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ADVANCED BUSINESS DEVELOPMENT (SELLING WITH INSIGHT) DAY ONE 

The landscape of sales has changed, due to the rise of social media and the wealth of free information that is 

readily available; on the internet, customers have control.   

The challenge in sales today is that buyers are changing much faster and more significantly than ever before.  

They are consumers first, and their experiences as consumers influence their buying behaviour. It’s not 

unusual for a buyer to be a long way down their buying journey when they first contact you, and they want 

personalization, transparency and immediate fulfillment.  

After the completion of day one of this program, you will: 

• Understand your personality, as well as that of others, helps to improve your communication 

with prospects and customers and how to communicate in the most efficient way to different 

people.  

• Know how to ethically apply the six principles of influence to produce lasting change and avoid 

common influence traps, and how to create an influence map. 

• Communicate, concisely, and openly while maintaining positive customer relationships. 

• Understand Customer Opportunity Assessment and Strategy Development and the importance 

of business acumen in sales.  

• Uncover the power of your brand, mission, vision and values, real-time and online.  

ADVANCED BUSINESS DEVELOPMENT (SELLING WITH INSIGHT) DAY TWO 

After the completion of day two of this program, you will: 

• Understand successful companies thrive on their ability to keep the customers they've already 

acquired, and how to do so. 

• Know the difference between key account management and sales (KAM is the strategic 

approach taken by companies to grow its most valuable customers).   

• Know that in today’s highly competitive, business environment, pre-call planning is more critical 

than ever before. 

• Being competitive in selling today means understanding the changing world of buyers and fine-

tuning your sales approach to execute at a higher level than ever before to compete.  

• Be introduced to negotiation, how to cultivate a negotiating mindset and the negotiation 

process. 

• Know how to overcome objections using four questions quadrant, and the strategies to 

establish an agreement to proceed. 

TOOL KIT  

Much like a carpenter, plumber, painter or craftsman of any kind, you need to have the right tools to be effective 

in your profession, and that includes sales. Whether you’re involved in direct sales, are a business owner 

primarily responsible for sales, or a territory sales representative with a larger company, you need the right 

tools to be successful. The following templates will help you. 

▪ Swot Analysis  ▪ Competitor Analysis 
List  

▪ The Five Ways 
Formula  

▪ Five Ways Strategy 
Chart  

▪ 5-Ways Worksheet  ▪ Pre-Call Planning 
Worksheet  

▪ 5-Whys Guide& 
Template  

▪ 5 Whys Worksheet  

▪ Professional 
Relationship Grid 

▪ Defining Your Ideal 
Customer Profile 
(IPC) 

▪ Template sales 
proposal 

▪ Opportunity 
Assessment  
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Module 1:  Account Management 

 

Topic 1: Keeping your Customers  

 

“There is only one boss, and whether a person shines shoes for a living or heads up the biggest 
corporation in the world, the boss remains the same. It is the customer! The customer is the person 
who pays everyone’s salary and who decides whether a business is going to succeed or fail. The 
customer can fire everybody in the company from the chairman (CEO) on down, and he can do it 
only by spending his money somewhere else.  

Most people think that selling means getting new customers. That's part of the job; successful 
companies thrive on their ability to keep the customers they've already acquired. 

The reason is simple. Finding new customers is expensive and time-consuming. Many companies 
consider a "get new customers" campaign successful if more than 5% of the companies contacted 
end up buying. Sales campaigns launched at a base of existing customers often have success rates 
as high as 70%, according to research. That's why losing a good customer to the competition is 
always a bad thing: You have to work more than ten times as hard to get enough new customers to 
make up the revenue that you lost--and forget about profit. 

Reasons Customers Leave 

• 1% pass away 

• 3% move away 
• 4% loose interest 
• 5% change due to friends or family recommendations 

• 9% lured away by a competitor 
• 10% are chronic complainers 

• 68% leave because of poor attitude or indifference on the part of the service provider  

Salespeople have little control over the first four reasons why customers leave, which account for 
32% of those that depart. But salespeople and business owners have complete control over at least 
68% of the customers who leave. 

1. Do I consider myself a resource for my customers--even in areas not associated with my 
business? 

2. Do I create added value for my customers by going beyond what they expect? 
3. Do I look for ways to help my customers increase their bottom line? 
4. Take your time: Building trust does not happen overnight. It's the many little things you do 

over time that help you build lasting relationships. The follow-up calls and visits, solved 
problems, on-time deliveries and all of the times you say thank you will all add up. 
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Ways to Keep Them 

• Exceed expectations. Personalize your service. Instead of promising more than you can give, 
give more than you promise -- under-promise, over-deliver. Deliver a "wow" customer 
experience. 

• Always be available. Be there to serve customers whenever they need you to be there. The 
Internet has enabled companies to have a constant presence with their customers, “24/7”. 
Reliability and availability are vital. Make sure your customers know you are available on 
demand. Be involved in the same social media channels as your customers. 

• Customize how you serve. Find or develop solutions that fulfill your individual customers’ 
specific needs. Successful salespeople customize their business relationships with 
customers. They pride themselves on their one-on-one interactions. These salespeople value 
the differences in customer needs and respond with customized solutions. 

• Be easy to deal with. Make doing business with you easy and pleasurable. Assume the 
burden of relieving inevitable aggravations for your customers. Salespeople who exceed their 
customers’ expectations do so by creating hassle-free experiences. 

• Put the customer first. Don’t wait for opportunities to present themselves. Seek them out. 
Give customers more than they expect. 

• Resolve conflicts and solve problems. When conflicts arise, some salespeople tend to 
deny them, debate them, shift responsibility for them, place blame for them, or hold their 
breath hoping they’ll go away. Top salespeople accept ownership of the problem, 
collaborate on a solution, and take on the burden of finding a resolution regardless of fault. 

• Handle complaints. Complaints usually have some validity and can be an “early warning 
system” of conflict on the horizon. When you view complaints this way, they can become 
your ally, helping you resolve problems and minimize their impact. Complaints that go 
unattended may evolve into conflicts that could have been avoided. 

• Communicate constantly. Ask questions that result in a dialogue. The more the customer 
talks, the more you’ll learn. Continue questioning until you understand and have uncovered 
all the information required to proceed. Try to avoid jumping to conclusions with 
customers. 

• Remember nonverbal communication. When communicating with customers, observe their 
non-verbal signals. Take note of their body language, appearance, and posture. Look for 
signs of distraction. Pay attention to their facial expressions and eye contact. Listen to the 
tone of their voice as a means for understanding what they may be feeling. 
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Topic 2: Key Account Management 

 

Key account management is the strategic approach taken by companies to grow its most valuable 
customers.  These customers are strategically crucial to your business since they account for a 
substantial portion of your business and profit.  The traditional sales-customer relationship may not 
be enough any longer, yes, they require attention, effort, time and resources to grow and retain; 
however customers today are looking for a business partner, someone who understands their 
business and can add value and insight to their sales plans. 

To better understand Key Account Management below is a list of the key differences between the 
traditional sales-customer relationship and key account management. 

1. The Obvious Difference 

The rationale behind key account management is the well-researched fact that major Key 
Accounts (customers) expect more – more service, more idea generation, more 
understanding and more results for you and them. Whereas in a more traditional sales setting 
the customer and seller into a transactional based relationship where the sale is made, and 
no further relationship is entered into until another transactional sale needs to be made. 

2. Growth and Returns 

One of the strategies Key Account Managers employ is to focus their efforts with the 
customer where they know they will get a high rate of growth and therefore return for their 
business as well as the customers’ business over the long term. In a transactional sale, the 
focus is on achieving the highest price for the sale. 

3. Considering the Competition 

Key Account Managers are concerned with protecting their customers from the competition. 
As such, they build a metaphorical wall around their customer and stop the competition from 
infiltrating these walls. In a transactional sale, there will also be a consideration for the 
competition, but this is usually focused around beating the competition on price, value and 
the good or service being sold as opposed to brick walling them. 

4. Increasing Long Term Loyalty 

As you will have read by now, key account management is about the long-term relationship 
and as such key account manager’s work to improve the long-term loyalty of their customers 
by providing value to the customer. Transactional selling is short term and the focus in on 
the sale, not the long-term relationship with the customer. 

5. Identifying and Forward Planning Customer-Focused Activities 

Key Account Managers meet regularly with the customer. In some situations, the Key 
Account Management Team works on the customers’ site. The focus is on forwarding 
planning and partnering in activities that are mutually beneficial to both parties. This is not 
the focus of transactional selling, which focuses on a quick win and transaction. 
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Topic 3: The Sales Funnel 

 

Keeping Control of Your Sales Pipeline 

The metaphor of the funnel is used because people drop away at each stage of a long sales 
process. For example, many of your unqualified prospects may have existing suppliers with whom 
they're delighted. Others may have needs which other competitors are better-placed to satisfy. Still, 
others may love your products, but not have the budget to buy them. 

Why Use the Tool? 

By using the sales funnel, and by quantifying the number of prospects at each stage of the process, 
you can predict the number of prospects who will, in time, become customers. More than this, by 
looking at how these numbers change over time, you can spot problems in the sales pipeline and 
take corrective action early. 

For example, if you spot that very few mailings have taken place in a month, you might expect that 
in a few months, sales might dry up. Next month, you should make sure that more mailers than 
normal are sent out. 

Use of the Sales Funnel shows roadblocks and times of standstill, or if there are an insufficient 
number of leads at any stage. This knowledge allows you to determine where you should focus 
attention and efforts to keep sales at the desired level and to meet sales targets. 

The funnel can also point out where improvements need to be made within the sales process. This 
may be as simple as ensuring that sales representatives put enough focus on all steps of the sales 
process. 
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1. The Market Place:  Who in the market fits the customer profile you are targeting?   

2. Suspects:  In this stage, you are researching unqualified prospects and looking to confirm if 
they may have an interest in your product or service. 

3. Prospects: At this stage, you know the buyer has the allocated funds to buy and the authority 
to seal the deal.  Typically, at this stage, you have met with the buyer and understand their 
needs.  You know what they are looking for to solve their current state and you have asked 
the questions of where they want to end up by implementing the solution you are proposing. 

4. Hot Prospects: The buyer is interested in and considering your solution. 

5. Customers:  The buyer has chosen your solution and wants to move forward with the sale. 

6. Repeat Customers:  The buyer is happy with your solution and your customer support and is 
willing to continue purchasing from you. 

 

How to Use the Tool 

Classify your prospects by the status codes you've identified.  

Finally, work out the number of prospects of each status, and calculate the change since the last 
month. 

