of tiny reliefs: "yes, that symptom makes sense," "no, it's not the
scary thing," "here's what we do next." You leave feeling lighter even before
the medicine kicks in. Be the appointment people leave feeling lighter from.

The Trap: Chasing the Dopamine of Closing vs. the
Dopamine of Helping

Okay. Deep breath. This is the part I'd tattoo on the inside of your eyelids if
the technology and the pain tolerance allowed.

There are two dopamine hits available to you in this job, and they feel almost
identical in the moment, and choosing between them will quietly decide the
entire shape of your career.

The first is the dopamine of closing. It's real, it's loud, it's the fireworks when
the contract gets signed and the number goes up and Gary in the group chat
sends the little money-with-wings emoji. Nothing wrong with it! Celebrate
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the win. But here's the trap: that hit comes at the END, it comes once, and it
comes attached to an outcome you don't fully control. So if that's the ONLY
hit you're chasing, you spend 95% of your working life in the anxious,
hungry, parking-lot-guy state -- reaching, craving, cortisol quietly marinating
your insides -- for one brief firework you'll have forgotten by Thursday.
That's the buffet-starver again. That's how good salespeople burn out and
slowly, tragically, mutate into Slick Rick. Not because they're bad people.
Because they got hooked on the wrong molecule.

The second is the dopamine of helping. This one comes DURING. It comes at
minute six when the lightbulb turns on. It comes every time you land a tiny
win, every "nobody's ever put it that way," every honest answer that makes a
stranger's shoulders drop an inch. It's available dozens of times a day, it's
mostly within your control, and -- crucially -- it's the one wearing an oxytocin
jacket, so it actually leaves you feeling good and not just briefly less empty.

Here's the beautiful, almost unfair part: chase the second one and you get the
first one anyway, more often, with less suffering. Chase the first one alone
and you get neither for very long. Your inner toddler, remember, can smell
when it's being closed rather than helped, and it will plant its feet in the
metaphorical grocery aisle every single time. So aim your whole nervous
system at the help. Let the close be the thing that happens on the way. That's
not a mindset trick or a motivational poster. That's just knowing which
molecule you're feeding, and refusing to starve the good one.

"Anybody can get high on closing. The pros get high on
helping -- and then, annoyingly for everyone else, they
close more." -- A K Bhojani

Try This This Week

Pick one conversation this week and, before you say a single word about your
product, set yourself a private scavenger hunt: collect three tiny wins for the
OTHER person. One "you're understood," one "you're interesting," one
"you're safe." That's it. Keep score in the margin of your notebook -- literally,
three little checkboxes. Notice that you can hit all three inside the first ten
minutes and you haven't pitched a thing. Then notice, at the end, how much
easier the actual ask feels -- for both of you -- when you've spent the whole
time depositing coins in their brain instead of frantically trying to withdraw
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them. You're not trying to win the conversation. You're trying to make the
other person quietly, chemically glad they picked up the phone. Do that
reliably and the winning takes care of itself.

A Ridiculous But True-ish Story

A friend of mine -- we'll call him Gary, because it IS Gary -- once got so
addicted to the dopamine of closing that he started, and I want to be clear this
genuinely happened, celebrating deals that hadn't closed yet. He'd get a verbal
"maybe," feel the firework, and mentally spend the commission. Then the
maybe would evaporate, and Gary would crash so hard he'd sit in his car in
the parking lot listening to one specific sad song on repeat. He called it his
"pipeline." I called it his playlist.

So one quarter I made him try an experiment. New rule: he wasn't allowed to
celebrate closes at all. Instead, every time he genuinely helped someone --
solved a problem, gave honest advice that cost him a sale, made a stranger
exhale in relief -- he got to put one dollar in a jar on his desk. Just a dollar. A
dumb, tiny, physical ding. He thought it was the stupidest thing he'd ever
heard, which, given some of Gary's other ideas, was really saying something.

Eight weeks later the jar had ninety-one dollars in it, which meant Gary had,
by his own honest count, helped a human being roughly ninety-one times. His
numbers were up. His sad-song time in the parking lot was down to basically
zero. And he told me -- a little embarrassed, the way people are when they've
accidentally become better -- that somewhere around dollar forty he'd
stopped checking whether deals had closed, because the jar felt better and,
weirdly, more reliable than the CRM. He'd swapped which molecule he was
feeding. The commissions, freed from a man white-knuckling them, quietly
went up on their own.

He still has the jar. There's ninety-one dollars in it he refuses to spend. He
says it's the only money he's ever earned that made him feel rich. That's
oxytocin, Gary. Nobody had the heart to tell him.
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Chapter 3: The 'l Quit!" Fund: Why
Sales is the Ultimate Life Cheat Code

Let's be brutally honest for a second. There's a very good chance you picked
up this book, or are even remotely thinking about a career in sales, for the
money. And guess what? That's okay. You're not alone. The rumor on the
street is absolutely true: you can make an obscene amount of money in sales.
We're talking "buy the fancy car without checking your bank balance twice"
money. "Have a savings account that doesn't weep every time you buy
organic, artisanal guacamole" money. "Spontaneously decide to take a
month-long trip to Bali because, why not?" money.

But I'm going to tell you another secret, one that's even more important than
the ability to fund your guacamole habit. The money isn't the real prize. It's
just the glorious side effect. The real prize -- the thing that will fundamentally
change your life in ways you can't even imagine yet -- is the incredible set of
skills you acquire along the way.

Learning sales isn't like learning a normal job, where you master operating a
specific piece of software or filling out a certain form. No, my friend. You are
downloading a set of cheat codes for the human experience.

Think about video games. A cheat code gives you an unfair advantage, right?
It might be infinite lives, a super-jump that lets you clear impossible
obstacles, or the ability to walk through walls like a friendly ghost. In life,
sales skills do the exact same thing. They are a universal key that unlocks
better outcomes in nearly every situation you'll ever encounter. Consider it
your Life-Skill Swiss Army Knife. While everyone else is trying to open a
stubborn bottle with their teeth (and probably chipping one), you've got a
tiny, perfectly functional corkscrew. While they're hammering a nail with a
rock, utterly destroying both the rock and the wall, you've got a tiny, perfectly
functional hammer. You're simply better equipped for life.

Let's look at the incredible tools you're about to acquire: Superpower #1: The
Resilience Shield

The average person is absolutely terrified of the word "no." It feels like
failure. It feels like rejection, a personal affront delivered by the universe
itself. For a salesperson, however, "no" is just... data. It's the GPS saying
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"recalculating," not "you are a terrible driver and should never leave your
house again." After you've heard "no" a few hundred times -- whether it's a
client declining a proposal, a prospect hanging up mid-sentence, or your own
internal monologue telling you to just give up -- and you realize the world
doesn't actually end, something truly magical happens. You develop an
emotional callous. You become unflappable, like a seasoned duck in a
hailstorm. When your boss criticizes your work, your partner shoots down
your brilliant dinner suggestion (because, apparently, "taco sushi" isn't a
universally accepted culinary delight), or you get a parking ticket, your gut
reaction isn't panic or a spiral into existential dread. It's a calm, collected,
"Okay. Annoying. What's the next move?" This kind of resilience is a
superpower that most people go their whole lives trying to build, often
through painful therapy or expensive retreats. You get to build it every single
day, right on the job, by simply showing up and trying.

Superpower #2: Persuasion X-Ray Vision

Now, let's be clear: I'm not talking about manipulation. I'm talking about the
fine art of getting your toddler to eat broccoli without resorting to bribery or
tears (theirs or yours). A normal, well-meaning parent says, "Eat your
broccoli, sweetie, it's good for you and full of vitamins!" This usually leads to
a tiny, green-speckled explosion and a tantrum of epic proportions. The
parent with sales skills, however, leans in conspiratorially and says, "Psst,
you are a mighty T-Rex, and you must devour these tiny, prehistoric trees to
maintain your strength and conquer the living room!" One approach leads to a
tantrum. The other leads to a clean plate and a happy (if slightly confused)
dinosaur.

This skill isn't just for coaxing vegetables down tiny throats. It translates
everywhere. It's how you subtly convince your friends to see the movie you
want to see, even if it involves subtitles and a very long runtime. It's how you
negotiate a free dessert at a restaurant because your meal was late, not by
complaining, but by expressing charming disappointment. It's how you get
your landlord to finally fix the leaky faucet that's been dripping for six
months, not by threatening, but by painting a vivid picture of the impending
mold colony and the damage to their property value. You learn to stop stating
what you want and start framing things in a way that aligns perfectly with
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what they want. It's like seeing the hidden matrix of human motivation,
understanding the invisible strings that move us all.

Superpower #3: The Confidence Engine

Confidence doesn't magically appear from positive affirmations or by staring
fiercely in the mirror and telling yourself you're a tiger (though a little bit of
that never hurts). Real, unshakable confidence comes from a portfolio of past
successes. It comes from proof. Sales forces you into the arena, day after day.
You have to talk to strangers. You have to articulate value. You have to ask
for things. The first time is terrifying. The tenth time is nerve-wracking. The
hundredth time? It's just Tuesday. You build a deep, bone-deep belief in your
ability to handle yourself, to improvise, and to connect with anyone in almost
any social or professional situation. You become the person who can
confidently walk into a crowded room, start a conversation, and leave having
genuinely connected with someone, maybe even having solved a problem for
them.

Leverage and Asymmetric Rewards: Your New Playground

This brings us to our next big brainy concept: Leverage and Asymmetric
Rewards. This sounds complicated, like something from a stock market
report, but it's deliciously simple.

Leverage means using a small effort to get a huge result. Think of a lever
lifting a massive rock.

Asymmetry means the potential upside of an action is way, way bigger than
the potential downside. The risk is tiny, the potential gain is enormous.

Let's break this down:

The downside of asking your boss for a 10% raise? A few minutes of
awkwardness, and maybe they say no. You're back where you started. The
upside? Thousands of dollars a year, every single year, compounding over
your career. That's asymmetric.

The downside of asking the hotel front desk, "Any chance of a
complimentary upgrade?" An awkward half-second before they politely say
no.
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The upside? A suite with a jacuzzi, a view of the ocean, and enough space to
host a small party of meerkats. That's asymmetric. Sales trains your brain to
constantly see these asymmetric opportunities and, crucially, gives you the
confidence to pull the lever. Your entire life becomes a field of low-risk,
high-reward opportunities that others don't even see because they're too
afraid of that initial "no." You'll be spotting hidden upgrades, better deals, and
unique connections everywhere.

The 'T Quit!" Fund

This, my friends, is the true 'T Quit!" Fund. It's not just a pile of cash, though
that's certainly a nice bonus. It's the absolute certainty that you possess a set
of skills so valuable, so transferable, and so universally applicable that you
will always be able to generate value, solve problems, and land on your feet,
no matter what happens. You're no longer dependent on the whims of a single
boss, a single company, or a single economic downturn. You have the cheat
codes. You are the master of your own destiny. And that, more than any
amount of money, is true freedom.

"The real cheat code isn't just making money; it's mastering the human skills
that turn every 'no' into data, every problem into a puzzle, and your entire life
into a field of asymmetric wins." - A K Bhojani

Part 2: The Un-Salesy Toolkit

Try This This Week

Write down the last time you heard "no" and it actually ruined your day. If
you're new to sales, this might take some digging. If you've been doing it a
while, you might not be able to remember one, and that's the whole point of
this chapter, proven in a single exercise. The resilience isn't a personality trait
you were born with. It's a callus. You grew it by getting told no on purpose,
over and over, until it stopped being able to reach you. Nobody hands you
that. You build it, one mildly annoyed prospect at a time.

A Ridiculous But True-ish Story

A former colleague of mine, a genuinely lovely and easily-flustered person
named Priya, took a sales job specifically because she wanted to stop being
afraid of confrontation. Her words, not mine. Six months in, her landlord tried
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to raise her rent by an amount that was, generously, unhinged. Old Priya
would have paid it, silently, while crying a little in the shower about it later.
New Priya, freshly hardened by roughly four hundred cold calls' worth of
polite and impolite rejection, looked her landlord dead in the eye and said,
"That's a big jump—walk me through what's driving it," which is, if you
squint, just a Sherlock Scan question aimed at a human being who was not
expecting to be handled so smoothly. The landlord, flustered in turn, settled
for half the original increase. Priya texted me that night with the subject line
"SALES SKILLS ARE A CHEAT CODE I TAKE IT ALL BACK," which
felt, honestly, like a fair use of caps lock.

Superpower #4: The Everyday Negotiation Reflex

Here's a thing nobody tells you: you are negotiating roughly four hundred
times a day, and you're losing most of them because you don't even know
you're at the table.

Who unloads the dishwasher. Which parent does the dreaded 6 a.m. wake-up
shift. Whether the cable company keeps charging you eleven dollars a month
for a "convenience fee" whose only convenience is to them. Whether the
mechanic actually needs to replace the "flux capacitor” or just noticed you
don't know what one is. These are negotiations. You just don't dignify them
with the word, so you show up to all of them like an unarmed man wandering
into a fencing tournament -- polite, apologetic, and getting poked full of
holes.

Sales rewires this. Not into aggression -- please, God, not aggression, nobody
likes the guy who haggles over a two-dollar coffee like it's a hostage
exchange -- but into a quiet, permanent awareness that everything is soft.
Prices are soft. Deadlines are soft. "Company policy" is soft (it is, in fact, the
softest thing on Earth, a marshmallow wearing a lanyard). The salesperson
has spent so many hours discovering that the first number is never the real
number that they simply stop believing the first number anywhere. And the
beautiful part -- the part that separates this from being a jerk -- is that your
Business Doctor training kicks in. You don't demand. You get curious. "Is
that the best you can do?" isn't a threat; it's a diagnostic question, delivered
with a smile, that costs you nothing and shakes loose more free upgrades,
waived fees, and quiet discounts than you would believe. Most people never
ask because they assume the answer is no. You'll ask because you've learned
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the answer is "no" only about sixty percent of the time -- and the other forty
percent is just sitting there, unclaimed, like a twenty-dollar bill nobody wants
to bend over for.

The Terrifying Math of One Good Skill

Let me hit you with a number that should keep you up at night in a good way.

Imagine you get measurably better at exactly one thing: asking for the sale
without flinching. Not smoother, not more charming -- just able to say the
price and then shut your mouth instead of nervously discounting yourself into
oblivion. Say that single skill bumps your close rate from three deals in ten to
four in ten. That's it. One extra yes per ten conversations. It doesn't sound like
a superpower. It sounds like a rounding error.

Now run it forward. That's a third more income. Every month. Every year.
Compounding across raises, commissions, promotions, and the entire
remaining runway of your working life. One skill -- one -- is quietly worth
more than a second university degree, and unlike the degree, nobody bills you
eighty grand and four years for it. You learn it on the job, while getting paid,
from your own inner toddler screaming "BUT WHAT IF THEY SAY NO"
until one day it stops screaming because it's bored.

This is the thing the money-chasers get backwards. They think the wealthy
salesperson knows two hundred secret techniques. They don't. They usually
know about six, and they do those six without wincing. The upside of getting
genuinely, boringly good at a single human skill is so lopsided it barely looks
like the same universe as the effort you put in. That's not motivation. That's
arithmetic.

Superpower #5: The Compound Interest of Tiny Asks

Everyone understands compound interest for money -- leave it alone, it
grows, eventually you own an island. Almost nobody applies it to asking.

A tiny ask, repeated, compounds into a completely different life. The problem
is that a single tiny ask looks pathetic on its own. Asking the barista if there's
a punch card. Asking the new acquaintance for a fifteen-minute coffee.
Asking to be introduced to "just one person" you'd love to meet. Asking your
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manager, offhandedly, to be looped into the bigger project. Each one, in
isolation, is a rounding error, the social equivalent of finding a nickel.

But sales is a nickel factory. You do this hundreds of times, reflexively, until
asking becomes your resting state instead of your panic state -- and the
nickels start colliding into each other. The coffee becomes a mentor. The
mentor becomes a job. The "just one person" becomes the introduction that
becomes the client that becomes the year you don't check your bank balance
before buying guacamole. None of it was one heroic swing. It was a thousand
small, cheap, borderline-embarrassing asks that individually meant nothing
and collectively rearranged your entire life.

The tragic thing about people who "aren't good at networking" is that they're
waiting to make one perfect, enormous, high-stakes ask -- the grand gesture,
the big pitch, the moment. That ask never comes, because it's terrifying and
they've never practiced. Meanwhile you, the salesperson, are out here
throwing nickels like confetti, and one of them lands on a jackpot roughly
every couple of weeks. You won't remember which nickel it was. You won't
need to.

Superpower #6: The Un-Catastrophizing Engine

Let's talk about the downside of asking, because your brain -- specifically
your inner toddler, who is once again in the driver's seat and cannot see over
the wheel -- is a professional catastrophe novelist. You go to ask for
something and it immediately writes a nine-book fantasy series in which the
asking ends your career, your reputation, and possibly your bloodline.

