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Introduction to Professional Sales  

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.  

• “57% of the purchase decision is complete before a customer even calls a supplier.” (CEB) 

• “67% of the buyer’s journey is now done digitally.” (SiriusDecisions) 

 

Exercise:  The Future of Sales 

At your tables discuss what changes you foresee in the sales world in the next five years.  Capture 
thoughts on a flip chart and be prepared to share with the group. 

 

  

http://www.executiveboard.com/exbd/sales-service/challenger/new-decision-timeline/index.page
http://www.siriusdecisions.com/blog/three-myths-of-the-67-percent-statistic/
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Module 1:  Understanding Yourself and Others 

 

Topic 1: What kind of salesperson are you? 

 

Transactional Selling is about rapport, price, or 
product features. Transactional Selling tends 
to offer little worth due to the inability to 
differentiate or influence the buyer. 

(3) 

A Content Seller highlights product or services, 
often without linking them to critical issues for the 
customer. 

(2) 

A Price Seller highlights price/costs, deals, and 
quotes. 

(1) 

A Professional Visitor/Order Taker succeeds in 
personality or shared interests. 

 

Insightful Selling deliver insights, they seek to not 
only shock customers thought patterns, and they 
also try to find and to provide relief by replacing the 
broken pattern with a new and improved one.  

(7) 

A Trusted Advisor uses their in-depth knowledge 
and sales skills to benefit the customers. They have 
earned the right to influence all stages of the buying 
cycle by discovering and meeting the specific 
needs of the customer by providing not only 
products and services but also advice and 
assistance. 

(6) 

A Loyal Champion possesses deep insight into 
the customer’s state (e.g., individual challenges 
and a deep understanding of their business and 
industry), and often acts as an advocate for the 
customer within the sales organization. 

(5) 

A Resourceful Expert applies in-depth product 
and industry expertise to configure solutions that 
meet customer needs.  This in-depth knowledge 
often creates value for a variety of decision makers 
who interact with the solution in different capacities. 

(4) 

 Need Satisfaction Sellers to develop a mutually 
beneficial relationship.  They focus, on asking 
questions to uncover the needs of the customer and 
then recommend solutions. A customer’s critical 
needs and tailoring solutions to each customer’s 
situation. Need satisfaction selling is foundational 
to the next levels of consultative selling. 
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The Gap between Transactional Selling and Selling with Insight requires 
leveraging critical selling skills, knowledge and positive attitudes. 

The very best influencers and communicators are those who focus all of their 
attention on identifying the specific GAP that exists. 

 

 

(adapted from the white paper Consultative Selling the Miller Heiman Group) 

 

 

Transactional 

Down 33% 

Tactical 

Down 25% 

Relationship 

Down 15% 

Strategic 

Up 10% 

• Professional Visitor  

• Price Seller 

• Content Seller 

• Price Seller 

• Content Seller 

• Need Satisfaction 
Sellers  

• Resourceful Expert  

• Loyal Champion  

• Trusted Advisor 

• Selling with Insight 

(according to Andy Hoar, Forrester and Tony Hughes, RSVP Selling) 

 

Exercise:  Where are you? 

 

Where are you now? 

 

 

 

 

Where do you think your customers would place 
you? 

 

 

 

 

 

 

Where do you want to be? 
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Topic 2: Understanding the DISC Profile for Selling  

Have you ever wondered why your interaction with some customers is more comfortable for you than with 
others? 

The DISC personality assessment shows us that there are four main quadrants or variants of personality, 
Dominant, Influencing, Steady and Compliant. The general population breakdown is that 3% of people are 
classified as D's, 11% are I's, S's are 69%, and 17% are C's. 

These are the four main DISC personality types, and they are each either Active or Passive, and Task-
Oriented or People-Oriented. When combined in different ways, you get a person who responds drastically 
differently to a conversation, assignment, task, environment, or anything else. 

The DiSC model identifies four different behaviour styles: 

o The Person that falls under the Dominance area focuses on accomplishing results, they 
concentrate on the bottom line and exude confidence.  

o The Person that falls under the Influence area want to influence or persuade others, they are 
very open and value relationships.   

o The Person that falls under the Steadiness area want to give and get cooperation, they are 
dependable and very sincere.   

o The Person that falls under the Compliance/Conscientiousness area value competency, 
accuracy and expertise.   

The system was created by psychologists William Moulton Marston and Walter Vernon Clarke, to offer a 
way to understand yourself and your responses in interpersonal situations better.  

 A Disc Profile may help you: 

o Understand what support you need to be most successful; 
o Connect with customers and co-workers more effectively;  
o Improve interpersonal communication in all areas of your life; and 
o Improve your closing ratio. 

The focus on interpersonal communication and relationship building makes the DISC especially useful for 
people in sales. Each one of us is a combination of the four styles, and each of us has a dominant style and 
a percentage of each of the other styles. Understanding your style and your buyer's style will help you to 
improve your communication with prospects and customers, it helps you know HOW to communicate in the 
most efficient way to different people.  
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Topic 3: Adapting Your Approach 

DOMINANT STYLE 

With the “D” style: Tell them the results you need and let them figure out how to get it done. Don’t try to force 
your will on them, or micro-manage them. Don’t give long, detailed explanations. Focus on the bottom line in 
a quick, direct way.   

High D Personality Styles – At Work – Help Them To: 

• Explain their reasons for decisions 

• Be more attentive and responsive to emotions 

• Take a more realistic approach to assessing risk factors 

• Follow the rules, regulations and expectations 

• Be more deliberate and cautious when making decisions 

High D Personality – Sales and Service Strategies  

• Meet them in a businesslike and professional manner 

• Get to the point and don’t waste their time 

• Give them options and let them make final decisions 

• Learn of their goals, objectives and motivations – then support them 

• Be prepared, organized and fast-paced 

 High D Personality – Socialization Strategies 

• Give them your time and undivided attention 

• Convey your acceptance and be open with them 

• Acknowledge and appreciate them when appropriate 

• Listen attentively to their suggestions 

• Summarize their achievements and accomplishments 

 

INFLUENCING STYLE 

With the “I” style: Approach them in a personable, relaxed, upbeat manner. Don’t shower them with details 
or be too serious. Use humour. Let them know you like them and value them.   

High I Personality Styles – At Work – Help Them To: 

• See tasks through to completion 

• Prioritize and organize their tasks 

• Keep a high-performance project list 

• View people and tasks more objectively 

• Avoid their overuse of giving and taking advice 

High I Personality – Sales and Service Strategies  

• Support their dreams and goals 

• Be friendly, informal and open to topics that interest them 

• Let them talk, and allow your animation and enthusiasm to show 

• Summarize important details and direct them towards agreed upon objectives 

• Provide them with incentives to encourage quicker decision making 

High I Personality – Socialization Strategies 

• Listen to their personal feelings and experiences, and respond openly 

• Interact with them in a positive, upbeat and warm approach 

• Give them your time and attention – acknowledge them publicly and privately 

• Make suggestions that allow them to look good – celebrate when they succeed 

• Avoid negativity or messy problem discussions – keep required follow-up minimal 
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STEADINESS STYLE 

With the “S” style: Approach them in a warm, but deliberate manner. Explain step-by-step methods for getting 
things done. Let them know they can count on you. Follow-up when you say you will.  

The High S Personality – At Work… Help Them To: 

• Avoid doing things the same way every-time 

• Realize there is more than one approach to tasks 

• Become more open to change and taking some risks 

• Recognize shortcuts to avoid unnecessary steps 

• Be more assertive – speak up and voice their thoughts and feelings 

The High S Personality – in Strategies for Sales and Service 

• Approach them at a slower pace and develop trust, friendship and credibility 

• Identify their emotional needs as well as their task or business expectations 

• Focusing on the human element … how something affects them personally 

• Avoid rushing them and give them personal, concrete assurances, when appropriate 

• Consistently communicate with them on a regular basis 

The High S Personality – in Social Settings 

• Focus on a slower-paced, pleasant and steady approach 

• Respond sensitively and sensibly – avoid arguments and conflict 

• Acknowledge them privately with sincere and believable compliments 

• Show them step-by-step procedures and allow them to follow through on tasks 

• Behave optimistically and offer them stability and a minimal amount of change 

 

COMPLIANCE/ CONSCIENTIOUSNESS STYLE 

With the “C” style: Give them the details they need and ask for. Don’t be vague in response to their 
questions. Know what you’re talking about and be able to back it up with facts. 

High C Personality Styles – At Work – Help Them To: 

• Balance their lives with both interaction and tasks 

• Lighten up and view people and tasks less seriously and critically 

• Share their knowledge and expertise with others 

• Maintain high expectations for high priority items on their task list 

• Shoot for realistic deadlines and parameters 

High C Personality Styles – Sales and Service Strategies 

• Be prepared to answer their questions as soon as possible 

• Avoid social talk – greet cordially but proceed quickly to the task 

• Document how and why something applies – tell them both the pros and cons 

• Give them time to evaluate and think; avoid pushing them into a hasty decision 

• Hone your skills in logic and practicality – deliver what you promise 

High C Personality Styles – in Social Settings 

• Listen to their concerns, reasoning, and suggestions 

• Respond somewhat formally and politely – using a logical approach 

• Acknowledge them privately about their logical thinking ability 

• Focus on how pleased you are with their procedures 

• Solicit their insights and suggestions 
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Exercise: Customer Interaction Mapping 

STEP ONE 

Think of one of your key customers, are they more: 

• Fast paced & outspoken, or 

• Cautious & reflective? 

Circle a group of words on the top or bottom on the image on the right. 

 

 

 

 

 

STEP TWO 

Think of one of your key customers, are they more: 

• Questioning & skeptical, or 

• Accepting & warm? 

Circle a group of words on the left or right side on the image on the right. 

 

 

 

 

 

 

STEP THREE 

Now combine your customer’s tendencies to determine their style. 
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Action Planning 

After you have a better understanding of the different styles and priorities described on the previous pages, 
think about how you may best interact with a specific customer, and develop an action plan. 

Choose one of your customer’s priorities to focus on and answer the questions below to create an action 
plan for a successful sales interaction. 

  

Action Planning 

1. What are your customer’s priorities? 

 

 

 

 

2. If these priorities are different than your own, which come most naturally to you, and which come the 
least naturally to you? 

 

 

 

 

3. If you share the same priorities, what might be the source of your challenges? 

 

 

 

 

4. How might your awareness of the differences or similarities in your priorities affect your relationship? 

 

 

 

 

5. What steps can you take to address your customer’s expectations? 

 

 

 

 

6. How might you rephrase or reposition your standard delivery to be more compatible with this priority? 
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7. What resources or options do you have for trying to address their expectations? 

