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KPI’s
Performance indicator, a quantifiable 
measure of performance over time 
versus a specific objective. 

Strategic tools 

These tools are  recognised the world 
over in business schools, consulting firms 
and companies who plan strategically. 
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Designed as functional or subject 
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to enable performance of situational 
evaluation versus aligned standards.
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Comprehensive Sales Training Plan
Module 1  - Sales Calls 



Objective: Equip sales professionals with the skills to conduct effective sales calls, 

including opening, building rapport, presenting value, handling objections, and closing the 

call.

Lesson Plan:

1.Introduction to Sales Calls

1. Importance of sales calls

2. Types of sales calls (cold calls, warm calls, follow-up calls)

2.Preparation for Sales Calls

1. Researching the prospect

2. Setting clear objectives

3. Preparing a call script

3.Opening the Call

1. Building rapport

2. Establishing a connection

3. Setting the agenda

4.Presenting Value

1. Understanding customer needs

2. Tailoring the pitch

3. Highlighting benefits over features

5.Closing the Call

1. Identifying buying signals

2. Asking for the sale

3. Setting up next steps

Comprehensive Sales Training Plan
Module 1   



Sales calls are a fundamental component of the sales process, offering numerous benefits that can significantly impact a business’s success. 

Here’s a detailed exploration of why sales calls are crucial:

1. Direct Communication and Personal Connection

Building Relationships: Sales calls allow sales professionals to establish and nurture personal relationships with prospects and 

customers. Direct interaction helps in building trust and rapport, which are essential for long-term business relationships.

Understanding Customer Needs: Engaging in conversation enables sales professionals to better understand the specific needs, 

preferences, and pain points of the customer. This insight is invaluable for tailoring solutions that address those needs effectively.

Humanizing the Brand: Through sales calls, companies can humanize their brand, making it more relatable and approachable. This 

personal touch can differentiate a business from its competitors.

2. Real-Time Interaction and Feedback

Immediate Response to Questions: Sales calls provide an opportunity for prospects to ask questions and receive immediate 

answers. This real-time interaction can clarify doubts, reinforce the value proposition, and accelerate the decision-making process.

Instant Feedback: Sales professionals can gauge the prospect’s reactions and gather instant feedback during the conversation. This 

feedback can be used to adjust the sales pitch on the fly and address any concerns promptly.

Adaptability: The dynamic nature of a sales call allows sales professionals to adapt their approach based on the flow of the 

conversation. They can pivot strategies, provide additional information, or focus on different benefits as needed.

3. Efficient Qualifying and Prioritizing

Qualifying Leads: Sales calls are an effective way to qualify leads. By asking the right questions, sales professionals can determine 

whether a prospect is a good fit for their product or service and assess their readiness to buy.

Prioritizing Prospects: Sales calls help in identifying high-potential prospects. By understanding the urgency and specific needs of 

the prospect, sales professionals can prioritize their efforts and allocate resources more effectively.
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4. Demonstrating Value and Building Credibility

Tailored Presentations: During sales calls, professionals can present tailored solutions that directly address the prospect’s 

challenges. This personalized approach can demonstrate the value of the product or service more effectively than generic 

marketing materials.

Building Credibility: Sales calls offer an opportunity to showcase expertise and build credibility. Sales professionals can share 

case studies, testimonials, and success stories that resonate with the prospect’s industry and needs.

5. Data Collection and Market Insights

Gathering Insights: Sales calls are a valuable source of market insights. Sales professionals can gather information about 

competitor activities, industry trends, and emerging customer needs, which can inform broader business strategies.

Customer Feedback: Direct feedback from sales calls can provide actionable insights for product development, marketing 

strategies, and customer service improvements.

6. Strengthening Customer Relationships and Retention

Customer Retention: Sales calls are not just for acquiring new customers but also for retaining existing ones. Regular check-

ins with current customers can strengthen relationships, identify opportunities for upselling or cross-selling, and ensure 

customer satisfaction.