So let's actually inspect the downside. You ask your neighbor Gary if you can
borrow his truck for an hour. Worst case? Gary says no. That's it. That's the
whole catastrophe. Gary does not report you to the authorities. Gary does not
tell the other neighbors that you are a truck-coveting menace. Gary says "ah,
sorry, I need it," and you both continue to exist, unharmed, in a world that has
not noticed. The asymmetry is grotesque: the downside is a mildly awkward
three seconds, and the upside is a truck.

Sales beats this into your bones through sheer repetition, because in sales you
get to run the experiment about forty times before lunch. You ask, they say
no, and the sun keeps coming up. You ask, they say no, and your mother still
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loves you. After a few hundred reps, some deep and stubborn part of your
nervous system finally files the report: asking does not kill me. The imagined
downside was fiction -- lovely, vivid, best-selling fiction, but fiction. And
once you genuinely believe the downside of asking is almost always trivial,
you become quietly dangerous, in the best way. You'll ask for the raise, the
date, the discount, the introduction, the second chance -- not because you're
braver than everyone else, but because you did the math on the risk and the
risk turned out to be Gary shrugging.

This Is What Freedom Actually Feels Like

Stack these up -- the negotiation reflex, the terrifying math of one skill, the
compounding nickels, the un-catastrophizing engine -- and you start to see
what the 'T Quit!" Fund really is on a random Tuesday. It's not a bank
statement. It's a feeling.

It's the feeling of never again being trapped by a number someone else picked
for you. It's walking into any room, any deal, any confrontation with the calm
knowledge that you can find the value, name it, and ask for it -- and that if
they say no, you'll simply recalculate, because you've heard no enough times
that it registers somewhere between "gentle breeze" and "spam call." You
stop bracing for life. You start negotiating with it. And it, frankly, folds more
often than you'd think.

"Everyone's waiting for one perfect chance to change their
life. The salesperson just throws a thousand cheap ones
and lets the math do the miracle." -- A K Bhojani

Try This This Week

Ask three times for something small -- something you'd normally just eat the
cost of. The fee on your bill. The upgrade at the counter. The "any chance you
could throw in..." at checkout. The rule is you're not allowed to be attached to
a yes; your only job is to ask cleanly and then be quiet. Keep score. Not of
how many said yes -- of how you felt three seconds after the ones who said
no. That's the number that matters. You're not practicing getting things.
You're practicing discovering, in your own body, that the downside was
always Gary shrugging. Do this until asking feels roughly as dramatic as
sending a text.
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A Ridiculous But True-ish Story

I once knew a man -- we'll call him Slick Rick, because that is what everyone
called him, and not always kindly -- who was constitutionally incapable of
paying sticker price for anything. Airport water. Funeral flowers. Once,
memorably, a hot dog. It was, for years, deeply embarrassing to be seen with
him.

Then Rick spent two years in sales, and something recalibrated. He stopped
haggling like a maniac and started asking like a Business Doctor -- curious,
warm, genuinely trying to help the other person help him. Same instinct,
entirely new manners. Last winter his flight got cancelled and the airline
offered the standard sad little meal voucher. The old Rick would have made a
scene. The new Rick leaned on the counter, asked the exhausted gate agent
how her day was actually going, listened to the answer, and then quietly
wondered aloud whether there was "anything at all" she could do. He walked
away with a hotel night, a rebooking in a better cabin, and -- I swear this is
true-ish -- her cousin's number for a plumbing job Rick happened to need
done. He didn't demand a single thing. He just asked, kindly, and let the
asymmetry do the rest. Rick now calls it "the day the cheat code paid for itself
twice before I even got home."
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Chapter 4: The Art of Finding Your
People (Without Being a Creep)

Let's get something straight right away: old-school sales prospecting is like
fishing with dynamite. You find a body of water, toss in an explosive, and
hope that among all the chaos, collateral damage, and dead fish, something
edible eventually floats to the surface. It's loud, incredibly inefficient, leaves
a trail of ecological disaster, and makes all the other fish (and probably the
local

environmentalists) absolutely hate you.

Cold calling a random list of phone numbers or sending a thousand generic
emails is the business equivalent of chucking TNT into a perfectly peaceful
lake. You're screaming into the void, annoying 999 people (who will now
actively avoid your email domain) to maybe, maybe get one lukewarm,
vaguely bewildered response. It's a soul-sucking activity for you, leaving you
feeling like a telemarketing zombie, and a world-class annoyance for
everyone else. Worst of all, it triggers that pesky Reactance we talked about
before your prospect even knows who you are. Their inner toddler is already
screaming "NO!" at the sight of your email subject line.

We, my friends, are not fishermen of dynamite. We are elite, fly-fishing
artisans. We don't want all the fish; we want a very specific type of fish. We
know what it eats, where it sleeps (probably in a nice, secluded eddy), and
what kind of fancy, handcrafted fly it finds utterly irresistible. We go to the
right spot, use the right bait, and the fish, drawn by genuine appeal, comes to
us, happily and willingly, practically leaping into our net.

Your first job as a sales detective isn't to start talking; it's to figure out who
you should be talking to.

Creating Your Ideal Client: The Dating Profile Approach
You need to create your Ideal Client Profile (ICP). Now, I know what you're
thinking: "Ugh, this sounds like a boring corporate exercise involving
spreadsheets, misery, and probably stale coffee." It's not. Think of it like
creating a dating profile for your perfect customer.
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Stop trying to sell to every single person on Earth with a pulse and a wallet.
That's not just exhausting; it's desperate. It's like standing on a street corner
with a megaphone, yelling, "WILL ANYONE MARRY ME?!" You might
get a bite, but it's probably not going to be your soulmate.

Instead, let's get ridiculously specific. Let's daydream, unabashedly, about the
perfect person you are uniquely equipped to help. If you could create your
dream client in a lab, with perfect personality traits and exactly the right
problems you solve, who would they be? Let's build their profile. Grab a
notebook (yes, a physical one!) and actually write this down.

The Basics (The "About Me" Section):
This is the easy, demographic stuff.

If you sell to businesses (B2B): What's the industry? What size company are
they? What's the job title of the person who usually buys what you're
offering?

Bad Example: "Businesses."

Good Example: "HR Managers at fast-growing tech companies (50-200
employees) that just secured Series B funding."

If you sell to consumers (B2C): What are their general demographics? Age
range, income bracket, family status, location?

Bad Example: "People who need life coaching."

Good Example: "New parents in their late 30s living in the suburban sprawl,
commuting 45 minutes each way, feeling overwhelmed by juggling career
and childcare.”

Be specific. The more specific, the more real they become.

The Pains & Frustrations (The "You Should Message Me
If..."

Section):

Ah, now we're getting to the juicy part. This is where the magic happens.
What keeps this person up at 3 a.m., staring at the ceiling, cursing silently?
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What are their deepest fears, their most annoying frustrations, their everyday
headaches, as they relate to the problem you solve?

Bad Example: "They need better software.” (Boring! So
vague!)

Good Example: "They are terrified of looking incompetent in front of their
new, very intimidating boss because their team's monthly reports are always a
jumbled mess. They waste 5 hours every Friday manually copying and
pasting data from three different spreadsheets, and they're starting to miss
their kids' soccer games, which is leading to intense parental guilt."

See the difference? One is a bland feature. The other is a soul-crushing story
that makes you want to hand them a tissue. You're not selling features; you're
solving nightmares.

The Dreams & Desires (The "My Perfect Match Is..." Section): Now, flip the
coin. What is their dream outcome? If they waved a magic wand (and maybe
paid you handsomely for it), what would their "happily ever after” look like?
How would their life be demonstrably better because of your solution?

Bad Example: "They want to be more efficient." (Yawn. So does everyone.)

Good Example: "They want to walk into the Monday morning executive
meeting, click one button to generate a perfect, interactive report, and look
like a technological wizard, earning a nod of approval from their boss. They
want to leave work at 4:30 p.m. on Fridays with a completely clear mind,
knowing they can make it to their kids' soccer games on time and actually
enjoy them."

Now you're selling peace of mind, career advancement, and quality family
time, all disguised as a solution.

The Give-First Principle: Your Client-Attracting Bat-Signal
Once you have this detailed profile, you have created a powerful filter for the
entire world. Your job is no longer to shout at everyone who walks by your
digital storefront. Your job is to find the people who perfectly fit this specific
profile.
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So where do you find them? You go where they go. You hang out where they
hang out. Do they belong to a specific LinkedIn group? A subreddit dedicated
to niche industry problems? An obscure online forum where they vent about
their tech woes? A local trade association that meets for surprisingly dull
breakfasts? Go there. Observe. Listen.

But -- and this is absolutely critical -- you don't jump in and start selling.
That's the equivalent of walking up to someone on a first date, before the
appetizers have even arrived, and asking them to marry you. That will trigger
all the Reactance.

Instead, you use the second piece of knowledge for this chapter: The Give-
First Principle.

The Give-First Principle is elegantly simple: become a source of value before
you ever ask for anything in return. You are now an expert on your Ideal
Client's pains and dreams. So, help them. For free. Answer questions in the
forums they frequent. Not with a sales pitch, but with genuine, helpful advice.
Be the person who always knows a neat trick.

Write a short article or a LinkedIn post titled something like, "Three Common
Mistakes HR Managers Make When Tracking Team Performance (and How
to Avoid Them)." You're identifying their problem and offering a tiny
glimpse of a solution.

Create a simple, downloadable checklist called "The 5-Minute Friday Report
Checklist" and offer it freely.

You are building a client-attracting Bat-Signal. You are putting out valuable,
tasty bait for the exact type of fish you want to catch. You are warming up the
"cold call" until it's transformed into a "warm, friendly chat with that helpful
person from the internet whose free advice totally saved my butt last week."

The goal of prospecting isn't to make a sale. It's to earn the right to have a
conversation. And you earn that right by proving, through your actions, that
you genuinely want to help, not just sell. Ready to swap your dynamite for a
carefully crafted fly? "Stop blasting everyone with dynamite. Become a fly-
fishing artisan: identify your perfect client's pain, offer value for free, and
earn the right to a conversation. That's how you attract, not attack.” - A K
Bhojani
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Try This This Week

Write your Ideal Client Profile, then do something most people skip: write the
profile of the person you should actively avoid. The client who technically
has money but will drain your soul through a straw. The one who'll haggle
over invoices and ghost your calls and leave a two-star review because you
didn't personally drive to their house. Knowing who you don't want is just as
clarifying as knowing who you do, and it'll save you from saying yes to the
wrong fish just because it happened to swim by.

A Ridiculous But True-ish Story

A freelance designer I know used to take literally any client who could pay,
on the theory that money was money. She once spent three months building a
brand identity for a man who wanted his logo to "feel like thunder, but, like,
approachable thunder," and who changed his mind completely four separate
times, each time framing it as her failure to correctly channel his vision. She
made, by her own calculation, about six dollars an hour once you accounted
for the therapy-adjacent phone calls. The following year, she wrote an actual,
specific Ideal Client Profile—mid-size wellness brands, founder-led, values
clarity over cleverness—and posted one genuinely useful article about brand
voice on a forum those exact people happened to read. Three inbound
inquiries later, she had a client who approved the first logo concept in an
email that just said "perfect, thank you!" She still has that email framed. Not
literally. But emotionally, definitely framed.

Targeting Is Aiming a Flashlight -- Stalking Is Aiming a
Drone

There's a line in prospecting, and it's a thick, bright, unmissable line, and yet
grown adults with mortgages and LinkedIn Premium subscriptions cross it
every single day. That line is the difference between targeting and stalking.

Targeting is this: you know who you help, you know where they gather, and
you show up in those places being useful and findable. It's a lighthouse move.
You shine, and the right boats steer toward you. You are not chasing anyone.
You are simply being impossible to miss for the people who happen to be
looking for exactly what you do.
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Stalking is what happens when your inner toddler gets impatient and grabs
the wheel. Stalking is finding one specific human, memorizing their dog's
name from a photo they posted in 2019, and opening your message with
"How's Biscuit doing?" to a stranger who never told you about Biscuit.
Congratulations, you have now weaponized publicly available information,
and the prospect can feel it in their spine. That prickle on the back of their
neck? That's Reactance putting on its combat boots.

Here's the tidy test I use, and I'll give it to you for free because I like you: If
your research makes the prospect feel seen, you're targeting. If it makes them
feel watched, you're stalking. "I read your company just opened a second
location -- congrats, that's a fun kind of headache" is targeting. "I noticed you
personally were at the Cheesecake Factory on Tuesday" is a restraining order
waiting to happen. Same information gathering. Wildly different vibe. Slick
Rick loves the second one because it feels clever. Slick Rick is why you have
trust issues about salespeople. Do not be Slick Rick.

Warm, Warmish, and "Who Are You and Why Do You
Know My Name"

Every approach you make lands somewhere on a temperature gauge, and
your entire job is to nudge that needle toward warm before you ever ask for
anything.

A cold approach is a total stranger contacting another total stranger out of a
clear blue sky. No shared context, no prior value, no reason for the other
person to care beyond basic human politeness (which, on the internet, is
running dangerously low on inventory). Cold approaches aren't evil --
sometimes they're all you've got -- but they're the hardest possible way to earn
attention, because you're asking someone to trust you before you've given
them a single reason to.

A warm approach is when there's already a bridge. Maybe they read your
article. Maybe you answered their question in a group last month and they
remember you as "the helpful one." Maybe a mutual friend said, "Oh, you
should talk to AK." A warm approach isn't magic; it's just a cold approach
that did its homework and showed up early. The value came first. The ask
came later, walking through a door that value had already propped open.
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So here's the move: stop trying to get better at cold outreach and start trying to
make less of it necessary. Every genuinely useful thing you put into the world
-- a post, a comment, a checklist, a five-minute favor -- is a tiny hand-warmer.
Drop enough of them and by the time you actually reach out, you're not a cold
stranger. You're that person. And "that person" gets replied to. The Business
Doctor doesn't cold-call the patient in the waiting room and shout a diagnosis
across the lobby. The Business Doctor becomes the person people were
already hoping to get an appointment with.

How to Start a Conversation Without Sounding Like a
Ransom Note

Most opening messages fail for one boring, fixable reason: they're about the
sender. "Hi! I'm AK, I do X, I help companies achieve Y, I'd love fifteen
minutes of your time to explore synergies." That's not an opener. That's a
hostage negotiation where you're the one making demands and the prospect
has done nothing wrong.

Flip it. A good opener passes the "so what" test on the very first line, from the
reader's chair. It's about them, it references something real, and it makes
exactly one small, easy thing happen next. Not a meeting. Not a demo. A
reply. You are trying to earn a single sentence back, because a conversation is
just a series of single sentences that nobody had to be tricked into.

Try the "noticed, thought, offered" shape. You noticed something specific
and true. You had a genuine thought about it. And you offered something -- a
resource, an observation, an actual useful nugget -- with zero strings.
"Noticed you're hiring three support reps this quarter. Usually means tickets
are outpacing the team, which is a good problem that feels like a bad one.
Wrote a short thing on triaging that exact crunch -- want me to send it? No
pitch, just the thing." That message asks for nothing but a yes-or-no, gives
before it takes, and treats the human like a human. Your inner toddler wants
to add "AND THEN CAN WE BOOK A CALL." Sit your toddler down.
Give it a juice box. The call comes later, if it comes at all, because you were
useful first.
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The Cheerful Art of Letting the Wrong People Go

Here's the counterintuitive truth that separates the people who love selling
from the people who slowly die inside doing it: not everyone is your person,
and the fastest way to burn out is to refuse to believe that.

There is a specific, delicious skill in spotting -- early, kindly, without drama --
that someone is not for you, and then wishing them well and moving on. The
prospect who wants what you sell but not from you. The one whose budget is
a rounding error below your floor and always will be. The one who
fundamentally doesn't believe they have the problem you solve, which means
every conversation is you trying to convince a fish it's wet. You can spend six
weeks dragging that person uphill, or you can smile, say "Honestly, I don't
think I'm the right fit for this -- here's who might be," and free up six weeks to
spend on someone who's already nodding.

Letting people go is not failure. It's aim. Every "no thank you" you say out
loud is a "yes" you're saving for the right person. And here's the sneaky part --
the dopamine-from-helping fires even here. When you tell someone "I'm not
your guy, but call this other person, they're great," you have just helped them.
For free. With nothing in it for you. That person now thinks you're the most
trustworthy operator they've met all year, because you're the first salesperson
who ever told them not to buy something. Guess who they refer their friends
to.

Why Chasing Everyone Is How You Catch No One

Chasing everyone feels like hustle. It looks like hustle. It photographs
beautifully for the "grinding" post. And it is, structurally, a trap, because
attention is not free and you have a finite amount of it before you turn into a
twitchy husk who says "let's circle back" in your sleep.

