
1
© 2016 ValueSelling Associates, Inc. All rights reserved.  EBOOK0114

Product knowledge is no longer the 

primary tool of sales professionals. 

Today’s buyers already have it.  

They are savvy, smart, and informed. 

They face entirely new demands,  

in the quest to leverage new  

technologies, consumer behavior 

shifts and global market pressures. 

They’ve done their homework,  

and created short lists before even  

calling you about your product or  

service. As salespeople, what can  

we offer buyers that they can’t already 

find on their smartphone? 

To close a sale, you must help clients 

understand how your products or  

services are the solution to their  

business issues and problems. 

With training, time and practice, anyone can master these vital skills. 

Whether you’re a seasoned sales rep or just beginning your sales  

career, increase your sales today with the following sales tips.

10 TOP 
 

IDEAS
SALES-BOOSTING 

ARE YOU USING 
THESE SALES SECRETS 

TO STAY ON TOP?

To begin that process, 

you must first:

• Engage the client and

earn their trust.

• Understand the potential

buyer’s perspective and

motivations.

• Gain access to someone

with the power to purchase.

• Effectively use your own

relationships, time and tools

to stay competitive.

It’s simple:  
we help them  

solve their specific 
business problems.

QUALIFY

PREP

IMPROVE

EXPERT

PITCH

LISTEN

PLAN

REFERRALS

S.M.A.R.T.
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QUALIFYCONTINUOUSLY YOUR PROSPECTS

Are you talking 
to power people?*

you can’t sell
to someone who

can’t buy

Your best contact may move, switch jobs, get promoted  

or fired. Or you might have ten contacts in a promising  

company, but if they’re not positioned (or inclined) to  

make a purchase, there’s no sale.

To qualify your prospects, ask  
yourself the right questions, such as:

•  Is my contact empowered to 

decide if he/she should buy my 

product or services? 

•  If not, does he/she have access to 

decision-makers? Will my contact 

provide an introduction?

•  If my contact is a power person, 

will he/she agree to a plan and 

timeline to close the sale and  

deploy my goods? 

•  What does he/she need,  

specifically, for me to secure a 

commitment?

Research your contacts. 
Before you call, keep track of 

shifting roles and relocations 

through the following tools: 

•  Google

•  Facebook 

•  LinkedIn 

•  Trade association  

newsletters

•  Blogs 

•  Press releases 

•  News searches

•  Conversations with  

mutual connections,  

to see who is moving  

up or moving out of a 

given company.

* As you move up the selling chain from a product orientation to a business solution orientation,  

your ability to identify and develop a VisionMatch™ with decision-making executives becomes critical.  

If you aren’t able to connect with the power holder, the likelihood that your solution will satisfy both  

their critical business value and personal value diminishes rapidly. 
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THOROUGHLY

BEFORE YOU CALLPREP

Hindsight may be 20/20, but foresight is visionary.  

Preparing for your call ahead of time exponentially 

increases your chances for success. 

people need
a reason
to changeDefine the objective of the call,  

and your strategy to achieve that 
objective. Start by setting realistic 

goals and defining the best  

approach to achieve them. For  

more ideas, see Idea #3: Use SMART 

time management.

Confirm the call or meeting.  
Verify the time and date, the phone 

numbers or location, how much 

time you will have to spend, and 

who is expected to attend. 

Tailor the meeting to the  
participants. A few minutes of 

organization can save exponential 

amounts of call time. If the CEO or 

any C-level executive will be there, 

anticipate strategic questions, as 

well as tactical or operational ones. 

Respect the window of time avail-

able by assembling an agenda that 

fits within it.

Understand your client’s industry 
and its demands. Clients are  

more likely to buy from people  

who understand their needs and  

challenges. Even just a broad  

understanding can raise your  

credibility, reduce the frustration of 

explanation, and save your prospect 

time. For more ideas, see Idea #6: 

Become the industry expert.

Prepare a response to any  
objections. People need a reason  

to change, and buying your product 

or service could alter the operations, 

culture and habits of your  

prospect’s company. Anticipate any 

internal or external obstacles that 

might create resistance, so you can 

reassure the client with empathy 

and authority.

