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The Selling or Sales Process is the way in which a salesperson interacts with potential buyers. There are 7 main steps of the sales process which are prospecting, preparation, approach, presentation, handling objections, closing, and follow-up. The sales process is a standard, repeatable sequence of processes that a sales rep or team implements to
move a potential customer from recognition of a need to the eventual execution of a purchase. In essence, it’s not only a prospect’s journey from awareness to a transaction but also a roadmap for sales representatives. The proper sales process varies based on the industry, the type of product or service being sold, and the target customer. While some
companies might have four stages in their sales process, others might identify as many as seven steps. Let’s simplify each step: Prospecting: This step involves identifying potential customers or leads who might be interested in the product or service you're selling. Preparation: Involves researching more about the potential customer to understand
their needs and how your product can meet those needs. Approach: This is the method you use to initiate contact with the prospect, which could be an email, a phone call, or even an in-person meeting. Presentation: At this stage, you present the product or service to the prospect, demonstrating how it meets their needs. Handling objections:
Prospects may have concerns or objections, and this step involves addressing those to the prospect’s satisfaction. Closing: This is the stage where the salesperson finalizes the deal by confirming the prospect’s purchase decision. Follow-up: After the sale is complete, maintain contact with the customer to ensure satisfaction and potentially unlock
further business opportunities. Importantly, this process is distinct from a sales funnel, which is a visualization of the sales process stages, often used as a management tool to monitor the status and success rate of sales activities. Despite the defined sales process, it’s left to each salesperson’s discretion in many teams on what steps to follow and
when. However, a well-defined and standardized sales process can aid in improving the efficiency, measurability, and predictability of the sales cycle, especially for those who are not naturally gifted in selling. To reiterate, a successful sales process is your strategic guide to closing deals and achieving continuous business growth. Why Build Sales
Processes? The success of any sales organization often rests on the underlying sales process. This structured roadmap allows your sales team to convert leads into customers methodically and successfully. Below are several reasons why you should build a sales process: 1. Efficient Roadmap to Success A well-defined sales process serves as a practical
guide that leads your sales team through the journey of converting prospective leads into customers, essentially supporting your marketing team’s endeavors. This roadmap reduces wasted efforts and brings about more efficient results, boosting the company’s profitability. 2. Consistency and Confidence A consistent sales process keeps your sales
team in sync. Standardized methods and messaging ensure that everyone knows what steps to take and what to expect at each stage. This consistency breeds confidence in handling potential deals. The absence of ambiguity allows for a smoother, more result-driven selling process. 3. Increased Efficiency and Reduced Ambiguity A well-structured
sales process divides the entire sales journey into distinct stages, outlining the purpose and strategic actions required at each point. This breakdown reduces uncertainty, enhances focus, and leads to efficient management of deals, thereby lowering the chances of missed opportunities. 4. Insights-driven Approach Perhaps one of the most significant
advantages of a sales process is the opportunity for regular tracking and data analysis. Monitoring each stage’s performance can lend invaluable insights. You can detect and address bottlenecks, refine strategies, and make data-driven decisions, which collectively lead to continuous improvement and increased sales performance. 5. Simplification of
Training and Onboarding An established sales process simplifies the training and onboarding process for new team members. It provides a clear framework for understanding the company’s sales approach, enabling new hires to start contributing to the organization’s success sooner. Also Read Vals - Values attitude lifestyle6. Customization of Value
Delivery A systematic sales process helps in understanding the prospect’s needs at each stage, providing tailored solutions when they are most suitable. It ensures the right value propositions are presented at the right time, fostering an ongoing sales conversation until the prospect is ready to buy. In summary, a well-structured sales process is a
strategic instrument that guides your path to sales and customer success. It fosters efficiency, consistency, accurate insights, effective training, and personalized value delivery. Therefore, building a sales process is crucial for any business aiming to optimize its sales performance. How to Create a Sales Process? Creating a sales process is about
organizing the steps your sales representatives take from initial contact with a potential customer to closing the deal. Here is a detailed step-by-step guide on how to create a successful sales process. Step 1: Prospecting Start by identifying potential customers, also known as prospects. Seek targeted companies instead of pursuing everyone. You can
achieve better results by creating a buyer persona (using your database of past successful customers to help). Study potential prospects’ buying habits, pain points, and preferences. Formulate a set of compelling questions to ask them. Once you have a clear target audience, decide on the medium and timing to reach out to them. Create an attractive
sales pitch, either generalized or personalized, to captivate prospects. Step 2: Qualification After identifying prospects, ascertain if they really need your product. This involves more research and questioning. Understand their needs and pain points. Find out who the company’s decision-makers are. Use past communications and online information
sources such as prospects’ websites, blogs, and social media pages, to identify their strengths and weaknesses. Also, look into their product or service reviews. Step 3: Setting Appointments The third step involves setting up a meeting with your prospects, which is a crucial stage to demonstrate the value proposition of your product or service. Lead
conversations that address prospects’ concerns. Be confident and persuasive in your request for a meeting. Track your emails/calls and follow-up appropriately. Use an appointment scheduling tool to keep track of important meetings. Step 4: Presentation This is where you get to show your prospects what your product or service can do for them.
Tailor your presentation to address specific needs identified during the ‘qualification’ step. Highlight your product’s strong points and counteract your competition. Keep your presentation succinct but informative. Step 5: Objection Handling Hurdles are common at this point, as prospects will often have reservations. Handle objections tactfully and
understand that they are often requests for more information. Consider the prospect’s perspective and try to understand their specific concerns. Step 6: Closing This is the final step where the deal is either sealed or lost. It’s essential to use the right closing techniques and tactics here. Make the prospect feel they can afford your product/service. Use
testimonials of satisfied customers to validate your product’s credibility. Step 7: Delivering Value The relationship with your customer doesn’t end after closing the deal. Stay connected with them by continuously providing value. Call and ask for feedback about your product. Address customer issues promptly. Engage them with newsletters and other
informative content. Ask for referrals and testimonials to help further boost your business. By following these steps carefully, you can create an effective sales process for your organization. Remember to regularly review and update your sales process as your business and market evolve. What are the most important sales process steps? While the
specific terminology and approach may vary depending upon the company’s business model or strategy, the central principles are consistent. Here are the most crucial steps: Knowledge building and Research: This includes not only extensive product knowledge but also understanding the ideal prospect, their needs, pain points, and buyer persona.
Also, reviewing past sales, studying market trends, the strategies competitors are using, and research on potential prospects. Prospecting and Lead Generation: Identifying potential customers who might be interested in your product or service. This can be done through various methods such as referrals, online research, inbound lead generation
campaigns, etc. Qualifying Prospects: Not all leads will convert into buyers. Therefore, qualifying the prospects on the basis of their needs, budget, timeline, and authority can save time and resources and increase chances of sales success. Solution Developing: After understanding the customer’s problems, crafting a customized solution that
addresses the prospect’s specific needs is a crucial step. Sales Presentation (or sales call): This involves presenting your solution (product or service) to your prospect tailored to their needs, emphasizing how your solution provides value and solves their problem. Handling Objections: Prospects may have concerns or objections about the product or
service. Anticipating these objections, addressing them properly, and reaffirming the value of your solution can help move the prospect closer to a decision. Following Up and Closing the Deal: Regular follow-ups with the potential client are essential for keeping the conversation going and overcoming any remaining reservations or objections.
