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Section 1: What Is An Elevator 

Speech 

An elevator speech is a brief statement of who you 

serve, the problems you address, and the outcomes 

you deliver. It’s not a laundry list of everything you 

do. Most important, it describes the value and 

benefit you offer to your customer. It generates a 

“Tell me more” response from your prospect. 

And, most important, you phrase your elevator 

speech so that your prospect can’t say anything like  

•••• “That’s nice, but I’m already doing business 

with . . . .”  

•••• “We already have someone in the office who 

does that.”  

•••• “Thank you, but we don’t need any.” 

Seize the Moment 

So here’s an example when that elevator speech is 

your ticket to success. 

You get into an elevator, and just as the door is 

about to close, Mr. Big, the person you have been 

trying to meet for the past six months, walks into 

the elevator. He pushes three. You have about 12 

seconds before the door opens. How do you seize 

the moment? 

If you are like most of us, you fail to capitalize on 

these wonderful opportunities because you do not 

have a great elevator speech that reliably motivates 

the other person to stop, turn to look at you, and 

say, “Tell me more.”  

In this section, you will: 

Learn what an elevator speech is. 

Become aware of the importance of 
seizing the moment with prospects. 

Realize the importance of 
articulating the benefits and values 
of your products and services to 
your prospects. 

Focus on strategies to extend your 
conversation with your prospect.  

Examine bad examples of 
introductory statements for 
elevator speeches. 

Master the “So what?” test and 
learn what to include in an 
elevator speech and what to leave 
out. 

Become aware of the dangers of 
speaking about yourself in your 
elevator speech. 

Embrace the absolute necessity of 
establishing that you understand 
your prospect’s problem. 

Review key points in Section 1. 
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Section 1: What Is a Brilliant Elevator Speech 

Buy Time To Keep Talking 

Your elevator speech buys you time so you can keep the conversation going. 

Here are some examples of introductory statements that are not elevator speeches: 

•••• “My name is Sharon. I sell life insurance and am a financial planner.” 

•••• “My name is Dave. I’m a consultant.” 

•••• “My name is Phil. I work for the Acme Printing Company.” 

•••• “My name is Kelly. I’m in sales.” 

•••• “My name is Tom. I’m a lawyer (banker, accountant, doctor).” 

Avoid Bad Introductory Statements 

Yes, these statements may say what you do, but they don’t say who the service or 

product is for; they don’t say what problems you solve, and they don’t describe the 

outcomes you achieve. And, most importantly, they don’t get people to say, “Tell me 
more.” 

Here are some more examples of bad introductory statements. What kinds of 

responses do you think these generate? 

•••• “My company is in electronics.” 

•••• “My company sells medical equipment.” 

•••• “We’re a manufacturing company.” 

The prospect rolls her eyes, yawns, and says to herself, “So what?” And then the 

salesperson continues: 

•••• “We’re the best at. . . “ 

•••• “We’ve been in business for 25+ years.” 

•••• “We do business with X number of companies in Y number of states.” 

The prospect rolls her eyes, yawns and says to herself, “So what?” This is only the 

third person who has said that to her this morning, and it’s only 10:30 a.m. 
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Does it pass the “So what” test? 

Here’s a good way to determine if you’ve got a great, good, or poor elevator speech. I 

call it the So what? test. 

Look back at the previous examples. Can you say “So what?” after each one? Yep. Is 

it any wonder those folks who used those elevator speeches (real-world examples) 

were getting blown out of the water every time they spoke with someone new? 

If the prospect can say, “So what?” after the elevator speech, you may not be  making 

a benefit clear to her. On the other hand, if you can get someone to say, “Tell me 
more,” you probably  have a good elevator speech.  

Tell Me More, Baby 

Craft a better elevator speech, and you’ll be on your way to opening doors that have 

been either stuck shut or closing on you. You are far more likely to get people to say 

those magical three words: “Tell me more.” 

The purpose of the elevator speech isn’t to tell the other person everything that you 

do, especially during the first 10 to 15 seconds of a conversation. It’s to prevent 

them from saying things like:  

•••• “We’ve already got someone who does that.”  

•••• “We’re all taken care of.”  

•••• “Goodbye.” 

Now what if Sharon, the life insurance agent and financial planner, said something 

like this: 

“I help middle-income families who struggle to save money reach the point 

where they can send their kids to college and also be prepared for a great 

retirement.” 

Or, Dave, the consultant, said: 

“I help aerospace aluminum fabricators find ways to improve their 

manufacturing processes so they can reduce their overhead and improve their 

profit margins.” 

Or Phil, the sales rep from Acme Printing, said: 

“At Acme Printing, we help companies who have been struggling to get more 

customers by showing them how to print in ways that reliably get a high 

percentage of prospects to respond and become customers.” 

Or Kelly, the sales rep for Specialty Products, said: 
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“My company, Specialty Products, helps local courier businesses improve the 

way they market and promote themselves so they can find more customers and 

close more sales.” 

In each of the examples above, prospects have a clear idea of what you actually 

do for existing clients and can begin to project themselves into your world. If you 

can help others, they wonder, what can you do for them? 

Keep the Conversation Going 

The elevator speech buys you time by getting the prospect to say, “Tell me more.” 

You want to keep the person talking because once your prospect says, "Thanks for 

calling, but we’re not interested," the conversation is over. You’re roadkill. 

Think about it. When was the last time someone ended a conversation when he (not 

you) was the person talking and asking questions? 

It doesn't happen. 

Don’t Talk About Yourself 

When you're talking about yourself, people are often bored to tears. On the other 

hand, if you are able to instantly get the prospect’s attention and keep the 

conversation going by having them say, “Tell me more,” you may discover that the 

prospect needs what you have to sell, and you may be on your way to a new 

customer. 

Talk about yourself, and you risk being a terrible bore. Encourage the other person 

to speak, and you’re a brilliant conversationalist. Your goal is to keep the other 

person interested and involved by addressing an issue or problem they have been 

struggling to solve or a goal they are committed to achieving. 

When your prospect states, “Tell me more,” you have an open door to keep the 

conversation going. You’re buying time and attention in 10 to 20-second increments 

by asking the right questions. Once you can get the other person talking, the elevator 

speech has served its purpose. 