 

 

 

 

8. How and when can you meet this priority? 

 

 

 

 

9. How might you solicit feedback on how well you are meeting your customer’s needs and priorities? 
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Topic 4: Body Language 

Showing active listening through your body language conveys the message that you are interested and 
listening, encouraging the speaker to tell you more. Some suggestions for body language include the 
following: 

• Maintain eye contact 

• Move closer to the person, but do not cross over any personal boundaries 

• Nod from time-to-time 

• Say things like “yes” or “uh huh.” 

• Keep your posture open to the person by keeping your arms unfolded and uncrossed 

• Keep distractions to a minimum 

 

An Example of Reading Body Language  

 

 Interpretations: 

1. Arms Crossed - This is a defensive posture.  It is also a sign of disagreement and skepticism regarding 
actions or what is being presented. That said many people find this the most common position when 
having a standing conversation. What else to do with your hands is often the issue. Carry paper and 
pen….it’ll keep your hands occupied and avoid you taking this defensive posture which can be 
misinterpreted.  

2. Hands or Fingers on Chin - This chin-stroking gesture is the signal that the listener is making a 
decision.  When you have asked the listeners for a decision and their gestures, have changed from 
evaluation to decision-making.  

3. Leaning Forward - People who lean forward at a table are often the aggressors.  They are trying to make 
a point. Those who lean back? More passive. Be aware of this in meetings and especially if you are in 
an interview. 

4. Open Palm - The palm facing up is considered as a submissive, non-threatening gesture. People are 
more likely to accept your request if you request with open palms. 
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Exercise: Body Language 

 

Think about the specific action and write down what messages you think they are sending.  

1. Shrugging your shoulders  1.  

2. Sighing when talking to someone  2.  

3. Talking with a shaky, trembling voice  3.  

4. Slumping in a chair  4.  

5. Looking with eyes down when talking to someone  5.  

6. Looking with tight lips and narrowed eyes  6.  

7. Sitting upright on the edge of the chair  7.  

8. Yawning when listening to someone  8.  

9. Sitting with arms and legs slightly apart  9.  

10. Waving your hand at someone  10.  

11. Sitting with arms and legs crossed  11.  

12. Talking with a loud, assertive voice  12.  

13. Shaking your head when listening to someone  13.  

14. Leaning back on your chair with hands on your 
head 

 14.  

15. Talking or listening wringing your hands  15.  

16. Avoiding eye contact with someone  16.  

17. Leaning forward when sitting opposite someone  17.  

18. Glaring at someone   18.  

19. Talking with your arms folded  19.  

20. Looking away when someone is talking to you  20.  

 

The following are  some behavioural and body language clues you can use to figure out the personality of 
your customers quickly: 

• High “D” people move quickly and are always on the go, they talk with their hands, using big 
gestures they really don’t like small talk. They can give the impression that they’re impolite or hard to 
work with. 

• High “I” people are trusting and positive, they use facial expressions and hand movements while 
speaking. 

• High “S” people don’t display much emotion, you can’t tell from their facial expressions what they 
are thinking (poker face). Speak at a steady, relaxed pace.   

• High “C” people ask direct, detailed questions. Their classic body language is having their arms 
folded, with a hand on their chin. 
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Topic 5: Listening Actively 

If in each contact, you make with customers, you provide value; they will look forward to hearing from you 
and ultimately remember you by the extra benefit you provide.  

Often, salespeople, have selective hearing vs. listening actively. The ability to apply active listening in each 
of your interactions with others is one of the essential skills you can have. Active listening has a significant 
impact on your job effectiveness and the quality of your relationships with others. 

Actively listening to other people sounds easy yet it is one of the most challenging aspects of effective 
communication, it takes commitment and knowledge of filters and barriers that keep you from listening 
effectively to others.  

Blocks to Active Listening 

Daydreaming: When daydreaming you allow your mind to wander to other events or people.  

Rehearsing: Because you are so busy thinking about how you will respond or what you want to say next you 
never really hear what the other person is telling you. 

Filtering:  Filtering is when you listen to certain parts of the conversation, but not all.  

Judging:  Judging is made up of preconceived ideas, assumptions about, stereotyped the person.  When 
you judge, you tend to stop listening to the person talking.  

Distractions:  When your attention is divided by something internal to you (headaches, worry, hunger) or 
external to you (traffic, whispering, others talking). 

Talk less and listen more, by doing so you will gain customer insight much easier.  You want them talking 
more than you, ask open-ended questions and listen to what they are saying and tune everything else out.  

Approach sales conversations, like, conversations and consider how you will approach the customer to get 
a full picture of what they require for you to build a solution for them. 

 

 

Exercise: Listening 

 

 Choose a partner 

 Sit back to back 

Speaker: Discuss a problem or situation for 4 minutes 

Listener: Do not respond in any way, you can only listen 

 Switch 

Repeat 
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Module 2: Building Relationships & Opportunity Through Influence 

Topic 1: Developing Influential Strategy – One Interaction and Contact at a Time 

1. Reciprocity is the notion that by nature people feel obligated to provide either discounts or 
concessions if they have received favours from those people (return the favour).  True reciprocity is 
when someone does something for you without expecting anything in return.  According to 
phycologists humans hate to feel indebted to other people! 

2. Commitment/Consistency is publicly committing to something, or someone creates the drive to 
deliver on that commitment…hence consistency. Psychologically speaking,  people have 
established that commitment as being in line with their self-image. 

3. Social Proof or Evidence is what others are saying about your product or service. The social proof 
influence tactic gently motivates us, that if other people are doing something, so should we. This is 
why having recommendations, customer testimonials ratings and reviews on social media is 
essential. 

4. Authority feeling or a sense of obligation and duty to people who are seen as being authoritative in 
their positions. We don’t usually argue against experts in their fields! 

5. Liking being influenced by people we like. When all things are equal people buy from people they 
know and trust.  

6. Scarcity works on the notion that when something is in short supply, we want it more. In advertising, 
for example, you may hear, “for a limited time only,” or, “only xx left!” It is with the principle that people 
feel they are potentially missing by providing the scarcity rule, the chances of more people responding 
are increased. 
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Topic 2 How to use These Influence Tactics 

1. Reciprocity – How can you give something to the customer? How have you helped them in the 
past with your solution?  How has that benefited them? How may your new solution help and 
benefit them?  When you provide the sense that you have ‘scratched their backs,’ they are more 
inclined to oblige to do something in return. 

2. Consistency/commitment – Work towards getting a commitment early into the conversation, even 
if it is something small, there is more chance of them progressing to a more significant commitment.  
In selling you may provide a short trial period, offer a 100% money back guarantee to attract the 
customer to make an early commitment.  

3. Social Proof – Social media has made Social Proof (Social Evidence) into an essential part of your 
influence strategy.  It started out as “who are the innovators and early adopter” to “what people say 
about your product or service.”   Providing customer testimonials, referrals, ratings and reviews on 
your social media will grow your business and your brand. 

4. Liking (Rapport) – Be natural and fair; be open and honest in your actions and have a general 
interest in your customer and their wellbeing, by doing so you will build trust.  

5. Authority – Show the customer your level of authority by demonstrating your in-depth knowledge of 
your product or services, your length of time with your organization and your credentials on your 
business card. 

6. Scarcity – Demonstrate to the customer that there is a clear limitation of a product or and what the 
consequences are if they don’t act now. 
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Topic 3: Influence Mapping 

Influence Map Elements 

When you build an influence map, you create a visual model showing the people who influence and make 
decisions about your project.  The map helps you understand how people relate to each other, and you can 
quickly see the way in which influence flows.  

There are four primary considerations when you build an influence map: 

1. The importance of a stakeholder's overall influence (represented by the size of the circle representing 
that stakeholder). 

 

Understanding your Stakeholders 

1. What is it that will allow them to be persuaded? 

2. Know their priorities! 

3. What will their impact be? 

4. What do they have to lose? 

5. What's at stake? 

6. What do they care about regarding this decision? 

7. Probe until you know exactly what they want. 

8. Are they Green (for you)? 

9. Are they Yellow (sitting on the fence?) 

10. Red (not a supporter). 
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2. The relationships between audiences (represented by the presence of lines or arrows between them).  

 

 

3. The level of influence of each of the Decision Makers (represented by using red, yellow, green). 

 

4. Using the DISC model and consider where the stakeholder falls, thereby helping you to understand 
what tactics to use to influence. 

 

 



21 
© DIVERSIFIED OPERATIONS 2019 

Exercise: Constructing your Internal and External Influence Maps 
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Module 3: Communication  

 

Topic 1: Create Your Professional Positioning Statement 

If your ideal customer walked up to you and asked, “Why should I buy from you instead of the other guy?” 
Can you give a compelling answer in ten words or less? 

That’s what a Professional Positioning Statement (PPS) does. Sometimes, it’s called the unique selling 
position. In a nutshell, a well-written PPS does two essential things: 

o Helps differentiate you from your competitors 
o Pulls your prospect into the desired action (click on your PPC, sign up for newsletters, visit the 

website, etc.) 

Ideally, you should interweave your Professional Positioning Statement into all of your sales and marketing 
materials. So, when a prospect has a need, they know precisely why you’re the best solution for them. 

An effective PPS is NOT your tagline or slogan. 

What many businesses do is confuse their tagline or slogan with their PPS. They use them interchangeably, 
ending up with ineffective one-liners like this: 

o “Powering customer relationships.” 
o “The leader in email marketing.” 
o “Solutions from the ground up.” 

They may sound clever, but they don’t help the prospect understand why they should work with you. 

To illustrate, let’s look at the first example above: “Powering customer relationships.” After seeing that, your 
prospect's brain may go through a series of thoughts like these: 

o What are you powering it with? 
o Whose relationship are you powering? Mine or my customer’s? 
o I don’t want power; I want answers to my nagging problems! 
o Forget it, these guys aren’t for me. 

Your prospect may not think exactly like that, but chances are, they want answers, and they don’t have much 
time or patience to find them. Or they’re comparing several competitors against you. So you want to make 
sure your PPS grabs their attention and makes them want to learn more about you. 

To do that, an effective PPS must contain these three elements: 

o Appeal 
o Exclusivity 
o Credibility 

Appeal: Your applicability in comparison to what your prospects want. 

What is your prospect’s main concern? Such as product reliability, 24/7 support, ease of use, flexible payment 
plans, or industry experience.  

For an accurate answer, get out there and ask existing customers, your salespeople, and prospects. Once 
you have it, draft a PPS that addresses their overriding concern. Then you’re ready to add the second element 
of an effective PPS. 
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Exclusivity: Can someone else match or beat your offer? 