Prepare questions. Questioning  

the client about his/her needs 

shows your desire to learn and 

collaborate, and not just pitch and 

sell. It conveys the message that 

you care about providing value, 

and fulfilling a need. The client may 

share valuable information about 

the company’s profitability and 

business problems, allowing you to 

discern whether a prospect is worth 

your time and effort. For examples 

of effective questions, see Idea #7: 

Use O-P-C questions before you 

pitch.

Keep necessary materials within 
immediate reach. Helpful materials 

can include relevant case studies, 

examples of strong returns on  

investment, testimonials and  

endorsements from third parties, 

preferably from previous  

customers in the same industry  

as your prospect. Be sure to have 

the ValuePrompter* on your screen 

before you dial.
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USE

TIME MANAGEMENT

Are you wasting time? Just one extra sales call each day adds up to 180 calls 
per year. But between finding new customers, satisfying existing ones, and doing all your  
administrative work and training, how can you find time for extra calls?

Create SMART goals.  
The SMART method of performance management gauges quarterly  

and annual success. Writing down short- and long-term goals makes  

them more concrete, and harder to ignore. SMART goals are:

Organize and track your goals. Once you’ve 

created your goals, use them effectively:

•  Prioritize your goals. Which are most 

important? Which are most attainable?

•  Estimate how much time you need to  

accomplish each goal, and what steps 

you must follow.

•  As you work toward your goals, track 

how much time you spend on each one.

•  Reevaluate your goals regularly, to  

decide which goals continue to be 

worthwhile.

Bring your best self to your top goals.  
Are you a morning person? An after-lunch 

zombie? A night owl? 

Create a master calendar that maximizes 

your time according to your own natural ebb 

and flow.

•  For the times of day when you’re most 

alert and sharp, try to schedule the tasks 

that apply to your top-priority goals.

•  When your energy flags, focus on  

low-priority goals, or administrative 

tasks. 

•  Be realistic! Remember to schedule 

downtime, too.

S
M
A
R
T

SPECIFIC

MEASURABLE

ATTAINABLE

RELEVANT

TIME-BOUND

Give yourself clear expectations.

•  What do you want to accomplish, and why?

•  What requirements and constraints apply?

Decide on concrete criteria to measure your progress.

•  How will you know when you have accomplished your goal?

Be realistic.

•  What do you need to accomplish your goal?

Choose goals that matter.

•  Is this goal worthwhile?

•  Is this the right time for this goal?

•  Are you the right person for this goal?

Give yourself a target date.

•  What can you do six months from now?

•  What can you do six weeks from now?

•  What can you do today?  
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SET

BOUNDARIES

Interruptions are hard to 
avoid if you have an  
“open door” policy in your 
office, but you can control 
the power these interruptions 
hold over your day. 

At ValueSelling Associates, 
we teach you how to balance 
your master time allocation. 

Plan for interruptions. Embed pockets of time in each day’s schedule to 

deal with urgent matters, or to assist your coworkers and supervisors.  

Asking for clear direction and objectives can help limit the duration of  

interruptions and last-minute demands. 

Defend your time. It’s easy to automatically run to put out a fire, and  

then forget to finish what you started. If you’re interrupted while engaged 

in an important activity, ask if that new task needs to be done immediately, 

or can it wait? If it can’t wait, reschedule yourself before engaging in the  

interruption, to keep yourself moving forward on your own goals. 

Communicate about your schedule. Sometimes all you need to do is  

communicate with the people who interrupt you. If your boss understands 

that her habitual requests interfere with prospecting, she may be willing to 

interrupt you at a different time, or to set a daily meeting for all requests. 

Perhaps you can help a needy coworker become independent through 

supplemental training, company tools and resources. If you guard your time, 

others will learn to respect it, too.

SOME TRICKS:

WHO CONTROLS YOUR TIME?

8:00am - 12 noon

Answer emails

Make calls

12-1

Lunch

1:00pm - 3pm

Work on project

No interruptions!

3:00pm-5:30pm

Return calls
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DESIGN A SELF-IMPROVEMENT

PROGRAM

people
buy from
people

What are your strengths - and weaknesses?
People buy from people, and everyone has their quirks. To become a better salesperson, 
the most dramatic step you can take is to become a better person. Work on your:

Communication and presentation. 

