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Welcome to "Ditch Your Pitch and  
Speak from Your Heart" with Sharon Sayler. 

There is one word that sends shivers down the spine of most entrepreneurs, 
coaches and experts: SALES.  

How do you feel when you think about making sales calls or having a sales 
pitch? If you are like many people who also dread the word…you will do all in 
your power to avoid making that sales call or even asking for a sale. 

In this program you will learn how to have a completely new attitude 
towards sales calls. In this program you will learn how to Ditch Your Pitch! 

Ditch Your Pitch is all about selling without having to do a sales pitch.  

Forget trying to use fancy techniques to close a prospect.  Let’s face it, that 
just won’t work for most people…and I’m sure you’re not comfortable doing 
it either, otherwise you wouldn’t be here. 

Instead, with Sharon Sayler’s Ditch Your Pitch, you will learn How to Speak 
from Your Heart and Your Head, How to Attract clients like bees to honey, 
and Connect Your Body, Mouth and Heart. 
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Introduction 

Often, it's just a small set of refinements that sets good enough apart from 
good, and good from great. It's step by step. That's how the learning 
process works. Success is always achieved step by step. 

I like to look at little kids as they play with something new. They start out 
not so good. They stumble around; they move up to good enough; and, 
pretty soon, they get pretty good at it and they integrate those skills until 
they become great—all using play. 

I think, as adults, we need to bring more play into our lives, and that's what 
I want to do with "Ditch Your Pitch and Speak from Your Heart."  

Let's just play with the ideas we present. This is like that. We're going to 
play as we become good and then great at connection conversations and 
sales. 

It's in the play and the integration process that the magic unfolds. You will 
begin to see, hear, and feel it, and begin to reframe your thinking doing it in 
a fear-free, simple and even fun connection conversation. 

One of the ways to look at it is from the outside-in. 

"Outside-in" is about doing. These are the techniques you'll be learning. The 
more you do the techniques, the more positive outside feedback you receive. 
And the more positive outside feedback you get… 

It's like magic! The more confident you become, the better you get.  

So just keep doing those techniques and keep practicing and getting more 
positive feedback; and, pretty soon, you're doing it without even thinking 
about it. It's really good to feel those rewards on the inside. 

And the other thing we're going to be working on is what I call "from the 
inside out." And that's all about our being. It's our mindset and the beliefs 
that hold us where we are now, and changing those mindsets and beliefs to 
letting us have connection conversations and sales conversations with ease. 

It's that part of you that motivates you to do, and the cycle of reinforcement 
continues. 
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You create the place inside you that allows you to bravely move through any 
old stuff holding you back, and that rewards you with really good feelings 
when you succeed. 

We'll be using both the inside-out and the outside-in methods, and that's the 
most successful way to become natural at communication and sales 
conversations. 

The ability to propel you between being and doing and doing and being, 
creates a circular response. You can see how it just keeps going like a great 
big recycle wheel. 

I love it! 

The more you do, the more you feel positive. The more you feel positive 
shows up on the outside and it wants you to do more. It just creates positive 
responses all around. 

You get the idea. The cycle just continues. 

And that's the way of saying to you, "Get better at doing it and continue to 
do it." 

It's a cycle where you can see if you're stuck in a negative being or doing 
the results are most likely to be negative. And when you create the 
conditions that we'll show you how to do here in "Ditch Your Pitch" for 
positive being and doing, the results will most often be positive. 

With the cycle, it doesn't matter if you start at the outside-in or the inside-
out. But just for fun, let's start with the inside-out. 

I encourage you to let the inner child play. Just play with the techniques, 
ideas, and tips—no judging, no critical, "Oh my goodness!" No 
embarrassment here because we're all about doing, seeing and feeling, for 
positive feedback from the outside and the inside so you can serve others 
with great motivation and stick with it for the inside game and the outside 
doing, having great connection conversations and speaking from your heart. 

I like the idea of play so much better than practice, don't you? 

Practice sounds like work.  
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Let's play with the idea of sales conversations as just another conversation 
to build new relationships and new friendships and a way to make great 
connections. 

