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TL:DR

Your close rate problem is not a lead problem. Across the 412 sales calls in this sample,
your most common deal-killer is a pricing structure question your team answers six
different ways, and your fastest closes all share one trait: the prospect heard a specific
proof story in the first ten minutes.

e The "what exactly am | paying for" objection surfaced in at least 67 calls, making it the
dominant objection category by volume, and the response varied call to call from a
confident breakdown to an apologetic deflection.

e Prospects who heard the Riverside case story early advanced to a second call at roughly
twice the rate of prospects who got the generic program overview, based on the multi-call
journeys in this sample.

e Your fastest close, first call to signed agreement in 9 days, came from a prospect who
had already consumed your podcast episodes and arrived pre-sold. The rep's job was
logistics, not persuasion.

The headline finding

Your best prospects arrive warmer than your team treats them, and the standard pitch re-
educates people who came in ready to buy.

"I have listened to probably six hours of your stuff. I do not need the background, | want
to know what the first month looks like."

-- Jordan_Reyes_Discovery_Call_Mar_14.txt

Across the multi-call journeys in this sample, prospects who referenced your content (the
podcast, the YouTube breakdowns, the email course) showed materially stronger buying
signals on their first call than cold referrals. Yet the call structure is identical for both: the
same overview, the same slides, the same fifteen-minute education block. For the warm
cohort, that block is not just wasted time, it actively cools the call. The fix is one question at
the top of every call: "What have you already seen or heard from us, and what did that leave
you wondering?"

Action: Add that single qualifying question to the first three minutes of every discovery call,
and skip the education block for any prospect who can already describe the program.
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The five things that matter most

1. THE PRICING STRUCTURE ANSWER IS IMPROVISED ACROSS EVERY REP

Across at least 38 distinct prospects in this sample, the "what exactly am | paying for"
question surfaced in nearly identical language, and the quality of the answer varied
dramatically by rep and by call.

"So is the monthly fee for the coaching, or the community, or the templates? Like what
am | actually buying?"

-- Casey_Tran_Discovery_Call_Feb_02.txt

The one consistently effective answer in the data breaks the offer into three named
components with a dollar logic for each. Calls where that structure was used advanced; calls
with an improvised answer stalled or ended with "let me think about it."

Action: Write the three-component pricing explanation into a one-page brief, train every rep
onit, and send it as a pre-read before every second call.

2. THE RIVERSIDE STORY IS YOUR HIGHEST-CONVERTING ASSET AND
NOBODY DECIDED THAT

The Riverside case story (the client who tripled booked calls in 60 days) appears in 89 calls in
this sample. When it lands in the first ten minutes, second-call booking rates roughly double.
When it appears late or not at all, the call defaults to feature explanation.

Action: Make the Riverside story a required first-ten-minutes element of every discovery call,
and build two more proof stories to rotate so it stays fresh.

3. YOUR SECOND-CALL NO-SHOWS CLUSTER ON ONE FOLLOW-UP
PATTERN

Prospects who left call one with only "I will send you some materials" no-showed call two at
several times the rate of prospects who left with a calendar invite already accepted.

Action: No call ends without the next one booked. Make the calendar invite the close of every
first call.
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4. THE GUARANTEE QUESTION IS A BUYING SIGNAL, NOT AN OBJECTION

Prospects who pressed on the guarantee ("what happens if it does not work for me") closed
at an above-average rate in this sample. The instinct to treat it as resistance is backwards; it is
the sound of someone doing final diligence.

Action: Train reps to answer the guarantee question with specifics and immediately ask for
the commitment, because the prospect asking it is usually ready.

5. YOUR PODCAST IS A SILENT SALES REP AND DESERVES A PROMOTION

At least 23 prospects across the sample referenced specific podcast episodes unprompted.
Those prospects showed the strongest first-call buying signals of any cohort.

Action: Add the two highest-referenced episodes to every pre-call confirmation email, so
more prospects arrive the way your best prospects already do.

What to do this week

1. Write the pricing one-pager and make it a required pre-send before every second call.
2. Script the Riverside story into the first ten minutes of the discovery call structure.

3. End every call with the next call booked. No exceptions, no "l will send times."

This is a sample report with fictional data for a fictional company (Summit Peak Coaching). It
mirrors the exact structure, voice, and evidence standards of a real Foundation Analysis:
every finding in a real report cites your actual calls by filename, with verbatim quotes from
your actual prospects. Based on a fictional sample of 412 call transcripts. Your reports are
built from your real ones.
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