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Your sales process underpins every aspect of your sales 

strategy, from the way your reps answer the phone to 

the way they close a deal. 

Imagine increasing revenue by 20% (or more). Imagine 

reducing sales rep turnover and boosting staff morale. 

Imagine being able to quickly identify where a sales rep 

is going wrong so you can offer a solution without delay.

All this is possible with an effective sales process.  

This ebook will tell you why and show you how. It’s time 

to put your sales process under the microscope so you 

can take your business to the next level. 

Are you ready? 

If you want to  
supercharge your  
sales, you need to  
first supercharge  
your sales process.  
It’s that simple. 
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Be like Henry Ford:  
follow a sales process
“Do I really need a sales process?” 

Chapter one

W
e know that’s what you’re thinking, and we 

can understand your hesitation. Developing 

a sales process sounds suspiciously like 

creating more paperwork - and we bet you’ve already got 

enough of that on your plate. 

But if Henry Ford followed a sales 
process, then so should you.

The founder of Ford Motor Company is one of history’s 

best salespeople, and he had a clearly defined process.  

To put things in perspective, in 1914 Ford claimed 48% of 

the American automobile market. 

Be like Henry Ford: follow a sales 
process.

Many successful companies have followed in Ford’s 

footsteps. In the 1980s and 1990s, both Xerox and IBM 

had global sales standards. They produced some of the 

best salespeople of this era. 

Despite these impressive examples, more than 90% of 

the businesses we speak to do not have a sales process in 

place. And those who do struggle to ensure that  

it’s followed.

So what exactly is a sales process, 

and how can you implement one in 

your organisation?

Our official definition is: “A specific system that guides 

and measures in well-defined steps the progress of selling 

from initial contact through to final decision and into 

account management beyond.”

Think of it as a road map for selling within your 

organisation. Where do you start, what stops do you 

make along the way, where do you finish, and what do you 

do if you encounter a detour?

Now, imagine some employees are following the map, 

and some are devising their own route. They might end 

up in the same place eventually, but what important stops 

would they have missed along the way? 

The satisfaction of your customers - and the profit of 

your business - is simply not worth the risk of letting 

employees jump behind the wheel without a map.

Implementing a company-wide sales process is the best 

way to ensure that everyone is on the same road, heading 

towards the same goals, and that no customer is being  

led astray.

The benefits of following a sales process are far reaching. 

Your team will thrive when provided with a framework 

for consistent rules; there will be less confusion and 

uncertainty, and their confidence will grow as a result.  

A sales process will also increase both accountability and 

productivity within your organisation.

What’s more, a sales process will make your job easier. 

You will know exactly what to teach each employee to 

help them thrive in their role. And if an employee isn’t 

meeting their targets, you can refer to the sales process 

to see if they are missing out on any key steps along the way. 

Can you see how Mr Henry Ford was 

onto something?

Although developing and implementing a new sales 

process won’t happen overnight, the future benefits will 

be well worth the effort. After a few months of following 

it, you won’t know how you coped without one.

So take a leaf out of Henry Ford’s book and follow in the 

footsteps of global giants such as Xerox and IBM. If they 

can create a sales process, so can you.
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T
here’s often a sense of urgency, a desire to have the 

sales process up and running as soon as possible. 

This enthusiasm is fantastic, but it’s important not 

to rush just for the sake of getting started. Your sales process 

is the core of your entire sales strategy - it will influence 

how productive your employees are, increase accountability 

across the organisation, foster greater pipeline accuracy, and 

myriad other benefits. It will therefore take time to get right.

In order to develop a highly effective sales process, 

there’s one thing you need to do before you start putting 

it together. You need to explore how your target market 

is making buying decisions.

“It’s one thing talking about a sales process, but did you 

realise that all clients have a buying process?” says Alex 

Chan, Global Head of Learning at SalesStar.

“Understanding the buying process is a necessary action 

for sales process success.”