Tip: As you build up a picture of your sales funnel from month to month for several months, you'll 
start to be able to see standard conversion rates from one stage of the process to the next. 

By comparing these against the conversions other people are achieving and comparing them against 
what you think you should be able to achieve, you can start to understand where you can improve 
your sales process. More than this, you can start making changes to the way you do things and 
measuring the effects of these changes on conversion rates. 
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Topic 4: Sales Call Planning 

 

What to Know Before Every Sales Call? 

In today’s highly competitive, global business environment, pre-call planning is more critical than 
ever before. Not only do you need to be more prepared for every sales call; increasingly, customers 
expect you to arrive at the initial meeting already well versed on their company and its needs. 

So, what are the payoffs to pre-call planning? First, it will enable you to qualify sales leads, target 
prospects, and sell to them much more effectively. 

Thorough pre-call planning will also: 

o Provide you with greater self-confidence in your sales presentation 
o Allow you to come across as a more knowledgeable professional to your prospects 
o Increase your close rate 

Pre-call planning success begins with preparation. The more research you do, the more prepared 
you’ll be to address your prospects needs. Collecting the right information will help you gain valuable 
insights that, if leveraged strategically, will separate you from the competition. When collecting data, 
do so with the intent of trying to understand the prospect’s challenges. Learn what their business 
represents and how you can be a problem solver for them. With effective pre-call planning, you 
demonstrate that you have a vested interest in the customer’s success, which is the foundation to 
building a long-lasting relationship with them. 

Here are some call planning strategies and questions you can answer for yourself before every sale 
call that will help prepare you for success: 

1. Your Strategy - This is a bit of a “chicken and the egg” situation. You may need to go over and 
validate your response to these questions as you uncover more information through the 
preparation process.  

o Where is the customer in their decision-making process? 
o Where are you in your selling process? 
o What are your objectives for your call? 
o What information, support, or decisions do you need to achieve your objectives?  
o What is the prospect's current situation? Often the goals you set for the customer, 

the value you feel your products or services can offer the customer, and your action 
planning for the rest of the sales call to come out of your detailed knowledge of the 
prospect's situation.  

Tips for finding the current state:  

o Look up the company in your CRM system to see if you have worked with the 
company, or if anyone in the company has responded to any marketing offers. 

o Google, the company’s name, click on a few links to see what’s going on. 
o Have there been any “trigger events”? 
o Who else will influence the buying process? - Try to learn, in advance, who will 

influence the solution and the decision-making process to buy from you. People 
tend to link to their colleagues on LinkedIn, some of whom you can infer will be 
influential. 
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o See who the customer has in their contact links on LinkedIn, people tend to link to 
colleagues and others in their functional area. 

o Visit each buying influences LinkedIn profile, pay close attention to whether they 
are linked to any of your competitors, if they are, then that’s a red flag.  

o Get smarter on the issues - Talk to your internal subject matter experts about your 
products and how they may help your customer. 

o Brush-up on your solutions to the issues - you need to know how to bring your 
company’s capabilities together to formulate solutions to potential challenges or 
opportunities. You also need to know the limitations of your abilities so that you 
don’t promise the customer something you can’t deliver. 

2. What are your goals for this customer or prospect? Different goals for your customers will make 
for very different sales conversations. Questions you can ask yourself may include: 

o Is this the 'discovery' meeting where we get to know each other and build rapport 
while learning how I might be able to help them? 

o Am I reviewing the results from the previous year with a customer and this is the 
meeting where I 'resell' my value, so the customer stays loyal? 

o Am I trying to displace a competitor? 
o Is this a current customer where I work in one of their divisions, and I would like to 

get introductions into the other three divisions where I can also help? 
3. What is your desired next outcome? Sounds simple enough, yet the question overlooked by 

salespeople before they meet with customers or prospects. If you don't know what you want to 
get out of your meeting with them if you don't have a solid plan as to how to understand where 
they are and where they want to get to then don’t waste their time (or yours).  

Working through the form and answering these questions will help you with your pre-call plan. 

1. Is there an opportunity? 
2. Can we compete? 
3. Can we win? 
4. Is it worth winning? 
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You will find a pre-call planning worksheet in the tool kit. 
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Module 2: Selling with Insight  

 

Topic 1 – Selling with Insight Overview 

 

When the term Consultative Selling arrived in the 1970s, it was revolutionary. It marked a 
significant transition from the salesperson as the source of information and the customer as the 
recipient to one in which the customer’s needs, not the product, was the important point of the 
sale. 

Being competitive in selling today means understanding the changing world of buyers and fine-
tuning your sales approach to execute at a higher level than ever before to compete.  

Recent Changes in the Buying Process: 

Access to Information: Today’s buyers are more informed and more prepared. They perform 
extensive research, and many are deciding on solutions before engaging a salesperson or having a 
conversation. As a result, buyers show up with an arsenal of knowledge as well as the 
preconceived idea of what they believe they need. They are also able to complete more phases of 
the buying cycle on their own.  

Increased Number of Stakeholders: The desire for collaboration and buy-in, coupled with the 
increased aversion to risk has driven buyers to include more stakeholders into the buying process.  

Ambiguity:  The access to information has multiplied, and the level of ambiguity in business has 
increased, making it hard to determine what long-term strategies and short-term tactics will be 
most effective in reaching business goals. Uncertainty tends to create the mindset of preserving 
the status quo, and this rarely is an effective way of increasing revenue, saving on cost, or 
managing risk. 

Decreasing Loyalty:  

There has been a divergence between customer satisfaction and customer loyalty. In the past, all a 
salesperson had to do was check-in with a customer, and if the customer said they were satisfied, 
it meant they would pick them over their competitors.  Now, a customer may say that they are 
delighted and still switch to a competitor.  

 

Sellers must remember that they offer their unique critical skills, and buyers still seek trust, 
authenticity, and clarity to help them create value from their resources. Sellers can differentiate 
themselves by delivering on these needs. 
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Topic 2:  Consultative Selling with Insight  

 

2.1 Consultative Selling and Needs-Based Selling 

There are four primary qualities of a consultative/needs-based salesperson: 

• They ask more questions 

• They provide customized vs. generic solutions 

• Their calls are more interactive 

• They provide insights to their prospects and customers 

Consultative selling is all about the discussion between the salesperson and the customer. In 
Consultative Selling and Needs-Based Selling, the salesperson learns about customer needs before 
talking product. 

Product knowledge is transformed into a tailored solution when it’s delivered and positioned based on 
the customer’s needs and language. The ability to effectively engage in a sales dialogue is a skill 
developed through consistent practice. 

2.2 Putting the Insight into Consultative Selling: 

To help differentiate your company from the competition and to open a customer’s mind to new ideas, 
or to shift the way they think about their challenge or opportunity, salespeople need a compelling insight 
about a customer’s issue that is important to them, fits the salespersons capabilities, and is personalized 
to the customer’s world.  

There are two types of insight selling: opportunity insight and interaction insight. 

1. Opportunity Insight: Focuses on introducing a particular idea that is geared to lead to a sale. To do 
this, sellers must bring up the idea proactively. Opportunity insight also creates customer loyalty. 
Educating customers not only shares the seller’s expertise, but also demonstrates the seller’s 
willingness to collaborate with the customer, and that’s the second type of insight selling.  

2. Interaction Insight: Provides value in the form of sparking ideas, inspiring “AHA!” moments, and 
shaping strategies based on interactions between the seller and customer. You’re not just there to 
sell them something; you’re there to shape ideas and inspire changes that could benefit their 
business. Much as a trusted colleague might help you come up with your ideas, so does the savvy 
seller who practices interaction insight.  

Opportunity insight and Interaction insight work together to build customer loyalty and earn repeat sales. 
Whether presenting the customer with a new opportunity or merely collaborating with them, insight 
sellers drive change with ideas that matter. 

 

2.3 Redefine the Buyers Reality 

Insight sellers can create and inspire “aha” moments by educating the buyer with a new idea or 
perspective, thereby helping improve their decision making. 

When a seller is working with a buyer in the “define vision” phase, you can see how the seller can educate 
with new ideas, advocate for a course of action, question the status quo and collaborate to create value 
and inspire “AHA” moments. 
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It is less obvious to do the same in the “execute purchase” phase of the buying cycle, which makes the 
salespeople who do add value stand out so much more as a trusted advisor. 

 

Eight Ways Selling is Changing Overall: 

1. Prospecting will completely change:  The outreach methods have altered the communication media 
(i.e., e-mail, LinkedIn). 

2. Researching buyers and markets are changing completely:  LinkedIn has changed the game, and 
few salespeople are taking full advantage of the technology.  The digital footprint your buyers leave 
online; in everything they do is something to leverage and not ignore. 

3. Pipeline management is changing: Back to the digital footprint.  We know who is interested in what, 
who interacts with us online, who has open proposals and when.  

4. Opportunity management is more customer-and-value centric:  Sellers using old seller focused 
opportunity management methods are not winning like they once did. 

5. Sellers must learn how to interact with Procurement.  Procurement has grown substantially 
changing how salespeople interface with buyers.  If you are out of the loop as to how to interact with 
procurement you are at a significant disadvantage. 

6. Salespeople will become more specialized and more professional. Salespeople are already 
beginning to specialize in the industry because specialized expertise is needed, and regarding 
channel, because selling on the phone, by video conference, and in-person require different skill sets. 

7. The sales process will become more measurable and more nebulous. Insights continue to emerge 
from the measurements of these activities (especially marketing); the process of selling is being 
forced to become more adaptive to the way individuals and individual companies buy.  In other words, 
sales will remain an art, but be measured more scientifically. 

8. Sales management will become a separate discipline, like professional coaching. In the past, 
promoting top salespeople into sales management positions has been the norm. But, with selling 
becoming both more specialized and more measurable, it becomes clear that managing salespeople 
do not resemble selling any more than, say, coaching Olympic athletes is the same thing as being an 
Olympic contender. 

All these changes require better selling skills and stronger executive functioning skills. 

 

2.4 Connecting the Dots 

Connect – Insight sellers don’t only connect with people they connect the dots between the buyers' needs 
and their solutions. 

1. Fundamentally, sellers need to shift from diagnosing needs to demonstrating an understanding of 
requirements. Today, diagnosing needs isn’t nearly as important as merely showing an understanding 
of needs. 