By addressing their primary concern, you captured your prospect’s attention. It’s time to ramp it up by showing 
why you’re the best person/company to solve their issue. You can do this by using different words like: 

o Only 
o Fastest 
o Best 
o Largest 

Or use offers like: 

o Order by 2pm, delivery by 3pm 
o Bottom-of-the-bottle guarantee 
o 7,698 parts in stock 
o Unlimited, on-site training 

Be sure your offer addresses your prospect’s primary concern. For the most impact, make sure your offer 
can’t be matched by anyone else. 

Credibility: How do you quantify your claims? 

Most companies make claims generalized, fluffy claims, they are so common, they have as much impact as 
pouring a glass of water into a full swimming pool. 

Fluff doesn’t sell. Specifics do. To avoid fluffy, lifeless claims, use the exclusivity words, but… 

Don’t say: 

o “Best customer service.” 
o “Lowest priced plans.” 
o “Largest selection in town.” 

Do say: 

o Dedicated support specialist 24/7 
o Plans start at $4/month 
o 50,357 parts in stock 

To fire up your creativity, here are a few strong PPS’s: 

NetSuite – “The world’s #1, on-demand business software 6612+ customers worldwide…and still growing!” 

Sirius XM – “180+ channels, commercial-free music.” 

FedEx - "When it absolutely, positively has to be there overnight." 

You can have one PPS for the company, and one for each product or service. Effective PPS’s aren’t born 
out of a boardroom, they’re pretty much dictated by your customers. So, after you and your team brainstorm 
a few strong contenders, test those to see if they get the reaction you want. 

To make the process easier, as a group we will create your PPS. 
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Exercise: Group Activity - What’s Your Professional Positioning Statement? 

The foundation of any business marketing starts from knowing your PPS. When you weave a strong PPS 
throughout all of your sales and marketing collateral, it helps you stand out from the crowd and convinces 
prospects to choose you instead of the other guys. 

PPS Rules: 

✓ Show why you’re more unique, more qualified, etc. 
✓ You can match a competitor on several points – but one must be different. 
✓ Prove you are the best choice for your prospect. 
✓ Stay believable. 
✓ Only make statements you can back up. If you say you’re an industry leader, show your credentials, 

customer list, book and training titles, etc. 
✓ Avoid fluffy, non-quantifiable claims like “best customer service.” 
✓ Focus on how it benefits the customer! 

 

Let’s Get Started… 

Step 1: List your top 5 strengths. What do you offer customers that you do really well? 

 

 

 

 

 

 

Step 2: How are each of your strengths better than your competition’s? 

 

 

 

 

 

 

Step 3: What’s different about you? Look at your education, process, guarantee, offer, background, 
experience, who you work with, etc. 
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Step 4: For every statement you listed in Steps 1-3, ask, “why?” is that important to your customer? Why 
should they care? By asking “why?” you drill down another level towards your PPS, then when you get that 
answer, ask again and again until you hit the core. 

That core is what motivates your prospect to call you. Be sure to ask “why?” at least three times. Now you 
know their key motivation, and you know exactly how you fulfill that need.  

Based on this information, record your new PPS in 10 words or less: 

 

 

 

 

 

 

Step 5: Test it. Compare your claim to your main competitors. Is it unique enough? Is it convincing? Does it 
address your prospect’s deepest concerns? How well does it answer, “Why should my ideal prospect buy 
from me?”  

 

 

 

 

 

 

✓ How appealing is it (your relevance compared to what the prospects want)? 
✓ How exclusive is it (is your offer or a better one available elsewhere)?  
✓ How credible is it (quantify your claims)?  

 

 

 

 

 

 

If it doesn’t feel strong enough, try again. Chances are, you already know it, and you may be stating it 
somewhere in your marketing material or sales presentations already. 
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Topic 2: Researching Customer Opportunity, With Insight 

All successful sales professionals know that researching potential prospects before the first contact can make 
an enormous difference between a sale or no sale. When you understand the background of a company and 
the person you're trying to speak to, you can better frame a conversation.  

Exercise: What Tools do you Use? 

1. What tools do you currently use to research? 

 

 

 

 

 

 

2.  Referring to the tools you identified in the previous question, explain how these tools help you. 

 

 

 

 

 

 

3. How do you set yourself up for success? 

 

 

 

 

 

 

 

 

  



28 
© DIVERSIFIED OPERATIONS 2019 

Topic 3: Where & How to Research 

Get the research done beforehand, knowing about your potential customer will distinguish a professional 
salesperson from an inexperienced sales person that is prospecting. 

Company Websites are an excellent place to start your research; they usually have details of the executive 
team and key team members; you may even find these bios have an email address and direct phone number 
listed. 

What to look for?  

• Connections or Related Industries: Industries typically are overarching umbrellas that cover a 
wide range of related or connected markets 

• Vertical Markets. 

• The number of employees. 

• Company Size. 

• Are they creditworthy? 

Social Media - Every sales professional should use LinkedIn; it is an excellent tool that can make your 
prospecting faster, smoother and, more profitable. LinkedIn is an environment where top-level executives 
share their professional information, their history, who they connect with, what groups they are part of and so 
much more; it provides you with a wealth of information. 

What to look for?  

• LinkedIn: Look for your customer on the site and look at each of the following areas on 
their profile:  

o Experience at their current job: To get a sense of what falls in their realm of authority 
investigate what are their current job duties, what significant projects have they worked 
on etc.  

o Experience at their former jobs: Are they knew at purchasing, you can customize 
your messaging based on their career history.  

o Shared connections: If you have contacts in common with your customer, talk to them 
about their contacts and ask how they know the person, this could turn into a referral 
opportunity. 

o Groups: What are they discussing in the groups they are part of. 
o Recent activity: Look at what your customer has recently shared and where. 

• The Customers Facebook Profile (Business and Personal) 

o Much more of a social network than other sites and as such is less critical for 
researching purposes than LinkedIn.  However, you may find that their business site 
may be promoting products you are able to offer and on a personal level find some 
personal tidbits about them (shared interests and friends).  

• Glassdoor 
o Glassdoor (Glassdoor.com) shows job listings, company reviews, CEO approval 

ratings, salary reports, and much more. For example, Glassdoor can help you understand 
the culture you are looking to do business with. (does every review from the past several 
years mention their volunteer work?)  

• Yelp 

o Does your prospect work directly with consumers? If so, browsing their Yelp page may 
be a way to learn more about their strengths and weaknesses. For example, if 40% of 
their reviews mention their poor customer service, and your specialty is customer 
service then you may want to lead with that in your initial conversation, and give a few 
suggestions to improve service.  
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• Google 
o Once you have a list of new prospects, google them.  Use Google to find out what is going 

on in their professional lives. If it’s worth knowing, then you’ll likely be able to find it 
online. You can do this with your existing customers too if they have posted a white paper 
or had some riveting industry new, it gives you a reason to chat with them. 

 

• Trade Publications – Referencing articles or interviews that feature them will show you have 
done your research. 

What to look for?  

o you may find interviews that one or all of the C-Level executives have been part of 
o some may have written articles for an industry trade publication during their career 
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Topic 4: Strategies to Connect & Leverage – Events, Symposiums, Mixers, Conferences 

Event Types 

There is a wide range of event types and technology combined with the growing need of events has 
changed the way they are delivered. 

Conferences: tend to make up a large portion of the events in all industries, they are either B2B or 
B2C with a schedule filled with dynamic speakers, educational break out sessions, and of course 
networking sessions.  

How to Generate Leads: 

Have a plan before you go.  Review the agenda and set a goal for what you’d like to learn at the 
conference.  Choose the smaller sessions wisely, will the session move you toward completing your goal 
for attending.  

If you can, find out who is attending the sessions, you may find that the people attending the sessions are 
as valuable as the session themselves.  What a networking opportunity! 

Have your LinkedIn mobile app installed! No networking opportunity is complete without LinkedIn. When you 
meet a potential customer that you want to talk more with later, being able to pull up their LinkedIn profile 
and send them a connection request can help you make the best of each interaction. 

Use the time to connect with your customers, you may have been in touch with them over the last few months. 
However, nothing beats face-to-face interaction.  

Trade Shows; typically, are large in scale, hosting thousands of attendees within a specific industry 
allowing companies within that industry to exhibit their products and services. Before any event, it’s 
essential to determine your presence and the extent to which you’ll be participating. Not everyone will 
know you will be exhibiting there, it is up for you to let them know. Build a pre-event landing page and 
create a pre-event promotional plan, create an email and social media campaigns to build buzz leading 
up to the event.  

Seminars; are smaller and more intimate and are heavily focused on educating attendees. The 
smaller group of attendees allows for more in-depth discussions and valuable knowledge sharing.  

Roundtables; like seminars, roundtables also have a specific educational goal in mind. Roundtables 
can vary in size but are usually smaller in scope. These give each attendee the opportunity to 
contribute to the conversation and are generally comprised of higher-level executives such as CEOs 
or CMOs, which provides a much more focused networking opportunity for attendees.  

Virtual Events; Virtual events work well for companies that are short on resources and unable to 
host a full-scale live event as well as for those that cannot afford to have their people travel to an 
international conference.  

Virtual events target the global market and encourage people to participate from all over the world. 
Virtual events will become a mainstream form as the technology for virtual and augmented 
reality continue to evolve.  

Hybrid Events; An event may have elements of both in-person interaction and online engagement. 
Such hybrid events provide versatile functionality and give event organizers the freedom to stretch 
the limits of the event, both regarding the scope and reach.  

Why Virtual and Hybrid Events Work 

With virtual events, the options for lead-generation and lead-nurturing are limitless they: 

 can accommodate a wider audience by removing all geographical restraints 

 Allow important stakeholders the ability to attend when they may not have been able to previously  

 ensure a larger and more diverse attendance and a larger pool of lead prospects 

 allow you to retain contact information of prospects and registrants even after the event 



31 
© DIVERSIFIED OPERATIONS 2019 

Topic 5: Adding DISC to the Mix 

www.crystalknows.com is an excellent tool that provides personality assessments, predictions, and 
coaching tools for people-focused professionals. Crystal can predict anyone’s personality from their social 
media profile or a text sample that they wrote. 
Use Crystal to make your communication more impactful with a specific person, especially someone you've 
never met. 

Examples: 

Elon Musk 

Elon tends to be pragmatic, independent, and logical when making decisions. 

 

 

Summary 

 

In sales, knowing how to say something articulately is just as if not more important than knowing exactly 
what to say. When you master your professional positioning statement or unique value proposition, you can 
answer the question “what is it that you do,” quickly and easily. Knowing how and where to research 
customer opportunity, is as important as knowing what to do once you attend the events. These skills are 
essential for any salesperson and blending the information you gather online or in person are elements 
critical to good communication that will help ensure your message is received and ultimately your sale is 
made. 