In fact, according to our research, of the 18% of companies 

that report a significant increase in sales, an impressive 

82% had accounted for the buying journey in their  

sales process.

So how do you map out the buying 
journey? Here are some questions to 

consider:

• What trigger events (pain points) created a need for 

your products?

The first thing you need  
to do before creating a  
sales process

As soon as people find out that creating a sales 
process is integral to sales success, they immediately 
ask this question: “So how do I create one?”

Chapter two

• What pain points do you solve for your prospects?

• Where do your prospects look for your services? 

For example, word of mouth, trade journals, blogs, 

websites, or networking events?

• How do they find out about you and why would they 

choose you?

• How can you get shortlisted when they are in the 

consideration stage?

• What do your prospects base their decisions on?  

And how do they make decisions? For example, a lot 

of companies make decisions by committee (naturally, 

this will influence how you present your solution).

• How do they like to be sold to?

• Will your customers require a trial of the product  

or service?

Understanding your target audience’s buying process will 

help you to determine whether they qualify or disqualify 

as a potential lead.

“You need to think through their whole buying journey, 

and then once you’ve mapped that out, you can start 

mapping out your sales process to match it,” says 

SalesStar Founder and Group CEO, Paul O’Donohue.

Many business owners skip over the buying process 

reflection phase and rush straight into the ‘doing’ phase, 

in search of solutions and results. But it’s your ability to 

think deeply about your target audience that will deliver 

you the best outcomes.
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“You need to discover their pain points and understand 

what is required in order to motivate them,” adds Alex.

“Our clients tell us that as soon as they discover their 

customer’s pain points (usually around phase 3 of the 

sales process), the probability of closing the lead suddenly 

jumps significantly. There’s a direct correlation between 

understanding your customer’s needs and being able to 

close a deal.”

For best results:
For peace of mind that you are heading in the right 

direction, it’s a good idea to recruit a sales process expert. 

Your sales process is far too important to ‘figure it out 

as you go’. Bringing an expert on from the beginning will 

ensure it gets off to a flying start, saving you time and 

money. The expert will also be able to ask you tough 

questions, leaving no stone unturned, so that by the time 

you enter the sales process development stage, you’ll be 

ready to refine your steps to perfection.

So in summary: research first, act second. It’s not enough 

just to create a sales process - you have to have a strong 

understanding of your target customers before you make 

a start.

6
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A five-step guide to 
developing an effective  
sales process

The vast majority of businesses we come into 
contact with (around 90%) either do not have a sales 
process or believe that the process they do have is 
effective (when in reality it’s the opposite). You can 
imagine their surprise when we explain that having 
an ineffective sales process is as problematic as 
having no sales process at all.

Chapter three

O
ur own comprehensive research shows 

that only 3% of people and 4% of sales 

managers have a milestone-centric, effective 

sales process that mirrors the behaviour of their top 

performers in the field. 

But rest assured - we have some answers. Here is our five-

step guide to developing an effective sales process.

1. Understand the importance of a 
sales process

Before you can create an effective process, you must 

understand why having one is so important. At SalesStar, 

we have identified six key benefits that a sales process can 

bring to your organisation. 

A sales process is important because it provides:

1. A framework for consistent results

2. The same rules for all sales staff

3. Accountability to the right activities

4. Increased productivity 

5. A clear coaching framework

6. Greater pipeline accuracy 

According to Grant Holland, SalesStar CEO Australasia, an 

effective sales process is an important piece of the sales 

puzzle. Without it, your sales culture will always have gaps 

and missed opportunities.

“Due to lack of process, salespeople struggle to meet their 

targets and managers face pressure from the top of the 

organisation,” says Grant.

“Everything, in sales management, wraps around the 

process. And that’s why the process is so important.”

Once you understand how important the sales process is, 

you will start to make sure it is implemented effectively and 

adhered to at all times. Realising its importance will give 

you the energy you need to lead by example and champion 

the process throughout your business. If you aren’t aware 

of its significance, it will likely fall down the priority list and 

inefficiencies will continue to creep in. Educate yourself 

first, implement second. 

