
Maximising the opportunity
In an extremely competitive market, the old adage that you won’t get a second chance to make that important 
impression, to give the customer sufficient confidence that your company is the best one to meet their needs, is more 
relevant than ever.

When introducing a new proposition to the market or taking an existing proposition to a new market, the way that the 
sales teams present the offer to their customers is absolutely crucial. 

Accredit understand, not only that our clients are making a significant investment in supporting and training their people 
but that the ability of the sales team to deliver is mission critical. The Accredit approach comprises a number of elements 
which can be built into a flexible managed programme that will give organisations the confidence they need to know that 
those people who are engaging with customers have proven:-

 that they represent the proposition and the company appropriately

 that they can manage a meeting that positions the offer against the real business needs of the customer

 that they can generate the confidence of customers such that they want to take the conversation further.

What does this mean in practice?
Key elements of such a programme could include:-

Stage 1 - ensuring that the sales teams understand the messages in terms of being able to listen out for the “triggers” 
which indicates the customer has a specific need which will result in the proposition delivering quantifiable value 
(benefit). (Note that Accredit will assume that prior to this stage, the sales teams will have already been briefed and 
possibly assessed on their knowledge of the offer. This stage is about how they link that offer to customers in a 
compelling and relevant manner)

Review of all material available to identify the “triggers”

Creation of sales engagement material - These typically include:

o Identification of the key customer triggers

o Creation of Call guides for initial contacts (Both acquisition and retention accounts)

o Meeting guides - How to effectively engage with the customer to identify need and agree how to move 
forward

o Hints and tips on objection handling, competitive positioning and where to negotiate on the proposition

Workshop (either face to face or webinars) taking the sales team through the content and how to engage with the 
customers

Stage 2 - Practical assessment and simulation of customer engagement for new proposition. 

This stage is designed to give the sales teams the opportunity to practice positioning the offer in a role-play but realistic 
sales environment. The assessors (role playing the customers) can be supplied by Accredit or by the organisation’s own 
senior sales managers that Accredit will train. The combination that works best is one from each organisation.

A typical assessment programme will start by briefing the salesperson on the process through a workshop to help sales 
teams understand and practice linking the offer to a customer’s explicit needs  and will typically include a “how to prepare 
for assessment” session. They will be provided with the background to the ‘customer’ (or can use their own customer as 
the case study). The meeting will typically last 45 minutes and will be followed by feedback to the individual on their 
performance.
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The practical assessment typically consists of:

Creation of a sales scenario (based on live accounts) which provides all of the background for the sales 
engagement

A role play, made up of an external assessor (i.e. from outside the sales team) and the sales manager. The 
external assessor will role play a business level decision maker (e.g. Operations Director) and the sales manager 
will role pay a technology level (e.g. IT Director)

Objective scoring system - Accredit provide an online scoring system, linked to the objective of the sales 
engagement, which allows the assessors to score the role play and deliver a Red, Amber, Green result which 
demonstrates the sales person’s results and, therefore, whether they are accredited to sell the proposition

Feedback from assessors including coaching tips on how to improve their performance

Stage 3 - Continuous Improvement

Accredit passionately believes that long-term success is only achieved by embedding the required behaviours so that 
they become habits. 

Continuous assessment - Accredit  builds on the on-line assessment application used in Stage 2, through the addition of 
additional scoring models to cover all aspects of the sales cycle. The scoring tool is made available to the sales 
managers so that they can observe the sales people in the field on a regular basis and use this as a basis for identifying 
coaching and development needs. To support this the application includes coaching and development material which the 
sales manager can use to improve performance, sales behaviours and habits

Coaching is a key requirement of sales managers and although many have attended courses on coaching 
methodologies, this rarely translates into the application of effective coaching. Accredit drives the implementation of 
coaching via:

Workshops to identify the initial coaching objectives (based on the outputs of the initial assessment). These result 
in each sales manager identifying and committing to (with dates) a range of activities to develop their people

Provision of coaching content, these are short modules which the sales managers can use to drive the 
effectiveness of their people in engaging with their customers more effectively. Modules include; Planning, 
Creating opening messages, Qualification, Objection Handling, etc.