2. Another needed change is a shift away from the prevalent use of the words “problem” and “pain.” 
These are the two most common terms associated with discovering customer needs. When you are 
selling with the insight you don’t just focus on the negative, you focus on the positive things as well, 
such as goals, aspirations, and possibilities achievable by the customer, even if the customer doesn’t 
know it yet. Along with having much more productive sales conversations, focusing on the positive 
opens the door to a significant opportunity to increase sales. 

3. While a solution sales approach used to be enough to win the sale, it’s now only the price of entry. 
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Connecting is about uncovering your customers’ unrecognized needs (Educate customers with new 
ideas and perspectives, customers want salespeople who bring value to the table, so expand customers’ 
horizons and give them ideas that can change their thinking). 

Insight selling hinges on the concept of cognitive reframing. Cognitive reframing refers to creating 
alternative ways of viewing ideas, events, situations, possibilities for action, or anything.  

Using the customer, you created your pre-call plan for, start thinking about asking the following 
questions to help bring insight selling alive in your meeting: 

1. Why? “Why is that your strategy?” “Why do you say that?” “Why do A versus B?”  
a. By asking why you are asking customers to justify something, sometimes, when 

customers respond to the “why” question, they give insight to themselves. But even if 
they don’t, that’s an opportunity for you to help.  

2. How? How do you see this all panning out? How do you think you need to proceed so this becomes 
a part of the culture? How might you avoid the typical challenges like X, or Y, or Z that commonly 
crop up?  

a. How questions get people thinking about their current reality, i.e. how do you know that?  

Customers often give “facts” without foundation. Or, they may provide facts with a foundation that 
once was true but isn’t anymore. By asking for the reasoning behind a statement, you can help the 
customer question the fundamental basis for their assumptions 

3. What have you tried that hasn’t worked?  
a. This question will help you understand their thinking and will help you see the gaps 

between what they know won’t work, and what you know will. 
b. What will the impact be if you did this? Answers here can show:  
c. They see the effects and why it’s essential (good!) 

d. Their perception of the impact grows as they think it out (excellent!) 

e. They view the impact as too small for action (you can show them it’s bigger!) 

f. They don’t know (you can help them figure it out!)  

4. What will happen if you don’t act?  
a. Asking this question gets customers thinking of the negative consequences of inaction. 

They may work it out themselves (“We’ll bleed cash! Turnover will be unsustainably 
high!") and their perception changes. Perhaps they need your guidance to see the 
negative consequences of inaction. Either way … insight.  

 

5. What do you think is missing? 
a. This is the question that often gets a response of, “Good question!” Or, people get up on 

their soapboxes decrying what “should be” but isn’t. Openings for insight all around.  
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2.5 Inspiring Action & Building Confidence  

While a few do insight selling naturally, many will struggle. Sellers might know with great certainty that 
when buyers buy, they’ll be better off as a result, but they can’t get the buyers to believe it too.   

2.5.1 How to Tell A Convincing Story?  

The six key components of the convincing story are:  

1. Build rapport and establish credibility by demonstrating keen insight into the 
customer’s world. This can be an overview of industry trends that are influencing 
everything; technology changes that change the game, or a summary of any context 
that is relevant to them. Once you show you know what you’re talking about, you’ll get 
their attention and build curiosity in hearing the rest of what you have to say.  

2. Establish the Current State and Why It’s Not Good Enough. The heart of every action 
and change—and a key component of opportunity insight—is the buyer’s desire to be 
in a different, new place. The current state can be almost any set of issues: lack of 
results, slipping market share, ideas whose time have passed, anything that creates 
problems in the customer's sales process. Establish the current state and why it’s not 
good enough. Then identify the perfect future state or new reality. You can then go 
back and forth between the current state and the possible new reality, establishing a 
rational gap (you’re here, but you could be there). 

3. Establish the Future State or the New Reality. People have a natural tendency to drive 
forward. But if they don’t know where they’re headed, any road will get them there. 
Your ability to establish the destination—to help them imagine some specific 
aspiration—is critical. These are how messages. Nobody cares about the “how” until 
they feel the depths of the why. Getting to a New Reality is the “why.” Why is a powerful 
force!  

4. Breakthrough – Introduce Hope by showing them a different path. A path they do not 
know about that others have taken to move out of their current position. Show them 
how you can guide them around the many pitfalls that can get in the way. This 
establishes you not only as differentiated but also as a straight shooter who’s on the 
buyer’s side. Do so, and buyers will start to believe you and trust in you and the solution 
that much more. 

5. Results – Communicate Results, Create Feelings. Many salespeople know how to tell 
a return on investment story, but few do everything they should communicate the full 
power of the impact. You still need to tell the ROI story— and you probably did so in 
general terms when you established the possible New Reality—but now you must 
make it real by showing real, specific results. 

6. Action through Collaboration. Build the next steps in collaboration with the buyer. 
Customers appreciate when you collaborate with them, and they are much more likely 
to buy and to buy from you.  
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2.6 Collaboration 

Collaborate with your buyers throughout the selling process. Not only will you get on their priority lists 
and shape their agendas for action, but the likelihood they’ll take that action with you is also sure to 
increase. 

Here are some steps to engage buyers through collaboration:  

 

• Prepare buyers to collaborate: Set a meeting that opens the door for collaboration. For 
example, you can set the meeting with the stated premise of sharing some ideas you think may 
be worthwhile to a buyer, but the ideas aren’t finished, and you need their help to think them 
through. This opens the door for their involvement in the process.  

• Wonder with the buyer: When sellers create their opportunities, they often err on the side of 
over-pitching. The seller pitches, hoping to inspire the buyer. The buyer sits there disengaged, 
even when the ROI seems huge.  

• Ask incisive questions: If you created the opportunity and asked for the meeting, it’s up to you 
to set the table, set the tone, and define the platform and agenda for the discussion with 
advocacy.  

• Shape the path forward together: Most of us don’t only sell one offering. Many sellers have 
flexibility in the service or product package, delivery, and the overall solution they eventually 
craft. When the buyer has a hand in shaping the solution, they feel a sense of pride in ownership, 
and their commitment to seeing it come alive grows. 

• Give the buyer ownership of the idea: Take, for example, the last point. The buyer might say, 
“The best thing to do is this…” You might already know that, but don’t say, “Yes, I’ve been 
thinking that for much of the meeting.” Do this, and you snatch the idea away from them and 
claim it as your own.  

 

Insight Selling – Bringing all elements together 
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Module 3: Negotiation  

 

Topic 1:  Introduction to Negotiation 

 

Negotiation is a process of two or more parties trying to reach a mutually agreeable decision.  Typically 
negotiating parties show up with different desired preferences and outcomes.  Negotiations tend to fall 
into one of two categories, each with different characteristics.  In a ‘distributive negotiation’ (Zero Sum 
Gain), the objective is to win as much as possible for yourself, while at the same time limiting the 
concessions and compromises given to the other party.  

In an ‘Integrative Negotiation’ (Principled Negotiation), typically both sides are negotiating in good faith 
to create an outcome resulting in as much value as possible for both parties. (Also known as a Win-Win 
Negotiation). In business, the goal is to create a long-term, mutually beneficial relationship with our 
customers, which is the classic Win-Win scenario. 

In his book ‘Unlocking Yes,’ Patrick Tinney establishes a firm link between Consultative Selling principles 
and Negotiation.  He points out that customers are always looking for creative ideas & solutions, and to 
find suppliers in whom they can trust, while sellers are always looking to gain access to power (ultimate 
decision-makers) and to secure regular repeat business, all of which are characteristics of consultative 
selling. 

While the guiding principles of negotiation are relatively simple, business to business (b2b) negotiations 
can be quite complicated when you take into account, the number of stakeholders that can be involved 
with competing and often conflicting agendas. 

We will focus on ‘Integrative Negotiation,’ and you will discover tools and processes to support the 
holding of productive negotiations. 
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Exercise: Your Last Disruptive Negotiation  

 

Negotiations fall into one of two categories:  

1. Disruptive Negotiation (Zero Sum Gain) where the goal is to win as much as possible for 
yourself while at the same time limiting concessions to the other party. 

2. Principled Negotiation where both sides are negotiating to create a result that benefits both 
parties. 

What were you negotiating? 

 

 

 

 

 

 

Why do you believe that this was a Distributive Negotiation? 

 

 

 

 

 

 

What was the outcome? 
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Topic 2: Cultivating a Negotiation Mindset 

It is essential when entering any negotiation that you do so with the right mindset.  Your intent during any 
business negotiation is to negotiate a deal that is a Win / Win, resulting in a Win for the customer and a 
win for your organization.  In doing so, you will create the ability to develop long-term mutually beneficial 
outcomes, and that must be your aim in a business to business negotiation. 

If the customer senses that you are genuinely trying to help them, during the negotiation, generally they 
will respond positively to that, conversely, if a customer feels that your intentions are self-serving, they 
will likely react in an entirely different way, which is unlikely to deliver a Win-Win outcome.  So, negotiate 
with genuine intentions.  

Attempt to Understand the Perspectives of Others 

In a formal negotiation, it’s critical to understand the perspective of others: 

Where are they coming from?, What are their motivations?, Why could they possibly want a specific 
outcome? And What knowledge do they have of the situation? 

Many people falsely assume that the other party has the same (or better) knowledge of the situation as 
them. In many cases, the other party may not have the same background knowledge as you. They may 
have limited information (or worse: misinformation) about the situation. 

To ultimately move a negotiation forward, in a direction that you want, you must understand the other 
party’s perspective. Doing so will help you uncover why they are pushing for a specific outcome, and will 
also, hopefully, help you avoid an impasse. 

Ask the Right Questions to Guide Negotiations 

In a negotiation, you should focus on asking open-ended questions; it allows the other party to talk more 
(which can give you more information about their perspective, motivations, pain points, etc.); and it helps 
you move the conversation forward in the direction you want. 

By letting the other party speak more often, you can still direct the conversation while allowing them to 
solve the problem on their own. 

Use Silence to Your Advantage 

One of the most common negotiation tactics is letting the other person talk and getting comfortable in 
silence.  People are naturally uncomfortable with silence during a conversation. In a teaching 
environment, this is effective for getting students to ask additional questions or offer another point. In a 
negotiation, it allows the other party to move first. At first, it may feel very awkward but try to count 10 
seconds in your head to allow the other party to respond. People will feel like they need to break the 
silence and will respond. They will almost always start to try to justify their position or, better yet, 
compromise with you. 

Understand When to Accept a Beneficial Outcome 

Most negotiations end with a compromise between positions. Academics call this the Zone of Possible 
Agreement (ZOPA) – the range between two parties’ positions in which a beneficial agreement can occur.  
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Topic 3:  Characteristics of Negotiation Success 

Here are the top characteristics of Negotiation Success. 