7
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2. Write your steps, milestones and 
to-dos on post-it notes
Some of the best sales processes start with colourful post-

it notes. Write down all of your steps, milestones, to-dos 

and goals on individual post-it notes, and arrange these 

under 4-6 key columns or ‘phases’ of the sales cycle. Most 

organisations have 6 phases: Lead Generation, Initiating 

Contact, Discovery Meeting, Presenting Solutions, Closing 

the Deal, and Account Management. 

Each of these phases should in turn have three  

further features: 

1. Phase Objectives; 

2. Phase Steps/Actions; and 

3. A Qualifying Checklist. 

We know writing out all these phases and steps takes time, 

but it will help you see your process in a clearer light. The 

power of visual presentation! Writing on post-it notes also 

allows you to move things around as much as you need 

to - it will probably take some time before you’re happy 

with the ‘flow’ of your process. Try to identify gaps, missed 

opportunities and general weaknesses. We promise you; 

there will be some! But this is a good thing. If there are 

gaps, that means there are opportunities for improvement. 

At this stage, you should also consider seeking professional 

assistance. A sales process expert will clearly be able to see 

gaps and problems in the half the time it would take for you 

to notice them. While you could spend days agonising over 

your process, they will be able to give you peace of mind 

that you’re making the right decisions. 

3. Research the buying process
It’s one thing to identify how you wish to sell; it’s another 

thing to identify how your customers wish to buy. Your 

sales process needs to align with your prospect’s buying 

process if you wish to maximise your success. Do as much 

research as you can into their buying habits so you can 

adjust your sales process to meet their real-life demands.

SalesStar Global Head of Learning, Alex Chan,  

encourages clients to ask the following questions about 

their prospects:

• Have you discovered your buyer’s pain points?

• Where and how do they make purchases?

• What is their time frame for making a purchase?

• Are they a motivated customer? If not, what is 

required to motivate them?

These are just some of the questions you could ask yourself 

about your prospects. The idea is to reflect on how they are 

buying and dovetail your sales process as necessary. 

4. Test your sales process

Once you’re happy with how your process looks on paper, 

it’s time to test it in ‘real life’. Depending on the size of your 

organisation, you may be able to implement a company-

wide test, or perhaps it will be easier to select a group of 30 

staff for a trial run. Even the best processes will probably 

need to be tweaked slightly once applied to real-life 

situations.

Again, having a sales process expert to guide you 

throughout the testing stage will help you make 

improvements quickly and efficiently. It’s much easier to 

do this with the support of an experienced guide than to go 

about it on your own. 

When you have successfully tested the process, you should 

upload it to an electronic medium such as your CRM 

software or a simple Excel spreadsheet. 

5. Formalise the sales process across 

your organisation

Now it’s time to make your shiny new sales process a 

reality. Circulate a clear, easy-to-follow digital version 

of the process to everyone in your organisation. Hold 

face-to-face meetings with team leaders and managers to 

bring everyone up to speed with the new approach. This 

step is incredibly important, and will take persistence and 

patience to get right. A sales process is only effective if 

everyone follows it, so take your time and make sure people 

fully understand their roles and responsibilities.

As you can imagine, once everyone is following the same 

process, it will become much easier to manage your team. 

You will be able to measure people’s performance against 

the sales process. For example, if they are struggling to 

meet their targets, you can observe how closely they 

follow the process and see if they are skipping any 

important steps. Every single salesperson is going to bring 

individuality to your salesforce - the sales process becomes 

the thread of consistency throughout your organisation, 

ensuring that you maintain high selling standards across a 

diverse organisation. You’ll be amazed at the results.
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B
y exactly how much, you may ask? This is up for 

debate. Depending on whether you listen to  

Dave Kurlan or the Harvard Business Review,  

you can expect to enjoy between 18-20% growth from a 

sales process alone.

