
 
 
 
 
 
 
 
 
1 

The Little Book of Big Sales 
Tips 
 
A COLLECTION OF ARTICLES ABOUT THE DO'S AND DON'TS OF SALES 
 
 

 
 
 
 
BUILDING BETTER SALES TEAMS  



 
2 
Contents 
 
Mastering the Sales Process 
 
Sales Strategy  
 
Do You Really Need a Sales Strategy?  
 
The Seven Stages of Sales Success  
 
“Don’t call me a Salesperson” – Sales Tips for  
Small Business Owners  
 
Sales Techniques and Tips  
 
Inside The Professional Salesperson’s Toolkit   
 
The Seven Deadly Sins of Selling 
  
6 Key Skills Found in Successful Salespeople  
  
Be Prepared! How to Avoid Failure at Face-to-Face  
Sales Appointments  
 
7 Strategies to Develop Customer Loyalty  
 
5 Top Tips for Following up Sales & Boosting Customers’  
Value in Your Business    
 
Key Listening Skills to Improve Levels of Customer 
Service  
 
Making the Connection Between Good Customer Service  
& Closing New Sales  
 
8 Good Examples of Bad Customer Service   
 
Telesales Techniques for Business Growth 
  
Planning a Telesales Campaign 
  
Is Business-to-Business Telemarketing Still Effective?  
 
Telemarketing vs Telesales – What’s the Difference 
Anyway?  
 
 
 
 

 
 
 
 
 
5 Challenges of Running a Successful Telemarketing 
Campaign 
 
This is Why Your Telemarketing Campaign Died  
 
Top Telesales Tips for Building New Business  
 
Preparing Yourself for a Successful Telesales Session  
 
Overcoming the Fear of Making Telemarketing Calls  
 
7 Top Tips for Appointment Setting  
  
Turn your Appointment Setting Approach on its Head!   
 
Are You Asking The Right Questions on Your 
Telemarketing  call? 
 
Top Tips for Making Friends with the Gatekeeper    
 
Professional Development Tips to Build 
Better Sales Teams  
 
How Training Your Team is Key to the Success of Your 
Business  
 
Six Reasons Why You Need to Invest in Your Sales Team   
 
Four Reasons Why Not Training Your Sales Team Could  
Cost You  
 
Ensuring Your Sales Team are Star Players  
The ONE Thing That Makes a Sales Superhero   
 
Inspirational Sales Leadership    
 
5 Development Mistakes Sales Managers Make   
 
How to Create Sales Leaders Who Inspire   
 
Losing Control of Your Sales Team & How it Impacts  
Your Leadership  
 
  



 
4 
 
Section 1 
 

Mastering  

the Sales Process 
 
 
The Little Book of Big Sales Tips  



 
5 
 
Do You Really Need a  
Sales Strategy?  
 
 
They say 'a watched pot never boils’.  Maybe in business we could switch out ‘pot’ for ‘bottom line’, there’s something we 
would all be happy to see bubbling over.  
   
When you don’t have a strategy in place for growing and developing your business you are likely to yield poor results when it 
comes to checking that bottom line. A sales strategy should be developed and incorporated in your overall business plan to 
deliver the kind of results you would rather see.  
   
What is a sales strategy?  
A sales strategy is a detailed plan, setting out the steps you need to take to ensure your product or service is in front of your ideal 
prospects when they’re ready to buy.  It needs take in to account the following areas of your business to ensure that all aspects 
have a focus:  
   
- People,  
- Systems and Controls  
- Management Targets  
- Training  
- Incentives and Motivation  
- Products  
- Marketing  
   
These different areas form something we call the Sales Strategy Wheel and you will explore each of these further 
in the next chapter.  
 
Whilst a marketing strategy determines how you will promote your product or service, a sales strategy sets out how you will 
deliver on objectives to help you close the deal. Although different, these two aspects of the sales process are closely linked and it 
is vital that they are joined up in your overall plan.Does your company offer different products or services? Do you have different 
types of customers? If you do, your strategy may need to be divided in to several sub-strategies to highlight the different routes to 
closing sales. These sub-strategies may appear similar but doing this will account for the subtle differences between different 
customers and their needs, to ensure everything has a clear focus.  
   
Once you have applied your sales strategy you will undoubtedly benefit in several ways  
   
- Achievement of targets,  
- Business growth  
- Effective staff management  
- Motivation & focus  
- Identification of opportunities  
- Fully trained & productive staff  
- Effective controls & measurement  
- Joined up marketing & sales  
   
Once in place you will need to make sure you update and review your sales strategy regularly. Circumstances change and you 
need to be flexible to react and adapt accordingly.  
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The Seven Stages of Sales Success 
 
When you implement a Sales Strategy you will be taking all the necessary steps to best position yourself when your 
prospect is ‘ready to buy’.  
   
The sales strategy wheel outlines the seven stages of sales success and is the mechanism by which Sure Train tests an existing 
sales strategy and creates the new programme.  Here’s how we approach it:  
   
Systems and Controls  
Having the right systems and controls is the cornerstone of any sales organisation. Sale, follow up, measurement and invoicing 
processes are all essential to the overall strategy and key to its success.  
   
People  
Ensuring the right people doing the right job with the right motivation can increase your sales output dramatically. Having the 
wrong person with the wrong attitude can make the difference between success and failure. 
 
Incentives and Motivation  
Even with the right people in place, they can be de-motivated by ineffective incentive schemes and pay plans. A focused pay plan 
will provide direction and purpose to the sales department.  
   
Training  
It is essential that sales staff receive the correct training to compliment and enhance their abilities and provide the skill platform 
for success.  
   
Products  
Is the product being sold easily identified and understood by the customer? Is it priced correctly? What are the key benefits to the 
buyer for purchasing the product?  
   
Marketing  
Understanding the effects of marketing on the sales department helps the sales team to develop the best approach for each 
enquiry type. Referrals should be treated differently to speculative enquiries, for instance.  
   
Management Targets  
It is vital that the management know what they require in terms of sales and income and that this is translated into sales targets 
for each member of staff. Coupled with target measurement and the right incentives, the sales team will have clear direction and 
motivation.  
   
Maybe creating a Sales Strategy seems like a daunting task.  Maybe you don’t feel like you have the time to carefully assess each 
aspect of your business, its products or services, or its customers.  Sure Train recommends you conduct a one-to-one assessment 
with an experienced sales and business development coach to look in to your current status and identify the best type of strategy 
to implement.  
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"Don't Call me a Salesperson" 
Sales Tips for Small Business Owners 
 
 
Small business owners are simply the biggest multi-taskers you will ever find.  Taking responsibility for a number of roles 
within their business in its early stages, keeping abreast of the many tasks required to manage, grow and develop it towards 
success, it’s not always easy.  For those who consider themselves a little more introverted, not all roles come naturally and they 
may find themselves reluctant at the idea of stepping in to the shoes of the ‘Sales Executive’.  Thankfully, the days of pushy 
salesmen are long gone and there are several ways even the least likely sales professional can carve out a place for his or her 
company in the marketplace. 
 
Invest in lead generation resources  
Create a sales strategy for filling your sales pipeline and identify as many ways to fill it as possible.  Start with making sure your 
data is fresh and complete.  Email campaigns are a great way to engage in regular communication with prospects and measure 
their interaction.  Perhaps cold-calling isn’t your strong suit, however it is one of the most effective ways to develop that sales 
pipeline. You could undertake some telemarketing training to give you the skills and confidence needed to make the leap or, why 
not outsource this area of work to an outside provider? 
 
Make the most of online contacts  
Establish contacts across a number of online platforms to introduce your business.  From LinkedIn to business forums, Facebook 
and Twitter, many of these social media sites host online networking at specific times, targeting business sectors and locations 
that are filled with the kind of connections you are looking to develop. 
 
Experience a more relaxed kind of meeting  
If face-to-face meetings leave you feeling anxious why not utilise opportunities to meet with other businesses in a more relaxed 
environment?  Research local networking events and visit to make the most of the chance to introduce yourself and talk about 
what you’re doing.  You’ll be surprised at how many other multi-taskers you will get to know.  Also, why not visit at local and 
regional business shows? As a visitor, not only will you have the opportunity to walk the floor and speak to a number of 
exhibitors, you will also have the opportunity to attend seminars where you can pick up valuable advice for developing your 
business further. 
 
Commit to social corporate responsibility  
Align yourself with at least one charity, fundraiser or community project that means something to you. Not all help has to be 
financial, donating time and promotional support to a meaningful cause will positively impact upon both parties and is a great 
way to raise your profile. 
 