Demonstrate Your Understanding 

A good elevator speech demonstrates that you understand your prospects’ 

problems and that you probably can help them, as you have helped others, in similar 

situations. Draw the connection, and allow the prospect to form her conclusions. 
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Section Review 

• If you can get someone to say, “Tell me more,” you know you have a good 

elevator speech. 

• Your goal is to keep the other person interested and involved by addressing 

an issue or problem they have been struggling to solve. 

• You’re buying time in 10- to 20-second increments by asking the right 

questions. 
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Section 2: Where, When, and How to 

Use An Elevator Speech 

A good elevator speech can be used in a variety of 

situations to open doors, create memorable 

impressions and set you apart from other providers. In 

the example above, the customer won’t listen to you 

because you haven’t given her anything specific enough 

to interest her. If more often than not you get a "Thanks, 

but we're not in the market,” response from a customer, 

you might need a better elevator speech to help you get 

more sales in less time.  

Prospect with the Telephone 

Let's look at the dynamics of these ten-second 

phone calls. Six calls each minute equals 360 calls an 

hour. At this rate, you can go through a year’s worth 

of leads in less than a day. 

Most people hate using the telephone because they 

expect rejection. They don't make any calls so they 

don't make any money. Then they wonder why 

business is so tough. 

A well-written elevator speech can increase your 

sales and dramatically increase your self-

confidence, and it most certainly is not limited to the 

elevator. 

Use the Telephone To Get A “Tell Me More” 

One of the most important uses for your elevator 

speech is on the telephone. That’s because you can’t 

see the other person. You can’t tell from the other 

person’s facial expressions or body language 

whether they’re interested or bored. All you can do 

is to try to get them to say, “Tell me more,” and 

engage them in conversation. 

In this section, you will 

Learn the power of delivering an 
elevator speech with a telephone. 

Examine other mediums well-
suited for conveying your elevator 
speech. 

Review key points in Section 2. 
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This is the telephone technique that I’ve been recommending to my clients for years. 

Dave, the consultant, could do it this way: 

Customer: “Hello. This is Shirley Johnson.” 

Dave: “Hi Shirley. My name is Dave McGill. Do you have a moment?” 

The phrase, “Do you have a moment?” is very important. 

You want to find out if the person is available to speak. Because you’ve stated your 

name only, the person on the other end doesn’t know why you're calling. He can’t 

blow you off by saying, "I don't need any," because he doesn’t know what who you 

are or what you do. 

If the person doesn’t answer the call, but someone else does and tells you, “No. She’s 

in a meeting,” or something similar, say, “Thank you. I’ll call back later.” Then end 

the call and schedule another time to call the prospect.  

If you get involved in a conversation with the person answering for Shirley, nine 

times out of 10 the person will say, “We’re not interested,” and blow you off. 

If Shirley does come on the line and there’s a long pause in response to your “Do you 

have a moment?” question, it might simply be because she isn’t sure who you are 

and doesn’t know why you’re calling. Try saying, “Do you have half a moment?” If 

this elicits a chuckle, you might have a live one. If the response is somber, well, who 

knows?  

But, if the person says, “Sure Dave, I have a moment. Why are you calling?” or, “What 

can I do for you?” you go into your elevator speech. 

Dave: “I help small software companies struggling to find a profitable niche for 
their solutions in crowded markets.”  

If Shirley doesn’t hang up on you or interrupt you, you’ve probably got time to add 

your outcome. 

“We use a proprietary process to analyze their offers and their markets and we 
identify a market where they can quickly find acceptance and growing sales. How 
are you planning to find your next profitable niche for your software?” 

The way this is worded is very important. You must use this phrase, or something 

similar:  

“How are you planning to find the next profitable niche for your software?” 

Posing this kind of question moves the whole idea to a different part of her brain: 

the part that works on solving problems, not on telling a sales professional to take a 

hike.  
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Notice what you’re not doing during this conversation:  

• You are not asking her to buy anything 

• You are not asking for an appointment 

• You are not asking if they use your product or a competing one 

• You are not asking who they do business with 

As a result, she can’t respond by saying something like:  

• “We’re already doing business with . . .” 

• “We are well taken care of.” 

• “We don’t need any.” 

If Shirley reacts negatively, you may not have much of a prospect, but you found that 

out very quickly.  

Most likely she will say something like, “Good question,” or “I guess I hadn’t been 

thinking about that.”  

Now you say: “If I may, let me tell you a very brief story.  

“XJK Software had a software solution that was unique, but looked on the surface 
like several other better-funded and better-known products. Differentiating the XJK 
solution was a nightmare, and sales were just crawling along. 

“We used our process to analyze and test their market for niches that XJK could be 
both highly profitable and sufficiently differentiated in to assure a reasonably short 
sales cycle. 

“We found a market that was underserved by the big players and that needed 
certain unique attributes of the XJK solution. Sales cycles went from 18 months to 
90 days, and volume quadrupled within six months.” 

Now say 

“Is that something you would be willing to take a few minutes to discuss with me?”  

If the person says, “Yes,” you continue by asking a turn-around question. You get the 

person to talk about herself. She’s opened the front door for you, but don’t talk 

about yourself or your company. Ask questions like: 

•••• “Can you tell me a little bit about your situation?” 

•••• “How long have you worked there?” 
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•••• “What’s your position or title?” 

•••• “How long has the company been in business?” 

Trust me. This works.  

Now that you have gotten her to tell you a little about herself, it might be time to do 

two more critical things that dramatically improve your odds of a sale.  

1. Begin to ask the right questions, and then, according to her answers, offer to 

send her some educational information related to the problem she told you 

about. 

2. Invite them to join your newsletter list. 

Initial contact by calling, knocking on a door, direct mail, or any means other than a 

referral may yield less than a 1 percent close rate. 

If you can get the addresses of the people you talk to and begin to send letters, cards, 

or electronic newsletters, you can often improve your close rate to 15 percent.  

Either way, the elevator speech is how it all starts. 

