


Small businesses need to ReTHINK how they 
market to today’s mobile only customers.
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What are you selling to SMBs?

● More new customers
● More loyal customers
● More social media activity
● More online reviews
● More organic traffic
● More email subscribers
● More revenue

Remember...You’re Selling Solutions, Not Mobile Apps

“All in One” Marketing Solution



Treat objections as requests 
for more information.



One way to change someone’s mind is to show them a perspective they may 
not have previously considered. The key is to build your response around 
information your prospect has already acknowledged is true. That makes it 
harder to argue with you without being contradictory.

It’s kind of like scrolling through Instagram filters. The underlying content of 
the photo stays the same, but changing the filter alters the feeling you get 
from the image.

Actually offal put a bird on it, squid pinterest glossier fap viral synth.



Asking someone to take a wider perspective has a twofold effect:

1) It reframes the situation to create a new understanding.
2) It distracts from what might be a difficult issue to resolve.

Real world use case: “This isn’t a priority right now.” Keep the door open for 
further conversation and deflect attention away from the present issue by 
taking a higher, more general viewpoint.

Actually offal put a bird on it, squid pinterest glossier fap viral synth.



Real world use case: “Email me your information” (when you’re on a cold call). 
Don’t fall for the brush off or give up.

Instead, treat the person on the other end of the line like they’re your friend 
you can relate to, and that you genuinely want to help.

Instead, keep asking questions, relate, bridge the gap, and ask again for the 
demo or presentation understanding they’re busy.



Me: Can we find a 30 minute window next week to talk more?

Prospect: Just send me an email. I’ll take a look at my calendar to see if it’s possible 
(classic sales objection/blow off).

Me: Yeah, that’s not a problem (from step #1 above, nice). What’s the best email to 
send that to?

Prospect: john.doe@smallbusiness.com

Me: Great, I’ll send you an email and include some possible times. Just so I propose 
some reasonable times, is there a day that works better for you?

Prospect: Tuesdays or Wednesdays.

Me: Typically, mornings or afternoons?

Prospect: Afternoon Tuesday.

Me: Great, 3pm Tuesday works for me. I’ll send you a calendar invite as a 
placeholder.

Whammy. Do you see what happened there?



About 40% of everyday conversation is devoted to telling others what we think. In 
fact, a recent study by Harvard University neuroscientists found that when people 
talk about themselves, it gives their brains as much pleasure as money or food.

That’s why questions can be so powerful. When you ask someone a question about 
themselves, there is a strong neurological incentive for them to answer.

Real world use case: “Not interested.” The more you understand about why they’re 
shutting you down, the better equipped you are to disarm their objection. Keep the 
conversation going by expressing genuine curiosity about their situation and where 
their interests lie.



Prospect: It’s not something we need.

Me: I understand, how are customers currently finding your business?

Prospect: We have a lot of loyal customers and do some social media marketing.

Me: Interesting, can you tell me a little bit more about your customers? How many 
loyal customers would you say you have?

Prospect: A lot, probably 100s.

Me: That’s incredible! How often do they come in per month?

Prospect: About every week.

Me: Wow. That’s impressive. What if there was a way I could show you how to drive 
say 10% more loyal customers and have your existing loyal customers come in 10% 
more frequently?

Prospect: How would it work?

Me: I’d be happy to explain in more detail. How does your calendar look for next 
week? I’ll put together a free strategy on how to grow your loyalty base.



Example loyalty revenue gains...

Current
10% Increase to 
Loyal Customers

10% Increase to # 
of Visits per Year

10% Increase to 
Both

# of Loyal Customers 50 55 50 55

# of Visits per Year 250 250 275 275

Average $$ per Visit $34.5 $34.5 $34.5 $34.5

Annual Revenue $431,250 $474,375 $474,375 $521,812

Added Revenue - $43,125 $43,125 $89,935

● 50 loyal customers
● Visits 5-6 times per week
● Spend $34.50 on average



“I’m not 
interested!”

● Response:

This is probably the hardest one. 
You need to reframe their 
thinking and ask questions!

Thank you Mrs. Business Owner. I understand 
why you may feel that this is not of any interest 
to you; however, (INSERT SIMILAR BUSINESS) told 
me the exact same thing and now he is using 
our solution to do W, X, and Y. I understand that 
improving W, X, and Y are important for you and 
your business as well -- can you share with me 
why improving these metrics is not of any 
interest to you at this time?"



“I don't have 
time/I’m busy.”

● Response:

“Yes, I know!” - Business owners are time starved. 
They have people trying to solicit them all day.  Be 
respectful of their time and let them know it will not 
take more whatever is needed. 