Ultimately, the goal is to close the deal by finalizing the purchase. Nurturing the Relationship and Upselling: The sales process doesn’t end at the closure of the deal. Maintaining the relationship and providing excellent post-sales service is key. Satisfied customers may provide opportunities for upselling and cross-selling. Continuous Evaluation: Using
Key Performance Indicators (KPIs) to analyze the sales process’s effectiveness and identify areas for improvement is an ongoing phase of the sales process. By analyzing this data, sales teams can continually refine their processes. In conclusion, while these steps might seem linear, they should be thought of as more cyclical. Every customer
interaction provides insight, and sales reps should always be learning and refining their strategies based on these insights. Each step in the process is reliant on the others, and without diligent attention to each step, the efficiency and effectiveness of the entire sales process could be compromised. What are common sales process mistakes and how
do you avoid them? A list of common mistakes during the sales process and ways to avoid them: Poor Preparation: Without proper research, a salesperson cannot communicate confidently and convincingly. Solution: Invest in understanding your product and your target audience prior to making a sales call. Not Analyzing Client Needs: A superficial
understanding of the prospect’s needs may lead to ineffective pitching. Solution: Take enough time to understand your prospects’ pain points through a discovery call. Pitching Before Qualifying Leads: Starting the sales pitch before understanding the prospect’s alignment with your products often leads to dead ends. Solution: Qualify your leads
before making the sales call, which increases the chances of closing a deal. Focusing on Product Features Instead of Value: Prospects are more interested in solutions and value than product features. Solution: Highlight the benefits and value your product offers, not just its features. Being Unempathetic: Pushy sales representatives can put off
prospects. Solution: Empathize with your prospects, listen to their problems, and build trust. Talking Too Much: Constant talking can alienate prospects. Solution: Maintain a healthy balance between listening and talking, preferably a 60/40 split favoring listening. Being Unprepared for Objections: Unpreparedness for objections can dent the sales
process. Solution: Map out all potential prospect objections before pitching your product and plan responses. Long Sales Calls: Lengthy sales calls can disengage prospects. Solution: Keep your calls, both in-person and virtual, to a maximum of 30 minutes. Delayed Follow-ups: A long wait before following up with a prospect can cool down the sales
temperature. Solution: Send follow-up messages immediately after your sales call. Unclear Sales Process Steps: Leaving sales process steps open to interpretation can lead to misunderstandings. Solution: Clearly define, document, and share each step of your sales process. Sticking to One Sales Methodology: Relying on a single sales methodology can
limit the effectiveness of the sales approach. Solution: Explore different sales methodologies and adapt as per prospect need and situation. Ignoring Sales Process Improvement: Forgetting that the sales process needs constant evolution can lead to stagnation. Solution: Continually measure, develop, and improve your sales process. Misalignment of
Sales Plays and Process: Without aligning your sales plays with the sales process, sales efficiency can be affected. Solution: Document plays for each step of the sales process and keep them accessible for the team. Excluding Marketing from the Process: Not keeping marketing in the loop deprives the process of essential information for better
nurturing. Solution: Collaborate with marketing teams to better supplement each part of the sales process. Overemphasis on Closing Deals: Overemphasizing on closing deals can overlook the provision of value. Solution: Provide value at every step of the process. Neglecting Measurement of KPIs: Not tracking key sales metrics or not measuring KPIs
makes it challenging to assess the effectiveness of the sales process. Solution: Set and track KPIs to ensure that the sales process remains effective. Also Read Green Retailing - Concept, Advantages and IdeasIn addition, incorporating smart CRM tools can streamline the sales process and make it more efficient. Consider using flexible and intelligent
CRMs like Salesmate or Hubspot offering features such as sales pipeline management, auto tracking of buyers’ journey, setting win probabilities, and sales performance reports which will help to manage and streamline the sales process effectively. By avoiding these common mistakes, sales teams can optimize their sales processes and improve their
closing rates. How do you continually improve your sales process? Continually improving your sales process is an ongoing activity that involves several steps. Here’s a detailed approach drawing on the instructions provided above: 1. Align your process with the buyer’s journey: Review your sales stages periodically and ensure they reflect the buyer’s
journey accurately. This involves understanding the key decision phases your customer goes through, and matching your sales stages to these phases. This ensures your process is always focused on providing the appropriate support and attention for each prospect. 2. Understand your sales team’s current process: Always have your finger on the
pulse of what your sales team is doing. Engage your team, discussing their day to day activities, the measures they take to push qualified leads further down the sales pipeline, and their techniques for commitment extraction. Use this information to build or refine your sales process with activities that are familiar and comfortable for your team. 3. Set
clear goals for each stage: Ensure that each sales stage has a specific objective and criteria that have to be met before the deal moves forward. These criteria should be based on verifiable evidence of the customer’s progress towards purchase. Constantly revisit sales targets and update these goals as necessary, based on the outcomes of completed
sales stages. 4. Tailor your sales process to your industry: Be aware of how your industry nuances affect your sales process, and tailor your sales process results, accordingly. This includes understanding how your leads are sourced, and what unique sales stages your industry might call for. 5. Harness technology: Explore technological tools that can
automate and simplify sales tasks, allowing your team to focus more on strategy and less on logistics. Utilize CRM software to organize your leads, automate parts of your sales process, and assign more qualified leads to your team. 6. Invest in training: Keep your sales team well-trained and updated on the latest sales techniques. Encourage expertise
among sales professionals in various crucial areas of your sales process, such as lead qualification, through proper training. 7. Understand your competition: Stay aware of what your competitors are up to. Evaluate their effectiveness in areas like pricing, product advantages, online presence, and website appeal, and use this information to inform
your own sales tactics. 8. Maintain thorough documentation: Create and regularly update a clear record of your current sales process, making it easily accessible for everyone in your department. This helps ensure everyone is on the same page and makes the improvement process easier. 9. Act on feedback: Regularly solicit feedback from your
customers to find out what works and what doesn’t for customer satisfaction, and make necessary changes to your sales process accordingly. This could involve refining your sales pitch, adjusting product or service specifications, or simplifying your buying process. By diligently applying these steps, you cultivate a sales process that not only drives
results but improves and evolves with your business—and the market—over time. What’s the difference between a sales process and a sales methodology? While both the sales process and sales methodology are interwoven concepts, they serve unique functions within a sales team’s efforts. Sales Process: The sales process is essentially the sequence
