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ò A Powerful Collection of  

Sales Techniques to Help You 

Overcome Objections and Close 

More Sales Than Ever Before! ó  
 

 

 

  

In this issue:  

¶ 7 St rategies t o Help you Sell More  Memberships, More Often  

¶ How to confidently ask for the sale, and continue asking them to buy more  

¶ 10 Powerful closing strateg ies you can use to guarantee a higher closing rate  

¶ Overcoming Objections about EFT, Price, ©Thinking about it ª, and More!   
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Dear Friend,  

 

Most salespeople would agree that the bottom line in sales is closing the deal.  If 

everything goes great and you do everything perfect ly, yet you do not clo se the sale, you 

were unsuccessful.  Nothing was really accomplished, and no money was made.  On the 

other hand, if you do everything wrong, yet you close every sale, then from a financial and 

business standpoint, you are successful.  That is why people wh o are closers are held in 

such high regard in the club business.  

 

Compare this to the quarterback who comes in and throws the touchdown pass in the final 

seconds to win the game or to the pitcher who comes in to closeout the inning.  The people 

who can get it done are the ones who make big money.  The salesperson who can close sales 

is always well respected and well paid.  No matter what methods you use, the goal is to 

close the sale.  

 

There are many methods used by top producers, several  of which will be discussed over 

the next 23 pages .  These tips and techniques will  make the difference between closing 

every sale and missing every sale.  If you follow the advice in this Underground Letter , you 

will see a marked improveme nt in your closing percentages.  S ome strategies may be 

unorthodox, some may seem silly, and some may seem a bit overbearing, but they all have 

been proven to close sales  

 

Regardless of the type of close you use, there are seven steps to closing that will always 

apply.  Remember to practic e these seven steps, because simply readin g them will do 

nothing for you.  As embarassing and annoying as it is to practice through roleplaying, it is 

still the absolute best way to hone your sales skills.  

 

Think of it like a football player who studies t he playbook.  He must know the playbook  

forward and backwards to be successful.  But simply knowing the playbook is not enough.  

He needs to put that knowledge to work during practice and gam es in order  to perfect his 

skills .  He must learn to overcome, 

improvise, and adapt to many different 

situations as they happen.  You are the 

quarterback of your career.  This 

newsletter can  serve as your playbook, 

but you must provide the hard work and 

dedication it takes for you to be 

successful.  
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*Note:  If you are n ot pre -qualifying your guests with some type of interview or series of 

questions, these seven steps, and the various closing methods  mentioned in later pages,  will 

not be nearly as effective for you.  ALWAYS take the time to sit down and prequalify your 

guests.  

 

The Seven Steps to Closing  More Membership Sales  
 

1. Close too often and too early rather than too  seldom and too late!  

You need to take advantage of any opportunity you have to gain commitment from your 

guest.  You do not want to let the opportunit y to close a sale pass you by.  Closing too soon 

rather than too late allows you to get a peek at the personõs intentions or to gauge their 

interest level.  By using assumptive statement s and mini-commitment questions, you will be 

able to read your prospec t better, and customize your tour a nd presentation to match 

their mood and buying habits .  Here are a few  examples of questions you can ask prospects 

throughout the process to close early and often : 
 

Å  òWill you be able to do your first workout this week?ó 

Å  òWhen did you want to set up your appointment with the trainer?ó 

Å  òAre you the type to pay things off early or pay a little at a time each month?ó  

Å  òWill you want your own reserved locker?ó 

Å  òIs your significant other joining with you?ó 

Å  òDid you want a wallet access card or a key fob?ó 

 

During the price presentation, a great way to close is 

to ask, òOut of these three membership options, 

which one are you leaning toward?ó  But this is where 

many rookie salespeople make a mistake.  Most times  

the prospect will point to or tell the salesperson which 

option they prefer.   The common mistake that a 

rookie salesperson  makes is that they will not begin 

immediately filling out the membership agreement. 

They will continue talking, potentially changing  the 

prospects mind after they have already said yes.  

 

      Do Not make this mistake !  
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Once commitment is gained, seal the deal.  The potential 

member just said they were ready to buy the membership, so 

do not give them the option to now change their mi nd.  

Hesitating for even a moment can be the difference between 

a closed membership sale and a lost membership sale.  

 

Donõt act surprised when a member selects a membership 

option. Simply say, òThatõs what I would have picked for youó 

or òGood choiceó, and begin filling out the membership 

agreement.   You want to make this part of the process as quick and as painless for them as 

possible. 

