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Increase Your Sales
Even in a down market, there is still opportunity if your sales team has all the 
tools needed in order for them to seize it.

Are your sales numbers down? In today’s economic climate, it’s more critical than ever to 
have talented sales executives. What do I mean by talented? As I talk to organizations that 
are struggling to grow, one area that they need to look hard at is their current sales staff. 

During the boom times there were lots of leads coming in and sales people were essentially order 
takers. They took an order and they didn’t have to sell on the differentiators of their company or their 
product offering.

With the market down, you need skilled sales people, not order takers. Do your sales people 
know how to effectively prospect? Can they develop relationships? Can they progress the deal? Can 
they get a deal across the finish line? Not many executives can answer yes to all these questions. In 
fact, executives often tell me that their sales people have been with the company for years, they’re 
nice people, they know a lot of people in the industry and they are always busy. While those are 
admirable traits, executives need to understand the difference between activity and results. So, what 
do you do?

Sales people need to get back to fundamentals. 
Here’s how you get it done:

1. Prospecting, Prospecting and More Pros-
pecting. In the past, these order takers didn’t need 
to look for prospects. They didn’t have to shake the 
trees to get activity. If you don’t have a large funnel 
of prospects, it’s hard to close a deal, especially on 
a consistent basis. Sales is still a numbers game and 

without enough prospects in the sales funnel the deals will not be there.
2. Talk About the Value You Bring. Remember, because the deals were coming in left, right and 

center these order takers might not have a great sales presentation. You have to know how to present 
your solution. I don’t mean talking features and functionality. You need to show the ROI and the key 
differentiators. How does it benefit the prospects? That’s what buyers want to know.

3. Don’t Be A Stranger. Follow up skills are important. Prospects aren’t always going to call 
back. They’re busy. You need to stay on them. Keep after them. The sales person that gives up after 
a few calls won’t close a single deal. You need to be consistent and persistent.

4. Get The Deal Done. Remember, it’s a numbers game. That may seem cold, but it’s true. You 
have got to close deals. Too many times sales reps will talk about all their prospects, but if they’re 
not hitting that quota month after month, they’re not a strong seller. At the end of the day, it’s all 
about results.

In the end, this may, and probably will, require your sales staff to get out of their comfort zone. 
In an article by Pauline Estrem, she says that salespeople are often creatures of comfort, but reach-
ing out to unknown prospects offers potential for great new success. And even your run-of-the-
mill salesperson longs for success. However, Estrem warns against getting into routines and getting 
caught up in what she calls the plateau phenomenon. 

What is the plateau phenomenon? She compares it to a diet in that at first, you’re making great 
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progress, watching the pounds drop 
off and feeling really great. But, sud-
denly, although you haven’t changed 
your methods or goals at all, the scale 
sticks at a certain number, and you 
can’t lose any more. At this point, 
you need to re-evaluate and shake up 
your routine to see continued results. 
It’s much the same in the sales world, she 
explains. Most salespeople, especially 
when starting out, tend to target prospects 
in their comfort zone—people much like 
themselves, from a demographic stand-
point—and may do very well selling to 
them. But only up to a point. Once that sphere of influence has 
been thoroughly explored and exhausted, it’s often necessary to 
push beyond it to continue to meet your numbers and succeed. 
Or, perhaps you have a new product or service that’s geared to-
ward people who are different than you, or you simply want to 
target a more affluent sector of the market—either way, reach-
ing beyond your comfort zone is crucial.

In the Zone: “Salespeople are simply human,” says Kevin 
Hogan, author, psychologist and sales training expert. “Hu-
mans do everything in their power to avoid rejecting situa-
tions and moments. Being rejected by current loyal custom-
ers is much less likely, therefore it’s more comfortable and 
familiar to stay within the stronger circles of influence.” 
“Fear is the primary force that holds most of us 
back from getting outside the comfort zone. In par-
ticular, it is a fear of failure and rejection.” 
In fact, such a mindset—avoiding situations in which we 
have the potential to make mistakes and even fail—is ex-
tremely limiting and ultimately positions us to fail be-
cause we never even try to reach that next level of success. 
Instead, others suggest we consider our comfort zones as fluc-
tuating areas that are continually expanding or contracting. 
When you make strides to push outside of your zone—like ap-
proaching prospects in a different part of town or in an unusual 
industry—you are, in fact, expanding your zone by transform-
ing what was once uncomfortable into something familiar.

Pick the Target: By now, you’re probably wondering: Who 
are these people I’ve been ignoring, and how do I identify them 
if they’re not even on my radar? First, it’s important to take 

a good look at your product or service 
and ask some fundamental questions, 
such as, What problems or needs do 
your product/service offer solutions for? 
You need to think: Who or what organi-
zations can benefit from your solutions. 
This could include the demographics of 
age, gender, income, etc. Once you have 
determined this, you should then seek 
people, companies, organizations that 
meet the criteria.

From there you need to focus on 
the problem that you are solving. 
When it comes down to it, all of sell-

ing is about solving people’s problems. I sell you water 
if you’re thirsty; you sell me paper if I need to print out 
documents or write letters. So you need to ask ‘Who has 
the problem that I am trying to solve and where are they? 
This method will help you objectively identify pros-
pects based on their needs and not their current rela-
tionship with you or their similarities to you. Try to 
think outside the box and be open-minded when con-
sidering new prospects to target, Hogan says: “Be care-
ful not to filter people or groups out too quickly.” 
Do Your Homework: Once you’ve identified your new pros-
pects, do your research. Try to learn everything you can 
about them—how they live, work and play, what their core 
values are, what their needs and goals are—so that you can 
approach them in an educated manner with relevant ways to 
solve their problems.

How do you find out these details? Ask questions! The 
best tool a sales rep can possess is curiosity. Be curious. Learn 
to ask questions that will gather information about prospects. 
You need to be observant. Say you’re meeting at a home: Make 
sure to pay attention to all the telling details surrounding their 
place of residence that can further clue you in to what kind of 
person they are and give you starting points for conversation. 
You have to know your prospect. In the end, only after your 
salespeople have gotten back to basics and broadened their 
horizons can they really excel. However, they won’t take 
these steps unless you demand it. The mortgage market may 
be down, but there is still business to be had if you have a 
good sales staff, supported by a good product and results-
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