
 

 

 

The Six Things a Prospect Should Never Hear 
 

If you plan to grow your business make sure your sellers aren’t allowing your prospects to witness any of these 
potentially damaging emotions and/or behaviors. 
 

1. Desperation 
Even if you’re currently struggling, the prospect should never feel it.  Your goal is to make them believe that they 
need your product more than you need their business.  You need to exude confidence at all times and keep the 
conversation focused on them and their issues.  Be aware that when your needs supersede theirs’, they’ll consider 
your approach desperate and unprofessional. 
 

2. Fear/trepidation when quoting price 
If your product/service commands a high price you have to stand with a straight spine, look your prospect in the eye 
and state it firmly.  The second you hesitate they’ll jump in and ask for a better deal.  It’s the seller’s responsibility to 
ensure that the highest price possible is quoted so that company profit goals are met.  Know your pricing 
parameters and stay within them.  Proudly quote your prices. 
 

3. Justification, Excuses or Blame 
When a prospect or customer brings a problem to your attention never try to justify, make excuses for or assign 
blame to another person, department or vendor who didn’t deliver on time, etc.   Simply stated, that’s the coward’s 
way.  Rather, when faced with an unhappy prospect, listen until they’re finished, stay calm and ‘own’ the problem.  
Say something like “I understand why you’re upset, I’d be upset too. May I ask you a question?  If you knew that 
we’ve fixed that problem and others have been happy with the results, might that be something you’d care to hear 
about?”   Your goal is to treat them with respect, make them feel heard and understood, and then offer an option for 
a possible solution.  All with calm kindness.    
 

4. Saying ‘We can’t help you’ 
Oh, yes you can!  You can always help a prospect or customer.  Even if you don’t sell the product or service they 
need, you can certainly find someone else that you’d recommend.  Help comes in all shapes and sizes and your team 
should be focused on helping every potential customer they meet, every chance they get.  A great book that 
underscores this powerful principle is “The Go-Giver” by Bob Burg and John David Mann.   It’s short, easy to read 
and I highly recommend it. 
 

5. Sharing information about internal struggles/issues 
Don’t ever put a prospect or customer in the middle of what you’re facing internally.  It’s bad business to do so.  If, 
for example, an internal issue is making it impossible for you to make a deadline, the customer needs to be told and 
given options the minute you learn of it.  In the end, they need to be the ones, not you, to decide if a later delivery 
date is acceptable.  Prospects don’t care about your problems.  They only care about how you’re going to solve their 
problems and they expect that to be your focus, rightfully so. 
 

6.  Badmouthing the competition 
Always take the high road.  Acknowledging your competition is fine; speaking ill of them is not.  Even at times when 
a prospect shares their dislike or concerns about another supplier, the best response is to simply listen to 
understand.  Don’t rush in with examples of how you’re different or would never do those things.  Ask questions.   
Were they offended enough to make a change in suppliers?  If not, you’re still at square one.  At least you’re armed 
with some powerful information. 
 
Prospects purchase from people they know, like and trust.  When your sellers are confident, honest, assume 
responsibility and focus on their client’s needs you will enjoy larger shares of business.   
 
 


