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INTRODUCTION
If you're a small business owner struggling with
sales, you're not alone. The way people buy has
completely changed in the last few years, but most
sales advice still sounds like it's from 1995.

Here's what's different now: your customers are
doing most of their research before they ever talk to
you. They're looking up reviews, comparing prices,
and checking out your competitors online. By the
time they contact you, they already know a lot about
what they want. They don't need you to educate them
about your product - they need you to help them
make the right decision.

This is actually good news for small businesses, but
only if you adapt to how people actually buy today.

Why the old way doesn't work anymore:

Cold calling mostly annoys people who are already researching online

Long presentations about your product bore customers who've already read your
website

High-pressure tactics push away buyers who have plenty of other options

Relationship selling alone isn't enough when customers can easily compare you to
competitors

What customers want now:

Quick, helpful responses when they have questions

Honest advice about whether your solution fits their situation

Easy ways to get information without sitting through a sales pitch

Proof that you understand their specific problems
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It's written for real small businesses, not giant corporations

Every recommendation includes honest pros and cons

The assessment helps you avoid methods that won't work for you

You get specific tools recommendations based on your actual needs

Everything focuses on what you can actually implement and afford

The challenge for small business owners is that there are now hundreds of sales
"methods" and thousands of sales tools, all claiming to be the best. It's overwhelming.
You can spend months researching different approaches and still not know what will
actually work for your business.

This guide cuts through the confusion. Instead of telling you there's one "right" way to sell,
it helps you figure out what approach makes sense for your specific situation. A method
that works great for a software company might be terrible for a plumbing business. A tool
that transforms a 50-person sales team might overcomplicate things for a 3-person
company.

What makes this guide different:

The goal isn't to turn you into a sales expert overnight. It's to help you sell more effectively
by working with how customers actually buy today, using methods and tools that fit your
business reality.

Most small business owners know their product or service inside and out. You probably
solve real problems for your customers and do good work. The missing piece is usually
just adapting how you sell to match how people prefer to buy now. With the right
approach, you can compete effectively against much larger competitors and grow your
business steadily.

This guide shows you exactly how to do that, step by step.
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KEY TRENDS FOR 2025
Understanding what's happening in sales helps you make smart decisions about where to
focus your time and money. Here are the big changes affecting how customers buy and
how you should sell.

Artificial Intelligence (AI) might sound complicated, but it's actually the great equalizer for
small businesses. The same smart software that big corporations use is now available to
everyone at affordable prices.

Smart Software Makes Small Businesses Competitive

Predict which potential customers are most likely to buy from you

Write better emails that get more responses

Tell you the best times to call or email different people

Automatically update your customer information

Show you which deals are most likely to close this month

What AI can do for your sales:
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Real example: 
A small accounting firm uses AI to analyze which of their website visitors are most
likely to need tax help. Instead of calling everyone who downloads their tax guide, they
focus on the people the AI says are most interested. Their success rate went from 10%
to 30%.

Why this matters to you: 
You don't need a big budget or tech team to get started. Many AI tools work right out of
the box and cost less than $50 per month. The key is starting simple - pick one thing
you want to improve and find an AI tool that helps with just that.

Getting started: 
Don't try to automate everything at once. Start with something like email writing help or
lead scoring. Use it for a month, see if it helps, then consider adding more.
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Your customers are already texting for everything else - doctor appointments, food
delivery, customer service. Now they want to buy from you the same way.

Customers Want to Text, Not Talk

Customers can ask questions without committing to a phone call

You can respond quickly even when you're busy with other customers

Text conversations feel more casual and less pressured

You can send photos, videos, and documents instantly

International customers prefer messaging over expensive phone calls

How messaging changes sales:

Real example: 
A small equipment rental company started using WhatsApp Business. Customers
could text photos of their job sites and get instant quotes. Their response rate doubled
because busy contractors could get prices without stopping work to make phone calls.

What this means for you: 
You probably already have a smartphone. Adding business messaging takes about an
hour to set up and costs almost nothing. The biggest change is training yourself to
respond quickly - customers expect answers within a few hours, not a few days.

Common mistakes to avoid: 
Don't be too formal in texts. Don't send long paragraphs. Don't ignore messages for
days. Do respond quickly, keep it conversational, and use emojis when appropriate.

© Capacity Building Solutions, Inc.
www.capacity-building.com 07

http://www.capacity-building.com/


Even big expensive deals now happen mostly over video calls. This isn't just about being
convenient - it's about being efficient with everyone's time.

Video Meetings Are the New Normal

You can meet with people anywhere in the world

No travel time means more meetings per day

You can easily include decision-makers who couldn't attend in-person meetings

Screen sharing lets you show exactly what you mean

Recording meetings helps you remember what was discussed

Why video selling works:

Real example: 
A small manufacturing consultant used to travel 3 hours to meet with each potential
client. Now he does initial meetings over video, travels only for site visits, and can talk
to twice as many prospects each month.

What you need: 
A decent webcam, good lighting, and reliable internet. Most laptops and phones already
have everything you need. The key is practicing until video meetings feel natural.

Best practices: 
Test your technology before important calls. Look at the camera, not the screen. Have
good lighting on your face. Keep your background simple. Learn to share your screen
smoothly.
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Before customers talk to you, they're looking you up online. Your LinkedIn profile, Google
reviews, and social media presence all affect whether people want to buy from you.

Your Online Reputation Affects Every Sale

Google reviews of your business

Your LinkedIn profile and posts

Your company's social media activity

What you say in industry forums or groups

Whether you share helpful information online

What customers research before buying:

Real example: 
A small marketing agency owner started posting helpful tips on LinkedIn twice a week.
Within six months, potential customers were reaching out to her instead of her having
to find them. Half her new business now comes from her online presence.

Ask happy customers to leave Google reviews

Share helpful tips related to your business on LinkedIn

Answer questions in industry groups

Post photos of your work (with customer permission)

Be consistent - a little activity regularly beats occasional big posts

How to build credibility online:

Time investment:
About 30 minutes a week is enough to maintain an active, professional online
presence. The key is being helpful rather than constantly selling.
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Instead of guessing which customers to focus on or what messages work best, you can
now track everything and make decisions based on what's actually happening.

Data Shows You What Actually Works

Which marketing activities bring in the best customers

What times of day your emails get opened most

Which customers are most likely to buy again

How long your typical sales process takes

What questions prospects ask most often

What you can measure now:

Real example: 
A small software company discovered that customers who used their free trial for more
than 7 days were 5 times more likely to buy. They changed their follow-up strategy to
focus on getting people to use the trial longer instead of pushing for quick decisions.

How to get started: 
Most customer management systems now include basic analytics. Start by tracking
just three things: how many new prospects you talk to each month, how many become
customers, and how long the process takes. Look for patterns and trends.

Key insight: 
The goal isn't to track everything perfectly. It's to understand what's working so you can
do more of it and stop wasting time on things that don't work.
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Software can now handle most of the administrative work that used to eat up your sales
time. This frees you to focus on the parts of selling that actually require human judgment
and relationship building.

Boring Tasks Get Automated

Following up with prospects who haven't responded

Updating customer information in your database

Scheduling meetings and sending reminders

Sending personalized emails to large groups

Creating proposals and quotes

What gets automated:

Real example: 
A small consulting firm set up automated email sequences that introduce new
prospects to their services over two weeks. The emails go out automatically, but
include personal touches like the prospect's name and industry. This saves 10 hours
per week of manual follow-up.

The balance: 
Automation should make your personal interactions better, not replace them. Use it for
routine tasks so you have more time for real conversations with customers.

Starting simple: 
Pick one repetitive task that takes you an hour each week. Find a tool that automates it.
Once that's working smoothly, look for the next thing to automate.
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The most successful small businesses have figured out that their job isn't to sell their
product. Their job is to help customers succeed. When customers succeed, sales take
care of themselves.

It's All About Helping Customers Win

You ask different questions (focused on their problems, not your products)

You give different advice (what's best for them, even if they buy less)

You measure different things (customer success, not just sales volume)

You follow up differently (checking on results, not just asking for more business)

This mindset shift changes everything:

Real example: 
An equipment dealer could sell the biggest, most expensive machine to every
customer. Instead, he asks detailed questions about their actual needs and sometimes
recommends smaller equipment or even renting instead of buying. His customers
trust his advice and refer other people, so his business keeps growing even though he
sells less to each individual customer.

Why this works now: 
Customers have many options and can easily research alternatives. They choose
vendors who seem to genuinely care about their success. Word-of-mouth and online
reviews from happy customers are now more valuable than traditional advertising.

How to implement this: 
Before proposing any solution, make sure you understand what success looks like
from your customer's perspective. Ask questions like "What would make this a great
investment for you?" and "How will you measure whether this was worth it?"

The long-term advantage: 
Businesses that focus on customer success build stronger reputations, get more
referrals, and have customers who stay loyal even when competitors offer lower
prices.
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21 SALES METHODS THAT WORK

What It Is: Instead of chasing lots of small customers, you focus all your energy on a few
big, valuable companies. You treat each big customer like they're your only customer.

Account-Based Selling (ABS)

Pick 5-10 dream customers worth the most money

Learn everything about their business

Create custom messages for each company

Talk to multiple people at each company

Build long-term relationships

Focus on growing accounts over time

How It Works

1
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Getting Started Checklist

What You Should Do What Not to Do

Research companies before you contact them Don't try to focus on too many accounts

Make your pitch specific to their problems Don't send generic messages

Connect with several people, not just one

Be patient - big deals take time

Track how much you're selling to each account

Work as a team on big accounts

Don't only talk to one person

Don't expect quick results

Don't give up if it takes months

You sell expensive products or services

Your ideal customers are big companies

You can make more money from fewer customers

You have time to build relationships

Your deals are worth at least $10,000

When to Use This

Make a list of your top 10 dream customers

Research each company's challenges and goals

Find the right people to contact at each company

Create custom messages for each account

Set up a system to track your progress

Plan regular check-ins with your target accounts
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Why This Works: Big companies buy differently than small ones. They need more
attention and customized solutions. When you focus your efforts, you win bigger deals
and build stronger relationships.

What are your company's biggest priorities this year?

Questions to Ask

Who else would be involved in a decision like this?

How do you usually choose vendors for big purchases?

What would success look like for your organization?

Example: Salesforce
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What It Is: Think of your sales process like a baseball game. You move customers from
first base to home plate (the sale) using clear steps that everyone can understand.

Baseline Selling

First Base: Customer shows interest

Second Base: Customer has a real need and budget

Third Base: Customer is ready to decide

Home Plate: Customer buys

Track which "base" every deal is on

Know what moves customers to the next base

How It Works

What You Should Do What Not to Do

Define exactly what each base means Don't be vague about what each base means

Use pictures or charts to see your pipeline Don't rush customers through the bases

Have regular team meetings about your deals

Celebrate when deals move forward

Know what actions move customers to the
next base

Make it easy for your team to understand

Don't ignore deals stuck on one base

Don't make it complicated

Don't skip the coaching part

2
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Getting Started Checklist

Your team is new to sales

You need simple tracking

You want everyone to speak the same language

You're struggling to predict sales

You have a straightforward product

When to Use This

Define what each base means for your business

Set up a visual way to track deals

Train your team on the base system

Create a script for moving to each base

Schedule weekly pipeline reviews

Measure how fast deals move through bases

Why This Works: The baseball metaphor makes sales simple to understand. Everyone
knows what each base means, so your team stays organized and focused.

What would need to happen for you to move forward?

Questions to Ask
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Who else needs to be involved in this decision?

When do you want to have this solved?

What's your usual process for buying something like this?

Example: Asana

© Capacity Building Solutions, Inc.
www.capacity-building.com 18

What It Is: Instead of just agreeing with customers, you teach them something new about
their business and challenge their thinking. You become their trusted advisor who helps
them see problems differently.

Challenger Sale3

How It Works

Teach customers something they don't know

Show them new ways to think about their problems

Tailor your insights to their specific situation

Take control of the conversation
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Challenge their assumptions respectfully

Position yourself as the expert

What You Should Do What Not to Do

Learn your customer's industry inside and out Don't be rude or argumentative

Prepare insights that surprise them Don't challenge without having credibility first

Ask permission before challenging their thinking

Use facts and data to support your points

Focus on business results, not product features

Build trust before introducing tension

Don't just talk about your product

Don't make it about you being right

Don't avoid tough conversations
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You're competing against other vendors

Your customers are sophisticated buyers

You sell complex solutions

Your industry is changing rapidly

You have deep expertise in your field

When to Use This

Getting Started Checklist

Research industry trends and challenges

Develop insights specific to your customers

Practice challenging conversations

Create case studies that prove your points

Learn to ask tough questions

Build content that teaches customers
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Why This Works: Customers are tired of salespeople who just agree with everything.
They respect people who can teach them something new and help them think differently
about their challenges.

Have you considered how this problem might be costing you more than you realize?

