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One of the things that has helped my sales is to watch customers closely
during a demo. Watch their body language as you talk. You will notice
that some words and phrases warm them up to the sale while others
make them wince and withdraw. Good salespeople choose phrases and

words carefully, they constantly watch the customer in order to weed out the words
and phrases that don’t work and emphasize the ones that do.

CREATE EMOTIONS
Phrases and words that work are ones that draw a powerful mental picture for

the client. They create an emotional reaction, because after all, people buy for 
emotional reasons.

Here is a good example used by my partner, Ric Harry, as part of his drinking
water demo that creates an emotional reaction. He asks his clients, “What is the
first thing you want to do when you get out of a swimming pool full of chlorinat-
ed water? Sure, you want to rinse the smell of chlorine off your clothes and skin,
don’t you? Let me ask you, how do you ‘rinse’ the chlorine off when you drink
chlorinated water?”

Because this can be a negative image for the customer to absorb, let’s take a look
at some more positive images portrayed by powerful phrases.

BUILD VALUE
For example, I like to introduce an RO as “a miracle and a military secret.” I have

watched the eyes of hundreds of families when I have said that and I think it has
helped me get the sale. After all, who wouldn’t want to own a miracle and a military
secret? I go on to explain that, “It’s a miracle when you think that an RO pushes your
water through a membrane with holes 1/10,000 the size of a human hair. The holes
are so small only water can pass through, and the water you drink is freshly squeezed
and pure.” Freshly squeezed is another powerful phrase, then I add, “ROs were origi-
nally a military secret, designed so our ships could make pure drinking water for the
crew from ocean water. I think it’s amazing that this fantastic technology is affordable
to customers.”

In my opinion this is a great example where the phrasing builds the value of an
RO. After those sentences, how much would you think an RO is worth? The phrase
and the mental picture have built value.

SELL SAVINGS
Here is another phrase Rainsoft salespeople use that I think is one of the best 

I have ever ran into. Before they do the soap flask demo, they are trained to say,
“Bob, Alice, I’ve made some big claims tonight about how much you could be sav-
ing with our equipment and I wouldn’t expect you to believe me without absolute
proof. What I am about to show you will prove beyond a shadow of a doubt that
all the claims I have made are absolutely true.” I think this phrase gets people to
pay very close attention and really sells them on the savings. Remember that if
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Catalog online at www.chemetrics.com or 800-356-3072.

Water Quality At Your Fingertips.

Influents or effluents, process water or drinking
water, the monitoring never stops. CHEMetrics
water analysis kits stay with you all the way.
We have tests for more than 55 analytes that 
will help you confirm and troubleshoot within 
any system – from runoff to settling tanks to
treatment plants.

Every field-portable kit comes with 30 easy-to-
use, self-filling ampoules. Simply “snap and read”
for safe, reliable results. There’s no reagent or
sample to prep, no wasted money or time.

Water in, water out and everywhere in
between, when you need to keep your balance,
we’re just the system you need.

• Ammonia

• Chlorine

• Chlorine Dioxide

• COD

• Detergents

• Dissolved
Oxygen

• Glycol

• Hardness

• Iron

• Manganese

• Nitrate

• Nitrite

• Ozone 
(Indigo Method)

• Phenols

• Phosphate

Analyze. Confirm. Monitor.
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LEARN WHY COMMUNICATION
IS AN ESSENTIAL PART OF
YOUR SALES TECHNIQUE
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