Or, if you listen to SalesStar, you could enjoy even 

more revenue. According to Founder and Group CEO, 

Paul O’Donohue, SalesStar clients have achieved a 

phenomenal 37% of top-line growth.

“Research shows an uplift of around 18% - but our clients 

are growing by 37%,” says Paul.

“This is because they map out a sales process, provide 

continuous coaching and training around this process, 

and enable sales managers to hold people accountable 

to the activities they should be doing. When you have 

accountability and coaching around your process, you will 

see very, very strong growth within your company.”

Let’s go back a few steps. What 
is a sales process and why is it so 

important?

A sales process is a company-wide standard that all sales 

staff follow. It’s a framework for consistent rules, based 

on sound research and sales best practice. 

Everything is linked to your sales process - from staff 

training to how to handle customer objections to what 

happens after a deal is closed. The sales process should be 

your organisation’s ‘guiding light’.

However, if you’re like 90% of the businesses we come 

across, then chances are you don’t have an official sales 

process in place.

Want to increase sales by 
20%? Develop a sales process
Yes, you read this headline right - by developing a 
sales process, you could increase your sales.

Chapter four

It’s okay - it’s never too late to 
develop one.
The first step is realising that your current system needs 

work. Many businesses believe they do have an effective 

sales process, when in reality it’s never followed in ‘real life’. 

If you’re unsure, ask yourself the 
following questions:
• Do we have a company-wide practice standard?

• Is everybody following it?

• If you were to ask your staff what the sales process is, 

would everyone give the same answer?

If your answer is ‘no’ or ‘I’m not sure’ to any of the above 

questions, then your sales process needs work.

The challenge is to take your loose guidelines and turn 

them into a reliable sales process that underpins the 

success of your organisation.

So now for the million dollar question: how do you create 

(or improve) your sales process?

Believe it or not, most good sales processes start with 

post-it notes. 

“Typical process mapping methods don’t have to use 

fancy technology,” says Alex Chan, SalesStar Global Head 

of Learning. 

“As a matter of fact, the use of post-it notes in the early 

stages can be very effective.”

9

salesstar.com Follow us



Alex shares the following steps for 
creating your sales process.

Step one: Write down all of your milestones, steps and 

to-dos on post-it notes.

Step two: Divide your post-it notes under 4-6 columns 

(which represent ‘phases’) of the sales process. These 

phases can vary depending on what you’re selling, but 

typically they are as follows:

1. Lead Generation

2. Initiating Contact

3. Discovery Meeting

4. Presenting Solution

5. The Close

6. Account Management

Every phase should also have phase objectives, phase 

steps/actions, and a qualifying checklist (so you can tick 

off the completed phase before you move onto the next 

one), as well as a Probability Weighted Forecast, Sales 

Velocity, and KPIs. 

Once you are happy with your sales process, transfer it to 

a digital platform such as an Excel spreadsheet or CRM 

software, where you can continue to refine it until  

it’s perfect. 

If you’re feeling overwhelmed, don’t worry - that’s 

understandable. You will probably only develop a sales 

process once or twice in your lifetime, so it’s bound to feel 

like a challenge. That’s why it’s important to seek advice 

and support from a sales process expert.

As leading sales expert Dave Kurlan describes, developing 

an effective sales process is a lot like “needing electricity 

in the middle of a stone wall with no nearby source to tap 

into. For you? Impossible. For an electrician? It’s all in a 

day’s work.”

Find the right electrician, be prepared to make 

adjustments, and soon you could be enjoying that extra 

holiday thanks to a 20% sales increase.

10
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“Once you know what the ramp-up time should be, then 

you can have some very real expectations for how long it 

should take, and the salesperson should be on board with 

those same expectations.”

The next step is making sure that 

new employees understand your 

sales process. 

A good sales process outlines all the steps a salesperson 

needs to take to close a deal. All salespeople in your 

organisation should follow exactly the same process 

this leads to fewer mistakes, improved consistency, and 

higher sales. The better the process, the better the staff 

performance. 