Use Your Elevator Speech at Networking Events 

Another place where you’ll use your elevator speech is when you’re at a networking 

event. This could be a business luncheon, a breakfast meeting, a cocktail party, a 

conference or convention, or standing in line at the grocery store. 

Imagine you’re attending a business luncheon. You find yourself standing next to 

someone and you begin a conversation. 

Sooner or later one of you is going to ask the other, “What do you do?” This is your 

chance to use your elevator speech. 

Ask Questions 

Once again, you don’t want to be the one who is doing the talking. You want to 

control the conversation by asking the right questions.   Listen closely to your 

prospect’s response. Follow up with a logical question that enables her to elaborate 

on the point she seeks to make. People love to talk and share their pain almost as 

much as they like to have you make that pain go away. 

It is not necessary for you to tell this person all about yourself. Your goal is to find 

out who he is and what he does. You want to discover if he is a prospect for any of 

the products or services that you offer.  
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You would be amazed at how much you can learn in three to five minutes, if you’re 

the one asking the questions. If you are asking the questions, you are in control of 

the conversation. 

Ask the right questions and not only will you never be a stranger again, you might 

earn the most coveted thing aside from an actual sale: a referral. 

Follow Up 

And, of course, whenever possible, get the business cards of the people you talk to, 

so you can follow up immediately. After a person walks away, write down some 

notes about him, what he does, and why you should follow up with him.  

When you get back into your office, enter his name in a database (Outlook, your 

Blackberry, or whatever contact management program you use), and schedule a 

follow-up call. 

One of the great advantages of having a good elevator speech and solid follow up 

skills is that you may end up finding prospects where you least expect them. For 

example, Shelley was on vacation with her family and had stopped for the night in a 

little town in Wisconsin, on the Lake Michigan shoreline, on her way up to Door 

County. The following morning she was pouring herself a cup of coffee in the motel’s 

lobby and saw a well-dressed woman wearing a business outfit. She started a 

conversation by saying, “Guess you’re up here on business. It doesn’t look like you’re 

on vacation.”  

The two of them ended up talking for almost 30 minutes. Shelley learned that Anne 

owns a company that processes medical insurance claims for many companies in the 

neighboring communities. Anne's company has been very successful and is growing 

by leaps and bounds. 

Shelley used her elevator speech when Anne asked what it is that she did. But she 

changed the subject back to Anne's favorite topic: herself and her business.  They 

then exchanged business cards and Shelley had herself a new prospect. 

Use Your Elevator Speech in the Elevator 

You get into an elevator, and as the door is about to close, in walks Mr. Big. You’ve been 

waiting your whole life to meet him because you have this fabulous idea.  

You clear your throat, take a deep breath, gather your courage, and say, 

“Hi, Mr. Big. My name is . . ., and I [insert elevator speech without the story].  

“I’ve always wanted to meet you and was wondering if I could take a quick moment 
to tell you a little bit about what we have done for others in your industry. May I 
have one of your business cards so I can call you when I return to my office? Would 
it work for me to call you tomorrow?” 
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The entire exchange probably takes 15 seconds. Your goal is to get a business card 

and the person’s permission to give him a call. 

Use Your Elevator Speech When You Leave Voice Mail Messages 

When you’re leaving a voice mail message, don’t leave just your name, company and 

telephone number. Include your elevator speech. Sharon, a life insurance agent and 

financial planner, could leave a voice mail message that goes something like this: 

“Hi Robert. This is Sharon Jones from ABC Insurance. My phone is 333-555-1212.  

“I was calling to follow-up on our conversation about helping you create a college 
savings plan so you’ll have enough money set aside for your children’s education. 

“I would like to get together with you early next week. Do you have time on 
Monday or Tuesday?  

“Again, my phone is 333-555-1212. I'll be in the office for the rest of the day and all 
day tomorrow. I’m looking forward to working with you.” 

When you record your own outgoing voice mail message, include your elevator 

speech in the message. Think of it as another opportunity to advertise what it is that 

you do. 

Dave, the consultant, could leave a message like this: 

“Hi, This is Dave McGill. I help companies find ways to improve their manufacturing 
processes so they can reduce their overhead and improve their profit margins.  

“I’m not in at the moment, but please leave a message; I’ll call you when I return.” 

Here are five tips on leaving better voice mail messages: 

•••• Speak slowly so that the other person can fully understand what you're saying. 

•••• Leave your telephone number twice. Once at the beginning of the message 

and again at the end. This makes it easy for them to write down your number 

so that the prospect can easily return your cal. 

•••• State the purpose or nature of your call — your elevator speech without the 

story part — so they know why you're calling. 

•••• Ask them to call you back so that you can share more information and 

answer questions they may have.  

•••• Leave a time when you'll be available to receive a return call. 
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Incorporate Your Elevator Speech into Your Collateral Materials 

When you are creating your marketing and promotional pieces, include your 

elevator speech in the first paragraph that describes what you do.  

Here you can go into more detail about how you add value and benefit to your 

clients’ businesses and lives. 

Always include quotes or endorsements from satisfied customers.  

For example, if you have a list of five things that you do very well, the customer will 

read it and say to herself, "So what?" 

But if you're able to get five clients to say the same things about you, the problem 

you solved and the outcome they got, you have a wonderful — and powerful — 

endorsement.  

Use Your Elevator Speech Every Day 

Tell everybody you meet who you are and how you help improve peoples’ lives and 

businesses.  

With a good elevator speech, you’ll create more opportunities because people will 

frequently say, “Tell me more,” and will be open to keeping the conversation going. 

That, of course, enables you to close more sales and make more money. 

Look Aggressively for Other Opportunities  

Use your elevator speech in the following ways: 

•••• When you introduce yourself to people, give them your three to five-second 

elevator speech. 

•••• When you’re speaking on the phone, introduce yourself, and then ask some 

questions to discover if you have a business prospect. 

•••• On your outgoing voice mail message, record your elevator speech as an 

opportunity to advertise and promote yourself. State who you are and what 

you do. Sell yourself to the caller. 

•••• On your business card, letterhead, resume or bio, shorten your elevator 

speech to fewer than ten words and put it on any printed materials you produce. 

•••• On your Web site, use the same wording that is on your business card.  

