‘. SALES CALL FUNNEL

Turn Conversations \nto ’Paﬁinﬁ Clients
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& DiRECTIONS € INGREDIENTS

The sales call is where revenue happens. Everything before it — ads, Tags
content, applications, booking — exists to get a qualified prospect on Products

the phone. Your close rate tells you how well the call converts that Custom Fields
effort into dollars.

Most high-ticket funnels close between 15-30% of attended calls. @3 PREREQUISITES
Below 15%, the problem is usually qualification — wrong people on 20+ Attended Calls
the call. Above 30%, you've nailed the match between offer and 5+ Closes
audience.

Your biggest lever is pre-call qualification. A well-screened prospect VARIATIONS

who arrives educated, invested, and matched to the right offer closes
One-Call Close

at 2-3x the rate of an unfiltered lead. Fix the inputs before you fix the
Two-Call Close

pitch. Group Close

PERFORMANCE CALCULATION METRIC TARGET
Determine Your Close Rate 20~30%

%) Ccal Strategy Call - Attended UBo
! Track everyone who joins the scheduled sales call.

o Coachina ?roavam - Premium Tier 120

E Track completed purchases tied to the sales call.

S e Closed Deals + Attended Calls 25.0%
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Breakdown Your Close Rate

Find which prospects close and which ones waste your closer's time.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | CAMPAIGN

Not all traffic converts equally on the phone. A
lead from a 90-minute webinar arrives educated
and pre-sold. A lead from a cold Facebook ad
arrives skeptical. Segment by source to find
your highest-closing channels.

WEIGHT SPEND TOWARD CLOSERS
Shift ad budget to channels with 20%+ close

rates. A higher cost-per-lead from a better
source still wins on revenue per call.

SALES REP
[ REP NAME | TEAM | EXPERIENCE LEVEL

Close rates vary wildly between reps — often
2-3x differences on the same leads. Segment by
rep to identify coaching opportunities, script
gaps, and who should handle your highest-
value prospects.

COACH THE MIDDLE PERFORMERS

Top reps don't need help. Bottom reps may
need replacement. Middle reps — the ones
closing 15-20% — respond best to call
reviews and script coaching.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Webinar
Facebook
Email

orﬁanic

a APPLICATION SCORE

[ BUDGET | TIMELINE | BUSINESS STAGE

Custom fields from the application predict close
rate better than any other signal. Budget range,
timeline, and business maturity tell you who's
ready to buy and who's just exploring options.

SCORE BEFORE YOU CALL
Create a lead score from application answers.

Route high-score leads to your best closer.
Low-score leads get a nurture sequence
instead.

* LEAD TEMPERATURE

B WARM | HOT | RE-ENGAGED | COLD

A prospect who completed your webinar,
downloaded a case study, and opened every
email is a different call than someone who
clicked one ad. Tag leads by engagement depth
to match your pitch to their awareness level.

ADJUST THE SCRIPT TO TEMPERATURE
Hot leads need a shorter discovery and faster

offer. Cold leads need more rapport, more
proof, and a longer objection-handling
phase.

FOCUS SEGMENT
Channel

160 56 35.0%

180 27 15.0%

30 28 35.0%

60 9 15.0%
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Optimize Your Sales Call

Structure the conversation so qualified prospects close themselves.

Discovery

Ask about their situation and goals n

Dig into their biggest challenge

Find out what they've already tried
Reference their application answers
Let them talk — 80% listening
Qualify: budget, timeline, readiness

Bridge & Offer

Restate their problem in their words a

Position the offer as the solution

Map each feature to a specific pain
Present bonuses and guarantee
Introduce price with payment options
Make saying yes feel like the easy choice

DISCOVERY PHASE
A\ ASKQUESTIONS — DON'T PITCH

Spend the first 15-20 minutes on their situation,
not your offer. Reference their application
answers. Ask about their biggest challenge,
what they've tried, and what success looks like.
Good discovery does two things: qualifies the
lead and makes them feel heard. Prospects who
feel understood close at 2x the rate.