 

The magic òyesó is not going to always fall out of the sky.  It just doesnõt happen thi s way, 

especially if you havenõt set the stage for the close.  But if you do a good job of gain ing 

mini-commitments and using assumptive closes throughout the tour and price presentation , 

many times the prospect will simply point to the op tion that best fits their needs.  

 

ALWAYS ASSUME THE SA LE!!! 

 

Gone are the days when a health club sale means a quick tour of the equipment and 30 

minutes behind closed doors pressuring the person to join.  Become their friend, gain mini 

commitments, be assumptive, and the price presentation and the close will  not be a 

problem.  

 

2. You Must Be A ssumptive! 

 

Being assumptive is probably the best way to make sure 

you close a sale.  After presenting price, never ask, òDo 

you have any questionsó or òDid you want to join today?ó   

Keep it quick and keep it simple.  From my experience, I 

had the best closing rate when I used the following five -

word close:   

 

òDo you have a preference?ó 
 

Youõre not asking if they want to join, you are assuming 

they ARE joining and offering them a choice of options. 
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That choice is not y es or no; it is option A, B, or C.   

 

Just having an assumptive attitude and saying, òGreat, welcome to the club ó or òThatõs the 

option most of our members choose ó makes the guest think that it is what everybody does 

and they will simply figure that this mu st be how it works.  Too many times, a salesperson 

will accidentally give the prospect an opportunity to haggle by not closing the deal right 

away when they had the chance.  

 

You can even make the choice for them  many times.  If they already said that price is a 

concern, when you show them the options, you can automatically select the one that works 

best for those on a budget.  òThis one is our Economy Membership , and based on what you 

told me , this will be the  best option  for you.  Go ahead and fill out this top part .ó  Or if 

they mentioned they wan t a personal trainer, select the option that includes a personal 

trainer for them.  This is VERY assumptive, but it works if youõre a good salesperson.  The 

worst that can happen is they can slow the process by expressing a concern.  Of wh ich you 

will be able to overcome with a variety of closing methods we will go over in a minute.  

 

3. Use the F orce!  

 

There is a stronger power used by the best 

salespeople.  You may think this sounds 

r idicul ous; but hey, it worked for Yoda.  A 

sale has very little to do with what you say, 

rather it has more to do with how you say it.  

And while there are certainly forces within 

your words, there are even more forces 

found in body language and facial expressions.  

You can insult someone with a smile and it 

seems like a joke; insult him or her with a 

frown, and it seems like an insult.  

 

Here are some things to consider  as you communicate with your prospect:  

 

 Å  The tone of your voice  

 Å  The speed in which you talk  

 Å  The proximity between you and your guest  

 Å  How softly or loudly you speak  

 Å  Fear or nervousness in your voice  
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 Å  Your facial expressions  

 Å  Eye contact  

 Å  The ability to remain calm  

 Å  The speed in which you ask or answer quest ions 

 Å  The clarity of your voice  

 Å  How well you listen  

 Å  Using slang 

 

You get the point, and now should be a newfound believer in the force.  A good sales 

manager or club owner can watch the sales area from 30 feet away, unable to hear any 

verbal communications, but still be aware of what is taking place at each and every tab le.  

You do not have to hear what they are saying because you can òseeó everything they are 

saying just fine.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. Mirroring and Matching!  

 

You must match the mood an d actions of your guest.  If they talk fast, you talk fast.  If 

they lean in, you lean in.  If they seem excited, you be excited as well.  Even if you have 

nothing in common with the guest, they will feel the common energy shared with your body 

language.  Subconsciously they will trust you because you are just like them.   Like attracts 

Like.  This is especially important when it comes to sales.  
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5. Lead with Questions!  

 

The person asking the questions is the one in control of the 

conversation.  When it comes down to closing a sale, your guest 

will ask a lot of questions that they do nõt really care about 

hearing the answers to.  These are stalling tactics. They are 

looking for something within your answer that will give them a 

way out.  

 

For instance, you are fill ing out the paperwork, and your 

prospect  asks, òWho teaches your yoga class?ó  An 

inexperienced salesperson might answer,  òOh, it is Doug, he is one of our best instructors.ó 

To which the prospect  says, òI donõt feel comfortable doing yoga in front of a man. I think 

I will just wait.ó  This exact scenario and similar scenarios happen all of the time. As you 

can see, if this question was deaf -eared, or answered with a question, this would have 

never become a problem.  

 

6. Ask for the Sale Five Times!  

 

One of the most eff ective methods in sales is to òGo 

ask them one more time.ó  The reason this works is 

because people simply give up and give in.  If you ask 

enough times while still maintaining the level of trust 

you have established with the guest, they will likely 

change their mind.  Sixty percent of all sales that are 

made in the world are done so after the fifth closing 

object ion.  It is true.  Count how many objections or 

concerns you field while you are with your next couple 

of guests.  It is likely more than just one or two.  