•••• In your e-mail signature to advertise who you are and what you do. 
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•••• In your cover letters, marketing pieces, brochures and catalogs to create 

instant recognition among prospects. You become your elevator speech and it 

is you. Use it on everything you send out.  

You can use your elevator speech whenever you meet or talk to someone, whether 

on the phone, in an email or in a voice message. A good elevator speech lets people 

know how you can meet their needs even before they know they need your help.  

Section Review 

•••• A good elevator speech can be used in a variety of situations to open doors, 

create memorable impressions, and set you apart from other providers. 

•••• The telephone is a powerful tool for delivering your elevator speech. 

•••• Networking events, elevators, and virtually all public interactions afford you 

the opportunity to use your elevator speech. 

•••• Use your elevator speech in voice messages, in all electronic communication, 

and on all printed materials. 
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Section 3: Examples of Good Elevator 

Speech Openings 

The opening of each effective elevator speech has 

three key parts: 

1. A statement of who you serve 

2. The prospect’s  high probability problem or 

aspiration   

3. An outcome desired by the prospect 

Use Great Introductory Statements 

Let’s look at examples of great introductory 

statements that set the stage for further discussion.  

We will return to these examples later in the book to 

build on these openings. 

Paul, a banker, helps auto body repair businesses 

get better returns on their money, offers cash 

management services to automate the process of 

paying employees, and provides money for business 

expansion and equipment purchases. Paul’s elevator 

speech could be  

“I help auto body repair businesses become more 
successful by showing them how to get their money to 
work for them.” 

Marcie, a real estate agent, helps single mothers quit 

renting, buy homes, and accumulate equity for their 

futures. Her elevator speech to a recently-divorced 

single mother who wants to quit renting and get 

back into a place her children can call home could be 

something like:  

“I help single mothers, who thought they could only 
rent, buy homes of their own.” 

Steve, a consultant who helps hospitals improve 

throughput in operating rooms, could use an 

elevator speech that said:  

“I help hospital administrators who are struggling to 
achieve their financial objectives get 1.5 more 
surgeries on average per day out of their operating 

In this section, you will: 

Learn the three parts of an 
elevator speech opening.  

Review samples of great 
introductory statements. 

Gain the ability to identify who is 
served, the problem he or she faces, 
and the solution offered from a 
well-written introductory 
statement. 

Review key points in Section 3. 
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Section 3: Examples of Good Elevator Speeches 

room investment while improving patient care and reducing legal exposure.” 

Cheryl, who owns a medical sales employment agency, uses this elevator speech:  

“I help sales managers in the medical equipment and services industry who are 
struggling to hire quota-achieving sales representatives find the people they need, and 
get them into production.” 

Section Review 

Good elevator speeches mention who you serve, a high probability problem or 

aspiration, and an outcome or solution you provide. 
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Section 4: What Attributes Should 

Your Elevator Speech Have? 

An elevator speech is short and concise. It comes out 

so naturally that you can repeat it in your sleep. You 

are your elevator speech and your elevator speech is 

you. However, your elevator speech is not about 

you. It is about you how you serve your clients. They 

care only about What Is In It For Them.  

Connect With Your Prospect 

Your goal is to let prospects know you serve similar 

clients who face the same kinds of issues they face, 

goals they aspire to, and that you provide the 

desired outcome.  

You need to have a great elevator speech that 

connects with prospects’ specific businesses, 

articulates their issues or problems, and specifies 

the type of outcome you provide. If you have that, 

you will have another ten seconds of the person's 

time. 

Ask the Right Question 

Tom's been in sales for 15 years. He was trained to 

sit down with his clients and show them everything 

in his catalog one page at a time. He always hoped 

that they would see something they liked, and say, 

“I'll take that one." But more often than not, it didn't 

happen. 

Then he started using his elevator speech to open 

the conversation, and he kept the conversation 

going by asking the right questions and trying to 

find out what customers wanted and needed instead 

of telling them what he had to sell. In less than a 

year, he doubled his business.  The next year, he 

doubled again. 

To ask the right questions, you really need to tune 

into your prospect’s concerns. Don’t get so caught 

up in your speech that you forget to learn about 

problems that you can solve for the prospect. There 

may be no magic formula for learning to ask the 

In this section, you will: 

Connect with your prospect so you 
can get the outcome you seek. 

Learn how to ask the right 
questions to qualify your prospect 
and learn how to tailor your 
elevator speech to her unique 
situation. 

Understand the importance of 
simple, short elevator speeches.  

Observe the flexibility and benefit 
derived from having a number of 
elevators speeches developed in 
advance for each target prospect 
group. 

Review well-written, industry 
targeted elevator speeches. 

Become aware of the dangers of 
speaking about yourself in your 
elevator speech 

Embrace the absolute necessity of 
establishing that you understand 
your prospect’s problem. 

Review key points in Section 4. 
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 right questions other than paying attention to what people say and asking the 

question that naturally come to mind. 

Keep It Short 

Some people suggest your elevator speech should be between 30 and 45 seconds in 

length. Others say 20 seconds is OK. I disagree.  

My recommendation is simple: the shorter the better. Your goal is to connect with 

your prospects by addressing their industry or role, the problems or aspirations 

they are likely to have, and an outcome they desire. You need to do all of that in less 

than ten seconds. All you really want is a “Tell me more” response. 

Then, you want to ask the right questions to get your prospects to talk so you can 

find out more about who they are, what they do, and what they need. When you 

know that, you can determine whether or not you can provide them with an 

optimum solution.  

When I mentioned a short elevator speech to Shirley, a real estate broker with 

whom I have worked, she gave me that “What! Are you crazy?” look. She 

commented: "My elevator speech is so long that I need to go to the 40th floor to 

complete it!”  

Keep in mind that your elevator speech isn’t really about you. It is about how you 

meet others’ needs. Nothing more and nothing less. 

Develop Multiple Elevator Speeches 

You can — and should — have a different elevator speech for each prospect you 

pursue  

You probably work with many prospects in different industries. If you want to cut 

through the noise well enough to be heard and start a sales cycle, you need to 

address the industry, role or situation of your prospect. 

