
The Manager’s Guide to Closing 
 
Define “Closing” -  
 
Closing is when all of the necessary pieces are in place, and we’re having a conversation 
that leads towards a point where the prospective buyer has the opportunity to say “Let’s 
do it.” If, at that point, the prospect gives a stall or an objection, the closer clarifies it, rephrases 
it, isolates it, loops back to the weak Pillar (the one where certainty is lacking), reinforces it, and 
tries closing again. This goes on until the customer ends it by agreeing to buy, or leaving.  
 
The first “no” is almost always a reflex. Whether it’s a stall or a true objection, very few qualified 
buyers say yes to the first ask. In most cases the closer (or salesperson) must loop back around 
to firm up some aspect of the buyer’s decision, and ask for the business again. This is referred 
to as “looping.” In cases where looping is required, focusing on the 5 Pillars gives the proper 
framework to enable another closing attempt. 
 
According to the Law of the Line, if we’ve put in the work during the meaningful setup, this 
conversation should flow naturally. Closing should never be abrasive, and the customer should 
never feel pressure. We’re simply asking the right questions, presenting additional information if 
necessary, and asking again for the business.  
 
Because the core of the customer’s decision is represented in the 5 Pillars, the close is based 
on the 5 Pillars as well. The information from discovery (contained in the Discovery Sheet) 
informs what’s necessary during closing.  
 
Start the conversation: 
 
If you’re going in cold (no early T/O), you need to establish some rapport, and FAST. Call out 
the fact that you’re the closer. It usually gets a laugh, which allows you to transition. Sit down 
and say, “Hi guys, I’m (your name), I’m the sales manager. I’m the big bad closer :D. Haha just 
kidding! Seriously though, I know we’re getting to the end here, so I just wanted to thank you for 
coming out and spending time with us, and just make sure we covered everything…  
 
If the prospective buyers are already familiar with you (as is hopefully the case), you can roll 
right into your questions.  
 
Focus on what you and the salesperson DON’T KNOW. It’s going to be contained in one of the 
5 Pillars. Recap things that are redundant, moving through them quickly so you can discover 
what’s unknown or lacking, so you can isolate it, loop back, reinforce the pillar, and close again.  
 
  



Go through each of the 5 Pillars: 
 

1. What was the initial reason the prospect was considering a change? Is there a problem? 
What is it? What’s the pain level? 

 
Ex Q’s: Let me ask, if you don’t mind, what even put in the market for a new 
vehicle in the first place? 

 
2. Is there a compelling reason to do something now? What’s the reason? Does the 

customer understand the urgency? 
 

Ex Q’s: As far as the timing, I’m sure (salesperson) went over the fact that (deal 
ending, limited supply, high demand, etc). I get that it’s a big decision, and it’s 
totally your call, I just want to make sure that if this is the right time, you don’t 
miss out. Again, it’s your call.  

 
3. Reasons to do business with the manufacturer? The dealership? Does the prospect trust 

the salesperson? Do they see the salesperson as an expert? 
 

Ex Q’s. We’ve gone over the warranty coverage on the vehicle, correct? And the 
thing that first attracted you to (brand) was _________, correct? Tell me more. 
And you’re familiar with (dealership benefits), right? And (lower your voice) has 
(salesperson) done a good job for you? You feel like they know their stuff? 

 
4. What aspect of the vehicle matters most to the customer? Safety? Performance? 

Comfort? Technology? EfWhat features are on the vehicle, and what are their 
advantages and benefits?  

 
Ex Q’s: When it comes to the vehicle, what aspect was most important to you? 
So you were pretty happy with the (related features and their benefits)? Were 
there any other features that stood out to you?  

 
5. Why is it worth it to spend the money on a vehicle? What was the dominant buying 

motive, and what does the customer hope to gain from the purchase?  
 

Ex Q’s: If you were to move forward and invest in this vehicle right now, what do 
you see as the primary advantages, for you? So if you were to wait to invest in a 
new vehicle, what do see as potentially negative effects? Given all that, doesn’t it 
make sense to move forward now, for all the reasons you mentioned? 
 

  



Summarize: 
 
To the prospective buyer:  
 
It sounds like you need/want to make a change, it’s a good time with the (reason for urgency), 
you like the (brand benefits), you like the (dealership benefits), it sounds like you like us, 
(myself, and SP, and everyone else you’ve met here), the money’s pretty much in line… it’s up 
to you but it seems like everything’s lining up, why don’t you go ahead and go for it? 
 
If, at the end of all this, there’s a money objection, then it’s time to -  
 
Dial the money: 
 
So looking at the different financial options here on the page, which one do you think works the 
best for you?  
 
If none: Which one is the closest? 
 
What’s the most you feel like you could put down, without totally breaking the bank? 
 
What’s the highest payment you feel like you could reasonably afford? 
 
So at these terms, you’re an owner?  
 
I’m not sure we can get all the way there, but we’ll do our very best. Here’s what we can do…  
 
  



Layer one questions: Open up a topic by revealing thoughts, facts, behaviors, and situations. 
Used to gain a basic understanding.  
 
Layer two questions: Opinion questions. They cause buyers to think through a thought, fact, 
behavior, or situation. Stimulates the areas of the brain associated with reward and pleasure.  
 
Layer three questions: Effect questions. Cause the buyer to think through their dominant buying 
motives and imagine how they will benefit from doing business with you. Increases feelings of 
trust.  
 
 

 
 
 
 


