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Sales Acumen Survey
The Sales Acumen Survey is designed to discover an individual’s awareness and knowledge of the strategies
necessary for sales success at key stages of the sales process in the consultative and relationship oriented sales
model.

It’s often said the best salespeople are “born – not made.” This may be true for traits such as resilience, assertive
and serious minded. However, it’s not true for the essential processes and skills associated with effective selling.
They must be learned. So what are the elusive knowledge and skill sets that separate successful sellers from the
others? The Sales Acumen Survey measures those areas of knowledge and skills that can be learned to aid in
achieving sales success.

Sales knowledge is not a predictor of sales success; it is simply a measure of an individual’s knowledge of the
consultative and relationship oriented sales process at this point. There are other desirable, innate, natural
characteristics that contribute to sales success. These behaviors are measured through the use of assessments
designed to measure competencies.

Knowing how to approach a sales situation comes naturally for some salespeople. Other salespeople may need to
improve their understanding and application of the consultative sales role to increase their sales effectiveness. You
will see how you scored in each stage of the consultative sales process and general sales knowledge. Your report
will highlight your strengths and areas in need of development. You and your sales manager can use this information
to target your training activities and efforts.

Gavin Ingham reminds us that “knowing what to do is not the same as doing what you know.” Sales is about applying
skills, not just knowing them.
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Who Should See This Report?

This report is designed to provide you with insight into your present knowledge of the consultative sales process. The
information in this report will help you develop a plan to continue to increase your sales knowledge. It may be beneficial
for you to share your report with others, so they can help prepare a developmental action plan. People to consider sharing
your report with: 1) your sales manager 2) a mentor or coach 3) a HR advisor 4) a career counselor.

The Sales Acumen Survey reports on how your knowledge of the consultative sales process may help or limit your sales
success. You will receive feedback on the 7 key areas of the consultative sales process and general sales knowledge.

As you review each section of your report it will be helpful for you to approach your results in a positive manner. As you
reflect on your report consider how your results in each area impact your present sales role and your future potential.

When you have reviewed your report, use the Action Planning Section of the report to help you build your personal
developmental action plan. This will help you establish your plans to improve your knowledge of the consultative sales
process.
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This graphic profile is a snapshot of your Sales Acumen Survey results. Your results have been placed on a scale of 0
to 100. The higher your score in each stage of the consultative sales process measured by the survey, the better your
knowledge is in this particular selling stage.

Studies conducted in the area of Sales Knowledge demonstrate that knowing what to do in a specific selling situation can
contribute to sales success.

Scores above the 70th percentile suggest that the salesperson has a sound understanding of the sales process in that
particular area.

The need for development generally occurs when an individual’s score in a consultative selling stage is below the 70th
percentile.

The need for training and development should be determined by you, your sales manager and your organization’s training
department.

0 2 4 6 8 10

Prospecting (3)      

First Meeting (2)      

Investigating/Probing (4)       

Presenting (4)       

Influencing/Convincing (4)        

Working with Objections (3)       

Getting the Business (4)       

General Sales Knowledge (3)         



Prospecting

Sandra Sample  | Page 5
Distributed By Executive Strategies Inc. Copyright © by Essential Insights, LLC. All Rights Reserved
 

A sales suspect is simply a target on a sales territory list that fits the profile likely to need the product or service that
is being sold. A suspect has no solid data indicating that they actually need, want or can afford the offering a sales
representative is expected to sell.

Suspects in a sales territory become prospects after a sales representative has gathered enough information by a direct
call, referral from someone else or research to know they need the product or service being sold. The next thing a sales
person has to determine is what kind of prospect each former suspect is, long term, medium term or short term in regard
to the timeframe they are likely to buy.

When it comes to getting new business, your first big challenge will be to reach the right individuals. To successfully find
new prospects for your products and services, you'll need to be able to reach out to qualified prospects and move them
through the sales cycle from prospect to interested prospect to a buyer. You must incorporate a range of prospecting
tactics that, over time, bring prospects incrementally closer to a decision to hire you.

Think of sales prospecting as the activity of finding new business, whether it is from among your existing prospects or
clients, to whom there might be up sell and/or cross sell opportunities; as well as completely new prospects - people you
have no relationship with and to whom you have either never sold before or who are lapsed, past prospects or clients.