People want to work with others who understand their specific situations. If you 

needed brain surgery, you would want a specialist, not a general practitioner. The 

same is true of your clients. Getting specific about who you serve will increase how 

often you hear Tell me more.  

Our brains constantly scan for things that are relevant to our situation. We 

automatically filter out everything else. When someone uses our name in a crowded, 

noisy room it gets our attention. It cuts through the noise. We listen attentively 

because someone has specifically singled us out. The same is true when someone 

refers to a top-of-mind problem or goal for us; our brain wakes up, focuses our 

attention and our mouth says “did I hear you right, please tell me more”. 
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Review Industry-Targeted Statements 

Making your elevator speech specific to the person, industry or situation you are 

targeting will cut through the noise and help your prospect really hear what you 

have to say. 

• Insurance: “I work with school districts.” 

• Financial Planning: “I work with professional athletes.” 

• Real Estate: “I work with strip mall retailers.” 

• Attorney: “I work with import/export companies.” 

• Recruitment: “I work with optometrists.” 

• Stock Broker: “I work with public school teachers.” 

• Consultant: “I work small software companies.” 

• Trainer: “We work with large multi-national companies.” 

As soon as a prospect hears you mention her industry, you have her attention for the 

next ten seconds.  

Speak Directly to a Problem 

Human beings survive by resolving their problems and by achieving their goals or 

aspirations.  

Imagine that people have a type of scanning radar that listens 24/7. When this 

scanning radar picks up something related to a problem, concern or goal that they 

have, it wakes their brain up and says, “Pay attention. There might be a solution for 

you if you listen to what this person is saying.” 

By contrast, if you don’t speak to the problem, but instead talk about yourself, your 

industry, or use general labels, you won’t even show up as a blip on the screen. The 

person you’re speaking to is certainly not going to say, “Tell me more.” She might 

say, “Go away,” something you want to avoid at all costs. 

State the Problem, Aspiration or Goal  

Look carefully at the examples and pay attention to the words in italics. 

• Insurance: “I work with school districts under pressure to get the reporting 
they need to keep school boards and taxpayers happy.” 
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• Financial Planning: I work with recent medical school graduates with 

specializations who face the burden of paying off large school loans while 
simultaneously building financial security  

• Real Estate: “I work with strip mall retailers who must attract attention from 
passing shoppers.” 

• Attorney: “I work with import/export companies who struggle with high 
international tariffs and other taxes.” 

• Recruitment: “I work with optometrists who must recruit and retain high-
end optical sales staff.” 

• Stock Broker: “I work with recent medical school graduates with 

specializations who face the burden of paying off large school loans while 
trying to build financial security.” 

• Consultant: “I work with small software companies striving to find a 
profitable niche for their solutions.” 

• Trainer: “We work with large multi-national companies whose employees 

wrestle with ineffective cross-cultural communications.” 

Section Review 

Your elevator speech should enable you to 

• Connect with your prospect 

• Ask the right question to qualify your prospect 

• Allow you to quickly present your products and services in terms your 

prospect understands 

• Address a specific problem that is important to your prospect 
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Section 5: How To Write Your 

Elevator Speech 

When you create your elevator speech it won’t be 

perfect at first. It’s going to take some time, but once 

you’ve got it right, the payoff is huge because you’ll 

use it every day to get more sales.  

Focus on Your Prospect 

Let’s begin by writing down the types of customers 

you serve, the problems you solve and the outcomes 

you deliver. You can also print out the next page and 

write it on the blank lines. Don’t think in terms of 

the products, services, or labels that describe what 

you offer, but in terms of the problems your 

customers faced and the outcomes you delivered for 

them.  

Start by Making Lists 

As you make this list, start with the problems you 

have solved for your customers. Let your mind 

wander. Don’t be in a hurry or worry about 

repeating yourself or prioritizing your list. Just get 

them down on paper. 

List Your Customers 

The kinds of customers I have (target groups like 

consulting companies, forest products, real estate 

agents, etc.): 

1.  

2.  

3.  

4.  

 

In this section, you will: 

Learn how to create a first draft of 
your elevator speech that focuses 
on your prospect’s problems. 

Develop lists that will enable you to 
define your prospect’s problems 
and priorities. 

Examine examples of good elevator 
speeches. 

Master a three-step process to 
determine that you have 
successfully addressed your 
prospect’s problems in your 
elevator speech 

Review key points in Section 5. 
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List Your Customers’ Problems 

The problems I solve (use words the client would be likely to use): 

1.  

2.  

3.  

4.  

List The Outcomes You Can Deliver 

The outcomes I deliver (use words the client would be likely to use): 

1.  

2.  

3.  

4.  

List Why People Work with You 

Think of why people do business with you. Think of how your products or services 

help your customers save time, cut costs, improve productivity, increase revenues, 

or give peace of mind.  

Reasons why people do business with me: 

1.  

2.  

3.  

4.  

Review Examples 

Now that you know exactly what goes in to an elevator speech and have begun to 

write your own, let’s review some examples from earlier. This time, see if you can 

clearly identify who is being worked with, the problem they face, and the solution 

offered. 
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Paul, a banker, helps auto body repair businesses get better returns on their money; 

provides money so they can purchase equipment; provides money so they can 

expand their businesses; and offers cash management services that help automate 

the process of paying employees. 

So, Paul’s elevator speech could be:  

“I help auto body repair businesses become more successful by showing them how to 
get their money to work better for them.” 

Marcie, a real estate agent, helps single mothers quit renting, buy homes, and begin 

to accumulate equity for their futures. Her elevator speech to a recently-divorced 

single mother (who wants to quit renting and get back into a place her children can 

call home) could be something like:  

“I help single mothers, who thought they could only rent, buy a home of their own.” 

Steve, a consultant who helps hospitals improve throughput in operating rooms, 

could use an elevator speech that said:  

“I help hospital administrators who are struggling to achieve their financial objectives 
get 1.5 more surgeries on average per day out of their operating room investment 
while improving patient care and reducing legal exposure.” 

Cheryl, who owns a medical sales employment agency, uses this elevator speech:  

“I help sales managers in the medical equipment and services industry who are 
struggling to hire quota-achieving salespeople find the people they need and get them 
into production.” 

