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Strategic
Prospecting and
Preparing for
Sales Dialogue

Learning Objectives

1 Discuss why prospecting is an important and
challenging task for salespeople.

2 Explain strategic prospecting and each stage in
the strategic prospecting process.

3 Describe the major prospecting methods and
give examples of each method.




Learning Objectives

Explain the important components of a strategic
prospecting plan.

Discuss the types of information salespeople
need to prepare for sales dialogue.

26/08/56

The Importance and
Challenges of Prospecting

* Customer-bases are not permanent, sales|
lose customers due to:
— Low satisfaction

people may

— Competition

— Economic fluctuation

— Other forms of attrition p
» The prospecting process is can be long™y =

— It may take weeks to replace a lost customer [
with a new one

— Revenue streams can fluctuate if “pipeline” isn’t managed
¢ Prospecting isn’t easy and often includes a lot of
rejection

Prospecting

e A process designed to identify, qualify, and
prioritize sales opportunities, whether they
represent potential new customers or
opportunities to generate additional business
from existing customers.




The Strategic Prospecting Process

Sales Funnel or Pipeline: A representation of the trust-based sales process
and strategic sales prospecting process.
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Strategic Prospecting Process

Sales Leads or Suspects

* Generated from Internal or External Sources
* Lead Generation Methods Should be Managed

*Need?
* Financial Resources
* Authority to Make Purchase Decision

« Initiate Pre-Call Planning

Ideal Customer Profile: The characteristics of a firm’s best
customers or the perfect customer.

Popular Prospecting
Sources & Methods

- CaldCaling - Contars of Ifusnce. - Compasylleessts - Ieerteris
« Futnraly -C
- i,

T
{

Basic purpose of strategic prospecting: To help salespeople
determine the best sales opportunities in the most efficient way.




You have been hired as a consultant by a new company to develop
a strategic prospecting strategy. The company brews and hottles
a specialty tea beverage. The tea is expensive to brew and has a
suggested retail price of $3.00 per 16 oz. bottle. The company is

In Fort Wayne. It can produce 5,000 bottles per day and does not
sell the tea directly to consumers.

[ \ 2
[The strategic prospecting strategy should include:

FHow leads will be generated

FHow leads will be qualified

tHow sales prospects will be prioritized

fHow information to prepare for sales dialogue will be obtained
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PHOw the strategic prospecting strategy will be tracked and evaluatg

Cold Canvassing

Networking




Company Sources

Company Records

Advertising Inquiries
Telephone Inquiries
Trade Shows
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* Seminars
s ; » ¥ s
Industry Trade Show in South Africa
Published Sources
¢ Directories
— Hoovers

— Harris Directory

— Moody's industrial
Directory

Commercial Lead

Lists

— Sales Genie

— infoUSA

— Others

Other Web Sources (including use of NAICS)

Developing a Strategic
Prospecting Plan

ALLOCATE TIME: STAY POSITIVE:
Letsblizha relgular Develop confidence by
daily scheduieior bires Py YaUF praduts
U B and believing that
anbvities, e offar the
SET GOALS: Lresst sohutivns.
£y Establich dally,
_j L weekly. and
andhly quotas
prospects.
KEEP EVALUATE:
RECORDS: What is wotking for
Track your res ults wou! Compare results
from using the different and use the methods
praspecting methods. that work best for yow.




Developing a Strategic
Prospecting Plan

Personal Prospecting Lag

PERSONAL FREOSPECTING LOG
Mawe Teen Juwisire.
LTS — [
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Gathering Precall Information:

About the Buyer
¢ Name, title and contact information

¢ Education & work background

¢ Community & organization involvement
* Hobbies & interests s
e Communication style =

Gathering Precall Information: |

About the Company
e Type of business

e History of business
¢ Current strategy & performance

e Number of employees
¢ Target markets served

e Products & services
offered

* Key competitors




Gathering Precall Information:

About the Selling Situation

Type of purchase
Motivation for buying
Buying center members & roles
Buying process
Current supplier
Available budget
Competitors involved
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Sources of Information
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