When a new staff member is hired, the sales process 

will be their guiding light - their road map to success. It’s 

important that they follow the process correctly from the 

beginning - this will save them from forming bad habits 

that need to be unlearned at a later date.

According to Mr Kurlan, one of the biggest challenges of 

implementing an effective sales process is making sure 

everyone is following it at all times.

“There are certain steps that must be executed at specific 

times to assure a successful outcome,” Mr Kurlan writes.

He continues: “Sales management’s number one priority 

is to assure that their salespeople don’t fall into old 

habits, take shortcuts, get lazy, or avoid steps in the sales 

process where they aren’t as skilled or comfortable.”

But prevention is the best cure - if you can get all new 

sales reps following the sales process from their first 

month on the job, this is bound to accelerate their ramp-

up time and get them on the fast track to turning their 

training into dollars.

You’ve finally found some 
talented new sales reps to join 

your team, and you can’t wait 

for them to start closing deals. 
You just have to get through 
the dreaded ramp-up period.

T
he ramp-up period can be a tough time for sales 

managers. You’ve got new staff on the payroll, but 

they might not bring in any money for weeks, if 

not months. You hope the investment will pay off in the 

long run, but sometimes that’s half the problem - it feels 

like a very long run.

While some new employees have the talent, ambition, 

and good fortune to start closing deals right away, most 

people take some time to ease into their new position 

and get their heads around the products they’re selling. 

According to The Brevet Group, “it takes 10 months or 

more for a new sales rep to be fully productive”. Just 

imagine the savings you could make if you decreased the 

ramp-up time, even by a few weeks.

An effective sales process could be the answer to your 

ramp-up problems. But before you can reduce the 

ramp-up time, you have to make sure you’ve calculated 

it correctly. Each news sales rep should have a slightly 

different ramp-up time based on their previous 

experience. 

Dave Kurlan puts forward the following calculation 

method: “Ramp-up time = The length of your sales cycle 

+ The length of your learning curve + 30 days.”

Mr Kurlan says determining individual ramp-up times is 

important because it helps you have realistic expectations.

How a sales process can 
accelerate ramp-up time for 
new reps

Chapter five
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T
ake sales, for example; a salesperson’s success is 

80% attributed to their mindset. Mindset plays an 

equally important role when it comes to following 

a sales process.

“Your mindset can derail your sales process,” says Paul 

O’Donohue, SalesStar Founder and Group CEO.

“For example, a self-limiting belief might be ‘I don’t need a 

sales process’. If you have the mindset from the beginning, 

then you’re not going to adopt an effective sales process. 

So, first and foremost, you need to be thinking that ‘in 

order to succeed, we need to have a sales process’, and 

this attitude needs to be implemented from top down.” 

If members of your sales team have a negative opinion 

towards your sales process, for example it doesn’t mirror 

what they actually do in the field, they will be more likely 

to make mistakes or skip parts of the process altogether.

Here are some key ‘red flags’ that could suggest your 

sales staff have a mindset problem when it comes to 

your sales process. 

Self-limiting beliefs
Your staff may have negative, insecure or self-limiting 

thoughts about some or all of the sales process, for 

example “I hate cold calls” or “I’m terrible at making 

presentations”. If they have more than ten self-limiting 

thoughts, this usually derails the sales process. Encourage 

your staff to write down their self-limiting thoughts so 

you can work through them together.

Need for approval
When a salesperson’s need to be liked is stronger than 

their desire to close a sale, this can cause problems. 

“People who have a high need for approval don’t like 

asking the tough questions or make the customer feel 

uncomfortable in any way,” says Paul.

“But if your salespeople don’t ask the tough questions, 

then they can’t build value, and they therefore lack a 

strong value proposition to close the deal. This can lead 

to stalled sales or margins being eroded.” 

While salespeople should always be professional and 

approachable, sometimes they need to ask difficult 

questions. They can’t afford to be held back by the need 

for approval or the fear of confrontation.