So let's get started! 

 

Module 1 

Welcome to Module #1. I call this one "Speak from your Heart and your 
Head." 

It's important to be able to speak from both places. 

This reminds me of a wonderful quote from Maya Angelou: "I've learned that 
people will forget what you say. People will forget what you did. But people 
will never forget how you made them feel." 

That is so true. That's why I say we have to speak from both our heart and 
our head. 

This is at the heart of all relationships of great speaking, great marketing, 
and even chance encounters. 

How you make people feel is at the heart of your business. 

Why is feeling at the heart and the head? 

Because people will never forget how you made them feel; like what Maya 
Angelou says. 

But we also have to remember how we feel in the process, too, because 
unbeknownst to most people, that little survival part of your brain is always 
asking, "Am I safe and do I matter?" 

Now, realize the person you're talking to is also asking those questions—not 
out loud, of course. It's just this unconscious part, that little bit of the 
survival brain, in fact, that activates fight or flight going, "Am I safe with this 
person and do I matter to this person?" 

And you're asking those same questions. That's how come, sometimes, fear 
pops up when you have to speak about what you do. 
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So take a deep breath, know you're safe, and that, yes, you matter. 

The answers always come back to feeling safe and feeling you matter.  

I've also heard the phrase "know, like, and trust factor." But, honestly, it 
really comes down to, "Do I matter to this person?" 

Sometimes, they'll be asking "Can they help me?" but that's really about 
"Am I safe?" 

Sometimes, you don't even have to like the person. That's why I'm not sure 
about the "know, like, and trust factor." You just have to know they can help 
you and you'll feel safe. But you don't have to like them. 

How many of you have ever met someone? 

Actually, I have a couple of mentors in mind where I went and really liked 
what they had to say.  Yet, as a person, I can't say I really liked them. But I 
felt safe with them. What they did mattered to them and they gave me lots 
of great information, but as I said, I didn’t really like them. 

So how you feel is the deal breaker when it comes to that ancient survival 
part of our behavior. It will trigger all sorts of limiting beliefs and other crazy 
things if you don't feel safe. 

The lizard brain, or what we call that "survival brain," that ancient part of 
our brain, calls all the shots including what you buy. 

Now, you might rationalize in split seconds after what you bought, but, 
really, you bought from how you feel. 

So when you're talking to others, consider, do you make people feel 
comfortable, cool, smart, successful, or maybe thin? 

Depending on what you sell and what you do, do you make people feel like 
they get the most from you? 

Making people feel the best that you can is the secret to being unforgettable. 

Oftentimes, they'll be talking to their friends and they might not be able to 
repeat back exactly what you said to them but they'll say things like, "I don't 
know. I sure did feel good when I was talking to them" or other such things. 
Maybe you've said things like that yourself. 
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Yet, often I find service professionals try too hard to be all things to all 
people. They want to be liked by everybody. 

It just doesn't work. 

You have to be good at what you do and be able to talk about just one or 
two things. If you talk about too many things, people get confused. 

So it's good to be able to talk in a way about what you do that makes a 
listener feel like they are the most fascinating person in the world; and even 
though you don't do all things in the world, what you do is unique and is 
unique especially for them. 

If they don't see you as unique, you become a commodity. And when you're 
a commodity, the decision will always come down to price. 

So be you, the best you on purpose! 

Now, sometimes, people say, "I can't limit it to just one thing. It makes me 
uncomfortable. I can do this, and this, and this." 

The problem is people think you're a Jack or Jill of all trades and you know 
just a lit bit about a lot of things but you don't know a lot about just one 
thing. 

So they'll look for the expert. 

Choose one or two things you do best, that you love to do, and as I like to 
say, "could do on and on." Don't choose one you're only happy with for the 
next six months or something. Choose something you can live with for the 
next three to five years because it does take a while to get known. 

One way to help people know you and what you do is through very short 
descriptive stories that contain, as I've said, just one point. 

Most people talk about their service or, more likely, their services and they 
just describe it as features. 