1. Preparation  

2. Emotional Intelligence and Empathy 

3. Subject Matter Expertise 

4. Problem Solving & Critical Thinking  

5. Active Listening Skills 

6. Verbal Communication Skills 

7. Integrity 

8. Patience and Persistence  

9. Ability to Persuade Others 

10. Confidence and Competence  

11. Self-Awareness and Self Control 

(Adapted from Situational Communication’s – 10 Winning Characteristics of Effective Win/Win 
Negotiators) 
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Topic 4:  The Negotiation Process 

Five Stages of Negotiation  

1. Preparation and Planning (Before the Meeting) 
2. Present Proposal and Business Case (During) 
3. Disagreement and Compromise (During) 
4. Agreement (During) 
5. Post Meeting – Documentation (Post Meeting) 

Step One: Preparation + Planning 

When preparing for a negotiation, you must determine: 

▪ Have We Been Selected?  A question that you need to know the answer to before you enter into 
any negotiation, because entering into a negotiation before you are chosen is premature, and you 
will want to remind your customer of this.   

▪ Who Will Attend?  Decide who from your organization will attend the negotiation and assign roles 
for those who attend.   (i.e., Meeting recorder, presenter, a negotiator who may change for specific 
points, for example, technical aspects vs. commercial aspects).  It’s also essential to decide on 
the format and style of the presentation. 

▪ Meeting Agenda: Next prepare a ‘proposed agenda’ for the meeting which clearly outlines your 
objectives for the meeting, along with all of the agenda items that you would like to cover, this will 
typically include:  

- Introductions / Review of Agenda 
- Present Formal Business Case for your solution including financials if available 
- Proposed Action Plan (next steps) 
- Customer Questions & Answers 
- Any Other Business 

▪ Your BATNA: Identify the ‘Best Alternative To a Negotiated Agreement.’ Knowing your BATNA 
means that you know beforehand your next steps to required and what is at stake to both parties 
if an agreement cant bet reached. 

▪ Interests: Anticipate ‘customer negotiation points’ and develop strategies for how to deal with 
them and determine who will address them.  Also, identify ‘your positions’ and who will defend 
them.  Create a plan for identifying the real Interests of the Customer (as opposed to focusing on 
positions). 

▪ Sales Positions: Set your sales positions by identifying ahead of time where you plan to start 
the negotiation with your: 

- Opening Position (high),  
- Target (middle) and  
- Bottom Line or Walk-Away (low).  

▪ Leverage Points: Use your knowledge of the account, your competition, the value of the solution 
that you are offering to determine points of leverage in the negotiation.  For example, if a customer 
is willing to commit to a more significant order, this is an ideal leverage point that buyers will use 
to negotiate a better price based on a higher volume.  Timing is an essential point of leverage that 
the salesperson needs to consider, the person who has the time in negotiation has the power. 

▪ Concessions and Comprise Points: Plan your trading concessions, assign a value to them and 
plan at which point in the negotiation you will use them and what you want in return, also plan 
your compromise points, assign a value to them and plan when to use them – Quid Pro Quo 
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▪ Critical Issues: Identify items or elements of the negotiation that are not negotiable; these are 
show-stoppers for your organization.  Recognize early if these are show-stoppers for the 
customer because if they are then potentially, no deal will be made. 

 

Step Two – Present Proposal (See the template in the Toolkit) 

 

Typical Proposal Plan Layout 

1. Executive summary 

Explain what problem you want to help your customer solve.  

Provide a precise summary of your solution and the key deliverables included in your proposal.  

Also include: project timelines, pricing, other relevant information for decision-makers 

2. Company description 

Describe your company in two to three sentences. 

3. Team members 

Introduce the members of your team who will be supporting your customer. 

4. Background 

Describe in detail the customers' current situation, future goals and objectives and the challenges 
they are facing. 

5. Proposed solution  

How will your solution solve their challenge? Explain the scope of the proposed project. 

Explain the deliverable and the execution of the project. 

6. Expected Benefits 

• What is the financial justification 

• What is the return on investment 

• What is the cost of them doing nothing 

7. Timeline 

Propose a step-by-step action plan to explain how and when your solution or product will be 
delivered to the customer. 
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Step Three – Negotiation Begins 

Negotiation typically begins after the formal proposal.  One party, usually the customer will try and 
negotiate on one or more of the terms in the proposal. 

Skilled negotiators never focus on issues when negotiating. Instead, they seek to uncover the interest 
behind the issue; this is a far more effective way to negotiate because they can quickly identify the 
underlying interest and address this, instead of the position. 

During this phase of the negotiation, skilled negotiators pay close attention to their pre-planning notes, 
particularly on their concession and compromise points, their leverage points, the critical issues, their 
sales positions as well as their BATNA. 

Step Four – Agreement 

As the disagreement and compromise phase of the negotiation draws to a close, it will become apparent 
whether an agreement is likely to be reached.  ‘Stalled negotiations’ can often be moved forward again 
using a well-timed trading concession.  Use these sparingly and never give concessions without asking 
for a one in return. 

Upon reaching an agreement, it’s essential for you to provide a detailed summary of all the points of the 
negotiation and to ask the customer to confirm the accuracy of your summary.  

Step Five – Post Meeting Documentation 

As soon as is reasonably practicable, but certainly within 24 hours of the meeting (while it’s still fresh in 
your mind) it’s imperative for you to send a follow up email to the customer that includes the following 
elements: 

• A note, thanking them for their time 
• A summary of the discussion with all of the points agreed to, highlighted 

• Proposed next steps and S.M.A.R.T assigned actions from the meeting 
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If appropriate, it may be required for you to send an amended proposal with any changes agreed to, along 
with a contract for the customer to sign. 

 

Exercise: Negotiation 

Consider a Negotiation that you are working on now or an opportunity that might result in a negotiation.  
Capture your thoughts on how you might plan for that negotiation below. 

Have we been selected:  

 

 

 

 

 

 

 

Who will Attend:  

 

 

 

 

 

 

Meeting Agenda:  

 

 

 

 

 

 



 

28 
 

How to Present the Value of Your Business Case:  

 

 

 

 

 

 

Your BATNA  

 

 

 

 

 

 

Sales Positions:  

Opening Position 

 

 

 

Target Position 

 

 

 

Bottom Line / Walk Away 
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Leverage Points:  

 

 

 

Concessions and Comprise Points:  

 

 

 

Critical Issues:  

 

 

 

  



 

30 
 

Module 4: Securing the Engagement 

Topic 1: Overcoming Objections 

Objection handling is when a prospect presents a concern about the product/service a salesperson is 
selling, and the salesperson responds in a way that alleviates those concerns and allows the deal to move 
forward. Objections are generally around the price, product fit, competitors, and good old-fashioned 
brush off. 

Nothing is more dangerous to a deal than letting sales objections go unaddressed until the final stages. 
The longer the buyer holds an opinion, the stronger that opinion usually is -- and the harder you’ll have to 
fight to combat it. 

Welcome objections rather than avoiding them. You can proactively identify them as well by periodically 
asking questions like: 

• "Do you have any concerns around X?" 

• "Are there any obstacles that would stop you from buying?" 

• "How confident do you feel you’d see success from [product]? Why?" 

• "You seem a little worried about X. What are your thoughts?" 

Here are some common objections and suggestions on how to handle them. 

Sales Objections About Price and Budget 

1. “It’s too expensive.” 

Price objections are the most common type of objection voiced by prospects who have every 
intention of buying.  Remember as soon as you are focusing on price as a selling point; you reduce 
yourself to a transactional intermediary. Instead, circle back to the product’s value. 

2. “There’s no money.” 

It could be that your prospect’s business isn’t big enough or generating enough cash right now to 
afford a product like yours. Track their growth and see how you can help your prospect get to a place 
where your offering would fit into their business. 

3. “We don’t have any budget left this year.” 

A variation of the “no money” objection, what your prospect’s telling you here is that they’re having 
cash flow issues. But if there’s a pressing problem, it needs to get solved eventually. Either help your 
prospect secure budget from executives to buy now or arrange up to a follow-up call for when they 
expect funding to return. 

4. "We need to use that budget somewhere else." 

Prospects sometimes try to earmark resources for other uses. It's your job to make your 
product/service a priority that deserves budget allocation now. Share case studies of similar 
companies that have saved money, increased efficiency, or had a massive ROI with you. 

5. “I don’t want to get stuck in a contract.” 

A prospect with a genuine need and interest who balks at time-based contract terms is generally 
hesitant for cash flow reasons. Luckily for you, there are workarounds -- find out if you can offer 
month-by-month or quarter-by-quarter payment instead of asking for a year or more commitment 
upfront. 
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Sales Objections About the Competition 

1. “We’re already working with [Vendor X].” 

A prospect who’s working with a competitor is a blessing in disguise. They’ve already recognized a 
need and identified a solution, so much of the education you’d otherwise be responsible for has 
already been done. You can spend your time doing the one thing you’d have to hold off on with a 
prospect who hasn’t recognized their pain yet -- talk about your product. 

Just because a prospect is working with a competitor doesn’t mean they’re happy with them. Probe 
into the relationship: Why did they choose this service? What’s working well? What’s not? Pay 
particular attention to complaints that could be solved with your product. 

2. “I’m locked into a contract with a competitor.” 

Perhaps the most fundamental competitor-related objection to handle, this phrase is worded in a 
way that broadcasts your prospect’s feeling of being trapped. See if you can come up with a creative 
discount to offset the cost of breaking a contract early or demonstrate ROI that will make up for the 
sunk cost. 

Of course, your prospect could have chosen an overly negative turn of phrase. Ask them directly how 
the relationship is going to determine whether they’re happy or are keen for a vendor switch. 

3. “I can get a cheaper version of your product somewhere else.” 

Find out what you’re dealing with here. Are you in a competitive situation, and the prospect is playing 
you against a competitor to drive up discounts? Or is your prospect under the impression that a 
similar, cheaper product can do everything they need? 

If it’s the former, layout your deepest discount and emphasize the features that make your product 
superior. Walk away if they ask you to go lower. In the second scenario, take advantage of the 
comparison. What are the points of differentiation that provide your prospect with the most value? 
Play them up and emphasize overall worth, not cost. 

4. “I’m happy with [Competitor X].” 

What if your prospect is happy? The same strategy still applies -- find out why they believe their 
relationship with your competitor is beneficial and identify weak spots where your product could do 
better. 

5. “Competitor X says [false statement about your product].” 