Questions to Ask

© Capacity Building Solutions, Inc.
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What if I told you that most companies approach this wrong?

Based on what you've told me, I think you might be missing something important.

Let me share what other companies learned when they thought the same thing.

Examples: SAP, Shell Oil, many software companies
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What It Is: You focus on understanding how customers think success should look, then
match your solution to their vision instead of pushing your product features.

Conceptual Selling

Find out what success means to the customer

Understand how they picture the ideal solution

Ask questions about their vision

Match your solution to their concept

Use their words, not yours

Focus on outcomes they care about

How It Works

What You Should Do What Not to Do

Ask lots of open-ended questions about their goals Don't force your solution on them

Listen for how they describe success Don't focus on features instead of outcomes

Don't jump to conclusions about what they need

Use their language in your proposals

Make sure you understand their vision

Present solutions that fit their concept

Don't assume you know what they want

Don't rush to present before understanding

Don't use technical jargon they don't
understand

4
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Getting Started Checklist

You have a flexible product or service

Customers have unique needs

You're selling something new or innovative

Customers need education about solutions

Different customers use your product differently

When to Use This

Create questions about customer success vision

Train your team to listen actively

Develop flexible presentation formats

Learn to use customer language

Practice concept validation techniques

Build case studies showing different concepts

Why This Works: Customers buy based on their own vision of success. When you align
with how they think, the sale feels natural to them.

What would the perfect solution look like to you?

Questions to Ask
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How do you imagine this working in your business?

What would success mean to you personally?

How do you usually measure if something is working?

Example: Amazon Web Services

What It Is: You position yourself as a trusted advisor, not just a vendor. You diagnose
problems, ask lots of questions, and work with customers to create solutions together.

Consultative Selling

Spend lots of time learning about their problems

Ask questions to understand root causes

Present yourself as an expert in their field

Work together to design solutions

Give advice even when you're not selling

Build long-term relationships

How It Works

5
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What You Should Do What Not to Do

Become an expert in your customer's industry Don't rush to pitch your product

Ask detailed questions about their challenges Don't pretend to know more than you do

Listen more than you talk

Provide value in every conversation

Stay in touch regularly

Help them succeed after the sale

Don't focus only on making quick sales

Don't overwhelm them with information

Don't disappear after you close the deal

You sell expensive or complex services

Customers need expertise to make decisions

Relationships drive your business

Sales cycles are long

You're competing on trust and knowledge

When to Use This

Study your customers' industries deeply

Develop a list of diagnostic questions

Create helpful content and resources

Practice consultative conversation skills

Build a follow-up system for relationships

Establish yourself as a thought leader

Getting Started Checklist
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Why This Works: Customers prefer working with advisors over vendors. When you help
them think through problems, they trust you and come back for more.

What's driving this need from a business perspective?

Questions to Ask

What challenges have you had with your current approach?

How do you measure success for investments like this?

What happens if you don't solve this problem?

Example: McKinsey & Company
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What It Is: Everything you do focuses on helping customers achieve their goals, not just
selling your product. You align your sales process with how they like to buy.

Customer-Centric Selling

Put customer goals first in every conversation

Follow their buying process, not yours

Focus on their success outcomes

Remove obstacles from their path

Collaborate on planning and implementation

Measure success by their achievements

How It Works

What You Should Do What Not to Do

Learn how your customers like to buy Don't push your sales process on them

Talk about their outcomes, not your features Don't talk only about what your product does

Make buying easy and friction-free

Help them through their decision process

Plan implementation together early

Track their success after the sale

Don't force them through your timeline

Don't make buying complicated

Don't disappear after the sale

6
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Customer experience drives your business

You sell complex solutions

Long-term relationships matter

Your market is competitive

Customer success affects your reputation

When to Use This

Map out how customers typically buy

Redesign your process to match theirs

Create outcome-focused talking points

Identify and remove buying obstacles

Set up customer success tracking

Train team on customer-first language

Getting Started Checklist

Why This Works: When customers feel like you're truly on their side, they trust you more
and are more likely to buy and refer others.

What does success look like for you?

Questions to Ask
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How do you usually make decisions like this?

What concerns do you have about moving forward?

How can we make this process easier for you?

Example: Oracle

What It Is: Instead of cold calling, you attract customers by creating helpful content online.
When they show interest, you engage them based on what they've already looked at.

Inbound Selling

Create helpful blogs, videos, and guides

Share content on social media

When people download or read your content, reach out

Base your conversations on what they're interested in

Provide value before trying to sell

Let them move at their own pace

How It Works

7
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What You Should Do What Not to Do

Create content that answers customer questions Don't create content just to create content

Use their behavior to time your outreach Don't push for meetings too quickly

Lead with help, not sales pitches

Match your messages to what they've viewed

Give immediate value in every interaction

Let them control the speed of the process

Don't send generic messages

Don't ignore what they've shown interest in

Don't overwhelm them with information

Getting Started Checklist

Your customers research online before buying

You can create helpful content

You have a complex product that needs explanation

Your market is competitive

You want to build trust through expertise

When to Use This

Plan content for each stage of buying

Set up tracking to see what people read

Create helpful email templates

Connect your content to your sales process

Train team on consultative engagement

Track which content leads to sales
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Why This Works: Customers prefer to research on their own first. When you attract them
with helpful content, they're already interested when you reach out.

I saw you downloaded our guide on [topic]. What sparked your interest?

Questions to Ask

Based on what you've been reading, it seems like you're exploring [solution]. What's
driving that?"

What questions came up as you were going through our content?

How does this research fit into your bigger goals?

Example: HubSpot
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What It Is: A systematic way to qualify big deals by checking six key things: Metrics (how
they measure success), Economic Buyer (who controls the money), Decision Criteria (how
they decide), Decision Process (their steps), Identify Pain (what problems they have), and
Champion (who supports you internally).

MEDDIC

Metrics: What numbers matter to them?

Economic Buyer: Who has budget authority?

Decision Criteria: How will they choose?

Decision Process: What steps do they follow?

Identify Pain: What problems are they solving?

Champion: Who will advocate for you?

How It Works

What You Should Do What Not to Do

Check all six elements before investing too
much time

Don't accept vague or unclear answers

Use gaps in information to guide your next steps Don't move forward with missing information

Update your understanding as things change

Get your champion to help gather information

Score deals based on how complete your
MEDDIC is

Use this framework for all big opportunities

Don't check MEDDIC just once and forget it

Don't treat it like a form to fill out

Don't proceed without a real champion

8
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You sell to big companies with complex buying

Your deals are worth significant money

Multiple people are involved in decisions

You need accurate sales forecasting

Competition is fierce

When to Use This

Learn all six MEDDIC elements thoroughly

Add MEDDIC fields to your tracking system

Create questions for each element

Set up deal review meetings using MEDDIC

Practice qualifying conversations

Don't advance deals with weak MEDDIC

Getting Started Checklist

Why This Works: Big deals fail because salespeople miss critical information. MEDDIC
ensures you understand everything needed to win before you invest too much time.

Metrics: "How will you measure if this is successful?

Questions to Ask
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Economic Buyer: "Who controls the budget for this?"

Decision Criteria: "What factors are most important in your decision?"

Decision Process: "What steps do you follow for purchases like this?"

Example: Palo Alto Networks

Identify Pain: "What's driving the urgency to solve this now?"

Champion: "Who internally would be most excited about this solution?"
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What It Is: A quick way to qualify opportunities by checking four things: Core Needs (do
they really need this?), Economic Impact (is it worth the money?), Access to Authority (can
you reach decision makers?), and Timing (when will they decide?).

NEAT Selling

Core Needs: What business problem drives this?

Economic Impact: What's the financial benefit?

Access to Authority: Can you reach the decision maker?

Timing: When do they need to decide?

Only pursue deals with all four elements

Walk away from opportunities missing key parts

How It Works

What You Should Do What Not to Do

Qualify all four areas before spending much time Don't accept vague or unclear answers

Use economic impact to prioritize your efforts Don't proceed without clear financial impact

Get to decision makers early

Confirm timing with multiple people

Don't waste time on deals missing key elements

Be willing to walk away

Don't rely on people without authority

Don't believe unrealistic timelines

Don't chase deals missing critical elements

9
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You need to qualify quickly

You have limited time and resources

Timing is critical in your market

You have simple decision structures

You need better sales efficiency

When to Use This

Define what each NEAT element means for
your business

Create quick qualification questions

Set up scoring for opportunities

Establish rules for walking away

Train team on efficient qualification

Track your NEAT completion rates

Getting Started Checklist

Why This Works: Many deals fail because they're missing one of these four elements.
NEAT helps you focus on deals you can actually win.

Core Needs: "What business problem is driving this?"

Questions to Ask
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Economic Impact: "What's the cost of not fixing this?"

Access to Authority: "Who makes the final decision?"

Timing: "What's driving your timeline?"

Example: Marketo

What It Is: Based on having honest, equal conversations with customers. You both figure
out if you're a good fit instead of using high-pressure tactics.

Sandler Selling System

Set clear expectations for every meeting

Dig deep into their problems and pain

Talk about budget early and directly

Understand their decision process

Maintain equal respect in conversations

Position yourself as an advisor

How It Works

10
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What You Should Do What Not to Do

Start meetings by setting expectations Don't use high-pressure sales tactics

Ask permission before changing topics Don't avoid talking about budget

Find out what really bothers them about their
situation

Discuss money ranges early

Understand who makes decisions and how

Keep conversations balanced and respectful

Don't skip setting meeting expectations

Don't rush through pain discovery

Don't accept vague answers about decisions

Relationships drive your sales

You sell complex solutions

You want to eliminate pressure tactics

Your team struggles with objections

Trust matters in your market

When to Use This

Learn Sandler conversation techniques

Create meeting expectation templates

Practice pain discovery questions

Get comfortable discussing budget

Train on decision process qualification

Establish respectful communication standards

Getting Started Checklist
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Why This Works: Customers appreciate honest, pressure-free conversations. When both
sides are clear about fit, deals happen naturally.

Before we start, let me share what I hope to accomplish. What would make this
valuable for you?

Questions to Ask

Help me understand the pain this situation is causing.

Have you set aside budget to fix this?

How do decisions like this usually get made here?

Example: ZoomInfo
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What It Is: Designed for busy customers who are overwhelmed. Keep everything Simple,
iNvaluable (indispensably valuable), Aligned with their needs, and focused on their
Priorities.

SNAP Selling

Simple: Make everything easy to understand and act on

Invaluable: Provide something they can't do without

Aligned: Perfectly match their specific needs

Priority: Focus only on urgent, important things

How It Works

What You Should Do What Not to Do

Simplify all your communications Don't make things complicated

Lead with specific value for them Don't give generic value statements

Research thoroughly to ensure perfect
alignment

Focus on their most urgent priorities

Make it easy to take the next step

Eliminate unnecessary complexity

Don't misunderstand their priorities

Don't pursue non-urgent needs

Don't add unnecessary steps

11
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Getting Started Checklist

Your customers are extremely busy

You're in a fast-moving competitive market

You have a simple solution

You sell mostly online

You compete against bigger, slower companies

When to Use This

Simplify all your sales materials

Create customer-specific value statements

Research customer priorities thoroughly

Streamline your sales process

Train team on concise communication

Set up rapid response systems

Why This Works: Busy customers appreciate simplicity and direct value. When you make
it easy for them, they choose you over complicated alternatives.

What's your biggest priority right now that we could help with?

Questions to Ask
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If you could solve one problem immediately, what would it be?

What would make this urgent enough to act on quickly?

How can we make this as simple as possible?

Example: Gong

What It Is: Using social media platforms like LinkedIn to research prospects, build
relationships, and establish credibility through helpful content and genuine engagement.

Social Selling

Build your professional brand online

Research prospects on social media

Share valuable content regularly

Engage with prospects' posts authentically

Build relationships gradually

Establish trust through consistent, helpful interactions

How It Works

12
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What You Should Do What Not to Do

Share industry insights and helpful content Don't just broadcast sales messages

Comment on prospects' posts before
reaching out

Don't immediately pitch after connecting

Research prospects' social presence before
contacting

Build relationships slowly, don't rush to sell

Provide value in every social interaction

Stay consistent across all platforms

Don't be inconsistent with your presence

Don't only share company content

Don't ignore prospects' social activity

Your customers are active on social media

You need to build trust and credibility

Your market is competitive

You can establish thought leadership

You have good content to share

When to Use This

Optimize your social media profiles

Create a content sharing strategy

Set up social listening tools

Practice authentic engagement

Train team on social selling techniques

Track social engagement results

Getting Started Checklist
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Why This Works: Customers research salespeople online before meeting them. A strong
social presence builds trust and makes prospects more willing to engage.

I saw your post about [topic]. What trends are you seeing?

Questions to Ask

Your thoughts on [industry issue] really resonated. How is this affecting your
business?

Based on your experience with [area], what's your take on [relevant challenge]?