 

  

http://www.crystalknows.com/
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Module 4: Opportunity Planning and Development 

Successful Sales Professionals who win consistently plan to win from the start. They carefully match 
their sales process to the customers, set goals for every meeting, and do an excellent job of communicating 
value. 

Topic 1: Professional Relationship Grid 

A professional relationship grid is a mini-manual CRM.  You want to track communications with your 
customers, plan follow-up contacts, update the lead status, and after gaining a customer, schedule future 
discussion that will help you keep them as a customer. Tracking sales and Referrals is also an essential 
part of this document. 

Here is a sample of the information, you can find the worksheet in the toolkit section, or you can create the 
document in excel.  Here is a link that may help you get started. 

 

https://justexw.com/wp-content/uploads/Excel-CRM-template.xls 

 

 

 

Exercise: Professional Relationship Grid 

 

• Consider your top customers, the customer you spend the most time with. 

• Document your top three. 

 

 

 

  

https://justexw.com/wp-content/uploads/Excel-CRM-template.xls
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Topic 2: Customer Opportunity Assessment and Strategy Development  

As salespeople and sales managers, we usually do not consider ourselves as strategists, yet we 
should.  Creating a successful sales strategy allows both salespeople and managers and the teams they 
manage to focus on the right prospects and customers, in the right way at the right time.   

Understanding Organizational Structure & Planning Process 

Sales is a process and to be successful, you can’t rely on luck or make things up as you go. You have to 
think about what you want to achieve, create a plan and work the plan to accomplish the goals you have set.  

Strategic planning is the process that the company’s use to clarify their mission, vision values.  A well-crafted 
plan, typically driven by senior executives, is communicated to all the business stakeholders, both inside and 
outside of the company. 

Understanding each section of the planning pyramid is central to the creation of your call plan.  On the 
following pages, we will look at each of the six segments in detail, starting from the bottom and working our 
way up. 

Each building block is built on or derived from the previous one. 

 

 

 

 

Company Business Plan 

A business plan serves as a blueprint of how the business operates. It acts as a tool for management; 
referring to it regularly making sure the company is on track with meeting their objectives, sales targets, and 
operational milestones.  

Division Plan 

A division plan is one that can be planned independently from the other business units of the company. For 
example, your sales strategy may assess the happenings of your competitors in combination with market 
demand to set a strategic price point.  

Sales Plan 

A sales plan is a strategy that outlines your targets and tactics and defines the steps you will take to meet 
the required objectives. It helps you describe a set of sales targets for your business and choose strategies 
that are suited to your target market.   
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Territory Plan 

Territory planning is a process of creating a workable plan for targeting the right customers, establishing 
goals and ensuring sales growth over time.  Creating a territory plan will help you know where to spend your 
time, doing the right activities with the right customers. One thing to remember is that territory is made up of 
more than the geography and the number of your accounts and prospects; it may be segmented by what you 
are responsible for in your sales role; your product and service etc. 

Strategic Account Plan 

Strategic account planning is a tool that helps salespeople be better positioned to grow accounts, forge 
stronger relationships and to acquire new accounts. The plan contains detailed information about the 
prospect or customer that every sales rep needs to know before making the initial phone call. By having this 
information recorded in a concise, structured way you will be able to focus on what is essential about the 
account and how it aligns with your company’s offering.  

Creating a strategic account plan can’t be done in an hour before the meeting and is not an easy exercise. 
However, the benefits offset the efforts it takes to produce it and gives you a better understanding of the 
customer.   

Call Plan 

Before meeting with a person whether prospect or customer, it’s vital to invest some time in understanding 
their business. Check out their website, read their annual report do an online search for current articles about 
them in the press, talk to people who work in the company, bottom line, learn as much as you can! 

When you fail to invest time planning before a call, you are impacting your ability to sell your products or 
services to that organization successfully. 

By planning before meeting a potential new customer you will differentiate yourself from your competitors, 
and you will be able to ask questions that will help the customers see the alignment of your products or 
services with their needs.   

 

As a sales person you need to know the following: 

• A clear Ideal Customer Profile (ICP) 

• A SWOT analysis 

• A clear market strategy 

• Clear positioning 

• Clear action plan 

It is very common for a sales strategy to start with the top of the organization.  Senior managers create a 
random increase in sales based on investor needs, new product, operational capability, or other factors that 
have absolutely nothing to do with sales.  

When these orders come down the line, they must become a strategy that can support the desired growth. 
Use the following steps to create a solid sales strategy. 
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Assess Where You’ve Been and Where You Are Now 

Before you can begin to plan the future, first look towards the past. By understanding where you have 
been, you can start to determine where you should go. 

Exercise: Assessment of The Previous Year of Business: 

 

What did you do last year? (Dig into your sales numbers as well and look at key indicators such as): 

How much did you sell? 

 

 

 

 

 

To whom did they sell it? 

 

 

 

 

 

How much will result in repeat business? 

 

 

 

 

 

Which customers brought in the least and most profit? Make sure to add in support time! 

 

 

 

 

 

Which customers had the shortest sales cycles? 
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Which customers had the highest revenue? 

 

 

 

 

 

What has changed? 

 

 

 

 

 

How are you positioned to achieve the revenue targets you have identified? 

 

 

 

 

 

Where is the most logical place to look for growth? 

 

 

 

 

 

What exists to support the desired growth? 

 

 

 

 

 

What additional support will your team need to achieve the desired increases? 
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Create A Clear Ideal Customer Profile 

For most companies, 80% of revenue comes from 
20% of customers. By reviewing your previous year, 
you can figure out which customers spend the most 
money, buy more than one product, are the easiest to 
work with and have the shortest sales cycle. Figure out 
what your top customers do and make a list of those 
criteria. This will become your Ideal Customer Criteria.  

An ideal customer profile provides guidelines for you 
that help you spend your time efficiently on prospects 
who are most likely to convert and deliver repeat 
business quickly. 

What is an Ideal Customer Profile? 

An ideal customer profile is a description of the 
company — not the individual buyer or end user — 
that’s a perfect fit for your solution. 

Your ICP should focus on relevant characteristics of 
your target accounts, such as: 

• Industry/vertical 

• Employee headcount — companywide and within key departments 

• Annual revenue 

• Budget 

• Geography 

• Technology they use 

• Size of their customer base 

• Level of organizational or technological maturity 

 

Ideal Customer Profiles vs. Buyer Personas 

B2B marketers often question the difference between an ICP and a buyer persona. Does your ideal customer 
profile replace your buyer personas? Do you need both? 

ICPs and buyer personas are not the same thing, but they are closely linked. While you may be focused on 
accounts rather than leads, it’s important to remember that each account is still made up of individuals with 
diverse roles and priorities. This is where your buyer personas come in. For example, you may decide that 
the presence of specific stakeholders at an account is a key characteristic of your ideal customer profile. 
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Exercise:  Defining Your Ideal Customer Profile (ICP) 

 

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? 

   

   

   

   

 

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 

  

  

  

 

Other Factors to Consider 

• Technology they use 
• Number of employees in a 

department 
• Size of their customer base 
• Level of technology maturity 

Notes 
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Part 3: Define Your ICP 

Now it’s time to put all this information together and define your ideal customer profile. 
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Time for A SWOT Analysis 

A SWOT analysis is used to evaluate a company's competitive position by identifying its strengths, 
weaknesses (internal), opportunities and threats (external). Specifically, it measures what an organization 
can and cannot do, and its potential opportunities and threats. 

How well is your company positioned to: 

 grow existing accounts,  

 find new accounts like the ones you have, and  

 land new ideal customers?  

Your job is to: 

 figure out how to leverage your strengths to capitalize on opportunities 

 consider your weaknesses and threats, the internal and external obstacles that will impede your ability 
to achieve those goals.  

Exercise: S.W.O.T. 
 

Strengths 

What are we known for? 

 

 

 

 

 

What is our unique selling proposition? 

 

 

 

 

 

What resources do we have readily available? 

  

 

 

 

 

What do our customers love about our product(s)? 
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What are we doing that no one else is? 

 

 

 

 

 

Weaknesses 

What do our customers dislike about our product(s)? 

 

 

 

 

 

What are we doing poorly? 

 

 

 

 

 

What is the competition doing much better than we are? 

 

 

 

 

 

What resources do we lack? 

 

 

 

 

 

What’s the main area we need to improve on immediately? 
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Opportunities 

What new opportunities in the market are becoming available? 

 

 

 

 

 

How is the market changing? 

 

 

 

 

 

What opportunities did we pass, but are still available? 

 

 

 

 

 

What would be the ideal opportunity for us? 

 

 

 

 

 

What is the competition ignoring that we can play in our favour? 

 

 

 

 

 

  



43 
© DIVERSIFIED OPERATIONS 2019 

Threats 

Who are our competitors? 

 

 

 

 

 

Has there been an increase in competition lately? Where and why? 

 

 

 

 

 

What are the costs of our resources? Is it affecting our bottom line? 

 

 

 

 

 

Are customers buying less of in our industry? Why? 

 

 

 

 

 

Are our suppliers unreliable? 
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Analyzing Your Competition 
 
Great you have conducted your SWOT, but what about your competitors?  It is just as important to perform 
an analysis of your competitors so that you know and understand their strengths or weaknesses, what they 
are doing well and where there are opportunities for you to take advantage of. 

A competitive analysis lets you evaluate the strengths and weaknesses of the competitors within your 
market.  Once you have done so, you can create strategies that will offer you the advantage of 
understanding what barriers can be developed to them from entering your market, and any weaknesses 
that can be exploited within the product development cycle. 

A competitor analysis grid is a valuable tool to compare competitors from several perspectives company 
information, product/service information, customer information, and sources of competitive advantage. 

The competitor analysis grid will show your competitors’ strengths and weaknesses. The other half of a 
SWOT analysis is to look for opportunities and threats that your company can use. For example, a 
weakness–opportunity strategy would create an opportunity for your business based on a weakness found 
in competitors. A strength–threat strategy focuses on risk avoidance by initiating a strategy that minimizes a 
threat caused by a competitor’s strength.  

Creating and using a competitor analysis grid allows you to compare competitors from several 
perspectives: 

• company information,  

• product/service information,  

• customer information, and  

• sources of competitive advantage. 

  

 

 

 

Exercise: Creating a Competitor Analysis Grid 
 
On the next page is a template for your analysis grid.  