Check Your Elevator Speech 

After you write your elevator speech, record it and listen to it. Evaluate the 

following key areas: 

Focus on Problems 

I usually recommend that people initially focus on the problems their target market 

is struggling with. Depending on the research you read, psychologists suggest that 

problems get and hold people’s attention between two and three times more 

powerfully than goals or aspirations.  

In general, addressing specific problems is the easiest way for most people to 

connect with their targets. But, using a goal or aspiration is best for target markets 

that are, for whatever reason, unlikely to want to admit to anyone that they have a 

problem. 

A doctor, for example, might not want to admit that she is struggling to deliver 

quality care to her patients. In this situation, you might want to say something like, 
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“We help pediatric physicians who want to improve outcomes for children suffering 
from XYZ affliction.” 

Verify Focus  

Psychologists also have said that people can keep only from five to eleven issues at 

the top of their minds at any time. Your job is to sort through the problems and 

goals that you address; then do your best to identify a problem or goal that the 

people in your target market are focused on (one of the top five to eleven problems 

or goals that are in the top of their minds).  

Use a Three-Step Confirmation Process to Refine 

You can use a simple, three-step process to better understand your target market’s 

problems, goals, and aspirations. It goes like this:  

1. Create a list of the problems and goals that you address. Try to look at those 

problems and goals from the perspective of your target market, and use 

language your target market is likely to use. 

2. Take your list of problems and goals to people in the target market and ask them 

to read your list. Ask them to suggest anything that might be missing from your 

list. 

3. Next, ask them to help you prioritize the list. I like to work them through the list 

by asking them questions like, “Is number one a bigger problem or goal than 

number two? Is number two a bigger problem or goal than number three?” And 

so on, until we have worked out a priority. You will probably be surprised. Your 

view of the priorities and theirs will often be very different. Working from their 

view of the priorities will help you connect with your market much faster than 

working from your view. 

Section Review 

In this section, you learned to  

• Focus on your prospect and tailor your elevator speech to a specific 

problem your prospect finds compelling. 

• Start writing your elevator speech by making lists about your 

customers, their problems, the outcomes your can provide, and why 

people like to do business with you. 
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• Use the three-step confirmation process to confirm your 

understanding of your prospects’ situations, and to determine that you 

have the right content for your elevator speech 
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Section 6: How to Use An Elevator 

Speech to Achieve an Outcome 

When you know (and show that you understand) the 

prospect’s problems and goals, you instantly gain 

credibility and rapport. You have earned the 

prospect’s attention and have separated yourself 

from the crowd.  

Speak to Outcomes 

The next step is to connect with an outcome that’s 

appropriate to the problem and that anyone in this 

target market who has this problem or goal would 

probably want. Now, you can connect with the all-

powerful “What’s in it for me (WIIFM).” 

Don’t Talk About You 

This is the spot where most sales people and 

marketers shoot themselves in the foot. They talk 

about what they do. Don’t be tempted to fall into 

that trap. The prospect doesn’t care. If you talk 

about what you do at this point, you will instantly 

become the number-one threat to your success in 

this encounter.  

Use Measurements 

Now is the time to share a concise, specific, 

preferably-measurable outcome. This is what the 

prospect wants. You now have a direct connection 

to her brain and you are being heard, assuming he 

has the problem, goal or aspiration — or something 

similar to it — that you’re talking about.  

In this section, you will learn to: 

Speak to outcomes while creating 
your elevator speech. 

Avoid talking about yourself. 

Use measurements to quantify. 
benefits for your prospect 

Review good outcome statements. 

Make your elevator speech easy to 
remember by using a story.  

Review real-world examples from 
various industries.  

Review key points in Section 6 
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Review Good Outcome Statements 

In the following examples, we’ve re-stated the problems (as they are in the previous 

section), to give you perspective. Please pay particular attention to the outcomes 

that appear in italics: 

Insurance 

The problem: “I work with school districts under pressure to get the reporting 

they need to keep school boards and taxpayers happy. 

The outcome: “We help school districts communicate with, and justify to, school 
boards and taxpayers how the district is making the most responsible monetary 
decisions possible, while providing the level of coverage required by teachers 
unions.” 

Financial Planning 

The problem: “I work with professional athletes transitioning out of 

professional sports. 

The outcome: “We help injured professional athletes get everything due to them, 
and we provide them with innovative plans for long-term financial security no 
matter how severe their injuries.” 

Real Estate 

The problem: “I work with strip mall retailers who must attract attention from 

passing shoppers. 

The outcome: “Our unique approach lets retailers know if the current lease is 
worth retaining, and if not, where to move and how to negotiate a profitable deal 
for their unique business and location needs.” 

Attorney 

The problem: “I work with import/export companies who struggle with high 

international tariffs and other taxes. 

The outcome: “We walk our clients through the maze of rules, regulations and 
laws in most major trading countries to show them adjustments that can be made 
to comply with local requirements, while drastically limiting their tariff and tax 
obligations.” 

Recruitment 

The problem: “I work with optometrists who must recruit and retain high-end 

optical sales staff. 
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The outcome: “Our process finds an experienced, high-end sales person who your 
customers will love, who will enhance your brand, and who will generate strong 
revenue.” 

Stock Broker 

The problem: “I work with recent medical school graduates with specializations 

who face the burden of paying off large school loans while simultaneously 

building financial security. 

The outcome: “We show them how to restructure their loans, and how to begin to 
save systematically, so that they can get out of debt quickly and begin to reap the 
financial security they deserve from their advanced medical education.” 

Consultant 

The problem: “I work with small software companies striving to find a 

profitable niche for their solutions.  

The outcome: “We use a proprietary process to analyze their offers and their 
markets, and we point them to a market where they can quickly find acceptance 
and growing sales.” 

Trainer 

The problem: “We work with large multi-national companies whose employees 

wrestle with ineffective cross-cultural communications. 

The outcome: “We provide a reliable way for today’s and tomorrow’s employees 
to get consistent cross-cultural results while avoiding most cross-cultural 
communications traps.” 