I noticed you're connected with [mutual contact]. How do you know them?

Example: Microsoft
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What It Is: Focus on diagnosing customer problems first, then position your product as the
solution to those specific problems instead of leading with features.

Solution Selling

Spend time understanding their problems thoroughly

Ask follow-up questions to find root causes

Position your solution based on diagnosed problems

Show the value of solving vs. not solving

Validate that your solution fits their problems

Help plan implementation

How It Works

What You Should Do What Not to Do

Invest significant time in problem discovery Don't jump to solutions too quickly

Ask "why" and "what happens if" questions Don't lead with product features

Connect solutions directly to problems

Quantify the cost of problems and value of
solutions

Check that your solution truly fits

Work together on implementation planning

Don't accept surface-level problem
descriptions

Don't offer generic solutions

Don't skip implementation planning

13

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 45

Getting Started Checklist

You solve complex business problems

Customers may not fully understand their problems

Your solution addresses multiple issues

You have strong implementation support

Problem-solving expertise gives you an advantage

When to Use This

Develop problem discovery question frameworks

Create problem-specific solution materials

Train team on diagnostic questioning

Build value calculation tools

Practice solution positioning techniques

Set up implementation planning processes

Why This Works: Customers buy solutions to problems, not products. When you
thoroughly understand their problems, your solutions feel perfectly tailored.

What symptoms are you seeing that suggest there's a problem?

Questions to Ask
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How is this affecting your business operations?

What have you tried so far to address this?

What would solving this be worth to your organization?

Example: Cisco
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What It Is: Use four types of questions in sequence - Situation, Problem, Implication, and
Need-Payoff - to guide prospects through understanding their needs and building
motivation to buy.

SPIN Selling

Situation Questions: Understand their current state

Problem Questions: Identify difficulties they have

Implication Questions: Explore consequences of problems

Need-Payoff Questions: Get them to articulate solution value

Progress logically through the sequence

Build motivation as you go

How It Works

What You Should Do What Not to Do

Use situation questions sparingly for context Don't ask too many situation questions

Focus heavily on problem and implication
questions

Don't jump to implications before
establishing problems

Build implications based on problems you've
identified

Use need-payoff questions to let them sell
themselves

Follow the logical sequence

Adapt questions to their specific situation

Don't ask leading questions

Don't rush through the sequence

Don't use the same questions for everyone

14
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You sell complex solutions

Customers need education about their
problems

You have longer sales cycles

Multiple problems need to be addressed

You have experienced salespeople

When to Use This

Develop question banks for each type

Train team on proper sequence

Practice building implications from problems

Learn to craft good need-payoff questions

Set up call planning using SPIN

Coach team on discovery conversations

Getting Started Checklist

Why Works: The right sequence of questions builds customer motivation naturally. When
they articulate the value themselves, they're more committed to buying.

Situation: "How do you currently handle [process]?"

Questions to Ask
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Problem: "What difficulties are you experiencing?"

Implication: "How does this problem affect your ability to [achieve goal]?"

Need-Payoff: "How important would it be to solve this?"

Example: Xerox

What It Is: 
A systematic approach to managing large, important accounts through detailed planning,
mapping all the people involved, and coordinating your team's efforts.

Target Account Selling (TAS)

Choose strategic accounts carefully

Map all stakeholders and their relationships

Develop detailed account plans

Coordinate your team's activities

Focus on long-term relationship building

Plan for account expansion over time

How It Works

15
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What You Should Do What Not to Do

Create detailed plans for each important account Don't wing it without proper planning

Identify all the people who influence decisions Don't let team members work
independently

Coordinate your team to avoid conflicting
messages

Build multiple relationships, not just one

Think long-term about account development

Review and adjust your strategy regularly

Don't focus on just one contact

Don't think only about quick wins

Don't under-invest in strategic accounts

You have large enterprise customers

Multiple people are involved in buying
decisions

Accounts represent significant revenue
potential

You need team-based selling

Long-term partnerships drive your business

When to Use This

Define what makes an account strategic

Create account planning templates

Set up stakeholder mapping systems

Establish team coordination processes

Schedule regular account reviews

Train teams on collaborative selling

Getting Started Checklist
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Why This Works: Large accounts are too complex for one person to manage effectively.
Systematic planning and team coordination help you navigate complexity and build
stronger relationships.

Who else in your organization would be affected by this?

Questions to Ask

How do decisions like this typically work here?

What other departments might have input on this?

Who would be your strongest supporter for moving forward?

Example: Adobe
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What It Is: 
Shift conversations from price and features to business impact and return on investment.
Help customers justify their purchase internally and speed up decisions.

Value Selling

Quantify business impact in their terms

Calculate return on investment clearly

Create compelling business cases

Focus on outcomes, not capabilities

Help them sell internally to their boss

Plan for measuring success

How It Works
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What You Should Do What Not to Do

Use their numbers and metrics for calculations Don't use generic value propositions

Support value claims with customer data Don't focus only on product value

Create materials that help them sell internally

Focus on business outcomes they care about

Validate your value assumptions with multiple
people

Help them plan for measuring results

Don't make claims you can't support

Don't ignore emotional benefits

Don't leave them to sell internally alone
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You sell expensive solutions

Executives need to approve purchases

You're competing on value, not price

Your customers are financially sophisticated

Your solution has measurable impact

When to Use This

Develop value calculation tools and methods

Create ROI templates

Train team on financial impact question

Build library of customer success stories

Practice value validation techniques

Set up value tracking after the sale

Getting Started Checklist

Why This Works: 
When customers can clearly see and justify the financial benefit, they're more likely to
buy and buy faster. Value selling helps them get internal approval.

How do you typically measure success for initiatives like this?

Questions to Ask
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What would achieving [outcome] be worth to your business?

How are you currently calculating the cost of this problem?

What metrics will your boss use to evaluate this investment?

Example: SAP

What It Is: Use messaging platforms like WhatsApp, Facebook Messenger, and text
messaging as your main sales channels. Meet customers where they already
communicate.

Messenger-Based Selling (Emerging)

Set up business accounts on messaging platforms

Engage in real-time conversations

Use mobile-friendly sales processes

Integrate chatbots for initial responses

Share images, videos, and documents easily

Enable instant payments when possible

How It Works

17
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What You Should Do What Not to Do

Keep your tone conversational but professional Don't be too formal for casual platforms

Respond quickly to maintain momentum Don't take too long to respond

Use images and videos to explain things

Set up chatbots for common questions

Learn each platform's communication style

Provide immediate value in every message

Don't send too much information at once

Don't ignore platform-specific features

Don't treat messaging like email

Your customers prefer casual communication

You serve global markets where messaging
dominates

You have fast, simple sales processes

Your customers are comfortable with mobile

You serve younger demographics

When to Use This

Choose the right messaging platforms for
your market

Set up professional business accounts

Create chatbot flows for common questions

Develop conversational sales scripts

Train team on platform-specific best practices

Set response time standards

Getting Started Checklist
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Why This Works: Messaging is how people prefer to communicate now. Meeting
customers on their preferred platforms makes you more accessible and responsive.

What's the best way to send you more details?

Questions to Ask

Quick question - what's most important to you in solving this?

I can show you exactly how this works with a quick video. Want to see it?

Would you prefer to hop on a call or keep chatting here?

Example: WhatsApp Business or WeChat
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What It Is: Combine online and in-person interactions to create flexible sales processes
that match how customers want to buy today.

Virtual & Hybrid Selling

Use video calls for most meetings

Create online spaces to share resources

Master screen sharing and online presentations

Combine virtual efficiency with relationship building

Give customers choice of how to meet

Use technology to enhance, not replace, relationships

How It Works

What You Should Do What Not to Do

Get good at video presentations Don't treat virtual meetings as less important

Set up professional home office space Don't have poor video or audio quality

Use digital sales rooms for sharing materials

Prepare backup plans for technical issues

Engage virtually with the same energy as in-
person

Balance efficiency with relationship building

Don't overwhelm customers with too many
virtual touchpoints

Don't ignore relationship building

Don't assume everyone is comfortable with
technology

18

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 58

Getting Started Checklist

Your customers are geographically spread out

You're selling to busy executives

You need to demonstrate complex solutions

You want to improve sales efficiency

Travel is expensive or difficult

When to Use This

Set up professional video setup

Choose digital sales room platform

Train team on virtual selling techniques

Create engaging virtual presentations

Develop hybrid meeting strategies

Establish virtual meeting standards

Why This Works: Virtual selling is now normal and expected. Customers appreciate the
flexibility and efficiency, and you can reach more prospects without travel costs.

Would you prefer to meet virtually or in person?

Questions to Ask
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I can share my screen to walk through this - sound good?

What's the best way to include your team in our discussion?

Are you comfortable with virtual product demos?

Example: Zoom or Microsoft Teams

What It Is: A simple framework to quickly check if someone is worth pursuing: Budget
(can they afford it?), Authority (can they decide?), Need (do they need it?), and Timing
(when will they decide?).

BANT Qualification (Modernized)

How It Works

19

Budget: Do they have money allocated?

Authority: Can they make the decision?

Need: Do they have a real business need?

Timing: When do they need to decide?

Adapt the framework to modern buying complexity

Recognize that authority is often shared
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What You Should Do What Not to Do

Understand that buying authority is often shared
now

Don't oversimplify complex buying structures

Learn their budget process, not just amounts Don't accept vague budget information

Validate timing with multiple people

Use BANT as a starting point, not a rigid checklist

Update your qualification as things change

Adapt criteria to your specific market

Don't assume old-fashioned decision models

Don't use BANT too rigidly

Don't qualify once and forget about it

You have straightforward sales processes

You need quick qualification

Your team is new to structured selling

You have clear decision makers

You need efficient opportunity filtering

When to Use This

Adapt BANT to your market realities

Train team on modern authority structures

Create qualification questions for each element

Set up scoring systems

Establish disqualification criteria

Track qualification completion

Getting Started Checklist
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Why This Works: Even with modern complexity, these four elements still determine
whether a deal will happen. BANT helps you focus on realistic opportunities.

Budget: "How do you typically handle budget for initiatives like this?"

Questions to Ask

Authority: "Who are the key people involved in this decision?"

Need: "What business problem is driving this evaluation?"

Timing: "What's driving your timeline for deciding?"

Example: IBM or SAP
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What It Is:  Focus on the gap between where customers are now and where they want to
be. Help them understand the cost of staying where they are and create urgency to close
the gap.

GAP Selling

Document their current situation thoroughly

Help them describe their ideal future state

Identify and quantify the gap between them

Show the impact of not closing the gap

Position your solution as the bridge

Create urgency around gap consequences

How It Works

What You Should Do What Not to Do

Spend time understanding their current state Don't rush to solutions before establishing
the gap

Help them articulate their ideal situation Don't accept vague descriptions

Calculate the cost of the gap

Connect emotionally to gap consequences

Show how your solution specifically closes the gap

Use their own words to describe the gap

Don't skip quantifying the impact

Don't offer generic solutions

Don't fail to create urgency

20
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Customers don't fully understand their
problem's impact

You need to create urgency for change

You're competing and timing matters

Your solution creates transformation, not just
improvement

Customers need help building business cases

When to Use This

Create current state assessment tools

Develop future state visioning questions

Build gap impact calculation methods

Train team on emotional impact techniques

Practice urgency creation conversations

Set up gap tracking systems

Getting Started Checklist

Why This Works: When customers truly understand the cost of their current situation,
they become motivated to change. GAP selling helps them see what they're missing.

Describe your current situation with [relevant area].

Questions to Ask
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What would the ideal situation look like?

What's it costing you to stay where you are versus getting where you want to be?

How is this gap affecting your ability to reach your goals?"

Example: HubSpot

What It Is: 
Focus on customers who have already tried your product for free or in a trial. Since they've
experienced value, you help them upgrade and expand their usage.

Product-Led Sales (PLG)

Identify users showing strong engagement with your product

Use product usage data to personalize conversations

Help users get more value from what they're already using

Time your outreach based on product milestones

Focus on expanding successful use cases 

Keep the experience smooth from trial to purchase

How It Works
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What You Should Do What Not to Do

Focus on users who are actively using the product Don't contact people before they see value

Use their usage patterns to guide conversations Don't ignore their product usage patterns

Help them succeed faster within the product

Reach out when they hit important milestones

Show them additional ways to use the product

Make upgrading feel natural, not pushy

Don't use high-pressure tactics

Don't lack knowledge about how the product
works

Don't misalign with product team goals

You have software or digital products with trials

Your product demonstrates value quickly

Users can easily try before buying

You have good product analytics

Product experience drives buying decisions

When to Use This

Define what makes someone product-qualified

Set up product usage tracking

Create engagement-triggered outreach

Develop user success playbooks

Optimize trial-to-paid conversion

Train sales team on product features

Align product and sales teams

Getting Started Checklist
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Why This Works: When people have already experienced value from your product, they're
much more likely to buy. You're helping them get more of what they already want.

