


Besides price, your prospective clients have additional costs associated with buying your 

solution, including their time, focus, and money spent on development, implementation, 

testing, pilots, evaluations, deployment, training, and the list goes on. If you fail to 

recognise this you’ll a) show you lack an understanding of their business, and b) 

mistakenly believe you’ve built enough value to justify the costs of your solution. Both of 

these put you in a precarious position. 
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Mistake 1

You fail to recognise the full
costs of your solution

Takeaway: know the costs of your solution and be willing to openly discuss them 
with your prospects.

You settle for surface
problems instead of
digging for real
problems

Often your prospective clients’ real problems are hidden beneath their surface 

problems (or symptoms). What’s more, the impact of these problems may be spread 

across many parts of their business - and thus be costing them a lot more money, time, 

and resources than they had imagined. If you fail to uncover these real problems, your 

prospects may value your solution based only on the surface problems it solves - which 

will make it hard for you to justify your cost. 

Takeaway: dig deep to uncover your prospects’ real problems.

Mistake 2
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You may have hidden concerns about your solution such as: the price is too high, 

it doesn’t deliver as promised, or there are better alternatives on the market. These 

concerns show up in your sales interactions whether you like it or not - either you 

unconsciously pass them onto your prospective clients, or else you lack the conviction 

to effectively address them when they come up, i.e. you hesitate, give in too easily, or 

empathise your way out of the sale.

Mistake 3

You haven’t resolved your own
concerns about your solution

Takeaway: resolve your own concerns first.

You don’t define a clear objective for 
each call or meeting

When you make calls without a clear objective, one or more of the following things happen:

Takeaway: set a clear objective for every call you make.

Mistake 4
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A You lose control of the call, as your prospect - sensing that you don’t have a 

clear direction for the call - takes over to make sure you don’t waste their time; 

B You fail to make progress or move the sale forward; 

C You communicate in a way that is less clear, concise, and compelling than it 

could be.



It’s easy to think you’re just one company selling to 

another company. But your prospective clients are 

not impersonal entities, they are people who have 

specific problems, who turn to other people (aka, 

you) to help them fix these problems. If you treat 

your prospects as if they’re just a company or a 

brand, rather than individuals with their own targets, 

responsibilities, backgrounds, fears, concerns, etc, 

then you will miss the biggest opportunity you have 

to connect with them and gain their trust. 

Mistake 5
You think you’re in B2B 
sales, not P2P sales

Takeaway: remember that you are first and 
foremost in the people business.

You fail to shape 
your prospects’ 
buying criteria

In many organisations today decisions are made 

by consensus. This means there is no single 

decision maker or influencer - there are many. 

Not surprisingly, research shows that the less 

stakeholders you include in the buying process, 

the less likely you are to win their business. This 

creates a big problem for you when you’re only 

dealing with one contact.

Takeaway: speak with as many (relevant) 
stakeholders as possible.

Whether your prospective clients 

know it or not, they’re evaluating 

your solution (and those of your 

competitors) based on a specific set of 

criteria. In some cases this criteria may 

be contradictory or even unhelpful to 

their cause, which can lead them to 

feel confused or  unsure - and thus 

prolong their decision (and your sales 

cycle). Additionally, if left to their own 

devices, their criteria could lead them 

to make the wrong buying decision 

(i.e. to go with your competitor), or to 

make no decision at all.

Takeaway: help your prospects 
define clear buying criteria (that your 
solution meets).

You have one point of 
contact only

Mistake 7
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Mistake 6



You rush to offer 
a discount

Mistake 9

Almost every prospective client 

you speak with will say your price is 

too high. Usually it’s an automatic 

response to whatever figure you’ve 

quoted them and it won’t stop 

the sale going ahead. But if their 

concern is genuine, it’s likely the 

value they’re concerned about, 

not the price; they’re saying it’s too 

much money for what they perceive 

they’re getting. Rushing to offer a 

discount therefore might get you 

the deal, but it’s far better (and 

less costly) to increase the value 

they receive instead. You could, for 

example, offer them a higher priced 

solution that delivers a better result. 

Takeaway: focus on increasing 
value, not on reducing price.

If you think that calling a prospective client 

dozens of times is being pushy, it means you’re 

being self-centred. You’re more concerned about 

your own feelings, e.g. “I feel awkward calling so 

often,” then you are about solving their problems. 

If you really care about helping them, then you 

are justified in calling them as many times as 

necessary. This makes you persistent, not pushy. 

Mistake 8

You confuse persistence
with being pushy

Takeaway: be persistent with your desire 
to help.

If you believe that your prospects’ call the shots - 

and that they have most of the power - then you 

become more of a spectator than a shaper of the 

result, aka of winning or losing the sale. It also 

means you become less resourceful, creative, and 

persistent than you could be - after all, how much 

effort will you put in if it’s ultimately ‘up to them.’

Takeaway: act as if the ball is always in your 
court - then you have the power.

You believe the ball is in 
their court

Mistake 10
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You believe if a prospective client doesn’t return 

your calls or reply to your emails, they’re simply not 

interested. This leads you to give up in one of two 

ways - either you stop calling on them, or if you 

continue to call (because it’s your job to do so, not 

because you want to), it’s with far less conviction. 

This makes your pursuit of them a self-fulfilling 

dead end.

Mistake 11

You underestimate the amount of follow
up required

Takeaway: expect that prospects will ignore 
you - and keep on calling.

Prospective clients will often keep their real concerns to themselves, and share a proxy 

concern with you, e.g. they’ll say “the price is too high,” when what they really mean is 

“your competitor has a better solution.” They do this for a number of reasons including: 

they don’t fully trust you, they want to avoid a confrontation or argument, they feel 

awkward or unsure about the validity of their concern, or they simply can’t put it into 

words.