1. Identify one or two competitors that are popular in your target markets. 
2. Conduct a systematic analysis of each competitor’s strengths and weaknesses.  
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Competitor Analysis Grid Competitor A Competitor B Your Company 

Directory Information    

Name of company or Web site    

Domain name (URL)    

Mission statement or purpose (either listed at the Web site or in your own words)    

Company's physical location (this can usually be found on the "about us" page)    

Principal owner or manager    

Products and Services    

Principal product or service    

A supply source of principal product or service    

The selling price of the principal product or service    

How similar is principal product or service to yours?    

(List as many additional products and services)    

Customers and Marketing    

Primary target market     

Advertising effectiveness     

Data about sales or revenues or customers     

Sources of Competitive Advantage    

In what ways does the company exhibit a competitive advantage regarding:    

• Cost leadership (a low-cost producer)    

• Differentiation (distinguish the product in the marketplace)    

• Innovation (create a new way of doing business)    

• Growth (expand production, sell into new markets, introduce new products)    

• Alliance (partner with suppliers, distributors, and others)    

• Time (reduce product cycle, offer express customer service)    

• Raise barriers to entry to rivals or substitute products    

• Create a strategic information system or strategic information base    
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Set A Clear Market Strategy 

Now that you have assessed where you have been and what has worked start thinking about where you are 
going. This is the time to think about a market strategy.  

 

By creating a strategy, you can determine how you need to position your products or services to achieve the 
growth, there are different market segments, and each of them require a strategic plan. 

• Large Accounts 

• Opportunities inside existing accounts with different product lines 

• Opportunities inside existing territories and markets 

• Companies that meet your ideal customer profile 

• How will you identify them? 

• How will you make them aware of your product? 

• How will sales and marketing work together to prospect and sell 

• New Markets, New Products. 

 

 

Exercise:  Marketing Strategy 

 

How much can you grow existing accounts? 

 

 

 

 

How can you leverage existing accounts to get referrals? 

 

 

 

 

How much can you increase revenue inside existing territories with existing products? 
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How much can you increase revenue inside existing territories with new products? 

 

 

 

 

How much can you increase revenue outside existing territories with existing products? 

 

 

 

 

How much can you increase revenue outside existing territories with new products? 
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Develop and Communicate Clear Positioning using Power/Interest Grid 

The market strategy you create will help define how you need to position your company and products to 
achieve growth. You have a variety of market segments, and each requires a clear plan.  

Similar to the influence mapping exercise we did earlier, the Power/Interest grid allows you to document the 
interests and motivations of the customers, identify conflicting interests, relationships between them and 
understand the level of participation that is required from each person in the customer's organization. 

The position that you allocate to a customer on the grid will give you an idea of how to interact with them and 
what actions you need to take.  

1. High power, highly interested people are key players, and you must fully engage these people, and 
make the most significant efforts to satisfy them. 

2. High power, low interested are those you want to keep satisfied, meet their needs and don’t put in so 
much effort that they get tired of you and your message.   

3. Low power, highly interested people like to be kept informed, show consideration as they are often 
beneficial with the detail of your product or service solution. 

4. Low power, less interested people are the least important on the grid, they require minimal effort with 
minor monitoring.  

 

 

Power/Interest Grid 

 

 

The Power/Interest Grid, which is also known as 
the Power/Interest Matrix, is a simple tool that helps 
you categorize your customers as they pertain to the 
solution you want to sell them.   This tool enables you to 
focus on the key customer stakeholders who can make 
or break your sale. 
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Exercise:  Using your Power Grid  

Step 1: If you do not already have a list of the key players in your customer's organization, now is the time to 
generate it. Based on the customers' identification and analysis, you will know what the interest levels and 
decision-making capability and specific requirements of the customer, which customer stakeholder will 
approve the sale or a change in the sale or a particular decision about the sale.  

Some questions to ask are: 

• Have you identified where they fall on the DiSC scale? 

• How will you approach them accordingly? 

• Are they going to be helpful or are they going to hamper the sale? 

• Who are the allies, and who are the adversaries? 

• What is the current level of engagement of the customer stakeholder, where should the customer 
stakeholder be? 

• What is the level of interest/power/influence on the proposal? 

• Which stakeholder gets involved at what stage? 

• What is the purpose – consult/inform, approve, perform various activities? 

• Who has been involved in this type of transaction in the past? 

Step 2: Map the List on the Grid 

After generating the list of stakeholders, map them into the matrix based on their relative power and interest. 
If the customer stakeholders have been captured on sticky notes, the group should be able to place them into 
the model directly. 
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Step 3: Develop a Strategy and Share It  

After each stakeholder has been placed into the matrix, think about specific strategies for engaging your 
customer stakeholders.  

• Who needs to be informed of what, and when? 

• Who needs to be consulted about what, and when? 

• Who is responsible for engaging each stakeholder, and when and how will they do it? 

Summary 

By working with your customer stakeholders, asking questions and getting answers to these questions, you’ll 
be able to determine the customer stakeholders interest and manage them appropriately by using the 
Power/Interest Grid in stakeholder prioritization.  

• What do they expect from you and how do they benefit? 

• Are there any conflicting interests that they may have with the product or service? 

• How committed are they?   

• Are there relationship conflicts between customer stakeholders that can hinder the sale? 

These are only a few examples of questions you can ask. Once you do, it will help you identify the interests 
of all involved. 
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Topic 3: Business Acumen  

 

Goal Setting 

 

Goal setting is a process that motivates you to turn your vision of what you want to your reality, goal setting 
helps you choose where you want to go in life. 

If most everyone thinks goals are necessary; and most everyone would like to be happier, healthier, achieve 
more, etc.; why don’t they set goals? 

• People don’t know how to set goals.  
• People are searching for the perfect way to set goals. 
• People are afraid to set goals. 
• People are afraid to succeed. 
• People are afraid they won’t succeed. 
• People don’t want to set the goal too high. 
• People don’t want to set the goal too low. 

Goal setting preparation means to set qualitative objectives, quantitative goals, and to prioritize targets, goals, 
and tasks.  Sales territory planning can feel like a daunting task; there are many factors to consider and a vast 
amount of data to comprehend. Having a well thought out strategy and concrete S.M.A.R.T goals will make 
sales much easier to close.  

 

 

“Have you set clear, written goals for your future and made plans to accomplish them?” In 1979, interviewers 
asked new graduates from the Harvard’s MBA Program and found that : 

• 84% had no specific goals at all 

• 13% had goals, but they were not committed to paper 

• 3% had clear, written goals and plans to accomplish them 

  

In 1989, the interviewers again interviewed the graduates of that class.  You can guess the results: 

The 13% of the class who had goals were earning, on average, twice as much as the 84 percent who had no 
goals at all. 

Even more staggering – the three percent who had clear, written goals were earning, on average, ten times 
as much as the other 97 percent put together. 



52 
© DIVERSIFIED OPERATIONS 2019 

(Source:  from the book What They Don’t Teach You in the Harvard Business School, by Mark McCormack) 

How to set a Goal 

Setting a goal sounds simple enough, but, many people have dreams, yet don’t comprehend the 
significance of taking action to turn their dreams to reality.  Willing a wish to happen won’t make it so, you 
have to take action! 

There are so many goal setting strategies it can be quite confusing, just know the most important step of them 
all is to start with writing down your goals. 

Write it - Writing out your goals is the most essential area of goal setting. Writing your goals creates 
accountability, you are taking action by writing them down, by doing so you have a platform to build on.    

Plan it – Create a time frame for each goal you write down.  Give it a time to complete it by, answer the 
question why do I need to achieve this goal? (education, career, finances, etc.), and what actions do you have 
to do to make the goal a reality.   

 

 

 

Specific 

When looking at making your goal specific, you must ask yourself, what exactly do I want to achieve? The 
more detailed your description, the better your chance of realizing precisely that.   SMART goal setting clarifies 
the difference between 'I want to be a millionaire' and 'I want to make $100,000.00 a month for the next ten 
years by creating an online publishing house. 

Measurable 

Measurable goals mean breaking your goal down into quantifiable elements. Using measurable goals will 
allow you to understand what precisely what you want.   When you are defining the details of the metrics of 
your goal it makes it more precise, and easier to reach. 

Achievable 

Is your goal attainable/achievable? Can the metrics in place be reached? 

Relevant 

Is reaching your goal pertinent to you or your company? Why do you want to reach this goal and what is the 
objective?  Does this goal achieve that? 

Time Bound 

SMART Goals must have a beginning and an end date.  Set deadlines, for yourself and go after them. Keep 
the timeline realistic and flexible. 

SMART goal setting creates structure and measurability to your goals. SMART goals establish 
measurable objectives, rather than vague resolutions.   
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Exercise: Goal Setting 

 

1. Work through the worksheet that follows, include as much detail as possible under each heading in the columns. 

2. Set your intention of the goal. 

3. Include as much detail as possible under each heading in the columns. 

4. Clarify your goals to yourself as much as is possible. 

5. When you are done with the table, you will be able to write SMART goals based on this. 

 

Intention Specific Measurable Attainable Relevant Time Based 

What is it that you 

want to achieve? 

Who, What, Where, 

When, Why? 

How Much, How 

often, How many? 

Is this achievable? 

Will you be able to 

meet the metrics you 

put in place? 

Is it essential to what 

you ultimately want 

to achieve? 

Beginning and end 

date time 
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Phrasing Your Smart Goals 

Create a statement defining your specific goal, incorporate as many of the elements that you worked on 
earlier in the exercise as possible. Include the actions you plan to take to meet this goal, your timeline, 
and how it will achieve the organizational or personal goal you are addressing. Also, indicate what types 
of additional skills and resources are necessary to facilitate this goal. 

Goal 1 

 

 

 

 

 

 

 

 

 

Goal 2 

 

 

 

 

 

 

 

 

 

Goal 3 
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Time Management 

The phrase time is money is especially valid for salespeople. Time management is one of the most 
challenging disciplines for salespeople to master. Salespeople always have several essential to-dos on 
their list all of which are competing for their attention at once.  

How do they prioritize and maximize their time? 

Do you choose to live on purpose, according to a plan you have set? Or by accident, reacting to the 
demands of others? The first approach is proactive; the second reactive. The following are some 
suggestions followed by an exercise. 

1. Plan your day before it begins, do it in the morning or the night before. Planning allows you 
to see an overview of how the day ahead will play out, stick to the plan as much as possible.   

2. Set a time limit and clearly state that you need to finish a specific task by a particular time, 
doing so will prevent your work from dragging on and taking up time reserved for other 
activities. 

3. Having a calendar is one of the most essential steps in managing your daily activities.  
4. Know the deadlines for the tasks you have on your to-do list. Document the deadlines in your 

calendar and organizer, so you know when you need to have them completed. 
5. Just say “no.” Don’t take on more than you can handle as that will lead to burn out. If your 

time is being consumed by distracting people defer the conversation to a time more suitable. 
6. Keep on point and focus. Multi-tasking can lead to zero productivity so perform one task at 

one time. Close all the applications and browser tabs on your computer or phone that you 
aren’t using. When you focus specifically on the task at hand, you will be more efficient. 