Long-Term Engagement: Ongoing sales calls help maintain a connection with customers over time. This continuous 

engagement fosters loyalty and can lead to repeat business and referrals.
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Sales calls can be categorized based on their purpose, stage in the sales process, and the type of interaction involved. Understanding these different types 

helps sales professionals to tailor their approach accordingly and improve their effectiveness. Here are the primary types of sales calls:

1. Cold Calls

Definition: Cold calls are made to potential customers who have had no prior interaction with the salesperson or the company.

Purpose:

•To introduce the company and its products or services.

•To generate interest and identify potential leads.

•To gather information and qualify prospects.

Characteristics:

•Often perceived as intrusive if not executed well.

•Requires a strong opening to capture the prospect's attention.

•Success depends on the salesperson’s ability to handle objections and build rapport quickly.

2. Warm Calls

Definition: Warm calls are made to prospects who have had some prior interaction with the company, such as downloading a whitepaper, 

attending a webinar, or expressing interest through other marketing channels.

Purpose:

•To follow up on the initial interest shown by the prospect.

•To provide additional information and nurture the lead.

•To move the prospect further along the sales funnel.

Characteristics:

•Typically, more receptive compared to cold calls.

•Builds on existing awareness or interest.

•Allows for a more personalized approach based on prior interactions.

.
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3. Follow-Up Calls

Definition: Follow-up calls are made to continue the conversation after an initial contact or interaction, such as a cold call, warm call, email exchange, 

or meeting.

Purpose:

• To address any questions or concerns raised in the previous interaction.

• To provide additional information or resources.

• To advance the prospect to the next stage of the sales process.

Characteristics:

• Demonstrates persistence and commitment to customer service.

• Helps in maintaining momentum and keeping the prospect engaged.

• Essential for building and nurturing long-term relationships.

• effectiveness and achieve better results

4. Consultative Calls

Definition: Consultative calls focus on understanding the prospect's needs and challenges in depth to offer tailored solutions. These calls are part of 

a consultative selling approach.

Purpose:

• To diagnose the prospect’s problems and pain points.

• To provide customized recommendations and solutions.

• To position the salesperson as a trusted advisor.

Characteristics:

• Involves active listening and asking insightful questions.

• Requires in-depth knowledge of the industry and the prospect’s business.

• Focuses on adding value rather than making a hard sell.
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5. Sales Presentation Calls

Definition: Sales presentation calls involve presenting the product or service to the prospect, often with a detailed demonstration or 
pitch.
Purpose:

• To showcase the features and benefits of the product or service.
• To demonstrate how the offering can solve the prospect’s problems.
• To persuade the prospect to take the next step, such as a trial or purchase.

Characteristics:
• Typically includes visual aids like slides or live demos.
• Requires thorough preparation to tailor the presentation to the prospect’s needs.
• Aims to highlight unique selling points and differentiators.

6. Closing Calls

Definition: Closing calls are focused on finalizing the sale and getting the prospect to commit to a purchase.
Purpose:

• To confirm the prospect’s decision to buy.
• To address any final objections or concerns.
• To complete the transaction and agree on next steps.

Characteristics:
• Requires strong closing techniques and confidence.
• Often involves negotiation on terms, pricing, or other details.
• Critical for turning a lead into a customer.
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7. Check-In Calls

Definition: Check-in calls are made to maintain relationships with existing customers, ensuring they are satisfied and identifying opportunities for 

additional sales.

Purpose:

• To ensure the customer is happy with their purchase.

• To identify any issues or areas for improvement.

• To explore opportunities for upselling or cross-selling.

Characteristics:

• Demonstrates ongoing commitment to customer satisfaction.

• Helps in building long-term loyalty and trust.

• Can lead to referrals and repeat business.