Self-focused emotions
Salespeople should take steps to avoid becoming 

emotionally involved in the sales process. When their 

emotions enter the fold, they may make decisions based 

on personal opinion as opposed to rational thought. 

“When you get emotionally involved, logic can 

disappear,” says Paul. 

“Following the process is led with your left-brain - 

logical thinking - and strong emotions such as anger or 

love should be avoided.” 

Is the mindset of your sales 
staff derailing your sales 
process?

The mind is a powerful thing. The way you think 
about a particular goal or task can have an  
enormous impact on the outcome. 

Chapter six
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We encourage you to adopt the mindset that a sales 

process can produce powerful results - so long as you’re 

prepared to give it the attention it deserves. Don’t let 

assumptions that it ‘just works’ get in the way of real-

world evidence to the contrary. 

The good news is, once you’ve established a robust 

sales process, the rewards are enormous. Staff tend to 

be happier, more focused and work better as a team. 

Productivity increases across the board, and keeping 

the pipeline full becomes less of a challenge. Put mindset 

under the microscope today to start reaping the benefits. 

Creating a positive 
mindset about 
the sales process 
starts at the top - 
with you, the sales 
manager.
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H
owever, if this person lacks consistency in their 

approach, then their image of success may be 

just that: an image, a facade. Look closer at their 

performance and you may see they are enjoying average 

results at best. 

Consistency may not seem as glamorous as a dazzling 

salesperson in a sharp suit, but its impact is far greater. 

When provided with a consistent framework for success, 

your staff will be more likely to meet their targets on 

a regular basis, as opposed to sporadically hitting the 

jackpot when luck strikes. As a leader, what would you 

prefer to see from your employees? Consistent, steady 

growth, or a rollercoaster of results?

The best way to foster a consistent 
sales culture is through developing 
an effective sales process.
A sales process is a unified, organisation-wide standard 

of best practices that all staff follow when going through 

the sales cycle. It’s at the very heart of your sales culture. 

No one operates outside of this process - and therefore 

everyone in your organisation operates to the same high 

standard. The result? A cohesive, productive workforce, 

where all employees are enjoying success - be they 

‘charismatic and confident’ types or quiet achievers.

According to research by the Harvard Business Review, 

the benefits of a consistent sales process go beyond 

increased efficiency; they also lead to increased revenue.

“We discovered that sales forces were most effective at 

managing their sales pipelines if they had invested time 

in defining a credible, formalised sales process. In fact, 

there was an 18% difference in revenue growth between 

companies that defined a formal sales process and 

companies that didn’t.” 

That’s a nearly 20% increase in revenue, right there for 

the taking, if a consistent sales process is developed and 

followed. 

So how can you create a sales 

process? What’s involved?
You probably already have some type of informal sales 

process in place. Perhaps staff are encouraged to follow 

Forget talent and charisma: 
consistency is the key to 
sales success

The ‘successful salesperson stereotype’ is widely 
recognised throughout the sales community and 
society at large. An image of someone confident, 
charismatic and quick-witted with a brilliant smile, 
and an approachable manner. Sure, these qualities 
make for an excellent salesperson – especially if you 
throw a positive mindset into the mix. 

Chapter seven
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a set of broad guidelines (but this isn’t measured). Or 

maybe you have a sales process written out, but no one 

ever references it. The first step to creating a new one 

is to look at what you already have and ask yourself the 

following questions:

• Is this working?

• Is everyone following the same process?

• Does everyone know the process exists?

Once you start thinking critically about your process - or 

lack of one - you will begin to identify opportunities for 

improvement. If possible, it’s best to recruit the services 

of someone experienced in this area, as they will be able 

to help you make key decisions about what to keep and 

what to let go.

After some reflection, research and real-world testing, 

you will be able to settle on a sales process that works 

for your organisation. The next step is implementation; 

teaching your staff about the new process, and 

ensuring that they don’t deter from the new rules. To 

really optimise the sales process, you should create 

an electronic version within a CRM system or similar. 