You correctly selected the best answer 30% of the time. (3 of 10)
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Prospecting (3)      

0 to 49th Percentile

Sandra, your score suggests a need to develop an understanding of the initial stage of the consultative sales process.
Salespeople that develop a strong understanding of this important first step of the sales process predictably have more
suspects who become prospects and eventually clients.

If you would like to increase your knowledge and skill in this area:

Books
Smart Prospecting That Works Every Time!: Win More Clients with Fewer Cold Calls by Michael D. Krause (6-Mar-13)

Modern Sales Prospecting Secrets Revealed: 13 New Economy Answers For Golden Leads, Less Stress and More Money... by Michael Eyo
(12/29/2013)

Social Media for Salespeople: A Step-by-Step Guide to Increasing Your Leads and Sales by Alice Myerhoff and Katie Lance (3-Mar-14)

Power Prospecting: Different is the new great by Will Harris (12-Jan-15)

The LinkedIn Code: Unlock the largest online business social network to get leads, prospects and clients for B2B... by Melonie Dodaro (21-May-14)

Cold Emails are "Hot": Replace Cold Calls with Emails and TRIPLE Your Response Rate! by S. Herrmann (8-Dec-14)

Pick Up the Damn Phone! How People, Not Technology, Seal the Deal by Joanne S. Black (30-Sep-13)

Prospecting Made Easy: A Short Guide to Sourcing Future Customers by Frances Metcalfe (4-Jan-15)

The System: The Proven 3-Step Formula Anyone Can Learn to Get More Leads, Book More Appointments, and Make More... by Eric Lofholm and Dr.
Donald Moine (10-Nov-13)

Book Yourself Solid: The Fastest, Easiest, and Most Reliable System for Getting More Clients Than You Can Handle... by Michael Port (23-Nov-10)

Online Courses
EJ4-Opening the Call
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It is critical for salespeople to realize the impact a first impression has in building a successful sales career. Business is
based on relationships. Building and improving relationships provides a foundation for success not only in sales but in any
career.

A business relationship starts or ends with the very first meeting. Taking time to prepare properly and remember all the
necessary steps that help to form a positive impression when meeting prospects can help close more sales. Doing it right
can make the difference between establishing the groundwork for a long and mutually beneficial business relationship or
having the window of opportunity shut down.

Remember, you have several goals on this sales call. First, recognizing that there are probably few product or price
differences between you and your competitors, you want to establish the relationship as a significant factor in the
decision-making process. You want to do that also because you know that surveys show that the relationship between
salesperson and client is often the most important factor of that process.

You correctly selected the best answer 20% of the time. (2 of 10)
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First Meeting (2)      

0 to 49th Percentile

Sandra, your score suggests a need to develop an understanding of the first meeting stage of the consultative sales
process. Salespeople that develop a strong understanding of the importance of the first meeting with a prospect will build
rapport and trust, which are necessary for long term sales success.

If you would like to increase your knowledge and skill in this area:

Books
The Sales Pro: THINK Like A Pro, ACT Like a Pro, SELL Like a Pro by Paul Anderson (7-Apr-15)

It's Just a Conversation: What to Say and How to Say It in Business by Debbie Silverman and Trish Carr (10-Aug-14)

STOP LOSING, START SELLING: How To Boost Your Charisma and Communication Skills To Make a KILLING In Sales (Conversation... (14-Jun-14)

To Sell Is Human: The Surprising Truth About Moving Others by Daniel H. Pink (3-Dec-13)

Sales: You've Been Doing It Wrong - Influence People Using the Persuasive Techniques Psychologists Use to Change... by Trevor Poulin (6-Feb-15)

BrainScripts for Sales Success: 21 Hidden Principles of Consumer Psychology for Winning New Customers by Drew Eric Whitman (1-Oct-14)

Communication Mastery: 21 Communication Tips Proven To Help You Influence and Persuade Anyone, Anywhere, and Anytime... by Zayne Parker (12-
Mar-15)

Be Bold and Win the Sale: Get Out of Your Comfort Zone and Boost Your Performance by Jeff Shore (31-Dec-13)

A Sale Is A Love Affair: Seduce, Engage and Win Customers' Hearts by Jack Vincent (10-Jan-15)