8. Referral Calls

Definition: Referral calls involve contacting new prospects based on referrals from existing customers or other contacts.
Purpose:

• To leverage existing relationships to generate new leads.
• To introduce the company and its offerings based on a trusted recommendation.
• To expand the customer base through word-of-mouth.

Characteristics:
•Typically has a higher success rate due to the trust established by the referrer.
•Requires acknowledging and appreciating the referral source.
•Focuses on building on the positive introduction.
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9. Renewal Calls

Definition: Renewal calls are made to existing customers nearing the end of their contract or subscription period to encourage them to renew.

Purpose:

• To remind the customer of the upcoming renewal date.

• To discuss any changes or new features that add value.

• To secure the customer’s commitment to continue the relationship.

Characteristics:

• Emphasizes the ongoing benefits and value provided.

• Addresses any concerns or issues that may affect the renewal decision.

• Often includes discussions on pricing and contract terms.
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Understanding the different types of sales calls allows sales professionals to 

tailor their approach and strategies to suit the specific situation and objective. 

Each type of call plays a unique role in the sales process, contributing to the 

overall goal of building relationships, addressing customer needs, and driving 

sales. By mastering these different types of calls, sales teams can improve 

their effectiveness and achieve better results.
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Proper preparation is crucial for the success of any sales call. It helps sales professionals enter the conversation with confidence, clear objectives, and 

a structured plan. Here, we expand on the key stages of preparation: researching the prospect, setting clear objectives, and preparing a call script.

Objective: To gather detailed and relevant information about the prospect to tailor the sales approach and establish credibility.

Key Steps:

a. Understanding the Prospect’s Business:

• Company Background: Research the company’s history, mission, values, and corporate culture. Familiarize yourself with their product lines, 

services, and market positioning.

• Industry Analysis: Understand the industry in which the prospect operates. Identify key trends, challenges, and opportunities that may 

affect their business.

• Competitive Landscape: Know who their competitors are and how they differentiate themselves in the market. This can help you position 

your product or service as a unique solution.

b. Identifying Key Stakeholders:

• Decision-Makers: Identify the key decision-makers and influencers within the prospect’s organization. Understand their roles, 

responsibilities, and interests.

• LinkedIn Profiles: Review LinkedIn profiles of the key stakeholders to gather insights into their professional background, interests, and 

connections.

c. Analyzing the Prospect’s Needs:

• Pain Points: Identify potential pain points and challenges the prospect may be facing. Use online resources such as news articles, press 

releases, and company reports to gather this information.

• Previous Interactions: Review any past interactions your company has had with the prospect. This includes emails, previous calls, 

meetings, and any CRM notes.

d. Reviewing Digital Footprints:

• Website and Social Media: Explore the prospect’s website and social media profiles to understand their recent activities, content focus, 

and engagement strategies.

• Content Consumption: Identify any content they have published or consumed, such as blogs, whitepapers, or case studies. This can 

provide insights into their current priorities and interests.
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Objective: To define specific, measurable goals for the sales call to ensure a focused and productive conversation.

Key Steps:

a. Defining the Primary Goal:

• Purpose of the Call: Clearly define the primary purpose of the call. This could be introducing your product, setting up a demo, closing a 

sale, or gathering more information about the prospect’s needs.

• SMART Objectives: Ensure your goals are Specific, Measurable, Achievable, Relevant, and Time-bound. For example, “By the end of this 

call, I want to schedule a product demo for next week.”

b. Identifying Secondary Goals:

• Additional Objectives: Identify secondary objectives that support the primary goal. This could include building rapport, identifying 

additional stakeholders, or uncovering more detailed information about the prospect’s challenges.

• Prioritizing Goals: Rank your objectives in order of importance. Focus on achieving the primary goal first but remain flexible to pursue 

secondary goals as the conversation unfolds.

c. Preparing Questions:

• Open-Ended Questions: Prepare open-ended questions that encourage the prospect to share detailed information. For example, “Can you 

tell me more about the challenges you’re facing with your current solution?”