 

You get the point.  Sometimes just changing the subject helps if you can tell they are going 

to continue  the objections.  Change the entire subject and try talking for a while about 

something unrelated to the membership, such as their family, their job, or more about 

their health history and rela ted goals.  If you donõt remain in control of the conversation , 

you will never get to objectio n number five.  Try getting up and leaving the room, then 

return and you may find t hey are more open to the sale.  In even the most difficult of 

sales situations, Iõve found that number five is the magic number.  It separates the men 

from the boys, the women from the girls.  
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7. After Asking Questions, Shut Up!  

 

The reason you need to ask a lot of questions is 

so that you may find something in their answer 

that allows you to close the sale.  Make sure 

you wait for them to answer, rather than 

answering for them.   When you answer for 

them , you are not letting the guest validate for 

themselves the importance of joining  your club 

and pursuing their health and fitness goals .  You 

must be patient, ask a question,  and give the 

guest  as much time as they need to answer t he question.  When they answer the question, 

be ready with the next question  so there is no delay in the conversation .  Never interrupt 

your guest or ask another question before they answer the previous one.  

 

The first one to talk loses the battle!  
 

Iõve seen it time and time again.  A 

salesperson asks for the sale, then because 

of a brief uncomfortable silence begins 

talking again.  I donõt care if there is a two 

minute period of silence, you DO NOT talk 

first.  Iõm not kidding about this.  When you 

ask t hem a question, allow them to think 

about their response.  Remember, selling 

often times is all about a prospect validating 

to themselves the importance of their decision.  A little introspection and uncomfortable 

silence is good for them!  

 

Below is an example of a typical situation where you ask a question, wait for a response, 

and then be ready with another question.  

 

òMrs. Prospect, why did you come to the club today?ó  òI want to lose weight .ó  òIf you do 

not mind me asking, you look great to me, why di d you want to lose weight?ó  òI just saw a 

picture of myself, and I cannot believe how much weight I have gained .ó  òHow did you feel 

when you saw that picture, Mrs. Prospect ?ó  òI couldnõt believe it!  I decided right then and 

there that tomorrow I was goi ng to lose fifteen pounds .ó  òWow, youõre really serious about 



Published by www.GymSuccess.com 

                           © Health Club Revolution , Inc.  Ð  Health Club Underground: Insider Secrets Revealed                              9 

this!  Weõll go ahead set up your first session with the trainer later today or tomorrow.  

Mrs. Prospect, d id you want to go ahead with the membership that included our Quick 

Results personal t raining and nutrition analysis or would you just prefer to go with our 

basic membership today?ó  òI will take the trainer .ó  òWelcome to the club, youõre going to 

do great! ó 

 

You can never ask too many questions. But donõt answer the question for them.  Wait  for 

their response and immediately follow up with another question.  Express true concern for 

their issues and become their friend.   By them answering questions, it is much more 

powerful than if you are to tell them.  Selling is not telling; Selling is lis tening and asking 

follow up questions, and allowing them to come up with their own answer.  

 

If you follow these 7 steps, you will notice a marked improvement in your closing 

percentage.  All of these strategies have been tested and proven time and time aga in. 

 

Here are some Powerful Closes You Can Use  
 

The Alternate Choice  
This should be the close you attempt during 

the price presentation nearly every time.  You 

can use any number or combination of the 

other closes, but this one should always be 

used.  If yo u do a good enough job with 

assumptive closes and mini-commitments from 

the moment the prospect walks in the door, 

the alternate choice will work nearly every 

time.  It is not a matter of if they will join, 

but rather which membership option they 

prefer.  And always remember to  
 

      Be assumptive!  
 

The alternate choice is when you show prospects the different membership options and 

then say, òDo you have a preference?ó, Or òWould you rather  go with option one or would 

you prefer option two?ó, Or òOut of the different options which one is best for you?ó, Or 

òDo you want your membership with a trainer or without a trainer?ó, Or òWould you prefer 
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the platinum membership with tanning and towel service or just the traditional 

membership?ó  

 

The alternate choice i s a simple and effective cl ose that has been shown to work over and 

over in a health club setting.  In sales, you will learn that if you give somebody two, 

maximum three, choices they are going to take one of them.   òDid you want to go with cash, 

check or credit card?ó  It has been ar ound forever and works in all types of businesses.  

Learn it and get used to it because you  will see that you will use the alternate clos e more 

than any other.  