Build a strategy for the tasks you simply hate  
Whatever your least favourite task is, create a plan to force you to tackle it head on, step-by-step.  They key is consistency so 
make sure to engage in these things regularly and they will soon become less intimidating.  For instance, if it’s cold-calling, start 
with a 30 minute session in the morning and then another in the afternoon.  Reward yourself for taking on the tough challenges 
and succeeding.  
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Inside the Professional  
Salesperson's Toolkit 
 
 
Just as a construction worker builds structures a salesperson builds business growth.  Both professionals require essential tools to 
perform at the highest level, but it’s not always the most obvious thing, to think of a salesperson needing ‘tools’ for the job.  
Perhaps a better way to consider it, is as a ‘pool of resources’. Either way, if you want to be successful in sales, make the most of 
these valuable sales tools: 
 
The Telephone  
Surely the most obvious tool in the box but unsurprisingly, many salespeople give cold calling a wide berth.  The truth is, it’s still 
an effective way to get new business, so brush up on your telemarketing skills and establish a strategy for connecting with new 
prospects over the phone. Remember, closing the sale on the first call is unlikely, it’s really about introducing yourself, finding 
out about their business and beginning a relationship. 
 
A Strategy for Building a Pipeline  
The only way to evaluate sales success is to start with a strategy for doing business.  Erratic bursts of sales activity, with no true 
path or focus will only lead to frustration. Implement a strategy that allows you to continually top up your sales pipeline, giving 
you plenty of potential to work with. 
 
Planning and Research  
If your prospect feels you understand their position, they will be far more likely to do business with you. Going out of the way to 
find out more about target prospects, industries and competition will arm you with the information you need to present your 
product or service as the solution they are looking for. 
 
Social Media  
But that’s for the marketing department! Yes, but sales and marketing have to work together.  Support your business’ social media 
posts by sharing helpful, relevant posts that will connect with your customers and prospects.  Also, be sure to interact with the 
social media posts of those you want to do business with to establish positive connections. 
 
Education  
Just as measurement of sales activity is vital to hitting and exceeding targets, measurement of your own professional development 
is required to ensure you’re performing at your best.  Training and development plans for sales people at all levels enable access 
to new skills and opportunities to prevent established sales techniques from becoming tired and ineffective. 
 
A listening attitude  
Listening is learning. When you’re listening to your colleagues you’re learning about their experiences and using that to develop 
your own skills.  When you’re listening to your prospect you’re gaining insight into their place in the market and their unique 
business needs.  Make a point of listening to understand by asking questions, because when you simply listen to respond you turn 
the focus of the conversation away from the valuable things that you can learn from. 
 
A good contact network  
Go out of your way to make connections with professionals across a variety of businesses.  LinkedIn and networking events are 
perfect for this.  Establishing yourself as someone able to refer businesses to one another, outside of your own business interests, 
encourages positive, trusted relationships with both prospects and existing customers.  
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The Seven Deadly  
Sins of Selling 
 
 
Have you ever met the perfect salesperson? With only about one third of sales professionals hitting or exceeding targets 
they’re not always easy to find.  
 
When it comes to identifying what is stopping the rest from performing, sadly it’s often the smallest mistakes that have the 
greatest effect.  Think you’ve got what it takes to be a Sales Angel? Take a look at our seven deadly sales sins to see where you 
could make the small changes needed to redeem yourself… 
 
Not following up  
If sales is all about building relationships then surely it goes without saying that failure to follow up on any kind of 
communication is essential to keeping the conversation going.  It’s really no different to social relationships.  If that person you 
just met suddenly stopped communicating with you, you’d just figure they weren’t interested any longer and that would be the 
end of that.  Relationships are built upon a series of consistent and positive interactions, so be sure to stay in touch. 
 
Talking more than listening  
If you want your prospect to feel you truly care about their needs, you have to take the time to listen.  This is where active 
listening skills really come into play. If you’re the one doing all the talking, your prospect may start to feel pressured into buying.  
If they also think you have little understanding of their position, they’re going to be immediately turned off and you may find 
yourself with more than a few objections to deal with. 
 
Asking closed questions  
Information is the key to closing a sale. How do you present your product or service as a solution to the prospect’s problem?  Be 
sure to ask open questions, that elicit longer, more detailed answers. By learning as much as you can about their current situation 
and demonstrating how it will fit seamlessly into their operations, delivering exactly the kind of solution they want. 
 
Listening to respond, rather than listening to understand  
If you’re listening to what your prospect is saying but thinking about your response, then you’re just making the conversation all 
about what you have to say.  ‘Listening to understand’ is a much more beneficial method of communication, focusing on what the 
customer is saying and usually trying to understand it more fully by asking another question. 
 
Attempting to sell everything, not just what the customer needs 
Even if you have listened carefully and have an understanding of your prospect’s needs, rushing to sell everything possible will 
demonstrate a failure to connect with them and likely break the trust you’ve tried to build. Carefully matching their needs to the 
strongest parts of your product or service will make them feel like they are buying in to a tailor-made solution. 
 
Selling features, not benefits or effects 
Your prospect is seeking the end result, so match your focus to theirs.  Help them see the solution your product or service will 
provide by explaining how they will benefit.  Features are great but your prospect will have little interest in learning about them 
if they’re not first assured of the resolution they will bring. 
 
Failing to ask for the business 
If you don’t learn to become attuned to the progression of your prospect conversation, it’s guaranteed that you will miss out on 
opportunities to ask for the business and close the sale. It’s a classic mistake, made by those who don’t want to seen as the ‘pushy 
salesperson’.  But it’s not about being pushy, it’s about employing the right kinds of questioning and listening skills to build 
rapport and with these, you will be able to identify those opportunities and make the most of them.  
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Six Key Skills Found in Successful Salespeople 
 
It doesn’t matter whether you’ve been in a sales career for 15 years or 15 minutes, all salespeople want to be successful 
salespeople. No matter where you are in your career, it is important to take the time to assess your skills and consider: “Where 
can I grow more?”.  In the previous chapter you heard about the Seven Deadly Sales Sins, now learn the secrets to turning those 
sins into virtues. 
 
Questioning Skills 
To open a full and informative dialogue between you and your prospect you will need to know the right kinds of questions to ask. 
Closed questions very often receive very short, factual answers. To be a successful salesperson you need more than just the facts.  
You need to know how your prospect feels about the challenges they face.  When you know how to use open questions, that elicit 
longer, more detailed answers, you are best placed to present your product or service as the solution they are looking for. 
 
Listening Skills 
An active listener is fully participated in the conversation, deliberately taking in information and being sure to make it clear that 
they comprehend the nature of what is being conveyed.  This enables you to understand, not just to respond to your prospect. 
Every interaction with your prospect should result in them feeling valued and understood, this will build trust and give them 
confidence to buy from you. 
 
Understanding that customers buy benefits, not features 
 
“People don’t want to buy a quarter-inch drill.  
They want a quarter-inch hole!”  
Theodore Levitt, Harvard University Professor 
. 
Your prospect isn’t really looking for your product, they’re looking for the result your product will bring. Not only do you need to 
know every aspect of your product or service, you also need to know how it will impact and improve their situation. 
 
Presenting your product to demonstrate those benefits  
Knowing how your product or service will deliver the solution they're looking for, is key to confidently presenting it in the most 
relevant way.  Having the communication and presentation skills to paint a positive picture for the future will direct to them 
working with you. 
 
Objection handling 
Successful salespeople are aware that how they handle objections can be make or break when trying to close the sale.  Applying 
listening skills and demonstrating your understanding to the prospect lets them know that you recognise their needs. Being able to 
overcome their concerns and present solutions will develop the right kind of trusted business relationship that stands the test of 
time. 
 
Closing – Asking for the business 
Sometimes there will be clearly defined moments in the sales process where asking for the order is appropriate and often 
successful.  Having the skills to be able to identify these opportunities and having the confidence to act upon them can bring 
success.  
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Be Prepared! How to Avoid Failure at Face-to-Face Sales 
Appointments. 
 
So much work goes in to the sales process and getting to the point where your prospect has agreed to meet with you face-
to-face can take a great deal of time and determination.  
 
Successful Salespeople maximise every opportunity to build on the relationship they’ve already created when they present their 
product or service in person. The only way to do get that right is to ensure they are properly prepared.  
   
We’ve explored the theme of preparation many times in our past blogs because it is continuous part of the entire sales process. 
Whether it’s preparing for a successful telesales session or delivering your pitch, having a strategy in place will always yield 
greater success than ‘winging it’. It sound’s obvious, doesn’t it? But many Salespeople fail to prepare adequately and as the 
saying goes;  
 
“By failing to prepare, you are preparing to fail”  
– Benjamin Franklin  
   
So how exactly do you prepare for that appointment? Sure Train’s Sales Experts recommend you apply the following checklist 
every time.  
   
Prepare your Knowledge  
Much like you would for a job interview, make time to learn as much about the company as possible.  Who are their customers? 
Who are their competitors? What challenges do they face? Don’t forget to research the people or department you are meeting 
with too.  
   
Prepare your Materials  
What should you be taking with you for this meeting?  This needs to go beyond just business cards and branded pens. Try to 
anticipate the kinds of questions you may be asked and think about the kinds of company literature or reports you could leave 
behind.  You may not close at the first meeting so give them something positive, that demonstrates the effectiveness of your 
product or service, to chew over.  
   