When you chase everyone, you dilute the one thing that actually converts:
specificity. You can't be genuinely, specifically useful to "anyone with
money" because "anyone with money" isn't a person with a 3 a.m. problem --
it's a demographic soup. The person you can help precisely, in a way that
makes them go "wait, how did you know that," is a person you had the
discipline to actually choose. Ten precise conversations beat a thousand
generic blasts, every time, forever, and the math isn't even close once you
count the soul erosion.
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So pick. Narrow it down until it feels almost uncomfortably small, and then
trust that "small and specific" is exactly what makes you findable, quotable,
and referable. The riches, as the old cliche goes, are in the niches -- and
cliches get to be cliches by being annoyingly correct.

Try This This Week

Go find three places your ideal person actually hangs out -- a group, a forum,
a hashtag, a recurring event, wherever they gather to complain -- and just
lurk. Don't sell. Don't even introduce yourself. For one week, your only job is
to answer three questions from three strangers with genuinely useful answers
and absolutely no ask attached. Not a link to your thing. Not a "happy to chat
more." Just help, then leave. Notice how it feels to give without grabbing, and
notice how many of those people quietly go look at who you are afterward.
That's the whole game in miniature: be useful in public, and let curiosity do
the chasing for you.

A Ridiculous But True-ish Story

Gary once decided the fastest path to sales glory was to message every single
person who'd liked a competitor's post -- all four hundred of them -- with the
identical line: "Saw you're interested in this space! Let's connect and explore
how I can add value." He was very proud of the automation. He called it
"scaling." Of the four hundred, three hundred and ninety ignored him, seven
blocked him, two reported him, and one replied only to ask, with real
curiosity, whether he was a person or a toaster. The next quarter, defeated,
Gary tried something radical: he picked eight companies he genuinely
admired, learned one real thing about each, and sent eight actual human
sentences -- no template, no "add value," no toaster energy. He got five
replies and two clients. Same Gary. Same hours. One-fiftieth of the volume.
He now introduces this as his "personal renaissance," and honestly, let him
have it. -- A K Bhojani

42



Chapter 5: The Sherlock Scan: Master
the Art of Shutting Up

Have you ever been on the receiving end of a "pitch vomit"? Oh, you know
the drill. It's when a nervous or inexperienced salesperson, usually after
having a potent energy drink, finally gets you on the phone. They see it as
their big chance, their one shot, their moment to shine brighter than a disco
ball. So, they take a deep breath (possibly their last for a while) and unleash a
verbal firehose of features, benefits, stats, acronyms, and probably even their
company's proud history of sponsoring a local pigeon racing league. They
talk about their revolutionary synergy-leveraging platform, their unparalleled
ROI-optimizing solutions, and, if you're really unlucky, their dog's birthday.
Ten minutes later, they finally stop to gasp for air, and you feel like you've
just been blasted with a jet engine made of corporate jargon. Your ears are
ringing, your will to live has diminished by approximately 47%, and you've
retained absolutely nothing except a powerful, primal urge to end the
conversation and possibly go cleanse your soul with a silent meditation
session. The single biggest mistake a salesperson can make is to believe that
their job is to talk.

The most powerful, most effective, and most profitable sales tool on the
planet is not a clever pitch, a slick slide deck that looks like it was designed by
a unicorn, or a fancy suit that cost more than your first car. It is a closed
mouth, attached to a pair of very large, very active ears.

Welcome to The 90/10 Rule.

It's simple, elegant, and counterintuitive to every instinct you've ever had
about "selling." In any discovery conversation, your prospect should be
talking 90% of the time, and you should be talking 10% of the time. Your
10% isn't for pitching. Oh no, that would be pitch vomit. Your 10% is for
aiming. Your only job is to ask smart, targeted questions that gently prod the
client to tell you everything you need to know. You're not a performer on a
stage, desperately trying to impress. You are Sherlock Holmes conducting a
meticulous scan, searching for clues, nuances, and hidden motives. The clues
are their pains, their frustrations, their deepest fears, and their most cherished
dreams.
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Open Sesame: The Gold Mine of Questions

The secret to a great Sherlock Scan is understanding the critical difference
between two types of questions:

Closed-Ended Questions (The Conversation Killer):

These are the conversational equivalent of hitting a brick wall. They are
questions that can be answered with a "yes," "no," or a single word. They are
dead ends.

"Are you happy with your current system?" (Answer: "Yes." Silence.

Crickets. You panic.)

"Do you want to save money?" (Answer: "Duh." Doesn't tell you anything
actionable, unless you're selling obviousness.) "Is this a problem for you?"
(Answer: "No." Awkward silence. You check if the call dropped.)

Amateurs ask closed-ended questions. They are basically guessing, trying to
hit a target blindfolded, and each "no" is a tiny little failure, a missed
opportunity to learn.

Open-Ended Questions (The Gold Mine):

These questions are impossible to answer with a single word. They demand a
story. They force your prospect to elaborate, to unpack their thoughts, to
reveal their world. They are the keys to the treasure chest. They begin with
words like Who, What, Where, When, Why, and How.

"Can you walk me through your current process for that?" (Invites a
narrative.)

"What's the most frustrating part of your day when it comes to [X]?" (Probes
for emotion and specific pain.)

"If you could wave a magic wand, what would the ideal solution look like for
you?" (Encourages them to dream and articulate their perfect future.)

"How does that problem affect your team's morale, or even your personal
workflow?" (Connects the problem to real-world consequences and feelings.)
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These questions don't just get you information; they get you emotion. They
get you stories. And inside those stories are the golden clues you need to solve
their puzzle and position your solution perfectly.

The Billion-Dollar Phrase: "Tell Me More About That."

But here's the real secret weapon. The one phrase that will instantly make you
a sales genius. The skeleton key that unlocks every door, even the ones
marked "Do Not Enter." Are you ready?

It's astonishingly simple: "Tell me more about that."

That's it. That's the billion-dollar phrase.

Let's illustrate:

A client says, "...and honestly, the reporting is just a total nightmare."

An amateur would immediately jump in: "Well, our product has automated
reporting that solves all those nightmares! It's got dashboards, and graphs,
and it connects to everything!" (Classic pitch vomit! Their inner toddler just
put on headphones and started singing loudly.)

A pro, however, leans in (metaphorically, if on the phone), pauses just long
enough to show they're absorbing the information, and then calmly, curiously
says: "A nightmare? Tell me more about that." This phrase is pure magic for
three profoundly powerful reasons: It shows you're actually listening. In a
world full of people just waiting for their turn to talk, this simple phrase
proves you're engaged. It builds instant rapport and makes the other person
feel valued and heard. It's the equivalent of saying, "I care about what you're
saying, so please, continue."

It cedes control to them. This completely neutralizes Reactance. Their inner
toddler feels safe because they are the one doing the talking and driving the
conversation. They are in charge of the information flow, which makes them
feel powerful, not pressured.

It makes them dig deeper. They go from a surface-level complaint ("it's a
nightmare") to the real, emotional core of the problem. They'll tell you why
it's a nightmare, who it's affecting (their long-suffering team, their stressed-
out boss, their neglected dog), and how much they'd love for it to just go
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away. They'll often reveal the true cost of the problem, far beyond the
surface-level inconvenience.

Your ultimate goal in this phase is to become a blank screen onto which they
project their entire business movie. You are the therapist, the detective, the
trusted consultant. By the end of the conversation, you shouldn't have to
guess what their problem is. They will have told you, in their own words, with
passion, emotion, and enough detail to write a novel. They have just handed
you a customized blueprint detailing exactly what they need to hear to buy
from you. They've literally written the script for your sales pitch. All you
have to do is read it back to them.

Ready to swap your talking points for listening superpowers?
"Listen more, sell less.”- A K Bhojani

Try This This Week

In your next three conversations, count your own questions versus your own
statements. Not out loud—that would be deeply strange—just keep a tally on
a sticky note. Most people are shocked to discover how much they've been
"actively listening" by mentally drafting their next sentence while the other
person is still talking. The goal isn't a perfect score. The goal is just noticing
the gap between how good a listener you think you are and how good a
listener the tally says you actually were.

A Ridiculous But True-ish Story

I once sat in on a discovery call where the rep asked exactly one question
—"what's making this a priority right now, as opposed to six months ago?"—
and then said nothing else for four minutes. Four minutes of silence on a sales
call is, for context, roughly the length of a pop song, and it felt, in the room,
like several ice ages. The prospect filled that silence with the actual reason
they were buying: not the reason on their RFP, not the reason in their first
email, but the real one, which was that their biggest competitor had just
launched something similar and their CEO was, in the prospect's words,
"having a bit of a moment about it." That sentence never would have surfaced
if the rep had jumped in at second forty-five with a helpful follow-up
question. The silence wasn't empty. It was doing all the work.
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Listen With Your Whole Face (Yes, Even Your Eyebrows)

Here's a truth nobody puts on a motivational poster: you don't listen with your
ears. Not really. Ears are just the loading dock. The actual listening -- the kind
that makes another human being feel like the most important person in the
room -- happens on your face.

Think about the last time someone truly heard you. Not the person who
nodded along while their eyes did that little glaze-over thing, the one where
you can tell they've mentally wandered off to reconsider their lunch order. I
mean the person who leaned in, whose eyebrows moved, who made the tiny
"mm" sound at exactly the right moment. You'd have followed that person
into a burning building. THAT is the face you need.

On a video call, this means actually looking at the human and not at the little
rectangle of yourself in the corner (we all do it, we're all vain, it's fine, but
stop it during discovery). On the phone, weirdly, it still works -- because a
smile changes the shape of your voice, and a furrowed brow of genuine
concern travels down the line like a warm little signal. People can hear your
face. T know that sounds insane. It is also completely true.

Your inner toddler HATES this, by the way. Your inner toddler wants to be
the one being looked at. It wants the spotlight, the applause, the "wow, what a
clever thing you just said." Listening with your whole face means handing all
of that attention to the other person and getting nothing back but information.
Which -- plot twist -- is worth infinitely more than applause.

The Awkward Silence Is Your Best Employee (And It
Works for Free)

Most salespeople are terrified of silence. A pause opens up in the
conversation and they treat it like a grease fire -- panic, flail, throw words at
it. They'll say literally anything to make it stop. "So, yeah." "Anyway."
"Great weather, huh." They fill the sacred gap with verbal packing peanuts.

Do not do this. The silence is not your enemy. The silence is your highest-
paid, hardest-working employee, and it works for free.

Here's the mechanics of it. When you ask a good question and then shut up,
you create a small vacuum. And nature -- along with the human nervous
system -- absolutely cannot stand a vacuum. Y our prospect will feel a gentle,
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involuntary pressure to fill it. And the thing about the second sentence, the
one they say to fill the silence, is that it's almost always more honest than the
first. The first sentence is the rehearsed answer. The second sentence is the
real one.

So when you ask, "what's really driving the timeline here?" and they give you
a tidy corporate answer -- do not rescue them. Do not say "oh sure, that makes
sense, and also..." Just... wait. Count to five in your head. Count to seven if
you're brave. Let it get slightly uncomfortable. Let the Business Doctor sit in
the room with a calm, unhurried expression, the way a good doctor does when
they've asked "and how long has THAT been going on?" and they're perfectly
content to wait for the truth.

The urge to fill the silence yourself is your inner toddler grabbing the steering
wheel. Slap its little hand away. The silence is doing all the diagnostic work.
Let it.

Diagnose Before You Prescribe, You Absolute Maniac

Imagine you walk into a doctor's office. You've barely sat down -- you
haven't even done the awkward paper-gown shuffle yet -- and the doctor
bursts in, points at you, and shouts "KNEE SURGERY! You need knee
surgery, I'm ninety percent sure, let's book it for Tuesday!" You came in for a
cough.

You would run. You would run out of that office and you would never come
back, and you'd tell everyone at the family barbecue about Dr. Slick Rick who
tried to saw your leg off over a chest cold.

And yet this is exactly what salespeople do every single day. The prospect
coughs -- mentions one tiny problem -- and BOOM, the rep whips out the full
solution, the demo, the pricing sheet, the whole surgical kit. They prescribe
before they diagnose. It's not just bad selling. It's medically insane.

A prescription without a diagnosis is malpractice. The reason it feels good to
jump straight to your solution is that your solution is the one thing in the
entire conversation you actually know cold. It's your comfort zone, your safe
little blanket. Diagnosing is uncomfortable because you don't yet know the
answer. But the dopamine-from-helping only shows up if you've actually
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helped -- and you cannot help someone whose problem you haven't bothered
to understand.

So bite down on the urge. When you feel your solution rising up your throat
like heartburn, that's the exact moment to ask one more question instead. The
best salespeople I know have a little rule: however ready you are to pitch, ask
one more question first. Then one more after that.

The Four Questions That Do the Heavy Lifting

Not all questions are built the same. You've got your workhorses. Here are the
four types that earn their keep:

The Blank-Canvas question. "Walk me through how this actually works day
to day." This one just hands them a paintbrush and gets out of the way. No
leading, no agenda -- you're letting them paint their whole world and you're
just watching which colors they reach for.

The Consequence question. "And when that goes wrong, what happens
next?" This is the one that turns a mild annoyance into a real, costed, three-
dimensional problem. People underestimate their own pain until you ask
them to follow the thread. Suddenly the "small reporting glitch" is a
Thursday-night fire drill that made someone quit.

The Contrast question. "How were you handling this before?" or "What's
different now versus a year ago?" Change creates urgency, and this question
sniffs out exactly what changed. Nobody buys anything until something in
their world has shifted. Find the shift, find the sale.

The Villain question. "If nothing changes and this just... continues, where
does that leave you in six months?" Gently, warmly, you invite them to look
down the road at the version of their life where they did nothing. That road is
usually motivating enough to make a decision look downright pleasant.

And here's the part nobody tells you: write the answers DOWN. Take notes.
Real ones. When you scribble down someone's exact words -- their weird
phrasing, the specific thing they said with a little heat in their voice -- two
magical things happen. One, you have their pitch, written in their language,
ready to read back to them later (and people always buy their own words
before they buy yours). Two, the mere act of you writing tells them, without a
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single wasted breath, "what you just said mattered enough to keep." Gary, my
old mentor, used to say the pen is a rapport machine disguised as stationery.
He wasn't wrong. He rarely was. It was annoying.

"Listen like a detective, write like a court reporter, and
prescribe like a doctor who actually did the exam." -- A K
Bhojani

Try This This Week

Pick one conversation and give yourself exactly ONE job: after they finish
answering a question, wait two full seconds before you say anything. That's
it. Two seconds. It will feel like you left the stove on. Watch what falls into
that gap. My bet is that at least once this week, the most valuable sentence of
the entire conversation will be something the other person said only because
you didn't. Bonus round: keep a pen moving the whole time and notice how
differently people talk when they can see you're writing it down.

A Ridiculous But True-ish Story

A rep I trained once got so committed to "diagnose before you prescribe" that
he refused to name his own product for the first thirty minutes of a call, no
matter how many times the prospect asked "so what is it you actually sell?"
He'd just gently redirect -- "we'll get there, tell me more about the warehouse
thing" -- like a magician refusing to reveal the trick. By minute thirty-one the
prospect was so thoroughly diagnosed, so completely understood, and
frankly so curious about this mysterious solution being withheld like the last
cookie, that when the rep finally described it, the man said -- and I quote --
"yeah, obviously, where do I sign." He'd sold the whole thing without
pitching once. His inner toddler, denied the spotlight for half an hour, sulked
in the corner the entire time. The commission check cheered it right up.
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Chapter 6: Pitch Perfect: How to Tell a
Story, Not List a Bunch of Boring Crap

Okay, Detective. You've completed your Sherlock Scan. Your notebook (or
perhaps your mental whiteboard, if you're particularly sharp) is overflowing
with your client's pains, frustrations, dreams, and desires. You've
successfully managed to get them to talk a glorious 90% of the time, patiently
extracting every juicy detail. Now, your moment has come. Your precious
10% of talking time is here. The amateur salesperson sees this as their cue to
start the dreaded "pitch vomit" we talked about earlier. They clear their
throat, adjust their tie (or their webcam angle), and with a voice that suddenly
sounds like a robot reading a technical manual, they declare, "Well, let me tell
you about our amazing product!" And then they proceed to unleash a torrent
of every feature it has. "Our platform leverages synergistic Al with a cloud-
based infrastructure to optimize back-end workflows. We have 24/7 support,
a 99.9% uptime (with a statistically insignificant chance of existential dread),
and it comes in blue, green, and a delightful shade of beige that perfectly
matches office carpeting..."

This, my friends, is the equivalent of a movie director getting to the final, epic
battle scene of their blockbuster and, instead of showing the dragons and
heroes clashing, deciding to just read the technical specifications of the
camera they used to film it. Nobody cares! It's boring, it's irrelevant, and it
completely breaks the spell. Your prospect's inner toddler has already tuned
out and is probably building a fort out of discarded snacks.

