
 
10 Strategies to Better Sales  
 
1. What’s your value proposition? Sounds simple, but it’s surprising 

how hard it is for some companies to clearly explain why a customer 
should choose them over a competitor. And if you can’t do this, YOU 
don’t have a chance.  Lead with the benefits that you provide.  

2. Do you have a clear sales process in place? If you do (and you 
should), is it working as well as it should be? If you put more 
resources on it, will it grow or break from the pressure?  

3. Do you think your cost of sales is where it should be? Are your 
sales sucking your profits dry? What makes you think your costs are 
acceptable? Are you comparing to an industry standard or mapping to 
projected sales? 

4. What key measures are you using to track sales effectiveness? Are 
you measuring what needs to be measured? And are those numbers 
easily accessible on a dashboard to make sure you’re on the right 
track? You can’t really optimize if you don’t know which lever you 
want to pull. 

5. What are you doing to increase your sales funnel and/or increase 
your close ratio? Do you have a clear plan for sales growth? Do you 
know where to go for new leads when the well runs dry? Do you want 
to increase the amount of sales that are closing? 

6. How are you taking advantage of changes to the market? It’s a 
changing world out there with new competitors and solutions coming 
out every month. What are you doing to experiment? Do you have a 
culture of failing fast or are you slow to take advantage of new sales 
channels? 

7. Do you have the right people? Your team should be your greatest 
strength. Are they? If not, why? Is it the people, the culture, or the 
training? 

 
8. Become an effective listener  
As the Greek philosopher Epictetus so succinctly explains, “You have 
two ears and one mouth—you should be using them in that proportion.” 
In the rush to explain features and benefits of what you’re selling, it’s 
easy to talk over your prospect. And the problem is, the second someone 
thinks you’re not listening, you’ve lost them. 
 
Active listening is truly the silent skill of sales. Throughout the sales 
cycle, prospects will drop hints about what they’re thinking, how they’re 
feeling, or problems they need solved. Addressing these can make or 
break your sale.  
 
 



Practice active listening: This means listening to what your prospect is 
saying, understanding it, and then responding with a brief summary  of 
what they’re saying. Doing this not only shows that you’re listening and 
respect what they’re saying, but also will help you zone in on the clues 
you need to close the sale. 

• Mentally echo what a prospect is saying: One of the barriers to 
good listening is getting excited and starting to formulate a 
response before the other person has stopped talking. And of 
course, as soon as you’re thinking about what they’ve said, you’re 
now tuning out the rest of what they’re saying. To combat this, try 
echoing what they’re saying in your head as they talk and wait a 
few seconds after they finish speaking before responding. 

• Summarize what they’ve said: Once they’re finished speaking, 
take a moment to summarize and repeat back what they’ve said. 
For example, “It sounds like you’re happy with your current 
accountant but would like someone a bit more friendly and who 
wants to partner with you in your business”  This will help clarify 
any misunderstandings on the spot and is a great technique for 
getting more insight from your prospect as they’ll usually go one 
step deeper now that they know you’re listening. 

 
9.  Using empathy and training yourself to think like a problem-
solver 
It’s probably a pretty safe bet that robots aren’t taking your sales job 
any time soon. That’s because working in sales requires constant 
problem solving, empathy, and the ability to think fast and act 
accordingly.  
 
This one starts with empathy, seeing the world through the eyes of 
your prospect. Listening only goes so far and you should always 
assume the problem your prospect communicates isn’t necessarily the 
real issue they need solved. Look at the bigger picture. 
Great salespeople go beyond simply solving their customers’ 
problems and actually find the problems their customers are unaware 
of. 
 
As Daniel Pink, author of To Sell is Human, said in a recent interview:  
“If customers know precisely what the problem is, they can find a 
solution. Where you’re more valuable is when they don’t know what 
the problem is, or they’re wrong about the problem, and you can 
identify a problem they don’t realize they have. Or you can look down 
the road and say ‘Here is a problem you’re going to confront. You’d 
better get ready for it now’. 
To do this, you need to develop both a problem-solving and problem-
finding mentality that, when combined with empathy, will let you find 



the problems your customers really need solved. Start by asking a few 
simple questions: 

• What are the problems my customer is not yet aware of? 
• How can I solve them? 
• How can I sell the solution? 

Take your time and be creative. 
Solving these invisible problems your prospects have is a powerful 
tool in getting the sale. Reiterate the importance of keeping these 
questions top of mind throughout your sales training process. 
 
10. Crafting scripts to deal with the most common objections 
Knowledge is power. And the best salespeople always have a solid 
foundation to work from. 
 
Come up with a list of common objections you hear from prospects 
(like ‘it’s too expensive’ or ‘we’re happy with our current service’) 

• Brainstorm solutions or questions to respond to these objections 
• Come up with short scripts based on these answers on how to 

move past the objections 
 
BONUS:  
Identifying the red flags of bad customers 
Time wasted chasing after the wrong prospects can crush your sales 
efforts and even your company. Large accounts can sometimes take 
6–18 months to close. But that’s only if they do close. And sometimes 
a bad client can be even worse than a lost sale, wasting your time, 
asking for refunds and generally speaking poorly about your 
company. 
 
 
Here’s a few key red flags to look out for: 

• Prospects who get nasty during the sales process: When a 
prospect hasn’t signed on the dotted line, there’s generally no 
reason for them to not be on their best behavior. So if you see 
signs of a bad attitude early on, you can be sure they’re not 
going to get any better once they’ve put money on the table and 
closed the deal. 

• No respect for boundaries: Call me now. Need to speak right 
away. Emergency. If you’re getting emails with subjects like 
this at any time of the day (especially at night or on weekends) 
from a prospect you’re talking to, they’re probably not worth 
the trouble. 

• The guarantee-er: Unless you specifically have some form of 
guarantee, you can’t commit to hitting goals for a prospect. And 
if they’re trying to get you to say you will, they either don’t 



trust you or don’t know the complexity of their own problem. 
Either way, you’re headed for trouble. 

• The quick to close: This might seem counterintuitive, but a 
prospect willing to jump into bed with you before the first sales 
call is even over can turn into a nightmare. These impulsive 
buyers usually don’t have a full understanding of what they’re 
getting into or what you’re offering, and will after you (even 
though they’re at fault). Here you might want to slow down the 
process and suggest another call or spend extra time explaining 
everything (in writing if you can).    