Prepare your Mindset  
A positive attitude will go a long way to helping you present your best self during the appointment.  Prospects will warm to 
someone who is pleasant and polite, engaging and interested in their business. Consider the things you can do to boost your own 
positivity along the way, the night before, the morning of, even in the minutes before you walk through the door.  
   
Prepare your Goals  
Setting the right kind of expectation before your appointment will enable you to confidently measure its success. Firstly, think 
about your goals for both the meeting and for future interaction with the prospect.  Secondly, align your goals with theirs.  When 
you determine to achieve their goal alongside them, the confidence you have in your product or service will naturally help create 
the pathway to their success.  
   
Prepare your Prospect  
Successful Salespeople always send their prospect an agenda. Not so much a standard bullet pointed list but an informal set of 
instructions to prepare both them and you ahead of time.  After all, you may want them to bring specific documents or invite 
colleagues who may also benefit from learning more about you. When you set the right kind of agenda you set the tone for the 
meeting and you take control.  
   
These points are explored fully and in more detail as a part of Sure Train’s ‘Field Sales: Closing More Sales’ course.  By doing so 
it is possible to identify and build a strategy for every Sales Professional who attends. One of our most recent delegates on this 
course, a highly experienced Business Development Manager had this to say:  
“I came thinking I needed polishing but now realise that some skills need to be learned afresh, which this course achieved”  
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7 Strategies to Develop Customer Loyalty 
 
Even the most successful Salespeople know, the sales process goes far beyond the close. Developing customer loyalty is key 
to not only increasing repeat business but also creating external brand ambassadors for your product or service. Amongst the fast-
paced and busy world of digital marketing, ready-to-buy prospects acquired by simple word of mouth can sometimes be the most 
rewarding. That is why loyal and enthusiastic customers are a must-have for your business. 
 
What can you do to turn existing customers into your very own cheerleaders? Here are several strategies you could implement: 
 
Reward Great Customers 
Your best customers deserve to know they are appreciated. From a simple call or card to say thank you for their business, to gifts 
or even public acknowledgement through your social media or newsletters, gratitude will win them over and hopefully send them 
back soon. 
 
Amazing Customer Service 
Your service team are equally important as your sales team and both need to work together to complete the entire customer 
experience, making it a positive one. A dedicated service representative, highly trained and with the determination to always go 
above and beyond expectation is invaluable.  
 
Keep the Customer’s Best Interests in Mind 
When you focus only on what your customer truly wants and needs, they will naturally perceive you as authentic. This kind of 
dependable approach builds trust, which is the basis for customer loyalty. 
 
Over-Deliver When and Where You Can 
This doesn’t necessarily mean grand gestures! Any unexpected ‘extras’ or ‘bonuses’ will impress the customer and leave a lasting 
impression. Consider beating your estimated delivery time or offer special discounts, specific to the type of product or service 
they use most. 
 
Build Employee Loyalty 
If the overall point of developing customer loyalty is to create external brand ambassadors, then why wouldn’t you create internal 
ones as well? A motivated and trained sales team, confident in not only your product or service but also their ability to sell them 
successfully will be appealing to customers, new and existing alike.  
 
Build a Reputation Upon Reliability 
Broken promises lead to broken trust and the temptation to take your custom elsewhere so don’t give any opportunity for that to 
happen. If you say you’re going to do something, do it! 
 
Own Your Mistakes  
Honesty and integrity will always win out in the end. If anything occurs that inconveniences your customer, be upfront and 
honest about it and be sure to have a solution in place. Also, if post-sale feedback from a customer suggests positive changes that 
can be made, acknowledge and implement them. Make sure your customer knows that you’re listening and responding.  
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5 Top Tips for Following up Sales & Boosting Customers’ Value in 
Your Business	 
 
Closing the first sale with a new customer is really only the start of what should be a much bigger story.  You want the 
entire customer experience to be positive to ensure you will be their first choice next time.  So, it goes without saying, having a 
strategy for following up each sale is an important aspect of cultivating repeat business.   
 
Good continued customer service is key, striking the balance between continuity of relationship and avoiding becoming an 
irritation. So, what can you do to achieve this?  
   
Ask for feedback  
A standard customer survey can be an effective way of measuring their experience, providing valuable insight in to topics of 
conversation for future interactions and ways to build on your professional relationship. Better still, if they would be happy to 
provide you with a written testimonial that you can share with new prospects and through digital marketing, this can aid in you 
gaining new business.  
   
Timing is Everything  
Think about how the customer will be using your product or service to plan the best times to follow up and stay in contact with 
them. Scheduling your interactions ahead of time will provide you with a strategy for continuity that will protect the customer 
form receiving too many unwanted calls but is also consistent enough to enable you to be reactive to their needs in the future.  
   
Take notes during each interaction  
If possible, make as many notes during each call as you can, you will want to remember as much of what is said as possible to 
provide topics of conversation for the next call.  Perhaps the company is planning an open day or family event. Or maybe they’re 
pulling out all the stops to deliver on an important contract of their own.  Even if it’s not business related, make a note of it. 
Maybe they’re getting married, sending a child off to university or moving home.  It’s sometimes your interest in the little things 
and attention to the small details that will build upon how strongly your customer feels valued by you. 
 
Observe the External Influences on their Business  
Every company is affected by seasonal changes, events in the local community, etc. and it is possible that theirs would affected at 
different times and in different ways to yours. It therefore makes good sense to put yourself in their shoes and anticipate the times 
when they will be in need.  Timing your calls around these external influences will allow you to easily position yourself to close 
on additional sales.  
   
Be their Champion!  
Keeping your business relationship strong doesn’t all have to be about sales calls. Making referrals to potential new clients for 
them and following and interacting on social media will demonstrate your value in their business, keeping you in high regard.  
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Key Listening Skills to Improve  
Levels of Customer Services  
 
Effective communication is the cornerstone of good Customer Service.  Every interaction with your customer should result in 
them feeling valued and understood, so you have a responsibility to make sure they are confident you are listening carefully to 
everything they say.  Although hearing requires little to no effort, paying the customer your full attention takes an added level of 
engagement, which explains why there are two types of listening.  Are you a Passive Listener or an Active Listener? 
 
What’s the difference? 
A Passive Listener is only hearing what is being said without giving out any signal that they understand, or is simply distracted 
and not paying attention. 
An Active Listener is fully participated in the conversation, deliberately taking in information and being sure to make it clear 
that they understand the nature of what is being conveyed. 
 
Delivering a high level of customer service can sometimes be challenging, especially if your interaction is centred around 
difficult questions or complaints. Developing the right kind of listening skills can prepare you to act speedily and assist in the 
right way, first time. What can you do to ensure that you are always fully engaged with your customer and Actively Listening to 
them? Here are some examples you can implement: 
 
FOCUS - Give the customer your undivided attention 
Although it seems obvious, try to be aware of how your surrounding could provide distraction, if speaking in-person move to a 
quieter spot or if on the telephone avoid external noise or background music. 
 
RESPECT - Give your customer space 
Allow your customer all the time that they need to explain their question or concern.  Don’t speak over them or try to second-
guess their enquiry.  If your customer is simply repeating themselves respond by confirming what you already understand. 
 
CLARIFY - Ask for clarification 
If you’re at all unsure at any point in the conversation, don’t resolve to try and work it out later, instead ask the customer to repeat 
the information or to give more detail.  This will be much better than having to call the customer to go back over what has 
already been discussed. 
 
ENGAGE - Show that you are listening 
In a face-to-face situation make sure your posture is upright with relaxed body language.  Avoid folded arms and ensure you have 
good eye contact. If you are on the telephone, while your customer is explaining their enquiry respond with simple phrasing at 
the right moments; ‘Yes’, ‘I understand’ etc. 
 
ACKNOWLEDGE - Take notes and repeat back 
The interaction needs to end with the customer feeling satisfied that you have understood and retained everything discussed.  The 
best way to demonstrate this is to take note of important details and key information and to make time to repeat them back to the 
customer at the end.  
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Making the Connection Between Good Customer Service & Closing 
New Sales 
 
One of the best ways to both ensure repeat business and attract new prospects is to recognise the importance of Customer 
Service teams operating hand-in-hand with Sales Teams. When both are working effectively in partnership with each other, a 
new customer can become a lifetime-client.  
   
A disconnect can occur when the focus is too heavy on attracting new customers.  Consumers now view customer service as the 
true test of how much a company values them so it’s not hard to see why ongoing customer care is as important as the first 
impression.  
   
What can you do to strengthen your Customer Service Team? Here are seven ways customer service helps support sales:  
   
Make Customer Champions!  
When you deliver outstanding service and value, your customer will talk about it, make recommendations and leave positive 
reviews.  
   