of actions that the sales team systematically follows to establish customer relationships and seal a deal. It is the step-by-step pathway that guides a potential client from the initial point of contact through to the completion of a sale. This process can be viewed as the framework or road map that provides a consistent approach to winning new business,
enabling the sales team to function in a predictable and efficient manner. Also Read Mass marketing definition and explanation with examplesSales Methodology: The sales methodology, on the other hand, can be seen as the strategic approach behind the sales process. It covers how the process steps are executed. This is the tactical aspect of selling,
and it deals with the techniques, behaviors, and tactics that sales representatives use during each step of the process to engage a potential customer or prospect effectively. The adoption of a particular methodology over another often depends on the product or service being sold, the industry, the intended audience, and the salesperson’s personal
style. Think of it in this way, if the sales process is the journey from point A to point B, the sales methodology is the vehicle chosen to make that journey, and it defines how the journey is undertaken. Various popular methodologies can be adopted depending on the strategy most suitable for each unique sales situation. These might include Challenger
Sale, Solution Selling, Sandler Selling, Trigger or Signal-Based Selling, Value-Based Selling, 360-degree selling, Consultative Selling, and Inbound Selling, among others. Each of these methods applies a different approach to how the sales process is undertaken — with some emphasizing pain point identification and confrontation (Challenger), some
focusing on building long-term relationships (360-degree), some highlighting the early addressing of customer objections (Sandler), while others opt for a human and helpful approach (Inbound). Through understanding both your sales process and sales methodology, your team can operate in a more streamlined, efficient manner, ultimately leading to
improved sales outcomes and stronger customer relationships. Challenges of a sales process Navigating through the demands of a sales process can be fraught with complexities and challenges. These can act as stumbling blocks, deterring your overall sales performance. Let’s dive into these challenges and feasible resolutions based on an analysis of
various competitor data. Creating Customer Interest and Awareness Increasing marketing expenditure: Developing a marketing strategy and allocating a sufficient budget for it can enhance the visibility of your products/services. Utilizing various advertising platforms: It might be helpful to broaden your advertising channels. Try different mediums
that cater to your target audience to get your brand recognized. Realigning product features: Tailoring product features and benefits to resonate with customer interests can increase the likelihood of a purchase. Battling Competition and Price Constraints Creating comparative insight: Comparative charts can define your unique selling propositions.
Empower the customers to understand your comparative advantage over competitors. Emphasizing unique features: Put light on your unique offerings. It could be your product customizability, extended warranty, or robust customer service. Managing Restricted Resources for Lead Generation Leveraging outsourcing: Outsourcing lead generation or
implementing referral programs can be beneficial, as they require minimal effort from your sales team. Exploring diverse lead sources: Stretch your outreach by tapping into new networking events or businesses. Different platforms can open new lead opportunities. Partnering with a marketing agency: If your team finds it challenging to generate
leads, consider partnering with a marketing agency. They bring expertise and save your precious time, directing it to more strategic tasks. Maintaining Customer Relationships Utilizing communication technologies: Leverage communication tools to engage customers proactively, ensuring you remain in their minds. Focusing on high-value clients:
Prioritize and maintain regular communication with high-value clients. Let the automated tools handle routine communications. Addressing Customer Queries and Objections Building a knowledgeable team: It is paramount that your sales team is well-versed with every product detail. Equip them to address customer queries promptly and efficiently,
thus increasing conversion rates. Offering discounts and guarantees: Encourage hesitant customers to buy by offering discounts or money-back guarantees. Make them feel valued and demonstrate your adaptability to cater to their needs. Uniformity in the Sales Process Standardizing sales protocols: Develop a standardized guide or manual that
outlines the sales process. This helps your sales team adhere to the established practices, ensuring a consistent customer experience. Regular staff training: Regular skill-based training for your team not only guarantees consistency but enhances their proficiency. This ensures the delivery of uniform service to customers, reinforcing their trust over
time. Facing these challenges may be daunting, but addressing these issues with strategic solutions can help ease your sales process, leading to higher conversions and a loyal customer base. Liked this post? Check out the complete series on Sales One of the main reasons a lot of people enjoy working in sales is for the freedom that the profession
allows. Being charismatic, passionate, and enthusiastic is a considerable part of the job description.With that being said, working as a salesperson also involves technical skills, as well as understanding a handful of selling methods and techniques.One of the most fundamental processes that every business person needs to follow, in order to see a
consistent success rate in sales, is the sales process.A sales process is the sequence of actions that helps salespeople find their customer base, make their product presentation, and ultimately, close deals.This guide will introduce you to the seven stages of the sales process and how you can effectively put it to motion for your own business.Read along,
to learn:What Is the Sales Process?The sales process refers to the step-by-step, logical actions a salesperson takes, to eventually lead potential customers towards buying a product or service.The sales process is generally made up of 7 steps.At each of these steps, the salesperson tries to push leads and potential customers further down the sales
funnel.Some of the tools that salespeople use to convince potential customers to make a purchase are advertising, promotional offers, cold calling/emailing, content marketing, and more.Now, it’s important to understand that what makes a sales process a process is documentation.If your salespeople all have different ways of closing deals and
nurturing leads, then it will be hard to document each employee’s knowledge. And once those employees leave the firm, their knowledge and expertise leaves with them.Additionally, not having a documented sales process makes training new employees harder, and therefore scaling your sales efforts even harder.Documenting your sales process isn’t
hard. You can use three methods: pen & paper (the traditional way), flowcharts, or dedicated sales software (CRM).Why Is the Sales Process Important?Ability to Scale SalesBusinesses with a predefined sales process see 18% more revenue growth than those without one. That’s because, without a process in place, deals are simply marked as a win or
loss, and there’s hardly any measurable data to show which specific actions are working or failing.Whereas continuously keeping track of your sales on a customer management system (CRM), provides you with a lot of valuable insights, that can be analyzed to identify improvement possibilities.For instance, you can easily understand at which point in
time your deals are getting stuck or slipping away, just by looking at the data reports of your sales process.These reports can then be further analyzed and reviewed, to identify the root problem, brainstorm solutions, and adjust the necessary improvements.If you want more tips on how to increase your business’ sales, check out our full guide on small
business sales.Predict Future SalesA repeatable sales process makes it simpler to predict your future results.You can get insights on your average win rate, focus on prospects and leads proven to deliver more business, forecast how long each stage of the process will take, and overall go through the process faster and more efficiently.Faster