• Probing Questions: Develop probing questions to delve deeper into specific areas of interest. For example, “How has this issue impacted 

your team’s productivity?”

d. Anticipating Objections:

• Common Objections: Anticipate potential objections the prospect may raise. This could be related to price, features, compatibility, or 

timing.

• Rehearsing Responses: Prepare and rehearse responses to these objections to ensure you can address them confidently and effectively 

during the call.
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Objective: To create a structured guide for the sales call that ensures all key points are covered while allowing for flexibility in the conversation.

Key Steps:

a. Crafting the Opening:

• Introduction: Prepare a concise and engaging introduction. Include your name, company, and a brief statement about the purpose of the call.

• Building Rapport: Plan a few rapport-building questions or comments. This could relate to something you learned during your research, such as a 

recent company achievement or industry news.

b. Structuring the Body:

• Value Proposition: Clearly articulate your value proposition. Explain how your product or service addresses the prospect’s specific pain points and 

adds value to their business.

• Key Benefits: Highlight the key benefits and features of your offering. Use data, case studies, or testimonials to support your claims.

• Engaging Questions: Integrate the prepared questions into your script to keep the conversation interactive and gather valuable insights.

c. Planning the Closing:

• Summarizing Key Points: Prepare a summary of the key points discussed during the call. This reinforces your message and ensures both parties are 

aligned.

• Next Steps: Clearly outline the next steps you’d like the prospect to take. This could be scheduling a follow-up meeting, agreeing to a product 

demo, or providing additional information.

• Closing Statement: End with a positive and professional closing statement. For example, “I look forward to continuing our conversation and 

exploring how we can support your business goals.”

d. Allowing for Flexibility:

• Adapting the Script: While having a script is essential, be prepared to adapt it based on the flow of the conversation. Listen actively and respond to 

the prospect’s cues and questions.

• Natural Delivery: Practice delivering the script naturally. Avoid sounding too rehearsed or robotic. Aim for a conversational tone that feels genuine 

and engaging.
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Effective preparation for sales calls involves thorough research, setting clear objectives, 

and preparing a structured yet flexible call script. By investing time in these preparatory 

stages, sales professionals can increase their confidence, improve the quality of their 

interactions, and significantly enhance their chances of achieving their sales goals.
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The opening of a sales call sets the tone for the entire conversation. It's crucial to build rapport, establish a connection, and set a clear agenda to 

ensure a productive and engaging dialogue. Here, we expand on these key stages:

Objective: To create a comfortable and friendly environment that encourages open communication and trust.

Key Steps:

a. Initial Greeting:

• Polite and Professional: Start with a polite and professional greeting. Use the prospect's name to make the interaction more 

personal. For example, “Good morning, [Prospect’s Name]. This is [Your Name] from [Your Company]. How are you today?”

• Tone of Voice: Use a warm and enthusiastic tone to convey your interest and positivity. Your tone can significantly impact the 

prospect’s perception and willingness to engage.

b. Small Talk:

• Common Interests: Engage in light small talk to find common ground. This could relate to industry events, recent news, or shared 

connections. For example, “I noticed that your company recently launched a new product. How has the response been so far?”

• Weather or Local Events: If appropriate, you can also mention the weather or local events, but ensure it remains relevant and brief to 

avoid wasting the prospect’s time.

c. Genuine Compliments:

• Recognize Achievements: Compliment the prospect or their company on recent achievements or positive developments. For 

example, “I read about your recent expansion into the European market. Congratulations on that milestone!”

• Personal Achievements: If you know of any personal achievements of the prospect (from LinkedIn or other sources), mention them 

appropriately. This shows that you’ve done your homework and are genuinely interested.
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Objective: To create a deeper, more meaningful connection by showing empathy and understanding of the prospect’s situation and needs.

Key Steps:

a. Expressing Understanding:

• Empathy Statements: Show empathy by acknowledging the prospect’s challenges and goals. For example, “I understand that 

managing rapid growth can be challenging. We’ve worked with many companies in similar situations.”

