
SALES PROCESS

A sales process is a defined series of steps you follow as you guide your prospects and clients from initial contact to purchase.  It

begins when you first identify a new prospect:

how  do your prospects buy  your product or service?
does a single decision maker find a product and buy on the spot, or do they go through many

steps and approvals first?
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A documented sales process is a flowchart that explains:

w Each distinct step a prospect takes

w Knowledge the prospect needs to move to the next step

w Literatur e & tools you can provide to help the prospect move

forward

w Length of time a prospect needs at each step

w Conversion rates: the percentage of prospects who move

from one step to the next

With a documented sales process, you have a powerful tool that

enables you to:

w Sell more efficiently

w Generate more accurate sales and revenue reports

w Estimate the revenue and return on investment (ROI) of your

marketing campaigns

w See which stages take the most time and find ways to move

prospects forward

w Create better literature and tools

w Improve your campaigns

w Minimize the amount of time your reps spend on estimates and

forecasts

Determine how your pr ospects buy

w List the steps you think prospects logically take from the time

they recognize a problem to the time they buy.

w Talk with customers or ask your sales reps for more insight.

Figure out what steps they take, what they need to know and how

you can deliver that information most effectively.

Create your pr ocess

For each step your prospects need to take, list

w What the prospect needs to learn

w Literature & tools you can provide to help the prospect move

forward

w The length of time a prospect needs at the step

w The percentage of prospects who move from each step to the

next (your “conversion rate”)

Project campaign r esults & r evenue

When you have a sales process with conversion rates, you can

generate solid pipeline and revenue reports. For example, if you have

50 prospects at the presentation stage, your process may show that

20% will become customers. That means those 50 prospects should

deliver 10 new customers. Your process will also tell you when that

should happen and how much revenue those prospect represent.

STEP 1 STEP 2 STEP 3 STEP 4 STEP 5

A prospect responds to

a campaign & requests

information

A sales rep calls the

prospect to explain your

product

In-person meeting &

product demo

Your team submits a

proposal

Prospect signs an

agreement & makes first

payment



SALES PROCESS
how do your prospects buy your product or service?
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Give us a call (203) 254-8556 or email us at

hello@palmer-farrington.com for help linking your distribution

channels to your marketing campaigns.
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You can use a similar calculation to project results from new

marketing campaigns. For example, if a campaign should produce

100 qualified leads, you can estimate the number of meetings,

presentations, and new customers the campaign will generate.

Improve your pr ocess to maximize r evenue

When you have a defined process, it’s easier to test ideas for

improving results. For example, you can:

w Identify spots where prospects get “stuck” in the process and

try new materials or messages to help them move forward

w Measure how well different reps convert at each step and help

those that aren’t doing as well

w See how leads from different marketing campaigns convert and

improve your campaigns

w Create campaigns to “recycle” leads that fall out of the process

at various spots