Ensure access to Customer Service Knowledge  
If your service or product requires ongoing guidance or technical assistance, make sure your customer service team is adequately 
trained not only in communication but also the more practical, physical ways that can assist with troubleshooting.  
   
Increase Opportunities for Repeat Sales with Personalised Customer Care.   
When you have a responsive customer service team, your customer feels valued and important even after the sale has taken place.  
Repeat business will inevitably follow when they will feel confident about coming back again in the future.  
   
Attract Prospects with Customer Service Engagement.  
New prospects will be encouraged when they see a brand actively engaging with and supporting current customers through social 
media and marketing. For example, your service department may operate via Facebook or Twitter in addition to phone and email, 
or you could feature case studies that highlight the work of your customer service team on your website or blog.  
   
Respond to Feedback with Action!  
Sometimes customers may make suggestions for your product or service.  Responding positively to great suggestions can ensure 
repeat business in the future.  
   
Engage and Inform with Live Chat.  
When you feature a live chat option on your website you can offer immediate, responsive customer service to both existing and 
potential clients.  Generally used as a customer service tool, this function can also be used to direct new visitors to the right area 
of your product or service when they’re ‘ready to buy’.  
		 
Be on top of your content.  
It’s no surprise that most customers will turn to Google to find out information regarding a product or service first, before picking 
up the phone.  That’s why you need to ensure your website is 100% up to date at all times.  Out of date information will drive 
new customers away and disappoint existing ones.  
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8 Good Examples of  
Bad Customer Service  
 
In customer service, it only takes one negative incident to lose a client for life. In this chapter, we take a look at eight 
common characteristics of bad customer service with the purpose of showing alternatives that would serve customers more 
efficiently and positively.  
   
Failing to Greet Customers  
A customer that is not acknowledged upon entering your business will not feel like the valuable commodity that they are. A 
simple greeting will not only allow the customer to know that you are aware of their presence, but also that you are close by, 
should they require assistance. 
   
Hanging up on an Angry Customer  
No one likes being yelled at, but disgruntled customers sometimes need time to vent before dealing with their concerns in a 
rational manner. If the customer becomes abusive, get a manager. Never hang up on a customer.  
   
Putting a Call on Hold Without Asking  
It is a simple courtesy to ask before putting someone on hold.  In addition, you are less likely to have the customer hang up in 
frustration when the elevator music starts to blare.  
   
Avoiding Eye Contact with a Customer  
When you are talking to someone, you want to know that the other person is listening to what you say. Customer service 
representatives who do not make eye contact look rude at best, and downright shifty or dishonest to others.   
   
Forgetting to use Common Courtesy  
"Please" and "thank you" are mainstays in customer service. Unfortunately, they are not used nearly as often as they should be. 
Common niceties exude professionalism, as well as courtesy, and should be used without fail.  
   
Yelling at a Customer  
There is never any possible situation where this is even remotely acceptable.  Focus on the problem at hand, resist the urge to 
react emotionally.  Instead, let the customer vent and then deal with their complaint in a calm, rational manner.  
   
Using Too Much Technical Jargon  
You do not need to talk down to your customers, but it is helpful to use language they understand when explaining company 
policies and procedures. Leave the technical jargon for your co-workers. Remember to be clear and concise as over-explaining 
things could sound condescending.   
   
Complaining About the Company  
There are no exceptions to this rule.  There is never an appropriate time to bad-mouth your own company to a customer.  This 
could potentially cost your company money or even lose the customer altogether.  
   
Bad customer service is prevalent today, but it is not hard to overcome. By studying the bad, you can replace it with stellar 
service that will boost your customer base and your profits.  
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Section 2 
 

Developing Telesales Techniques for Business 
Growth  

  
 
 
The Little Book of Big Sales Tips  
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Is Business-to-Business  
Telemarketing Still Effective?  
 
Digital Marketing is fast becoming the easy and convenient way of reaching potential customers. There’s no denying it, 
marketing your product or service through email campaigns and social media is a powerful sales tool which can put your 
organisation in front of a large number of business.  
 
It does however take both time and repeated interactions between both parties to establish and build on a partnership. What’s 
important to remember is on the end of that partnership, behind the business, is in fact a person.   
 
People buy from people.  
 
It’s an old adage and one that still proves true. We are more likely to acknowledge, trust and eventually invest in products or 
services that we feel connected to. As humans, we are all different and this is naturally reflected in the way in which we build 
connections. 
 
For some, a slow-burn approach via digital media is perfect.  However, some people simply just prefer a quick call over a lengthy 
email any day. So what do you need to be doing to maximise your chances of effectively marketing to as many types of people as 
possible? 
 
The answer is a blended marketing strategy. Each marketing channel has its place, digital, email, direct mail and telemarketing 
combined in a strategic and targeted plan. This approach will be effective when there is an intelligent strategy behind it and uses 
only the right kind of data. 
 
So now we know, Telemarketing is not only effective but is an essential part of a multi-channel strategy that when implemented, 
allows your business to reach as many prospects as possible. However, telemarketing is also almost always the method least 
favoured by sales professionals.  It’s challenging, it’s easy to do it wrong and frankly, it takes guts. 
 
Telemarketing vs Telesales: What's the Difference Anyway?  
 
How many times have you heard these two words used interchangeably in the same conversation? Do they really mean the 
same thing? Whilst areas of the two certainly crossover, it is important to remember that they are indeed different and your sales 
team may well be excelling at one, yet struggling in the other.  Make sure you know the differences below to ensure success 
 
Telesales is an older term, referring directly to a specific sales-focused area of activity. 
Telemarketing on the other hand is a more modern blanket-expression that can describe various activities - including telesales - as 
part of the overall sales process. 
 
Telesales: 
A service which sells your products to your customers, directly over the telephone. 
 
Telemarketing: 
The process of generating interest in your company, promoting the benefits of your product(s), learning more about your 
prospective customers, taking customer feedback, making appointments and ultimately building the relationships you need to 
secure customers that will buy from you now and even on an ongoing basis. 
 
 
 
 
 
 
 
 



 
Now you know the difference it’s time to assess the strengths and weaknesses of your sales operations 
 
How can you benefit from Telemarketing Activities? 
Let’s be clear from the start, telemarketing will save you time and money. By cutting out the need for generating interest and 
drawing customers in, you will instead be taking your product or service direct to the customer themselves. 
Telemarketing will weed out the weaker leads, leaving a pot of strong ones with  excellent potential for your telesales team to 
convert. Telemarketing provides a perfect opportunity to canvas your demographic and   determine buying trends. 
 
The relationship-building aspect of telemarketing presents your company in a trustworthy and professional light. It provides 
customer satisfaction and exceeds the expectations of your prospects. 
 
Telemarketing can produce leads through outbound calls to conduct market research. 
 
Telemarketing can quickly identify prospects that are ready-to-buy and pass them on to the telesales team. 
 
How can you benefit from Telesales? 
With the correct training provided, a good telesales team can increase your conversion rates whilst reducing costs, in terms of 
time spent. 
 
Specialist telesales agents can be used to target and convert particularly difficult leads. 
Having telesales agents reduces travel expenses by having a telephone-based sales team. 
 
If you don’t have the team in place to close sales with your prospects then outsourcing could be the answer. Outsourcing 
guarantees expert telesales agents, who will leave your customers with the best impression of your company. 
 
Consider which is the best solution for your business 
If you’re great at speaking to and building relationships with new customers but having difficulty closing the sale then you need 
help with telesales.  If you’re making sales but failing to keep customers coming back then you need help with telemarketing. 
 
Your company can certainly carry out both types of activity, with two teams working strategically to build relationships and 
convert the sale, hopefully on an ongoing basis.  The key is ensuring both teams have the right kind of training to meet the 
demands of the role and implementing this approach can result in effective results.  However, not all companies have the staff or 
resources available and if that is the case, consider working with a Lead Generation company to help bridge the gap.  
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5 Challenges of Running a  
Successful Telemarketing Campaign  
 
Running a telemarketing campaign is a challenging business. It is simply not just a case of reading up on a product and 
calling people about it. Your commitment to approaching the prospect in the right way is just as important as how you approach 
the person you are running the campaign for. Below are just some of the areas you need to consider. 
 
Setting the right goals and expectations 
It is vital to establish these two points at the very outset of any campaign.  Unrealistic expectations of what your campaign can 
produce and anticipated lead times will lead to nothing but frustration and a lack of motivation for your sales team. Sadly one of 
the most common misconceptions in this area is the notion that the sales process, from initial contact to closure, can be achieved 
in a single phone call. 
 
At Sure Train we value the importance of this area of preparation greatly. We always seek to agree the goals for a project with a 
client, taking into account the market they are looking to target, the number of calls we can do each week, our anticipated 
conversion rates and the number of appointments they can attend. 
 