We work in a social field. Most salespeople are natural 

extroverts who love people and social challenges.  

We also tend to be competitive, resilient, and more 

comfortable with rejection than most people.  

These qualities enable us to do the hard work we do. 

But what personality traits might hinder our  

professional success? Ask yourself:

•  Which aspects of my personality help me in my

job?

•  Which quirks or social habits interfere with

my professional relationships?

•  Do I always communicate the way I want to?

•  Are there tools (Myers-Briggs tests, or

communication training programs) that can

improve my understanding of myself, and my

ability to establish rapport?

•  What do I need to become a better version

of myself?

Professional development. 

Ask yourself:

•  Where do I want to be in five years? Ten? Twenty?

•  What do I lack to accomplish those goals? How

can I get what I need?

•  What are my professional assets, and how can I

maximize them?

•  What are my professional gaps, and how can I

bridge them?

•  Am I an industry expert?

For more ideas, see Idea #6: Become the industry

expert.

•  What kind of education plan can I implement for

short- and long-term success?

Every client interaction provides an opportunity to 
improve. Take time today to do an internal audit and 

assess your needs. Then create a self-improvement, 

self-education plan to become better at what you do, 

both inside and outside the office.
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the correct use
of power is key

What don’t you know?

BECOME THE INDUSTRY

EXPERT

To sell effectively in today’s 
marketplace, you must know 
how your product or service 
fits into industry needs as a 
whole. Continuing business 
and industry education is  
the best way to learn the 
character and cultural  
nuances of your prospect’s 
business. The ability to speak 
with authority to a client 
builds credibility and instant 
rapport.

•  Read about the industry’s

culture and current issues.

Subscribe to trade magazines,

business journals, niche blogs

and LinkedIn group discussions.

Surf the web for other news

resources.

•  Research the company’s

financial statements, executive

messages and analyst reports.

•  Ask your colleagues (or even

clients) which sources they

use to stay current in their

industry. Participate in online

or in-person discussions about

what you’ve read or heard, to

discover new perspectives and

trends.

•  Predict an organization’s

possible struggles in achieving

its goals and objectives, based

on observed trends in key

financial metrics.

Even if you’re not an executive, 

thinking like one is the first step  

to relating intelligently to your  

executive clients. You don’t need  

an MBA; you just need curiosity and 

a lifelong interest in learning. 

keep
learning
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BEFORE YOU PITCH
O-P-C QUESTIONS
USE

Are your questions engaging your prospect?
Selling is not telling, and a good conversation is more important than a good presentation. To make an effective 

pitch, it’s critical to understand your prospect’s point of view. What is your prospect looking for? How do you fit 

into the prospect’s vision? How can your knowledge help prospects diagnose problems they’re unaware of? 

Asking the right questions will engage the client to share valuable information on how you can best provide  

value to their organization and mission. People buy from people, and by showing a genuine, intelligent interest in 

the client’s business problems, you will build trust and establish your own credibility. 

Use the O-P-C Questioning Process to discover the customer’s business problems and solutions:

Open-ended. Because answers  

require more than a mere “yes”  

or “no” response, open-ended  

questions allow a prospect to 

elaborate. Through open-ended 

questions, you gain insight into 

that prospect’s current perspective, 

while also demonstrating your  

interest.  

Examples: 

“Tell me why ____?” 

“Explain what you mean by _____?”

Probing. These thought-provoking 

questions allow you to drill deeper 

into specifics, and gain a better  

understanding of the prospect’s  

issue. These questions also  

demonstrate your ability to learn 

and contribute to the conversation. 

Examples: 

“Is this difficult because ____?” 

“Is there any specific step you 

would like to see completed?”

Confirming. These questions  

demonstrate that you understood 

the prospect. Confirming questions 

also allow you to verify your  

interpretation of the prospect’s 

answers. Examples:

“What I’m hearing is _______. 
Is that right?” 

“If I understood you correctly,  

you need____. Is that what you 

meant?” 