• Relevance to Their Role: Relate your understanding to the prospect’s specific role and responsibilities. For instance, “As a marketing 

director, you’re likely focused on increasing brand visibility and lead generation, correct?”

b. Relating Personal Experience:

• Shared Experiences: Share relevant experiences that demonstrate your familiarity with their industry or challenges. For example, “In 

my previous role, I faced similar issues with customer retention. We found that implementing a robust feedback system made a 

significant difference.”

• Customer Stories: Use stories from other clients who faced similar challenges and how they benefited from your solution. This not 

only establishes a connection but also builds credibility. For example, “One of our clients in your industry had a similar issue, and by 

using our solution, they were able to increase their lead conversion rate by 30%.”

c. Active Listening:

• Encouraging Dialogue: Encourage the prospect to share their thoughts and experiences. Ask open-ended questions like, “Can you 

tell me more about your current challenges with [specific issue]?”

• Reflecting and Paraphrasing: Reflect back what the prospect says to show that you’re listening and understanding. For example, 

“So, if I understand correctly, your main concern is improving the efficiency of your sales team, right?”

www.upskilpro.com

Opening the call    
Establishing a connection



Objective: To outline the purpose and structure of the call, ensuring both parties are aligned and know what to expect.

Key Steps:

a. Stating the Purpose:

• Clear Intentions: Clearly state the purpose of the call right after the initial rapport-building phase. For example, “The main reason I 

wanted to speak with you today is to discuss how our new software can help streamline your operations.”

• Relevance: Ensure that the purpose aligns with the prospect’s needs and interests. This shows that you respect their time and have 

prepared specifically for them.

b. Outlining the Agenda:

• Structure of the Call: Provide a brief outline of what will be covered during the call. For example, “I’d like to start by understanding 

your current challenges, then share some insights into how our solution can help, and finally discuss any questions you may have.”

• Time Management: Mention the expected duration of the call to help the prospect manage their time. For example, “I have set aside 

about 30 minutes for our conversation today. Does that work for you?”

c. Seeking Agreement:

• Confirming the Agenda: Ask for the prospect’s agreement on the proposed agenda. This helps in gaining their buy-in and sets a 

collaborative tone. For example, “Does that agenda sound good to you, or is there anything specific you’d like to add?”

• Adjusting as Needed: Be flexible and willing to adjust the agenda based on the prospect’s input. For example, “Sure, we can definitely 

start with discussing your current project needs before diving into our solutions.”
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Opening a sales call effectively involves building rapport, establishing a 

connection, and setting a clear agenda. By investing time in these stages, sales 

professionals can create a positive first impression, foster trust, and set the stage 

for a productive and engaging conversation. This structured approach ensures 

that both parties are aligned and that the call progresses smoothly towards 

achieving its objectives.
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Presenting value effectively during a sales call is crucial for demonstrating how your product or service can meet the prospect’s needs and solve their problems. 

This stage involves understanding customer needs, tailoring the pitch, and highlighting benefits over features. 

Objective: To gather insights into the prospect's specific challenges, goals, and requirements to tailor your pitch accordingly.

Key Steps:

• a. Asking Open-Ended Questions:

• Exploratory Questions: Ask questions that encourage the prospect to share detailed information about their current situation and challenges. For 

example, “Can you tell me more about the biggest challenges your team is facing right now?”

• Probing for Depth: Use follow-up questions to dig deeper into their responses. For instance, “Why do you think this issue has become more prominent 

recently?”

b. Listening Actively:

• Full Attention: Give the prospect your full attention, avoiding distractions, and making notes of key points they mention.

• Reflecting and Summarizing: Reflect back what you’ve heard to confirm your understanding. For example, “So, if I understand correctly, your main 

concern is improving the efficiency of your sales process, correct?”

c. Identifying Pain Points:

• Core Problems: Identify the core problems and pain points the prospect is experiencing. For example, “It sounds like managing customer data across 

different platforms is causing delays in your sales cycle.”