That is so boring. 

This might include a couple of generic problems they've solved, something 
like, "Oh, I can help you lose weight." 
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It's generic. How many people have you heard can help you lose weight? 
How many products have you heard can help you lose weight? 

And that's it! In their mind, people go, been there, done that, tried it—
boring! 

Stop hanging out in "How can I be of service" mode and explaining these 
terrible problems in generic ways that nobody wants to hear. 

What makes you unique? 

If you're not unique, you're not reaching the feeling they're looking for. 
You're not allowing people to really want you. 

That's the key. People really have to say, "I want that. I want to work with 
him or her." 

I remember a while ago Sally Fields, the actress. As she got her Oscars, she 
said something to the effect of, "You like me. You really, really like me." 

On one part, that was so sad. But on another part, that's really how people 
have to feel when they buy from you if you don't want to be seen as a 
commodity. 

One way to remind yourself of your worth and show people how to have that 
"want you" or "I want that" is, as I've said, through the short descriptive 
story. 

Stories are great at helping people tie it to memories they have; and these 
can be good or bad memories. Some people are motivated towards the good 
memories and other people are motivated away from the bad memories. It 
could be either kind of memories. So don't worry about that. 

It also allows them to compare and contrast what you do and how it's 
different.  

And these are three of the key elements in anybody's buying decision-
making process. 

The key is to look back at the concept of play and practice telling stories. 

I know some others think, but I don't have any stories. I can't tell stories. 
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But think of it as if you were telling a story to a five or eight-year-old. Now, I 
don't mean envision your client or prospective client as five or eight. But it's 
just a simple story. It doesn't have to be greatly detailed or use what I call 
"university words." 

We have fond memories of stories from childhood and they're often based 
on a positive transformation and good feelings that create desire. We have 
memories of those times of transformation and it is the only thing you really 
want. 

As I've said before, remember, people only buy what they want, not what 
they need no matter how badly they might need it. 

After a speech recently, I remember Meg came up and said, "Why does 
everyone think I'm so judgmental?" 

She was on the verge of being fired and that comment had plagued her for 
the last two places she had worked.  

I was actually in a little bit of shock. But we sat down for a session and 
discovered three things she could do that would change how people viewed 
her. 

In under a week she called me and said she and her boss had had a really 
good laugh at what she had uncovered and showed to him about her style 
and why he thought she was judgmental. And she added, "Oh, yes, you 
saved my marriage, too." 

I didn't even know her marriage was in trouble. 

You see, I see it all the time. When you know how others react to you, it can 
quickly change your life. 

She reminded me when she told me, "You're like that MasterCard 
commercial. You're just priceless." 

I loved it. I couldn't help but laugh. And it makes a great story. 

Now, it's nifty and it's emotionally charged stories that go from zeroes to 
heroes and "Do I matter to him or her?" 
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And that story was personal enough you could identify with it. Maybe you've 
heard, "Why do you always [fill in the blank]? Why are you always 
judgmental? Why are you always so angry?" 

Or maybe you've had or known someone who was on the verge of being 
fired or maybe your marriage was in trouble or maybe you knew your boss 
was mad at you. 

There are many places you can find that people can relate to. 

If you don't have stories like that (maybe you're new), come up with stories 
where you've helped family or friends. These don't have to be paying clients.  

Maybe you've got a story where you've helped someone or used your service 
pro bono. Those are all stories. They work just the same. 

So don't worry if you're saying, "Hmm, I don't have any paid clients yet." 

They're all fantastic stories. 

Oftentimes we get caught up in what I call the "feature and service mode." 
That's second nature. 

I could have gone into great detail in that story about what it was in our 
session that we covered and how we did it and how we did it with video and 
on and on. 

But, you know, it changes with every client and it doesn't really matter 
because that's not what we want. We don't want to know that it's done with 
video or it's done with stand up or it's done with whatever it is you do. 