7. What’s distracting you from your work? Instant messages? Phone ringing? Text messages 
popping in? Block them out! 

8. Prioritize, by using the 80/20 rule.  We all like to think of ourselves as superhuman. However, 
you can’t do everything, so you must learn to prioritize the important and let go of the rest.  

9. If there are tasks on your to-do list that may be done by someone else or if there is a specific 
person that is an expert in an area that you are not .. then delegate.  

10. Remove your time wasters. Are things like LinkedIn, Twitter, Email checking taking up too 
much of your time, or allowing you to procrastinate? Stop checking them so often, block off 
specific times of the day to review and respond to e-mails.   

The Ideal Week template, which may be created in a spreadsheet, is the “perfect” week you would live 
if you could control 100% of what happens in your life and work. 
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Themes and Focus Areas 

You can’t plan for everything. Things happen that you can’t anticipate. But it is a whole lot easier to 
accomplish what matters most when you are proactive and begin with the end in mind.  

The Ideal Week template, which may be created in a spreadsheet, is the “perfect” week you would live 
if you could control 100% of what happens in your life and work. 

Themes and Focus Areas 

The image on the next page is a snapshot of an ideal week. Daily topics are listed on the top row 
above the day of the week. Each day is divided into 3 specific areas of focus which are listed in the left 
column. 

Some ideas for themes: 

• Monday is for the team – one-on-one meetings and a staff meeting at lunch. 

• Tuesday is spent on short-term planning and thinking. 

• Wednesday is for meetings with key customers  

• Thursday is a catch-up day during which may be used to schedule various requested 
meetings. 

• Friday long-term planning which includes reviewing vision and business plan. 

• Saturday is for family time, personal chores, and activities. 

• Sunday is for rest and planning and preparation for the coming week. 

Some ideas for areas of focus: 

• Mornings may be devoted to personal growth and development.  

• The bulk of the day is devoted to working. 

• Evenings are set aside for my family and friends.  
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Exercise:  Time Management – Create your Ideal Week 

Map out your own Ideal Week. Once you have created your Ideal Week, test it for a week or two. 
Change it where necessary.  Once comfortable with it, plug the items from your ideal week right 
into your calendar. This is the most critical step – if you’re going to make it work! 

 

Themes 
     

  Mon Tues Wed Thu Fri Sat Sun 

 05:00 - 
05:30 

       

05:30 - 
06:00 

       

06:00 - 
06:30 

       

06:30 - 
07:00 

       

07:00 - 
07:30 

       

07:30 - 
08:00 

       

08:00 - 
08:30 

       

 

08:30 - 
09:00 

       

09:00 - 
09:30 

       

09:30 - 
10:00 

       

10:00 - 
10:30 

       

10:30 - 
11:00 

       

11:00 - 
11:30 

       

11:30 - 
12:00 

       

12:00 - 
12:30 

       

12:30 - 
01:00 

       

01:00 - 
01:30 

       

01:30 - 
02:00 

       

02:00 - 
02:30 

       

02:30 - 
03:00 

       

03:00 - 
03:30 

       

03:30 - 
04:00 

       

04:00 - 
04:30 

       

04:30 - 
05:00 

       

05:00 - 
05:30 

       

05:30 - 
06:00 

       

06:00 - 
06:30 

       

06:30 - 
07:00 

       

 07:00 - 
07:30 

       

07:30 - 
08:00 
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Understanding What Your Time Is Worth 

 

Measuring What Your Time Is Worth 

As a business professional, every hour that you spend working represents an expense to your 
employer.  Your value, then, is measured by your productivity relative to that cost. 

For any given period, very few business professionals understand what their time costs the 
organization. So, what is the cost of your time?   

The following formula is used to do this calculation: 

       Direct Cost of Employee 

                               Working Hours 

Your direct cost includes salary, bonuses, travel expenses, miscellaneous contributions (to 
Employment Insurance and pensions, for example), and other expenses.  Indirect costs for an 
employee are 30% to 40% of direct costs. 

Consider the example below.  In a typical year, you’ll work about 2,000 hours.  Try calculating your 
cost per hour. 

 

 John Smith You 

Salary $30,000  

Bonus $23,000  

Travel $20,000  

Expenses $ 7,000  

Total Direct Costs $80,000  

Add Indirect Costs 
(i.e., employee 
benefits, overhead, 
WCB, etc.) 

$20,000  

Total Cost $100,000  

Working hours 2,000  2,000 

Cost per hour $50.00  

 

Example: If a total salespersons burden is $100K per year, and the company makes an average 
of 20% gross margin on all sales, then the sales person would have to sell $500K to break even 
which is the means their sales cover their cost of being an employee.  Until they surpass this 
number, they are not contributing to the bottom line of the company. 

  

Cost Per Hour =          
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Exercise: How Much Do Your Activities Cost? 

 

Once you have determined your cost per hour,  consider the activities you undertake. Your working 
day consists of many activities such as; administration, meetings, calls, reporting, and travelling.  List 
them in the left-hand column of the table below. 

For the next week take some time at the end of each day to record how much time you spent on each 
activity.  Weekly total up all the hours and multiply them by your cost per hour.  How much does it cost 
for you to do each one of those activities? 

 

Activity M T W T F S S Total Cost Prod 

Time 

% 

            

            

            

            

            

            

            

 

It’s important to understand that time spent on non-productive activities has a cost that requires 
recouping during your productive hours, referred to as the study of time and motion.  

There are software tools that you can download to your smartphone to capture this data also.  It is 
essential to track the time you spend in these different areas because in some cases, this is how 
organizations justify investment in new systems, tools and or administrative support. 

Depending on your role, it may be more cost-effective for your organization to bring in an administrative 
assistant to handle, for example, expenses than it is for everyone in the department to be completing 
their own. 

Plan your many activities with the value of your time in mind.  Determine the priority of your actions, 
and then assign a percentage of your working hours to each.  Record that percentage in the last 
column of the above table. 
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Return on Time Invested (R.O.T.I.) 

Most salespeople think that to analyze success is to look to the end result of, sale or no sale. 
However, there are several things to consider such as:  

• What went well and what didn't (documenting this will give you some real learning and best 
practices for next time).  

• Should we have pursued this opportunity?  

• Was there a project or application, a corresponding budget and was the budget been 
approved?   

• Did I understand the customer’s business drivers, business initiatives and compelling 
reasons for them to make a decision or was it merely gathering information?   

• Did I clearly understand what was happening in the customer's environment that was 
creating the need for change and the need for our solution?  

Since time and resources are limited, it’s essential to determine that the opportunity is a real and 
worthwhile investment in time and resources. 

• Could we effectively compete for this opportunity?  

• Do our solutions fit?  

• Did we know the formal decision‐making process of the customer?   

• Did I clearly articulate the specific way we differentiated from our competitor(s)?    

Knowing how your company, as well as your solution, relates to the specific sales opportunity is an 
essential aspect of closing the sale.  Having the ability to compare that information with that of your 
competitor(s) is an important factor in assessing this key question. 

• Did we feel confident that we would win this opportunity?  

This question is the one most overlooked in sales campaigns.  Many opportunities are lost even if 
the salesperson has the best solution, the best delivery, and even the best terms and 
conditions.  This question deals with how well the salesperson understands the customer’s 
organizational structure that reveals the inside support necessary to win the deal.    

It is important to calculate your Return on Time Invested (ROTI) which is the hourly return on 
any time expenditure as valued in a dollar amount per hour. 

 

ROTI =  

 

The following is an example of ROTI: 

 

A yearly sales target of $500,000.00 

2000 hours of available time per year 

 

Using this formula, the salesperson requires an average ROTI of $250/hour to achieve that goal. When 
you understand this, you will start making better decisions on which customers or potential customers 
to focus on, and how much time to spend on the accounts.  If the opportunity has high potential, you 
will spend more time to capture that opportunity.  It is still important to invest time with customers with 
limited potential. However, the amount of time spent will be much lower than with high possibilities. 

 

 

Sales Revenue 

Time Invested 
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Exercise: R.O.T.I. 

 

1. Calculate R.O.T.I. – Over the past 12 months, you have a customer that has contributed $50,000 
gross profit and the time required to service the account is approximately five hours per month.  

What is the R.O.T.I? The ratio of this account? 

Return on Time = ______________________ 

Time Invested   = ______________________    
R.O.T.I. = _______________

 

Regardless of the methodology, maximizing profitability is a significant goal of today's sales 
professional; the philosophy of merely increasing sales volume isn't enough. The R.0.T.I. Ratio is 
a valuable tool for achieving this new goal. 

 

2. What are the highest value activities for you as a salesperson? 

 

 

 

 

3. What outcomes do the high-value activities produce? 

 

 

 

 

4. What are the low-value activities for you as a salesperson? 

 

 

 

 

5. What outcomes do these low-value activities produce? 
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6. How do you minimize the time you spend on low-value activities? 

 

 

 

 

7. Are the tasks that are assigned to you by others always the best way to spend your time? 

 

 

 

 

8. Who determines your priorities? 

 

 

 

 

9. What are the dangers of allowing the demands of others to overrule your real priorities? 

 

 

 

 

10. How do you eliminate non-value producing work? 

 

 

 

 

11. What work shows up on your desk but doesn’t produce positive outcomes? 

 

 

 

 

12. Why do transactional customers tend to dominate your time? 
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13. Are some transactional customers every bit as time-consuming and needy as a more 
significant customer? 

 

 

 

 

14. How do you ensure that you pursue the opportunities that are going to allow you to succeed 
and make your numbers? 

 

 

 

 

15. Why do we tend to avoid putting in the effort it takes to open an opportunity with a more 
significant customer? 

 

 

 

 

16. How do you choose where to invest your time? 
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Which Customers Give you the Best R.O.T.I. 

To objectively determine an account's profitability, you need to calculate your Return on Time Invested 
(ROTI). This is merely the relationship between the effort you invested and the outcome of your efforts. 
Sales results will be your gross earnings (salary + commissions) from one account; sales effort will be 
the amount of time spent on that account multiplied by your hourly rate.  

Mathematically stated - ROTI = Sales Results (divided by) Sales Effort = Gross salary + commissions 
(divided by) $/hr. (times) # hours worked. 

As an example, a sales professional with a million dollar per year sales target and 2000 hours in a 
year would require an average ROTI of $500/hour to achieve that quota. When we use this formula to 
understand the returns we need to generate for our time, we start to understand the real value of an 
hour, a day, a week. 