Stop Sucking At Sales: 15 Secrets to Make You a Better Salesperson Today by Brian Newman and Stephen Newman (24-Feb-15)

The Collaborative Sale: Solution Selling in a Buyer Driven World by Keith M. Eades and Timothy T. Sullivan (31-Mar-14)

Online Courses
EJ4-Opening the Call

EJ4-Business Condition: Analyzing the Opportunity
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The most important stage of the consultative sales process is the investigative stage. This is the part of the sales process
where the salesperson conducts in depth probing to uncover potential problems the prospect may have and move the
prospect to develop suitable solutions to them. This exchange between the prospect and the salesperson creates value
as seen by the prospect.

The main skill you need for qualifying a prospect is the ability to probe. In the business of selling, probing means getting
below the surface of the situation and uncovering a prospect’s real needs. Being skilled in the probing stage will enable
you to direct the sales process and obtain information as you need it.

We do this by asking questions, the right kinds of questions. Dialogue-probing questions get prospects to look at their
situation in a new light. Questions that get prospects to recognize they have a problem, questions that get prospects to
recognize their pain as well as their need for change to alleviate their pain, and of course, your prescription as the best
and most viable solution.

The salespeople that truly implements consultative selling doesn't work against the client, they collaborate with the client.
Phrases such as, "Please, tell me your thoughts on what I'm about to say," leave the conversation open to discussion and
when this happens, initial concerns such as price seemingly go out the window. Consultative selling gets the potential
buyer talking. Once they begin talking, the seller can begin problem solving.

You correctly selected the best answer 40% of the time. (4 of 10)
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Investigating/Probing (4)       

0 to 49th Percentile

Sandra, your score suggests a need to develop an understanding of the investigating and probing phase of the
consultative sales process. Salespeople that develop a strong understanding of this phase of the sales process will learn
the benefits of asking good questions and learning to listen effectively to the prospect’s responses.

If you would like to increase your knowledge and skill in this area:

Books
Secrets of Question-Based Selling: How the Most Powerful Tool in Business Can Double Your Sales Results by Thomas Freese (5-Nov-13)

The 60-Second Sales Hook: How To Stand Out And Sell More Using the Power Of Your Story by Kevin Rogers (14-Feb-14)

Infotainment - Guide to Effective Sales Presentations by Jeff Mildon (9-Aug-13)

Innovative Team Selling: How to Leverage Your Resources and Make Team Selling Work by Eric Baron (28-May-13)

Salesmanship: Discover How to Use People Skills and Effective Communication to Close More Sales Ethically by Derick Van Ness (7-Jan-14)

Negotiating Success: Tips and Tools for Building Rapport and Dissolving Conflict While Still Getting What You... by Jim Hornickel (4-Dec-13)

The 7 Irrefutable Laws of Selling: How to Perfect the Art of Persuasion and Sales Presentations by Vincent Santiago (3-Mar-15)

Stress Free Persuasion: Eliminate Stress From Sales Presentations, Avoid Slumps and Prevent Burnout by Brett Bacon Esq. (8-Mar-15)

Winning Sales Presentations: From Great Moments in History - Develop Compelling Content. Create Unique Selling... by Patrick Henry Hansen (1-
Jun-12)

Ice Breakers! How To Get Any Prospect To Beg You For A Presentation by Tom "Big Al" Schreiter (8-Dec-13)

Be Bold and Win the Sale: Get Out of Your Comfort Zone and Boost Your Performance by Jeff Shore (31-Dec-13)

Online Courses
Ej4-Determining Customer Needs

EJ4-Finding Unmet Needs

SkillSoft-Understanding Your Customer SALE0132

SkillSoft- Conducting Effective Sales Research MeetingsSALE0133
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SkillSoft- Listening to your Customers pc_bi_spbi002

SkillSoft- Understanding Your Target Customer's Business SALE0112



Presenting

Sandra Sample  | Page 9
Distributed By Executive Strategies Inc. Copyright © by Essential Insights, LLC. All Rights Reserved
 

A sales presentation is an important skill or approach used by every business, whether it is a small or large company.
A sales presentation is the tool used by businesses to communicate their value to potential prospects or clients or
prospects. The value that your business provides is what your prospects evaluate during their decision making process,
and they decide whether your company’s product or service is the best solution for their needs.