 

The òNo Pressureó Close 
This is a great close any time the Alternate Choice close doesnõt work the first time  you 

present it.  If a prospect says , òI would rather think about it ó, let them know youõre not 

interested in pressuring them, but you would like to get to the heart of what they need to 

think about.  Showing some empathy and a willingness to help them  with the decision is 

much more effective than twisting their arm behind their back.  

 

For example, when a prospect says he/she wants  to think about it, say :  

 

òOf course you can think about it , this is a very important decision.  Know that I am not 

intereste d in pressuring you, but I do feel it is my responsibility to find out what exactly 

you need to think about and perhaps find an option that will make the most sense for you.ó  

 

Or, òWe do not believe in high-pressure sales, but I would love more than anyth ing for  you 

to become a member here . Please tell me more about what you need to think about.  

 

Or, òI would never try to hard sell you, youõre too smart for that, but I know you would 

love it here.  What would it take for you to join  today  and I wil l do my best  to 

accommodateó. 

 

You are indeed applying some pressure, but because you tell the guest that youõre not 

pressuring them, it makes them feel as if you really arenõt.  Rather, it allows them to feel 

that you have genuine concern and want them to become a member.  Sometimes this is 

what people need to hear.  Especially considering the fact that the fitness industry is 

notorious for high -pressure sales tactics.  If they hear you say youõre not interested in 

hard selling, it sometimes breaks down those walls and allows them to really hear what you 

have to say. 
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òIf I Could, Would Youó Close 
If the prospect wants to think about it or is trying to push you for a little more than what 

you have presented, I.e. a lower price or no commitment, then use this age -old trick.  It i s, 

òIf I could, would youé?ó  This means that if I could get that for you today would you want 

to get started.  

 

For Example:  

òMrs. Prospect, youõve put off getting healthy 

for far too long and Iõm going to do whatever 

it takes to put an end to that.  If I  sweeten 

the deal enough, will you get started today?ó   

She may ask, òLike what?ó  òWell, we had a 

30-day guarantee promotion that we offered 

last month.  If I can get you a guarantee like 

this, will you get started?ó  Or, òWe had a 

split -pay option available  last year that is a 

way to pay your membership off early, and at 

a discount.  Itõs not in the computer, so Iõll have to customize your membership, but if I 

can do this, will you join?ó  Or, òTell me itõs your birthday and Iõll give you a birthday 

special of  one free month.  If I can do that, will you join?  Okay, tell me itõs your birthday.ó  

(Hopefully they laugh and say, òAlright, you got me ó.) 

 

In many cases you will show the potential member your membership options and they will 

say they want to think about  it.  What you need to do is mention the deal that was just 

available, but has since expired.  Then you can offer the òif I could, would youó close. 

 

òThe 30- Day Guaranteeó Close 
If your club does not have a 30 -day guarantee, you 

need to create one.  Keep in mind it is not suggested 

to offer this to everyone, although some industry 

òexpertsó suggest you should.  Keep this as your 

òAce in the holeó if you feel nothing else will work.  

It is very simple.  If they suggest they donõt know if 

they will like working out or they donõt know if they 

will like your facility well enough to commit to a year, 

say something like this: òI understand this is a big 

decision.  How about this , I am so confident that you will like it here, that I am willing to 
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give you a 30-day guarantee.  If you donõt like it here after 30 days, let me know and I will 

cancel the remainder of your membership.  Fair enough?ó  

 

Some of you may think that every person will back out of their membership if they have 

this option, but it has been found that only 1 -2 percent of members will opt out within 30 

days.  It is all in how the program is structured.  During the qualifying stage or the tour, 

you asked them how many days per week they are going to exercise.  Nearly every person 

will say at least 3 times per week.  Tell them the only sti pulation on the 30 -day period  is 

that they give it an honest try, meaning they use the club 3 times a week during this time.  

 

If they use the facility 12 times in that first 

month and theyõre not convinced, they can 

cancel, no strings attached.  Think about itéIf a 

member uses your facility 12 times and you take 

the time to call once during this time and say 

hello or offer help when you see them in the 

club, do you really think they are going to 

cancel?  No way!  Most will not use the club 12 

times during this time period and will not be eligible for the guarantee.  Every once in a 

while you will find someone who will scan their card 12 times during the month, just to beat 

the system, but it is very rare.  Remember, they came into your club because they wanted 

to be healthier. With your motivation, they will give it an honest effort.  