A Low Return on Time Invested 

When you document and track your time invested in various aspects of customers, account you will 
find that some actions that you engage in deliver a very low return for a high investment time. Do these 
actions and activities seem like work?  They sure do, they give you a false sense of accomplishment, 
and produce nothing.  

What is your investment of time here going to produce? If the answer is “nothing,” then make the 
decision to invest your time somewhere else. 

Remember low-value activities deliver results that, may be necessary, but just aren’t important, and 
have no real impact on your success. 

High Return on Time Invested 

As mentioned in our time management section, many of the activities we do on a daily basis are 
necessary, the trick is to ensure that they don’t eat up all of your time. Productive, successful 
salespeople spend their time where it produces a higher return on investment. They invest their time 
where it provides the outcomes that help them reach their goals. 

The most productive investment of time as a salesperson is the time you invest with your customers 
and prospects. Although you can’t spend every minute on high return time invested activities, you can 
improve the amount of time spent. Invest your time in high-value activities which are the those that 
deliver your desired outcomes. These activities produce the results you are measured on, and they 
are the difference between success and failure. 
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Exercise:  Which Customers Give you the Best R.O.T.I. 

To be more efficient you have to focus on the accounts that have the most R.O.T.I. 

 

 

 

1. Thinking of your current opportunities list your top 3 accounts that offer the most R.O.T.I. 

 

Customer 

 

ROTI 

  

  

  

 

 

2. Record the steps required in a call plan for each of the accounts? 

Account 1: 

 

 

 

 

 

 

 

 

 

Account 2: 

 

 

 

 

 

 

 

 

 

 

Expected Gross Profit 

The time required to capture 
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Account 3: 
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Topic 4: Learn from your Losses / Celebrate Your Wins  

 

Measuring customer engagement is a process that begins with a clear objective followed by 
determining measurement metrics, then data gathering and of course, analysis and reporting.  

Let’s look at some customer engagement statistics that might explain why so much focus is being 
put on engaging customers: 

 

→ “Companies with the strongest omnichannel customer engagement strategies retain an 
average of 89% of their customers, as compared to 33% for companies with weak 
omnichannel strategies.” – Aberdeen 

→ “Customers who are fully engaged represent 23% premium regarding the share of wallet, 
profitability, revenue, and relationship growth compared with the average customer.” 
– Gallup 

→ “58% of executives reported not having a formal customer engagement program in place, 
and 60% didn’t know how many customers they’d lost over the past year.” – Convero  

→ “70% of buying experiences are based on how the customer feels they are being treated.” 
– McKinsey 

→ “Only 25% of Millennials are fully engaged customers, and their engagement is highly 
dependent on technology. To attain their attention brands must achieve excellence in every 
channel.” – Gallup 

 

The Six Components to Customer Engagement Strategy 

Every stage in the customer engagement process should be planned out in advance, and a clear-cut 
customer engagement action plan should be put in place. Proper optimization and consistent 
implementation must be done to improve business value. Don’t disregard your disengaged or unaware 
visitors/customers, or they’ll go with your competition instead of choosing your brand. 

Although every company has different business goals, here is a sample customer engagement 
model you can use and modify for your company: 
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1. Purpose: To devise an effective strategy, you must first know what your engaged customers 
accomplish for you. Do you want them to:  

a. Help resolve problems? 

b. Inspire innovation?  

c. Co-develop new products or services? 

d. Generate market insights?  

e. Enable greater sales?  

You can also consider this as the “identify” stage where you will focus on knowing your audience 
and their specific needs.  

f. What are your customer’s expectations? 

g. How are your customers segmented? 

h. What is their satisfaction level? 

i. What are their behaviour trends or patterns? 

j. Which communication channels do they prefer? 

The outcome you want from this stage is to have a profile outlining the following attributes: 

a. Description or summary of the profile  

b. Metrics and KPIs 

c. Channels (communication preferences) 

d. Audience segment  

e. Brand  

f. Insights 

2. Acquire: Why would a customer want to do business with you?  If you can help in solving their 
problems, you will be heading in the right direction.  Work towards being able to anticipate their 
questions beforehand. 

a. What are the essential partnership activities that support the engagement strategy?  

b. What support activities help the engagement strategy? 

c. How do you determine each activity’s importance and priority? 

d. What resources do you have to support these activities? 

3. Engage and Execute Your Strategy:  This stage is about the entire process of interacting with 
the customer and how to engage them. Consider your options, do you want to use a reactive or 
proactive approach to the engagement?   A reactive approach might mean a simple check-in, modifying 
communications or providing some transparency. A proactive approach would be adjusting 
performance and building a transformative arrangement, and during the entire process, you need to 
align with your business objectives or KPIs.  

4. Listen to Feedback: Maintain the customer relationship and keep them interested in your product 
or service. 

5. Measurement:  You need to find a correlation between the measure of engagement by activity 
and its impact on the business.  
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a. What operational metrics should you measure? Operational metrics to measure 
performance in sales. 

b. Number of prospects 

c. Number of new customers 

• Number of retained customers 

• Close rate 

• Renewal rate 

• Number of sales calls made 

• Number of sales calls per opportunity 

• Amount of new revenue 

• Number of open opportunities 

• Sales stage duration 

• Sales cycle duration 

• Number of proposals given 

Although this may not fit your company, it will give you a few “mind joggers” to help build a 
customer engagement strategy that suits your needs. 

6. Organizational alignment to customer direction: If your organization is not aligned with your 
customers around delivering improvements or outcomes from chosen activities, engagement will 
be short-lived. If the customer has committed to working with you on various activities, they will 
want to see that you are as invested as they are. If you can’t demonstrate this, they will feel it 
isn’t worth their time or energy to engage with you. 
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Exercise:  Customer Engagement 

 

Customer: _____________________________________________________________________ 

 

Purpose: What do you want your engaged customers to do for you? 

 

 

 

 

Acquire:  Why would a customer want to do business with you? 

 

 

 

 

Engage & Execute: What are the most important activities to support the engagement? 

 

 

 

 

Listen to Feedback:  Learn from your Losses and understand your Wins. 

 

 

 

 

Measurement: What Impact has this customer had on your business? 

 

 

 

 

Organizational Alignment:  Are you aligned with the direction your customer wants to go? 
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Module 5: Uncovering the Power of Your Brand, Mission, and Vision  

 

Topic 1: Managing Your Professional Brand, On-Line, and in Real-Time 

Building your Virtual Executive Presence (Social Media) 

 

Think of Social Selling like running a 365-day, virtual trade show 

 It’s where Sales, Marketing and Networking meet! 

 

LinkedIn 

Your LinkedIn profile can be used as a powerful lead generation and sales tool.  That said, you must 
focus on creating a profile that makes a good impression.  When someone lands on your profile that 
is interested in learning more about your products or service, you only have seconds before they 
start forming an opinion about you. 

• Choose the right photo. Yes, it really is vital. LinkedIn may be considered Facebook with a tie.  
Keep all your personal fun poses and information for your Facebook page, get a professional 
headshot for your LinkedIn profile page. 

• Strategically choose your header image. LinkedIn provides valuable real estate to showcase 
your personal brand through the header image. Customizing your header image is an 
integral part of optimizing your LinkedIn profile for sales. 

• Create a headline that stands out. Don’t just use your title, the most compelling headlines tell 
a short story that will articulate to your profile visitors precisely what you do, include a call to 
action and demonstrate your ability to solve your prospects’ problems. The headline is the 
most valuable real estate on your entire profile so make it exciting and most importantly, make 
it count! 

• Use your summary and experience section to tell people why they should work with you. If 
someone has made it to your summary/experience section, they’re most likely interested! 
Provide compelling information here, and you’re much more likely to build the rapport and trust 
needed to be considered a viable resource. 

For the summary, talk about what you can do to help your customers. 

• What makes you different? What motivates you to get up in the morning and go to work? Why 
do you love working with your customers?   

Things to AVOID: 

Cutting and pasting your resume (This can’t be stress this enough!). 

Listing your job duties. 

Just talking about your company and why it’s great. It’s okay to talk a little bit about your company 
and its unique selling proposition, but this is the chance for YOU to shine! 
 

Things to DO  

Get specific with your accomplishments. How have you helped customers in the past? 

Have you won any awards? Received customer kudos? Talk about them here. 

Everyone on LinkedIn has worked more than one job, so don’t worry about previous employment 
having a negative impact. Don’t gloss over that experience, though. If someone has made it that far in 
your profile, it’s because they’re interested and want to know more about you. Rather than just 
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plugging in the title, company and dates, talk… instead, about how that position prepared you for your 
current role.  

Get recommendations.  The new buzzword is social evidence, and this is where you would provide it 
by getting recommendations from customers as it is the social proof needed to build trust and 
credibility. This is a critical component of optimizing your LinkedIn profile for sales.  

Twitter 

Although not too much of a job source, Twitter is useful to grow your contact network and make 
statements on industry developments. 

Website 

If you are serious about branding yourself, remember that all successful brands have their own web 
pages. 

Real Time: What Makes You Remarkable?  

Brand packaging is not a superficial mask, designed to mislead others. Instead, it’s about showing 
yourself at your best. You must consciously strategize about the way in which you want others to 
see you and your contributions. 

First, think about your strengths and weaknesses. These qualities will help or hinder you from 
standing out. Next, consider regarding the "outcome" you create for others, rather than the products 
or expertise that you sell.  Ask yourself what you are selling.  You are first selling the experience of 
building a total environment that is conducive to your customer’s accomplishing what they want.  
You are the primary salesperson for your brand.  

Why you are unique, different, better? What are you known for? Why have others complimented 
you? What have you achieved in your life that makes you feel very proud? What makes you special? 
Why are you sought out? What is feedback that others have shared with you that made you feel 
remarkable? 

 

Exercise: What makes you remarkable? 

 

With a partner, share what makes you stand out.  
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Real Time: Managing Your First Impression in Seven Seconds 

1. Time: Respecting and valuing time, yours and others are the first steps in enhancing your 
personal worth. 

• What does it mean to you to be on time?   

• Do you schedule your commitments realistically? 

• Do your meetings, internally and externally, consistently start and end on time? 
2. Appearance: Visually represent yourself, your work, your workspace and your team in a 

manner that authentically depicts your individual brand. Consistently.  

• The way you dress 

• How you are groomed 

• Health & Wellness 
3. Presentation: Be aware of any subliminal messages you may send to ensure that you will not 

offend anyone. Also, you will project stronger confidence. 
4. Communication: Frequently the only contact that we have with people is on the telephone or 

by e-mail. Is your impression consistent regardless of how you are communicating? 