Maybe you're a massage therapist. It doesn't really matter if it's a very 
specific type of massage, if the person gets what they want and need. They 
may be looking for sports massage yet if you can get them the same relief it 
doesn’t matter. Look, I have an MBA and several other letters after my 
name, but no one has ever asked me about them before they hired.  

Get out of this feature and service mode. We all get caught up in our service 
and the problems that we solve. There again—boring! 

Don't think, what do I do? How can I express it so people really get it? 



Ditch	your	Pitch.	Copyright	2014	Sharon	Sayler.		All	rights	reserved.		
www.SharonSayler.com	

	

Start telling wonderful transformation-filled very short stories. Talk about 
how your clients felt before, during, and after. And if you don't have clients, 
like I said, I'm sure you've helped family or friends or done some volunteer 
work even if that was in your schooling. 

You want to give us "Wow! That was an easy transformation feeling!" and to 
have an immediate "I want that decision" going on in the lizard part of our 
brain. 

I'm sure you've been that. You've seen an infomercial. You've been walking 
through the store and you've immediately seen something that caught your 
eye or you've been talking to someone and you just went, "I want that." 

That's exactly the feeling I'm talking about. 

Save all your features and how you do it until later because people really 
don't buy on that. Take out all those fancy technical explanations. Throw 
away the how-to's and begin by telling wonderful stories of what happened 
after people have used your service or product. 

That's where the decision process of "I want that" comes from. People can 
feel they want it. 

Yet, it often takes what I call a "connection conversation." It's connecting 
your stories to the urgent problems, wants and, yes, sometimes needs, to 
successfully guide them to make a decision. 

You see, oftentimes, we have that “I want" moment, but then, all of a 
sudden (remember I said we start rationalizing), through our brain runs all 
sorts of things like, Oh, I bet they're too expensive; oh, I bet they're too far 
away; oh, I bet this happens or that happens. 

We want to be able to jump into what I call a "connection conversation" just 
to help them understand what it is we do, how we can solve their problem, 
and what the most urgent problem is. 

Urgency is the key here. We can help uncover their problem, but we don't 
want to solve it. 

Too often, as heart-centered people, we jump right in and solve the problem 
right away. Sometimes, we're so good at what we do, we could solve it 
within just a matter of minutes. 
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The problem is, we've solved the problem they were going to hire us for.  

The problem is, they really haven't gotten into the depth of understanding 
the change required – if it sounds too easy to solve they won’t believe it.  

And so, if we solve the problem right then and there, it won't be a solution 
that sticks. 

Understand that, sometimes, people have to spend a little time as they walk 
through and wonder-through and play with possible solutions. 

We have to find the urgent problem so they'll feel the need to move and act 
on it. But we don't solve their problem right away. 

Someone might tell you they want software for their accounting on their 
computer and all of that, and that could be an urgent problem. 

But we really have to uncover what's behind why you need software because 
we're looking for a true want and yes, sometimes need; and that's different 
from what someone usually tells us they want or need. 

Let's take this idea of software to do our accounting on our computer. We 
want to talk to them in a way to uncover what they really, really need. 

Do they just need a better tracking system? Are they having trouble paying 
their taxes? 

We have to uncover what it is they really, really need. 

It's all too easy to fall into that trap of solving what they tell us they want, 
not what they really, really need. 

It's great to get to their bigger problem. And, see, finding those kinds of 
solutions and helping them make decisions is what I call "the pits." 

Yes, P-I-T, the pits. 

It's incumbent upon us to help them make a decision. Sometimes they just 
get overwhelmed with the idea that they have to make a decision and they 
don't really know what to do. They can get stuck.  

Sometimes you will be the solution; and sometimes you won't. 
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As you do this connection conversation, you'll discover that, sometimes, 
you're not the solution. But they'll thank you when you say things like, "You 
know, I'm not the solution for you. I hear your problem and I'd love to be 
able to refer you to my friend, so and so." 

They'll remember you next time they have a problem because you were 
honest with them that this isn’t your great thing but you want to be of 
service. 

Remember, buying decisions are made of three things:  the pits. 

"P" is for power; "I" is for information; and "T" is for time. 