Taking care of your data 
Keeping your data fresh and up-to-date is key. The truth is, data starts to become old as soon as you start to use it so it all begins 
with acquiring it from the source that’s best suited to the type of campaign you are working on. In a previous blog post we have 
explored a number of different sources you could consider, explaining the pros and cons for all.  It’s a really useful article if 
you’re just starting out on your campaign. 
 
If you’re not gathering your own data, make sure you pre-screen it first to check you’re calling the right kind of companies.  
Check the geographic locations and also make sure you have enough to keep working on.  You don’t want to run out of steam 
half-way through!  Ensuring your data is as fresh and targeted as possible is the best way to prepare yourself for a successful 
campaign, so it’s always worth putting the effort in to avoid wasted calls. 
 
Make sure you’re asking the right kind of questions 
Closed questioning leaves absolutely no room for your prospect to disclose anything about themselves ensuring the call is over 
before it’s even started.  This approach is all too common and renders the salesperson ineffective. Investigate your market, find 
out about their ‘pain points’ and use your findings to design clear, open questions that encourage your prospect to open up about 
their needs.  By discussing these needs in a relaxed conversation it is much easier for them to see how you can provide the 
resolution. 
 
Client Contact 
If you have taken the time to address goals and expectations at the start of a campaign then it only makes sense to check back 
against these throughout its duration to ensure everything stays on track. Whether you are running a campaign for your own 
business or on behalf of another, identifying and addressing challenging areas as soon as possible will prevent the campaign from 
losing focus. Weekly statistical reports are essential and an excellent way to stay on top of targets but there is no substitute for 
taking the time to look into and discuss with the appropriate person, any issues that arise, so you can if necessary modify your 
approach. 
 
Reporting of progress 
Reporting must be 3 things: 1) Regular 2) Accurate and 3) Flexible 
In our experience we have found that a telemarketing campaign can produce a vast amount of information so we understand the 
value of getting this area right. 
Not all of the data will need to be assessed on a weekly basis so we have found that starting with a basic weekly reporting 
template, that can be added to If necessary works well. Keeping a simple reporting structure aids accuracy and if you remain 
flexible to the needs of the person you are reporting to, you can include additional data where it is needed.  An overall report at 
the end of the campaign can provide insight into the timeline of progress and will hopefully demonstrate the value of investing 
the time required to guarantee a successful campaign. 
 
By no means are these the only challenges that running a telemarketing campaign can bring, but they are impossible to 
avoid!  
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This is Why Your  
Telemarketing Campaign Died  
 
Success. Sometimes it happens by chance, but more likely it comes from a comprehensive mix of planning, preparation 
and consistency.  
 
If key areas of planning and execution are not properly implemented then your telemarketing campaign will be at risk of failure, 
which can have a direct effect on the morale of your sales team and the growth of your business.  
 
Have you had trouble running a successful telemarketing business-to-business campaign before? Is it possible that any of these 
key areas were overlooked? Here are some possible reasons why perhaps the success of your campaign didn’t quite live up to 
expectation:  
 
Did you set the right goals and expectations?  
Establishing goals and expectations before you start is critical. Put in the time to research the process and decide upon ambitious 
but reasonable goals. One of the most common misconceptions in this area of preparation is the notion that the sales process, 
from initial contact to closure, can be achieved in a single phone call. Bear in mind timescales, as you move through the sales 
process from initial introduction through to relationship building, the most success will come in the latter phase of the campaign.  
 
How much do you value your data?  
Data becomes old as soon as you start to use it so keeping it fresh and up to date is important. Also, consider the source of your 
data and make sure you acquire it from somewhere best suited to the type of product or service you’re promoting. Pre-screen it 
before the campaign begins to be sure you’re calling the right kind of prospects and you will avoid wasted time and effort 
contacting the wrong kinds of potential customers. Check geographic locations and make sure you have enough data in the first 
place to support the entirety of the campaign. The more time you spend contacting targeted prospects, the higher your chances of 
success will be. 
 
Were you asking the right kind of questions?   
Before starting the campaign investigate your target market thoroughly to understand their position, their challenges and the 
things they need to be successful themselves. If your questions don’t directly relate to their world your prospect will not trust 
your product or service to be a reliable solution to their challenges. Prepare questions that will highlight the things you uncover in 
your research; show the prospect you understand and build the kind of relationship that establishes you as a key resource of 
support for their business.  
 
Did you measure your success throughout the campaign, or just at the end?  
Naturally, assessing the overall performance of a telemarketing campaign at the end is an essential part of the process. However, 
implementing a system of continued assessment during the entire duration will not only help you build an accurate timeline of 
success but also enable you to identify and address problems as and when they arise so that you can modify your approach.  
 
There’s no doubt about it, the preparation and planning aspects of running a telemarketing campaign are critical to its success. It’s 
a detailed process, taking time and effort. Without addressing the key points mentioned above you do run the risk of a failed 
campaign so we would encourage you to research and plan ahead, as far as you can.  
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Preparing Yourself for a  
Successful Telesales Session 
 
Aside from having a robust sales process and good product knowledge, effective preparation for a telesales session can 
make the difference between a successful calling session and a frustrating one.  
   
Follow these simple tips to make sure your next set of cold calls produce great results.  
   
There is no such thing as No!  
First of all, having the right attitude to being told ‘no’ is vital to the success of your whole session. Taking rejection personally or 
feeling like you have failed will dramatically reduce the effectiveness of your following calls.  
   
We have to understand that, as long as you are calling prospects that are in your target market and could use your services if they 
wanted to, then No must be interpreted as Not Now. Situations will always change and, the reason they give you for not wanting 
to deal right now may not be relevant in 3 months for instance.  
   
Remember – Some Will, Some Won’t, So What, Move on to the Next Lead!  
We also have to accept that getting a ‘No’ is actually part of the job. Sales people are probably in the only occupation where we 
get paid for being told no. We know that our conversion statistics will show us that for every 100 calls we make, a certain 
percentage will say yes and the rest will say no or maybe. Therefore, we must embrace the ‘No’s’ as being all part of the job. 
Once we have that attitude, then our approach and attitude to our telesales sessions will change.  
   
Prepare Physically  
The key word here is energy! To maintain the correct levels of attention, enthusiasm and drive, you need to make sure you’re 
feeling good to start with and throughout the session. Thirst and hunger can be a major distraction so make sure this is taken care 
of and schedule regular breaks to make sure you’re not getting too tired. 
 
Prepare Mentally  
Only when you have established goals and expectations for your session can you have right attitude towards what you’re doing. 
With a clear headspace you have the capacity to feel properly motivated so make sure you address any concerns you may have 
with your Manager before you start.  
   
Create the Right Environment  
The setting of your workspace can greatly impact upon productivity levels. Getting the right balance of temperature, air quality, 
the type of chair you are sitting in etc. all these things need to be kept comfortable. In addition, the emotional atmosphere is 
equally important. The interaction between co-workers needs to remain positive and supportive, especially during more 
challenging tasks.  
   
Encourage the Right Interaction in your Office  
Staff are focused and energised when everyone is motivated and enjoying what they do. It’s very easy to notice the difference 
when that ‘buzz’ in the office is lacking! The introduction of small incentives on a regular basis will keep the momentum going. 
Co-workers who seek out to discuss challenges and advise one another have a hugely positive impact on the rest of the team as a 
whole.  
   
With those points in mind, take a look through the checklist below of things to introduce or avoid in your telesales office. Perhaps 
implementing a few changes will put you and your team on the right track for a successful telesales session!  
  

THINGS TO AVOID:  
-   Taking rejection personally  
-   Starting your session feeling hungry or thirsty  
-   Picking up the phone without knowing your goals and 
expectations  
-   Mental distraction  
-   Working in a uncomfortable environment  
-   Negative co-workers  
 

THINGS TO INTRODUCE:  
-   Introduce goals  
-   Establish timescales  
-   Introduce rewards  
-   Provide opportunities to address concerns  
-   Focus on positives: Environment, Attitudes, and 
Interaction  
-   Prioritising leads and activities before sessions start  
-   Always keep looking forward 
 

 



 
Overcome the Fear of  
Making Telemarketing Calls 
 
I remember trying to explain to my then 6 year old son what it meant to be brave, to have courage.  Like many small children he 
thought it simply meant ‘Not being afraid’, something which seemed quite daunting to him, in the scary situation he was facing 
in school at the time. It took quite some explaining to help him finally understand it really meant to keep trying and trying again, 
in spite of feeling scared.  
 
Thankfully, understanding the importance of consistency is what finally helped him overcome that situation. Eventually, he 
would be able to finally look back and know he’d shown courage throughout. 
 
For many people picking up the phone to make Telemarketing calls equals cold sweats.  Whether a business owner prospecting 
for new business or just someone looking to network with companies they would like to work for, it’s the fear of rejection that 
proves to be the major stumbling block for most people. 
 
Facing the Facts 
Here’s the thing.  Picking up the phone and speaking to complete strangers is always going to be difficult, it’s just not the natural 
thing to do.  You will definitely hear ‘No’ more often than ‘Yes’ and its certainly less fun than closing a sale but if it were an easy 
task then everyone would be a Salesperson, wouldn’t they? 
 