I noticed you've been using [specific feature]. How's that working for you?

Questions to Ask

What's been most valuable about your experience so far?

Are there other ways you think [product] could help your team?

What would it take to expand this to other team members?

Example: Slack
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What It Does Well:
Predicts which deals will close, writes personalized emails automatically, and
gives you smart insights about your customers. The AI learns from your data
and tells you what actions to take next.

Business Needs Met: 
Helps you focus on the right customers, saves time on admin work, improves
your sales predictions, and makes your team more productive. Good for
businesses that need better forecasting and want to automate repetitive tasks.

How It Works: 
Plugs into Salesforce (the world's most popular customer management
system) and adds AI features. It analyzes your customer data, predicts
outcomes, and suggests next steps. Works automatically in the background.

Sophistication of User: 
Best for teams already comfortable with technology and Salesforce. You need
someone who can set up and manage the system. Works well for businesses
with dedicated IT support or tech-savvy users.

User Challenges: 
Expensive and complex to set up properly. Requires clean data to work well. It
can be overwhelming for small teams. It takes time to learn all the features
and see results.

Cost Benefit Analysis: 
High cost but can deliver significant value for larger teams. Pays for itself if
you close more deals or save substantial admin time. Better ROI for
businesses with lots of customer data and complex sales processes.

Business Context Fit: 
Best for established companies selling to other businesses, especially those
with long sales cycles and multiple team members. Not ideal for very small
businesses or simple sales processes.

TOOLS THAT MAKE SALES EASIER
Customer Management (CRM)

Get organized and manage your customer relationships

Salesforce Einstein
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What It Does Well 
Provides simple, visual pipeline management designed specifically for small
businesses. Easy to set up and use without extensive training or IT support.

Business Needs Met 
Solves basic CRM needs without complexity. Good for small businesses that
need organization and tracking but don't want enterprise-level complexity.

How It Works 
Visual pipeline shows deals moving through stages like a board game. Simple
activity management, contact tracking, and basic reporting. Mobile-friendly
interface.

Sophistication of User 
Perfect for users new to CRM systems. Minimal learning curve and intuitive
interface. Good for small business owners who wear multiple hats.

User Challenges: 
Limited advanced features compared to enterprise systems. May outgrow
capabilities as business scales. Fewer integration options than larger
platforms.

Cost Benefit Analysis:
Low cost with excellent value for small businesses. Quick payback through
improved organization and fewer missed opportunities. Very cost-effective for
teams under 10 people.

Business Context Fit: 
Perfect for small businesses, startups, and simple sales processes. Ideal for
teams that need basic CRM without complexity or high costs.

Pipedrive
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What It Does Well: 
Provides AI assistance within an affordable CRM system. Analyzes leads,
predicts outcomes, automates workflows, and provides insights without
enterprise costs.

Business Needs Met: 
Brings AI capabilities to smaller businesses that can't afford enterprise
solutions. Good for growing companies that want intelligent features without
big budgets.

How It Works: 
AI assistant built into Zoho CRM analyzes your data, suggests next actions,
automates routine tasks, and provides predictions about deals and leads.

Sophistication of User: 
Designed for small to medium business users who want AI benefits without
complexity. Easier to use than enterprise AI but requires some CRM
experience.

User Challenges: 
Limited compared to enterprise AI solutions. Effectiveness depends on data
quality and consistent usage. May lack advanced features needed by
sophisticated teams.

Cost Benefit Analysis: 
Very good value for smaller businesses wanting AI features. Lower cost than
enterprise alternatives with solid functionality. Good ROI for growing
companies.

Business Context Fit: 
Perfect for small to medium businesses that want to compete with larger
companies using AI. Best for cost-conscious organizations wanting intelligent
automation.

Zoho Zia
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What It Does Well: 
Finds contact information for potential customers, sends automated email
campaigns, and tracks who opens and responds to your messages. It has one
of the largest databases of business contacts.

Business Needs Met: 
Solves the problem of finding and reaching new customers. Good for
businesses that need to generate leads quickly, want to automate outreach,
and need accurate contact information.

How It Works: 
Search their database for companies and people that match your ideal
customer. Send personalized email sequences automatically. Track responses
and engagement. Integrates with most customer management systems.

Sophistication of User: 
Designed for users with some sales experience but not necessarily tech
experts. Most features are straightforward, but getting the best results
requires understanding good outreach practices.

User Challenges: 
Can encourage spammy behavior if not used carefully. Requires good email
writing skills. Some contacts may be outdated. Need to follow email
compliance laws. It can be time-consuming to set up properly.

Cost Benefit Analysis: 
Moderate cost with good value for businesses focused on outbound sales.
Pays for itself quickly if you generate quality leads. More cost-effective than
hiring someone to research contacts manually.

Business Context Fit: 
Perfect for B2B companies that need to find and contact lots of prospects.
Especially good for fast-growing businesses, sales agencies, and companies
with outbound sales teams.

Finding Customers (Prospecting)

Discover and research potential customers

Apollo.io
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What It Does Well: 
Combines a massive contact database with email automation tools. Provides
accurate contact information and helps you reach prospects with personalized
campaigns.

Business Needs Met: 
Solves contact discovery and outreach automation in one platform. Good for
businesses that need both prospect research and email campaign capabilities.

How It Works: 
Search for companies and contacts in their database, then launch automated
email sequences directly from the platform. Track engagement and manage
responses.

Sophistication of User: 
Designed for sales professionals with outbound experience. Requires
understanding of good email practices and lead qualification. More complex
than basic email tools.

User Challenges: 
Expensive for small teams. Can encourage poor outreach practices if not used
thoughtfully. Requires training to use effectively. Contact accuracy varies by
industry.

Cost Benefit Analysis: 
Higher cost but valuable for teams focused on outbound prospecting. ROI
depends on your ability to convert leads generated. More cost-effective than
hiring dedicated researchers.

Business Context Fit: 
Perfect for B2B companies with dedicated outbound sales teams. Best for
businesses targeting specific industries or company types where data quality
matters.

ZoomInfo Engage
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What It Does Well: 
Provides real-time alerts about potential customers showing buying signals,
enriches your contact data, and integrates smoothly with existing CRM
systems.

Business Needs Met: 
Helps you reach prospects at the right time when they're showing interest.
Good for businesses that want to strike while prospects are actively
researching solutions.

How It Works: 
Monitors buying signals across the web and alerts you when prospects show
interest. Automatically updates contact information and provides context for
outreach.

Sophistication of User: 
Designed for sales professionals who understand the importance of timing in
outreach. Requires some technical setup but straightforward to use day-to-day.

User Challenges: 
Effectiveness depends on the quality of buying signals. Can generate too many
alerts if not configured properly. Requires integration setup and ongoing
management.

Cost Benefit Analysis: 
Moderate cost with good ROI if timing-based outreach improves your
conversion rates. Value depends on how well you can act on the insights
provided.

Business Context Fit: 
Works well for B2B companies in competitive markets where timing matters.
Best for businesses selling solutions where prospects research actively online.

SMARTe
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What It Does Well: The best tool for finding and researching B2B prospects on
LinkedIn. Advanced search features, relationship mapping, and insights for
social selling.

Business Needs Met: Solves B2B prospecting and relationship building needs.
Good for businesses that sell to other businesses and want to leverage
professional networks.

How It Works: Advanced LinkedIn search to find ideal prospects, track
company and prospect updates, see relationship connections, send InMail
messages to prospects outside your network.

Sophistication of User: Best for users who understand social selling and
LinkedIn best practices. Requires patience and relationship-building skills
rather than just technical ability.

User Challenges: Requires consistent activity and engagement to be effective.
It can be time-consuming to build relationships properly. Success depends on
profile quality and networking skills.

Cost Benefit Analysis: Moderate cost with good ROI for B2B sales teams. Pays
for itself through better prospect identification and relationship building.
Essential for social selling strategies.

Business Context Fit: Essential for B2B sales teams, especially those selling to
professionals and executives. Perfect for relationship-based selling and
complex B2B markets.

LinkedIn Sales Navigator
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What It Does Well: 
Automates your sales outreach across email, phone, and social media.
Manages your sequences, tracks engagement, and provides coaching insights
to help your team improve.

Business Needs Met: 
Helps sales teams stay organized, consistent, and productive. Good for
businesses that want to scale their outreach without losing the personal touch.
Provides managers with visibility into team performance.

How It Works: 
Create sequences of touchpoints (emails, calls, LinkedIn messages) that
automatically execute over time. Track prospect engagement and responses.
Get AI-powered insights on what messages work best.

Sophistication of User: 
Requires sales experience and understanding of good outreach practices. Best
for teams with dedicated sales roles. Managers need to understand metrics
and coaching principles
.
User Challenges: 
Complex system that takes time to master. Can become too automated and
lose personalization. Requires ongoing maintenance and optimization. It can
be overwhelming for new users.

Cost Benefit Analysis: 
Higher cost but strong ROI for active sales teams. Saves significant time on
manual tasks. Value increases with team size. Cost justified if it helps close
more deals or improves team efficiency.

Business Context Fit: 
Best for established B2B sales teams with multiple reps. Ideal for companies
with structured sales processes and managers who want detailed
performance analytics.

Reaching Out to Customers (Engagement)

Communicate effectively with prospects

Outreach
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What It Does Well: 
Combines outreach automation with conversation insights and engagement
analytics. Helps teams execute consistent sequences while understanding
what resonates with prospects.

Business Needs Met: 
Provides comprehensive sales engagement platform that handles both
automation and analysis. Good for teams that want unified outreach and
performance insights.

How It Works:
Manages multi-channel outreach sequences, analyzes prospect engagement
patterns, and provides insights on what messages and timing work best.

Sophistication of User: 
Best for experienced sales teams with dedicated roles. Requires
understanding of sales processes and metrics. Managers need analytical skills
to interpret insights.

User Challenges: 
Complex platform that requires training and ongoing optimization. Can
become too process-heavy for relationship-based selling. Requires clean data
and consistent usage.

Cost Benefit Analysis: 
Higher cost justified for established sales teams. ROI comes from improved
efficiency and performance insights. Value scales with team size and
sophistication.

Business Context Fit: 
Ideal for structured B2B sales organizations with multiple reps. Best for
companies with defined sales processes and data-driven cultures.
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Salesloft
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What It Does Well: 
Uses AI to analyze your emails and suggest improvements for personalization,
clarity, and engagement. Helps you write better emails that get responses.

Business Needs Met: 
Solves the problem of low email response rates. Good for businesses that rely
on email outreach but struggle with effective messaging.

How It Works: 
Analyzes your emails in real-time and provides suggestions for improvement.
Scores your emails and gives specific recommendations for better
engagement.

Sophistication of User: 
Designed for anyone who sends sales emails. Easy to use but most valuable
for users who understand email best practices and can implement
suggestions.

User Challenges: 
Requires willingness to change writing style based on AI suggestions.
Effectiveness depends on following recommendations consistently. May not fit
all communication styles.

Cost Benefit Analysis:
Lower cost with quick payback if it improves email response rates. ROI comes
from better engagement and more replies. Cost-effective for outbound-
focused teams.

Business Context Fit: 
Perfect for any business that relies on email for sales communication.
Especially valuable for teams doing cold outreach or struggling with email
engagement.

Lavender
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What It Does Well: 
Makes it easy to create personalized videos for sales outreach. Tracks who
watches your videos and provides engagement analytics to guide follow-up.

Business Needs Met: 
Helps break through email noise with personal video messages. Good for
businesses that want to add a human touch to digital outreach.

How It Works: 
Record quick personalized videos using your computer or phone, embed them
in emails or share via links, track viewing analytics and engagement.

Sophistication of User: 
Designed for users comfortable appearing on video. Requires some comfort
with recording but tools are user-friendly. Best for naturally engaging
communicators.

User Challenges: 
Requires comfort being on camera. It can be time-consuming to create
personalized videos. Video quality matters for professional impression.
Technical setup needed.

Cost Benefit Analysis: 
Moderate cost with good ROI if video outreach improves response rates. Value
comes from higher engagement and stronger relationships. Pays for itself
through better conversion.

Business Context Fit: 
Great for B2B sales where personal relationships matter. Perfect for complex
solutions that benefit from face-to-face explanation. Best for relationship-
focused selling.

Hippo Video
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What It Does Well: 
Records and analyzes your sales calls to identify what top performers do
differently. Provides coaching insights and tracks conversation patterns that
lead to successful deals.

Business Needs Met: 
Helps improve sales team performance through data-driven coaching. Good
for businesses that want to scale successful sales techniques and identify
training needs.

How It Works: 
Records sales calls (with permission), transcribes conversations, and uses AI
to analyze patterns. Identifies successful talk tracks, objection handling, and
competitive mentions.

Sophistication of User: 
Valuable for sales managers who want to coach based on data. Individual reps
benefit but managers get the most value. Requires understanding of sales
process and coaching principles.