Ongoing support - Accredit arrange follow up calls with each individual sales managers (on a monthly basis) to 
ensure that coaching is taking place and to identify what impact it is having and providing advice

The assessment methodology has been endorsed by the ISMM (Institute of Sales & Marketing Management) and 
Accredit’s Directors have had articles published in a range of sales focussed magazines and web sites
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Assessment driving continuous improvement (plus Proof of learning)

Training will nearly always provide an initial boost in 
performance, but unless this is supported by continuous 
evaluation and measurement, backed up by coaching, 
the performance boost will quickly tail off as people tend 
towards more comfortable behaviour. Accredit is 
passionate in its belief that in order to drive the 
appropriate behaviours in the sales force, Sales 
Managers must become more comprehensively engaged 
in regular development. The reality of life as a Sales 
Manager is that these tasks (such as field visits, 
coaching, setting and reviewing objectives) tend to be 
pushed down the priority list as superficially more urgent 
tasks increasingly fill the diary.

The focus of Accredit is to drive the performance of sales 
teams by creating an environment that encourages sales 
managers to continuously assess their people by 
attending meetings and listening to calls and then scoring 
the performance of their people.

Our main aim is to empower sales managers (or internal 
coaches) by giving them the tools and resources they 
need to identify and track strengths and weaknesses, 
coach their teams and drive the desired sales 
behaviours. 

We support this by providing coaching resources and an 
objective tracking system, as part of an intuitive and 
simple online set of tools. As an organisation we believe 
in pragmatism, and rather than invent new sales 
methodologies, jargon etc. we focus on building on what 

our clients have already invested in and look to build a culture of effective evaluation and measurement within the sales 
organisation which will re-enforce and drive the behaviours promoted by the chosen sales methodology.

Our approach is not to assess what they know or, indeed, their attributes. It is absolutely focussed on how they behave 
and their skills in managing a sales meeting/call and achieving the objectives that the client organisation believes are 
appropriate for their people and their roles.
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Ongoing structural benefits

Provides a structure for sales managers to 
assess the effectiveness of their sales team, 
beyond sales numbers, allowing the organisation 
to have an unbiased view of the strengths and 
weaknesses of their people and teams.

Makes sure that sales managers attend calls with 
their team, ensuring they carry out one-to-one 
reviews regularly (we recommend monthly) and 
embed the desired behaviours through feedback 
to the sales team. Creates a 
coaching culture, which will 
improve the effectiveness of the 
sales organisation. 

Provides an evidence-based 
process which can be used to 
drive the development of those 
with potential in the sales 
organisation and highlighting the 
weaknesses of those who may 
not truly be sales people but may simply be in the 
wrong job. 

Moves Sales Coaching beyond the evaluation 
stage to a developmental model that provides 
regular and clear evidence of behaviour “on the 
job”.

Helps to build a culture of continuous 
improvement and provides empirical evidence to 
support personal development plans and 
performance appraisal.

For the Corporation as a whole – as the business is 
realigning to address new or changing opportunities, the 
Accredit Sales Programme will enable you to be certain 
that you have a sales organisation that is up to the task, 
giving you the confidence of knowing that it is 
consistently and accurately delivering the right 
messages.

For the Sales Director – the Accredit Sales 
Programme will ensure that sales 
teams, managers and individuals are all 
doing what they are paid to do. By 
measuring their effect  iveness in real 
time, the processes will enable you to 
more confidently commit to targets and 
the launch of new programmes or 
products.

For the Marketing Director – All 
the benefits of the detailed work to 

create products, promotions and propositions to meet 
customer needs will be lost if these are not being 
accurately delivered at the sales front. The Accredit 
Sales Programme will not only ensure alignment and 
consistency but also give you feedback on the 
effectiveness of the approach and of key campaigns.