According to the creator of Your Sales MBA® Jeff Hoffman, salespeople should respond with, 
“That’s not true,” then pause. 

Hoffman says 90% of the time this reply will satisfy the buyer and they’ll move on. You’ll seem 
confident and collected, whereas your competitor will seem desperate and insecure. 

Sales Objections About Authority or Ability to Buy 

1. “I’m not authorized to sign off on this purchase.” - No problem. Ask your prospect for the name of 
the right person to speak to, and then redirect your call to them. 

2. “I can’t sell this internally.” - Well, your prospect might not be able to, but you can. After all, you sell 
your product every day. Ask your prospect what objections they anticipate and help them prepare 
the business case for adopting your product. Check with Marketing to see if there’s any collateral 
you can leverage on your prospect’s behalf. 

http://www.mjhoffman.com/
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3. "We're being downsized/bought out." 

This happens rarely, but when it does, there's usually nothing you can do. If there's no more company, 
there's no more deal. Wrap the relationship professionally so when your prospect finds a new gig, 
they'll be more likely to restart the conversation from a new company. 

4. “There’s too much going on right now.” 

Ask your prospect to define their competing priorities for you. If they can’t, it’s likely a brush-off, and 
you should press them on precisely why they don’t want to engage with you. 

If they can provide concrete answers, don’t sweat it. Set a meeting time for a follow up and send over 
helpful resources in the meantime to stay on your prospect’s radar. 

5. “I’m part of a buying group.” 

Buying groups enable independent companies to team up and make joint purchases from vendors -
- usually getting a far better price than they’d be able to secure on their own. 

Respond to this objection by delving into the details of their membership. Are there limits on who 
they can buy from? What price are they currently getting? Which companies belong to their buying 
coalition? 

When you’ve learned more, you can decide whether it makes economic sense for this prospect to 
work with you -- and if there’s an opportunity to become one of their buying group’s vendors. 

6. “I’ve never heard of your company.” 

Treat this objection as a request for information. Don’t give an elevator pitch but provide a rapid 
summary of your value proposition. 

7. “We're doing great in X area.” 

If you hear this objection, do a little more qualification. What are your prospect’s goals? How much 
progress has been made? 

8. “X problem isn’t important right now.” 

Sometimes, a simple “Oh?” will be enough for your prospect to start talking. Listen carefully for real 
reasons the need has low priority versus platitudes. Keep in mind that excuses can be a sign that 
your prospect understands they have a problem and is trying to rationalize their inaction. Capitalize 
on this and instill a sense of urgency. 

9. “I don’t see what your product could do for me.” 

Another request for information packaged as an objection, reconfirm the goals or challenges you’ve 
discussed and explained how your product could solve specific problems. 

10. “I’ve heard complaints about you from [company].” 

Word-of-mouth reviews are influential, which can be both a blessing and a curse. Rather than 
immediately defending your solution, business, or brand -- which will only validate the criticism -- say 
something along the lines of, “Thanks for sharing that feedback with me. I’ll pass it along to 
[relevant department].” 
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11. “You don’t understand my challenges. I need help with Y, not X.” 

It’s crucial to make your prospect feel heard. Restate your impression of the situation, then align with 
your prospect’s take and move forward from there. A lot of misunderstandings and hard feelings can 
be resolved by merely rephrasing your prospect’s words. 

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

Try suggesting an additional product that can be used in conjunction with yours. But if that specific 
need is a must-have and your product can’t solve it, your prospect might not be a good fit. Time to 
disqualify and move along to a better fit opportunity. 

13. “We’re happy the way things are.” 

Maybe everything really is going swimmingly. But more likely, your prospect is having some sort of 
challenge (after all, who isn’t?). Do some light qualification to determine if they’re facing any 
problems you can solve, then move forward or disqualify based on their answers. 

14. “I don’t see the potential for ROI.” 

This is a sign that you’ll have to prepare a formal pitch for either your contact or her managers, either 
using internal numbers provided by your prospect or customer case studies. Nothing sells quite like 
hard numbers. 

Sales Objections that Are Actually Brush-Offs 

1. “*Click.*.” 

If your prospect hangs up on you, don’t sweat it -- it happens to everyone eventually. Try reaching out 
to a different person at the company using a different approach. 

2. “I’m busy right now.” 

Of course, your prospect is busy -- almost every professional these days is. Just explain that you’re 
not looking to give a full-blown conversation, just have a quick chat about whether or not a longer 
discussion about your product would be a good fit at their organization. 

3. “I’m not interested.” 

During a prospecting call, it’s far too early for a prospect to be able to definitively say they are or 
aren’t interested in your product. Offer to send over some resources and schedule a follow-up call. 

4. “Just send me some information.” 

This is an excellent opportunity to segue into some qualification. Say, “I’d be happy to send you 
some materials, but I want to make sure that they’re relevant to you. What are you interested in 
learning about?” 

5. “Call me back next quarter.” 
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Exercise:  Obstacles and Objections 

 

What are the common obstacles and objections you face during calls? 

 

 

 

 

 

 

 

 

 

 

1.  At your table, as a group, identify your most common objections you face 

2.  Note on the flip chart 

3.  Allocate 3 objections to each table 

4.  Turn the objection into a question 

5.  Answer the questions by developing a statement that will overcome the objection 

6.  Create an FAQ to be a quick reference for future use. 

7.   Present                               
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Topic 2: Living Above the Line  

 

 

 

Living Above the Line is a powerful concept in every aspect of life personal or career, as an employee or 
a homemaker. The idea about the way we think and behave called ‘Above and Below’ the line is used in 
organizations and in our personal experiences to work through conflict, help to embed values into the 
way people interact with each other and as a coaching tool. Let’s be real, we all live Below the Line at 
some point, the trick is to limit this to 20%, and then move Above the Line 80% of the time. 

When you are living above the line you take Ownership; you hold yourself Accountable for your actions 
or inaction and Responsible for your circumstance. 

Living Below the Line is a VICTIM mentality. Victims Blame other people and other situations for the 
results in their life. They have an Excuse for every problem; they feel that every problem in their life is 
caused by someone else; their spouse, their boss, their friend and on it goes. They live in Denial and 
focus on the “why” something happened rather than “what” can be done to move forward. You could 
say victims make their BED and wallow in it! 

Below the Line, behaviour is known as the blame game. The game you play when you say or do the 
following: 

• I'll wait and see what happens 

• I better cover my tail 
• Ignore or deny there is an issue 
• It's not my job 

• I'll point the finger 

We all slip below the line at times; nothing is your fault -you don't have to be accountable if you're 
confused, or ignore, or wait it out hoping it will get better. It's a sure way to pass the buck.  
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However, if you don't step up and take accountability, responsibility, you will continue to play the victim 
role forever.  Resist the urge to respond as soon as you hear the objection begin.  If you have not 
listened to the entire objection you may be making assumptions about it, remember to use verbal 
confirmations to show the buyer you are truly listening.  Work at ignoring those negative emotions you 
may be feeling and stay focused on what the buyer is saying while maintaining a calm exterior (body 
language).    

Understand the Objection Completely - You will find that objections are not the true 
objection, rather they are hiding an underlying issue or issues that the buyer can't or 
isn't ready to articulate. It's your job to find the need behind the need, ask permission 
to understand and explore the issue 

To do this, you must ask permission from the buyer to understand and explore the 
issue. Once explored, restate the concern as you understand it. Sometimes when 
you reiterate the objection, the buyer sees the problem more fully, and you get closer 

to the true source of the objection as a result. Even after the buyer confirms you understand perfectly, 
ask "What else?" and "Why" questions for clarification. Often it is the answer to that last "What else?" that 
contains the biggest barrier to moving the sale forward. 

Respond Properly 

After you're confident, you've uncovered all objections, address the most important 
objection first.  

Don't wing it, buyers can sense that, and it creates distrust. Long-winded responses 
can seem insincere, so keep your responses clear and to the point. 

 

Confirm You've Satisfied the Objection 

Ensure that you have a total understanding of their concerns, and what it will take 
to satisfy them.  Just because they nodded during your response doesn't mean they 
agreed with everything you said.  

 

Just Do It 

Ask if the buyer is happy with your solution and explain your solution further if 
necessary. Some objections require a process to overcome, not just a quick 
answer. 

If the customer isn't ready, don't try to force a commitment. At this stage, they know 
that you have listened and have offered solutions 

 

How do you help someone to move above the line? You begin by a simple, yet focused, non-threatening 
questions:  

1. What is the issue? What is broken?  

1. “Why aren’t you making progress (or improvement) you want to make on this issue?”   

2. “Why aren’t you achieving the benefits (or growth) you want to achieve in this situation?”  
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2. Take the time to listen to their perceived stumbling blocks, barriers, and inhibitions. What 
created the issue?  What broke it? Continue to encourage them to share their concerns with you 
by asking:  

1. “What else is getting in the way of making an improvement or achieving growth?”  

3. Once they have clearly articulated their situation ask one what will it look like when it is fixed?  
What will solve it?  Ask one of the following questions:  

1. “Which of these obstacles do you most need to overcome, and why?”  

2. “What will happen if you don’t try to address and resolve these obstacles?” or  

3. “If your life depended on it, what else could you do to address at least one of these 
obstacles?” 

4. What will it take to fix? 

 

Exercise:  Obstacles to Opportunity 

 

• Select one of the objections from the previous exercise 
• Choose a partner 
• Practice overcoming the opposition using the Above and Below the Line four question model. 
• Switch 
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Topic 3: Customer Partner On-Boarding – That drives Clarity, Alignment and Loyalty 

Turning a Suspect into a Trusted Strategic Partner 

A Customer Loyalty Ladder is a systematic way of classifying customers of an organization into five 
different categories depending upon the business level engagement of customers with the organization. 
Customer loyalty ladder helps customers to identify potential customers who can remain engaged with 
their business for a long time and become loyal to their brand 

The five different categories under Customer Loyalty Ladder are: 

 

1. Suspects: They are the potential customers for an organization. They may be aware of the 
promotional campaigns of the organization but are currently doing no business with that 
organization. 

2. Prospects: They are the ones who have been impressed with the organization’s promotions 
and are in serious consideration of buying products of the organization. The organization 
must treat them cordially and solve all their doubts. 

3. Customers: They have bought products of the organization for the first time and are 
currently using them. They are doing business repetitively with the organization and are 
willing to foster engagement in the future.  

4. Loyal Champion/Advocates: They are not only doing repetitive business with an 
organization but are also recommending the organization to their acquaintances. They are 
the most valuable players, and the organization must treat them royally with the highest 
priority. 