User Challenges: 
Some prospects uncomfortable with call recording. Requires consistent use to
get valuable insights. It can be overwhelming for small teams. Privacy and
compliance considerations.

Cost Benefit Analysis: 
Moderate to high cost that pays off through improved team performance. ROI
comes from shorter ramp time for new reps and higher win rates. Value
increases with team size.

Business Context Fit: 
Best for B2B sales teams that rely heavily on phone/video conversations. Ideal
for companies with multiple sales reps where consistent performance matters.

Understanding Performance (Analytics)

Analyze what's working and improve results

Gong
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What It Does Well: 
Analyzes your sales pipeline using AI to predict which deals will close and
when. Provides early warning on deals at risk and helps create accurate
revenue forecasts.

Business Needs Met: 
Solves forecasting problems and reduces end-of-quarter surprises. Helps
sales managers identify deals that need attention. Good for businesses that
need reliable revenue predictions.

How It Works: 
Connects to your CRM and email systems to analyze deal patterns. Uses AI to
score deal health and predict outcomes. Provides dashboards showing
pipeline risks and opportunities.

Sophistication of User: 
Designed for sales managers and executives who need strategic insights.
Requires understanding of sales metrics and forecasting. Best for users
comfortable with data analysis.

User Challenges: 
Expensive and primarily valuable for larger teams. Requires clean CRM data to
be effective. It can be overwhelming if you don't have experience with sales
analytics.

Cost Benefit Analysis: 
High cost justified mainly for larger organizations where forecast accuracy is
critical. ROI comes from avoiding missed forecasts and better resource
allocation. May not pay for itself in small businesses.

Business Context Fit: 
Perfect for enterprise sales organizations, companies with complex sales
cycles, and businesses where accurate forecasting affects investor relations
or planning.

Clari
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What It Does Well: 
Uses AI to analyze your email and CRM activity to predict deal outcomes and
suggest actions. Provides detailed engagement analytics and revenue
forecasting.

Business Needs Met: 
Helps sales managers get visibility into deal health and team performance.
Good for businesses that need predictable revenue and want data-driven sales
management.

How It Works: 
Integrates with email and CRM systems to capture all customer interactions.
AI analyzes patterns to predict outcomes and recommend next steps.

Sophistication of User: 
Designed for sales managers and executives who want strategic insights.
Requires comfort with data analysis and sales metrics interpretation.

User Challenges: 
Requires significant data integration to be effective. It can be overwhelming for
small teams. Effectiveness depends on consistent CRM usage and clean data.

Cost Benefit Analysis: 
Moderate to high cost that pays off through better forecasting and deal
management. ROI comes from avoiding missed opportunities and improved
team productivity.

Business Context Fit: 
Best for established B2B sales organizations with complex deals. Ideal for
companies where revenue predictability is critical for business planning.

Revenue Grid
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What It Does Well: 
Helps sales teams find the right content for each prospect and situation. Uses
machine learning to recommend materials and tracks what content drives
results.

Business Needs Met: 
Solves the problem of sales teams using outdated or wrong materials. Good
for companies with lots of marketing content that needs to be used effectively.

How It Works: 
Centralizes all sales and marketing content, recommends what to share based
on prospect and deal stage, tracks content engagement and effectiveness.

Sophistication of User: 
Designed for sales teams in larger organizations with dedicated marketing
support. Requires understanding of content strategy and buyer journey.

User Challenges: 
Requires significant content organization and maintenance. It can be
overwhelming if you don't have much content to manage. Needs ongoing
content creation and updates.

Cost Benefit Analysis: 
Higher cost justified mainly for larger organizations with extensive content
libraries. ROI comes from improved content usage and better sales-marketing
alignment.

Business Context Fit: 
Perfect for enterprise companies with complex solutions and extensive
marketing content. Best for organizations with dedicated marketing and sales
enablement teams.

Sales Materials (Content & Enablement)

Organize and optimize your sales content

Seismic
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What It Does Well: 
Optimizes sales content management and provides AI-driven
recommendations for what content to share with each prospect at different
stages.

Business Needs Met: 
Helps sales teams consistently use the most effective content. Good for
businesses that create lots of marketing materials but struggle with sales
team adoption.

How It Works: 
Organizes content by buyer journey stage, recommends relevant materials for
each prospect, and tracks which content leads to successful deals.

Sophistication of User: 
Best for sales teams that understand buyer journey mapping and content
strategy. Requires some training but designed to be user-friendly for daily use.

User Challenges: 
Effectiveness depends on having good content to organize. Requires ongoing
content management and optimization. It can be complex for very small
teams.

Cost Benefit Analysis: 
Moderate cost with good ROI if it improves content utilization and sales
performance. Value depends on the quality and quantity of your existing
content.

Business Context Fit: 
Ideal for B2B companies with complex sales processes and substantial
marketing content. Best for organizations where content plays a key role in
buyer education.

Highspot
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What It Does Well: 
Provides AI-powered sales training through simulated customer conversations.
Lets sales reps practice pitches and objection handling in a safe environment.

Business Needs Met: 
Solves training consistency and scalability problems. Good for businesses that
need to quickly onboard new reps or improve team performance.

How It Works: 
AI simulates customer conversations, provides realistic objections and
responses, gives feedback on performance, tracks improvement over time.

Sophistication of User:
Designed for sales managers who want scalable training solutions. Individual
reps benefit but managers get most value from performance tracking and
coaching insights.

User Challenges: 
Effectiveness depends on realistic practice scenarios. Requires consistent
usage to see improvement. May not replace need for real-world coaching and
mentoring.

Cost Benefit Analysis: 
Moderate cost with good ROI if it improves team performance and reduces
training time. Value comes from faster onboarding and skill development.

Business Context Fit: 
Perfect for growing sales teams that need consistent training. Best for
companies with multiple reps where skill standardization matters.

Training Your Team (Learning & Development)

Improve sales skills and performance

Second Nature
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What It Does Well: 
Connects different software tools together so data flows automatically
between them. Eliminates manual data entry and creates workflow automation
without coding.

Business Needs Met:
Solves integration problems between different software tools. Good for
businesses using multiple systems that don't naturally work together.

How It Works: 
Creates "zaps" that automatically move data between different apps when
certain triggers occur. For example, new CRM contacts automatically added to
email marketing.

Sophistication of User: 
Designed for non-technical users but requires logical thinking about
workflows. Best for users comfortable with multiple software tools and
process thinking.

User Challenges: 
Can break if connected apps change their features. Requires ongoing
maintenance and monitoring. Complex workflows can become difficult to
troubleshoot.

Cost Benefit Analysis: 
Low to moderate cost with excellent ROI from time savings. Pays for itself
quickly by eliminating manual data entry and process inefficiencies.

Business Context Fit: 
Perfect for any business using multiple software tools. Especially valuable for
small businesses that can't afford custom integrations but need systems to
work together.

Connecting Everything (Automation & Integration)

Make your tools work together seamlessly

Zapier
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What It Does Well: 
Integrates sales productivity tools directly into Google Workspace (Gmail,
Calendar, Drive). Automates tasks and tracks engagement without leaving your
email.

Business Needs Met: 
Solves productivity problems for teams already using Google tools. Good for
businesses that want sales automation without switching platforms.

How It Works: 
Adds sales features directly to Gmail and other Google tools. Tracks email
opens, automates follow-ups, and manages pipeline activities within familiar
interfaces.

Sophistication of User: 
Perfect for teams already comfortable with Google Workspace. Minimal
learning curve since it works within familiar tools. Good for less tech-savvy
users.

User Challenges: 
Limited compared to standalone sales platforms. Effectiveness depends on
Google Workspace usage. May lack advanced features needed by
sophisticated sales teams.

Cost Benefit Analysis: 
Lower cost with good value for Google-based teams. ROI comes from
improved productivity without platform switching costs. Cost-effective for
smaller businesses.

Business Context Fit: 
Ideal for small to medium businesses already using Google Workspace.
Perfect for teams that want simple sales automation without complexity.

Groove
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What It Does Well:
Adds AI assistance directly to Slack and Microsoft Teams. Provides instant
answers to sales questions and helps with lead qualification without switching
platforms.

Business Needs Met:
Brings AI help to where teams already work. Good for businesses that live in
Slack or Teams and want immediate access to sales assistance.

How It Works: 
AI overlay that works within your existing Slack or Teams interface. Answers
questions, provides customer information, and helps with qualification
activities.

Sophistication of User: 
Perfect for teams already using Slack or Teams heavily. Minimal learning curve
since it works within familiar platforms. Good for collaborative team
environments.

User Challenges: 
Limited to the platforms it integrates with. Effectiveness depends on team
adoption of chat-based work styles. May not replace need for dedicated CRM
systems.

Cost Benefit Analysis: 
Lower cost with good value for chat-based teams. ROI comes from faster
access to information and reduced platform switching. Cost-effective for team
efficiency.

Business Context Fit: 
Ideal for remote or distributed teams that rely heavily on Slack or Teams.
Perfect for collaborative sales environments where quick information access
matters.

eesel AI
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What It Does Well: 
Manages social media presence across multiple platforms, schedules content,
monitors conversations, and tracks engagement metrics for sales teams.

Business Needs Met: 
Helps sales teams maintain consistent social media presence for relationship
building. Good for businesses where social credibility affects sales success.

How It Works: 
Schedule posts across multiple social platforms, monitor mentions and
conversations, track engagement metrics, manage multiple social accounts
from one dashboard.

Sophistication of User: 
Designed for users comfortable with social media marketing. Requires
understanding of content strategy and social media best practices for sales.

User Challenges: 
Requires consistent content creation and engagement. It can be time-
consuming to maintain active presence. Success depends on content quality
and authentic engagement.

Cost Benefit Analysis: 
Moderate cost with ROI from improved social presence and relationship
building. Value comes from increased credibility and networking opportunities.

Business Context Fit: 
Good for B2B sales teams where social media presence builds credibility. Best
for businesses in industries where thought leadership and networking matter.

Social Media for Sales (Social Selling)

Build relationships and credibility online

Hootsuite
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What It Does Well: 
Uses AI to analyze historical data and predict the best times to contact
prospects. Prioritizes leads and increases connect rates through intelligent
timing.

Business Needs Met: 
Solves the problem of wasted outreach effort. Good for teams that make lots
of calls and want to maximize connection rates.

How It Works: 
Analyzes your historical call and email data to identify patterns. Predicts
optimal contact times and prioritizes leads based on likelihood to connect.

Sophistication of User: 
Best for sales teams with high-volume outreach activities. Requires
understanding of prospecting best practices and data-driven decision making.

User Challenges: 
Effectiveness depends on having sufficient historical data. Requires consistent
data input and usage. May not help with message quality, only timing.

Cost Benefit Analysis: 
Moderate cost with ROI from improved efficiency and higher connect rates.
Value comes from better use of rep time and increased conversations.

Business Context Fit: 
Ideal for high-volume outbound sales teams. Perfect for businesses where
phone prospecting is a major activity and efficiency gains matter.

Making Calls More Effective (Call Optimization)

Improve your phone and video conversations

Xant (InsideSales.com)

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 89

Quick Tool Selection Guide

My Need Category Tools to Try My Notes

I need to get
organized

Customer
Management

Pipedrive (simple), 
Salesforce Einstein (advanced), 
Zoho Zia (affordable AI)

I need more
customers

Finding
Customers

Apollo.io (all-in-one), 
LinkedIn Sales Navigator (B2B
networking), 
ZoomInfo Engage (large database)

I need to reach
out better

Reaching Out Lavender (better emails), 
Hippo Video (personal videos),
Outreach (full automation)

I want to know
what's working

Understanding
Performance

Gong (call analysis), 
Clari (deal forecasting), 
Revenue Grid (email insights)

My team needs
better materials

Sales Materials Highspot (content organization),
Seismic (smart recommendations)

My team needs
training

Training Second Nature (AI practice sessions)

I want
everything to
work together

Connecting
Everything

Zapier (connect apps), 
Groove (Google integration), 
eesel AI (Slack/Teams)

I need to build
relationships
online

Social Media Hootsuite (social management),
LinkedIn Sales Navigator
(professional networking)

I make lots of
calls

Call
Optimization

Xant (timing optimization), 
Gong (conversation analysis)
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Points: 

FIND YOUR PERFECT SALES METHOD
& TOOLS (ASSESSMENT)

How to Use This Assessment

This simple assessment helps you figure out which sales approach and tools will work
best for your business. Just answer honestly about your current situation.