You, my astute reader, are not going to do that. You are going to tell them a
story. Specifically, you're going to tell them their own story back to them, but
with a thrilling, new, and undeniably happy ending. To do this, we're going to
use a framework that has been captivating humans for thousands of years,
from ancient myths whispered around campfires to the Hollywood
blockbusters that drain your wallet every summer. It's called The Hero's
Journey. And you're about to weaponize it for good.

Here's how it works:
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The Hero's Journey Framework for Sales
The Hero is THE CUSTOMER.

This is the most important rule, so tattoo it on your forehead (metaphorically,
please). You are not the hero of this story. Your company is not the hero.
Your product is not the hero. The customer is Luke Skywalker. They are
Frodo Baggins. They are Katniss Everdeen. They are the protagonist of their
own epic tale. The entire story revolves around them, their struggles, and
their triumphs. Your job is to make them the star.

The Problem is THE DRAGON.

Remember all those "pains" and "frustrations" they poured out during your
Sherlock Scan? That's not just a "problem"—that's the fire-breathing dragon
they have to fight every single day. It's the villain that's terrorizing their
village (or their spreadsheet, which can be equally terrifying). You must use
their own words here. Don't say: "I understand you have some inefficiencies
with your data management." (Sounds like a corporate drone reading from a
manual. Snooze.)

Do say: "So, from what you've bravely shared, you're stuck fighting that
horrible 'Manual Reporting Dragon' for five hours every single Friday. It's
burning down your precious weekend plans and causing you to miss your
kid's soccer games. That's a serious beast!" See how that immediately makes
it personal and emotional? You are THE GUIDE.

In every hero's journey, the hero always meets a wise mentor who has been
there before, faced similar challenges, and can give them the tools, wisdom,
and encouragement to succeed. You are Yoda, patiently explaining the Force.
You are Gandalf, appearing precisely when needed with a timely suggestion
(and perhaps some fireworks). You are the wise, slightly mysterious guide
who shows up to help the hero on their quest. Your job is not to fight the
dragon for them (they wouldn't trust you if you did), but to give them the map
and the weapon to do it themselves. This is a humble, yet incredibly powerful
position. The Product/Service is THE MAGIC SWORD.

This is where your product or service finally comes into the narrative. It's not
just a "product” or a "solution." It's the enchanted weapon that will allow the
hero to defeat their dragon. It's Excalibur. It's the lightsaber. It's the One Ring
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(if it helps you defeat the dragon, not corrupt you). It's the one thing that will
give them the power they currently lack to overcome their challenge. To
make this Magic Sword truly magical, you need to understand the critical
difference between Features, Benefits, and Transformations. This is where
amateurs falter, and pros shine.

A Feature is what your product is or has.

"Our sword is made of forged Valyrian steel and has a serrated edge."
(Boring. Who cares what it's made of if it can't kill a dragon?)

A Benefit is what your product does.

"This sword can cut through dragon scales with ease." (Better! Now we're
getting somewhere. It's useful.)

A Transformation is what the product allows the hero to become or the new
reality it creates. This is the emotional payoff.

"With this sword, you will defeat the dragon, save your village from fiery
destruction, reclaim your peace of mind, and finally get a decent night's sleep
without nightmare flashbacks of spreadsheet errors.” (Now we're talking!
You're selling courage, peace, and sleep!)

Amateurs sell features. Pros sell transformations.

Putting It All Together: The Story Pitch

When it's your 10% turn to talk, your "pitch" looks like this: (The Setup -
Remind them they are the Hero facing a Dragon, using their own words)

"So, from what you've told me, you're the hero of this story, but you're
currently stuck battling this monstrous 'Manual Reporting Dragon' every
single week. It's costing you five precious hours of your time, turning Fridays
into a data-entry nightmare, and making you miss important family events
like your kids' soccer games. And your ultimate goal—your treasure, if you
will—is to find a way to leave the office on time with total confidence,
knowing your reports are perfect."

(The Introduction - Position yourself as the Guide with a Magic Sword) "I've
had the privilege of working with hundreds of heroes just like you who have
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fought this exact same dragon. And based on everything you've shared, I truly
believe I have the 'Magic Sword' you've been looking for."

(The Climax - Explain the Transformation, not the Features. Paint a vivid
picture of their new reality.)

"Imagine this: It's next Friday. Instead of dreading that 5-hour battle, you
simply click a single button. The 'Magic Sword—our intuitive reporting tool
—instantly slays the data dragon. A perfect, beautiful report appears,
automatically updated and ready to go. You walk into the Monday meeting,
present it in five minutes, and your boss thinks you're a technological wizard.
You pack up your desk at 4:30 PM, feeling completely unstressed and
accomplished, and you make it to the soccer game with time to spare. You're
not just a manager anymore; you are the 'Hero Who Conquered the Data
Dragon' and triumphantly reclaimed your weekends and your sanity."

See what happened? You didn't list a single boring feature. You didn't
unleash pitch vomit. You painted a vivid, emotional picture of their desired
future. You told them a story where they win, where they are the hero, and
your product is merely the powerful tool that enables their victory.

When you do this correctly, it doesn't feel like a sales pitch at all. It feels like
an act of profound empathy. It feels like you were the only one who truly
listened, understood their plight, and showed them the path to their own
happy ending.

Ready to become a master storyteller?. "Stop listing. Start storytelling. Show
them how your solution makes them the hero of their own success."- A K
Bhojani

Try This This Week

Take your standard pitch and delete the first two sentences. Just gone. Start
instead with the sentence that used to be third or fourth—usually the one
where you finally mention the client's actual problem. Nine times out of ten,
the pitch is better immediately, because the first two sentences were throat-
clearing you needed and the prospect didn't.
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A Ridiculous But True-ish Story

A rep I trained once insisted her product was "too technical” to turn into a
story, and pitched it to me the old way: a wall of acronyms about API
integrations and uptime percentages that made my eyes glaze over like a
Sunday ham. So I asked her one question: "Who's the person having the worst
day because this problem exists?" She thought about it and said, "Probably
the on-call engineer who gets woken up at 3 a.m. because a server fell over
and nobody caught it in time." There it was. The whole pitch, rebuilt around a
bleary-eyed engineer squinting at a phone at 3 a.m., dragon fully identified.
She used that exact story in her next demo. The prospect, who ran an
engineering team, laughed and said "that's literally Dave," referring to an
actual employee named Dave who had, in fact, been woken up at 3 a.m. the
previous month. You cannot out-pitch a story that has a real Dave in it.

Facts Tell, Stories Sell (And Your Brain Is Rigged for It)

Here's a neuroscience nugget I'll dress up so your inner toddler stays awake
for it: when you recite facts at a human being -- "our platform processes
40,000 transactions per second" -- exactly two little regions of their brain
light up. Broca's area and Wernicke's area. The language-processing
bouncers. They hear the words, nod politely, and file them under "stuff I'll
forget before lunch."

But when you tell a story -- a real one, with a person and a problem and a
moment of tension -- their brain does something wild. The sensory cortex
fires. The motor cortex fires. If you say "she gripped the steering wheel," the
part of their brain that grips things actually twitches. Their brain stops
observing your story and starts LIVING it. This is called neural coupling, and
it's the closest thing to legal telepathy that exists.

So when Slick Rick machine-guns forty features across the table, he's not
persuading anyone. He's just gently power-washing two small brain regions
with lukewarm data. Meanwhile you, the Business Doctor, are hijacking the
prospect's entire nervous system and letting them feel the win before they've
spent a dime. That's not a fair fight. That's a mercy.
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Kill Your Inner Spec-Sheet

Somewhere inside every one of us lives a tiny gremlin who believes that if we
just list ENOUGH stuff, the customer will finally be impressed. This gremlin
is your inner spec-sheet, and he is a liar.

The inner spec-sheet gremlin thinks a wall of features is generosity. "Look
how much I'm giving them!" he squeaks, dumping another eleven bullet
points onto a human being who wanted exactly one thing. But a feature-dump
isn't generosity -- it's outsourcing your homework. You're handing the
prospect a pile of raw ingredients and saying "you figure out what this
makes." And the prospect, whose inner toddler is already eyeing the exit, will
do the one thing exhausted humans always do with cognitive labor: nothing.
They'll say "let me think about it," which is customer for "I have decided to
die of old age before making this decision."

Your job is to do the translation FOR them. Every time the gremlin makes
you say a feature out loud, force it through one rude little question: "So
what?" Cloud-based -- so what? So you can pull it up on your phone at your
kid's game. 256-bit encryption -- so what? So the thing that keeps you up at 2
a.m. finally shuts up. If you can't answer "so what," delete the feature. It was
never for the customer. It was for the gremlin's ego. And the gremlin doesn't
have a wallet.

Steal Their Words, Then Hand Them Back

The single laziest, highest-leverage move in all of storytelling is this: use the
customer's exact words, not yours.

During your Sherlock Scan, people hand you gold and don't even know it.
They don't say "we experience workflow friction." They say "by Thursday I
want to throw my laptop into the sea." WRITE THAT DOWN. Write it word
for word, weird phrasing and all, because when you feed it back to them
twenty minutes later, something magical happens: they stop feeling sold to
and start feeling KNOWN. "So the goal is to make it to Friday without
wanting to launch your laptop into the ocean" lands like a hug. "Our goal is to
reduce your operational friction" lands like a fax from 1998.

Here's the deeper trick. You're not just repeating them for warm fuzzies --
you're proving the story is theirs, not yours. The moment a pitch sounds like it
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came off your website, the spell breaks and the prospect remembers they're
being pitched. But a pitch built from their own vocabulary doesn't feel like a
pitch at all. It feels like they're finally hearing their own thoughts said out
loud by someone who bothered to listen. And people don't argue with their
own words. Try it. It's borderline unfair.

Paint the "After," Not Just the "Away-From"

Most salespeople, if they escape the feature-swamp at all, only make it
halfway. They get good at describing the pain -- the dragon, the 2 a.m. panic,
the sea-bound laptop. That's the "away-from." It's necessary, but it's only half
the picture, and it's the depressing half.

What actually closes deals is the "after." Not "you'll have fewer problems" --
that's still describing the problem, just wearing a party hat. I mean the
specific, sensory, embarrassingly ordinary Tuesday on the other side of the
transformation. Don't tell them they'll "achieve operational excellence." Tell
them: it's a Tuesday three months from now, you get an email at 4:55 that
would've ruined your entire evening, and instead you glance at it, tap twice,
and it's handled before your coffee gets cold. You don't think about it again.
You go home. You are, for once, boring. Nothing is on fire.

Notice what I'm selling there. Not software. A boring evening. Because for
someone drowning, "boring" is the most seductive word in the English
language. The rookie sells the absence of pain. The pro sells the presence of a
specific, better ordinary day -- one so vivid the prospect can smell the coffee.
Get them to picture their own after in enough detail and you don't have to
close them. They close themselves, because you've let them try on a life and
now they don't want to take it off.

The Three-Sentence Story (For When You Have Nine
Seconds)

The Hero's Journey is beautiful when you've got a captive prospect and a
whiteboard. But sometimes you're in an elevator, or a hallway, or Gary from
accounting corners you at a party and asks what you do. You need a version
that fits in a breath. Here it is -- three sentences, fill in the blanks:

One: "You know how [type of person] always struggles with [the dragon, in
their words]?" Two: "What we do is [the one magic thing], so they can [the

57



after]." Three: "Like this one client who [tiny specific story with a real human
in it]."

That's the whole engine. Problem, shift, proof. Notice sentence three is doing
the heavy lifting, because "a client of mine" is a ghost but "a bakery owner
named Priya who hadn't taken a Sunday off in four years" is a person, and
people remember people. If your three-sentence story doesn't have a Priya or
a Dave or a real bleary-eyed human in it, it's not a story yet -- it's a brochure
that learned to talk. Add a name. Names are free. Names are the cheapest
dopamine you will ever hand a listener, and remember, this whole game runs
on the dopamine you get from actually helping -- so give theirs a name and
watch them lean in.

Try This This Week

Grab your phone and record yourself pitching your product for sixty seconds,
out loud, like a real human is listening. Then play it back with one job: count
the features. Every time you say what your product IS or HAS, make a tally
mark. Now count the times you named a specific person having a specific bad
day, or a specific better Tuesday on the other side. If the feature tallies
outnumber the human moments, congratulations -- you've located your inner
spec-sheet gremlin, and he's been driving. This week, flip the ratio. One
feature, earned, for every three human moments. It'll feel like you're saying
less. You're actually saying the only parts they'll remember.

A Ridiculous But True-ish Story

I once watched a guy sell a mattress by NOT talking about the mattress. A
competing salesman across the store was deep in a coil-count monologue --
"1,024 individually wrapped micro-coils, gel-infused memory foam, seven-
zone lumbar support" -- and his customer had the glassy, faraway look of a
hostage. My guy walked up to his own customer, a tired-looking dad, and
asked one question: "When's the last time you woke up and didn't
immediately do the math on how many hours you got?" The dad actually
laughed, the sad laugh of a man who does that math nightly. My guy said,
"Picture Saturday. You wake up on your own, no alarm, no math. You just
feel... fine. You lie there an extra ten minutes because you can." He never
mentioned a single coil. The dad bought the mattress in about four minutes
and shook his hand like he'd been rescued from a burning building. The coil
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guy, meanwhile, is presumably still counting. Somewhere out there, he's on
coil 1,024,000, alone, unloved, deeply informative. -- A K Bhojani
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Chapter 7: Objection Jujitsu: Using
"No" to Your Advantage

To the amateur salesperson, an objection feels less like a minor hurdle and
more like a direct, perfectly aimed punch squarely to the face. A client saying,
"That sounds expensive," or "I need to talk to my team," isn't just a statement;
it's a brick wall that suddenly materializes, stopping the conversation dead in
its tracks. Panic sets in. They get defensive, start arguing like a teenager
caught sneaking cookies, or immediately offer a discount, bleeding profit and
looking about as desperate as a mime stuck in a box. This happens because
they see sales as a boxing match. The client throws a punch (an objection),
and they have to block it, dodge it, or throw a counterpunch. It's adversarial,
exhausting, and usually ends with both parties feeling bruised and unhappy.

But we, my astute reader, are not boxers. We are masters of Objection Jujitsu.

Jujitsu, for the uninitiated, is a martial art based on a simple, brilliant
principle: never meet force with force. Instead, you gracefully redirect your
opponent's energy, using their own momentum to your advantage. You yield,
you blend, you guide them into a position where they're no longer fighting
you, but are instead, perhaps comically, tripping over their own feet. It's
elegant, efficient, and surprisingly powerful.

The Mindset Shift: Objection as Engagement

First, the crucial mindset shift: An objection is not rejection. Let me repeat
that for the people in the back: AN OBJECTION IS ENGAGEMENT. Think
about it. If a client had zero interest -- absolutely none -- they would give you
a polite "No thanks," ghost your emails, or simply vanish into the digital
ether. The very fact that they've bothered to raise a specific concern means
they are genuinely thinking about your solution. They are picturing it in their
lives, perhaps installing it, using it, or explaining it to their boss. And as they
do, they're seeing a potential roadblock.

An objection isn't a final "no." It is a request for more information. It's a tiny,
desperate flare sent up that says, "I'm interested, but I need your help to solve
this last part of the puzzle! My inner toddler is worried about this one thing!"
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Your job is not to fight the objection like it's a gremlin in the dryer vent, but to
dissolve it with empathy and logic.

Your Primary Jujitsu Move: Feel, Felt, Found

Our go-to, primary jujitsu move is a simple, three-step technique called Feel,
Felt, Found. It is a Jedi mind trick of validation so potent it can calm even the
most agitated inner toddler. It works on almost any objection, from price to
timing to "my goldfish told me not to."

Here's how this elegant dance works:

Step 1: Feel (The Empathy Yield)

You start by agreeing with them and validating their feeling. This is the
"yield" in jujitsu. It's completely disarming because they're expecting an
argument, a sales pitch retort, or perhaps even a guilt trip. Instead, you give
them an alliance. You step into their shoes and nod understandingly.

Client: "This is a lot more expensive than I was expecting. My wallet just
whimpered."

You: "I completely understand how you feel. That's a completely fair point.
You want to make sure you're getting the absolute best value for your
investment, and nobody wants their wallet to whimper." See how you've
instantly diffused the tension? You've said, "I get it. Your concern is valid."

Step 2: Felt (The Normalizing Story)

Next, you tell a short, relatable story to show them they are not alone in this
particular concern. This is the social proof that normalizes their worry,
making them feel smart and savvy for bringing it up, not difficult or cheap.
You're subtly implying, "You're in good company; even the super-smart
people I work with thought this at first."

You: "You know, many of my best clients, particularly those managing tight
budgets, felt the exact same way when they first looked at the initial
investment. They had a similar figure in mind, and they were concerned about
that upfront cost, just like you."
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Now they're thinking, "Oh, I'm not crazy! Other smart people had this exact
thought. Interesting..."