The company description part of your sales presentation can include your company culture, the way you do business
and what is different and unique about your company. The product or service description part of your sales presentation
should include more detailed information on your product or service features, and benefits to the prospect. Here you
should explain how you work with your prospects or clients, how you are different compared to your competitors, how you
satisfy your customer needs and why your prospects or clients do business with you.

For the formal presentation opportunity, you’ve likely worked through a tremendous amount of grunt work, front-end
discussions, needs analysis, and internal buying processes to get to the presentation stage with a prospect or customer.
Even for the informal presentation, the front-end work invested by a salesperson can be enormous. And in some cases
you may not know which you’ll have the opportunity to deliver until the last moment. Fortunately, the professional is
prepared for either.

You correctly selected the best answer 40% of the time. (4 of 10)
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Presenting (4)       

0 to 49th Percentile

Sandra, your score suggests a need to develop an understanding of the presenting phase of the consultative sales
process. Salespeople that develop a strong understanding of this phase of the sales process will be prepared to use their
presentation effectively to create value for their product or service.

If you would like to increase your knowledge and skill in this area:

Books
Secrets of Question-Based Selling: How the Most Powerful Tool in Business Can Double Your Sales Results by Thomas Freese (5-Nov-13)

The 60-Second Sales Hook: How To Stand Out And Sell More Using the Power Of Your Story by Kevin Rogers (14-Feb-14)

Infotainment - Guide to Effective Sales Presentations by Jeff Mildon (9-Aug-13)

Innovative Team Selling: How to Leverage Your Resources and Make Team Selling Work by Eric Baron (28-May-13)

Salesmanship: Discover How to Use People Skills and Effective Communication to Close More Sales Ethically by Derick Van Ness (7-Jan-14)

Negotiating Success: Tips and Tools for Building Rapport and Dissolving Conflict While Still Getting What You... by Jim Hornickel (4-Dec-13)

The 7 Irrefutable Laws of Selling: How to Perfect the Art of Persuasion and Sales Presentations by Vincent Santiago (3-Mar-15)

Stress Free Persuasion: Eliminate Stress From Sales Presentations, Avoid Slumps and Prevent Burnout by Brett Bacon Esq. (8-Mar-15)

Winning Sales Presentations: From Great Moments in History - Develop Compelling Content. Create Unique Selling... by Patrick Henry Hansen (1-
Jun-12)

Ice Breakers! How To Get Any Prospect To Beg You For A Presentation by Tom "Big Al" Schreiter (8-Dec-13)

Be Bold and Win the Sale: Get Out of Your Comfort Zone and Boost Your Performance by Jeff Shore (31-Dec-13)

Online Courses
EJ4-When to Shut Up

SkillSoft-Delivering High-Impact Sales Presentations SALE0135

SkillSoft- Delivering High-impact Territorial Account

Sales (TAS) Presentations SALE0115

SkillSoft- Presenting Your Proposition SALE0224
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The idea as to how to influence others in sales is seductive. The idea that you can make another person do what you
want them to do, or more likely, need to them to do, is a powerful idea. The tips, tricks, secrets, shortcuts, and gimmicks
that the ages old sales process states as influence is not what is genuinely productive in influencing others.

Reaching commitment starts with sales influence - building trust relationships, understanding real needs and values,
and managing any resistance the prospect or client may offer. Based on what was learned in the influence stage the
salesperson can then make sales presentations of ideas and recommendations.

Your prospects and clients will only give you what you want, if you are willing to give them what they want. This means
that you have to be prepared to do a of couple things. First, you have to care enough to understand what it is that
they want. You have to ask the questions that demonstrate that you are working to understand their needs. However,
understanding isn’t enough; it takes more to influence others. You have to care deeply about helping them.

Your prospects and clients will know whether you care about them by your behaviors and your actions. If you spend time
with them, working to create value, you develop the trust that influence is built upon. When you take the time to help them
learn and understand more about their own needs, and by sharing the knowledge you have gained by helping others in a
meaningful way.

You correctly selected the best answer 40% of the time. (4 of 10)
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Influencing/Convincing (4)        

0 to 49th Percentile

Sandra, your score suggests a fundamental need to develop an understanding of the presenting phase of the consultative
sales process. Salespeople that develop a strong understanding of this phase of the sales process will be prepared to use
their presentation effectively to develop the credibility to build influence and create value for their product or service.

