
 

 
 

 

 

 

 

Action Guide to Creating Your Ultimate Sales Script 

That Converts! (With Template) 

Many salespeople believe they won’t sound good if they read from a sales script.  
 
While I agree you should never read from a script when selling, a sales script can 
greatly improve your results by preparing you with the best questions and lines 
to say and ask. 

First, let’s walk through the sales script creation process. You can follow this 
framework to craft your pitching strategy -- then simply plug in your unique 
value props into the template. 

Step 1: Identify a product or service to focus on 

Start by identifying the product or service you would like to ultimately sell to the 
prospect. 

For example: Recruiting services 

 

Step 2: Hone in on your target audience 

You can certainly create one sales script that works for every type of prospect -- 
but it’s more effective to adapt your questions and points to the specific buyer 
persona. In this step, consider the different types of buyers you’ll be selling to. 

For example: Hiring managers 
 

Step 3: Develop Situational Based Questions  

Situation questions are questions in the sales process that ask for background or 

facts. They are key to understanding a context for uncovering buyer problems. 

The situation type questions are the first questions you want to ask after you 

have introduced yourself to the prospect. The theory behind the is to talk about 

your product and your products benefits as late into the sales interaction as 

possible. To do this you will need to get a conversation going by asking 

questions, starting with situation questions. 
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For example:  

“What is your current process for hiring new employees?” 

“Do you currently use technology to help with the screening of employees? 

“How many members are currently on the HR team?” 

“Are you looking to expand on your current team this year? 

“How long have you been in the Hiring manager role for [Company Name] 

 

Situation questions are the first questions you should be asking during a sales 

interaction because they do not put the prospect on the defensive, gets them 

talking to you (which creates rapport) and gives you further information so that 

you can start to steer the conversation towards outlining some problems. This 

leads into the second type of questions to ask which are problem questions. 

 

BUT FIRST!! 

Step 4: Develop your benefits 

Take the product you selected and then think about the buyer that you are 
planning on talking to. How does the product help them increase productivity, 
cut costs, improve accuracy, etc.? Come up with at least three benefits 

For example: 
• Shorten the time it takes to place a new hire 
• Reduce internal time spent searching, screening, and interviewing 

applicants 
• Build top-caliber teams leading to the best business results 
• Reduce internal time spent searching, screening, and interviewing 

applicants 
• Build top-caliber teams 

Step 5: Link your benefits to Pain Points 

Build a list of pain points to discuss by looking at the benefits you identified in 
the previous step. For each benefit, there is usually a related pain point that is 
resolved, minimized, or avoided. 

For example: 
• It takes too long to place a new hire 
• It is difficult to find time for interviewing process because of everyday 

responsibilities 



 

 
 

 

 

 

 

• They lack top-caliber employees 
• It is difficult to find time for interviewing process because of everyday 

responsibilities 
• They lack top-caliber employees 

Step 6: Develop Problem/Pain Based Questions 

The best salesperson is the one who asks the best questions. To develop a strong 
list of questions, look at each pain point identified in step number Five. Use one 
or two questions per pain point to determine if it’s a relevant challenge for the 
prospect. 

For example: 
• "How do you feel about the amount of time it currently takes you to fill open 

positions?" 
• "How happy are you with the quality of candidates you are being presented 

with? Do you feel like you can choose from top caliber talent?" 
• "How important is it for you to decrease the amount of time you spend 

interviewing?" 
• "Do you feel like you have the internal resources and processes necessary to 

fill positions quickly and with the right quality talent?" 

Using the points you came up with in steps one through 6, adapt these scripts to 
your own product, company, and prospects. 

Step 7: Develop Implication Questions  

Implication questions are questions in the sales process that ask about the problems 

consequences, effects or impacts. This step is critical as once the prospect realizes 

they have a problem, as pointing out the implications can show the problem is a 

much larger concern then initially thought. The idea is to extend and expand the 

effects of the problem and link the problem to other potential problems to make the 

buyer eager to find a solution. 

 

• "How do delays with filling positions impact business operations and the 
bottom line?" 

• “What’s the overall financial cost of hiring the wrong employee or a toxic 
employee” 

• “How does hiring unqualified employees effect productivity of the company?” 
• “Does spending a majority of your day looking for high caliber employee 

detract you away from other high priority task?” 
 