5. Trusted Strategic Partner: They are a partner who brings substantial depth and skills so that 
they can facilitate change so that they can get good results from their knowledge of the 
business so that they can get great energy and participation from their partners. 
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Topic 4: Strategies to Establish Agreement to Proceed 

Spotting buying signals 

The best time to ask for the business will vary depending on the type of person you are dealing with and 
how the sales appointment has progressed. Many buying signals are apparent, e.g., the customer 
repeatedly nodding in agreement or a positive tone to their questions. However, some buying signals 
may be less easy to spot and are often hidden amongst objections. 

It is therefore essential to be enthusiastic about forming a relationship with the customer, but not to get 
too excited and appear desperate. The customer may not be quite ready to buy, so be prepared to 
resolve further issues if they still have objections to agreeing on a deal. Ask them about the objection 
and explain how you can overcome it. 

Taking the order 

You should be prepared to take an order on the day, even if you were told this was unlikely when you 
made the appointment. Have the necessary paperwork ready to take the order or agree on a contract. 

If they ask for time to go through all the terms and conditions before signing, consider asking them to 
sign a 'letter of intent,' or even your meeting notes, to confirm their commitment. 

Variations in Gaining Agreement to Proceed 

Sometimes it may be necessary to try different ways of getting the customer to agree to buy your 
product or service. The reasons for their initial reluctance may be varied, but often it could be as simple 
as nerves or the fear of making the wrong decision. 

It is essential to reassure the customer that they will be in safe hands and to go over the benefits they 
will experience once they sign up. Show them any testimonials you have from your other customers - 
mainly if they are a well-known company. 

1. Ask for the order (Direct Close) - Having presented to your customer in a professional way you 
have the right to ask for the order, and the customer expects you to do so. This technique alone 
will improve your sales results and give you more confidence in the selling situation. 

2. The Assumptive Close - By assuming that the order is being placed you can remove the 
responsibility for decision-making away from the buyer.  The assumptive close uses words like 
`will' and `when,' i.e.: 

• This will solve a lot of problems when it is installed. 
• When will be the best time to deliver? 

• Will four units be enough to meet your requirements? 
3. The Alternative Close - This close gives the buyer a choice between 2 alternatives, both of 

which have been chosen by you.  Give them an option, i.e.: 
• Do you want the green or the red one? 

• Do you require delivery Tuesday or will next week be more convenient?  
• Will you take the option of alloy wheels or do you refer central locking? 
• Would you prefer green or red? 

4. Converting on Objections - An objection can be a powerful buying signal. If the buyer raises a 
complaint and it is the only objection that is preventing the order from being placed, you can use 
this to gain commitment to buy, i.e.: 

• You have said you are interested in our products, but the discount terms that we offer 
are unacceptable. 
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• Is this the only objection you have?  
• If we were able to work out a compromise would you be willing to place the order today? 

5. The Negotiated Close - Standard negotiating techniques are instrumental at the closing stages 
of the sales process, i.e.: 

• If I can reduce my price by 15 per unit, will you agree to place the order today?  
• If I can agree your delivery terms can we agree today on a long-term commitment for you 

to use us as your primary supplier?  
• If my boss agrees to reduce the price by 10% do, we have a deal? 

6. The Trial Close - During your presentation, the buyer may make a remark that suggests a 
decision to buy may have been made. In these situations: 

• Listen to what the buyer says 

• Summaries what has been said 
• Ask for the order/close the sale 

7. The Balance Sheet Method (Pros and Cons) - List all the points in favour of your product and all 
the points against on a sheet of paper. May be repeated for the other products under 
consideration by the buyer and can influence the decision of where the `balance of power' lies. If 
your product is the stronger of the alternatives available to the buyer, this method can help the 
final decision is in your favour. 

In all cases, make sure you allow the buyer time to say "yes." If there is a pause after you've tried a 
closing question, let the potential customer speak first. The customer often needs a few moments to 
confirm to themselves that they are happy to go ahead, so speaking first could interrupt this thought 
process. 

If you can't close on the day 

If you are convinced that the customer will not sign the order at the meeting, but they still seem 
interested, offer to return with a tailored proposal. This can be risky as they may cancel once they are 
out of the atmosphere of the sales meeting, so make sure you confirm a date and time for a second 
meeting - ideally within a few days of the current meeting. 

Take this opportunity to write down any unresolved objections and explain that you will return with a 
firm proposal. It is a good idea to gain an insight into their budget if you haven't already done so. 

You may decide that the customer is not ready to buy and may never be a serious prospect. If this is the 
case, politely thank them for their time and offer to keep in touch. It is better to invest your time in more 
serious prospects. 
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Course Evaluation Form 

Course Name:  

Instructor Name:  Date:  

Please indicate your impressions of the items listed below: 

 
Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 

1. The training met my expectations.      

2. I will be able to apply the knowledge learned.      

3. The training objectives for each topic were identified and followed.      

4. The content was organized and easy to follow.      

5. The materials distributed were pertinent and useful.      

6. The trainer was knowledgeable.      

7. The quality of instruction was excellent.      

8. The trainer met the training objectives.       

9. Class participation and interaction were encouraged.      

10. Adequate time was provided for questions and discussion.      

11. How do you rate the training overall?      

12. What is your primary reason for attending this course? 

 

13. Did you decide to attend today's seminar? 

 

14. What changes do you want to make at personally/professionally as a result of this workshop? 

 

 

15. What is preventing you from making those changes? 

 

 

16. What actions could you take to make this change? 

 

17. Would you recommend this course to a colleague?  

 

18. Would you attend another Envision course in the future? 
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Tool Kit 

Swot Analysis 

 

OUR STRENGTHS 

 
 

WHAT ACTION CAN WE TAKE? 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

 
OUR WEAKNESSES WHAT ACTION CAN WE TAKE? 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

 
MARKET OPPORTUNITIES 

 
 

WHAT ACTION CAN WE TAKE? 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

 
EXTERNAL THREATS WHAT ACTION CAN WE TAKE? 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

……………………………………………………… 

 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 

………………………………………………………… 
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Competitor Analysis List 

• Who are the competitive products, or businesses? How do you compare to your competitors on pricing, product, promotion, and 
distribution? 

• Tabulate a list that shows their strengths and weaknesses, and list what you can do to take advantage of them, that will give you a 
competitive edge over them. 

 

Name of Competitor  

STRENGTHS WEAKNESSES WHAT ACTION CAN WE TAKE? 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

…………………………………………………………………………………………….… 

………………………………………………….…………………………………………… 

……………………………………………………………..………………………………… 

……………………………………………………………….……………………………… 

…………………………………………………………….………………………………… 

…………………………………………… 

…………………………………………… 

……………………………………………. 

OPPORTUNITIES THREATS WHAT ACTION CAN WE TAKE? 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

…………………………………………………………………………………………….… 

………………………………………………….…………………………………………… 

……………………………………………………………..………………………………… 

……………………………………………………………….……………………………… 

…………………………………………………………….………………………………… 

 

…………………………………………… 

…………………………………………… 

……………………………………………. 
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Name of Competitor  

STRENGTHS WEAKNESSES WHAT ACTION CAN WE TAKE? 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

…………………………………………………………………………………………….… 

………………………………………………….…………………………………………… 

……………………………………………………………..………………………………… 

……………………………………………………………….……………………………… 

…………………………………………………………….………………………………… 

…………………………………………………………….………………………………… 

 
OPPORTUNITIES THREATS WHAT ACTION CAN WE TAKE? 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

……………………………… 

 

…………………………………………………………………………………………….… 

………………………………………………….…………………………………………… 

……………………………………………………………..………………………………… 

……………………………………………………………….……………………………… 

…………………………………………………………….………………………………… 

…………………………………………………………….………………………………… 

…………………………………………………………….………………………………… 

…………………………………………………………….………………………………… 
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The Five Ways Formula 

 

For most salespeople, this new focus requires a change in thinking. In the past, you may have 
been encouraged to sell, sell, and sell some more! Now it is likely you are being asked to 
“maximize territory returns,” maximize return on every transaction. Let's keep customers!"  

So how do you maximize those profits? 

Increasing each factor by just 10 percent (including 
top-line revenue), we were able to boost bottom-line 
profit by 61 percent! 

The key is that we are multiplying factors--not 
adding--which has a massive impact on profit. The "5 
Ways" isn't a complicated numbers game. It's simply 
looking at your sales process differently and working 

with a set of numbers that exist in every company. 

 

While your competitors will be in an endless cycle, trying to increase top-line revenue and 
cutting expenses to generate more profit, you'll have at least five other factors with which to 
work. And there are literally hundreds of strategies you can use to boost those numbers 
immediately and over time. 

The 5 Ways formula for success is a proven method for multiplying profits that will take your 
sales to the next level. 

Leads: The total number of people who you have contacted or who have been approached by 
the business-- throughout a year. 

Conversion rate: The percentage of people who actually make a purchase. For example, if 10 
people walk through a store and three people buy something, that store's conversion rate is 
three out of 10, or 30 percent, for that day. 

Average dollar sale: The average dollar amount per sale, estimated throughout a year. The 
average can range from $5 or $10 (say, for a discount retailer) up to tens of thousands of 
dollars (for a business such as a car dealership). 

An average number of transactions: The number of purchases the average customer will 
make throughout a year. Again, it can be an estimate. This number will probably be larger in a 
retail setting than in companies that operate in the professional services industry. 