Step 3: Found (The Pivot to Resolution)

This is the redirect, the elegant guide. You've yielded and blended with their
energy; now you gently guide their momentum toward a new, more beneficial
conclusion. You tell them what those other smart people eventually
discovered, shifting the focus from the cost to the value, from the objection to
the solution.

You: "But what they found was that after using the tool for just one month,
the time they saved on manual reporting alone -- those five wasted hours
every Friday -- paid for the entire year's subscription. They quickly realized
that the cost of not solving the problem—the wasted hours, the team
frustration, the missed deadlines, the general existential dread of bad data—
was actually far more expensive than the investment itself."

From Argument to Alliance

Feel, Felt, Found is not a rigid script you robotically recite. It's a flexible
framework for empathetic conversation. It turns a potential argument into a
collaborative problem-solving session. You stop being a pushy salesperson
trying to force a product on someone and instead become a trusted consultant
helping a client make a confident, well-informed decision that genuinely
benefits them.

By using their own momentum, validating their feelings, and then guiding
them to a new perspective, you disarm the objection before it can even throw
its second punch. You're not fighting them; you're dancing with them. And by
the end of the dance, they're not just buying your solution; they're grateful you
showed them the steps. Ready to turn every "no" into a subtle "tell me more"?

"An objection isn't a 'no’; it's a desperate plea for more information. Meet
force with empathy, and guide them to their own solution."- A K Bhojani
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Part 3: The Endgame

Try This This Week

List the three objections you hear most often. For each one, write down what
you usually say back—and then write down one question you could ask
instead, before you say anything at all. Objection Jujitsu isn't a script you
memorize; it's a reflex you build by noticing, every single time, that your first
instinct was to defend and your better instinct was to ask.

A Ridiculous But True-ish Story

A rep once told me about a prospect who said, flatly, "Your competitor is
cheaper," in the tone of someone laying down a winning poker hand. Old
instincts would have triggered an immediate, slightly panicked speech about
value versus price. Instead, she said, "Totally fair—what are you comparing it
against, exactly?" It turned out the "competitor" was a free tool the prospect's
intern had found that did roughly a third of what was actually needed, and the
prospect hadn't realized that until she said it out loud to someone else and
heard how it sounded. "Oh," the prospect said, laughing at herself, "I guess
that's not really the same thing, is it." The objection wasn't a wall. It was a
prospect thinking out loud, and all it needed was a mirror.

The Objection Behind the Objection (Or, Nobody Ever Says
What They Mean)

Here's a secret that took me embarrassingly long to learn: the objection a
client says out loud is almost never the objection they're actually feeling. It's a
decoy. A polite little cardboard cutout they hold up so they don't have to show
you the real thing hiding behind it.

When someone says "it's too expensive,” they very rarely mean "I have done
the math and your number exceeds my available funds." What they usually
mean is one of a dozen scarier things: "I don't yet believe this will work." Or
"I'm afraid of looking stupid to my boss if it flops." Or "the last vendor who
promised me the moon left me stranded on the launchpad, and my inner
toddler still has trust issues." Price is just the socially acceptable outfit that
fear wears to the meeting. It's respectable. It's quantifiable. Nobody gets fired
for saying something costs too much. So that's the objection they hand you --
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while the real one sits quietly in the corner, sipping a drink, waiting to be
noticed.

Your job, as the Business Doctor, is to gently -- gently! -- ask about the pain
behind the symptom. A patient walks in and says "my arm hurts." A bad
doctor amputates the arm. A good doctor asks, "Tell me more about that --
when did it start?" and discovers it's actually a heart thing. Objections work
identically. When you hear "too expensive," the worst thing you can do is
start defending your price like a raccoon guarding a dumpster. The best thing
you can do is get curious: "Totally fair. Can I ask -- is it the number itself, or
is it that you're not yet sure it'll pay off?" You'd be amazed how often they
exhale and say, "Honestly? It's the second one." And now you're finally
having the real conversation, instead of arm-wrestling a cardboard cutout.

Price Is What You Pay. Cost Is What It Costs You.

Let's talk about the granddaddy of all objections, the one that makes rookies
sweat through their nice shirt: "It's too expensive."

The amateur hears this and immediately reaches for the discount lever like it's
the only button in the cockpit. STOP. Slap your own hand away. Because
"expensive" is a comparison, and if you don't know what they're comparing
you to, you're negotiating against a ghost. Expensive compared to what?
Compared to their budget? Compared to a cheaper competitor? Compared to
the beautiful, seductive fantasy of doing nothing at all?

Here's the reframe that changes everything, and I want you to tattoo it
somewhere legally visible: price and cost are not the same word. Price is the
number on the invoice -- the thing they pay you once, up front, with a small
wince. Cost is what the problem is costing them right now, every single day,
while they "think about it." The rep who bleeds team morale. The customers
quietly churning out the back door. The forty hours a month someone burns
doing by hand what your thing does in four minutes. That's the cost. And it is
almost always -- ALMOST ALWAYS -- bigger than your price.

So don't argue the price down. Walk them up to the cost. "I hear you, it's a real
investment. Out of curiosity -- what's it costing you to keep doing it the
current way?" Then shut up. Let them do the addition out loud. When a
prospect calculates their own bleeding, you don't have to sell anything. You
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just hand them a bandage and they thank you for it. (This is the dopamine-
from-helping thing again. You will feel like a genius. Enjoy it.)

"I Need to Think About It" -- The Objection Wearing a
Trench Coat

Ah, "I need to think about it." The most beautifully vague sentence in all of
sales. It sounds reasonable. It sounds mature. It sounds like a thoughtful
person being thoughtful. It is, nine times out of ten, three smaller objections
stacked on top of each other wearing a trench coat and pretending to be one
tall decision.

Because "think about it" almost never means thinking. Nobody goes home,
lights a candle, and meditates on your pricing tiers. What it actually means is:
"I have a specific unanswered worry, and I'd rather retreat and ghost you than
say it to your face." Maybe it's the price. Maybe they need to convince a
partner. Maybe they just don't trust it yet and can't articulate why. But the
moment they walk out that door with an un-surfaced objection, that objection
grows fangs in the dark. It gets bigger, hairier, and more permanent every
hour you're not there to shrink it.

So don't fight the stall -- honor it, then open it up. "Absolutely, this is a big
decision and you should think it over. Just so I can be useful while you do --
what's the main thing you'd be turning over in your head?" That's it. That's the
whole move. You've given them full permission to think AND cracked the
door so the real objection can wander out into the light where you can actually
help with it. Half the time they answer their own worry mid-sentence and
look mildly surprised at themselves. Slick Rick would've bulldozed them
with a "what's it gonna take to close this TODAY?" You're doing the
opposite. You're handing them a flashlight.

"Send Me an Email" and "We Already Have a Vendor"

Two quick ones, because you'll hear these until your ears fall off.

"Just send me an email” is the human equivalent of a possum playing dead.
It's not a yes and it's not a no -- it's a polite escape hatch. If you cheerfully fire
off an email and vanish, congratulations, you've been filed under "handled."
Agree first, then attach a tiny hook: "Happy to send that over -- so I send the
right thing and not a novel, what's the one piece you most want to see?" Now
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the email has a purpose and a reason to get opened, instead of dying alone in
an inbox next to forty others.

"We already have a vendor" feels like a slammed door, but flip it over: they
just told you they see the value in this category. They're a buyer! They've
already been pre-sold by someone else's hard work. Never trash the
incumbent -- that just makes them defend a choice they might privately hate.
Instead, get genuinely curious: "That's great, means you already get why this
matters. If there were one thing your current setup did better, what would it
be?" If they've got nothing, fine, they're happy, wish them well, plant a seed
for later. But if they pause... that pause is a door you didn't know was there.

When "No" Means "Not Yet" or "Not You"

Here's the grown-up truth nobody tells you at the sales kickoff: sometimes
"no" is just true. Sometimes it means "not yet" -- the timing genuinely stinks,
the budget genuinely reset next quarter, the champion genuinely just quit.
And sometimes it means "not you" -- you weren't the right fit, and forcing it
would've made both of you miserable.

Learning to tell these apart is a superpower, because "not yet" is a relationship
to nurture and "not you" is a graceful exit to make with your dignity fully
intact. The rep who can't tell the difference either badgers a "not yet" into a
permanent "never," or clings to a "not you" like a barnacle on a boat that is
clearly leaving the harbor. Respect the no. A well-handled no today is a warm
hello in six months. Gary -- you remember Gary -- once got a two-word email
eleven months after a "no": "We're ready." Because he'd said "totally
understand, I'll check in around Q3" and then, unlike ninety percent of
humanity, actually did. The objection that ends the conversation politely is
not a loss. It's a deposit.

The Objection That Is a Gift

I'll leave you with the reframe that reframes all the others: the loudest, most
detailed, most annoying objection is usually the biggest gift in the room.
Because the client who lists seven specific concerns is a client who has
mentally walked all the way through using your thing and is now furnishing
the apartment. The person who shrugs and says "yeah, maybe, I dunno" --
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THAT'S the terrifying one. Apathy is the real enemy. Objections are just love
with its arms crossed.

Try This This Week

Take the next three objections you get and, before you respond, ask exactly
one question: "Can I ask what's behind that?" -- or any flavor of it. Don't
defend. Don't pitch. Don't reach for the discount lever. Just ask, then count
silently to three and let them fill the silence. Keep a tally on a sticky note: how
many times did the objection they said first turn out to be a completely
different objection underneath? I'll bet you real money it's more than half.
That gap -- between the cardboard cutout and the thing hiding behind it -- is
where the entire sale actually lives.

A Ridiculous But True-ish Story

A founder I know was pitching a mid-sized manufacturer, and the buyer kept
hammering one objection: "It's too expensive, it's too expensive." Four times.
Like a parrot with a budget spreadsheet. Old instincts screaming, the founder
finally just set his pen down and said, "Can I ask you something weird -- if the
price were cut in half tomorrow, would you sign today?" Long pause. The
buyer sighed and said, "...No. Honestly? My last software guy oversold me
and I looked like an idiot in front of the board." THERE it was. It was never
about the money. It was about a man who'd been burned once and couldn't
bear to be burned in front of the same people twice. They spent the next
twenty minutes not talking about price at all, but about how the founder
would make him look good to that exact board -- references, a phased rollout,
a safety net. He signed the following week. At full price. The objection he
kept shouting was a decoy standing guard in front of the objection he could
barely whisper -- and the whole deal turned the second someone finally asked
the cutout to step aside. -- A K Bhojani
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Chapter 8: The Gentle Nudge: Closing
Without Causing a Hostage Situation

The conversation has been an absolute symphony. You were a master
detective in your Sherlock Scan, uncovering every hidden pain point and
secret aspiration. You then spun a beautiful story where the client was the
undeniable hero, facing their daunting dragon, with your solution as their
gleaming Magic Sword. You handled their objections with the fluid grace of
a jujitsu master, turning potential conflict into shared understanding. A warm,
fuzzy feeling of mutual understanding fills the air. And then... the silence.

This is the moment that makes palms sweat. The moment where amateur
salespeople either freeze up, suddenly unable to articulate words, or worse,
morph into a high-pressure bulldozer. They get nervous and blurt out
something like, "So... uh... do you wanna... like... buy it? Maybe?" The
question hangs in the air, heavy and awkward, instantly turning a
collaborative, empathetic session into a cringey, transactional moment. It's
like being on a perfect first date, then suddenly blurting out, "So, are we, like,
getting married or what?" Or even worse, they launch into a "hard close" they
learned from a 1980s sales guru who probably wore shoulder pads the size of
small continents, creating a high-stakes, ultimatum-filled hostage situation:
"This offer is only good for the next ten minutes! What's it gonna be?! Tick-
tock, tick-tock!" Both approaches trigger massive Reactance. The client's
inner toddler feels trapped, cornered, and wants nothing more than to smash
the "eject" button and escape your sales dungeon.

We are not going to do that. We are not creating hostage situations. We are
not selling like panicked street vendors.

Closing: An Act of Service, Not Conflict

First, let's reframe the "close." Asking for the sale is not an act of conflict; it is
an act of service.

Think about it. Your client has a painful problem, one that's likely costing
them sleep, money, or sanity (or all three). You have guided them,
empathically, to a solution they are now genuinely excited about. They see
the happy ending to their story. They are looking to you, their trusted guide, to
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show them the clear, simple path forward, the final step to defeating their
dragon.

Not asking for the business at this point is a massive disservice. It's like a
brilliant doctor diagnosing a debilitating illness, painstakingly explaining the
perfect cure, and then just awkwardly staring at the patient, leaving them to
wonder, "Okay... so what now? Do I just... go home and hope for the best?" It
creates confusion, frustration, and abandons them right before the finish line.
A confident, gentle close is your way of making their life easier.

You are helping them overcome something we all suffer from: Decision
Fatigue. Humans make thousands of decisions a day, from what socks to wear
to whether to hit the snooze button for the third time. Our brains are mentally
exhausted. When someone presents a clear, logical, and easy next step, it's a
profound relief. You are taking the final bit of mental work off their plate,
guiding them effortlessly towards the solution they already want.

The Green Lights: Knowing When to Nudge

So, how do you know when to close? You watch for Buying Signals. These
are the subtle (and sometimes not-so-subtle) green lights the client sends up
when they are mentally ready to proceed. They're practically waving tiny
flags that say, "I'm ready for the next step!" They start asking about logistics,
rather than problems: "So, how long would it take to get started with this?"
(Translation: "I'm already imagining it in my workflow.")

"Does this integrate with our other super-ancient, barely functional
software?" (Translation: "I'm trying to figure out how to make it work with
our existing setup.")

They start using future-pacing language:

"This would really help our team save time, wouldn't it?" (Translation: "I can
already see my team benefiting.")

"My boss would love this report on Mondays." (Translation: "I'm picturing
my boss loving this.")

They start talking about money in practical terms, not as an objection:
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"What are the typical payment options for something like this?" (Translation:
"I'm figuring out how to fit this into the budget.") "Would we be billed
monthly or annually?" (Translation: "Let's talk logistics, not "if'.")

When you see a green light, you have permission to proceed. The inner
toddler is calm, sipping juice, and ready for the next adventure.

The Gentle Nudge: Two Elegant Closes

Here are two simple, low-pressure, and highly effective ways to guide your
hero to their treasure:

The Summary Close (The "Logical Next Step"” Close)

This close gently recaps the problem and the agreed-upon solution, making
the next step feel like a natural, inevitable conclusion to the conversation.

You: "Okay, just to recap, based on our conversation, you're currently
wrestling with that 'Manual Reporting Dragon' every single week, which is
costing your team about 20 hours a month in wasted time and causing a lot of
frustration, especially around those crucial Monday meetings. We've
established that our 'Magic Sword'—the automated reporting tool—will slay
that dragon entirely, instantly saving you those hours, giving you back your
Fridays, and providing you with the confidence to walk into meetings with
perfect, actionable data. Given all that, the logical next step is to get the
paperwork started so we can get you set up. Does that sound right to you?"
This isn't a push; it's a polite verification. You're asking, "Have I understood
you correctly, and does this path still make sense?"

The Assumptive Close (The "Confident Guide" Close)

This close subtly assumes they've already decided to move forward, which
leverages the natural human tendency to go with the flow when the path is
clear and confident. It's not aggressive; it's simply being a helpful guide.

You: "This seems like a fantastic fit for what you're looking to achieve. Based
on everything we've discussed, the 'Pro' package is exactly what you need to
conquer that reporting challenge and reclaim your team's time. Should I go
ahead and make that out to your company's official name, [Company
Name]?"

70



The key to both closes, as with all of our jujitsu moves, is the tone: calm,
confident, and helpful. You are simply guiding the hero to the treasure they
already decided they wanted, offering the final step in their journey. No
bulldozers, no hostage situations, just a gentle, professional nudge in the right
direction.

Ready to confidently guide your clients to their happily ever after? "The best
close isn't a demand, but a confident guide. You're not selling; you're simply
helping them finish their own victorious story."- A K Bhojani

Try This This Week

Write out the exact sentence you'll say the next time a conversation reaches
its natural close. Not a vague plan to "just ask if they want to move
forward"—the actual words, memorized, so panic can't improvise something
worse in the moment. Something as plain as "Should we get you set up?"
beats anything your nerves will invent live, every single time.

A Ridiculous But True-ish Story

A rep I know used to get so anxious at the close that she'd developed a habit of
talking straight through it, adding value proposition after value proposition
until the prospect's patience, and interest, quietly expired somewhere around
minute fifty. Her manager gave her one instruction: after you ask the closing
question, count to five in your head before you say another word, even if it
feels like the longest five seconds of your life. The first time she tried it, she
counted to five while internally screaming, and the prospect said, "Yeah, let's
do it," on a beat that would have been completely trampled by a sixth
sentence about implementation timelines. She still counts to five. She says it's
the most expensive silence of her entire career, in the best possible way.