Section 1: What You Sell

Answer each question by choosing A, B, C, or D

Write down the points for each answer

Add up your total score at the end

Use your score to see what methods and tools fit your business

1.1 How much do your customers typically spend with you?

A. Under $1,000 (1 point)

B. $1,000 - $10,000 (2 points)

C. $10,000 - $100,000 (3 points)

D. Over $100,000 (4 points)

Your answer: 
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Points: 

1.2 How long does it usually take to close a sale?

A. Less than 1 month (1 point)

B. 1-3 months (2 points)

C. 3-12 months (3 points)

D. Over 12 months (4 points)

Your answer: 

Points: 

1.3 How many people are usually involved in buying decisions?

A. 1-2 people (1 point)

B. 3-5 people (2 points)

C. 6-10 people (3 points)

D. More than 10 people (4 points)

Your answer: 

Points: 

1.4 How much competition do you face?

A. Very little competition (1 point)

B. Some competition but we're different (2 points)

C. Lots of competition, hard to stand out (3 points)

D. Extremely competitive, everyone looks the same (4 points)

Your answer: 
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Section 1 Total Points: 

A. Technology/Software (Note: You'll get bonus points later)

B. Financial Services (Note: You'll get bonus points later)

C. Healthcare (Note: You'll get bonus points later)

D. Manufacturing (Note: You'll get bonus points later)

E. Professional Services (Note: You'll get bonus points later)

F. Other (No bonus points)

Points: 

1.5 How complicated is what you sell?

A. Simple, easy to understand (1 point)

B. Somewhat complex (2 points)

C. Complex, needs customization (3 points)

D. Very complex, requires lots of setup (4 points)

Your answer: 

1.6 What type of business are you in?

Your answer: 
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Points: 

Section 2: Your Customers

2.1 How experienced are your customers with buying what you sell?

A. They're new to this, need lots of help (1 point)

B. They know a little bit (2 points)

C. They're pretty experienced (3 points)

D. They're experts who know exactly what they want (4 points)

Your answer: 

Points: 

2.2 How do your customers make decisions?

A. One person decides (1 point)

B. Small team of 2-3 people (2 points)

C. Committee or group decision (3 points)

D. Complex process with lots of people (4 points)

Your answer: 

Points: 

2.3 How urgent are your customers usually?

A. They need it right now (1 point)

B. Pretty urgent (2 points)

C. Flexible timing (3 points)

D. No rush at all (4 points)

Your answer: 
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Points: 

2.4 How do your customers handle budgets?

A. Money is already set aside (1 point)

B. Money is available, just needs small approval (2 points)

C. Needs committee approval for budget (3 points)

D. No budget set aside, has to be created (4 points)

Your answer: 

Points: 

2.5 How do your customers feel about trying new things?

A. Very careful, don't like risks (1 point)

B. Cautious but open to new ideas (2 points)

C. Willing to try new things (3 points)

D. Love new stuff, early adopters (4 points)

Your answer: 

Section 2 Total Points:
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Points: 

Section 3: Your Sales Team

3.1 How experienced is your sales team?

A. New to sales (1 point)

B. Some experience (1-3 years) (2 points)

C. Experienced (3-7 years) (3 points)

D. Very experienced (7+ years) (4 points)

Your answer: 

Points: 

3.3 How well does your team understand what you sell?

A. Basic understanding (1 point)

B. Good knowledge (2 points)

C. Strong technical knowledge (3 points)

D. Expert-level knowledge (4 points)

Your answer: 

Points: 

3.4 Can your team teach customers and challenge their thinking?

A. Need lots of support with this (1 point)

B. Some ability to guide customers (2 points)

C. Good at coaching customers (3 points)

D. Natural teachers and advisors (4 points)

Your answer: 
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Points: 

3.5 How does your team handle change?

A. Don't like change (1 point)

B. Open to some change (2 points)

C. Pretty adaptable (3 points)

D. Love trying new approaches (4 points)

Your answer: 

Section 3 Total Points: 

Points: 

Section 4: Your Business

4.1 How big is your company?

A. 1-10 people (1 point)

B. 11-50 people (2 points)

C. 51-200 people (3 points)

D. Over 200 people (4 points)

Your answer: 

Points: 

4.2 How much time and money can you spend on training?

A. Very limited (1 point)

B. Some capacity (2 points)

C. Good resources (3 points)

D. Lots of resources (4 points)

Your answer: 
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Points: 

4.3 How ready is your company for change?

A. Don't like change (1 point)

B. Cautious about change (2 points)

C. Open to change when it makes sense (3 points)

D. Love trying new things (4 points)

Your answer: 

4.4 How comfortable is your team with technology?

A. Basic tools, do most things manually (1 point)

B. Use some technology (2 points)

C. Pretty good with technology (3 points)

D. Love new technology (4 points)

4.5 What's your budget for tools and training?

A. Very tight budget (1 point)

B. Small budget (2 points)

C. Reasonable budget (3 points)

D. Good budget available (4 points)

Section 4 Total Points: 

Points: Your answer: 

Points: Your answer: 
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Section 1 (What You Sell): 

Section 2 (Your Customers): 

Section 3 (Your Sales Team): 

Section 4 (Your Business):

Base Total: 

Step 2: Add industry bonus (if applicable) If you answered A, B, C, D, or E in
question 1.6, add 2 bonus points:

Final Score: 

Calculate Your Final Score

4.1 How big is your company?

Step 1: Add up your section totals
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ASSESSMENT RESULTS GUIDE
Your Score Breakdown

Your situation: You have straightforward sales, quick decisions, simple products, and
limited resources.

20-35 Points: Keep It Simple

BANT Qualification - Quick way to see if someone will buy

Inbound Selling - Attract customers with helpful content

Basic Consultative Selling - Be helpful and advisory

Best sales methods to try:

Customer Management: Pipedrive (simple pipeline tracking)

Finding Customers: LinkedIn Sales Navigator (basic prospecting)

Email Help: Lavender (write better emails)

Tools to start with:

Getting started: 
Focus on simple systems that work quickly. Don't overcomplicate things. You
should see results in 3-6 months.

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 100

Why this works: 
You need efficiency and simplicity. These methods help you qualify customers
quickly and build just enough trust to close deals fast.

Your situation: Growing complexity, multiple people involved, medium-sized deals, some
competition.

36-50 Points: Getting More Complex

SPIN Selling - Ask the right questions to uncover needs

GAP Selling - Show customers the gap between where they are and where
they want to be

Solution Selling - Focus on solving their problems

Social Selling - Build relationships on LinkedIn and social media

Best sales methods to try:

Customer Management: Zoho Zia (affordable CRM with AI)

Finding Customers: Apollo.io (find contacts and send campaigns)

Reaching Out: Hippo Video (personalized video messages)

Get Organized: Zapier (connect your tools together)

Tools to start with:

Getting started: 
Balance structure with flexibility. Use tools to save time and get better visibility
into your sales process. Expect results in 6-9 months.

Why this works: 
Your deals need more discovery and tailored conversations. These methods
help you understand what customers really need and position your solution
perfectly.

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 101

Your situation: Complex business sales, longer cycles, valuable deals, experienced
teams.

51-65 Points: Complex Sales

Challenger Sale - Teach customers something new about their business

MEDDIC - Systematically qualify big opportunities

Consultative Selling - Position yourself as a trusted advisor

Account-Based Selling - Focus deeply on your biggest prospects

Best sales methods to try:

Customer Management: Salesforce Einstein (advanced AI-powered CRM)

Reaching Out: Outreach (sophisticated engagement automation)

Understanding Performance: Gong (analyze your sales calls)

Analytics: Clari (predict which deals will close)

Tools to start with:

Getting started: Invest in proper training and change management. These are
sophisticated approaches that take time to master. Expect results in 9-12
months.

Why this works: 
You're dealing with complex sales environments where relationships matter,
and multiple people are involved. These methods help you navigate complexity
and challenge sophisticated buyers.
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Your situation: Enterprise-level sales, very complex deals, long cycles, multiple
stakeholders, advanced technology use.

66-80+ Points: Enterprise Level

Advanced Challenger - Master-level teaching and challenging

Strategic Account-Based Selling - Deep account planning and coordination

Hybrid Methods - Combine multiple approaches based on situation

AI-Enhanced Selling - Use technology to amplify your methods

Best sales methods to try:

Customer Management: Salesforce Einstein (full enterprise AI)

Sales Materials: Seismic (smart content management)

Analytics: Clari + Revenue Grid (comprehensive forecasting)

Everything Connected: Custom integrations and APIs

Tools to start with:

Getting started: 
Focus on integration and data-driven insights. These are enterprise-grade
approaches. Expect results in 12-18 months.

Why this works: 
You're running a sophisticated sales operation where buyers expect deep
personalization and long-term partnerships. AI and advanced methods ensure
precision and alignment.
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Industry-Specific Recommendations

Try these methods: Challenger Sale, Social Selling, MEDDIC

Use these tools: Outreach, Gong, Apollo.io, LinkedIn Sales Navigator

Why: Fast-paced environment needs challenger insights and scalable automation

Technology/Software Companies:

Try these methods: Consultative Selling, MEDDIC, Relationship-Based Selling

Use these tools: Salesforce, Clari, Seismic

Why: Buyers need trust, compliance, and high-touch advisory approaches

Financial Services:

Try these methods: Consultative Selling, GAP Selling, Solution Selling

Use these tools: Specialized healthcare CRMs, compliance tools

Why: Regulated, careful buyers need evidence-based guidance

Healthcare:

Try these methods: SPIN Selling, Solution Selling, Technical Selling

Use these tools: Industry CRMs, pricing tools, technical demonstration tools

Why: Technical products need structured problem discovery

Manufacturing:

Try these methods: Challenger Sale, Social Selling, Consultative Selling

Use these tools: LinkedIn Sales Navigator, video tools, proposal software

Why: Trust and credibility are key differentiators

Professional Services:
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YOUR 6-MONTH
IMPLEMENTATION PLAN

Pick your main sales method based on your score

Choose 1-2 basic tools (start with customer management)

Train your team on the basics

Set up simple tracking (how many calls, emails, meetings)

Test with a small group first

Months 1-2: Foundation

Goal: Get basic systems working

Add more advanced features to your tools

Refine your approach based on real results

Add 1-2 more tools if needed

Start coaching your team regularly

Get marketing and sales working together better

Months 3-4: Build It Out

Goal: Get good at your chosen method
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Analyze what's working and what isn't

Add advanced methods if your deals are
complex enough

Consider adding analytics tools

Document your best practices

Keep training and improving

Months 5-6: Optimize

Goal: Fine-tune everything

Encourage your team to share what they learn

Keep training on advanced techniques

Optimize your tools and integrations

Share knowledge across your team

Make sales central to your business growth

Months 6+: Keep Improving

Goal: Build a culture of getting better

Quick Start Guide

Take the assessment

Pick ONE sales method based on your score

Start with ONE tool for customer management (Pipedrive for simple, Zoho for
growing, Salesforce for complex)

"I'm overwhelmed - where do I start?"
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Train your team on the method for 2 weeks

Use it for 1 month, then add one more tool

Start with free tools (HubSpot CRM free, LinkedIn basic)

Focus on methods that don't require expensive tools

Use Zapier to connect free tools together

Add paid tools only when you see clear value

"My budget is tight"

Start with the easiest method and simplest tools

Show quick wins in the first month

Get team input on what problems to solve first

Train gradually, don't change everything at once

"My team resists change"

Focus on SNAP Selling or BANT Qualification for quick wins

Use email tools like Lavender for immediate improvement

Add video tools like Hippo Video for better response rates

Track weekly progress and adjust quickly

"I need to get results fast"
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COMPLETE SUCCESS METRICS GUIDE

Sales Method Performance Metrics

Tracking the right numbers helps you know if your sales methods and tools are actually
working. Here's exactly what to measure and how to do it.

Are your sales conversations getting better?

Conversion Rates by Stage

What to track: How many people move from each stage to the next

How to measure: (People who moved to next stage ÷ People who entered stage) × 100

Good targets: 10-20% improvement within 6 months

Track monthly: Keep a simple spreadsheet showing: 

Leads generated → Qualified prospects (aim for 20-30%)

Qualified prospects → Meetings scheduled (aim for 40-60%)

Meetings → Proposals sent (aim for 50-70%)

Proposals → Closed deals (aim for 20-40%)

Warning signs: If any stage drops below 15% consistently for 2 months

How to improve: Focus training on the weakest conversion stage
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Sales Cycle Length

What to track: Average time from first contact to closed deal

How to measure: Add up days for all closed deals ÷ number of deals

Good targets: 10-20% faster cycles within 6 months

Track weekly: Note the date of first contact and close date for every deal

Industry benchmarks: 

Simple products: 1-4 weeks

Medium complexity: 1-3 months

Complex B2B: 3-12 months

Enterprise: 6-18 months

Warning signs: Cycles are getting longer instead of shorter

How to improve: Look for bottlenecks where deals get stuck

Deal Size Growth

What to track: Average revenue per closed deal

How to measure: Total revenue ÷ number of deals closed

Good targets: 15-25% growth in average deal size

Track monthly: Keep a running average of your deal sizes

Focus areas: 

Upselling existing customers (easiest wins)

Better qualifying (focus on customers who can spend more)

Value-based pricing instead of cost-plus pricing
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Warning signs: Deal sizes shrinking or staying flat for 3+ months

How to improve: Train on value selling and asking for larger commitments

Win Rate Improvements

What to track: Percentage of qualified opportunities that close

How to measure: (Deals won ÷ Total qualified opportunities) × 100

Good targets: 10-15% improvement in close rate

Track monthly: Count only properly qualified leads, not everyone who inquires

Industry benchmarks: 

Inbound leads: 20-30%

Outbound prospects: 5-15%

Referrals: 30-50%

Warning signs: Win rate declining for 2+ consecutive months

How to improve: Better qualification upfront and stronger closing techniques

Customer Satisfaction Scores

What to track: How happy customers are with your sales process

How to measure: Send simple 1-10 scale survey after each sale

Good targets: 20% improvement in satisfaction scores

Track quarterly: Ask: "How was your experience working with our sales team?"