That way, you can use it as an interactive tool to track 

and manage sales on a daily basis. Easily accessible, the 

electronic sales process will help sales staff focus on the 

right activities, in the right order, to achieve their targets.

Once everyone has adapted to the new sales process, you 

should start to reap the benefits of consistency - the real 

secret to sales success.
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T
he moment you finish creating your sales process 

is both exciting and daunting. Exciting, because 

hours of hard work has resulted in a finished 

product that you’re proud of – and confident will work. 

Daunting, because now you have to bring your sales 

process to life and make sure your sales team share the 

same enthusiasm for it as you do. 

You should have spent some time testing your sales 

process in real-life situations during the development 

phase, so your staff will likely have an idea of its existence 

- it won’t come as a total surprise. But even if your team 

has been involved in the creation of the process, they 

won’t fully grasp its significance until they start following 

it on a daily basis.

The power of a sales process is consistency; everyone 

needs to be following the same steps to maximise its 

potential. That’s why bringing it to life can be challenging 

- you can’t rest until everyone is on the same page.

So how do you implement a new sales process throughout 

your organisation? How can you bring it to life in a way 

that causes minimal disruption and confusion for your 

sales reps?

The first thing you need to do is educate your sales 

team about its importance. People respond best to new 

instructions when they understand the reasoning behind 

them. Context is crucial. Make sure you explain how 

the sales process will help them in their careers, and 

ultimately lead to increased sales (and, therefore, more 

commission in their back pocket). Bringing your sales 

process to life is near impossible without your sales reps 

on board.

Our own research of the Australian market reveals that 

only 19% of salespeople and 26% of sales managers 

have an effective system to track the progress of the 

sale. A well-mapped out sales process can go a long 

way to resolve this problem and further enhance 

sales effectiveness by empowering managers with a 

framework of accountability. 

As SalesStar Founder and Group CEO, Paul O’Donohue 

says “those who plan the fight don’t fight the plan”.

“If people feel that they’ve been able to contribute to a 

sales process, then they feel like the process is tailor-

made to them, and the adoption rate is through the 

roof,” adds Paul. 

Another way to bring the sales process to life is to refer 

to it on a daily basis, for example in meetings, coaching 

sessions, and one-on-one reviews.

“You must use it everyday,” says Paul.

“I would say the number one job of the sales manager 

is to grow people in order to grow sales? And how do 

you grow people? You coach them on the sales process 

- daily. And you hold them accountable to the sales 

process - daily.” 

While this may seem like a strict approach, if anything, 

it will actually lead to a more harmonious work 

environment. When salespeople have a sales process to 

refer to, there’s less room for confusion or blame.

“When your sales process is ignored, this is when the 

‘blame game’ can occur. Due to a lack of process, some 

salespeople do not meet their targets and managers face 

pressure from the top of the organisation. This leads to 

finger pointing and people avoiding taking responsibility 

for their actions,” says Paul. 

Bringing a sales process to life can have its challenges, but 

for the most part it’s a rewarding experience that fosters 

a wonderful team environment. There’s something hugely 

powerful in everyone working together to achieve a 

common goal.

How to bring your sales 
process to life
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Feel free to pop in, give us a call, send us an email, 
or request a free consultation with one of our sales 
development experts. 

We’re a friendly bunch but we are very serious about helping businesses 

achieve better sales results.

We’ll even calculate your ROI to ensure that working with us makes  

financial sense in every respect.

Want to know how  
to up-skill your sales  
team without throwing 

money away?
We’d love to help.

New Zealand office

  +64 9 524 0999

  info@salesstar.com

  Level 15 Telco Building, 

16 Kingston Street, 

Auckland, New Zealand

Australia office

  1800 341 853

  info@salesstar.com 

   Level 17, 31 Queen Street, 

Melbourne, Victoria 3000, 

Australia
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