• Emotional Impact: Understand the emotional impact of these pain points on the prospect and their business. For instance, “I can see how this 

inefficiency might be causing frustration among your team members.”

d. Setting Priorities:

• Key Objectives: Identify the prospect’s key objectives and priorities. For example, “What are the top three outcomes you’re hoping to achieve by the end 

of this quarter?”

• Immediate vs. Long-Term Needs: Differentiate between their immediate needs and long-term goals. For instance, “While improving the sales process is 

an immediate need, are there any long-term strategies you’re focusing on as well?”

e. Building Context:

• Industry Context: Understand the industry context and how external factors might be influencing their needs. For example, “How has the recent market 

shift impacted your business operations?”

• Company-Specific Context: Gain insights into any company-specific factors that might be relevant. For instance, “I noticed your company recently went 

through a merger. How has that affected your current workflows?”
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Objective: To customize your presentation to align with the prospect’s specific needs and context, making your solution more relevant and compelling.

Key Steps:

a. Connecting Needs to Solutions:

• Direct Relevance: Link the prospect’s identified needs directly to the features and benefits of your product or service. For example, “You 

mentioned difficulties with data management; our solution offers a centralized platform that simplifies data consolidation.”

• Specific Examples: Use specific examples that are relevant to the prospect’s industry or situation. For instance, “One of our clients in your industry 

saw a 20% reduction in data processing time after implementing our solution.”

b. Personalizing the Presentation:

• Customized Content: Tailor your presentation content to address the unique aspects of the prospect’s business. For example, “Given your focus 

on customer retention, let me show you how our CRM system can track and enhance customer interactions.”

• Visual Aids: Use visual aids, such as slides or demos, that reflect the prospect’s branding or specific use cases. For instance, “Here’s a dashboard 

configured to match your company’s workflow.”

c. Highlighting Relevant Features:

• Key Features: Focus on the features that are most relevant to the prospect’s needs. For example, “Our automated reporting feature can save your 

team hours of manual work each week.”

• Use Cases: Present use cases that demonstrate how these features have been successfully implemented by similar businesses. For instance, “A 

similar-sized company used this feature to streamline their operations and saw a 15% increase in productivity.”

d. Addressing Specific Pain Points:

• Targeted Solutions: Offer solutions that directly address the prospect’s pain points. For example, “To tackle the issue of delayed sales cycles, our 

software integrates seamlessly with your existing systems to provide real-time updates.”

• Real-World Scenarios: Use real-world scenarios to illustrate how your solution can alleviate their pain points. For instance, “Imagine if your sales 

team could access all customer information in one place, reducing the time spent searching for data.”

e. Engaging with the Prospect:

• Interactive Elements: Incorporate interactive elements, such as live demos or Q&A sessions, to keep the prospect engaged. For example, “Let’s 

take a moment to explore how this feature works in real-time.”

• Feedback Loop: Encourage the prospect to provide feedback throughout the presentation. For instance, “Does this feature align with your current 

needs? Is there anything else you’d like to see?”
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Objective: To emphasize the tangible benefits and value that the prospect will gain from using your product or service, rather than just listing its features.

Key Steps:

a. Translating Features into Benefits:

• Practical Benefits: Clearly articulate the practical benefits of each feature. For example, instead of just saying, “Our software has automated reporting,” say, 

“Our automated reporting feature saves your team valuable time, allowing them to focus on strategic tasks.”

• Outcome-Oriented Language: Use language that focuses on outcomes. For instance, “Our solution improves data accuracy, leading to better decision-

making and reduced errors.”

b. Quantifying Benefits:

• Measurable Results: Provide quantitative data to support your claims. For example, “Companies using our solution have seen a 30% increase in sales 

productivity within the first six months.”