 

 
 

 

 

 

 

Asking implications questions should be a component of any sales call. The 

implication questions you ask should be well thought out, if possible even plan out 

ahead of time what your implication questions will be. When asking an implication 

question you need to be careful not to ask a question that the prospect will say an 

implication does not exist. If this happens the prospects interest in buying will 

decrease. That is why it is best to plan out your implication questions before hand. If 

you only find out the problems the prospect is having in the sales call though, you 

will need to do your best and think on your feet. Always error on the side of caution 

though and don't ask the question if you think there is a chance the prospect will say 

there is no implication. If this is the case continue to ask problem/pain questions 

until a you identify an implication. Another thing you need to be careful not to do is 

identify an implication that you can not fix with your product or service. If you do 

this, the prospect will look for another supplier who can also fill that need. 

Implication Question Lead-in Examples 

Examples of how you could start an implication question are 

1. What effect does that have on... 

2. How often does that cause..... 

3. What does that result in when..... 

4. Does that ever lead to...... 

To make your implication questions feel natural and flow in the conversation you 
will also want to link them to other parts of the conversation like buyer statements, 
your own observations and other related stories you can tell. If you do a good job of 
showing the magnitude of the impactions your product or service can solve you will 
be well on your way to making an easy sale. The next and final questions to ask are 
need/payoff questions. 

Step 8: Develop Needs/ Payoff Questions 

Need-Payoff questions are questions in the sales process that ask ask about the 
value, importance or usefulness of the solutions. This step will have a large influence 
on how much the prospect is willing pay. If you can show that there is a very high 
probability of a high payout by purchasing the product or service, the prospect will 
be willing to pay a lot for your product or service. 

 

 



 

 
 

 

 

 

 

You will want to focus on two key areas 

1) Money Investment 

2) Time Investment 

Rationale For Need-Payoff Questions: 

Need-payoff questions also do three important things. 

• They stir up positive emotions because they are helpful, constructive and 
focus on a solution. 

• They reduce objections because they cause buyers to explain how your 
product or service will help, and in doing so, convince themselves of the value 
of your product or service. 

• They move the discussion forward towards action and commitment. 

Step 9: Don't talk too much 

If you're doing more talking than listening, you're doing it wrong. A script should 
leave ample time for your prospect to ask questions, share comments, and 
generally be heard. 

Record yourself giving your pitch to a friend of colleague. When you go back and 
listen, if more than half the pitch is you talking, rethink your approach, edit your 
script, and include more moments to ask your prospect questions. Here are a few 
example questions: 

• "So, what I'm hearing from you is [repeat what you've heard from your 
prospect]. Is that right?" 

• "What are your goals this quarter?" 
• "Is this relevant to your company goals this year?" 
• "What's your single biggest pain point right now?" 
• "How long have you been thinking about this?" 
• "Is there anything I've overlooked?" 
• "What's your biggest priority at the moment?" 
• "How will this solution make your life easier?" 
• "What is your manager hoping to accomplish in the next year?" 
• "Have I earned two more minutes of your time?" 

Work a few of these questions into your script and entice your prospect to 
answer. It's an easy way to keep the conversation going and learn more about 
them. 



 

 
 

 

 

 

 

There are a million different questions you can ask a prospect. My 

mentor once told me. “If you ask a good enough question, their answer 

will lead to an even better question.” 

Step 10: Always close for something GAIN COMMITMENT 

Sales pro Jeff Hoffman says a salesperson should have a close in mind for every 
interaction they initiate. It might be as simple as asking for five minutes more of 
your prospect's time. Or it might be asking for their business. 
 
Hoffman explains, "Your talk track should always be about your prospect. Don't 
finish with 'Does that make sense?' or 'Is this something you'd be interested in?'  
These closing questions feel like a quiz and are more about you than them." 
 
He continues, "Instead, close with, 'We have clients who love being able to build 
software anywhere in the world. How many software engineers do you have at your 
company?'" This question doesn't assume your prospect followed your whole 
pitch. If you lost them, this type of question can gain their attention back. 
 

NOW THAT ALL OF THAT IS OVER! LETS PUT ALL OF YOUR NOTES TOGETHER INTO A SALES 

SCRIPT THAT WILL SELL… 

 

 

Be Kind 

Be Bold 

Be Significant 
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Significant Edge Sales Template   Win_____/Lose______ 

 

Prospect Name:_______________     Prospect Company:_________________________     Date:______________ 

 

❏ Hi, this is ____________, with [Your Company Name]. Is this ____________? 

