
	
	Elevator speech
	

	
	Do you have great elevator speeches for all the key parts of your business? 

And can every single person in your business deliver those elevator speeches, every single time they need to?

	

	
	Expert in a box 

· Elevator speeches get their name because they are the speech you would give if you suddenly found yourself in a lift (which is an “elevator” to an American) with your hottest prospect – and you had 90 seconds to explain why they should be interested before the lift door opens and they get out
· They should therefore be your most powerful, persuasive and concise sales pitch
· You should prepare an elevator speech for anything you want to sell to somebody else (including your products, your ideas, or even you yourself)
· And everyone involved should know and understand the elevator speech. Partly because it summarises everything that is important. And partly because selling opportunities crop up in the least likely places – including elevators – and everybody should be prepared for them.
· Once written your elevator speech can also be used as the basis for all your sales and marketing materials – including sales presentations, direct mail, and brochures. After all, it is your most powerful and persuasive sales pitch. So use it! 

Writing an elevator speech:

· An example of an elevator speech is attached – as is a template

· There are 10 headings in the template – all of which should ideally be used. Ideally they should also be used in the order given on the template. But occasionally it may be more appropriate to combine some of the sections, and perhaps even to change their order

· Don’t be afraid of using colourful, emotional language. After all, the research shows that people buy with emotions and then justify their buying decision with logic afterwards. So use emotion to your advantage

· Don’t worry about getting it right first time. Keep coming back to it making it better and better


	


	
	Elevator speech template
	


	Pain – paint a graphic picture of the pain your customers are suffering



	Credibility – explain why they should listen to you



	Solution – explain how you can help



	Gain – explain the benefits they will get



	Impact – illustrate the difference those benefits will make to their lives



	Emotion – describe how all of this will make them feel



	Prove – provide evidence that support your claims 



	Money – make the cost look small



	Risk – remove any remaining doubts they may have by removing the risk



	Close – reiterate the key points and ask for the business







Notes





Customers don’t buy features (ie what a product is). They buy benefits (ie what the product does for them). Therefore in order to persuade people to buy your product, you must help them to understand those benefits – by, for example, stressing them in your sales and marketing systems and literature. And to do that you must first identify all the benefits your products and services provide – which is exactly what this simple tool is designed to help you to do.
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