Include A Story  

Every story has a beginning, middle and an end, and your elevator speech stories 

are no exception. Your three parts are 

• Client Problem —Mention a client and a specific problem that client faced. 

• Action Taken —Describe what your client did to address her problem and 

how your products or services were used. 

• Outcomes —Lists the benefits realized by the client by using your products 

or services. 

Your stories prove to your prospects that you helped clients just like them and even 

delivered a “Happily-ever-after” ending. 
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Now is the time for a story that illustrates what you’ve said. At this point nothing 

else is more important if you want a “Tell me more” response from this target. 

Don’t worry, the story you want to tell will be a snap for you to create and use. It 

goes like this: 

“Let me tell you a brief story (everyone likes stories). Recently I worked with 

another person in ___________________ business that had __________________ problem or 

goal. We gave them _________________ outcome.”  

Make your Elevator Speech Easy to Remember  

It is critical that this type of story makes your previous points dramatically easier to 

understand, remember, and repeat. 

Most people have to justify their expenditures and investments to others. If they 

can’t easily explain why they want to invest in you and your offering, you have 

dramatically reduced the probability that they will do so.  

If they can remember the story and repeat it easily, you are much more likely to get 

this sale (and valuable referrals, as well). 

Make it Real 

A story makes everything real; concrete. A story differentiates you and it makes 

your offering easy to understand. Above all, a story delivers proof that you can do 

what you say. It gives you instant credibility. 
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Review Real-World Examples 

In the following examples, we’ve re-stated the problems and the outcomes (as they 

are in the previous sections), to give you perspective. The stories appear in italics.  

Insurance 

The problem: “I work with school districts under pressure to get the reporting 

they need to keep school boards and taxpayers happy. 

The outcome:“We help the school district justify to, and communicate with, the 

school board and taxpayers how they are making the most responsible decision 

possible with the taxpayer’s money, while providing the level of coverage 

required by the teachers union. 

The story: “The Happy Valley School District had tried for years to get their 
insurance broker to help them assemble the information they needed to report to 
the school board, teachers’ union and taxpayers. 

“We gave them a private website that was periodically updated with everything 
they wanted and more. All of their stakeholders could access everything they 
needed at any time on this password-protected website. We also named one 
experienced staff member to respond to questions and appear at various meetings 
to explain details whenever there were questions. 

“Now everyone is happy at the Happy Valley School District. The teachers’ union 
feels appreciated by the school board, school board members feel they are doing 
their job for the community, and the taxpayers are certain that the school district 
is being a good steward of the taxes they pay.” 

Financial Planning 

The problem: “I work with professional athletes transitioning out of professional 
sports. 

The outcome: “We help injured professional athletes get everything due to 

them, and we provide them with innovative plans for long-term financial 

security no matter how severe their injuries. 

The story: “Rocko was a fullback with the Green Bay Packers. After six 
outstanding seasons and two MVP awards, he was injured in a freak accident on 
the field. 

“While the accident ended Rocko’s career in the NFL, it didn’t end his exciting life. 
We put Rocko into a blend of investments that suited his personality. It also gave 
him the monthly income and financial security that enabled him to use his on-field 
stardom to start a successful business.  
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“Now Rocko is making more money as a businessman than he ever made in the 
NFL, and he’s well-known for being a success in life, not just yesterday’s success on 
the football field.” 

Real Estate 

The problem: “I work with strip mall retailers who must attract attention from 

busy shoppers. 

The outcome: “Our unique approach lets retailers know if the current lease is 

worth retaining and if not, where to move, and how to negotiate a profitable deal 

for their unique business and location needs. 

The story: “The Bread Basket had some locations that made great money and 
some locations that chronically lost money. Nobody could seem to find the recipe to 
make every location a winner. 

“Bread Basket didn’t have a deep research budget or team like a Starbuck’s or 
other large, national retailers. They just had 12 locations. 

“We analyzed their situation location-by-location, and showed them how to pick 
winning locations every time. We moved them out of losing locations or negotiated 
leases for positions in strip malls that would work. 

Today, 11 of their 12 locations are profitable, and they are about to kick off a 
growth program with the confidence they got from their experience with us.” 

Attorney 

The problem: “I work with import/export companies who struggle with high 

international tariffs and other taxes. 

The outcome: “We walk our clients through the maze of rules, regulations and 

laws in most major trading countries, to show them adjustments that can be 

made to comply with local requirements, while drastically limiting their tariff 

and tax obligations. 

The story: “Balistok Boots was proud that its products were made in the USA. 
While its pricing and reputation afforded them a very nice market price premium, 
tariffs and taxes were killing their profitability. 

“We showed Balistok how to work with local conditions in each of their target 
markets and, in the process, legally reduce their tariff and tax obligation by 30 
percent. These savings showed up directly in the bottom line and enabled the 
company to keep growing with products made in the USA and sold in the 
international market.” 
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Recruitment 

The problem: “I work with optometrists who recruit and retain high-end optical 

sales staff. 

The outcome: “Our process finds an experienced, high-end sales person who 

your customers will love, who will enhance your brand, and  who will generate 

strong revenue. 

The story: “Johnson Creek Optometry (JCO) had a great office in a high-income 
market. Despite these two advantages, JCO did not enjoy strong dispensary sales 
profits. 

“We helped JCO specify and hire a sales professional who knew the brands and the 
mindsets of the target market. Sales immediately took off. Profits began to climb 
along with revenues. Equally important, people began to come in from referrals 
just to buy second and third pairs of prescription glasses.” 

Stock Broker 

The problem: “I work with recent medical school graduates with specializations 

who face the burden of paying off large school loans while simultaneously 

building financial security. 

The outcome: “We show them how to restructure their loans and how to begin 

to save systematically so that they can get out of debt quickly and begin to reap 

the financial security they deserve from their advanced medical education. 

The story: “Ten years ago, Robin came to us fresh from her residency. She had 
more than $200,000 in medical school debt and was just beginning to realize her 
earning power. She hated the hand-to-mouth existence she was living, and she 
hated not saving anything. 