For the HR Director – by providing feedback on 
actual behaviour, the Accredit Sales Programme will 
uniquely help the organisation pre-evaluate candidates 
for new roles and provide an ongoing, evidence-based 
foundation to assessing the development path for the 
people already in place.

There are clear benefits for the individual sales 
person. An ongoing Accredit Sales Programme will 
ensure that they are getting the support, coaching and 
development they need; to maximise their ability to reach 
higher sales, recognition and reward.

Our unique approach of unobtrusive assessment and 
ongoing management means that our clients have a 

sales organisation that has been benchmarked 
against the best and a clear and unambiguous path 
to sales improvement.
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Accredit Price Book
Stage 1 - Creating the Sales Message
Assumptions

The client has already created the proposition and the overall marketing message. Accredit will review the existing 
material and use these as the basis for the deliverables

Deliverables

Review of all material available to identify the “triggers”

Creation of sales engagement material for one sales audience- These typically include:

o Identification of the key customer triggers

o One call guide for initial telephone contact

o One meeting guide - How to effectively engage with the customer to identify need and agree how to 
move forward

o Document on hints and tips on objection handling, competitive positioning and where to negotiate on the 
proposition

Webinar taking the sales team through the content and how to engage with the customers

Price

A fixed fee of £6,000

Stage 2 - Practical assessment and simulation of customer engagement for new 
proposition
Assumptions

The client has already tested the product knowledge of the sales team

Deliverables

Creation of assessment scoring system - Accredit provide an online scoring system, linked to the objective of the 
sales engagement, which allows the assessors to score the role play and deliver a Red, Amber, Green result 
which demonstrates the sales person’s results and, therefore, whether they are accredited to sell the proposition

Creation of a structure for the simulated customer engagement (typically this will be based on live accounts)

One assessor who will do a maximum of 5 assessments per day, the client will be expected to provides a second 
assessor. The Accredit-provided assessor will give coaching feedback at the end of each assessment

Administration support for the assessment days, including sending out of invites, contact for any questions prior 
to assessment day, help on use of assessment tool. There will also be pre-programme briefings for both those 
being assessed and also the client provided assessors

Provision of the assessment tool for 90 days  post the assessment for managers to use to assess live meetings.

Price

• Set-up and provision of assessment tool - £3,000

• Provision of assessor - £1,500 per day

• Cost per assessed sales rep - £166

For a programme of 30 sales reps, the overall costs would therefore be £16,980 (£566 per head) made up of 

• Set-up £3,000

• Provision of assessor for 6 days £9,000 (5 assessments per day)

• 30 sales reps at £166 each - £4,980

• Use of assessment tool for 90 days - FOC
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Stage 3 - Continuous Improvement
Assumptions

Sales Management are expected to coach their teams, based on a pre-identified range of competencies and behaviours

Deliverables

Continuous Assessment

o Provision of the assessment tool so that sales managers can objectively assess sales reps in a live 
environment. The tool will include the scoring schema used as part of the proposition assessment plus 
generic scoring schemas for the following meeting/call types

 Uncovering Need

 Positioning the Offer

 Closing the deal

Coaching Programme

o One-day workshop to identify the initial coaching objectives (based on the outputs of the initial 
assessment). These result in each sales manager identifying and committing to (with dates) a range of 
activities to develop their people. There will be a maximum of 8 delegates per workshop

o Provision of coaching content, these are short modules which the sales managers can use to drive the 
effectiveness of their people in engaging with their customers more effectively. Modules include; 
Planning, Creating opening messages, Qualification, Objection Handling, etc. All modules are accessible 
via the assessment tool

o Ongoing support - Accredit arrange follow up calls with each individual sales managers (on a monthly 
basis) to ensure that coaching is taking place and to identify what impact it is having and providing 
advice

Price

• Provision of Assessment Tool - £90 per month per sales manager - minimum of 6 months

• Additional scoring schemas £3,000

• Coaching Programme

• Workshop - £1,500

• Existing Coaching Content - FOC

• Ongoing support - £1,500 per day, minimum 1 day per month
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Stage 1 - Example Sales Engagement Material