Have you ever been on the receiving end of a cold call, where the person on the other end of the line speaks in a strangely-pitched 
voice, very quickly, without pausing between sentences? They’re nervous and the pressure’s on for them to get their pitch across 
to you as soon as possible. The robotic nature of this experience is extremely off-putting, and is deeply uncomfortable for both 
parties. 
 
Quitting Before You’ve Even Started 
The problem is, when we approach the telemarketing calls in a nervous state, we project our feelings on to the person on the other 
end of the line.  We think that they will be angry and upset at our interruption, that they will judge us.  We then tell ourselves that 
they probably have no interest in what we are selling anyway and so with this negative mind-set we’ve already convinced 
ourselves of the final decision before we’ve even dialled the number. 
 
Setting Your Expectations 
The key to success is to face up to the root of problem and acknowledge it for exactly what it is – FEAR.  You will be amazed 
how much you can overcome when you do this.  The good news is that fear of making telemarketing calls is not an impossible 
giant. The way to conquer it is to break it down and attack it in small chunks. 
 
Set small but manageable goals.  It is far easier to make ten calls than 100 or spend 15 minutes on the phones than an hour. And 
when you’ve reached your goal, reward yourself.  Be consistent.  The more goals you achieve, the more rewards you can enjoy! 
 
Lastly remember that a ‘No’ is never a personal rejection.  The moment they answer your call you are in their world, not yours.  
They are not rejecting you, just what you represent.  The response is intuitive, a reaction to an interruption in their day and is 
largely dependent on circumstances that really have nothing to do with you personally.  Consciously make the decision in your 
own mind that you won’t be offended if their reaction isn’t great. 
 
Set your own positive expectations for all outcomes and soon you’ll have the courage to face the fear of making 
telemarketing calls on any day!  
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7 Top Tips for Appointment Setting 
 
In many call centres you have to make outbound calls to generate appointments for field salespeople. To be successful at 
this you need to be confident in the relationship-building aspect of telemarketing.  You are responsible for presenting your 
product or service in a trustworthy and professional light and you recognise the importance of what it means to exceed the 
expectations of your prospects. 
 
All of that said, what can you do to ensure your best chance of securing that appointment? 
 
Make sure you have a plan! 
If you have already prepared everything you want to say during your conversation you can be confident in covering all key areas.  
This will also help you to maintain control of the discussion, enabling you to bring it back to focus if it strays off-topic. 
 
Strike early with your offer. 
Make sure you raise interest early and ward off any objections with an offer that is packed with benefits. If you don’t act quickly, 
negativity can set in making it harder to get an agreement for an appointment with your prospect. 
 
Keep it conversational. 
It’s vital you do all you can to engage your prospect throughout your phone call. Talking for too long or asking too many and/or 
confusing questions will simply lead to them ‘tuning-out’.  If you’ve prepared well, you can avoid this.  Make sure to ask short, 
open, relevant questions, one at a time to gain as much information as possible and keep their attention. Repeat their answers 
back to them when appropriate to get a head start on having them say ’yes’ back to you. 
 
Handle their objections. 
When you acknowledge the prospect’s objections, you demonstrate understanding of their situation. Show experience in assisting 
clients with this sort of thing before. “I understand how you feel. In fact, many of our current customers were in a similar position 
when we first got to know them.” Explain that the purpose of the appointment is to assess their needs, but don’t labour on the 
point, make an assumptive move and suggest an appointment time. 
 
Don’t fear uncertainty. 
Trying to blag your way thought something you don’t fully understand is a risky business and you’ll almost always be found out.  
Relationship building with your prospect is heavily focused on trust so admitting you need more information or need to speak to 
someone else is not always a bad thing. 
 
Don’t quit first time around! 
Objections will happen and so when they do, the aim is not to reinforce that objection further, so avoid probing too deeply or 
repeating the objection back to them. Ask polite questions to gain a brief understanding of why the prospect said no and don’t 
ever take the rejection personally. It can sometimes take a number of conversations to convince the prospect to accept an 
appointment. 
 
Advice that stands the test of time is usually best. 
Sell the benefits of your product and service and not the features.  Find out what their issues are and present the solution to their 
most pressing ones.  When you’re offering them the chance to find out more about something that they would find it difficult to 
say no to, then is your moment to close, so offer an appointment.  
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Turn Your Appointment Setting  
Approach on it's Head 
 
New thinking for creating new prospects 
 
Getting that face-to-face time with a new prospect is key.  Business-to-business deals can be created over the phone but more 
often than not, they are closed in person, sealing the future of what should be a long and prosperous business relationship.  
Therefore, the initial challenge depends heavily upon the person responsible for picking up the phone and making that initial first 
contact. 
 
But sometimes telemarketing can be tough-going, so like any other activity, changing up the approach can be a healthy and 
revitalising process to bring in the results you’re after.  Here are some ways to approach your calls with a fresh perspective, 
maybe they’re just the thing your team needs? 
  
Be here to help!  
Service is the name of the game. From the outset your prospect needs to know you’re there only to help.  Get this right 
immediately because you will be interrupting the normal flow of that person’s working day, which could put them in a defensive 
position. 
 
Share the love!  
A great ice-breaker is demonstrating not just why you love your what your company has to offer but why others love it too.  
Stories sell, so share one that shows how your product or service became the much-needed, much-loved solution for someone 
else. Don’t forget to include a quick testimonial too and ask them;  
-    Have you experienced this problem before?  
-    What did you do? Can we arrange a time to speak about this?  
 
You don’t actually NEED this one!  
Whilst every new customer counts, get the balance right.  Don’t pressure yourself to succeed on every call. If you approach calls 
with apprehension because of fear of objection, then the prospect will inevitably pull back.  Have a strategy for overcoming 
objections and be prepared to play the long game. Getting the appointment on the first call is not always the objective. 
 
Keep your options open.  
Be prepared to offer an appointment date and time that works well for both parties.  Make sure you have a number of 
appointment times to offer before you make the call, rather than scrolling through a calendar, keeping your prospect on hold. 
 
Don’t be ‘all talk’  
Appointment making scripts are really helpful tools and are a great way to get started or refresh your approach to appointment 
setting but you can’t always rely upon your prospect’s answers to stay ‘on script’. You will need to listen to what the prospect has 
to say so that you can clearly understand their needs and priorities. This information will be essential for the appointment itself, 
enabling the presentation of a product of service, uniquely placed to benefit their business.  
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Are You Asking the Right Kind of Questions on Your Telemarketing 
Call?  
 
I recently received a call from the local Golf Club.  The lady on the end of the phone introduced herself and said “Good 
Morning Sir, I am calling to tell you about our Exclusive Luxury Dining Club, if where, if you bring a guest along, you can dine 
free for a week. Would you like to join?”   
 
I wasn’t interested, and her question gave me the perfect opening to say ‘no’ and end the call immediately. 
 
This kind of closed questioning leaves absolutely no room for the customer to disclose anything about themselves. It’s over 
before it’s even started.  This approach is all too common and renders the salesperson ineffective. 
 
So, what could the lady have asked me instead?  How could she have identified the facts of my situation? How about: 
 
-    “How often do you currently eat out?“ 
-    “Have you eaten in our restaurant before?”  
-    “What was your experience of that like?”  
-    “Do you ever have the need to entertain clients?”  
 
My reaction would have been quite different and with that information, the lady could have then geared the rest of our 
conversation towards what suited my needs.  And I could be enjoying a free dinner tonight.  With that in mind, here are some tips 
for more effective open questioning for your sales call: 
 
Ask questions that highlight the benefits of your product or service. 
For instance, if you are selling an office cleaning service you might ask; “How flexible is your current cleaning company?”, 
“Can they be booked at short notice for extra work?”, “Do the provide they own cleaning materials?” or “Do they operate at 
weekends?” 
 
Use questions that highlight the negative aspects of their current situation – ‘Pain Questions’ 
Think about what problems your prospect may have and how you may be able to provide a solution. The following areas are 
common for difficulty; time, availability, ease of access to service, stock levels, business levels etc. 
For example 
 
-    "How much time do you currently spend…” 
-    “What action would you take if your current supplier ran out of stock?” 
-    “What area of your business is most important to you at this time?” 
 
Be flexible and be prepared! 
When your prospect starts to answer your open questions you need to be ready to give them opportunity to expand further.  So for 
instance, if your prospect says that are spending too much time on handling things themselves, you could ask “What is the 
financial impact of that extra time spent…?” When you customer has finished responding if you feel you need more information 
why not say “Tell me more about that.”? 
 
Find and fulfil their need. 
You need to make it your mission to identify their needs as early as possible and sell them the benefits of your product or service, 
e.g; “…if I said I could help you save more time covering _______ and money on the associated costs, would you be interested in 
talking about it further?” 
 