Takeaway: never accept your prospects’ concerns at face value - always dig deeper.

You believe the concerns
your prospective clients share with you are 
real

Mistake 12
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If your prospective clients argue with you about some minor point, you take the bait 

and argue back. If they’re wrong about something and you’re right - you make sure to 

‘enlighten’ them. Though it may be tempting, trying to win arguments with your prospects 

is a losing game. It’s not about who’s right or wrong, or who said this or that - your 

objective is to sell them your product or service. The only person who is wrong is you if 

you choose pride and ego over helping your prospect.

Mistake 13

You want to be right

Takeaway: don’t get caught up in petty battles. Focus on the prize: winning your 
prospect’s business.

You cannot move into your prospective client’s office, attend all their meetings, engage 

in their office discussions, type up their emails, and be present on all their calls to try to 

influence them to go with your solution. That would be impossible, not to mention very 

inefficient. Yet this is where a lot of the sale takes place. 

Takeaway: train and manage supporters within your prospect’s organisation to 
sell your solution internally.

You don’t realise you need more than one 
salesperson to sell your solution

Mistake 14
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When qualifying a prospective client it’s pointless 

and detrimental to ask them what their budget is. 

They don’t know what your solution is worth to them, 

so they will likely reply with a figure that’s much lower 

than your asking price. And once they are set on this 

figure it will become an unreasonable benchmark 

by which they evaluate any pricing you put forward. 

Additionally, businesses go over budget all the 

time, so if their current budget isn’t enough to pay 

for a solution that they really need, then it needs to 

change.

Mistake 17
You treat your prospect’s 
budget as sacred

Takeaway: if you make it a big enough priority for 
your prospect, they will find the money.
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When calling prospects your voice mysteriously 

morphs into a ‘salesperson’s voice,’ which is an 

unnatural, put-on, fake-friendly voice. This is not how 

you normally speak (nor how any normal person 

speaks) and it unconsciously makes your prospects 

think: “another annoying salesperson.” You may of 

course think you sound engaging, but you just sound 

like every other sales rep who calls them and wastes 

their time.

Mistake 15
You put on a special ‘sales 
voice’ when calling
prospects

Takeaway: use your normal voice. Have energy of 
course, but be natural.

Because you’re a ‘consultative’ 

salesperson, you think it’s 

pushy to ask your prospective 

clients to buy. Yes you don’t 

want to be pushy, but you also 

don’t want to be timid or you’ll 

get nowhere. Moreover, if you 

really are consultative then 

you’ll realise your prospects 

really need your solution and 

therefore you’re obligated to 

get them to buy it. 

Takeaway: at the appropriate 
time, ask confidently and directly 
for your prospect’s business.

You don’t ask 
for the 
commitment to 
buy

Mistake 16
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If you don’t have a sales process, the quality of your sales calls will vary widely and 

your results will be unpredictable. Improvisation is no match for being prepared, 

and the ultimate way to be prepared is to have a process. Your process will act as 

your personal GPS guiding you through the steps of the sale; you’re less likely to 

go off course with it, and if you do you’ll know how to get back on track. Generating 

sales (aka revenue) is too important to be left to chance.

Mistake 18

You don’t adhere to a sales process

Takeaway: if you want consistently great results, stick to a repeatable 
and effective sales process.

You tiptoe around your prospective clients, afraid to ask them tough questions or 

to share with them insights that will challenge them. Your prospects aren’t fragile, 

delicate creatures, so you are just doing them a disservice by being super polite and 

non-confrontational. This doesn’t mean you should actively seek to confront, but 

they need to hear the truth or they won’t change. And often the truth hurts - as does 

the process of change. 

Takeaway: tell your clients the truth, so they can make the tough, but 
important decisions they need to.

You are too afraid to offend

Mistake 19
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Your prospective clients are busy. In addition to having more work then they can 

reasonably handle in one lifetime, they’re bombarded daily with hundreds of emails, slack 

messages, text messages, LinkedIn messages, calls, meeting requests, social media 

notifications, and the list goes on. So when you send them a long winded email, you’re 

not just showing a lack of respect for their time, you’re also increasing the likelihood they 

won’t read it - and will simply delete it.

Mistake 20

You send your prospects long-winded 
emails

Takeaway: keep your emails short, focused, and to the point. 

Your prospective clients don’t care about all the fancy features of your product or 

service. They care about what results those features will produce for them. Will a 

feature help them do their work faster, better, safer, easier? Will it help them get more 

customers or reduce complaints? Will it help them comply with regulations or get 

ahead of the competition? Your prospects’ language is results. 

Takeaway: speak the language of results.

You focus on features, not results

Mistake 21
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When your prospective clients ask you a question, they may have an underlying reason 

for asking it that’s not immediately obvious. Or else the meaning they attach to the 

question might be different to the meaning you interpret. So if you answer their question 

without clarifying it first, you could end up backing yourself into a corner - or responding 

with something completely unrelated. As a result your client may believe you’re not 

listening to them, or that you just don’t get them and their situation.

Mistake 22
You accept your prospects’ questions
without question

Takeaway: if the intention or meaning of your prospect’s question is unclear, question 
their question before replying.

The way to fill your pipeline is to prospect. You are never too busy to prospect, and if you 

are, it’s like an Olympic swimmer saying they’re too busy to swim. Without a full pipeline, 

you’ll become dependent on a small pool of prospects to reach your target, which you 

will pester so much that you’ll lose credibility and rapport with them. You’ll also come 

across as desperate - because with few opportunities to play with - you will be. 

Mistake 23

You don’t keep your pipeline full

Takeaway: ABP - Always Be Prospecting.
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