Example Call Guide
BT BCM Call Guide - Medium sized company - Retention/Upgrade

- 6 -

BCM Call Guide - greater than 30 
employees

Objective: 
Persuade the customer to invest 1 hour of their time to review 
how the latest solutions from XXX can meet the demands of 

their business going forward

Have you done your pre-
planning before call

Before you call you must know
✓ What the customer's current estate is (Switch, software version, number of 

extensions)
✓ Contact name for call:

⁃ Are they Key Decision Maker or "technical advisor"
✓ Who would attend "health check" from XXX

⁃ Do you have access to their diary, or a set of dates they are available

As an existing customer of XXX we want to ensure that your 
telephone solution is still meeting all your requirements, both 

technically and in terms of your future business needs. 

Our records show that you currently have XXX and that it has 
not been upgraded in xxx years, is that correct?

VALIDATE WHY THEY HAVE NOT UPGRADED
Is there a specific reason why you have not invested in 

upgrading your telephone solution?

INTRODUCE THE HEALTH CHECK
We are offering our clients a health check which will give you 

a clear roadmap to ensure your switch meets your future 
business needs.

ASSUMPTIVE CLOSE
When would be a good time for one of my colleagues to visit 

you? 

CLOSE - AGREE ATTENDEES
To maximise the benefit to you, it is best if you could have 
someone from your IT department or finance/operations to 

ensure we have a full understanding of what your needs are. 
Do you have someone in mind who could fulfill this role?

SELL THE VALUE OF THE HEALTH CHECK
The health check will provide you with a report which will 
identify what you will need from your switch to meet your 

current and future business requirements along with a 
roadmap as to how you can achieve this.

Is there anything else you would like to achieve?

CLOSE - CONFIRM DATE
Can I confirm a date and location with you now!

How to deal with answers
✓ NO, validate why they thought they had not upgraded - cost, time, not aware 

they could upgrade
✓ YES, make a note of there specific reason - pass on to the account team - 

"THAT'S INTERESTING, IT IS IMPORTANT THAT WE UNDERSTAND THIS SO 
WE CAN ENSURE WE ARE ABLE TO HELP YOU"

As a result of carrying out health checks we have helped clients
✓ Reduce the costs of calls by using new features on the latest switches
✓ Reduce the cost of mobile calls
✓ Make it easier to have home workers
✓ Improve their customer service by ensuring that it is easy for them to pick up 

messages left by customers (both vmail and email)
✓ Increase collaboration between your staff to drive efficiency

If you need to tell the customer the report will contain
✓ Costs savings available if use latest technology
✓ How technology can drive more effective and flexible working practices
✓ Roadmap of how they should proceed

Remember if you are speaking to IT/Comms you need a finance/ops person there and 
vice versa.
Ensure you capture
✓ Name
✓ Role

At conclusion of call

Send confirmation e-mail which includes Date, Time, Location, XXX attendee, Customer attendees, Objective, Agenda

QUALIFICATION
✓ Existing Nortel user
✓ Comms / IT Mgr
✓ Unified Communications - vmail - e-mail, IM Presence
✓ Home Working (Work away from the Office as if in the Office)
✓ Branch office connectivity

Write your own opening message
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Example Meeting Structure

W
hat does success look like?

W
hat do w

e have to do to proceed ?

W
hat do w

e know
 about w

here the custom
er is today ?

W
hat business benefits are required?

K
now

 reason(s) to do som
ething N

O
W

Is C
ustom

er already com
m

itted                        to som
e projects? (w

ho w
ith?)

W
hat key concerns im

pact decision?

W
hat is the proposed budget approach?

✓
Strategic im

peratives –e.g.
⁃ G

eographic expansion
⁃ N

ew
 m

arkets
✓

O
perational im

peratives –e.g.
⁃ D

eliver m
ore for less (cost saving or efficiency) – need 

to quantify
⁃ N

ew
 business processes being introduced 

(collaboration)– w
hen, w

hat is the im
plication?