B OBJECTION HANDLING

A OBJECTIONS ARE BUYING SIGNALS IN DISGUISE

Price, timing, and spouse objections are the big
three. Don't dodge them — address each
directly. For price: reframe as cost of inaction.
For timing: connect to urgency they expressed
in discovery. For spouse: offer a joint follow-up
call. Script your top 5 objection responses and
drill them weekly.

Objection Handling

Acknowledge — don't dismiss a

Ask a clarifying question first
Reframe with their own words
Price: reframe as cost of inaction
Timing: connect to their urgency
Spouse: offer a joint follow-up call

Close & Next Steps

Present a clear decision point n

Walk through enroliment step by step
Offer payment plans if needed

No close? Book a specific follow-up
Never leave it open-ended

Tag the outcome in your CRM

Yes Maybe No

Enroll now Book follow-up Downsell sequence

BRIDGE & OFFER
A\ CONNECT THEIR PROBLEM TO YOUR SOLUTION

Transition from discovery to pitch with their
own words. 'You said your biggest challenge is X
— here's exactly how we solve that.' Present the
offer as the bridge between where they are and
where they want to be. Match features to their
specific pain points. Generic pitches lose to
tailored ones every time.

n CLOSE & NEXT STEPS

A MAKE SAYING YES FEEL EASY

Don't end with 'think about it.' Present a clear
decision point. Walk through enrollment step by
step. Offer payment plans to remove price
friction. If they can't decide now, book a specific
follow-up — never leave it open-ended. Leads
without a scheduled next step close at under
5%.
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How to Optimize Sales Calls

for your business

Close more deals by matching your call structure to your market.

i.g COACHES
9 SELL THE TRANSFORMATION, NOT THE METHOD

Coaching prospects buy outcomes — not
sessions. Spend discovery asking about their
vision and what's blocking them. Present your
program as the fastest path from where they are
to where they want to be. Use client results as
proof: 'Sarah was in your exact situation 6
months ago.' Stack specific before-and-after
stories throughout the call.

E E-COMMERCE

9 FOCUS ON FIT, NOT FEATURES

High-ticket e-commerce calls — custom
products, enterprise accounts, wholesale —
require needs analysis. Ask about their specific
requirements, volume, and timeline. Present
solutions tailored to their answers, not a
catalog walkthrough. Include samples or
mockups when possible. Seeing a tangible
preview of the outcome doubles close rates on
custom orders.

m B2B & SAAS
@ SELL TO THE COMMITTEE, NOT JUST THE CONTACT

Enterprise deals involve multiple decision-
makers. Your contact may love the product but
can'tsign alone. Ask who else is involved early.
Offer a follow-up demo for the full team.
Provide an internal champion deck they can
share. B2B closers who identify all stakeholders
in the first call close 40% faster than those who
discover them later.

j CREATORS
Pl @ LEVERAGE YOUR CONTENT AS SOCIAL PROOF

Your audience has consumed hours of your
content. Reference it on the call: 'You saw in my
video how X works — the program goes deeper.
This shortcuts trust-building. Creators who
reference their existing content during sales
calls report 25-35% close rates versus 15% for
generic scripts. Your content is your unfair
advantage.

@ COURSE CREATORS

u ADDRESS THE 'CAN | DO THIS' OBJECTION EARLY
Course buyers fear they'll buy and not finish.
Proactively address it: explain the support
structure, accountability system, and
completion rates. Share stories of students with
similar backgrounds. Course creators who
address implementation doubt in discovery —
before the pitch — see 20-30% higher close
rates than those who wait for the objection.

4 PROFESSIONAL SERVICES
4

Q DEMONSTRATE EXPERTISE DURING DISCOVERY

Clients hiring professionals want proof of
competence before they commit. Use discovery
questions to subtly demonstrate expertise —
ask about specifics that show you understand
their domain. Offer one concrete insight during
the call. Firms that deliver a small 'aha moment'
on the call close at 30%+ versus 15% for those
that only present credentials.