 

Before you offer this guarantee, several things need to be in place.   One, your club owner 

needs to be convinced this is a goo d idea.  Two, if your club software program does not 

track attendance, you need to create a sign -in sheet specifically for this group.   Keep it 

behind the desk and every time they check in, put an X next to the day of the month they 

came in.  If they have 12 Xõs during their first month, they have the option to cancel.  But 

remember, what person do you know who would cancel after they see the amazing effect 

exercise has on their body, their mind, and their energy levels?  

 

Getting people to actually use the fac ility is the biggest problem with retention in most 

clubs.  If people would really use the club a few times a month, they would never want to 

cancel.  Sadly, over 50% of people who join a health club never use their membership a 

single time.  The third and fi nal thing you need is a certificate that states, ò30-Day 

Guaranteeó.  Have some of these printed and available to use when this close is necessary. 

By actually having this piece of paper in their possession, the prospect feels more 

comfortable about the opt ion.  
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You can also offer a m oney back guarantee or even a òDouble your 

money backó guarantee.  You might have a couple more people who 

end up taking advantage of the guarantee, but youõll have 

exponentially more people joining because you have such a pow erful 

guarantee in place.  It shows you have confindence in your ability to 

help them reach their goals.  You will sign up far more people due to 

this guarantee than you will people requesting money back.   

Remember, this close is not to be used every time.   But if you feel this will help alleviate 

the main concerns of the prospect, it is very effective in closing a sale.  

 

The Three - Day Guarantee Close  
Nearly all states allow a buyer to have three days to change their mind for any purchase 

requiring a commitm ent to utilize a service.   This close is a òchicken closeó and should only 

be utilized if a club does not allow a 30 -day guarantee or if you feel the prospect will walk 

if you do not give them some type of guarantee.  If you read through your clubõs 

membership agreement, there will likely be a section that states something similar to:  

 

If you wish to cancel this contract, you may cancel by 

delivering or maili ng a written notice to XYZ  Fitness.  The 

notice must say that you do not wish to be bound by the 

agreement and must be delivered or mailed before 

midnight of the third business day after you sign the 

agreement.  This notice must be delivered or mailed to 

XYZ Fitness, 8402 North Muscle Lane, Anywhere, USA 

55555.   If you cancel within the three (3) day period 

outlined above, XYZ  Fitness will return, within ten days of 

the date on which you gave notice of cancellation, any 

payments you made. 

 

If a guest is hesitant, just remind them that if they change their mind, not to worry 

because the state protects them fro m buyerõs remorse.  Make sure to tell them that your 

club has never had anyone take advantage of it because everyone loves it there, but that it 

is available to them if they regret the decision or if their significant other strongly 

disapproves.  Make sure y ou set an appointment for their first meeting with a personal 

trainer within those first three days so that they can experience the exhilarating feeling 

that exercising will give them.  
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Although this 3 -day guarantee is available to every new member, do no t mention it unless 

you feel it will help you close the sale.  You donõt want them to sign up just because they 

feel pressured onl y to find the club receives  a letter of cancellation the following day.   

The 30 -day guarantee is a much better close, but if you choose not to have this , the 3 -day 

guarantee should allow you a way to make hesitant prospects more comfortable with the 

idea of becoming a member.  

 

The Ben Franklin Close  
This close involves developing a plus versus minus 

system, outlining the important reasons why a 

prospect would choose to become a member.  This 

close is especially good for closing a personal 

training membership.  It works very well, so do 

not be afraid if the process takes some time.  

 

Whenever Ben Franklin had to make a difficult 

decision he would lis t the positives and the 

negatives of why he should make that decision. He 

would make a list of all the reasons why he should 

do it and all the reasons why he should not do it.  

He would then compare the lists to help him 

determine if he should make the dec ision or wait for a while before deciding.  If the 

positives outweighed the negatives, he would make that decision and vice versa.  

 

For example, title one side of a piece of paper òPositivesó and the other side of the paper 

òNegativesó.  Then ask the prospe ct , òWhat positives do you think will come from you 

becoming healthier and losing weight?ó  The answers will vary and include such positives as: 

Improved health, looking good, lower blood pressure, feeling better, stronger heart, more 

energy, increased stamina, better flexibility, getting off medications, and more.  If they 

do not come up with enough positive answers, you can give them a few more  so you can fill 

up that column  completely.  Be sure to include any things  they had mentioned to you during 

pre-qualification.  Do not give them too many because you want them to see their own 

answers on the paper.  

 

After writing down about 10 to 12 positives, move over to the negatives.  Ask the prospect , 

òWhat are some of the ne gatives of  getting in sha pe and improving your health?ó  The 

funny thing about the question is that there is no acceptable answer to it.  Whatever you 

do, do not help them fill out this side of the paper.  They will have a hard time finding any 