⁃ N
ew

 w
orking practice e.g. H

om
e w

orkers –W
hat %

 of 
the w

orkforce, is there a building reduction?
⁃ M

anaging corporate risk – business continuity
✓

Technology –e.g.
⁃ E

O
L of technology –W

hat is the im
pact, do they have 

to do anything?
⁃ D

o m
ore w

ith B
T &

 N
ortel – new

 technology capability 
(e.g F2M

 integration, virtual netw
orking)

✓
Financial benefits –e.g.

⁃ M
easurable cost savings –quantify

⁃ R
eduction in cost per transaction –quantify

⁃ Increased revenue –com
petitive edge– reduced 

tim
e to m

arket for new
 products/ services

✓
O

perational benefits –e.g.
⁃ E

fficiency gains –needs to be quantifiable
⁃ A

lign C
S

1000 opportunity w
ith strategic plan

✓
M

aintaining service levels
⁃ W

hat im
pact w

ill poor service levels have?
✓

Scalability
⁃ Fixed, m

obile, hom
e w

orkers etc.
⁃ A

re there plans to increase people or locations?
⁃ Flexibility to cope w

ith unpredictable business needs
✓

Supplier SLA
s

✓
Internal skill shortages

✓
B

acking the w
rong technology - need to dem

onstrate 
quality and value of C

S1000 solution

✓
 W

hose budget? C
A

PEX versus O
PEX

⁃ IT versus O
perational B

udget
⁃ H

ow
 is the budget justified?

✓
Target R

O
I

⁃ B
udgetary neutral –savings have to pay for 

the expenditure e.g. H
eadcount savings, 

E
fficiency gains
⁃ R

eduction in C
om

m
s/IT spend (%

/£)

✓
Personal rew

ard
⁃ O

rganisational leadership
⁃ Technology leadership
⁃ O

ther
✓

Industry leadership
✓

M
easurable gain
⁃ R

O
I/TC

O
 - reduce fixed, m

obile and 
broadband costs
⁃ Increased revenue
⁃ Im

pact on bottom
 line –productivity –reduced 

cost per transaction
⁃ C

ustom
er satisfaction

⁃ O
ther

✓
Enhanced brand value

Technology status
✓

C
urrent sw

itch
⁃ R

elease version
⁃ N

um
ber of extensions

✓
C

onnectivity
✓

U
ser types

✓
E

xisting suppliers
⁃ LA

N
⁃ B

roadband
⁃ M

obile
M

ake a point of looking in the com
m

s room

✓
Enabling C

S1000 opportunity – w
hat’s been 

uncovered?
 A

gree C
S1000 roadm

ap:
⁃ aligns to the technology im

peratives
⁃ aligns to the business strategy
⁃ m

inim
ises risk

⁃ aligns to the financial im
peratives

⁃ delivers the required rew
ards

⁃ A
lign the sales process to the budgetary and 

decision m
aking process

✓
A

gree next step
⁃ D

ate, tim
e, location and objectives for next 

step

1
2

3
S

lides

1
2

S
lides

1
S

lides

1
2

3
S

lides
4

5

1
2

S
lides

1
2

S
lides

3
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Example Objection Handling

Objection Customer Issue Customer Issue Answer

I already have a 
service team How do I justify my service people

By using Lenovo warranty services you free up your service
people to focus on mission critical issues

Isn't it easier to just 
have some spare 

hardware
Isn't it easier to just have some spare 

hardware  - Itʼs as simple as that

If you are comfortable to manage all aspects of distributing the
hardware (or you people can come to a central location) then

this is completely valid.

If, however you are looking to offer a service to a dispersed
user base then the Lenovo Warranty services can reduce your
overheads ad risk. Remember you can have different warranty

level against different "user groups"

I have no additional 
budget for this

I cannot justify the expense of 
extending the warranty

Is this a budgetary issue, i.e. no money, or are you struggling to see 
the value of changing to a higher/longer warranty

Expand the warranty - if you are under pressure to deliver
improved service levels, Lenovo warranties can you help you

do this and reduce your risk

Extend the warranty - What would be the cost to you if your
users did not have access to their PC for an extended period of 
time. Do you have the budget to buy replacement hardware?