Profit margin: The profit percentage of each and every sale. Simply put, if a business sells 
something for $100, and profit was $25, the profit margin is 25 percent.  
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Five Ways Strategy Chart 

 

 

# of Leads 

 

X 

 

Conversio
n Rate 

 

= 

 

No. of 
Customers 

 

X 

 

 No. of 
Transaction
s 

 

X 

 

Averag
e 

$$$ 
Sale 

 

= 

 

Revenue 

 

X 

 

Margin
s 

 

= 

 

Profit 

 

 

Lead 

Generation 

Conversion 

Rate 

No. of 

Transactions 

Average 

$$$ Sale 

Profit 

Margins 

     

1. Local Newspaper 
Advertising 

2. Daily Newspaper  
3. Television 

Advertising 
4. Radio Advertising  
5. Magazine Advertising 
6. Trade Journal 

Advertising  
7. Industry Newsletter 

Ads 
8. School Newsletter 

Ads  
9. Newspaper, 

Magazine & 
10. Newsletter Inserts  
11. Public Relations 
12. Press Releases  
13. Letterbox Flyers 

1. Written Guarantee 
2. Define Your 

Uniqueness  
3. Develop Your Own 

Product Line 
4. Sell an Exclusive Line  
5. Increase Range or 

Variety 
6. Provide Quality 

Products  
7. Print a Benefits List 
8. Use a Testimonial List  
9. Before & After 

Photo’s / Demo’s 
10. Show Samples / 

Example Photo’s  
11. Quality Brochures 
12. Information Sheets / 

Booklets  

1. Better service, make 
you 

2. customers feel 
special, give them  

3. magic moments 
4. Under Promise & 

Over Deliver  
5. Streamline Your 

Service 
6. Deliver Consistently 

& Reliably  
7. Keep in Regular 

Contact 
8. Inform Customers of 

Entire Range  
9. Increase Your Range 
10. Increase Product 

Obsolescence  

1. Increase Your Prices 
2. Upsell  
3. Cross or Add on Sell 
4. Down-Sell  
5. Use a Checklist 
6. Use a Questionnaire  
7. Allow Payment 

Terms 
8. Arrange Easy Finance  
9. Carry Exclusive Lines 
10. Rearrange Store 

Layout  
11. In-store 

Merchandising 
12. Point of Sale Material  
13. Impulse Buys 
14. Product Packaging  
15. Sell with an Either/Or 

Question 

1. Increase Your 
Margins/Prices 

2. Sell More Big Margin 
Goods or  

3. Services 
4. NO discounting  
5. Sell Only Quality 
6. Sell Your Own Label  
7. Sell an Exclusive 

Label 
8. Sack C’s and D’s  
9. Keep an Accurate 

Database 
10. Sell Via Direct 

Mail/Internet  
11. Sell Via Party 

Plan/Multi-Level 
12. Commission Only 

Sales Team  
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14. Sidewalk Handbills  
15. Catalogues 
16. Brochures  
17. Yellow Pages 
18. White Pages  
19. Directories 
20. Barter / Trade 

Exchanges  
21. Buy Database Lists 
22. Direct Mail  
23. Piggyback Invoice 

Mailings 
24. Tender Lists  
25. Fax Outs 
26. Billboards / Posters  
27. Shop-a-Dockets 
28. Taxi Backs  
29. Cinema Advertising 
30. Sponsorships  
31. Post Card Mailings 
32. Internet / Web Pages  
33. Building Signage 
34. Car Signage  
35. In-store & Sidewalk 

Signage 
36. Window Displays  
37. Passing Trade 
38. Point of Sale Material 

/ Displays  
39. Product Packaging 
40. Video / In-store 

Displays  
41. Shopping Centre 

Promotions 
42. Create an Industry 

Newsletter  

13. Added Value Offers 
14. Make an Offer  
15. Start a Trend / Fad 
16. Product / Price 

Listings  
17. Team Member 

Profiles 
18. Write Company’s 

Magic Story  
19. Packaging 
20. Display Awards / 

Certificates  
21. On-Hold Messages 
22. Account Applications  
23. Allow Mail Order, 

Home Delivery 
24. Pre-send 

Appointment Cards  
25. Point of Sale Displays 
26. Use Payment Plans & 

Financing  
27. Take credit cards, 

cheque  
28. Daily / Weekly cost 

Breakdown 
29. Flowchart Your Sales 

Process  
30. Audio, Video & CD 

sales demo’s 
31. Reprint Press Articles  
32. Re-write Quotes, 

Tenders and 
33. Proposals into Action 

Plans  
34. Print Company’s 

Vision/Mission 

11. Introduce Upgrades 
Regularly 

12. Always have Stock  
13. Offer Service 

Contracts 
14. You keep customer’s 

vital information  
15. for them, develop 

your own 
16. language  
17. The product of the 

week/month 
18. Ask them to come 

back  
19. Use Call Cycling 
20. Send out a 

Newsletter  
21. Create a Membership 

/VIP card  
22. Collect a Database of 

Past Customers 
23. Give out Members 

Cards  
24. Use a Multiple 

Purchase Card  
25. Pre-sell or take pre-

payments 
26. Contracts  
27. Re-book next visit 

now  
28. Plan Future 

Purchases with 
customers 

29. Offer on next 
purchase  

30. Reminder System 

16. Create Package Deals  
17. Create Bulk Buy 

Deals 
18. Gift with $XX 

Purchase  
19. Make sure customers 

know your full 
20. product and service 

list  
21. Charge Consulting 

Fees 
22. Sell Service Contracts  
23. Sell Extra 

Warranty/Insurance 
24. Train Your Team  
25. Use Sales Scripts 
26. Train Your Customers  
27. Stock More High-

Priced Ranges 
28. Create a Quality 

Image  
29. Allow Trade-

ins/Trade-ups 
30. Offer Home Delivery  
31. Charge for 

Delivery/Post & 
32. Package  
33. Build Rapport / Treat 

as Special 
34. Set an Average $$$ 

Sale Goal  
35. Measure the Average 

$$$ Sale 
36. Customer Incentives 

for Bigger  

13. Provide Team 
Training 

14. Pay NO Overtime  
15. Reduce Team Size 
16. Reduce Unnecessary 

Management  
17. Reduce Directors 

Fees 
18. Efficiency, 

Productivity & Time  
19. Management 
20. Negotiate 

Employment  
21. Agreements 
22. Team Incentives 

Based on Margins  
23. Reduce Duplication 
24. Know Your Actual 

Costs  
25. Work Costs as a 

Percentage of Sales 
26. Set Monthly 

Expenditure Budgets  
27. Better Negotiation 

Skills 
28. Reduce ALL Costs by 

10%  
29. Do it Right the First 

Time 
30. Recycle  
31. Decrease Range 
32. Take Stock on 

Consignment  
33. Lower $$ tied up in 

Inventory 
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43. Stickers and Tags 
44. Fridge Magnets  
45. Named Promotional 

Gifts 
46. Blimps, Balloons, 

Plane Banners  
47. and Skywriting 
48. Gov’t Programs / 

Contracts  
49. Uniforms / Name 

Tags 
50. Business Cards  
51. Networking 

Functions 
52. Salespeople  
53. Telemarketing 
54. Cold Calling  
55. Competitions / 

Surveys 
56. Host Beneficiary’s  
57. Strategic Alliances 
58. Write a Book  
59. Seminars & Events 
60. Events & Shows  
61. Open Days & Sign on 

Days 
62. Fundraising 

Campaigns  
63. Trade Shows 
64. Party Plan  
65. Network Marketing 
66. Distributors / Agents  
67. Licensees / 

Franchisees 
68. Market Days  

35. Use Prospect 
Questionnaires  

36. High Dress 
Standards/Uniforms 

37. Try Before You Buy  
38. In-store 

Merchandising 
39. Sales Scripts  
40. Greet Prospects & 

use their Name 
41. Introduce Yourself  
42. Smile, Build Trust & 

Rapport 
43. Ask Questions & 

Listen  
44. Provide Ideas and 

Advice 
45. Educate on Value, 

not Price  
46. Provide a Timely 

Response 
47. Increase Product 

Knowledge  
48. Upsell, Cross Sell & 

Down-Sell 
49. Educate How to buy,  
50. Use NLP Techniques 
51. Sell on Emotion & 

Dreams  
52. Follow Up & Follow 

Up Again 
53. Ask for the Sale, 

Confirm the Sale  
54. Entertain, Wine and 

Dine 

31. Accept Trade-Ins  
32. Increase Credit Levels 
33. Offer Incentives / 

Rebates  
34. Target likely 

Repeaters 
35. Post Purchase 

Reassurance  
36. Educate on Full Value 
37. Suggest Alternative 

Uses  
38. Special Occasion 

Cards/Gifts 
39. Direct Mail Regular 

Offers  
40. Follow Up & Follow 

Up Again 
41. Telemarket  
42. Run Competitions 
43. Past Customer 

Events/Promotions  
44. Closed Door Sales 
45. Fax Sales  
46. Named Promotional 

Gifts 
47. Information Nights  
48. Free Upgrades for 

more Loyalty 
49. Socialize with 

Customers  
50. Provide a Shopping 

List 
51. Labels and Stickers  
52. Direct Mail Special 

Offers 

37. Purchases, e.g., Fly 
Buy Points 

38. Team Incentives for 
Bigger Sales  

39. Stop discounting 
40. Add Value  
41. Give Away Perceived 

Value 
42. In-store Promotions  
43. Red Light Specials 
44. Educate on Value, 

not Price  
45. Ask people to Buy 

Some More 
46. 4 for the price of 3 

offers  
47. Buy one get one Free 

offer 
48. In-store Video 

Promotions  
49. Store, Team & 

Vehicle 
50. Appearance  
51. Suggest Most 

Expensive First 
52. Provide a Shopping 

List  
53. Have a Minimum $$ 

Order 
54. Amount  

 

34. Only Sell Fast Moving 
Stock  

35. Buy In Bulk, pay & 
receive 

36. overtime  
37. Buy Direct 
38. Manufacture 

Yourself  
39. Repackage 

Smaller/Own Label 
40. Promote Idle Time  
41. Rent Idle Space 
42. Work 2 or even 3 

shifts  
43. Have Smaller Outlets 
44. Work from Home  
45. Have a Mobile 

Business 
46. Join/Start a Buying 

Group  
47. Re-finance 
48. Charge for a Finance 

Facility  
49. 30 Day terms to 7 

days 
50. Invest in Technology  
51. Systematize the 

Routine, 
52. Humanize the 

Exceptions  
53. Automate as much as 

possible 
54. Sell obsolete  
55. Equipment/Machiner

y 
56. Sell Off Old Stock  
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69. Change / Open More 
Locations 

70. Trade Longer / 
Different Hours  

71. Open New Territories 
72. Test & Measure  
73. Provide Team Selling 

Incentives 
74. Team Buying 

Incentives  
75. Referral System 

 

55. Competitions, with 
follow up  

56. Make it easy to buy 
57. Measure Conversion 

Rates  
58. Train entire team in 

Sales/Service 
59. Provide Team 

Incentives  
60. Survey your past 

customers 
61. Buyers Incentive 

 

53. Catalogues so 
Visitors can re-order 

54. Cooperative 
Promotions 

55. Sell other people’s 
Products &  

56. Services 
57. Rent / Sell your 

Database  
58. Continually Clean up 

your 
59. database  
60. Keep Good Data on 

Customers 
61. Tell your Magic Story  
62. Build a Relationship 
63. Know your 

customer's Name  

 

57. Reduce/Eliminate 
Taxation 

58. Expense  
59. Negotiate Fixed not 

Variable 
60. Employ People In-

House 
61. Outsource  
62. Only Buy what you 

NEED 
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5-Ways Worksheet  

 

This worksheet allows you to separate yourself from your competition.  