Don’t interrogate. 
Use your best judgement and make sure you ask enough questions to keep the conversation flowing, however allow time or your 
prospect to answer each one and don’t ask two or three in a row.  This can be confusing for both parties in answering and 
recording the information needed. 
 
 



 
 
Get used to the silence. 
After you have asked your question, make sure you wait for your prospect to answer.  A pause might only mean they are just 
taking a moment to think it through. Don’t try to help them with their answer – that is a big mistake! 
 
It’s definitely helpful to repeat your prospect’s comments back to them, just be sure to give a quick recap at the end of your 
conversation, rather than after each question individually, which can be irritating.  Remember, you have to know them and their 
needs to be able to help them, or you’ll be no help at all!  
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Top Tips for Making Friends  
With the Gatekeeper 
 
Though they should never be seen as cold-calling obstacles, Receptionists and PAs are often the Gatekeeper, standing between 
you the Telemarketer and that all-important conversation with the Decision Maker.   It is vital to remember that this person – 
besides holding key information about their boss – is used to the usual approach from telemarketers like you. 
  
However, do not despair! The key is to get the gatekeeper on side, when they begin to believe that their boss actually will benefit 
from speaking with you, not only will you have access to the decision maker themselves, but any ‘inside information’ the 
Gatekeeper is happy to share directly with you, thus turning them in to an influencer. 
  
Start on the right foot 
You can’t put a price on good manners, right? And in this case it truly is invaluable. The Gatekeeper will be encouraged when 
they realise you value the job they are doing.  Addressing them politely, using ‘please’ and ‘thank you’ and an appropriate and 
pleasant tone of voice are small ways to show this. 
  
Get on ‘first-name’ terms 
If you can, ask the Gatekeeper for their name as early as possible and make sure you use it at least a couple of times in the 
conversation.  Again, this shows the value you place in them and that you’re not regarding them as a barrier. Just remember to 
strike up the right balance, you don’t want to sound condescending. 
  
Don’t try ‘sneaking past’ 
Instead of withholding details about you and the reason for your call, why not try starting with your full name and where you’re 
calling from. If the Gatekeeper then announces that you are being put through the Decision Maker’s voicemail, stop them and ask 
if there’s anyone else you can speak to, a better time to call back or a better way to contact them. 
 
Remember your last conversation 
If it’s not the first time you have spoken to the gatekeeper, it’s always very helpful to have notes about the circumstances of your 
last call, something you can work in to this opportunity.  For instance, if they were very busy and had not time to talk the last 
time you called, you could open with something like: 
  
“Hello there (Name), this is (Your Name), I spoke to you briefly on Monday. You were really up against it that day, how are 
things now?”. 
  
Again, showing you value them will make the Gatekeeper more inclined to do the same for you. 
 
Bear in mind, it may take a number of interactions between the two of you before you're able to obtain all the information you 
need or even speak to the decision maker.  If you focus simply on building a relationship with them in the initial stages, moving 
on to the next step with them should be much easier.  
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Section 3 
 

Professional Development Tips to Build 
Better Sales Teams 
 
The Little Book of Big Sales Tips  



 
50 
 
Six Reasons Why You need to Invest in Your Sales Team 
 
The to key growing your business and increasing profit, be it a small local company or a large corporation, is ensuring 
you have a team of top talent at the heart of your Sales Team. Your customer will be unable appreciate the value and benefit 
of your product or service if the person they’re dealing with isn’t enthusiastic, motivated, skilled or knowledgeable. 
 
The culture of your company and the productivity of your Sales Team is directly affected by how much training, empowerment 
and responsibility they have. 
 
As the business owner, you need to invest in a number of ways in order to create the right balance, covering time, resources and 
money.   The key is moving the focus from knowing how to ‘Recruit and Hire’, to how to ‘Hire and Retain’. Implementing the 
following steps can get you moving in the right direction. 
  
Play the long game to create ‘employees with a long-term plan’ 
Succession planning is a process for identifying and developing internal people with the potential to fill key business leadership 
positions in your company. Your best Sales Person now, could be a perfect choice for a future Sales Manager. Their experience of 
your product or service and their existing relationships with your customers will greatly benefit any new members they recruit 
into your Sales Team.  
 
When your employees know that you are invested in their growth and development within your company, this will in turn cause 
them to invest in you, with a long-term plan for their career. 
  
Prevent poor customer service and damage to brand reputation with the right training 
When budgets are tight, training can often be the first thing to cut back on. The right approach is to value training as an ongoing 
process, not just required at the start of a new job but something that is key to the career development of your Sales Team and 
customer perception of your brand. Then you can be sure your company reputation will survive the tough times, through the 
interactions your customers experience in their dealings with knowledgeable, friendly and trusted representatives. 
 
Provide your team with right tools for the job 
Nothing frustrates an employee more than feeling like they are unequipped to do an exceptional job. Regularly ask to see if there 
is anything they need which would help them to be more effective in their role. 
  
Give responsibility to build an empowered and committed team 
Giving responsibility to members of you sales team demonstrates trust. If your goal is to replicate your own leadership qualities 
in each team member then that won’t happen until they are given the opportunity to rise to the challenge and show their 
commitment to the overall team performance. How responsibility is handled by each individual will show you who the up-and-
coming leaders are. 
  
Demonstrate flexibility to show support for your team 
As a business you have needs that your sales team need to meet. As individuals, your team members have both personal and 
professional needs that need your support. Being flexible to the needs of your staff, while still holding them accountable for their 
output, will create the right kind of culture within your workplace. The feeling of empowerment within your team will promote 
good working relationships and a positive attitude towards the work they are doing. 
  
Give new employees the best start possible by creating colleagues who inspire them 
When you make a deliberate effort to invest in your sales team, making their experience of working for you an enjoyable, valued 
and rewarded one, you will automatically be creating the best environment for any new team members coming in. They will 
gauge many of their first impressions form the actions and attitudes of their colleagues, so do all you can to inspire them in their 
own long-term career plans. 
  
Ultimately, a ‘Recruit and Hire’ focus will have you spending money in all the wrong places, paying out to correct mistakes, 
letting people go and starting over again. It will stunt the growth of your business. A focus on ‘Hire and Retain’ is always the 
better strategy. Even if your company is doing well, it can do even better when the whole team are united in their commitment.  
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Four Reasons Why Not Training Your Sales Team Could Cost You 
 
One of the frequent arguments against investing in professional development is “What happens if I train my people and 
they leave?” a better question is “What happens if you don’t train them and they stay?” 
 
All too often companies view training as an expense to be avoided, as opposed to an investment that can, in the bigger picture, 
protect the success of the business in the long term. What is the true cost of cutting back this important area of business? 
 
With this in mind, what are some of the things your business could risk by not prioritising the training of you sales team? 
 
New and eager employees will be affected by old team members with bad attitudes 
New salespeople will be ready for the challenges ahead with a willingness to learn everything they can, to get the best start 
possible, but if you don’t have a training plan in place, the natural place they will look is to their colleagues. If those colleagues 
are disengaged, frustrated and struggling to achieve because of their own lack of training, well – you can see the pattern forming. 
 
More frequent staff turnover 
Remember those ‘bad apples’ we mentioned in the example above? It’s not hard to understand that without an engaging training 
plan in place, doubt and resentfulness can easily creep in, leading to them looking around for something new. A salesperson who 
has been properly trained and feels valued by their employer, who has a long-term plan for a successful career within your 
company will not only sustain and direct your business to further success, but also attract outside top talent to your team. 
 
Damage to brand reputation 
You will always have competition and as the face of your business, it’s vital that your sales team are delivering the best possible 
customer service and confidence in the product or service when they interact with your customers. Otherwise, your customers 
could become so frustrated by dealing with untrained staff, lacking in knowledge and enthusiasm for your product or service that 
they decide to go elsewhere. 
 
Delays to your pipeline 
The sales process is at the heart of how you do business with new customers and you can never sit back and leave it. It is a 
constant process, needing regular attention all along the way to build and develop the relationships that lead to new business. If 
your team members don’t fully understand the pipeline process this can lead to frustration on both sides. Closing sales could end 
up taking so long to finalise that there would be an unnecessary delay in your company income, prospects may not feel 
committed to making a large investment or could end up walking away all together. 
 
“An investment in education always pays the highest returns.”—Ben Franklin 
 
Training your sales team to deliver the results you need will come at a cost. But, a well-structured development plan will provide 
a healthy return on investment that is justified and happy and engaged employees who are committed to you.  
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The ONE Thing That Makes  
a Sales Superhero 
 
There are a great number of traits that contribute to the making of great Salespeople.  Driven, confident, outgoing, 
assertive, relational, focused to name a few. These among others, come naturally some and for others, they are learned 
behaviours. One trait, in particular, should be adopted by all salespeople and when put into practice can sometimes be the very 
key to unlocking the kind of customer trust that closes the deal. Here it is: 
 
Great Salespeople are Helpful Salespeople 
 
 But what exactly does it mean to be a helpful salesperson and why is it so important?  
 