If you would like to increase your knowledge and skill in this area:

Books
What Great Salespeople Do: The Science of Selling Through Emotional Connection and the Power of Story by Ben Zoldan and Michael T. Bosworth
(10-Jan-12)

Negotiating: Proven Strategies and Techniques to Influencing People in Any Negotiation (Job Interview,Negotiating... by Brian Gadsen (23-Jan-15)

BrainScripts for Sales Success: 21 Hidden Principles of Consumer Psychology for Winning New Customers by Drew Eric Whitman (12-Sep-14)

Failure Sucks! (More for Your Customers, Than for You.) by Steven Bernstein and Sabrina Bozek (1-Sep-14)

Insight Selling: Surprising Research on What Sales Winners Do Differently by Mike Schultz and John E. Doerr (5-May-14)

Sales-Side Negotiation: Negotiation Strategies for Modern-day Sales People (From Great Moments in History) by Patrick Henry Hansen (1-Jun-12)

Negotiation Boot Camp: How to Resolve Conflict, Satisfy Customers, and Make Better Deals by Ed Brodow (26-Apr-14)

Crucial Conversations Tools for Talking When Stakes Are High, Second Edition by Kerry Patterson and Joseph Grenny (Sep 9, 2011 | Animated)

Becoming the Customer: Empathy, Influence and Closing the Sale by Peter McLaughlin (16-Aug-13)

Fire Up Your Sales Figures: How To Win More Customers And Influence Them To Buy From You by Fancis Okumu (25-Jan-15)

Online Courses
EJ4-BuildingGREAT Sales Relationships

EJ4-Turning Features into Benefits

EJ4-Buyer Roles: Selling to Key Account Buyers

EJ4-Buying Criteria: Influencing the Decision Criteria
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As a salesperson, you will put in a lot of time and effort to ensure that your product or services are needed by your
prospect. However, no matter how convincing the need, no matter how clear-cut the definitions of what is desired and
required, prospects will naturally have objections, concerns, and requests for additional information. You should welcome
objections because once answered, they give you the potential capability to close the sale.

One definition of an objection is a reason given by the prospect or client why they are not ready to buy your product or
service. Many people use objections to avoid making decisions or commitments and not necessarily because they don't
want to buy what you are selling. However, when your prospect or client doesn't have any objections, you might be facing
your most difficult close. Your success as a salesperson will depend on your ability to anticipate and handle a prospect
or client’s objections. No matter how good or thorough you may think your presentation is, at some point, you may get an
objection. How you handle it will make the difference on whether you close the sale or not.

An objection refers to "any problem verbalized by the prospect which prevents you from moving to the next step in your
presentation or closing the sale. Usually a lack of understanding on the part of the prospect is the reason for the objection.
Objections have a structure which can enable you to analyze them, determine the cause, minimize their occurrence and
deal with the effects that arise. It is important to work with your prospect or client to understand the exact nature and
extent of his objections. Using a Prospect or client-centered approach where you provide all the facts necessary will work
well in overcoming the objections. When you welcome objections you are communicating to the prospect that his needs
are important and will be addressed.

You correctly selected the best answer 30% of the time. (3 of 10)
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Working with Objections (3)       

0 to 49th Percentile

Sandra, your score suggests a strong need to develop an understanding of the working with objections phase of the
consultative sales process. Salespeople that develop a strong understanding of this phase of the sales process will be
better able to analyze objections, determine the cause, minimize their occurrence and deal with the effects that arise. It is
important to work with your prospect or client to understand the exact nature and extent of his objections.