• Do you answer your phone as though it is an intrusion?  

• Does your voicemail sound like it was recorded on the fly?  

• Do your emails consistently include a formal greeting?  
5. Your Handshake:  A handshake is usually the only body contact between two people and is 

typically the most critical first few minutes of a new relationship. 

• Eye to eye 

• Heart to heart 

• Web to web 

• Name tags are worn on the right 
6. Preparation: The level of professionalism & commitment to your brand are demonstrated in 

your level of planning. 
7. Consistency: The Seventh Second is when a first impression becomes a lasting, authentic 

impression! 
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Topic 2: Setting your Mission 

What Is Your Mission Statement for Sales? 

The mission statement represents the enterprise’s purpose for existence. It should incorporate 
socially meaningful and measurable criteria addressing concepts such as the moral/ethical position 
of the enterprise, public image, the target market, products/services, the geographic domain and 
expectations of growth and profitability. 

Regarding sales, a sales mission statement addresses how a company would like to be perceived by 
the customer, i.e., the company image, and how its products and services will impact the customer. 

Examples: 

• A radio station advertisement sales mission- Understanding our customer’s goals and objectives must 
always precede any attempt to sell advertising. 

• To Increase our customer’s profitability by improving the knowledge, skill set and management 
effectiveness of the sales team. 

• “To solve unsolved problems innovatively. “- 3M 

This is an individual or organization’s core purpose and focus. Properly crafted mission statements 
serve as filters to separate what is vital from what is not clear and states which markets will be served 
and how. 

A mission is different from a vision in that a mission is the cause and the vision is the effect; a mission 
is something to be accomplished whereas a vision is something to be pursued. 

 

Exercise:  Construct your Mission 

 

1. What are your areas of excellence? (Those things that you do better than most or all of your 
competition). 

 

2. Describe your ideal customer. 

 

3. What Products and/or Services do you offer? (High-Level description of categories). 
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4. What Market(s) do you serve? 

 

 

 

 

 

5. Who are your competitors? 

 

 

 

 

 

6. What is your competitive advantage? 

 

 

 

 

 

7. What is the Mission (purpose) of your business? 

 

 

 

 

8. Craft your Mission. 
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Topic 3: Setting your Vision 

Your company vision statement is an aspirational description of what your organization would like to 
achieve or accomplish in the mid-term or long-term future. It serves as a clear guide for choosing 
current and future courses of action. Your vision statement is your inspiration, the framework for all 
your strategic planning. 

What Is A Sales Vision Statement? 

A vision statement may apply to an entire company or to a single division of that company. It answers 
the question, “Where do we want to go?” Regarding sales, your vision statement should have specific 
figures and numbers of exactly what you want to achieve: 

Examples: 

• We will win the most awards at next year national sales meeting, 

• Being the most knowledgeable sales team in our industry 

• To sell 100 units of baby car seats within the first quota 

 

Exercise: Construct your Vision 

 

Your Vision is an aspirational description of what you would like to achieve or accomplish in the mid-
term or long-term future. It is intended to serve as a clear guide for choosing current and future courses 
of action. 

1. What future state are you most focused on and/or excited about? 

 

 

 

 

 

2. What does your ideal organization look like, feel like, and sound like? 

 

 

 

 

 

3. What future state really enthralls, absorbs, and excited you relative to your current position? 
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4. In what do you absolutely and totally believe is possible for your future (professionally)? 

 

 

 

 

 

5. How will you know if you have achieved what you most desire? 

 

 

 

 

 

6. What are you entirely convinced can happen once your vision has been achieved? 

 

 

 

 

 

7. What legacy do you want to create? 

 

 

 

 

 

8. What leverage do you have around you to make your vision happen – resources, support? 

 

 

 

 

9. How do you and others on your team need to behave to bring about this vision? 
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10. Craft your Vision 
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Topic 4: Values - Guiding Principles 

 

HOW we do things manifests in the systems and processes within an organization and the culture. 
For values or principles to be genuinely useful, they must be verbs. It’s not “integrity,” it’s “always do 
the right thing”; not “innovation,” but “look at the problem from a different angle.” Articulating our values 
as verbs give us a clear idea; we have a clear idea of how to act in any situation. Some organizations 
and individuals know “how” they do what they do. They may call it their “differentiating value 
proposition,” “proprietary process” or “unique selling proposition (USP).” The How's are an 
organization’s or individual’s strengths, values or guiding principles. These are the things they feel set 
them apart from their competition; the things they think make them unique or different from everyone 
else.  

 

Exercise: Company Values/Guiding Principles? 

List your company’s values or guiding principles, if there are none documented, list what you feel they 
are.  We have supplied some memory joggers below to assist you in getting started. 

 

 

 

 

 

 

 

 

 

Memory Joggers  

Abundance Acceptance Accountability Accomplishment Accuracy Achievement 

Acknowledgment Adaptability Adventure Affection Aggressiveness Agility 

Alertness Ambition Anticipation Appreciation Assertiveness Attentiveness 

Audacity Awareness Balance Beauty Belonging Carefulness 

Boldness Bravery Brilliance Calm Candour Loyalty 

Clarity Cleanliness Collaboration Longevity Comfort Commitment  

Communication Community Mastery Maturity Contentment Concentration 

Confidence Connection Compassion Competence Control Conviction 

Continuity Continuous Consciousness Consistency Creativity Curiosity 

Convincing Cooperation Improvement Contribution Desire Determination 

Daring Decisiveness Courage Courtesy Discovery Discretion 

Devotion Dignity Delight Dependability Encouragement Effectiveness 
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Diversity Drive Diligence Discipline Excellence Endurance 

Efficiency Enjoyment Elegance Eagerness Fairness Excitement 

Energy Expertise Enthusiasm Empathy Flow Faith 

Experience Family Exploration Equality Frugality Focus 

Fame Fortitude Fidelity Expressiveness Happiness Fun 

Forgiveness Gratitude Freedom Flexibility Holiness Goodness 

Generosity Health Giving Friendship Humour Harmony 

Grace Hopefulness Growth Guidance Innovation Honesty 

Hard Work Influence Helpfulness Heroism Intimacy Imagination 

Honour Integrity Hospitality Humility Kindness Insightfulness 

Independence Investing Ingenuity Inner Peace Meaning Intuitiveness 

Inspiration Learning Intelligence Intensity Nonviolence Knowledge 

Inventiveness Modesty Truth Justice Originality Merit 

Leadership Optimism Liberty Logic Perceptiveness Openness 

Mindfulness Precision Passion Motivation Positive Attitude Outcome 

Opportunity Progress Pleasure Organization Preservation Perseverance 

Orientation Recognition Preparedness Peace Quality Power 

Persistence Responsibility Prosperity Poise Religion Privacy 

Practicality Selflessness Relationships Presence Service Teamwork 

Proactivity Systemization Righteousness Punctuality Strength Resourcefulness 

Rationality Trust Self-Esteem Reliability Stability Simplicity 

Respect Speed Spirit Risk-Taking Seriousness Style 
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Topic 5: Setting your “Customers” Sales Strategy 

Objectives 

Outline Your Mission and Objectives 

This section includes your joint (your companies and your customers) blended company mission and 
vision statement and will be where you will state your sales objectives regarding growth.  

Customer Focus 

Help to clearly articulate the key characteristics of your customer's ideal customer (you have done it 
and identified them as one of yours, now help them to clarify theirs).  There are three things to consider 
in this section, which include building a profile of your customer's ideal customer, describing their 
expected buying patterns or creditworthiness, and defining your anticipated sales territory. This will be 
used to identify prospects and prioritize sales efforts. 

Strategies & Tactics 

This section is where you and your customer need to spend the most time as it defines your 
strategies (i.e., plans required to accomplish your objectives) and your tactics (the steps necessary 
to execute the plan). 

New Business Acquisition Strategies and Tactics 

1. Exceed sales quota. 

2. Increase awareness in the marketplace of my products, services, and solutions. 

3. Obtain referrals from new customers. 

Existing Customer Business Strategies and Tactics 

In this section you need to work with your customer to identify a list of strategies for growing their 
existing customer accounts, using your product or service. 

1. How are they going to use your product or service to gain incremental revenue within 
existing business accounts? Identifying these will give you the course to follow to capture 
high-margin, add-on business from their existing customer or customer base. 

2. Identify at least two tasks that will be performed by members of the sales team on a daily 
or weekly basis in support of each strategy. 

Perform a Product and Services Analysis 

This is a straightforward way to showcase ALL your products and services to your customer 
without seemingly selling. 

When conducting a PGA Survey of Your Key Accounts, during a Business Review Meeting, the 
information that you are looking to gather from your Key Customers, will be: 

1. Identify all the Incremental potential business that exists within Your Key Accounts 

2. Determine what ‘Share of Account’ you have which will help to determine how much 
time to allocate to this account and what ‘strategy’ to apply. 
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84 
© DIVERSIFIED OPERATIONS 2019 

Exercise:  Product and Service Analysis 

Use the template on the next page to build a PSA using your products and services (note: in the 
interest of time you may only want to list a few items and create an excel template when you are 
back at the office) 

 

1. Column 1:  
i. Step One List every product and service your organization has to offer.   
ii. Step Two At the bottom of the list, add all of the products and services your 

organization is considering adding to their portfolio.  
2. Column 2 – 6 Ask your customer:  

i. Column 2: “Do you or could you use these products and services today?” 
ii. Column 3: Ask your customer “How much do you currently spend on these products 

or services?” 
iii. Column 4:  “Where do you currently purchase these products or services?” 
iv. Column 5:  “Why do you purchase from that company specifically?” 
v. Column 6:  “Who within your organization is involved in the decision-making process 

of that purchase.” 
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Category 

Sub 

Category 

 

Y/N 

Do you  

Can you Use 

 

Annual Budget 

Current 

Supplier 

Why do you 

Purchase from 

them? 

 

Selection Criteria 
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Course Evaluation Form 

Course Name:  

Instructor Name(s):  Date:  

 

Please indicate your impressions of the items listed below, with 1 being strongly disagreed and 5 strongly 
agreeing. 

 

 1 2 3 4 5 

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 good.      

8. The trainer met the training objectives.       

9. Class participation and interaction were 
encouraged. 

     

10.  Adequate time was provided for questions and 
discussion. 

     

11. On a scale of 1 – 5 with 1 being poor and five 
being excellent, how do you rate the training 
overall?  
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12. What is your primary reason for attending this course? 

 

 

 
 

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

 

 

 

 

 

 

14. Would you recommend this course to a colleague? 

 

 

 

 

 

 
 

15. What did tools, skills or strategies did you gain most or learn as a result of this training? 

 

 

 

 

 