It will involve promoting your business and generating increased sales  

and higher numbers of return customers. 

 

NICHE 

First, let’s see what the 
numbers need to be in each of 
the 4 remaining sections after 
we have already done Margins 
in Mastery.     Last Qtr.  Percentage 

Change 

  Next Qtr.  

LEADS # #      5 WAYS  

These are the chassis of your 
business and work to 
improving the effort generated 
in making sales and profits.  

X       

CONVERSION RATE %   %      

=       DEFINE YOUR GOALS  

Defining your goals will make 
it easier for you to succeed 
because you will create a clear 
picture of where you want to 
be.   

These goals form your Key 
Performance Indicators (KPIs). 

NEW CUSTOMERS #      

EXISTING CUSTOMERS #   #      

# OF CUSTOMERS #    #      

X       

# OF TRANSACTIONS #      GOALS & STRATEGIES  

Keep in mind that your 
strategies should reflect 
S.M.A.R.T. goals: 

✓ Specific,   
✓ Measurable,   
✓ Achievable,   
✓ Results  
✓ Time frame.   

Be realistic, have stretch goals, 
but do not over commit.  

X       

AVERAGE $ SALE  $      

=       

REVENUES $      

X  
     

MARGINS  %      

 

=       

PROFITS $      
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Pre-Call Planning Worksheet 

 

Meeting Date  

Company 
Name 

 

Customer 
Name/Title 

 

Other info as 
required 

 

 

 

 

 

Pre-Call Plan 

1. Where is the customer in their decision-making process? 

 

 

 

 

 

2. Where are you in your selling process? 

 

 

 

 

 

3. What are your objectives for your call? 
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4. What information, support, or decisions do you need to achieve your objectives?  

 

 

 

 

 

 

5. What is the prospect's current situation?  

 

 

 

 

 

 

 

Who is attending? 

Your Company  Customers Company 

   

   

   

   

 

GOALS OF THE MEETING: 

1. What are your goals for this customer or prospect? 
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2. What are your desired next outcomes?  

 

 

 

 

 

3. Questions to uncover your customers’ unrecognized needs.” 

 

 

 

 

 

 

4. Collaboration Strategies: 

 

 

 

 

 

5. Anticipate any potential roadblocks in the customer’s path, so you can address the barriers 
and show them how they will Achieve Results. 
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5-Whys Guide& Template 

 

 The 5-Whys is a simple brainstorming tool that can help QI teams identify the root cause(s) of a 
problem. Once a general problem has been recognized (either using the Fishbone Diagram or 
Process Mapping), ask “why” questions to drill down to the root causes. Asking the 5-Whys 
allows teams to move beyond obvious answers and reflect on less obvious explanations.  

Step-by-step instructions  

  

State the problem you have identified as a strategic problem. 

1. Start asking “why” related to the problem. 
Like a curious toddler, keep asking why in 
response to each suggested cause.  

  

2. Ask as many whys as you need to get insight 
at a level that can be addressed (asking five 
times is typical). You will know you have 
reached your final „why‟ because it does not 
make logical sense to ask why again. 

 

The 5-Whys is a strategy that is often used after 
an issue has been identified using another tool, 
such as a Fishbone Diagram or Process Mapping. 
Guard against using the 5-Whys questions on 
their own to avoid a narrow focus or bias. 

 

It is said that only by asking "Why?" five times successively, can you delve into a problem deeply enough to 
understand the ultimate root cause. By the time you get to the 4th or 5th why you will likely be looking squarely 
at management practices (more than five whys may be required for complex problems).  

 At this point, you understand the root cause and can see where a change is needed.  

 

5-Why Analysis Template 

 

 

 

Example: 

The vehicle will not start. (The problem) 

1. Why? - The battery is dead. (first why) 

2. Why? - The alternator is not functioning. (second 
why) 

3. Why? - The alternator belt has broken. (third why) 

4. Why? - The alternator belt was well beyond its 
useful service life and not replaced. (fourth why) 

5. Why? - The vehicle was not maintained according 
to the recommended service schedule. (fifth why, 
a root cause) 
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Asking Powerful Questions  

5 Whys Worksheet  

 

  

 Why is it happening? 

 

 

Define the Problem: 

You don’t want 
to list 5 different 
reasons; you 
want to go deep 
on 1 reason.  

Why is 
that? 

5.  

2.  

1.  

4.  

3.  

Action: 

Why is 
that? 

Why is 
that? 

Why is 
that? 

Caution: 
1. If your last answer is 

something you can’t 
control, go back up 
to the previous 
answer on 1 reason 

2. Cannot because of a 
person 
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Professional Relationship Grid 

 

Contact Details Lead Source & Meeting Details Referrals Deals 

 

 

Name 
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Next Steps 
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Defining Your Ideal Customer Profile (IPC) 

Part 1: Named Accounts 

Create a list of customers that have been exceptionally successful with your solution. 

 

   

   

   

   

   

 

In a perfect world, which companies would you like to turn into customers? 

   

   

   

   

   

 

  



 

60 
 

Part 2: Characteristics of Your Ideal Customers 

Look at the customers and target accounts you named above. What characteristics do they have 
in common that makes them a good fit? 

Industries/Verticals 

 

 

 

 

 

Size Geography 

  

  

  

  

  

Budget Annual Revenue 
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Other Factors to Consider 

• Technology they use 
• Number of employees in a department 
• Size of their customer base 
• Level of technology maturity 

 

 

 

 

 

Part 3: Define Your ICP 

Now it’s time to put all this information together and define your ideal customer profile. 

 

 

 

 

 

 

 

 

 

 

  

Notes 
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Template sales proposal 

 

The template sales proposal can be used to help you structure your sales pitch to potential 
customers. It includes a cover letter, company presentation, solutions proposal, quote, and 
template customer testimonial.  Modify it as necessary to reflect your company’s 
circumstances, industry and solutions or products. 

 

 

 

[Date] 

[Customer’s name] 

[Customer’s company] 

[Customer’s address] 

 

Dear [Customer’s name], 

Thank you for accepting this proposal from [your company] to provide [your product/service] to 
[customer’s company]. 

We understand you need [describe the outcome the customer’s company is looking to achieve]. 
As you’ll see in the attached material, we have the [experience/process/tools/team] to help you 
make your goals and [solve a specific problem]. 

Specifically, we bring [describe your unique value proposition and the element of your solution 
that makes you the best choice]. These capabilities will allow us to provide you with [describe the 
benefits/results the customer’s company will receive]. 

Please do not hesitate to contact me at [phone number and/or email address] if you have any 
questions about our company or services. 

 

Sincerely, 

 

[Your signature] 

 

[Your name] 

[Your title] 

[Additional contact information] 

 

  



 

63 
 

logo here 

[Your logo] 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sales proposal template 

 

For [customer company] 

 

[Name of the project] 

 

[date]  

 

 

 

 

 

Prepared by:  

 

[your name, title, company] 

[Your address]  

[your phone number] 

[your email] 
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1. Executive summary 

 

Explain what problem you want to help your customer solve. Provide a precise summary of your 
solution and the key deliverables included in your proposal. Also, include: 
 

• project timelines  

• pricing  

• other relevant information for decision-makers 

 

2. Company description 

 

Describe your company in two to three sentences. 

 

3. Team members 

 

Introduce the members of your team who will be supporting your customer. 

[Insert employee picture] 

 

 

[Name] 

• Relevant career highlight 1 

• Relevant career highlight 2 

• Relevant career highlight 3 

 

[Insert employee picture] 

 

 

[Name] 

• Relevant career highlight 1 

• Relevant career highlight 2 

• Relevant career highlight 3 

 

[Insert employee picture] 

 

 

[Name] 

• Relevant career highlight 1 

• Relevant career highlight 2 

• Relevant career highlight 3 
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4. Background 

 

Describe in detail the customers' current situation, future goals and objectives and the 
challenges they are facing. 

 

5. Proposed solution  

 

How will your solution solve their challenge? Explain the scope of the proposed project. 

 

Explain the deliverable and the execution of the project. 

  

Deliverables 
 

• Element 1 

• Element 2 

• Element 3 

 

6. Expected Benefits 

 

• What is the financial justification 

• What is the return on investment 

• What is the cost of them doing nothing 
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7. Timeline 

  

Propose a step-by-step action plan to explain how and when your solution or product will be 
delivered to the customer. 

 

 

Step 1  

[details of the deliverable] 

 

 

Delivery date 

 

Step 2  

[details of the deliverable] 

 

 

Delivery date 

 

Step 3  

[details of the deliverable] 

 

 

Delivery date 

 

Step 4  

[details of the deliverable] 

 

 

Delivery date 

 

7. Key outcome measures 

 

The success of this proposal rests on the following [x] measures that will be tracked as follows: 
 

1. Metric [explain the metric] 

2. Metric [explain the metric] 

3. Metric [explain the metric] 

4. Metric [explain the metric] 
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Quote 

 

Element 1 

 First task in element 1       [$000.00] 

Second task in element 1      [$000.00] 

Third task in element 1       [$000.00] 

 

Element 2 

 First task in element 2       [$000.00] 

Second task in element 2      [$000.00] 

Third task in element 2       [$000.00] 

 

Element 3 

 First task in element 3       [$000.00] 

Second task in element 3      [$000.00] 

Third task in element 3       [$000.00] 

 

 

Subtotal         [$000.00] 

Sales tax1         [$000.00] 

Total          [$000.00] 

 

 

Terms 

Financial and legal conditions to the proposal 

 

Warranty 

Your warranty policy 
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Confidentiality 

Assurances of your commitment to keeping customer information confidential 

 

Contact information 

Provide the contact information of the account manager as well as of a colleague in case he or 
she can’t be reached. 
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Customer testimonial  

 

Name of the customer 

Name of the company (for B2B businesses) 

 

 

 

Company profile (for B2B businesses) 

Describe the customer’s business. You can often take 
language from their website or documentation. 

 

 

Insert the customer picture 

  

Problem 

Describe the problem your customer was trying to resolve. 

 

 

Solution 

Explain how you helped the customer. 

 

 

 

“Insert a quote in which the 
customer explains what 
results the customer was 
able to obtain after doing 
business with your company. 
”   

 

 

Results 

Give concrete examples of the results you achieved. Results 
backed by numbers are the most impactful (i.e., profits 
increased by 5% year over year).  
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Opportunity Assessment 

 

 

 

 

 