Why the Hard Close Wakes the Toddler From Its Nap

Let's talk about what actually happens inside a human skull when you drop
the hammer.

Every buying decision has a tiny, unelected official sitting in the back of the
client's brain -- their inner toddler. Most of the conversation, if you've done
your job, that toddler has been calm. Sipping juice. Building a little block
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tower of trust. It is NOT thinking about threats. It is thinking about the happy
ending you painted together.

Then Slick Rick shows up. Slick Rick is the version of you that panics at the
finish line and decides the solution is pressure. "This price is only good
today." "I've got three other buyers circling." "So are we doing this or not?"
And here's the neuroscience, delivered by your friendly neighborhood
Business Doctor: the toddler does not hear a sales tactic. The toddler hears a
PREDATOR. Cortisol floods in. The block tower gets swept off the table.
And a brain that was two minutes from yes is now exclusively concerned with
one thing -- getting away from you.

This is the great irony of the hard close. It doesn't accelerate the decision. It
relocates the decision from the rational adult (who liked your solution) to the
terrified toddler (who now just wants the exit). You didn't push them over the
line. You pushed them into the parking lot.

You cannot bully someone into feeling safe. And people don't buy from
people who make them feel unsafe -- they buy from people who make the
scary thing feel small and the next step feel obvious.

The "Makes Sense?" Close (Or: How Two Words Do the
Work of Twenty)

There is a closing phrase so quietly powerful it should probably be regulated,
and it is simply: "Makes sense?"

You lay out the next step -- plainly, warmly, no theatrics -- and you tag those
two little words on the end. "So the way this usually works is we get you set
up this week, your team's onboarded by Friday, and you're off the Monday-
report treadmill by the following meeting. Makes sense?"

Watch what those words do. They are not "Do you want to buy?" -- which
puts the client on trial and wakes the toddler. They are an invitation to agree
that a logical thing is, in fact, logical. You're not asking them to commit their
firstborn to a five-year contract. You're asking them to confirm that the sky is
blue and the path is clear. And because you've genuinely helped them, it is.

"Makes sense?" also does something sneaky and beautiful: it hands them the
mic. If something DOESN'T make sense -- some quiet worry they haven't
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voiced -- this is the gentlest possible on-ramp to say so. And a surfaced worry
is a solvable worry. A worry they swallow because you steamrolled past it
becomes the "let me think about it" that haunts your Tuesday.

Warning: "Makes sense?" only works when the thing actually makes sense. It
is a verification, not a hypnosis spell. If you use it to paper over a gap you
know is there -- wrong price, wrong fit, missing decision-maker -- the toddler
smells it. You cannot two-word your way out of a solution that doesn't fit. But
when it does fit? Two words. Done.

Make Yes Cheaper Than No

Here is a truth that took me embarrassingly long to learn: most deals don't die
on price. They die on friction.

Your client wants the thing. They can afford the thing. And then you ask them
to "review the proposal, loop in three stakeholders, sign the twelve-page
agreement, and get back to you" -- and you have accidentally made saying
YES more exhausting than saying no. No requires zero effort. No is the
couch. If yes involves a scavenger hunt, the couch wins every time, no matter
how good your Magic Sword is.

So your job in the final stretch is aggressive de-frictioning. Make the yes
stupidly easy. ONE clear next step, not seven. "I'll send a single link, you e-
sign in about ninety seconds, and I handle everything after that." Pre-fill the
form. Send the calendar invite yourself. Bring the contract to the meeting.
Every step you remove from their plate is a step the couch can't win.

And while you're at it, kill the risk. The toddler's last, quiet fear at the finish
line is never really "what if this costs money" -- it's "what if I look like an idiot
for choosing this." So you shrink that fear until it's tiny. The guarantee. The
30-day out. The "we'll start with a pilot so you can prove it to your boss before
you bet the farm." You're not discounting your confidence -- you're saying,
out loud, "I'm so sure this helps you that I'll carry the risk for both of us." That
sentence is worth more than any price cut, because it's the dopamine-from-
helping made visible. It says: I win when YOU win, not when the ink dries.
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The Ask, and Then the Holy Silence

You've made your gentle nudge. Now comes the hardest athletic feat in all of
selling: shutting up.

Not the count-to-five kind of shutting up (though bless that too). I mean
understanding WHY the silence matters so you can survive it. When you ask
and then go quiet, you hand the client something precious -- room to think.
That silence is not empty. Behind it, a person is doing real cognitive work:
picturing the thing, checking it against their gut, walking themselves the last
step to yes. If you fill that silence -- because YOUR toddler got scared and
needed to add "and did I mention the free onboarding?" -- you don't help
them. You interrupt them mid-decision and drag them back to the start.

The silence feels like it's about you. It is entirely about them. Reframe it and it
stops being terrifying: you're not sweating out a verdict, you're respectfully
not barging into someone's thinking. That's not weakness. That's the single
most confident thing you can do in a sales conversation -- to ask for
something you believe in, and then trust it enough to let it breathe.

Catching the Yes Without Fumbling It

Nobody warns you that the yes can be awkward too.

You've braced so hard for a fight that when the client just... agrees... some
reps get weird. They over-celebrate ("OH MY GOSH THANK YOU, you
have no idea, this is HUGE for me"), which instantly makes the client wonder
if they overpaid a desperate person. Or they immediately re-sell the thing
that's already sold, planting doubt in a garden that was doing fine. Or -- my
personal favorite -- they get so flustered they forget to actually tell the client
what happens next, and a signed deal quietly evaporates in the follow-through

gap.

Handle the yes like a professional who expected it. Warm, brief, and forward:
"Great -- I think this is a really good decision, and here's exactly what
happens next." Then a clear next step. Not vibes. A step. "You'll get an email
from me in ten minutes with the link. Sign it whenever's good today, and I'll
have you set up by Thursday." The close isn't the finish line -- it's a handoff,
and a dropped handoff loses the race just as surely as a fumbled start.

74



Because the deal isn't real when they say yes. It's real when you deliver. And
the client can tell, in that first post-yes minute, whether they just bought from
someone who wanted a commission or someone who genuinely wants their
Monday to suck less. Be the second one. You already were, the whole way
here. Don't stop being it the second the pen moves.

"A close should feel like the period at the end of a sentence
you wrote together -- not an ambush in the last
paragraph.” -- A K Bhojani

Try This This Week

Take your single most important next step -- the actual mechanical thing a
client has to do to become a customer -- and cut its friction in half. Just once,
this week. If it's a form, pre-fill everything you possibly can before you send
it. If it's three signatures, find out whether it can be one. If it's a meeting to
schedule, send the invite yourself instead of asking "what works for you?"
Then notice how much faster the yes arrives when saying it stopped being a
chore. Then do it again next week with the next step. Friction is the cheapest
thing you'll ever remove and the most expensive thing you'll ever ignore.

A Ridiculous But True-ish Story

Gary once closed a deal so cleanly he nearly killed it in the follow-through.

The client said yes -- an easy, happy yes -- and Gary, riding the high,
promised to "send everything right over." Then Gary went to lunch. Then
Gary's afternoon happened. The link he swore he'd send in ten minutes went
out at 4:47 the NEXT day, by which point the client had spent twenty-six
hours in the exact silence that grows doubt like mold in a gym bag. The email
that came back said, and I quote, "Hey -- got cold feet, can we talk?"

They did talk. Gary saved it, barely, by being honest that he'd dropped the ball
and then behaving like a human who cared. But he learned the lesson that now
hangs, unironically, on a sticky note above his desk: THE CLOSE IS NOT
THE END. THE CLOSE IS A PROMISE THAT STARTS A CLOCK. Gary
now sends the link before he stands up from the chair. Every time. He says the
ten minutes after a yes are the most fragile ten minutes in the entire
relationship -- and the easiest ten minutes to win, because all you have to do is
the thing you already said you'd do.
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Chapter 9: The Never-Ending
Friendship Dividend (aka The Follow-

Up)

Let's play a little game. Imagine you just bought a brand-new car. You spent
weeks researching, braved countless test drives (and probably a few overly
enthusiastic sales pitches), and finally, finally signed the paperwork. You're
excited, humming with that new-car smell. As the salesperson hands you the
keys, which of these two scenarios leaves you feeling better, more valued,
and less like a quickly forgotten transaction?

Scenario A: The salesperson shakes your hand, mutters "Enjoy the car," and
immediately swivels on their heel to pounce on their next unsuspecting target,
eyes scanning the showroom floor like a hawk. You never hear from them
again. Ever. You could be stranded on the side of the road, covered in engine
grease, and they'd probably just drive past.

Scenario B: The salesperson shakes your hand, looks you genuinely in the
eye, and says, "Congratulations! You're going to absolutely love this car. I'm
going to call you in three days, just to make sure you've figured out that fancy
new stereo system and connected your phone, okay?" And then, a minor
miracle, they actually do it. A month later, you get a simple, non-salesy email
from them saying, "Just checking in! How's the car running? Hope you're still
enjoying it and exploring all the features."

It's a ridiculously obvious answer, isn't it? Yet, a shocking number of
salespeople live their entire careers in Scenario A. They operate with a
primitive "hunter" mentality: kill, eat, repeat. They are so fixated on finding
the next customer, the next commission check, that they completely forget
about the magnificent prize they just won. This isn't just bad manners; it's
terrible business. It's like spending a fortune to grow a magnificent apple tree,
lovingly watering it, pruning it, protecting it from pests, only to pick a single
apple, declare victory, and then abandon the tree forever to wither. Insanity!
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The Secret of Customer Lifetime Value (CLV)

The most successful, least-stressed, and wealthiest salespeople in the world
understand a critical concept that should be etched onto every salesperson's
soul: Customer Lifetime Value (CLV).

This isn't just fancy corporate jargon. This is the total profit your business (or
you, as a personal brand) makes from any single customer over the entire,
glorious course of your relationship. Here's the kicker: the initial sale is often
the least profitable part of the CLV. It's like the tiny appetizer before the main
course. The real money — the juicy, delicious "friendship dividend" —
comes from:

Repeat Business: They buy from you again and again, like that one friend
who always orders the same thing at your favorite restaurant. Referrals: They
become your unpaid marketing team, singing your praises to their friends,
colleagues, and even random strangers at the grocery store. They send warm,
pre-qualified leads directly to your inbox, usually accompanied by glowing
recommendations.

Upgrades & Add-ons: They buy more or bigger versions of your
product/service down the line, because they trust you and love what you
deliver.

Your goal is to stop thinking of a sale as a one-time transaction, like a
fleeting, awkward Tinder date, and start thinking of it as the beginning of a
long-term, incredibly profitable friendship. And the secret to doing this is
rooted in one of the most powerful and often overlooked principles of human
psychology: The Law of Reciprocity.

The Law of Reciprocity: The Golden Rule of Business

The Law of Reciprocity states that when someone does something nice for us,
we feel a deep, psychological, almost uncontrollable urge to do something
nice for them in return. It's the reason we instinctively feel compelled to say
"you're welcome" after "thank you." It's why you feel slightly guilty if a
stranger holds a door for you and you don't at least offer a smile. It's the
bedrock of human cooperation, from sharing resources in ancient tribes to
modern-day potlucks.
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The amateur salesperson sees the sale as the end of the transaction. They got
what they wanted (the money), so their job is done. The pro, however, sees it
as their first opportunity to trigger the Law of Reciprocity. They understand
that the real work (and the real profit) begins after the sale.

Your follow-up is not about trying to sell them something else immediately,
like a desperate upsell at the register. It's about continuing to provide value, to
do something nice for them, even after they've already paid you. You are
making deposits in the "relationship bank," knowing that those deposits will
pay exponential dividends down the line.

Your Dead-Simple, Non-Annoying Follow-Up System: The Friendship
Funnel Here's a dead-simple, non-annoying follow-up system that will
transform you from a transactional hunter into a relationship-building master:

The Immediate "Thank You & Welcome" (Within 24 hours):
Action: Send a personal, heartfelt email.

Content: Thank them sincerely. Express excitement about their
purchase/partnership. Briefly state what the next immediate benefit for them
will be (e.g., "Your onboarding email is coming in an hour," or "Expect your
delivery in 3-5 days"). No selling. Just pure appreciation and reassurance.

Example: "Hi [Client Name], just wanted to personally thank you for
choosing [Your Company] today! We're genuinely excited to have you on
board. Keep an eye out for your welcome email, which has all the details on
getting started. We think you're going to love [product/service]!"

The 7-Day "Check-In" (A week later):

Action: Send a short, value-focused message (email, or quick call if
appropriate).

Content: Check in on their initial experience. Offer specific, proactive help
related to what they just bought.

Example: "Hey [Client Name], just checking in after about a week with
[product/service]. How are you finding it so far? Many people find [specific
feature] really helpful around this time. If you have any questions or just want
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a quick walkthrough, I'm here to help!" The 30-Day "Value Add" (A month
in):

Action: Send them something useful that has nothing to do with buying
anything else from you.

Content: This is pure deposit. It could be an article relevant to their industry,
an invitation to a free webinar you're hosting, a tip/trick for using your
product more effectively, or even just a funny, relevant industry meme.

Example: "Hi [Client Name], thought you might find this article interesting --
it's about [topic relevant to their pains/dreams]. Hope everything's going great
with [product/service]!"

The 90-Day "Gentle Ask" (Three months in):

Action: You've made three solid value deposits. You have more than earned
the right to make a small withdrawal.

Content: This is where you might ask for a referral, a testimonial, or explore
an upgrade. But frame it gently, as a continuation of help. Example: "Hey
[Client Name], it's been fantastic seeing you get so much value from
[product/service]. Many of our happy clients tell us it's been transformative
for [specific result]. If you know anyone else struggling with [their original
problem], I'd be grateful for an introduction. Or, if you're exploring [next
level of solution], I'd be happy to chat about how we might help further.”

This system transforms you from a faceless vendor into a valuable partner, a
trusted advisor, and a genuine friend. You're not a hunter chasing a kill; you
are a farmer tending your orchard. Each happy customer becomes a tree that
produces delicious fruit (repeat business, referrals, upgrades) for years to
come, with almost no extra effort. And the best part? It feels good. It feels
human. Ready to cultivate some never-ending friendships (and profits)? "The
sale isn't the end; it's the beginning. Cultivate connection, offer value, and
turn transactions into a lifetime of trust and dividends."-A K Bhojani

Try This This Week

Pick your five best clients from the last year and send each of them one
message that asks for absolutely nothing. No upsell, no "how's everything
going, by the way we have a new tier," no thinly veiled review request. Just a
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genuine note about something you remember from working with them.
Watch how many reply within the hour. That reply speed is the Friendship
Dividend paying out in real time, and it costs you nothing but the two minutes
it took to remember they exist.

A Ridiculous But True-ish Story

A rep T used to work with kept a genuinely unhinged spreadsheet of client
trivia—Xkid's names, upcoming vacations, the fact that one particular client
was training for a half-marathon he was extremely nervous about. Every few
weeks he'd send a one-line message that had nothing to do with business.
"Hope the half-marathon went well, how'd it go?" That client, a mid-sized
manufacturing company, referred him three other companies over the
following year, unprompted, all with some version of the same sentence in
the intro email: "He actually remembers stuff about you, it's honestly a little
unsettling." The spreadsheet, it turned out, was not creepy. It was just the
follow-up chapter, taken seriously, one row at a time.

The Non-Needy Follow-Up (or: Stop Texting Your
Customer Like an Ex at 2 A.M.)

There's a specific flavor of desperation that oozes out of a certain kind of
follow-up, and every human on earth can smell it from three area codes away.
It's the "just circling back!" email sent for the fourth time in nine days. It's the
"hey, did you see my last message?" that arrives before you've even finished
your morning coffee. It's the LinkedIn message that opens with "Hi [First
Name]" where the bracket didn't populate, so it literally says "Hi [First
Name]." This is not follow-up. This is your inner toddler, tugging at the
customer's sleeve, whining "but do you LIKE me? do you? do you STILL like
me?"

Here's the thing your inner toddler will never understand: neediness is a
withdrawal from the relationship bank, not a deposit. Every time you follow
up with the subtext of "I need something from you," you take a little chip out
of the trust you spent so long building. The non-needy follow-up flips the
script entirely. It carries the subtext of "I was thinking about you, and I have
something for you." That's it. That's the whole trick. The needy rep asks "any
update?" The non-needy pro says "Saw this and thought of you." One of these
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makes the customer feel like an ATM. The other makes them feel like a
friend. Guess which one gets the callback.

The test is stupidly simple: before you hit send, ask yourself one question --
"If they never reply to this, will I be secretly annoyed?" If the answer is yes,
you're not following up. You're fishing. Rewrite it until you'd genuinely be
happy to send it into the void, expecting nothing back. That's when you know
it's a gift and not a guilt trip.