Key questions: 

Did we understand your needs? (aim for 8+/10)

Was our process easy to work with? (aim for 8+/10)

Would you recommend us to others? (aim for 9+/10)
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Warning signs: Scores below 7/10 or declining trends

How to improve: Fix the specific areas customers mention most

Tool Effectiveness Metrics

Are your tools actually helping or just costing money?

User Adoption Rates

What to track: How many people on your team actually use the tools

How to measure: (Active users ÷ Total users) × 100

Good targets: 80%+ of team using tools weekly

Track weekly: Log into each tool and check user activity

Red flags: 

Less than 50% adoption after 1 month

Adoption declining after initial training

 Key team members not using tools

How to improve: More training, simpler tools, or address specific resistance

Time Saved on Admin Work

What to track: Hours spent on data entry, research, and manual tasks

How to measure: Survey your team monthly on time spent on admin vs. selling

Good targets: 15-30% reduction in admin time

Track monthly: Ask team: "How many hours did you spend on admin vs. actual selling?"

Before tools baseline: Most teams spend 40-60% of time on admin

After tools target: Should drop to 25-40% admin time

Warning signs: No time savings after 3 months of tool use

How to improve: Better tool training or choose different tools
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Data Quality and Completeness

What to track: How accurate and complete your customer data is

How to measure: Random sample 20 customer records monthly and check: 

Contact info correct? (aim for 95%+)

Deal stage accurate? (aim for 90%+)

Notes up to date? (aim for 80%+)

Next actions clear? (aim for 85%+)

Good targets: 90%+ data accuracy across all fields

Warning signs: Data quality declining or below 70% accuracy

How to improve: Better training on data entry and regular data cleanup

Sales Forecast Accuracy

What to track: How close your predicted sales are to actual results

How to measure: |Predicted revenue - Actual revenue| ÷ Predicted revenue

Good targets: Within 20% of actual results (aim for 10% variance)

Track monthly: Compare what you predicted vs. what actually closed

Calculation example: 

Predicted $100K, actual $85K = 15% variance (good)

Predicted $100K, actual $60K = 40% variance (needs work)

Warning signs: Consistently off by more than 30%

How to improve: Better qualification and more frequent pipeline reviews
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Return on Investment (ROI)

What to track: Revenue generated vs. cost of tools

How to measure: (Additional revenue from tools - Tool costs) ÷ Tool costs

Good targets: 3-5x return within 12-18 months

Track quarterly: Calculate extra revenue attributed to tools vs. their cost

Example calculation: 

Tool costs: $500/month ($6K/year)

Extra revenue from tools: $24K/year

ROI = ($24K - $6K) ÷ $6K = 300% return

Warning signs: ROI below 200% after 12 months

How to improve: Better tool utilization or consider different tools

Team Development Metrics

Is your team getting better at selling?

Individual Performance Improvements

What to track: Each person's sales metrics over time

How to measure: Monthly scorecards for each team member

Track per person: 

Calls/emails sent per week

Meetings scheduled per week

Proposals sent per month

Deals closed per month

Revenue generated per month
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Good targets: 10-15% improvement in individual metrics

Review monthly: One-on-one coaching sessions with metrics review

Warning signs: Top performers declining or bottom performers not improving

Training Completion and Application

What to track: Who completed training and whether they're using what they learned

How to measure: 

Training completion rate (aim for 100%)

Skill application in real calls (manager observation)

Performance improvement after training (compare before/after metrics)

Track monthly: Check training records and observe call quality

Key areas to assess: 

Using the chosen sales methodology correctly

Asking better discovery questions

Handling objections more effectively

Closing techniques improving

Coaching Effectiveness

What to track: Whether coaching sessions lead to performance improvements

How to measure: Compare performance 30 days before and after coaching

Good targets: 15-20% improvement in coached reps' performance

Track monthly: Record coaching sessions and follow-up on results

Elements to track: 

Number of coaching sessions per rep per month (aim for 2-4)

Specific skills worked on

Performance improvement after coaching

Rep feedback on coaching quality
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Business Impact Metrics

Is this actually helping your business grow?

Revenue Growth

What to track: Total sales revenue compared to before implementing new
methods/tools

How to measure: Compare current period revenue to same period last year

Good targets: 20-30% year-over-year growth from sales improvements

Track monthly: Running 12-month revenue totals

Segment by: 

New customer revenue vs. existing customer expansion

Revenue by sales methodology used

Revenue by sales rep performance level

Warning signs: Revenue flat or declining despite new methods/tools
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Customer Acquisition Cost (CAC)

What to track: How much you spend to get each new customer

How to measure: (Total sales & marketing costs) ÷ Number of new customers

Good targets: 10-20% reduction in CAC

Track monthly: Include salaries, tools, marketing, and overhead

Industry benchmarks: 

B2B SaaS: $200-$2,000+ depending on deal size

Professional services: $500-$5,000+

Manufacturing: $1,000-$10,000+

Warning signs: CAC increasing or higher than 1/3 of customer lifetime value

Customer Lifetime Value (CLV)

What to track: Total revenue you expect from each customer relationship

How to measure: (Average deal size × Number of repeat purchases × Retention rate)

Good targets: 15-25% increase in CLV

Track quarterly: Look at customer behavior patterns over time

Improve CLV by: 

Better customer success and retention

Upselling and cross-selling

Increasing purchase frequency

Premium pricing for better customers
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Market Share Growth

What to track: Your percentage of available business in your market

How to measure: Your revenue ÷ Total market size (estimate)

Good targets: 10-15% increase in market share over 12-18 months

Track annually: Research market size and competitive landscape

Ways to estimate market share: 

Industry reports and studies

Customer surveys about vendor consideration

Competitive win/loss analysis

Geographic or segment penetration rates

Tracking Tools and Methods

How to actually measure all this without going crazy:

Simple Spreadsheet Tracking

Create monthly scorecards with key metrics

Use Google Sheets or Excel with simple formulas

Include graphs to show trends over time

Share with team monthly for transparency

CRM Reports

Most CRMs have built-in reporting for basic metrics

Set up automated monthly reports

Track pipeline movement and conversion rates

Monitor individual rep performance
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Customer Surveys

Send brief satisfaction surveys after each sale

Use Net Promoter Score (NPS) questions

Ask specific questions about sales process experience

Track responses in simple database

Weekly Team Check-ins

Review key metrics every week in team meetings

Discuss what's working and what isn't

Adjust tactics based on data

Celebrate improvements and address problems quickly

Red Flags: When to Change Course

Stop what you're doing and try something different if:

No improvement in any metrics after 3 months of consistent effort

Key metrics getting worse instead of better

Team actively resisting the new methods/tools

Customer complaints about your sales process increasing

ROI on tools negative after 6 months

Top performers leaving because of new processes

Sales cycles are getting longer instead of shorter
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Success Timeline Expectations

Month 1-2: Focus on adoption and learning

Track training completion

Monitor tool usage

Don't expect big results yet

Month 3-4: Start seeing early improvements

5-10% improvement in some metrics

Better data quality

More consistent process

Month 5-6: Clear results should be visible

10-20% improvement in key metrics

Strong tool adoption

Team confidence in new methods

Month 6+: Continuous optimization

Consistent metric improvements

Process refinements based on data

Expansion to more advanced techniques
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Quick Start Metrics Guide

Essential Starter Metrics (Pick 3-5)

Revenue Growth (Must Track)

Why this matters: Bottom line - is your business making more money?

How to track: Simple spreadsheet with monthly revenue totals

What to record: Total sales revenue each month

Frequency: Update monthly, review quarterly

Quick setup: Create columns for Month, Revenue This Year, Revenue Last Year, % Change

Success looks like: 10-20% growth year-over-year consistently

If you're overwhelmed by all the metrics above, start
here. Pick 3-5 metrics and track them consistently for
3 months before adding more.

1

Sales Cycle Length

Why this matters: Shows if you're getting more efficient at closing deals

How to track: Note first contact date and close date for every deal

What to record: Days from first meeting to signed contract

Frequency: Calculate average monthly

Quick setup: Add two columns to your deal tracking: "First Contact Date" and "Close Date"

Success looks like: Average cycle getting shorter by 10-20% over 6 months

2
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Win Rate

Why this matters: Tells you if your sales methods are actually working

How to track: Count qualified prospects vs. deals won

What to record: Number of real prospects and number who bought

Frequency: Calculate monthly

Quick setup: Track "Qualified Prospects" and "Deals Won" each month

Success looks like: Win rate improving from 15% to 20-25% over time

3

Tool Adoption (If Using Sales Tools)

Why this matters: Expensive tools don't help if nobody uses them

How to track: Check who's actually logging into your sales tools

What to record: Number of team members actively using tools weekly

Frequency: Check weekly, report monthly

Quick setup: Log into each tool and check user activity reports

Success looks like: 80%+ of team using tools regularly within 2 months

4

Customer Satisfaction

Why this matters: Happy customers refer others and buy again

How to track: Send simple survey after each sale

What to record: 1-10 rating on sales experience

Frequency: Survey every customer, review scores monthly

Quick setup: Email survey: "Rate your sales experience 1-10" and "Would you
recommend us?"

Success looks like: Average score above 8/10 and trending upward

4
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Week 1: Set Up Your Tracking System

Day 1-2: Choose Your Metrics

Pick 3 metrics from the list above

Revenue growth is mandatory - add 2 more based on your biggest concerns

Don't overthink it - you can always change later

Day 3-4: Create Simple Tracking Tools

Option 1: Basic Spreadsheet 

Create Google Sheet or Excel file

One tab per metric

Monthly columns with simple formulas

Option 2: Use Your CRM 

Set up basic reports in your existing CRM

Create monthly dashboard

Option 3: Pen and Paper 

Simple notebook with monthly pages

Transfer to digital monthly

Day 5-7: Train Your Team

Show team what you're tracking and why

Assign who updates what metrics

Set up weekly 10-minute review meetings
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Month 1: Establish Baseline

Week 1-2: Gather Historical Data

Look back 3-6 months for baseline numbers

Don't worry if data is incomplete - estimate if needed

Focus on trends, not perfect accuracy

Week 3-4: Start Current Tracking

Begin recording new data consistently

Have team update metrics weekly

Don't judge results yet - just collect data

Month 1 Goal: Consistent data collection, not perfect results

Month 2: Refine and Improve

Week 5-6: Analyze First Month

Compare current metrics to baseline

Identify biggest problems (lowest scores)

Adjust sales methods/tools based on data

Week 7-8: Make One Change

Pick the worst-performing metric

Implement one specific improvement

Don't change everything at once

Month 2 Goal: One clear improvement based on data
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Month 3: Optimize and Scale

Week 9-10: Measure Improvement

Calculate changes from baseline

Celebrate wins with the team

Identify what's still not working

Week 11-12: Plan Next Phase

Decide if you want to add more metrics

Consider upgrading tools or methods

Set targets for next quarter

Month 3 Goal: Prove the system works before expanding

Quick Setup Templates

Revenue Tracking Spreadsheet:

MONTH
THIS YEAR
REVENUE

LAST YEAR
REVENUE

% CHANGE NOTES

January $45,000 $38,000 18% new method started

February $52,000 $41,000 27% Best Month Yet

Sales Cycle Tracking:

DEAL NAME
CONTACT

DATE
CLOSE DATE DAYS WON/LOST VALUE

ABC Corp. 1/15/2025 2/28/2025 44 WON $15,000 

XYZ Inc. 1/20/2025 3/15/2025 51 WON $8,000 
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Win Rate Tracking:

MONTH QUALIFIED PROSPECTS DEALS WON NOTES

January 20 4 20% Baseline

February 25 7 28% Improving

Common Mistakes to Avoid

Don't Track Too Much Too Soon

Start with 3 metrics maximum

Perfect tracking of 3 metrics beats poor tracking of 10

Don't Expect Instant Results

Most improvements take 2-3 months to show

Focus on consistent measurement first

Don't Blame People for Bad Numbers

Use metrics to improve process, not punish team

Celebrate improvements, analyze problems together

Don't Change Everything at Once

Make one improvement per month

Let changes settle before adding more

Don't Skip the Weekly Reviews

10-minute weekly check keeps everyone accountable

Monthly reviews only aren't frequent enough
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Troubleshooting Your Tracking

"My team won't update the metrics"

Make it part of weekly team meetings

Show them how the data helps them sell better

Start with just one person tracking everything

"I don't have historical data"

Start fresh and create baseline over first month

Estimate if you have to - trends matter more than perfect numbers

"The numbers aren't improving"

Check if team is actually using new methods consistently

Focus on one metric at a time

Consider if you picked the right sales method for your situation

"I'm tracking but don't know what to do with the data"

Share metrics with team weekly and ask, "What does this tell us?"