Employee TrainingHaving a standardized sales process makes the training of sales representatives a fast and simple process, as you can show them almost exactly what actions to take in various sales situations.As a small business owner, this can take a lot of weight off your shoulders, and give you extra time to focus on other business operations.The
7 Steps of the Sales ProcessWhen talking about the sales process, keep in mind that there are countless variations of the process in terms of the number of steps and nomenclature of these steps.The strategy behind it, however, remains the same, and businesses adapt to it according to their specific products and services.In this guide, we will be
breaking down the process into 7 steps, which include planning and preparing for a sales presentation, the presentation itself, closing the sale, and following up to ensure customer satisfaction. 1. Prospecting For LeadsProspecting is the process of identifying potential customers and buyers. It’s the very first step in the sales process because, in order
to market something, you must first have a fitting audience for it.An important part of prospecting is creating an ideal customer profile (ICP) that you'll be selling to. An ICP basically contains descriptive information about your target audience, such as their demographics, interests, behavioral traits, personal background, how you’ll reach out to them,
and more.Once you’'ve got your ICP figured out, you can look for potential prospects and leads.Now, it’s important to note the differences between a prospect and a lead, as the terms shouldn’t be confused.Leads are the names and identities of the individuals, businesses, and other potential buyers who have expressed interest in one of your goods and
services. This interest can be seen as them visiting your company website, subscribing to your blog, signing up for a free trial, commenting on social media, and so on.Once a lead has been qualified and aligns with your target audience and buyer persona, they can then be considered a prospect. We will talk more about how this qualification is done as
we go along, as it is a crucial part of the third step in the sales process.After you've found your group of leads, it’s time to make the first contact. The goal of this contact is to hopefully set up a more formal meeting, in the near future.The communication channel you decide to contact them through depends largely on what stage of their buyer journey
they’re in.So, say for instance your lead is navigating through your website for help, and looking at the related FAQ section. At this point, your potential customer might not be looking to make a purchase just yet. That’s why in this scenario, it would be best for you to reach out to them via email, rather than trying to set up a face-to-face meeting.But if
your lead has submitted a query, or is requesting a product demonstration, that’s a clear indicator that it’s time to step it up and maybe give them a phone call.After choosing a communication channel, pay close attention to the way you present yourself and the product in this interaction.Tailor the key benefits of your good or service for each
prospect, and try to express a sincere desire to solve their problem, and satisfy their needs. If you’re sending a message or email of any kind, use clear, descriptive language, proper punctuation, be concise, and end it with a friendly closing note. 3. Qualifying LeadsAfter you’'ve had your handful of sales calls, and some of your leads are interested in
learning more, it’s time to dig into research and decide which of these buyers qualify as prospects.Now, there are multiple ways you can go about this, but as a start, try to focus your analysis around answering these three main questions:Does the prospect have enough money to buy?Does the prospect have the authority to buy?Does the prospect
have the desire to buy?A simple way to remember these qualifying questions is to think of the word MAD, which stands for Money, Authority, and Desire. So, when in doubt, remember to focus on people that are MAD.Want to learn more about how to effectively qualify leads and easily sift through the unqualified ones? Then, head over to our guide on
understanding the sales funnel. 4. PresentationNow, it’s finally time for your presentation, also known as your sales pitch. The presentation is a continuation of the initial contact, and its main goal is to provide the prospect with as much valuable information as possible and persuade them into buying.Presentation approaches vary and are usually
customized to the unique interests of each prospect.With that being said, regardless of the method of presentation, it’s important you always touch upon the following topics:Your product. Fully discuss its features, advantages, and benefits.Your marketing plan. If you're presenting for a wholesaler or retail company, suggest ways on how they can
resell your product. For end consumers, talk about how they can use it.Your business proposition. This is the value of your product to its cost. Try thinking of the answer to the question “What'’s in it for the customer?”Another key part of the presentation you need to pay attention to is body language. Just as you’re studying your prospect for any
buying signals, they are carefully watching your movements and mannerism and looking for sincerity. And yes, this applies to online presentations via Zoom or Hangouts too.Smile, make eye contact, keep a confident posture, and try to radiate only green signals to show the customer that you're prepared and that you care. 5. Address ObjectionsThe
road to success is always under construction. That’s why you shouldn’t be discouraged if your prospect has some resistance or objections regarding the product or the terms of your offer.Here are some helpful tips you can use, to handle objections properly:Plan beforehand, by considering any reasons the prospect wouldn’t be interested or benefit
from your product. Figure out ways to overcome these disadvantages, and structure your presentation in a way that minimizes the possibility of them arising in the conversation.Listen all the way through, and show sincere interest when they’re speaking. One big mistake salespeople make is leaping on an objection before the prospect even has the
chance to finish their thought.Keep it friendly, and don’t take the objection to heart. Attempt to respond in a way that’s respectful to avoid appearing hostile.Be realistic. No product is without a fault or drawback. Acknowledge hopeless disadvantages when they’re brought up, and move forward with the conversation by putting the focus on the major
benefits of your product. 6. Closing the SaleA big part of closing a sale is knowing how to read buying signals.A buying signal can be anything that hints prospects are being convinced to purchase your product. If they relax and become friendlier, ask questions about your return policies or payment terms, or pull out an order form, it may be time to
move towards the close.A second, really important part of the closing process is the closing technique you use to ask the buyer for the order.One of the most effective closings is called the alternative-choice close. With this approach, you don’t give prospects the option of buying or not buying, but rather you just ask how many, or which item they
would prefer. Take, for example, a salesperson who asks: “Which would you like - the red or the blue necktie to go with your suit?”.Another closing technique is the assumptive close, which assumes the prospect will buy. It can be made with statements such as “I'll have this shipped to you in a week”.For more effective sales techniques that lead to a
fast close, head over to our guide on sales strategies. 7. Follow-UpAs a business owner, you work hours, days, weeks, and sometimes even months to convince prospects into becoming customers. To prevent the sales process from ending with just one sale, it’s important that you follow-up and make sure your customers are satisfied.Here are some
practical actions you can take that go a long way in maintaining great customer relationships:Keep your word. If, for example, during the closing process you promised to offer an early payment discount, make sure to include that discount when sending the invoice. Failing to do so can destroy the relationship in an instant.Respond to complaints.
