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The Disqualification Paradox Playbook
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Page 1 — What this is (and why it works)

If your calendar is full but revenue isn’t moving... you don’t have a lead problem.
You have a filter problem.

The Disqualification Paradox is simple:

The more wrong-fit prospects you disqualify > the more revenue you generate > because
you free up time to sell to the right people.

This guide gives you a lightweight system to implement it in your service business in a single
afternoon.

What you’ll walk away with

e A 10-minute ICP snapshot so you know exactly who you’re trying to attract (and
repel)

o Asetof disqualifying messages that filter bad leads before they reach your
calendar

¢ Astandard qualification scorecard to stop “vibes-based” discovery calls

o Asimple self-disqualifying call structure that makes the wrong prospects opt out

Page 2 — The Disqualification System (overview)
Your new pipeline has 4 filters:

ICP Filter (who you want)
Messaging Filter (who you repel)
Pre-Call Filter (who shouldn’t book)
Call Filter (who shouldn’t continue)

Pobd=

Most service businesses only do #4. That’s why they waste hours on proposals that go nowhere.

Let’s install all four.

Page 3 — Step 1: Define your ICP
You don’t need a 12-page persona doc. You need a pattern.

Pull your last 6 months of clients and answer these:

A) Best clients (high revenue, low effort):

e Client name:
e Service bought:
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e Revenue:
o Time/effort (1-10):
o Why were they easy to work with?

B) Worst clients (low revenue, high effort):

e Clientname:

e Service bought:

e Revenue:

o Time/effort (1-10):

e What made them painful?

Circle the trends (look for repeats)

Pick 3-5 traits that show up in the best clients:

e |Industry/niche:

e Company size:

e Budgetrange:

o Trigger event (why now?):

e Buying attitude (decisive vs. “shopping around”):
e Decision-maker access:

Your ICP Snapshot (write this in one sentence)

We help [specific type of company] who [urgent trigger] achieve [outcome] without
[common nightmare].

Example:
“We help B2B service business owners with 5-25 staff who want predictable inbound leads
achieve a consistent pipeline without spending their week writing proposals for time-wasters.”

Page 4 — Step 2: Intentional messaging

Your goal is to make the wrong person think: “This isn’t for me.”

The Disqualifying Message Framework

Use this structure anywhere you generate leads (LinkedIn, website, cold email, ads):

1) Call out who it’s for

2) Call out who it’s NOT for
3) Define the minimum bar
4) Offer the next step

Copy/paste examples

Website / landing page section

We work with B2B service businesses doing £[X]+ who sell [type of service] and want [outcome].
If you’re looking for “some ideas”, want to pick our brain, or you’re price-shopping, this won’t be
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a fit.
We’re best when you have a real problem, a deadline, and you’re ready to invest to fix it.

LinkedIn post opener

This is for owners of B2B service businesses who are getting enquiries... but revenue isn’t rising.
If you’re still deciding whether this is a priority “this quarter”, skip this.

Cold email opener

Quick one — do you still personally handle sales for your [type] service business?
If you’re not actively trying to grow right now, feel free to ignore this.

Your Disqualifying Lines (write 3)
e “Thisisfor..”
e “Thisis NOT for...”

o “We’reonly afitif...”

Page 5 — Step 3: Pre-call filter (stop bad leads booking)

If you use Calendly, a booking form, or even “DM me” — add a friction gate.

The 5-question pre-qualification form (copy/paste)

1. What are you trying to achieve in the next 90 days?
2. Why is this a priority now?
3. Who will make the final decision on this?
4. Whatbudget range have you allocated?
o £0-£2k/ £2k-£5k / £5k—£10k / £10k+
5. If we’re a fit, what’s your ideal start timeframe?

o Thisweek /2-4 weeks / 1-2 months / “Not sure”

The auto-disqualifier message (thank-you page or email)

If your budget is not allocated yet, or you’re “exploring options”, this call probably won’t be
useful.

If you’re ready to solve this and can make a decision quickly, you’re in the right place.
This does two things:

e Bad prospects self-select out
e (Good prospects show up more committed
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Page 6 — Step 4: Standard qualification criteria
Most owners lose hours because they treat interest like intent.

You’re going to score every prospect on 5 criteria.

The Qualification Scorecard (0-2 points each)
1) Urgency

e 0 ="“sometime this year”
e 1 ="“this quarter”
e 2 ="“this month/ deadline exists”

2) Decision-maker access

e (0 =notinvolved
e 1 =involved but not final
e 2 =final decision-maker on the call

3) Budget allocated

e 0=nobudget/“need a proposal first”
e 1 =budget possible but unclear
e 2 =budget allocated and realistic

4) Problem clarity

e 0=vague/“just want to grow”
e 1 =semi-clear problem
e 2 =clear pain + clear cost of inaction

5) Fit (ICP match)

e 0=outsideICP
e 1 =partial fit
e 2 =strongfit

Your rule

e 8-10 points: progress to next step
e 6-7 points: progress only with a paid audit / diagnostic (or disqualify)
e 0-5 points: disqualify

Write your threshold here:

I will only send proposals to prospects scoring or higher.

Page 7 — The self-disqualifying discovery call script

Your job is not to “convince”.
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Your job is to protect your time and test for intent.

Structure (20-30 mins)

e Frame the call

o Diagnose

e Qualify

o Disqualify or advance

1) Frame (30 seconds)

“Quick agenda: I’'ll ask a few questions to see if | can help. If it’s not a fit, I’ll tell you quickly.
Fair?”

2) Diagnose (5-10 mins)

o  “What’s happening right now?”
o  “What have you tried already?”
o  “What’s the impact of this on revenue / time / stress?”

3) Qualify (5 mins)

o  “Why is this a priority now?”

o  “What happens if you do nothing for 90 days?”
o  “Who besides you needs to approve this?”

e “Have you allocated budget for solving this?”

4) Disqualify (the line most owners avoid)
If low urgency:

“Gotit. This doesn’t sound like a ‘now’ problem, which means any proposal would be
guesswork. I’d rather not waste your time.”

If no decision-maker:

“I’m happy to continue, but only if the decision-maker joins the next call — otherwise we’ll
loop.”

If no budget:

“If there’s no budget allocated, this probably isn’t the right moment to engage. Want me to send
you a couple of resources instead?”

If they’re price-shopping:

“Totally fair to compare options — but we’re not the cheapest, and we’re not trying to be. If price
is the main driver, we’re not a fit.”

Page 8 — The “proposal protection” policy

Most owners train their market to waste their time by sending proposals too easily.
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Adopt one policy (choose one)

Option A: No proposal without a score

¢ “We don’t send proposals unless we’ve confirmed urgency, decision-maker, budget,
and timeframe.”

Option B: Paid diagnostic first

o “Before a proposal, we run a paid diagnostic so the plan is accurate. If you hire us, it’s
credited back.”

Option C: Proposal sent only on a decision call
o  “We’ll only send the proposal once the decision-maker is booked for a decision call.”
Pick your policy:

From today, my business will:

Page 9 — 1-page implementation checklist

ICP Snapshot written (one sentence)

Add “not for” lines to your website / LinkedIn / outbound
Add the 5-question pre-call form to your booking link
Create your qualification scorecard (0-10)

Set your proposal threshold

Use the disqualifying lines on your next 3 calls