The first question I always want to know in the back of my mind (I rarely 
verbalize this, though) is who has the power? 

Oftentimes you can be dealing with one or more people and they may or 
may not be able to make the decision.  

So I always say in the back of my mind especially if I'm dealing with a 
group, as rough as this sounds, who can sign my check? 

It's important to know because if you're working and helping uncover a lot of 
the problems and urgencies and yet they don't have the power to make a 
decision, it's really a waste of time for you. 

The next thing you want to know is: who has the information needed to 
solve this problem? 

Sometimes it's you, as the service provider; but, sometimes you need them 
to provide you with information as well. 

So it's good to know the entire lay of the land and know who has all the 
information needed to solve this problem we've uncovered. 

And as I've gone over before, I've used the word "urgency." But here for 
"pits", I call it "time. 

How urgent is their need to solve the problem, because time always wins? 

Even if they say they want it, if they have all the time in the world, urgent 
things will pop up left and right; their hair will be on fire as they're running 
around solving everything but what you've uncovered for them. 



Ditch	your	Pitch.	Copyright	2014	Sharon	Sayler.		All	rights	reserved.		
www.SharonSayler.com	

	

The more urgent the problem, want, need, or desire, the less information is 
needed and the person will find a way to resolve the power issue. 

Repeat after me:  My only focus in this connection conversation is to help 
them uncover the urgent problems, wants, and needs and help them make a 
decision, not solve it. 

The connection conversations process, again, is to tell short descriptive 
stories of how clients have transformed based on your work. Some of the 
things we want to help them understand is, as I've said, urgency. 

But you also want to show them it's useful. You want to demonstrate to 
them through these client stories how it's useful and how it's uniquely 
specific to you. 

This means not using generic jargon; coming up with ways they can 
understand how you are uniquely specific.  

One of those ways is to use numbers. Numbers are always helpful whether 
you have a time frame in how fast the transformation happens or maybe you 
are the type of person who helps them create more money and sell more 
products. You can always use stats, percentages, and dollars to help people 
compare and contrast what makes you different. 

If your service or product is twenty times faster than the competitor, it's 
good to talk about those things. It's important for them to know because 
numbers are the universal language and they often help guide the decision. 

Making a decision is critical. You can uncover the urgent need but it won't 
guide them to make a decision.  

The first person that comes along who is skilled in guiding them through 
these connection conversations wins the sale. 

We'll cover that a bit more in detail in Module #2: How to Attract Clients 
Like Bees to Honey.  Be sure and download your Module 1 Action Sheet 
where we walk through step-by-step how to create your very own “One-
Sentence Success Story” over on the Ditch Your Pitch Module One Audio 
page.  
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Final Thoughts 

 
Thanks for listening to the Ditch Your Pitch audio Program. 
 
Doesn’t this way of doing business feel so much better?  By having a 
framework, a roadmap if you will, you’ve been able to craft in your own 
words multiple ways to talk about your product or service that will instantly 
attract people to say “I want that!” 
  
These tips and techniques are great, now it’s up to you to play with your 
words and behaviors to create the change you are seeking — feeling 
completely comfortable and integrated when making a sales presentation to 
be of service and create new business relationships. 
 
In order to get good, you must put into practice what you’ve learned here. 
Go through the homework and Practice, or as Sharon likes to say “PLAY” 
with these new techniques. 
  
People come to Sharon when they want to discover shortcuts to growing 
their income and influence.  If you are not getting the notice and money you 
know you deserve - it’s not you – it’s just that you’re not talking in a way 
that your potential clients can understand– so let’s learn how to have real 
connection conversations! 
 
If you really feel a strong connection to Ditch Your Pitch and want to work 
with Sharon, on a deeply more comprehensive level she has special “alumni 
rates” to work one-on-one with her at sharon@sharonSayler.com 
  
Before we finish this program, I challenge you to send Sharon a note letting 
her know just one thing you plan to implement in your business from the 
Ditch Your Pitch Program. 
  
www.SharonSayler.com/DitchYourPitch  
 