Nothing shows that you value customers like being responsive, and listening to their needs. If a customer is dissatisfied with your service for an honest reason, such as being delivered the wrong size, color, or quantity, always compensate them.Be appreciative. Send personalized holiday or special occasion cards, annual birthday emails, mail clippings
that may interest them, so that they are aware of your appreciation.How to Use a CRM for Sales Process AutomationA very big part of the sales process can be automated with the help of CRM (customer relationship management) software, like Deskera.Deskera CRM equips your business with an intuitive platform that gives you full visibility across all
stages of your sales process.Through the Deals dashboard, you can split up your leads by status, and be aware of which stage any given prospect is, in real-time. You can also add notes, documents, and email conversations to these stages, and mark them as won or lost once the process is over.Deskera CRM - Deals DashboardThe software then uses
the data stored to automatically generate reports and provide you with valuable insights into how your sales process is going. View loss and won statistics, monitor your sales team’s progress, keep track of upcoming activities, and more, in one dashboard.Deskera CRM - Sales DashboardThe best part?Deskera CRM is integrated with both payroll and
accounting software so that you can get a complete 3-in-1 enterprise tool, and take full control of your small business management, through one platform.Take control of your workday, and start automating with Deskera, for just $149 a year.Give the software a try right away, by signing up for our free trial. No credit card details necessary.Wrapping
UpUnderstanding how the sales process works is one of the most important steps to becoming a successful business owner. Not only does the process help you generate more revenue and locate improvement possibilities, but it also paves the way for healthy, long-term relationships with customers.Here are some of the key takeaways of our guide,
you should always keep in mind when putting your business’ sales process into motion:The very first step of the sales process is prospecting, and it includes searching for potential leads to reach out to.The second step involves making the first contact with these leads, to hopefully set up a more formal meeting, in the near future.After some contact,
you have to qualify leads into prospects by looking for customers that have MAD (money, authority, desire).Once you’ve qualified the right prospects, it’s time to make your sales pitch, where you describe your product, marketing plan, and business proposition. Some objections may arise during or at the end of the presentation, so remember to listen
to these all the way through, and always respond respectfully.If everything else is done right, closing the sale comes naturally. Try to look for buying signals, and then, ask the buyer for their order.The sales process doesn’t end with the sale. You have to follow-up and make sure your customers are satisfied, so that the customers continue to purchase
from your business.Almost every step of the sales process can be automated by using CRM software like Deskera.Related Articles Does it seem a little bit like your sales team is all over the place when it comes to nurturing leads? One minute they're calling every day, the next they're leaving leads cold for weeks. Sometimes they jump to a presentation
right away, other times they lose deals because they fail to ask for the sale. Sound familiar? You need a sales process, and you need one fast. While every team's sales process is going to look slightly different, there are some pretty huge similarities across the board, so much so that most sales processes follow roughly the same seven steps. In this
article, we're going to dive deep into the textbook seven-step sales process, discussing: What the seven steps of the sales process are What's involved in each stage and what activities should take palace Essentials to focus on Best practices for getting your seven-step sales process set up The difference between a sales process and a sales methodology
What the inbound sales methodology is and why and when it's useful Types of Sales There are two main types of sales, each with its own approach and target audience: Business-to-Business (B2B): In B2B sales, you're selling products or services to other businesses. These transactions typically involve larger sums of money, longer sales cycles, and
more complex decision-making processes. B2B salespeople often deal with multiple stakeholders within the buying organization. Business-to-Consumer (B2C): Here, you're selling directly to individual consumers. B2C sales usually involve smaller transaction sizes, shorter sales cycles, and more emphasis on emotional connection and brand
messaging. The table below summarizes the key differences between B2B and B2C sales: Feature B2B Sales B2C Sales Target Audience Businesses Individual Consumers Transaction Size Larger Smaller Sales Cycle Longer Shorter Decision-Making Process More complex, involving multiple stakeholders Simpler, often driven by individual needs Sales
Focus Building relationships, addressing business needs Emotional connection, brand messaging The Textbook Sales Process in 7 Steps Let's start by answering the most burning question: What are the 7 steps in the sales process? The seven steps of the sales process are: Prospecting Preparation Approach Presentation Handling objections Closing
Follow-up Time to explore each in more detail. 1. Prospecting The first of the seven steps of the sales process is prospecting. Prospecting is the process of hunting down potential people to sell to. Note that this is especially relevant to outbound B2B sales. In the inbound sales world, leads come to you, so much less prospecting is involved. Prospecting
involves identifying businesses to sell to, prequalifying them against your Ideal Customer Profile (ICP), and then finding the people in the organization you're going to communicate with. Here's an example: Say we're selling a sales CRM (you know, like Ringy), and we're currently targeting SaaS businesses, specifically in the finance sector. We might
start super broad, searching Google for articles that offer lists of top fintech companies, like this one: Source That's dozens of potential prospects already. Let's start with Abrigo. Now, we need to go through each and match them against the requirements in our ICP. If you're unfamiliar with ICPs, they're documents that outline what kind of companies
we should target. They include information in six categories: Industry Revenue Employee count Geography Key challenges Tech stack Source We've already taken care of the industry aspect. Let's say our ICP says that we can only target companies with more than 200 employees. We're going to jump on LinkedIn and confirm this. Source Looks good;
they meet all the ICP requirements (in reality, you'd have more, but this is sufficient for this example). Now we're going to find some people to talk to, and we know from our customer personas that we're looking for a VP of Sales Operations. Source Brian Drumm is our guy, and that wraps up the prospecting phase. 2. Preparation The preparation
phase is about getting ready to make contact. We're going to learn what we can about Mr. Drumm and Abrigo, looking for things like: His stance on certain sales issues Abrigo's current tech stack How many sales reps Abrigo has What the company sells and who they serve Essentially, we don't want to start our sales approach off on the back foot by
not knowing a thing about who we're talking to. Suppose we can figure out exactly how our product can help Abrigo (as well as our prospect specifically). In that case, we have a much better chance of grabbing their attention and proceeding with the later stages of the sales process. 3. Approach The approach is the first point of contact with our
prospect. Note that this isn't a pitch. We're not going to call up Mr. Drumm and say, “Hey, here are all the awesome things about our CRM. Wanna buy it?” The main idea is to open a conversation with our prospect. A good way to kick this off is by asking a question. We might ask about a common problem, like, “Hey Brian, I'm wondering how your
sales team currently handles lead management?” Or, if we want to start a little slower and focus on building trust first, we might ask something about a recent post of his on LinkedIn (“Hey, I saw your post about X, and I was wondering, what do you think is the impact on Y?”) The other approach we could take is to get straight to the point: “Hi Brian.
I'm reaching out because we can help you deliver automated drip campaigns that save your sales reps' time and drive more revenue. Does that sound like something you'd be interested in discussing?” 4. Presentation The presentation is where a sales demonstration takes place. So, say we're successful in our conversations with the VP of Sales
Operations at Abrigo, and he's interested in learning more about the features our CRM offers. We need to set up a meeting to run through a personalized sales demonstration. This is the “pitch,” but it must be customized to our prospect's needs. For instance, email marketing is a feature we offer. Still, Mr. Drumm has told us that his team has another
tool they use for email marketing, as well as a variety of other marketing automation activities. In our sales demo, we aren't going to focus heavily on our email marketing feature in that case. What we will do, however, is discuss how Abrigo can set up a custom integration between Ringy and their email marketing platform using Zapier for a seamless
customer experience. 5. Handling Objections Sales conversations almost always involve objections. They might be outright objections, such as the price objection (“It's more than we can afford”), or an indirect objection, such as the approval objection (“I need to check with my manager”). In any case, the idea of this phase is to guide your customers
through whatever objections they have and get them over the barrier to a deal. Let's say, for example, that Mr. Drumm has told us that he's happy with what he's learned about our product and confident that our CRM can solve the challenges his sales team is currently having. The problem is they're locked into a 12-month contract with their existing
CRM provider and still have four months left on the contract. 6. Closing This is where we ask for the sale and close the deal. Often, this is combined with the objection handling stage, as the assumption is that if all objections are handled, the sale will proceed. Consider the objection mentioned above. One option for solving this objection might be the
concession approach, whereby you concede something (i.e., give an offer) in the expectation that they will too. This leverages the reciprocity principle, which is a psychological notion that we're often motivated to return a favor. In this case (cause we're such good guys), we extend the following offer: “Brian, how about I meet you halfway? If you can
get sign-off to start implementation next month, I'll give you the first two months of your new contract for free, so you're only paying for that CRM you're finding difficult to work with.” P.S. Notice how we reiterated Mr. Drumm's biggest problem with his current solution (it's difficult to work with) to really drive home the urgency of the switch.