• Specific Metrics: Use specific metrics that matter to the prospect. For instance, “Our CRM system has helped clients reduce customer churn by 25%.”

c. Emotional and Psychological Benefits:

• Peace of Mind: Highlight how your solution provides peace of mind. For example, “With our comprehensive security features, you can rest assured that your 

data is protected.”

• Confidence and Trust: Emphasize how your product can build confidence and trust within their organization. For instance, “Our reliable support system

ensures that you’re never alone when a technical issue arises.”

d. Case Studies and Testimonials:

• Real-World Success Stories: Share case studies and testimonials from other clients who have benefited from your solution. For example, “Here’s how [Client 

Company] increased their market share by 15% using our software.”

• Third-Party Endorsements: Use endorsements from reputable sources to build credibility. For instance, “Our solution is trusted by industry leaders such as 

[Prominent Client] and has been featured in [Reputable Industry Publication].”

e. Addressing Potential Objections:

• Pre-emptive Objection Handling: Anticipate and address potential objections by highlighting how your solution mitigates common concerns. For example, 

“I understand you might be worried about integration. Our dedicated support team ensures a smooth and seamless integration process.”

• Success Guarantees: Offer guarantees or assurances that address specific worries. For instance, “We offer a 90-day money-back guarantee if our solution 

doesn’t meet your expectations.”
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Presenting value during a sales call involves understanding customer needs, tailoring the pitch, 

and highlighting benefits over features. By focusing on these stages, sales professionals can 

deliver a compelling presentation that resonates with the prospect’s specific needs and 

demonstrates the tangible value of their product or service. This approach not only helps in 

building a stronger connection with the prospect but also significantly increases the chances of 

closing the sale.
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Closing a sales call is a critical phase where you transition from presenting your solution to securing a commitment from the prospect. This stage 

involves identifying buying signals, asking for the sale, and setting up the next steps. 

1. Identifying Buying Signals

Objective: To recognize verbal and non-verbal cues that indicate the prospect’s readiness to move forward.

Key Steps:

a. Active Listening:

• Verbal Cues: Listen carefully for positive comments and affirmations that indicate interest, such as, “This sounds great,” or, “I can see how this 

would work for us.”

• Clarifying Questions: Pay attention to questions that seek more detail about implementation, pricing, or specific features. For example, “How 

long does it take to set up?” or, “What’s the cost for a team of our size?”

b. Non-Verbal Cues:

• Body Language: Observe body language if the call is on video. Positive signals include nodding, smiling, or leaning forward. Negative signals 

might include crossed arms, frowning, or checking the time.

• Tone of Voice: Notice changes in the prospect’s tone of voice. A more enthusiastic or engaged tone often indicates interest.

c. Engagement Level:

• Participation: Gauge the level of engagement. Prospects who are actively participating, asking questions, and seeking clarifications are likely 

more interested.

• Feedback: Positive feedback and agreement to your points can signal readiness. For example, “That feature would be really useful for us.”

d. Recap of Benefits:

• Interest in Benefits: Notice if the prospect shows particular interest in the benefits over features. Statements like, “We really need to improve 

our efficiency,” indicate a recognition of value.

• Personal Impact: Look for signs that the prospect is visualizing the impact of your solution on their specific needs. For instance, “This could 

really help our team save time.”

e. Testing the Waters:

• Trial Close Questions: Use trial close questions to test their readiness. For example, “How do you see this fitting into your current processes?” 

or, “Do you think this solution addresses your main challenges?”
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Objective: To directly request the prospect’s commitment to move forward with the purchase.

Key Steps:

a. Summarizing the Value:

• Recap Key Benefits: Briefly recap the key benefits discussed during the call. For example, “Just to summarize, our solution will help streamline your 

operations, reduce costs, and improve overall efficiency.”