❏ Great. Did I catch you with a minute? 

❏ The reason I’m reaching out to you is because my company and I are looking to partner with 

top [Target Audience] in the [Location] area.  

❏ We have a program that has help countless [Target Audience] like yourself [What does 

your product or service do?].  

❏ My goal is not to sell you anything, but really to get a better understanding of your current 

business. This program/product is not for everyone, but if at the end of the call we both feel 

like it’s a good fit in addition to what you are currently doing for. Then I will present 

possible options for moving forward. How does that sound? 

❏ Great. I don’t want to pressure you into anything, but I will answer any clarifying questions 

you may have to regarding the program.  

❏ Also, I’m very much a yes or no kind of person, so by the end of the call, if you think it’s a 

good fit, with the information I provide, you should be able to decisively decide either... 

❏ Yes you want to move forward, or… 

❏ No you don’t. 

❏ Can we both agree? 

Deeper Questions (Use whenever necessary) 

I) Current Situation 

❏ Impute your Situational questions here…. 

II) Cause Pain 

❏ Impute Pain and Problem questions here…. 

III) What do they want 

❏ Impute Implication questions 

❏ Impute Needs pay off questions 

❏  Deeper Questions (Use whenever necessary) 

 

 



 

 
 

 

 

 

 

IV) Release control 

❏ Ok [Contact name], so you’re currently [repeat what information you just collected], and 

looking to get to [repeat the goals and outcomes they are looking for from needs pay off 

questions]. (Be creative and personalize all pain points and hot spots) What do you think 

is stopping you from getting there on your own? 

❏ (can’t on own, they will need your product or service) 

V) Gain commitment 

Important question! 

Are you willing to explore new options OR OTHER OPTIONS to help you overcome [List of pain 

points they brought up during the presentation]? 

 

VI) Offer 

Great, based off our conversation that we had today and the answers you provided. We have 

a lot of different Product/Services that we offer here at [Your Company Name], but based off 

everything that you provided I believe you will be a perfect candidate for our [Specific 

Product/ Service] 

 

Here is what the program will offer you? 

• List off Benefits and Features of your product 

 

Is that something you’re looking to achieve?  

❏ (Wait for “yes”). Great well this system that I just outlined for you is exactly what [YOUR 

COMPANY] can provide with our [SPECIFIC PROGRAM/PRODUCT]. 

❏ Shut up 

❏ (Wait for questions and answer accordingly)  

 

VII) Price 

❏ WAIT FOR THEM TO ASK PRICE…. WHEN THEY DO YOU ALWAYS SAY 

❏ Great question 

❏ Tell them your price! 

❏ REMAIN COMPLETELY SILENT UNTIL THEY SAY SOMETHING. THIS IS CRUCIAL. 

MORE OR LESS THEY WILL COME UP WITH AN OBJECTION… DON’T FREAK OUT! I 

GOT YOUR BACK… KEEP READING  



 

 
 

 

 

 

 

 

VII) Overcome The Objection 

Even the best sales professional in the world will be hit with an objection. Most of the time when 

you are either cod calling or warm calling a prospect with the best sales script they will come up 

with an objection. Here is the simple process that I teach that will help you overcome any objection 

and get to the close! 

Remember this acronym V.I.R.E. like fire but with a V lol… 

Here is what it stands for 

V: Validate 

• Every objection is a valid objection let your prospect know that.  

• “I completely understand, that makes a lot of sense [be as specific as possible]” 

I: Investigate 

• When you validate their objection 9/10 times they objection is not the true reason why they 

don’t want to move forward. This is your opportunity to delve deeper. 

• Ask “Is it ok if I ask you why you say…[repeat objection] 

• Continue to ask deeper questions until you can build another case to present your product 

again. 

R: Reiterate 

• From the previous step they just gave you more ammo to present your product in a 

different way 

• Reiterate all the other thing that’s came up in the investigation portion 

• A great way to start “Ok so based of what you just shared with me… [key problems with the 

offer] is the main reason why you cant move forward?” 

E: Educate 

• Now it is time to present your product or service again with new adjustments to 

accommodate the objection, or you might offer a different product/service based off the 

new information.  

• “Based off what you shared with me this is what I can do…[Educate them on the new offers] 

 

And that’s it. If they come back with another objection all you need to do is either end the 

meeting or take them through the V.I.R.E. process again. 