Add Accidental Damage Protection - Accurately predict your 
service costs, with no surprises for accidental damage maintenance 

costs. plus save up to 28% as compared to paying for additional 
parts and labour costs.

You do not have to buy now - you can always extend/expand
your warranty levels at a later date, perhaps we could include

this in next year's budget.

Why should I worry 
about protecting 

against accidental
damage?

I cannot justify the expenses of taking 
out ThinkPad Protection

Are you aware of the potential costs associated with accidental
damage to a ThinkPad

In the event of spillage, a fall or power surge damaging a
Thinkpad you could have to replace

✓ System Planer - up to $1,300
✓ Keyboard - $63
✓ DVD Drive - $300
✓ Display - $502
✓ Hard Disk - $194
✓ Wireless Adapter - $143

ThinkPad protection on average saves up to 28% on
maintenance costs
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Stage 2 - Delivering on-line assessment - E2M service

At the core of Accredit’s assessment is the E2M service a dashboard which allows the Sales Manager to 
see the status of the most recent assessment of their team. This dashboard is fully configurable by the 
Sales Manager allowing them to decide which assessment schemas they wish to use and to add/remove 
sales reps in line with the natural churn of the business.
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Assessment scoring schemas are available as downloads which can then be inputted onto the assessment 
tool via a browser.

Overall results are then created and an individual report generated highlighting the strengths and 
weaknesses of the assessed client engagement.
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The Sales Manager will run through the results of the assessment and then agree objectives (Measurable 
with a Timeframe) with the sales person.

The Sales Manager can then use the coaching material to aid in the continuous development of their team
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At all times the Sales Manager has access to both individual trend reports and team reports

Page 13  of 16
 © Accredit Ltd. 2010
 www.sales-accredit.com

http://www.sales-accredit.com
http://www.sales-accredit.com


Example Scoring Schema

!

© Accredit 2010  

Career sales – telephone call Redtray Call type A 

Team member: ! Date:  

Manager/Assessor: !   
Weak  Good 

Opening Position 
1 2 3 4 5 

Ensured the customer was in a position to deal with the call !! !! !! !! !!
Clearly articulated reason for the call !! !! !! !! !!
Provided brief outline of the offer to establish context !! !! !! !! !!
Made positive initial impact !! !! !! !! !!
Showed empathy and sensitivity !! !! !! !! !!

    

Weak  Good Understanding customer’s issues 
1 2 3 4 5 

Understood the role training could play in the prospect’s life !! !! !! !! !!
Uncovered the main issues facing the prospect through good questioning and listening !! !! !! !! !!
Identified affordability status !! !! !! !! !!
Validated and prioritised relevant prospect’s personal objectives !! !! !! !! !!
Understood the prospect’s views on the competition !! !! !! !! !!

    

Weak  Good Building the opportunity 
1 2 3 4 5 

Linked prospect’s challenges and objectives to Redtray solutions !! !! !! !! ! 

Demonstrated the real value of Redtray’s offer !! !! !! !! ! 

Gained prospect’s agreement that the Redtray offer was a potential solution !! !! !! !! ! 

Positioned financing options !! !! !! !! ! 

Gained understanding of what further information would be required to confirm opportunity and how they would 
make a decision 

!! !! !! !! !!

    

Weak  Good Summary & Closing 
1 2 3 4 5 

Summarised key points of discussion ! ! ! ! ! 

Reconfirmed benefits of Redtray offer and value of an interview ! ! ! ! ! 

Confirmed they understood what documentation was required ! ! ! ! ! 

Gained commitment to next actions and timeframes ! ! ! ! ! 

 
Assessor’s comments 
 
 
 
 
 
 
 
 
 
 
 

 

!
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Stage 3 - Example Coaching Material
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