Prepare questions in advance to gain trust and know 
the expected answer to these questions in advance. 
Your goal here is to let the business owner know that 
you’re here to help rather than sell. Once you’ve 
showed enough value they will be in a much more 
comfortable position to buy from you.

Be prepared, be concise and provide value. Giving 
them free advice and insights will frame you as a local 
marketing advisor that can help their business!



“Can't afford it 
right now!”

● Response:

Concerns about the cost can go deeper than price, 
so it’s up to you to figure out what their true 
reasons for indecision are. To do this, you need to 
truly understand their business and reframe their 
thinking that this is an investment to grow their 
business or improve operational efficiencies in 
their business

For example, keeping existing customers is the 
lifeline of any business, it’s 7x more expensive to 
acquire new customers than keep the ones you 
have. Mobile loyalty programs are a great way to 
attract new customers and retain existing ones, 
would you say having a loyal customer base is 
critical to your business?



“Your product 
doesn’t have XYZ 
feature, and we 
need it.”

● Response:

The reality with small businesses is they generally 
do not know what they need or the cost it would 
take to implement that one custom feature they’re 
asking for. If you end up here, you have not gained 
the businesses trust in terms the product you’re 
offering will truly solve their problems.

So start by understanding why this one feature is 
so important and is it really a blocker?

You can also suggest 3rd party products you can 
integrate through the website tab but these do 
come with an additional cost.

If your prospect is still stuck, it may be time to 
disqualify and move on.



“You can’t prove 
it works.”

● Response:

Show value! Testimonials, 
examples of your current/past 
work, case studies, etc.

Also point to larger companies 
seeing success. Such as Starbucks, 
Taco Bell, Dominos Pizza, or a 
larger company that spent millions 
of dollars on a mobile app.  



“I’m from a small 
town, everyone 
knows who I am.”

● Response:

When was the last time you used 
for phone? Google’d something? 
Mobile is the way of the future. 
When was the last time you 
researched before purchasing?

If new people move to town or an 
existing customer has a question 
about your business, where/how 
will they find this information? No 
one reaches for their phone book 
anymore.



“I get my business 
by word of mouth.”

● Response:

We know that most of buying decisions are 
made before consumers ever enter the 
store. Ask them when the last time they 
went out of their way to a store just to 
browse. This rarely happens outside 
shopping malls and even then most people 
go because they are looking for something 
specific. 

In 2015, 88% of buying decisions were made 
online (before entering the store).



“Digital or 
Mobile isn't 
that important 
to me.”

● Response:

You are not a reflection of your customer, your customers want 
and use digital and you are naive to think that current customers 
and/or prospects are not looking for your business services online.

In this situation you need to help the business owner understand 
the world they are now in -- which is a mobile only world -- and 
reframe their thinking to understand if they do not implement 
these solutions they very well may go out of business.



“I have to run 
it by [insert 
person]...”

● Response:

During initial conversations 
finding out who will all be in the 
decision making process is key to 
success. 

Once you figure out who all the 
key stakeholders are, having a 
timely follow up plan or next 
steps is important in doing your 
research and developing a plan.



“My 
[relative/insert 
person] does 
my social 
media for me.”

● Response:

Another common misconception is when business owners 
think that having a friend/family handling their social media is 
enough. Let them know that you are not there to replace their 
existing solutions but enhance what they are already doing.  

Ensuring that they are getting the most out of what they are 
already doing will only improve the chances of connecting 
with new customers.

Blood is thicker than water, so you don’t want to make them 
feel like you are going to replace their family or friend but 
here to help and work with them to ensure success.



“What's the 
difference 
between you and 
the 5 other guys 
trying to sell me 
digital solutions?”

● Response:

Be prepared to show the value of your solution. Having 
references and examples will build trust and distinguish you 
from your competition. If selling to a local business, ensure 
they always have a direct line to contact you or meet 
in-person.  Knowing your local landscape gives the client 
confidence in what you have to offer.

1. If you’re a smaller company, maybe even a startup:
“I can offer you an intimate, professional relationships. I don’t 
take too many clients because I want to ensure 1 on 1 
interactions. Call, email, text me anytime - I am your resource. 
With my company you get me; my focus, my concentration, 
my time.”

2. If you’re a larger agency:
“I have the experience, knowledge and an entire team behind 
me that is working for you. Questions, resources, concerns - 
there is always someone who can help! The advantage of 
working with me and our company is that we know what 
we’re doing and experience is everything.” 