If you would like to increase your knowledge and skill in this area:

Books
25 Toughest Sales Objections-and How to Overcome Them by Stephan Schiffman (13-Jun-11)

Sales Objections: How to Handle Them: Remove the Roadblocks to Your Sales Success by Greg Woodley (10-Jul-11)

Sales: How to Handle Objections by MTD Training (12-Sep-12)

WAYMISH Why Are You Making It So Hard...for me to give you my money? by Ray Considine, Ted Cohn, Lee Tomlinson and Chris Considine (1-
May-12)

The 10 Essential Habits of Sales Superstars: Plugging into the Power of Ten by Butch Bellah (13-Jun-14)

Solutions to all sales objections.: HOW TO OVERCOME ANY SALES OBJECTION!!! (Sales tips on overcoming sales objections.) by Ben Younes and
Waleed Younes (24-Oct-15)

Overcoming Objections: How to Close More Sales at Higher Margins Using Proven Strategies by Carl Henry (9-Feb-16)

Online Courses
EJ4-Handling Objections
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Traditionally, strategies for closing sales have involved pressuring prospects and clients, neutralizing their stalling tactics,
and overcoming their objections -- behaviors that are in direct opposition to the philosophy of the consultative process. On
the other hand, salespeople, afraid of harming the relationship they’ve nurtured by appearing too aggressive, hope the
deal will close itself, something, which rarely happens. Consultative closing provides the solution, breaking up the closing
process into small, actionable steps that help the salesperson gain gradual buy-in and establish a long-term working
relationship with the prospect or client.

If you have successfully performed the earlier steps in the selling process, the close follows naturally. Closing is simply
asking for a decision when you believe a prospect is going to say “yes.” It has been said that salespeople must “close
early and close often.” This is not recommended when you are working to build trust relationships with prospects and
clients. By following this philosophy you are building an adversarial relationship. A prospect or client is likely to regard
asking for the order before he or she is ready to buy as pushy. You don’t want to seem pushy, or overly aggressive. If you
do, the client is likely to start pushing back.

Research supports the idea of not being too pushy when closing a sale. Successful salespeople tend to let the prospect or
client make the decision. This doesn’t mean that successful salespeople expect to close only once. Often, undetermined
needs still must be addressed. This is one reason that salespeople must be prepared to use various closes with their
prospect or client throughout the consultative sales process.

You correctly selected the best answer 40% of the time. (4 of 10)
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Getting the Business (4)       

0 to 49th Percentile

Sandra, your score suggests a strong need to develop an understanding of the getting the business phase of the
consultative sales process. Improving your knowledge of this essential phase of the sales process will help you increase
your ability to close more sales. Breaking up the closing process into small, actionable steps will help you gain gradual
buy-in and establish a long-term working relationship with the prospect or client.

If you would like to increase your knowledge and skill in this area:

Books
Secrets of a Master Closer: A Simpler, Easier, And Faster Way To Sell Anything To Anyone, Anytime, Anywhere by Mr. Mike Kaplan (12-Jun-12)

Game Plan Selling: The Definitive Rulebook for Closing the Sale in the Age of the Well-Informed Prospect by Marc Wayshak (28-Jan-14)

Closing: 5 Sales Skills for Achieving Win-win Outcomes by Craig Christensen and Sean Frontz (23-Nov-14)

Never Be Closing: How to Create Unwavering Confidence in Any Sales Situation and Become a 6-Figure Salesman...... by Ted McGrath (16-Mar-15)

Be Bold and Win the Sale: Get Out of Your Comfort Zone and Boost Your Performance by Jeff Shore (31-Dec-13)

Sales Techniques And Strategies: Sales Strategies That Have Been Proven To Work (Sales,Sales Techniques,Sales... by Anthony Blair (10-Jan-15)

Sales-Free Selling: The Death of Sales and the Rise of a New Methodology by Steve Fretzin (3-Mar-13)

Online Courses
EJ4-Closing the Sale

EJ4-No Push® Closing

EJ4-What Customers Want from Salespeople: No Push Selling

SkillSoft- Closing Executive-level Sales Simulation SALE022T
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PROCEPTION2 PERSONAL ACTION PLAN
 
Name __________________________________
Date __________________________________
 
Listed below are areas of potential development that you may find helpful. Review each of the areas in your report and
circle 1 to 3 areas in which you feel you need to improve to maximize your performance. Your next step is to prepare a
plan for your personal development.
 
Prospecting                 First Meeting           Investigating/Probing        Presenting
Influencing/Convincing      Working with Objections        Getting the Business/Closing        General Sales Knowledge

DEVELOPMENTAL GOALS

•

•

•

EXPECTED OUTCOMES

•

•

•

WHO TO INVOLVE

•

•

•

TARGET DATES

•

•

•

INDICATORS OF PROGRESS

•

•

•

POTENTIAL BARRIERS

•

•

•