  
 
Great Salespeople help their customers 
 
They Provide a Solution to a Requirement or Problem  
Knowing how to pinpoint the need or problem your customer is facing and having a planned, well-presented explanation of how 
your product or service is the ideal solution, puts you in the position of the rescuer.  This is a good time to employ some great 
listening skills (too, you want the customer to feel you fully understand their situation. 
 
They are Available Post-Sale for Advice  
Nurture your post-sale relationships. When the customer knows you welcome a quick call from them, even if it means handing 
them over to another department to assist fully, gains their trust and helps secure future sales. 
 
They Direct Customers Towards Other Helpful Sources  
It’s great to build up a network of contacts across the kinds of industry sectors that are also relevant to your ideal customer so you 
can make referrals when your business isn’t able to assist with certain things.  In this regard, you’re being doubly helpful, not 
only to the customer but also other businesses within your network. 
 
Great Salespeople help those around them 
 
They Value Teamwork  
Maintaining a balance between focusing on their strengths as an individual but also how those strengths play into a team 
environment is great for shared success in sales.  When teams work, support and help one another, the opportunities to hit and 
exceed targets naturally become more frequent. 
 
They Recognise Opportunities to Learn from Peers  
Remaining open to a continued journey of learning and self-improvement is the best way to stay fresh in a sales environment.  
Great salespeople can identify successful people within their sales team and utilise that person’s skills and knowledge to improve 
their own techniques. 
 
They are Natural Leaders  
Salespeople who set themselves apart by adopting a helpful, supportive stance within their sales team reveal themselves as the 
natural choice for progression to a leadership role.  When you place a helpful salesperson into that role everyone wins.  The 
company gets a natural and effective leader at the top of the team, the team is lead by someone with everyone’s interest at heart 
and the leader gets the recognition they deserve.  
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Five Development Mistakes  
Sales Managers Make 
 
How confident are you in your sales team? Could you send any one of them into a room full of potential prospects and ask 
them to close a deal? Sales managers need to be assured that their teams have the knowledge and skills to not only meet targets 
but to close additional new business and grow profits. This is why a continued programme of sales training should be at the heart 
of what drives and motivates your team, towards ongoing success. 
 
However, some companies are falling short of delivering a programme of training  that ensures long-term results, resulting in a 
severe lack of return on investment. 
The reasons for this can differ from one business to the next, but there are some common mistakes made. 
  
Failure to set in place Personal Development Plans  
Creating a personal development plan for a salesperson will give opportunity not only to bring assistance to their weaknesses but 
also celebrate and reward their strengths and achievements. A salesperson who feels supported and is in agreement with a 
development plan will be an engaged and productive team member. 
  
Failure to Define Goals and Expectations 
Without a clear plan for what you expect to achieve across the entire team or across different sales departments (telesales, field 
sales), personal development plans will not work. When an overall goal is set, with allocated points to review progress, you can 
direct the development of each team member towards achieving their part of that overall goal. 
  
No Ownership 
Whether training a large team or a small one, a continued training and development plan takes time and commitment. Juggling 
this responsibility alongside other day-to-day tasks in sales management is not always easy and this is why some mangers allow 
oversight of the plan to drift away. Consider appointing a specific member of the management team to oversee the plan as part of 
their key duties and allocate an appropriate amount of time to their schedule or, why not outsource the training to an expert 
provider? 
  
A Lack of Engagement from your Sales Team 
Training and learning new skills should never be boring. If the team is switched off during a session than it’s frankly a complete 
waste of time.  One way to ensure active participation and engagement is by getting people up and out of their seats.  Practical, 
team-based activities requiring physical movement or role play will hold their attention and a ‘learn-by-doing’ approach will 
promote retention of knowledge and new skills. 
  
Failure to Review, be Accountable and Adapt 
How will you ever know if your training and development plan is working if you don’t evaluate both team and individual 
progress?  Part of an ongoing programme of learning should provide regular opportunity to review, acknowledging and 
celebrating success as well as holding team members accountable for improving their skills.  Start as you mean to go on by 
performing an individual assessment at the start of the programme and review every couple of months.  
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How to Create Sales Leaders Who Inspire 
 
Four core practices are at the heart of creating the type of environment in which a sales team can reach its full 
potential, Strategy, Education, Feedback and Leadership.  
 
It’s a continual process, based on a cycle of reflection, communication and implementation.  Applying this method of looking 
back at what your team has already done, discussing what needs to happen next and then making it happen, will allow you as a 
leader to engage with each individual salesperson and support their development  as they become capable and effective team 
members. 
 
Strategy:  Creating a personal development plan for a salesperson will give opportunity not only to bring assistance to their 
weaknesses but also celebrate and reward their strengths and achievements. A salesperson who feels supported and is in 
agreement with a development plan will be an engaged and productive team member. 
 
Education: An ongoing programme of sales training will equip team members with the skills they need to develop into 
successful sales professionals.  Whatever their sales role, each team member will benefit from understanding every stage of the 
sales process. Refresher training and opportunities to expand upon areas already covered will prevent stagnation or loss of skills. 
 
Feedback: An open, continuous line of communication is key to getting understanding the ‘whole picture’. Important concerns or 
requests can be missed when there isn’t an easy opportunity to explore them with your sales team.  All feedback will help to 
further development plans and make adjustments where necessary. Creating an environment where team members are 
comfortable to open up about any questions they have, even difficult ones, cultivates a level of trust that demonstrates real 
leadership. 
 
Leadership: The benefit of your experience in sales will enable you to provide top-level coaching to your sales team.  You can 
give real-life examples of solutions to common problems which will inspire them to push through the challenges they face.  Just 
like any professional sports coach, keeping motivation high is a key factor in sustaining momentum across the whole team. 
  
Lastly, it is essential to implement a personal development plan for yourself. When you take opportunities to train, grow and 
develop as a sales leader, you will benefit just as much from it as will your team members.  Investing in your own professional 
development will directly & positively impact the development of your sales team. Lead by example, it’s an old phrase but it’s no 
less true.  
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Losing Control of Your Sales Team and  
How it Impacts on Your Leadership 
 
Without proper measures in place, it’s not difficult to lose sight of how your sales team is performing.  The effects of this 
can be damaging, reaching across different areas of your business.  Here we take a look at just some of the problems a struggling 
Sales Leader might encounter in this situation: 
 
Inconsistent Activity  
Whether you have small sales team to manage or a large one, it is vital to have a clear overview of operations. A sales strategy 
that includes planned activity to monitor and assess progress is the only way that you can be sure each member of your sales team 
is operating at their best, maximising every opportunity to create and secure new business. 
 
Lack of Knowledge 
Only by knowing the behaviours and activity of each salesperson will you have clear knowledge about what makes each 
individual a valued member of your sales team. This knowledge will also identify those who are not performing, and this is 
important due to its direct negative impact on the performance of the team overall. Personal learning and development plans for 
each member of your team are key to understanding their needs and finding ways to bring out the best in them. 
 
Stress and Anxiety 
Worrying about hitting targets is bad enough but if you don’t have a clear picture of what your team is achieving and exactly how 
they are operating, the stress can be overwhelming.  The key to overcoming this kind of worry is knowledge.  If you are in 
control of your team’s activity you can begin to take positive steps towards hitting and exceeding targets. 
 
Disillusioned Team Members  
In addition to the stress you might feel as a Sales Leader, if you’re not taking control, individuals within the team will 
undoubtedly begin to feel disheartened with their experience.  Particularly in situations where individuals are working alone in 
different geographical locations. These feelings will produce negativity which will have a knock-on effect on targets, employee 
turnover and even customer relationships. 
 
Unhappy Customers  
Your customers need to have every confidence in your ability to deliver your product or service to the highest standard.  They 
will have high expectations when it comes to how well you look after them and how consistently you perform. Without control of 
your sales team, how can you be certain that customers won’t start looking for an alternative supplier?  
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Sure Train Sales Training & Consultancy 
 
Sure Train has been delivering expert-led sales training courses for many years.  Working with businesses of all sizes and across 
many different industries, we have the sales know-how to develop confident, capable and successful sales teams. Our programme 
of training is available either as open courses or in-house training across the whole of the UK.   Bespoke training, focusing on the 
individual needs of your business can be designed exclusively and delivered direct to your sales team.  
 
In addition, Sure Train’s consultants have aided Business Owners and Sales Managers in developing strategies to highlight key 
areas within their business for transformation and implement new approaches to grow and develop future sales success.  
 
Sure Train’s core programmes are listed on our website – www.Suretrain.co.uk.  If you have any questions regarding these 
courses or any other training you think Sure Train can provide, please get in touch with us via the website (www.Suretrain.co.uk) 
or call our office in the UK on 0800 840 1501.  
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If you are interested in learning more about  
Sure Train’s Sales Training & Business Development  
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