Assuming this is a satisfactory solution, the deal is closed as won, and we have a sale, ladies and gentlemen. 7. Follow-up But wait, the sales process isn't quite over, don't go making your victory dance just yet. The last stage in the seven-step sales process is the follow-up. How this looks exactly depends a bit on what it is you sell. For instance, if you
sell used cars, you'll probably call the customer after two weeks to make sure everything is going well (and to use it as a chance to ask for a referral). If you sell a software product, as is the case in the example we've been discussing so far, then there is generally a handover to an account manager or customer success manager that takes place. The
relationship becomes theirs to develop from there. So, Mr. Customer Success Manager, meet Mr. Drumm from Abrigo, your newest customer. The Essentials of the 7 Step Sales Process Aside from being aware of the seven stages in the sales process, you also need to know about five tips to really make the most of your sales conversations - 1) always
identify your customer's problem, 2) always develop a solution for their issue, 3) be persistent (but not nagging), 4) be flexible, and 5) ask for the sale. Let's look at each in more detail. Identify Your Customer's Problem This is the crux of what defines a good salesperson: the ability to get to the center of a customer's challenges. Whatever it is, whether
it's a physical product, a software platform, or a professional service, you solve some kind of customer challenges. Actually, you probably solve several, so don't make the mistake of assuming you know what your customer is going through. It's simple: ask. For instance, we might ask Mr. Drumm, “What things frustrate you and your team about your
current CRM platform?” Develop a Solution for Your Customer Once you've identified the actual issue, it's time to put together a solution to that problem. That is, we want to avoid throwing a generic pitch at our prospect, we want to show that we've been listening by catering directly to their needs. Mr. Drumm tells us that their current CRM tool
isn't very flexible and is hard to use. So, we're going to provide a solution and show him just how easy to use our CRM is. Be Persistent Your customers are busy, especially if you're selling B2B. In our case, our prospect is a VP of Sales Operations at a large enterprise company. That's a big job, and we know our prospect has a lot on his plate. Don't be
afraid to be persistent (but not naggy). Get this: 80% of deals need five or more follow-up calls to close. Nearly half of sales reps only make one call. If you're one of them, you're leaving money on the table. We're going to find the right balance between persistence and neediness by continuously catering to our prospect's issues, “Hey Brian! I know
you've got a lot on your plate right now, especially with all the headaches your current CRM tool is creating. I'm calling to follow up on our conversation last week....” Keep driving that pain point home! Be Flexible to Your Customer's Needs Yes, it's your job to lead the sale, but you should be cautious of becoming too pushy. Where possible, you
should do what you can to support your customer's needs. Let's say our prospect tells us he needs to confirm with John Roper and Brand Spence, the two Sales VPs at Abrigo, as they'll also be in charge of implementing the CRM change. Rather than saying, “Okay, sounds good. Let me know when you've spoken to them”, we can provide additional
support to our prospect's needs while subtly pushing the sale along with a phrase like this: “That makes sense. Tell you what. I know you've got a lot on your plate at the moment; how about I set up a call with the two of them to run through any questions they might have?” Ask for the Sale Many sales reps fail to actually ask for the sale. No, that
doesn't mean begging and pleading. It just means knowing when to jump in and ask the question rather than waiting for your prospect to pipe in and say, “Okay, where can I sign?” So, we're going to ask Mr. Drumm: “Alright, Brian, so it sounds like we've ironed out all the potential challenges with replacing your current CRM. Shall I get our team to
draw up a contract and organize a time to start with implementation?” Best Practices for Implementing the 7 Steps of the Sales Process Ready to implement your new seven-step sales process? Take notice of these three best practices first, they'll help you excel: Create buyer personas Understand your product Use a pipeline tool to manage the sales
process Develop documentation that shows reps how to follow your sales process Continue the relationship beyond the sale Identify opportunities for coaching Create Buyer Personas Before diving into prospecting, it's vital to understand who your ideal customer is. This is where buyer personas come in. A buyer persona is a detailed profile that
represents your target customer. It includes demographics, firmographics (for B2B sales), behavioral patterns, challenges, and goals. By creating buyer personas, you gain valuable insights that inform your entire sales process, from crafting targeted messages to understanding their buying journey. Understand Your Product This might seem obvious,
but a deep understanding of your product or service is essential for effective sales conversations. Mastering the 7 steps of the sales process goes hand-in-hand with product knowledge. Being able to connect your product's features and benefits directly to the needs and pain points of your buyer persona is key. This empowers you to tailor your sales
pitch, address objections confidently, and ultimately demonstrate the value proposition your product offers. Use a Sales Pipeline Tool to Manage the Process Your process should be reflected somewhere, not just sort of hanging in the air where nobody knows which stage each lead is actually at. Use the sales pipeline capabilities in your CRM for this.
Create one pipeline stage for each of the seven steps, so it's clear to your reps and you as the manager where each lead is at. Plus, this will also help you pull out helpful insights like: Whether sales process stages are being skipped and by whom Conversion rates at each stage How long each prospect is spending at each stage (i.e., pipeline velocity by
stage) Develop Documentation That Shows Reps How to Use the Sales Process Having a great sales process is one thing; having reps that actually use it is another. Apart from having to adopt a specific mindset toward coaching and development, where you focus not only on the soft skills each rep possesses but how (or even whether) they use the
sales process, you should also go heavy on documentation. Start with an overview document that describes the importance of following sales processes in general and why you've designed your seven-step sales process in the way that you have. Then, go a level deeper and describe: What actions should be taken at each stage How they should use your
sales pipeline tool to manage the process What to do if they feel they need to go outside the process with a given prospect Make sure all of that documentation is easily accessible in a centralized location. Use a tool like Notion or Slite to make this whole process easy. Continue the Relationship Beyond the Sale The sale should not be the end of the
road. Building long-term relationships with your customers is a cornerstone of successful sales. Following best practices involves providing excellent customer service, offering ongoing support, and keeping them informed about new product developments or industry trends. This fosters trust and loyalty, making them more receptive to future upsells
or cross-sells and potentially turning them into brand advocates. Identify Opportunities for Coaching Always be on the lookout for opportunities to provide additional coaching around sales processes. Don't just say, “Hey, here's the new process, use it.” Part of your coaching should involve compliance, that is, getting reps to follow the process. But
your main focus should be on improving skill sets. For instance, you might identify that your reps are having trouble at the closing stage because you have a low pipeline stage conversion rate here. So, you'll run some training sessions to upskill reps in this area, giving them a few word tracks and methodologies for closing a sale. Speaking of
methodologies... Sales Process vs Sales Methodology: You Need Both Your sales process is the steps you take during a sale to close a prospect. Your sales methodology is the broader philosophy and concept behind how you sell. Examples of sales methodologies include: Sales methodology Key concepts SPIN selling Reps ask four kinds of questions:
Situation questions Problem questions Implication questions Need payoff questions NEAT selling A qualification framework that looks for information in four areas: Needs Economic Authority Timeline Challenger sales Reps take a “teach, tailor, take control” approach, where they are more likely to push back on the customer and focus more on the
end goal than being liked. MEDDIC MEDDIC is a qualification framework: Metrics Economic buyer Decision criteria Decision process Identify pain Champion Then, you have the outbound and inbound sales methodologies. Inbound Sales Methodology Explained In short, outbound sales is a methodology where reps approach customers cold, and
inbound is a methodology where marketing and sales teams collaborate to attract leads to the company. Here, we're going to dive a bit deeper into the inbound sales methodology and inbound sales process steps. If you're interested in learning more about outbound sales, check out our guide: 7 Proven Outbound Sales Strategies to Test Out in 2022.