We worked out a way for her to drop her monthly payments, save, and even have 
some fun. Robin got into the habit of monthly investing early, and now believes that 
she will be able to retire at least 5 years earlier than she had thought, while being 
able to afford an exciting lifestyle today.” 

Consultant 

The problem: “I work with small software companies striving to find a 

profitable niche for their solution.  

The outcome: “We use a proprietary process to analyze their offer and their 

market, and we point them to a market where they can quickly find acceptance 

and growing sales. 

The story: “XJK Software had a software solution that was unique, but on the 
surface looked like several other better-funded and better-known products. 
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Differentiating the XJK solution was a nightmare and sales were just crawling 
along. 

“We used our process to analyze and test their market for niches that XJK could be 
both highly profitable in and could be sufficiently differentiated to assure a 
reasonably short sales cycle. 

“We found a market that was underserved by the big players and that needed 
certain unique attributes of the XJK solution. Sales cycles went from 18 months to 
90 days and volume quadrupled within six months.” 

Trainer 

The problem: “We work with large multi-national companies whose employees 

wrestle with ineffective cross-cultural communications. 

The outcome: “We provide a reliable way for today’s and tomorrow’s 

employees to get consistent cross-cultural results while avoiding most cross-

cultural communications traps. 

The story: ”A certain well-known financial services company was struggling to get 
cross-boundary and cross-border cooperation from its people. Everybody pointed 
fingers, while nobody met performance targets. 

“We brought all of the key leaders together for a series of workshops to equip them 
with the leadership tools and distinctions to help their people learn to perform 
better together. 

“Almost immediately after the program ended, we started to see changes in 
peoples’ behavior. Within six months, we seemed to be investing less time in dealing 
with conflict. Instead, the teams were collaborating to innovate and find new ways 
to achieve goals. Within a year, the business units that had taken the training were 
exceeding their projections on a routine basis.” 

Section Review 

• Outcome statements need to state how you helped a client solve a 

problem. 

• Stories make your claims real and easy to remember. 

• Stories have three parts: client problem, actions taken, and outcome. 

• Provide measureable data in your stories to support you claims. 
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Section 7: Create Your Elevator 

Speech 

A good elevator speech has three parts, as we’ve 

discussed above. We summarize them here:  

Part 1: You state, as specifically as you can, the 

problem, aspiration or goal that people in your 

target market have.  

Part 2: You state a specific outcome. This part 

describes a business problem or goal that this target 

market often has, that has some kind of return-on-

investment when solved or addressed successfully. 

Part 3: You tell a story that makes everything real; 

concrete. A story differentiates you, and it makes 

your offering easy to understand. Above all, a story 

delivers proof that you can do what you say. It gives 

you instant credibility. 

Now use the examples and guides presented in this 

book and create your own elevator speech. Play 

with it. Read it aloud. Move the words around. See 

how the rhythm flows. Find words and phrases that 

you’re comfortable with and that are meaningful to 

the prospect. Keep your sentences short and direct.  

Most important: practice, practice, practice.  

There are two acid tests for a good elevator speech:  

1. Ask the question, “Does it get a “Tell me 
more” response when you give it to someone 

in the target market a reasonable (10 percent 

to 30 percent) number of times?  

2. Do you find that it is easy enough to repeat 

that you begin getting more referrals who 

already know your elevator speech? 

In this section, you will: 

Review the parts of an elevator 
speech. 

Learn to avoid labels, jargon, and 
other language that will make your 
prospect lose interest quickly. 

Commit to using target, problems, 
and outcomes while drafting your 
elevator speech. 

Create several elevator speeches 
and refine them, using the 
techniques and tools presented in 
this book. 

. 
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Review These Writing Tips  

When you’ve crafted your elevator speech, use it every day. A good elevator speech 

is best when used without hesitation and in a natural manner.  

Go out of your way to have conversations with strangers just to see how they react 

to your elevator speech.  

Pay attention to the other person’s responses when you explain who you are and 

what you do. Do they seem interested? Are they nodding and making eye contact or 

smiling? If so, you know you may be on your way to a”Tell me more” response. 

Are you able to engage people in conversation? Do they show an interest in you? Are 

you able to talk with them for more than 30 seconds? Sixty seconds? Two minutes? 

Five minutes? 

Don’t Use Labels 

A word about labels: Don’t use them if you can possibly avoid it.  

When I say labels, I mean things like consultant, CPA, realtor, business broker, 

manufacturer’s rep, life insurance agent, stock broker, financial planner, lawyer, 

rocket scientist.  

When people hear labels, they associate past personal experiences with them. Then, 

instead of listening to you, their minds drift back to those past experiences, and they 

are reminded of what those labels have come to mean to them.  

When people begin listening to internal conversations about the meaning of labels, 

you’ve lost them. Their brain says the equivalent of, “False alarm folks.  Go back to 

sleep.” Rarely will their internal conversations produce results that are positive for 

you.  

Stick With People, Problems, and Outcomes 

Instead of using labels, focus on the people you serve, the problems you solve, the 

outcomes you can produce, and nothing else. When you have carved these into the 

minds of your audience, and have etched them deeper with a good story, labels 

won’t be such a distraction for your prospect... Until then, stay away from labels if 

you possibly can.  

Just a quick note: be careful to use just one problem and one related outcome in 

your elevator speech. To do otherwise will likely confuse the client and diffuse your 

message. 

Create More Than One Elevator Speech  

It’s a very good idea to have multiple elevator speeches: one for each problem you 

provide an outcome; each product line; each service and target market. Begin by 
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actually writing a different elevator speech for each of them. But, you won’t have to 

do that for very long.  

You’ll soon be able to “write” them on the fly. You’ll become so familiar with the 

process, with relevant information, with differentiation, that you’ll be able to craft a 

good elevator speech (including a relevant story) that suits whomever you’re 

speaking with at the time as you go.  

 

 

 

 



 

 

“Eric’s ability to distill critical information from 

complex sales concepts makes this book a 

must read. His ability to simplify without losing 

impact enables Elevator Speech to be a quick 

read as well. If you are in sales or marketing, 

read this book right now!”  

 

Bill Herr, Vice President 

Unica 

www.unica.com 

 

 

 

 

 

 

 

 


