Tool 7.1 Purchase/Sales Funnel Management
Every purchase/sales funnel there ever was is a variation of AIDA: Awareness, Interest, Desire, Action. It’s all about helping prospects move through the funnel.
Awareness (Step 1 is making people aware of your offering – you to them.)
This is going to be different depending upon the size of your target audience. If it’s a small set, you can reach out to them and those influencing them directly. If it’s a broader set, you’ll likely need some sort of mass media like TV, Radio, Print, Online. In any case, remember the objective is awareness – broad and shallow. So, don’t invest too much in any one person.
This is generally a Marketing function with Sales less involved.
Interest (Step 2 is fueling interest in your offering – you and them together.)
Some of those aware of your offering will express an interest. This is where you start a conversation either live or virtually. By definition, conversations are two-way. You want to learn more about them as they are learning more about you and your offerings. Note some of these conversations may go on for extended periods of time.
If it’s a more sophisticated, complex B2B sale, this is where Sales gets involved.
· Identify buying influences: economic, user, technical buyers, coaches – their response modes [growth, trouble, even-keel, overconfident,] win-results and red flags.
· Develop a sales strategy to get the right people in front of the right buyers with the right messages at the right places at the right time over time.
· Think through and deploy components of conceptual selling: understand the customers concept* of what they want to happen – generate ideas to help with that – select best option.
· Implement with single sales objectives for each sales call moving people from unaware to aware to understanding/interested to believing/desiring to action step-by-step [Outline proposition, pre-sell proposition, propose solution, close, follow up.]
* “We are not here to sell a parcel of boilers and vats, but the potentiality of growing rich beyond the dreams of avarice.” - Samuel Johnson
Desire (Step 3 is responding to their desire for your offering – them to you.)
In general, what triggers the jump from interest to desire is a change in their situation or ambition. At this point, your job is to help them understand how your offering can meet their needs better than any other option. If it doesn’t, point them to an offering that does. If it does, help them move to action.
Action (Step 4 is closing the sale and moving the prospect to action – you to them.)
If your offering meets their needs better than any other option, consider the momentum close. Make it as easy as possible for them to say yes at every step. Often this involves a trial offering to let them get a taste of what your full offering can do for them on the way to making ever larger and larger commitments.
Notes on building up your sales team:
· Recruit with the right strengths including hunters (to bring in new accounts,) farmers (to nurture and develop existing accounts,) managers (to direct efforts of Sales people,) operational team to recruit, train, coordinate, track, support Sales, service customers, etc.
· Build the right tracking systems to understand activities, the impact of those activities, and the effect of those impacts as prospects move through the funnel.
Awareness building:
· Awareness-building activities (costs)
· Leads generated by activities (cost/prospect)
· Attempts to connect with leads
· Connections with leads/opt out
Interest
· Agreement to receive further information (opportunities)/opt out
· Agreement to meet/opt out
Desire
· Proposal
Action
· Purchase (cost/order)/opt out
· Train your sales team on potential prospects hopes and needs, on your offering and how it meets those hopes and needs, and on your tracking systems.
· Leverage your tracking systems to understand what’s working well and less well so managers can re-direct sales efforts and training as appropriate.