Adding Value Between the Touches (Be the Business Doctor,
Not the Business Telemarketer)

Most salespeople treat the space between conversations like a dead zone --
radio silence until they "have a reason" to reach out. And their idea of "a
reason" is always, ALWAYS, that they want to sell something. That's like a
doctor who only ever calls you to say "hey, you due for another expensive
procedure?" You'd change doctors. You'd change doctors so fast you'd leave
a Wile E. Coyote-shaped hole in the wall.

The Business Doctor operates differently. The Business Doctor uses the
space between touches to actually be useful. And here's the beautiful part --
being useful is absurdly easy once you start paying attention. You send the
article. You forward the tool. You make the introduction to someone in your
network who solves a problem you can't. You flag the industry change before
it bites them. You send the one-line "hey, heads up, the thing you were
worried about last quarter? Just saw a workaround for it." None of this sells
anything. All of it screams "I am on your team even when there's no money on
the table."

This is where the dopamine-from-helping kicks in, and it works on BOTH of
you. The customer gets the little hit of "someone's looking out for me." And
you -- you get the far better hit of being the person who helps rather than the
person who hounds. Slick Rick, the used-car-lot version of you who lives to
close and vanish, physically cannot do this. It's not in his programming. Slick
Rick sees a month of silence as a month of missed pitches. The Business
Doctor sees it as a month of quiet deposits, each one compounding, each one
making the eventual "so, ready for the next thing?" land like an obvious yes
instead of an ambush.
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The Referral Ask That Doesn't Make Everyone in the Room
Cringe

Let's talk about the single most butchered moment in all of sales: the referral
ask. Done badly, it is a full-body cringe. "So, uh, do you know anyone else
who might want to buy? Like, three names would be great? Can you write
them down right now while I awkwardly watch?" This is the sales equivalent
of asking someone to help you move on the second date. Too much, too soon,
too transactional. You can watch the warmth drain out of a customer's face in
real time, like a Polaroid developing in reverse.

The graceful referral ask rests on one principle you must burn into your skull:
you earn the right to ask by the value you've already given, and you make it
easy by being specific. Nobody can think of "anyone who might need this."
The human brain, faced with "do you know anyone?", returns exactly one
result: a spinning beach ball of nothing. But ask "do you know anyone else
drowning in [the exact problem you just solved for them]?" and suddenly a
specific face pops into their mind. You didn't ask them to do marketing. You
asked them to remember one friend who's suffering the way they used to
suffer -- and now you've reframed the referral as an act of kindness THEY get
to perform, not a favor you're begging for.

And timing is everything. The best moment to ask isn't the ninety-day mark
on some spreadsheet. It's the instant the customer says something that reveals
they're thrilled -- "this saved me so much time," "I wish I'd found you
sooner," "honestly this fixed everything." That sentence is the sound of the
door swinging open. Walk through it, warmly: "That means a lot. Honestly --
if you know one person still stuck where you were six months ago, I'd love to
help them too. No pressure at all." Give. Give. Give. Then, gently, invite them
to give. That's not a withdrawal. That's you handing them a chance to be the
hero to a friend.

The Sale Is the Starting Line (Reputation Is a Very Long
Game With a Very Long Memory)

Here is the uncomfortable truth that separates the people who grind forever
from the people who eventually get to coast: your reputation is being written
whether you're paying attention to it or not. Every follow-up you skip, every
promise you half-kept, every customer you treated like a closed ticket instead
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of a living human -- it's all going in the ledger. And the ledger compounds.
Ten years of treating the sale as the finish line leaves you exactly where you
started, hunting strangers, cold and hungry, every single Monday. Ten years
of treating the sale as the starting line leaves you with an orchard so dense you
can barely walk through it without tripping over fruit.

Think about Gary. Everybody knows a Gary. Gary's not the flashiest, not the
slickest, doesn't have the best pitch -- but when you need what Gary sells, you
don't shop around. You just call Gary. Why? Because Gary followed up. Gary
remembered your dog's name. Gary sent you the thing that one time when you
weren't even a customer yet. Gary's reputation does the selling now, silently,
while Gary sleeps. That's the endgame. Reputation is just follow-up with a
very long time horizon -- the accumulated evidence, gathered one small kept
promise at a time, that you are a person worth knowing. You can't buy it, can't
fake it, can't shortcut it. You can only deposit into it, boringly, relentlessly,
until one day you look up and realize you're Gary.

Try This This Week

Build yourself a stupidly simple "staying in touch without being a stalker"
system, and set it up in the next twenty minutes so it actually exists. Take
whatever you use -- your calendar, a notes app, an unhinged spreadsheet, a
shoebox of index cards, doesn't matter -- and for your top ten relationships,
jot down two things: one personal detail worth remembering, and one date to
reach out with zero agenda. Then set a recurring reminder -- once a month is
plenty -- that just says "who gets a no-ask message today?" The whole point is
to make thoughtfulness a system instead of a mood, because moods forget
and systems don't. A stalker sends fifty messages this week and none next
month. A trusted advisor sends one good message a month, forever. Be the
second one.

A Ridiculous But True-ish Story

A woman I know sold industrial coffee machines -- deeply unsexy, extremely
expensive, the kind of purchase a business makes once and then ignores for a
decade. Her competitors all followed the same script: close the deal,
disappear, resurface only when the warranty was about to expire and there
was more money to extract. She did the opposite. Every single machine she
sold, she followed up ninety days later with a handwritten card and a small
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bag of genuinely excellent coffee beans -- "for the machine's first birthday."
Not a pitch. Not a coupon. Just beans. Everyone told her it was a waste of
money and postage.

Then the recession hit, and companies started slashing every non-essential
vendor from their books. Her competitors got cut overnight -- because you
can't feel loyalty toward a person who only ever showed up with an invoice.
She didn't lose a single account. Not one. When the office managers sat down
to decide who stayed and who got the axe, they kept hitting the same snag:
"we can't cut the coffee lady, she sends the beans." The beans cost her about
four dollars a customer. They bought her a client list so loyal it survived a
market that ate everyone else alive. Turns out the follow-up wasn't the soft,
fluffy, nice-to-have part of the job. It was the whole moat. -- A K Bhojani
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Chapter 10: Your Official Black Belt in
Awesome

Alright, champion. Pause for a moment. Take a deep breath. Now, give
yourself a genuine, heartfelt pat on the back, a triumphant fist pump, or
maybe even a celebratory dance move that would make a choreographer
weep with joy. You've done it. You've not just walked through the dojo;
you've mastered its core teachings.

We began this wild ride by confronting that familiar, cringey feeling that
bubbles up when you hear the word "sales." We bravely unmasked it as
Reactance—that sassy, defiant inner toddler in all of us who throws a fit when
told what to do. We collectively agreed to toss the antiquated, high-pressure,
slick-haired salesman (let's be honest, Slick Rick belonged in a bygone era,
right alongside disco balls and dial-up modems) into the historical archives.

And in his place, a new hero emerged: You. You are now the Sales Detective,
meticulously uncovering needs. You are the Business Doctor, diagnosing
pain points with precision. You are the trusted Guide, leading clients to their
best outcomes by listening far more than you talk.

You've discovered that this transformative way of "helping" isn't just
remarkably effective; it's a dopamine-fueled puzzle that your incredible brain
is quite literally wired to love. You learned that the skills you're meticulously
building aren't confined to closing deals; they are your personal cheat codes
for life. They equip you with a superpower of resilience and confidence that
will serve you in every room you ever walk into, from a high-stakes
boardroom negotiation to simply convincing your kids to eat their vegetables
(or, as we now know, helping them embrace their inner T-Rex). You
fearlessly opened the Un-Salesy Toolkit and mastered powerful, human-
centric strategies:

You learned to craft an Ideal Client Profile, finding your perfect "people”
with laser precision, ensuring you're connecting with those you are uniquely
positioned to serve. No more shouting into the void; just targeted, genuine
engagement.
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You harnessed the Sherlock Scan, becoming a master of empathetic inquiry
by understanding the profound power of shutting up and asking brilliant,
open-ended questions that unearth hidden treasures of insight.

You became a captivating storyteller using the timeless Hero's Journey,
making your customer the undeniable protagonist of their own epic tale, with
your product serving as their gleaming Magic Sword. You embraced
Objection Jujitsu, skillfully employing the "Feel, Felt, Found" method to
gracefully redirect potential conflict into moments of deeper understanding
and connection.

You mastered the Gentle Nudge, transforming the intimidating "ask" into a
natural, helpful act of service, guiding clients forward without ever resorting
to hostage-taking tactics.

And perhaps most significantly, you learned to cultivate a Friendship
Dividend by nurturing relationships post-sale, turning one-time customers
into lifelong advocates and enthusiastic referral champions. You now possess
a complete, step-by-step system for selling that doesn't just feel ethical; it
feels deeply human. You have all the essential tools. You have the
comprehensive map. And yes, you have earned your black belt.

The Black Belt Mindset: Your Invincible Edge

But let's be absolutely clear: a black belt isn't a finish line. In martial arts, it's a
profound recognition that you have truly mastered the fundamentals,
internalizing the core movements and philosophies. It signifies that you are
now, finally, ready to embark on your real journey of learning, refinement,
and continuous growth. It's not a trophy to be admired on a shelf; it's a living,
breathing commitment to relentless practice and an unquenchable thirst for
improvement. This brings us to the ultimate secret to a long, joyful, and
extraordinarily successful career in sales—and, frankly, in life: embracing
Dr. Carol Dweck's groundbreaking work on the Growth Mindset.

Consider the two paths:

The Fixed Mindset: Believes that talents, intelligence, and abilities are set in
stone. "I am who I am." When facing challenges or setbacks, a person with a
fixed mindset feels devastatingly judged on their core identity. They avoid
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stretching themselves, because if they try and fail, it "proves" their inherent
limitations. They're often paralyzed by the fear of looking foolish.

The Growth Mindset: Believes that abilities can be developed, sharpened,
and expanded through dedicated effort, learning, and resilience. They see
challenges not as threats, but as exhilarating opportunities to evolve. Failure
isn't a personal indictment; it's merely feedback. It's data. They don't say,
"Ugh, I failed." They say, "Hmm, that approach failed. What invaluable
lesson can I extract from this? How can I refine my strategy for next time?"
They become the tireless scientists of their own lives, constantly
experimenting and adapting.

Every single chapter of this book, every skill you've acquired, is designed to
build and reinforce this Growth Mindset within you. Losing a deal isn't a
rejection of you; it's a golden opportunity to analyze your process. Did you
execute a thorough enough Sherlock Scan? Did your Hero's Journey story
resonate? Was your Magic Sword truly shining?

A client's "no" isn't a devastating blow; it's crucial data that helps you refine
your Ideal Client Profile and target your efforts with even greater precision
next time. Perhaps that "fish" wasn't meant for your specific pond after all.

A new, tricky objection isn't a brick wall; it's a delightful, engaging puzzle to
solve with your fluid "Feel, Felt, Found" technique. "Ooh, a fresh challenge!
Let's see how I can artfully redirect this energy!"

This, my friends, is your ultimate superpower. When you internalize and
actively cultivate a Growth Mindset, you become truly invincible. You are no
longer emotionally tethered to the outcome of any single interaction, because
every single interaction—be it a triumphant win or a perceived setback—
makes you undeniably smarter, undeniably stronger, and undeniably better
prepared for the next one. There is no such thing as failure, only feedback.

You have the powerful system. You have the precise tools. And now, most
importantly, you have the indomitable mindset. You possess the incredible
power to solve problems for people, to genuinely make their lives better, and
to forge a career that is not only spectacularly profitable but also deeply,
profoundly satisfying.
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You now know how to be the person who walks into a store and makes
someone's day, leaving them feeling heard, understood, and genuinely
helped. You know how to be the trusted partner who helps a business not just
survive, but truly thrive. You know how to build lasting friendships, not just a
transient client list.

So go out there. Be the helper. Be the detective. Be the guide. Be the student
of the game, forever learning, forever growing. Go earn your black belt in
awesome, every single day. The world desperately needs more humans like
you, selling like humans.

"The true black belt in sales isn't about closing deals; it's a Growth Mindset
that transforms every interaction into a lesson, making you invincible in
helping others and yourself." - A K Bhojani One Last Thing Before You Go

Somewhere around chapter six of this book, you probably stopped reading it
as a sales manual and started reading it as a slightly-too-honest description of
how you handle disagreements with your spouse, your kids, and the guy at the
DMV. That's not an accident, and it's not a marketing trick to sell you a
sequel. It's because sales was never actually a separate skill walled off from
the rest of your life. It was always just "being a person other people trust,"
measured in a context where somebody happens to be holding a checkbook.

Every tool in this book works exactly as well on a Tuesday afternoon
negotiating your kid's screen time as it does in a boardroom. The Sherlock
Scan works on your mother-in-law. The Gentle Nudge works on a roommate
who still hasn't done the dishes. Objection Jujitsu works on your own inner
critic at 2 a.m., the one that's currently telling you that you're not cut out for
any of this. Feel, felt, found: I know you feel like an imposter. I've felt like an
imposter. I found that the feeling never actually goes away—it just gets
quieter every time you do the thing anyway.

So here's your actual black belt test, and it has nothing to do with a sale. This
week, use one tool from this book on someone who isn't a prospect. Ask your
partner a real Sherlock Scan question instead of offering advice they didn't
ask for. Nudge your kid gently toward the vegetable instead of negotiating a
UN peace treaty over broccoli. Notice what happens. You'll probably notice
the same thing every rep in this book noticed the first time it worked: a small,
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quiet click of two humans actually understanding each other, which turns out
to be the only currency that was ever really being exchanged.

The Whole Thing on a Napkin (Because Systems You Can't
Remember Aren't Systems)

Here's the uncomfortable truth about everything you just learned: if you can't
fit it on a cocktail napkin, you'll never actually use it. Complexity is where
good intentions go to die. So let's crush this entire book down to a loop small
enough to run in your head while you're shaking someone's hand and
pretending you remember their name.

Ready? Here it is. Notice. Ask. Diagnose. Help. Follow up. Then do it again.

That's it. That's the whole dojo. You Notice a human who might have a
problem you're built to solve. You Ask the kind of questions that make them
feel like the most interesting person in the building. You Diagnose like the
Business Doctor you now are -- not prescribing before examining, because
that's malpractice and also just rude. You Help, which sometimes means
selling and sometimes means saying "honestly, you don't need me for this."
Then you Follow up, because the sale was never the finish line; it was the
handshake at the start of a friendship. And then -- this is the part everyone
forgets -- you go back to the top and run it again, forever.

It's a loop, not a ladder. You don't graduate out of it. Bruce Lee didn't wake up
one morning and decide he was too advanced to throw a punch. The masters
aren't doing different moves than the beginners. They're doing the same
moves, ten thousand times, until the moves are doing them.

Reps Beat Talent Until Talent Shows Up to Practice

Nobody gets a black belt by reading about karate on the toilet. I know,
because I tried, and all T got was a numb leg and a vague sense of shame.
Mastery is not an idea you understand; it's a groove you wear into yourself
through repetition. So let's talk about the unglamorous engine underneath all
of this: practice.

Daily, keep it stupidly small. One rep. That's the whole ask. Ask one person
one genuinely curious open-ended question and then -- here's the athletic part
-- actually shut your mouth and let the silence do its work. Your inner toddler
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will HATE this. It will want to fill the silence, pitch the thing, prove you're
smart. Let it squirm. The silence is where the other person tells you what they
actually need. One rep a day. That's thirty-something a month. That's a body
of work.

Weekly, hold court with yourself for ten minutes. Not a spreadsheet. A
confession booth. What worked? What flopped? Where did I slip back into
Slick Rick mode and start talking at somebody like a used-car commercial?
Where did I genuinely help and feel that warm little dopamine hit that
reminds you why you do this? Write down one thing to try next week. One.
You are not building a NASA launch checklist; you're a scientist keeping a
lab notebook, and the experiment is you.

That's the entire training regimen. It fits on the same napkin. The rep and the
review. Everybody wants the black belt; almost nobody wants to sweep the
dojo floor every day to earn it. Be the weirdo who sweeps the floor.

When You Fall Into the Slump Hole (And You Will, So Pack
a Sandwich)

Let me tell you about the slump, because your guru who claims he never has
one is either lying to you or lying to himself, and both should worry you.
There will be a stretch -- a week, a month, one memorably bleak February --
where you do everything right and the universe responds with a resounding
"meh." No deals. No wins. Just the special silence of a phone that has decided
to become a paperweight.

Here's what the slump wants you to believe: that it's a verdict. That the
drought is the universe finally revealing the truth about you that you always
suspected. This is a lie the slump tells, and it tells it in your own voice, which
is a dirty trick.