Focus on the worst-performing metric first

Get help from sales coach or consultant

http://www.capacity-building.com/


© Capacity Building Solutions, Inc.
www.capacity-building.com 126

Quick Success Checklist

After Month 1:

Tracking 3 metrics consistently

Team knows what we're measuring and why

Weekly review meetings happening

Baseline established

After Month 2:

Made one improvement based on data

Seeing early signs of improvement in at least one metric

Team buying into the process

Consistent data collection continuing

After Month 3:

Clear improvement in 1-2 metrics

Process feels natural to team

Ready to add more metrics or advanced methods

Can prove ROI of changes made
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When You're Ready to Expand

Add these metrics next (pick 1-2):

Deal size growth

Customer acquisition cost

Time saved from tools

Individual rep performance

Customer lifetime value

Signs you're ready for more advanced tracking:

Current metrics tracked consistently for 3+ months

Team comfortable with weekly reviews

Clear improvement in at least 2 current metrics

Have budget and time for more sophisticated tools

Remember: Simple tracking done consistently beats complex tracking done
poorly. Start small, prove it works, then expand.
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CONCLUSION

You can actually compete better than big companies in many ways. You can respond
faster, make decisions quicker, and give more personal attention. The tools that used to
cost millions are now available for a few hundred dollars a month. A smart small
business can now operate with the same sophistication that only giant corporations had
before.

The Good News for Small Businesses

Here's the bottom line: you don't need to become a sales expert to improve your results.
You just need to stop doing things that annoy today's customers and start doing things
that help them buy.

Most small business owners already have the most important part figured out - you solve
real problems for people and do good work. The missing piece is usually just adapting
how you sell to match how people actually want to buy today.

Don't try to implement everything in this guide at once. That's a recipe for getting
overwhelmed and giving up. Instead:

Start Simple, Get Results, Then Expand
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Take the assessment to see what fits your situation

Pick ONE sales method that makes sense for your business

Choose 1-2 basic tools (start with organizing your customers)

Use them consistently for 3 months

Track whether they're helping (more customers, faster sales, bigger deals)

Add more only after the basics are working

Potential customers respond to your outreach more often

You spend less time on paperwork and more time talking to customers

You can predict your sales better month to month

Customers refer their friends to you more often

You feel more confident about your sales process

What Success Actually Looks Like

You'll know you're on the right track when:

Don't expect overnight transformation. Good sales systems take 3-6 months to really
show results. But when they do work, the improvement compounds - each month gets a
little better than the last.

1. Help customers win, don't just sell products. 
When customers succeed with your solution, everything else takes care of itself.

2. Use technology to handle boring tasks so you can focus on people. 
Let software do data entry and follow-up reminders. You focus on understanding what
customers need and helping them get it.

3. Measure what matters and adjust based on what you learn. 
Track a few simple things consistently and use that information to make better decisions.

If You Only Remember Three Things
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Take the assessment to get your recommendations

Pick one thing to implement this week

Set up simple tracking for your current sales process

Schedule time in one month to review what's working

Your Next Steps

Right now, while this is fresh in your mind:

Final Thoughts

The businesses that will thrive in the next few years are the ones that adapt to how
customers want to buy today. You don't need to be perfect - you just need to be better
than you were last month and more helpful than your competitors.
You've got this. Start simple, be consistent, and focus on helping your customers
succeed. The sales will follow.

Remember: The best sales system is the one you actually use consistently.
Start with the basics, prove they work, then expand from there.
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GLOSSARY OF SALES TERMS
This glossary defines key terms used throughout the sales guide in simple language for
small business owners.

A

Account-Based Selling (ABS) - Focusing your sales efforts on a small number of high-
value potential customers instead of trying to reach everyone. You research each target
company deeply and create customized approaches for them.

AI (Artificial Intelligence) - Smart software that can learn patterns and make predictions.
In sales, AI helps with things like predicting which customers will buy, writing better
emails, and suggesting the best times to contact people.

Apollo.io - A sales tool that helps you find contact information for potential customers
and automatically send them personalized email campaigns.

Assessment - A questionnaire that helps you figure out which sales methods and tools fit
your specific business situation.

BANT - A simple way to qualify potential customers by checking four things: Budget (can
they afford it?), Authority (can they decide?), Need (do they need it?), and Timing (when
will they decide?).

Baseline Selling - A sales method that uses baseball metaphors (first base, second base,
etc.) to track where each potential sale stands in your process.
B2B (Business-to-Business) - Selling to other businesses rather than individual
consumers.

Buying Signals - Actions or words that show a potential customer is interested in making
a purchase, like asking about pricing or implementation timelines.

B
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CAC (Customer Acquisition Cost) - How much money you spend to get each new
customer, including marketing, sales time, and tools.

Champion - Someone inside a potential customer's company who supports your solution
and helps you navigate their decision-making process.

Challenger Sale - A sales method where you teach customers something new about their
business and respectfully challenge their assumptions to help them see problems
differently.

CLV (Customer Lifetime Value) - The total amount of money you expect to make from a
customer over the entire time they do business with you.

Clari - A sales tool that uses AI to analyze your sales pipeline and predict which deals will
close and when.

Cold Calling - Contacting potential customers who haven't expressed interest in your
product or service. Generally less effective now than warm outreach.

Conceptual Selling - A sales approach that focuses on understanding how customers
think success should look, then matching your solution to their vision.

Consultative Selling - Positioning yourself as a trusted advisor who diagnoses problems
and works with customers to create solutions, rather than just selling products.

Conversion Rate - The percentage of potential customers who take a desired action, like
becoming qualified prospects or making a purchase.

CRM (Customer Relationship Management) - Software that helps you organize and track
information about your customers and potential customers.

Customer-Centric Selling - Aligning everything you do with helping customers achieve
their goals, rather than just pushing your products.

C
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Deal Size - The average amount of money you make from each sale. Tracking this helps
you see if your sales methods are helping you win bigger contracts.

Digital Sales Room - An online space where you can share resources, proposals, and
other materials with potential customers so they can review everything at their own pace.

Discovery - The process of asking questions to understand a customer's needs,
challenges, and decision-making process before proposing solutions.

D

Economic Buyer - The person in an organization who controls the budget and has the
authority to approve a purchase.

eesel AI - A tool that adds AI assistance directly to platforms like Slack and Microsoft
Teams to help with sales questions and lead qualification.

E

Forecast Accuracy - How close your predictions about future sales are to what actually
happens. Better accuracy helps with business planning.

F

GAP Selling - A sales method that focuses on the gap between where customers are now
and where they want to be, then positions your solution as the bridge.

Gong - A conversation intelligence tool that records and analyzes sales calls to help
identify what successful salespeople do differently.

Groove - A sales productivity tool that integrates directly with Google Workspace (Gmail,
Calendar, Drive) to automate tasks and track engagement.

G
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Highspot - A sales enablement tool that helps organize marketing content and uses AI to
recommend what materials to share with each prospect.

Hippo Video - A tool that makes it easy to create personalized videos for sales outreach
and tracks who watches them.

Hootsuite - A social media management tool that helps sales teams maintain consistent
online presence and track engagement across multiple platforms.

Hybrid Selling - Combining online and in-person interactions to create flexible sales
processes that match how customers want to buy.

H

Implication Questions - Questions that help prospects understand the consequences and
costs of their current problems (used in SPIN Selling).

Implementation - The process of putting new sales methods or tools into practice in your
business.

Inbound Selling - Attracting customers through helpful content and engaging them based
on their demonstrated interest, rather than cold outreach.

I

Lavender - An AI tool that analyzes your emails and suggests improvements for better
personalization and higher response rates.

Lead - A potential customer who has shown some interest in your product or service.
Lead Scoring - Using data to rank potential customers by how likely they are to make a
purchase.

LinkedIn Sales Navigator - LinkedIn's premium tool for finding and researching B2B
prospects and managing professional relationships.

L
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MEDDIC - A systematic framework for qualifying complex sales opportunities by
evaluating six elements: Metrics, Economic Buyer, Decision Criteria, Decision Process,
Identify Pain, and Champion.

Messenger-Based Selling - Using messaging platforms like WhatsApp, Facebook
Messenger, or text messaging as sales channels.

Methodology - A structured approach or system for conducting sales activities. Different
methodologies work better for different types of businesses.

M

NEAT Selling - A qualification method that checks four key areas: Core Needs, Economic
Impact, Access to Authority, and Timing.

Need-Payoff Questions - Questions that get prospects to articulate the value and
benefits of solving their problems (used in SPIN Selling).

N

Objection - A concern or reason a potential customer gives for not moving forward with a
purchase.

Outreach - A sales engagement platform that automates outreach across multiple
channels and provides analytics on what messages work best.

O

Pain Point - A specific problem or challenge that a potential customer is experiencing.
Pipeline - All the potential sales opportunities you're currently working on, organized by
how close they are to closing.

Pipedrive - A simple, visual CRM system designed specifically for small businesses to
track deals and manage customer relationships.

PLG (Product-Led Growth/Sales) - A sales approach that focuses on customers who
have already tried your product and experienced value, then helps them upgrade or
expand usage.

P
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Prospect - A potential customer who fits your target criteria and might be interested in
your product or service.

PQL (Product-Qualified Lead) - A potential customer who has used your product (like a
free trial) and shown engagement that indicates buying interest.

Qualification - The process of determining whether a potential customer is a good fit for
your product and likely to make a purchase.

Q

Revenue Grid - A sales intelligence tool that analyzes email and CRM activity to predict
deal outcomes and suggest actions.

Revenue Intelligence - Using data and AI to get better visibility into sales performance
and more accurate revenue predictions.

ROI (Return on Investment) - How much extra money you make compared to what you
spent. Used to measure whether sales tools and methods are worth their cost.

R

Salesforce Einstein - AI features built into Salesforce CRM that help predict outcomes,
personalize outreach, and provide sales insights.

Salesloft - A comprehensive sales engagement platform that combines outreach
automation with analytics and coaching insights.

Sales Cycle - The average time it takes from first contact with a potential customer to
closing the deal.

Sandler Selling System - A sales methodology based on honest, equal conversations
where both buyer and seller determine if there's a good fit.

Second Nature - An AI-powered sales training platform that lets reps practice pitches and
objection handling through simulated conversations.

Seismic - A sales enablement platform that helps teams find the right content for each
prospect and tracks what materials drive results.

S
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SMARTe - A B2B intelligence platform that provides real-time alerts about potential
customers showing buying signals.

SNAP Selling - A sales approach designed for busy customers that keeps everything
Simple, iNvaluable, Aligned, and Priority-focused.

Social Selling - Using social media platforms to research prospects, build relationships,
and establish credibility through helpful content and authentic engagement.

Solution Selling - Focusing on diagnosing customer problems first, then positioning your
product as the solution to those specific issues.

SPIN Selling - A sales method that uses four types of questions (Situation, Problem,
Implication, Need-Payoff) to guide prospects through understanding their needs.

Stakeholder - Anyone involved in or affected by a buying decision. Complex sales often
involve multiple stakeholders.

Target Account Selling (TAS) - A systematic approach to managing large, important
accounts through detailed planning and coordinated team efforts.

Touchpoint - Any interaction between you and a potential customer, like emails, phone
calls, meetings, or social media engagement.

T

Upselling - Encouraging existing customers to buy additional products or upgrade to
more expensive options.

U

Value Selling - Shifting conversations from price and features to business impact and
return on investment to help customers justify their purchase.

Virtual Selling - Conducting sales activities primarily through video calls, online
presentations, and digital tools rather than in-person meetings.

V
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Win Rate - The percentage of qualified opportunities that result in closed deals. Higher
win rates indicate more effective sales methods.

Workflow - A series of automated steps that happen when triggered by certain actions,
like sending follow-up emails when someone downloads content.

W

Xant - An AI-powered sales tool that analyzes data to predict the best times to contact
prospects and prioritize leads.

X

Zapier - An automation tool that connects different software applications so data flows
automatically between them without manual work.

Zoho Zia - An AI assistant built into Zoho CRM that analyzes leads, predicts outcomes,
and automates workflows.

ZoomInfo Engage - A platform that combines a large contact database with email
automation tools for prospecting and outreach campaigns.
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