• Addressing Needs: Reiterate how your solution addresses their specific needs. For instance, “Given your need to improve data accuracy and team 

productivity, our software offers the perfect solution.”

b. Overcoming Last-Minute Objections:

• Pre-emptive Handling: Address any potential last-minute objections the prospect might have. For example, “I understand you might be concerned about 

the learning curve, but our comprehensive training program ensures a smooth transition.”

• Reassurances: Provide reassurances about common concerns, such as support and implementation. For instance, “Our dedicated support team will be 

with you every step of the way to ensure successful implementation.”

c. Asking Directly:

• Closing Questions: Ask direct closing questions to secure the commitment. Examples include, “Shall we move forward with the implementation?” or, “Can I 

send over the contract for you to review?”

• Assumptive Close: Use an assumptive close if the buying signals are strong. For example, “I’ll go ahead and prepare the paperwork for you. When would 

be a good time to finalize the details?”

d. Offering Choices:

• Limited Options: Provide the prospect with a couple of choices to make the decision easier. For example, “Would you prefer to start with the standard 

package or the premium package that includes additional features?”

• Next Steps Options: Present options for next steps to move the process forward. For instance, “Would you like to schedule a detailed demo next week, or 

shall we proceed with the onboarding?”

e. Creating Urgency:

• Time-Sensitive Offers: Highlight any time-sensitive offers or promotions. For example, “We’re offering a 10% discount for all new sign-ups this month.

Would you like to take advantage of that?”

• Limited Availability: Mention any limited availability to create a sense of urgency. For instance, “We have a few slots available for onboarding this quarter. 

Would you like to secure one of them?”
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Objective: To outline the follow-up actions required to finalize the sale and ensure a smooth transition to the next phase.

Key Steps:

a. Confirming Agreement:

• Verbal Confirmation: Get a verbal confirmation of the prospect’s agreement to move forward. For example, “Great, I’m glad you’re ready to proceed.

Let’s confirm the next steps.”

• Written Confirmation: If applicable, confirm that the prospect will receive a written proposal or contract. For instance, “I’ll email you the contract for 

review by the end of the day.”

b. Scheduling Follow-Up:

• Next Meeting: Schedule the next meeting or call to discuss the implementation details or any final questions. For example, “Let’s schedule a follow-

up call next Tuesday to go over the onboarding process.”

• Calendar Invite: Send a calendar invite to ensure the next meeting is on their schedule. For instance, “I’ve sent a calendar invite for our next meeting. 

Please let me know if the time works for you.”

c. Providing Documentation:

• Proposal/Contract: Ensure the prospect receives all necessary documentation, such as proposals, contracts, or detailed quotes. For example, “I’ll send 

over the proposal with all the details we discussed, including pricing and terms.”

• Resource Links: Provide any additional resources or links that might be helpful. For instance, “Here’s a link to our user manual and a few case studies 

that might be of interest.”

d. Outlining Implementation Steps:

• Implementation Timeline: Provide an overview of the implementation timeline and key milestones. For example, “Here’s a brief overview of the 

implementation process. We typically start with a kickoff meeting, followed by a training session for your team.”

• Point of Contact: Introduce the prospect to their main point of contact for the implementation. For instance, “You’ll be working closely with our

implementation specialist, [Name], who will guide you through the setup.”

e. Confirming Understanding:

• Reviewing Details: Review the details of the agreement to ensure the prospect understands everything. For example, “Just to confirm, we’ll be 

starting the onboarding process next week, and the first payment is due upon signing the contract.”

• Clarifying Questions: Encourage the prospect to ask any final questions. For instance, “Do you have any questions about the next steps or the 

implementation process?”

www.upskilpro.com

Closing the call 
Setting up next steps



Closing the call effectively involves identifying buying signals, asking for the sale, and setting up the 

next steps. By mastering these stages, sales professionals can ensure a smooth transition from 

interest to commitment, increasing the likelihood of a successful sale. This approach not only helps 

in securing the deal but also sets a positive tone for future interactions and long-term customer 

relationships.
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