The way out is not a pep talk; it's a floor. When you're winning, you sell from
results. When you're slumping, you sell from ritual -- you cling to the process
precisely because the results have wandered off to sulk. Do the reps anyway.
Ask the question anyway. Help one person anyway, even a person who will
never pay you a dime, because the fastest way to remember you're good at
this is to be useful to somebody in the next five minutes. Helping is the
antidote to the slump because it moves you from "how am I doing?" -- a
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question that will eat you alive -- to "how are THEY doing?" -- a question
with an actual answer. Detach from the scoreboard. Attach to the swing. The
hits come back. They always come back. But they come back to the people
who kept swinging in the dark.

Keeping Your Soul Attached While Your Bank Account
Grows

Now for the question nobody puts in the sales books, because it's a little
awkward and doesn't fit on a motivational mug: how do you make real money
doing this without slowly turning into someone you'd cross the street to
avoid?

Because that transformation is sneaky. It doesn't happen in one villainous
instant. Nobody decides on a Tuesday to become the guy who sells the thing
the customer doesn't need. It happens one small justification at a time. "They
can afford it." "Everyone upsells here." "I'll make it up to them later." A
thousand tiny compromises and one day you look up and Slick Rick is
wearing your face and answering to your name.

So here is your one non-negotiable, the single rule that keeps your soul bolted
on through every commission check: never sell someone the thing that's
wrong for them, no matter how right it is for you. That's it. That's the whole
ethical code, and it's brutal precisely because it's simple. If the honest
recommendation is "you should buy less," or "buy the cheaper one," or "buy
from my competitor down the road named Gary," then that is the sale you
make, and you make it with your chest out. You will lose that transaction.
You will win that human for a decade. People can smell an agenda from three
counties away, and they can smell honesty just as sharply -- and honesty is the
rarest, most magnetic thing you can carry into a room. It turns out the most
profitable long-game strategy in the history of commerce is just refusing to be
a jerk. Wild. Somebody should write a book.

Now Go Hold the Ladder for Somebody

One last thing, and it might be the most important thing in the whole dojo.
You did not build yourself. Somewhere back there, somebody was patient
with you when you were clumsy and terrified and pitching like a
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malfunctioning infomercial. Somebody asked you a good question.
Somebody modeled what it looked like to help instead of hustle.

So pay it forward, and not because it's noble -- though it is -- but because
teaching is how you actually finish learning. The moment you explain the
Sherlock Scan to a nervous rookie, you understand it in your bones for the
first time. Mentor the new person. Share the napkin. When you catch a
colleague sliding into hostage-negotiation-closing-tactics, don't smirk -- slide
them the better way. The whole point of earning the black belt was never to
hoard the moves. It was to become the kind of person the next beginner is
lucky to bump into. Hold the ladder. Somebody held yours.

So that's it, champion. That's the send-off. You have the loop, the reps, the
ritual for the dark days, the one rule that keeps your soul, and the mandate to
hand it all forward. The world is absolutely stuffed with people selling at
other people -- shouting, pressuring, treating strangers like ATMs with legs.
It is starving for the other thing. For the human who notices, asks, diagnoses,
helps, and comes back around to do it again. That human is you now. So get
out there and go be so relentlessly, genuinely useful that people can't help but
hand you their money and their trust and, eventually, their referrals. Go sell
like a human. The rest of us are rooting for you.

"You were never supposed to become a 'sales person.’ You
were supposed to stay a person, and sell like one." -- A K
Bhojani

Try This This Week

Grab a real napkin -- or the back of a receipt, a phone note, whatever's within
arm's reach -- and write the six-word loop on it: Notice, Ask, Diagnose, Help,
Follow up, Repeat. Stick it where you'll see it before your next conversation.
Then, exactly once this week, run the whole loop on purpose and out loud in
your head while it's happening. Catch yourself at each step. "Okay, I'm
Noticing. Now I'm Asking -- and now I'm SHUTTING UP." It'll feel
mechanical and a little ridiculous, like counting your steps while you walk.
Do it anyway. That's what a rep feels like before it becomes a reflex.
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A Ridiculous But True-ish Story

A man I'll call Dave once ran a little hardware store two doors down from a
giant chain that could out-price him on literally everything. Dave should have
been roadkill. Instead, Dave did one insane thing: whenever a customer
wanted something he knew the big store did better or cheaper, Dave told them
-- "honestly, go there for that." He sent business away with both hands, daily,
cheerfully, like a man who'd lost his mind. His accountant wept. And here's
the ridiculous-but-true part: people started driving PAST the giant store to
reach Dave, because Dave was the only guy in town who'd ever tell them the
truth, and truth turned out to be a product nobody else stocked. He didn't win
by having the most stuff. He won by being the one human in the whole retail
park you could actually trust. Twenty years later the chain store is a vape shop
and a nail salon. Dave's still there. Be a Dave.
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Chapter 11: The FAQs Nobody Asks
Out Loud But Everyone's Thinking

Every time I teach this stuff to a room of actual humans, the same handful of
questions come up—usually in the parking lot afterward, asked in the tone of
someone confessing something slightly embarrassing. So let's just get them
out in the open here, where nobody has to make eye contact while asking.

Isn't this all just manipulation with better vocabulary?

Fair question, and I'd be suspicious of this book too if it didn't ask itself the
same thing. Here's the actual test: manipulation gets someone to do
something that's good for you and bad for them. Everything in this book only
works when the outcome is genuinely good for the other person too—when
their problem actually gets solved, when the product actually fits. If you use
the Sherlock Scan to uncover a real pain point and then sell someone
something that doesn't address it, you haven't found a loophole in this book.
You've just become Slick Rick with better questions, and the inner toddler
will figure that out eventually. It always does.

What if I ask a great open-ended question and they just...
don't have much to say?

Then you've learned something important extremely quickly: either this isn't
a real problem for them yet, or you're not talking to the right person. Both are
useful data. A flat, uninterested answer to "what's this costing you right
now?" is not a failure of your technique. It's the technique working exactly as
intended, just delivering an answer you didn't want. Say thank you, and go
find your actual ideal client instead of trying to manufacture urgency in
someone who genuinely doesn't have any.

I tried the silence thing after asking for the sale and it was
excruciating. Is that normal?

Extremely. The silence isn't supposed to feel comfortable. It's supposed to
feel like the longest ten seconds of your professional life while you resist
every urge to fill it with a caveat, a discount, or an apology for existing. The
day it stops feeling excruciating is the day you've actually internalized this
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stuff, and until then, the discomfort is just the sound of an old habit being
slowly starved out.

"What if my product genuinely is kind of boring? Not everyone sells
transformation and magic swords."

Every product is boring if you describe its features. Nobody has ever laid
awake at 3 a.m. worrying about "cloud-based inventory management."
They've laid awake worrying about explaining to their boss why the
warehouse ran out of stock during the busiest week of the year. The product is
never the interesting part. The 3 a.m. thought it prevents is the interesting
part, and every single product, no matter how gray and spreadsheet-shaped, is
preventing somebody's 3 a.m. thought. Your job is just to go find out whose.

Does this stuff actually work if I'm naturally shy or
introverted?

It works better, usually. This entire book is a permission slip to stop
performing a loud, extroverted, hand-shake-crushing version of a salesperson
that was never going to feel natural anyway. Listening well, asking real
questions, and noticing what people actually need are introvert home turf.
The old model rewarded the person who could talk the most in the room. This
model rewards the person who was paying the closest attention, which, if
you're the quiet one who's always noticed things nobody else did, has
probably been you the whole time.

What if I actually hate my product?

Then stop selling it, because your face is going to tell on you no matter how
good your words get. There's a specific dead-eyed enthusiasm that leaks out
of people selling something they secretly think is garbage, and customers can
smell it the way dogs smell fear and bad intentions. But before you quit and
become a lighthouse keeper, ask yourself which kind of hate this is. Do you
hate the product, or do you hate the eleven features nobody uses that
marketing keeps making you mention? Because usually there's one real thing
in there that genuinely helps one real kind of person, and you've just been
forced to sell it to everyone including people it will actively disappoint. Find
the person it actually helps. Sell it to them. If you dig all the way down and
there's still nothing in there that helps anybody -- if the whole thing is a magic
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sword that's actually a painted stick -- then congratulations, you've
discovered you have integrity, and no amount of technique should be used to
override that. The inner toddler will not let you sell a painted stick and sleep
well. Listen to the toddler. The toddler is right this time.

What if the customer knows more than I do?

Fantastic. Now you get to do the easiest job in the world, which is shutting up
and being genuinely curious. The nightmare scenario in your head -- the
expert customer who exposes you as a fraud -- only happens if you insist on
pretending to be the smartest person in the room. So don't. When someone
knows more than you, they are not looking for a lecture. They already gave
themselves the lecture. What they're looking for is someone who will take
them seriously, ask sharp questions, and not waste their time with the
brochure version they memorized years ago. "You clearly know this space
better than I do -- so what's the thing that's still not solved for you?" is a
sentence that turns a threatening genius into a delighted collaborator. You are
not the Business Doctor pretending to know everything. You're the Business
Doctor who says "your symptoms are unusual, walk me through them,"
which is exactly what the good doctors do anyway.

How do I sell to my own family without it getting weird?

Extremely carefully, and ideally by not "selling" at all. The problem with
family isn't the pitch, it's that they've watched you eat cereal off the floor as a
child and cannot fully believe you're now a Professional Adult With A
Product. So don't perform the Professional Adult at them -- it triggers every
buzzer they have. Just help them the way you'd help them if there were no
commission involved, which for family there emotionally isn't anyway. If
Aunt Sandra genuinely needs the thing you sell, tell her plainly, tell her the
honest downsides too, and then -- this is the load-bearing part -- give her a
completely graceful exit. "No pressure at all, I will love you exactly the same
at Thanksgiving either way" is not a throwaway line. It's the thing that keeps
it from getting weird. The moment family feels they have to buy to avoid a
cold December, you've become Slick Rick in a cardigan, and the mashed
potatoes will never taste the same.
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What if I get ghosted?

You will. Everyone does. Being ghosted is not a referendum on your soul,
even though it arrives feeling exactly like one. Here's the reframe that saved
my sanity: a ghost is almost never about you and almost always about their
Tuesday. Something exploded in their world -- a budget froze, a boss
changed, a fire started three departments over -- and you fell off the edge of
their attention like a phone off a nightstand. So don't send the wounded
follow-up. Don't send the six-paragraph "did I do something wrong" email
that reads like a breakup text. Send one short, warm, genuinely useful note
that gives them an easy on-ramp back: "Totally get that things went quiet --
when it's a better time, here's the one thing I'd want you to see."” Then give it a
real rest. The dopamine-from-helping crowd wins the ghosting game
precisely because they can let go. If you make it about your own
abandonment issues, the customer can feel the neediness through the screen,
and neediness is the single least attractive substance known to commerce.

I froze up in a real conversation. Now what?

First, welcome to the club, the jackets are lovely. Everyone freezes. The
brain, faced with a live human and a whiff of stakes, occasionally just reboots
like an old laptop -- fan whirring, screen blank, nothing loading. The trick is
that you do not have to fill the freeze with brilliance. You can fill it with
honesty, which is easier and works better. "Sorry -- give me a second, I want
to actually answer that properly instead of just saying something" is a
sentence that makes you look MORE trustworthy, not less, because it's
precisely what a thoughtful person does and precisely what a Slick Rick never
would. Buy yourself the second. Ask them to repeat the question if you need
to. The freeze feels like a two-hour catastrophe from inside your own skull
and reads as a perfectly normal pause from outside it. Nobody in the history
of buying has walked away thinking "well, they paused once, so no." They
walk away over things you said too fast, not the moment you took to breathe.

Do I have to smile like a maniac the whole time?

Please, for the love of everyone, no. The forced megawatt smile that never
reaches the eyes is one of the top three reasons people distrust salespeople,
right up there with pleated confidence and the phrase "let me be honest with
you" (which implies you weren't before). A smile is supposed to be a reaction,
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not a costume. When something's genuinely funny, laugh. When you're
genuinely glad to see someone, your face will handle it without a memo from
you. The rest of the time, just let your face be a normal human face doing
normal human things. A relaxed, attentive expression that occasionally does
something real beats a rictus grin every single time, because the inner toddler
across the table is scanning for authenticity, and nothing sets off the toddler's
alarm like a stranger beaming at it for no reason. That's not warmth. That's
how you approach a raccoon you're not sure about.

What if they ask the price and I can feel myself about to
apologize for it?

Notice that urge, and then do the exact opposite. The flinch -- the little wince,
the rushed "it's, um, twelve thousand, but we can definitely talk about that" --
tells the customer the price is a problem before they've even decided whether
it is one. You've argued their objection for them, and worse, you've argued it
badly. Say the number. Say it like it's the weather. "It's twelve thousand." Full
stop. Then -- yes -- do the excruciating silence thing from the last question
everyone's still recovering from. The price is not an accusation you have to
defend against. It's information they asked for. If it's genuinely worth twelve
thousand to solve their actual problem, then the number is just the number,
and the only person who can make it sound shameful is you, with your face
doing the raccoon thing again.

What if I'm just... not a "sales person"? Like at all?

Good news that sounds like a riddle: the people who are sure they're not sales
people frequently turn out to be the best ones, and the people who were
BORN to sell are often the ones you'd cross a street to avoid. "Sales person"
as you're picturing it -- the backslapping, the memorized closes, the guy
named Gary who calls everyone "champ" -- is a costume from an old play that
stopped running years ago. You don't have to wear it. Nobody's making you.
If what you actually are is a helpful person who's slightly allergic to sleaze
and would rather solve a real problem than win a fake game, then you're not
failing at sales. You're just refusing to do the bad, dying version of it, which is
the entire point of this book. You were never supposed to become a "sales
person." You were supposed to stay a person, and sell like one.

-- A K Bhojani
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About the Author

Anand Kumar Bhojani (AK Bhojani) is a business strategist, speaker, and
former chronic

overthinker who discovered that the secret to success isn't complexity—it's
connection. Over the past decade, he's helped solopreneurs, startups, and
small business owners around the world ditch the corporate-speak and start
selling with real human language (and actual feelings).

Known for his sharp insights, stick-figure diagrams, and ability to turn
tangled sales strategies into ""Wait... that actually makes sense" moments, A K
has become a go-to guide for anyone tired of fake funnels, pushy pitches, and
overpriced sales courses that require a whiteboard and a minor in psychology.

His philosophy is simple: People buy from people. Especially the real, weird,
funny kind.

When he's not teaching business owners how to have better conversations
that lead to better conversions, you'll find him sketching absurd ideas on
napkins, passionately debating font choices, or politely declining to "jump on
a quick call" with anyone who uses the phrase "circle back."

This is his first book. Unless you count the dozens of half-written Google
Docs currently living rent-free in his Drive.

A Note From AK (Yes, Me, The Author)

Here's the origin story nobody asked for but you're getting anyway.

I spent the first chunk of my career as a world-class overthinker. Not the cute
kind. The kind who drafts a two-line reply to a client for forty-five minutes,
then sends "Sounds good!" and immediately regrets the exclamation point. I
read every sales book, took every course, downloaded every funnel template
that promised to turn me into a smooth-talking Slick Rick who could sell ice
to people who already lived in igloos. It did not work. Mostly because I was
so busy sounding like a "professional"” that I forgot to sound like a person.

The turning point? A prospect once told me, flat out, "You seem like a nice
guy, but talking to you feels like reading a terms-and-conditions page."
Brutal. Accurate. Life-changing. That night my inner toddler threw a tantrum
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and demanded I just talk like a human being for once. So I did. And -- plot
twist -- people started buying.

These days I help solopreneurs and small business owners do the exact same
thing: drop the corporate cosplay, quiet the inner toddler, and have
conversations that actually convert. I speak, I coach, T draw stick figures with
alarming confidence, and I play Business Doctor for people whose sales pitch
has flatlined.

Mock-humble brag: I've been called "the Gary of not being annoying about
it," which I choose to believe is a compliment.

If any of this landed -- or if you just want to argue about em-dashes -- come
find me. I'm reachable, I'm real, and I promise I will never, ever ask to "circle
back."
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SALES, MINUS THE CRINGE

Most sales advice sounds like it was written by a robot trying to manipulate another robot.
This book isn't that.

Inside, you'll trade the scripts, the funnels, and the shiny-suited "Slick Rick" routine for
something that actually works: genuine curiosity, better questions, and the radical idea that
people can smell a fake pitch from a mile away—but they'll happily buy from someone

who's just being real.

Ten chapters (plus a bonus eleventh, because apparently one book wasn't enough room for all
the questions people ask in the parking lot afterward) on reactance, dopamine, storytelling,

objections, closing, and the follow-up nobody else bothers to do.

“Forget selling. When you learn to genuinely help, the inner toddler calms down, and the money just...
shows up.”

| “An objection isn't a ‘no’; it's a desperate plea for more information.”

ANAND KUMAR BHOJANI (AK BHOJANI)

Business strategist, speaker, and recovering overthinker who
teaches people to sell like the real, weird, funny humans they are.
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