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Making sure the business develop-
ment efforts are consistent is the
bane of all sales people. It is now
the second quarter and while the
year is well on its way, if your
pipeline isn’t fully developed, the
second half of this year will be even
tougher. Some sales reps load up
their pipelines early, but don’t stay
consistent and often have the huge
peaks and valleys throughout the
year. Although many seasoned pro-
fessionals avoid these ups and
downs because they have a huge
account base they tap on a regular
basis, they also lack consistent ef-
forts finding new business.

Are you a hunter or a farmer? It
takes talent to do both extremely
well and grow your business at the
same time. Trying to grow your
business mainly from your account
base is extremely difficult and often
makes those sales reps complacent.

That might be understandable since
“hunting” is hard. If it were easy, no
sales manager or CEO of a company
would ever discuss the need and
desire for new business and how
important it is for financial health.

Acquiring new clients, retaining
those clients, and expanding those re-
lationships over years are the three
success factors to any business. Se-
nior management knows these fac-
tors and always has a big push for ac-
quiring new business. The strategy
and vision required to acquire new
business becomes the seductive idea
behind this success. Each business
goes about getting business different-
ly. This is why no one “system” works
well for everyone. Strategic and tacti-
cal plans are required to be put in
place so everyone understands what
their mission is and how to accom-
plish it effectively.

One of the first steps to strategic
and tactical excellence is under-

standing who your customer is and
how can you help them be more
successful. Once you know this,
purchase other “like” prospect in-
formation and proactively follow up
with everything in your arsenal.
Testimonial information of other
“like” companies, success stories,
and invitations to seminars that you
might be hosting are great ways for
an introduction. All of these strate-
gies will work if you proactively fol-
low up and provide different mes-
sages to the key point people in
those organizations about how your
company can benefit them.

The standardization of effective
sales and servicing of clients is often
neglected. If customer service and
technical people do not document
their work properly, often the cus-
tomer response time suffers from a
lack of understanding of their envi-
ronment. If your customer service is
documenting properly, they should
be communicating with sales on po-
tential new opportunities. Some of
these opportunities could be new
construction, another division, merg-
er or acquisition, up-sell or cross-sell
on new or existing products.

These opportunities are very im-
portant to the expansion of your re-

lationships with your clients. The ex-
pansion helps strengthen your rela-
tionship to now take advantage of
testimonials, referrals, and client vis-
its. From a strategic point of view,
set up lofty goals for your sales
team. These goals should not neces-
sarily be revenue numbers, but un-
derlying factors of success. For ex-
ample, set goals for the following,
each by month, quarter, or year:

1. Number of new accounts 
2. Number of up-sells (or product

replacements) for a particular product 
3. Number of renewals of service

contracts 
4. Number of customer referrals
These underlying factors will all

turn into revenue one way or anoth-
er, but it will keep the team focused
on the smaller areas of success ver-
sus concentrating on the lofty
goals. The pipeline will fill up quick-
er, and the team will identify more
opportunities by paying attention
to the underlying factors. By doing
this exercise, the customer will
have greater attention, and an ac-
tion plan will be set forth to better
service them in the future.

If you are able to get referrals
from your customers, make sure you
show your appreciation. You never
know whom someone else might
know or what information they might
be willing to offer until you ask. Ask-
ing is the number one reason why
many salespeople fail to meet their
objectives. Asking for the sale or pur-
chase is only half the battle, but ask-
ing for referrals is something they
should take great pride in. When a
client provides you a referral that
means they trust you and feel good
about the service you provide. Make
the client feel special about the refer-
rals and thank them accordingly.

The ability to fill your pipeline
with valid opportunities will help you
achieve the success you expected.
By setting goals for underlying fac-
tors, the sales team will have greater
focus and will know where they
stand on a regular basis. Pipelines
need to be filled on a regular basis.
Provide support to the sales team,
set lofty goals and make sure there is
always plenty of sales activity with
existing and prospective customers.
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One of the first steps to strategic and tactical excellence is understanding who
your customer is and how can you help them be more successful. Once you
know this, purchase other “like” prospect information and proactively follow up
with everything in your arsenal.
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