First, here's a quick summary. Inbound sales methodology stage Stage summary Identify: Awareness stage Customers initially become aware of a challenge. No sales rep involvement. Connect: Consideration stage The customer realizes they need to solve the issue. A sales rep connects with the customer and asks for an opportunity to explore the
issue further. Explore: Consideration stage The rep and the customer explore potential solutions to the problem together. Advise: Decision stage The customer makes their final decision, guided by the rep's advice on what to do. Identify: Awareness Stage During the awareness stage, customers become aware of a given pain point (hopefully through
some of your inbound content, like blogs or LinkedIn posts). Your sales team is not directly engaging at this point. The idea is that the customer is educating themselves with your content. There may be some company involvement (for instance, the customer might sign up for an email sequence to learn more), but it's still self-service. Connect:
Consideration Stage At this point, the customer recognizes the need to solve the challenge and starts to consider their options. This is where a salesperson should connect. It's likely to be a quick email asking for an opportunity to connect for a phone call to explore their current situation and possible solutions. Explore: Consideration Stage The rep
and the customer explore the problem together. The customer is likely assessing other options, but that's okay. Your job is to explore solutions to the problem, not to close yet. Advise: Decision Stage This is where the customer makes their final decision, and a sale occurs. The rep advises what to do, generally leaning into how one of their products or
services is an ideal solution. Challenges in the Sales Process and Solutions Even with a well-defined sales process, there will be hurdles along the way. Here are some common challenges and effective solutions to keep your sales pipeline flowing: A Competitor Picks Off Your Customer Losing a sale to a competitor can be frustrating. However, by
analyzing the 7 steps of your sales process in lost deals, you can identify weaknesses. Perhaps your competitor offered a better price, features, or simply provided a more compelling value proposition. Conduct competitor research to understand their strengths and weaknesses. Throughout the sales process, highlight your unique selling proposition
(USP). Focus on the specific benefits your product or service offers that the competition can't match. Silent Leads Sometimes, leads go quiet after initial contact. This can be due to various reasons, like unqualified leads or poor timing. Effective sales methodologies emphasize lead qualification during the prospecting stage. Don't give up on silent
leads entirely. Develop a nurturing strategy with targeted emails or social media outreach. Provide valuable content that addresses their pain points and re-engage them when the timing is right. Too Much Red Tape B2B sales often involve multiple decision-makers and complex approval processes, which can significantly lengthen the sales cycle.
Understanding the sales process helps you anticipate these hurdles. Map the decision-making journey and identify all stakeholders involved in the buying decision. Tailor your communication to address each decision-maker's specific needs and concerns. Proactive communication and clear value demonstrations can help streamline the approval
process. Conclusion Managing a sales process is about more than just writing it on paper. You need a CRM platform to help your team manage the process itself, and you want one with a powerful reporting and analytics suite so you can analyze performance at each stage and pull out key insights that inform your coaching and training activities. If it's
not obvious, Ringy is the CRM tool you need. Book a demo with one of our team today, and discover just how our intuitive software can help transform your sales process and get your sales team firing on all cylinders. Whether you’'re a business owner, sales manager, or sales rep, you need to understand the steps in the sales process. If you skip or
undervalue a step, it will directly affect how many deals you close. A prospect may stall and lose interest in your product or feel rushed and start to disengage. If you struggle to move leads through the customer journey, mastering each sales process step will help. In this article, we’ll explore each sales process step in detail, offer best practices, and
share how you can create a unique sales process for your business. Table of Content: What is the sales process? A sales process is a series of steps you develop to help your sales reps find and engage prospects and gradually turn them into customers. A typical sales process includes prospecting, preparation, approach, presentation, handling
objections, and closing. Outlining the sales journey this way makes it easier to train reps and boost performance. While experienced sales professionals know it by heart, newer reps often struggle with certain stages. Not sure about the difference between a sales process and methodology? Think of the sales process as the mountain leading towards
your goal, the sale, while sales methodologies are the different paths you can navigate. Why does the sales process matter? A formalized sales process helps your reps follow logical steps to nurture and convert as many leads as possible into customers. According to a sales enablement survey by Highspot, only 69% of sales leaders trusted their reps
to know how to navigate different sales scenarios. Plus, this was a general statement for all reps. How confident would they feel in new reps? How confident do you feel? You are probably quite confident if you have ironed out a thorough sales process and sales playbook for your company. You are likely not very confident if you have no formal sales
process. The process you go through with each lead will depend on your industry and prospective customers. That makes it crucial to understand before you settle on a specific sales method. If you don’t understand the topography of the mountain, how can you decide which path to take? That makes understanding the different steps in a sales
process so important. They outline a general roadmap for how your reps should handle each stage of a sale. It’s the foundation for teaching new reps how to sell effectively. The 7 steps of the sales process In general, you can divide a sales process into seven clear steps: Prospecting: You identify potential customers and lay the groundwork for
reaching out to them later. Preparation (Qualification): You research these prospects and make sure they need and can pay for your product. Approach (Demonstration): You first reach out to vetted prospects, using what you know about them/their company to build a relationship. Presentation (Evaluation): You showcase how your product can deliver
value to the lead. Handling objections (Negotiation): You listen to your prospect’s concerns and help alleviate them. Closing: You get the potential buyer to sign on the dotted line. Follow-up (Nurturing): Account executives follow up with new customers to ensure they're happy. Below, we explore these stages in more detail, including tips for
improving them. 1. Prospecting Prospecting is the step in identifying and researching potential prospects. Prospects are likely potential customers for your products or services. (In sales teams with sales development representatives (SDRs), initial outreach also happens at this stage.) One way to find good prospects is to develop buyer personas—
profiles that outline the characteristics of companies that likely need your product and the relevant roles within those companies. (Make sure you include these in your sales playbook). Once you have defined your needs, your sales reps can start researching. Here are a few concrete tips to improve your prospecting: Pro tips: Use sales tools to explore
firmographic data and find companies that are a good fit. Use your buyer profiles to identify key people in the company. Check for any potential connections or previous touchpoints with your company. Perhaps a sales rep went to school with a potential champion. Or maybe an engineer has already used your product at another company. Qualify leads