You can design these questions as you go, or prepare them in advance and introduce them at various stages of the 

conversation. The goal is to help the customer discover and define a business issue that you can resolve with your 

product or service. The O-P-C Questioning Process allows you to create a Differentiated VisionMatch™, so you can 

present your product or service as the best solution to provide value. 

people make
emotional buying decisions

for logical reasons

If you can reach a joint  
understanding, you’re giving 
the prospect the logical  
validation to choose you.
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LISTEN

ACTIVELY
Does your client feel heard?
When you’re talking, you’re not listening. Sales professionals often monopolize meetings 
and lose a sale because they don’t listen to the client’s situation and needs. That’s because 
listening – truly, actively listening – takes training and practice. 

Active listeners:

•  Don’t multitask. Researchers

challenged “multitasking”

MIT and Stanford University

students to recall the basic

details of a lecture, and most

failed. When people multitask,

quality suffers. Your prospects

and clients deserve your

undivided attention.

•  Don’t interrupt. Interrupting

means that you are no longer

listening. Wait your turn to

speak, and respond thought-

fully.

•  Ask clarifying questions.
See Idea #7: Use O-P-C

questions before you pitch.

Followup questions define the

issues while building trust and

rapport.

•  Pay attention to what isn’t said.
According to current research,

93% of all daily communication

is nonverbal. Our facial gestures,

posture, body positioning, vocal

speed and tone tell the story,

so pay attention to your client’s

body language -- and your own.

93% 
of all daily communication 

is nonverbal

Enjoy this TED playlist called Listen Up!  

8 talks on the importance of listening and how to do it much better
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AGREE
ON NEXT STEPS
BEFORE CONCLUDING
A SALES MEETING

Are you in control of what happens next?
Never leave a sales meeting without clarity on the next 
steps, and include your prospect in those plans. 

• Confirm next steps with the prospect.
Are they ready to buy? Or do you need another meeting?

• Schedule the next meeting with the prospect
before getting off the phone or leaving the room.

• Allow prospects to play an active part in the process,
if they wish. Give them materials or resources they can
use to enable them in their decision-making process.

The ValueSelling Framework®  
Mutual Plan is a proof-of-concept 

plan, not an implementation plan.  

It is co-owned and written by  

both the sales person and their 

prospect. It is designed to reinforce 

a VisionMatch™ and Value.

It may be as simple as a letter  

outlining the set of activities  

required to bring closure between 

you and your customer. 

Benefits to the customer 
A mutual plan specifies ways to 

prove to the customer that the  

solution you presented is credible. 

Benefits to the salesperson 

A mutual plan outlines steps to 

help you close the sale. 

If you don’t formalize a plan in  

writing, it will definitely keep  

changing and delay your sale.  

If it’s in writing, you’ll have a  

stronger position if you need to 

bargain in return for changes  

to the plan.

eLearning

Learn ValueSelling  

Framework® fundamental 

terms, processes and tools 

via the Internet
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REFERRALS
ASK FOR

Can you turn one sale into two?
Congratulations, you’ve just closed a sale! You’ve done all the hard work of convincing 
the client that you provide value to their company. You’ve demonstrated that you can  
solve their business issue with what you alone provide. 

Ask for a referral.

Referrals maximize the impact 

of the work you’ve already done. 

Grateful customers will be happy to 

help open doors if they believe in 

you and your product. 

Third-party endorsements are  

the most convincing way to boost 

credibility, especially if that third 

party actively uses your products  

or services. 

To boost referrals:

•  At the end of a deal (or when

appropriate), ask your new

client, “Who else should I be

talking to?”

•  Also solicit referrals from

prospects who are impressed,

but aren’t positioned to close.

•  Ask referring clients if they

will introduce you to a new

referral, or if you can use

their name when introducing

yourself.

The key to successful sales is the salesperson’s ability to build relationships, 
solve customer problems and bring value to businesses and individuals.

•  Call the referral immediately to

make an appointment before

the introduction goes cold.

•  Formally thank referrers.

Follow up and tell them how the

meeting or introduction went.

They’re staking their reputation

and relationship on you, so treat

your sources with gratitude and

a promise to make them proud.
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At ValueSelling Associates, we specialize 
in customized classroom instruction,  

e-learning, train-the-trainer and consulting.
For more information,  

visit www.valueselling.com  
or call us at +1 800 559 6419 today
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