that your marketing team generates with lead generation efforts. Double-check that marketing-qualified leads are worth calling. There’s much more to cover at this stage, so we’ve created the Prospecting Academy. It teaches you everything you need about prospecting—from identification and relationship-building to outreach—for free. 2. Preparation
Preparation is where you research and get to know the prospects selected in step one. The last thing you want is for sales reps to randomly call prospects with zero research. They’ll ask questions irrelevant to the prospect’s needs and ruin your chances of building a relationship. Preparation also helps you avoid wasting time on discovery calls that
won’t lead anywhere, as you can qualify prospects. You turn a long list of potential leads into a shorter list of sales-qualified leads to pursue. Pro tips: Ensure prospects are a good fit by checking if they’'re using competitors, company size, and other indicators. You want to reach out to your ideal customers, not every relevant company on Earth. Lay the
groundwork for successful outreach. For example, building a trusted profile on LinkedIn that showcases expertise in the industry. Use LinkedIn or other channels to build relationships with key decision-makers in target companies before direct outreach. According to HubSpot’s 2024 Sales Trends report, 96% of prospects do their own research. They
check various companies' features, pricing, and case studies before reaching out. That, more than ever, makes it important to build relationships. And the sales professionals agree. In the same report, 82% of sales managers and reps said relationships were the most important part of selling in 2023. The best way to build relationships is to start by



understanding your prospect. So do thorough research. 3. Approach During the approach stage, you finally reach out to your prospects individually. And we mean one by one. Don’t try to mass-email your list of prospects. In B2B sales, there’s no easier way to alienate a potential customer than by sending a generic outreach email sequence. Just think
of how many emails the average business leader gets every day. You don’t want to add spam to that pile. DGR’s 2023 B2B Buyer’s Survey showed that 57% of B2B buyers preferred sales reps who used highly customized outreach. Pro tips: Do not rush to the approach stage. Some inexperienced reps virtually skip the other sales process steps. That’s a
recipe for failure. Ensure your reps spend enough time researching before outreach. Don’t send the same blanket cold email to every prospect. Personalize the headline and message to address each prospect’s unique needs. It’s not just an effective email marketing tactic but a requisite for not ruining potential customer relationships. Optimize your
messaging approach by trying a variety of angles (but do not spam one person). Use cold calling sparingly. But if other channels prove ineffective, and prospect research shows they’re a good match, cold calls are a powerful weapon. Another effective strategy is using warm calls after interactions on LinkedIn or other channels. Gradually track what
works and include it in your sales process playbook. Messaging is important, and you need to get it right. However, the research and credibility-building you did in the previous steps will make the biggest difference in response rates. It doesn’t matter how good a sales email is if the client doesn’t need your product or trust you. 4. Presentation This is
the step where you showcase the value your specific product can deliver. What this looks like depends on your industry, market, and product. But often, your sales rep jumps on a call with the prospect and showcases a product demo. Again, a tailored sales pitch is key. You should focus on the prospect’s needs, not just go on a general rant about how
good your product is. DGR’s 2023 B2B Buyer’s Survey showed that 67% of B2B buyers choose a vendor because they “demonstrated a stronger knowledge of their company and needs.” Pro tips: Tailor the sales presentation to each prospect’s needs. Highlight features that can help them solve business problems and case studies that align with buyer
preferences. Modern buyers do a lot of their own research. So, don’t get too caught up in surface-level functionality. Ask open-ended questions that guide the conversation toward finding an ideal solution for the prospect. Avoid pushy sales tactics and focusing too much on qualification. Trust the process and your research—focus on building a
relationship. Sales calls should feel about the prospect, not your rep getting their commission. Determine who needs to be involved in a buying decision and work to get them on board. Related: Defining and Improving Your Sales Cycle Stages for Every Deal 5. Handling objections In this step, you handle common customer objections during or after a
sales call or demonstration. Handling objections is an art and a difficult process. You need to foresee potential objections and address them in your training materials to give your reps a fighting chance. Pro tips: Cover common sales objections and how to overcome them in your sales playbook and scripts. Teach reps to act in a consultative role—work
through objections and potential issues together. Empathy and active listening are key. First, verbally confirm their issues to make sure that you understand. Then, suggest potential solutions. Use social proof, like case studies or customer testimonials, to alleviate unfounded concerns. The more relevant they are to the prospect, the better. 6. Closing
Closing is where you get the prospect to sign the deal and become a customer. As you reach the end of the sales funnel, there’s the most potential for things to go wrong. Pro tips: Make sure you involve the right people in the process, decision-makers with the authority to close a deal. Include the champion in the closing process—they have the
strongest incentive to move forward. Make the champion and decision-makers feel heard—address implementation concerns with concrete action steps. Justify the cost by quantifying how much your prospect will save or how it will impact their productivity. Regularly follow up and adjust your approach based on how the prospect responds to prevent
revenue leak. In a B2B sales cycle, closing can take months, so don’t give up prematurely. Related: 3-Step Process to Accelerate Your Path to Close 7. Follow up Closing isn’t the final stage of sales process management—you still need to follow up. During this sales process stage, you check on the new customer to ensure their needs are met. An
effective sales process doesn’t stop when the deal is signed. Low churn rates are vital for revenue growth. It doesn’t matter if your sales pipeline is full or you're always closing if your customers don’t stay. Pro tips: Show that your company is dedicated to keeping them happy. Earn loyalty by avoiding potential issues, thus increasing customer lifetime
value. The sales process is unique to each business There’s no standard way to handle the sales process that will work for every business. The necessary sales stages (and where you should focus your efforts) depend on how developed the market is, how recognized the brand is, and other factors. What works for a SaaS company’s B2B sales team
won’t work for a car dealership. So, tailoring the sales process to your needs and industry is important. Here are a few things you can do to adapt your sales process and upgrade your sales playbook: Explore how your best sales reps handle the process (where they spend the most time, etc.) Analyze and explore your sales performance data for
patterns and adjust your recommendations and sales training accordingly. Use sales process mapping to create a sales process flowchart that represents best practices. There’s no universal best way to turn prospects into customers—you have to develop your own. Gradually improve your sales strategy and implementation to transform your current
sales process into one that works well. Doing so will transform the efficiency of every rep throughout your sales organization. What’s next? Optimizing your sales process and how your sales reps get through it is much easier with access to concrete insights. Clari gives you access to a wide range of reports, from sales pipeline efficiency analysis to
measuring the sales impact of specific actions. Plus, it can help your reps in the approach and presentation stage by indicating high-value accounts or deals at risk of being lost. Ready to transform how your sales teams close deals? Sign up for a demo to see Clari in action.



