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You ramp up activity, but don't see any measurable impact on your numbers.

 You build urgency, but your prospects put the brakes on moving forward.

You share your full scope of products/services, but your prospects are less interested in any.

We're selling in challenging times. One day the economic outlook is upbeat. The next, we’re facing a 
pandemic. When you don't know what the future holds, it's intimidating. Your prospects and 
customers feel the same way. Right now, they're conserving cash and delaying decisions. When they 
do make a change, their risk tolerance is low and their demands for price concessions high.

Let me be blunt about one more thing. You may read this ebook and say, "Duh. I knew that." Well if you 
do, are you acting on it? Truth is, there's a whole lot of difference between knowing and doing. And 
learning new things requires struggle, failure and feelings of inadequacy before you ultimately 
emerge on the other side.

Your success hinges on your ability to deal with this situational volatility. Yet many of the traditional 
approaches you've learned for dealing with tough times actually make things worse. For example:

Aargh! It's enough to drive you crazy!  And then your fears, uncertainties and doubts start creeping in, 
making things even worse. (This is the voice of experience talking!)

But here's the deal! Selling in volatile times requires fresh strategies. You need to step out of your 
comfort zone and start doing things differently. Your career is at stake – literally.

It's not easy to adjust to today's challenging market conditions.  But, if you don't take immediate 
action on at least three of the following strategies, you're setting yourself up for some tough times. 
So, let's get going ...
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1. Deepen Your Expertise

Strengthen Your Value Propositions
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When you're selling in an unstable environment, in-depth knowledge of your product, service or 
solution is no longer sufficient. If you want to capture and keep the attention of today's buyers, you 
must bring a whole lot more to the relationship. Otherwise, you're on the verge of irrelevance. Your 
prospects can easily visit your company's website to find the data they need without ever talking to 
you – and that's not good!

Without strong value propositions, you can't set up meetings with prospects or get them to change 
from the status quo. Period. It's that important. And, based on my experience, most sellers are 
woefully lacking here.

What is a value proposition? It's a clear statement about the business outcomes that customers get 
from using your product, service or solution. If tells them the impact that switching from the status 
quo will have on their bottom line, operational efficiency, productivity or revenue growth.

How can you tell if your value proposition is strong enough? It's easy. After you say it, your prospect 
says, "Ooh. That's interesting. Tell me more." If that's not happening, it's a sign that your message is 
too weak to be effective.

How has our __________ helped your company?

What value has our product/service provided?

Compared to what you were doing before, what difference is it making?

Send yourself on a quest to uncover the real business case for making a change. Start by asking your 
recent (not long-term) customers:

Share what you learn with your colleagues and expand your knowledge together. Remember too, your 
company has multiple products and services, so you have multiple value propositions. And, you'll use 
different ones depending on whom you're talking to. The VP of Marketing cares about different things 
than a Product Marketing Manager.
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Know More About Relevant Issues

In a volatile economy, sellers who demonstrate expertise about issues, challenges and processes 
that bring high value to their customers invariably win – even at higher price points. To become a truly 
invaluable resource you must know more now than ever before.

Let me offer a new frame for you. Being in sales today requires you to be a business improvement 
specialist. For example:

Perhaps your product or service fits into a workflow. If so, become an expert on project management, 
working across the gap between departments or related processes.

You don't develop expertise by sitting on your butt either. Every single day you need to spend time 
learning about things your customers deem valuable. Seriously. Invest 30 minutes per day reading, 
asking questions, attending webinars and staying ahead of the curve. That's what experts do.

If you sell equipment, you could become an expert on maximizing productivity.

If you sell training, you could become an expert on ensuring behavior change.

If you sell technology, you could become an expert on industry trends.
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2. Challenge Your Prospect's Thinking
You can start acting from a position of strength when you truly know the business value of your 
offering and are deepening your personal expertise. That's why it's the first thing we focused on.

When you have fewer opportunities, operating from a "position of strength" may seem like a fantasy. 
After all, you're willing to accede to their every demand or drop your price at a moment's notice. The 
last thing you would want to do is to offend a potential customer by challenging their thinking.

Nothing could be further from the truth. Research by the Corporate Executive Board shows that 
salespeople who do challenge their customers’ thinking significantly outperform all other sellers. 
Ready to listen now?

Focus Their Attention on the Future 

During times of uncertainty, when you approach your prospects, you're likely to get one of these 
responses: 1) We’ve paused to regroup; 2) Budgets have been frozen; or 3) We're happy with our 
current provider.

In normal times, they say it without thinking. It means nothing. In the midst of a pandemic, inaction is 
caused by fear and doubt. Yet, in either situation, most sellers immediately back down, trying to 
salvage a future interaction. "Can I check in again in six months? Is there anything that would make 
you change? When will you be looking?"

Don't you feel frustrated when you do that? I do. I can't stand it – especially when I know that I can 
save them money, increase productivity and drive more revenue.

You know what? It's time to step up your game and respond differently. Let me show you some 
examples. I'll show you what I might say to the VP of Sales if I was perfunctorily dismissed.

VP Sales: We’re regrouping, given the circumstances.

Me: Based on my work with other business-to-business sales organizations, I know that your 
salespeople are really struggling to set up meetings with decisions makers. It’s got to be even 
worse now. Their failure to get in is costing your company hundreds of thousands of dollars 
annually. You can't be fine with that.
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VP Sales: Budgets have been frozen until this situation changes.

Me: I'm sure that's the case. And right now, you're lacking sales opportunities. Based on my 
research, your average sale price is $35,000. Every day your salespeople are getting further and 
further behind. My research also shows that your target customers are still buying. We're talking 
about a critical business issue here. Let's set up a time to talk.

Get the picture? It's about not being complacent about taking what your prospects say at face value. 
It's also about the truth. You can make a difference. Your offering helps them. But they're too busy to 
stop and figure things out themselves. They need you to do this.

Of course, this isn't typical sales rep knowledge. But it is what top performers are bringing to their 
prospects and customers. And, it's what helps them get lots of sales even in times of uncertainty.

If you invest just 30 minutes a day in your professional development, within a couple months you'll be 
so far ahead of your competitors that they won't stand a chance. Better yet, you'll be converting 
prospects who weren't even looking to make a change – that is, until you showed them how much 
better things could be.

Educate Them on What Matters

But you can only do that if you've been developing your expertise. See how it all ties together?
What information could you possibly know that your customers might find valuable? Lots of things:

How to determine the true cost of the status quo.

What other companies are doing to handle similar challenges.

How to improve their processes, speed up cycles and minimize costs.

What they can do to get more value from their existing expenditures.

Info on changing customer demographics.

How to increase innovation and market share in a volatile economy.

What their competitors are doing.
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3. Reduce the Risk Factors
Because your prospects get so risk averse in a tough economy, it's essential for you to pay attention 
to ways you can make it easier for them to do business with you.

What are they afraid of? What do they consider risky? Here are just a few things that they fret over:

You may think these issues are no big deal, but to your prospects, they could be career derailing. 
That's why they matter.

Boldly Address the Issues

If you're like most sellers, you hesitate to bring up issues that could cause your sales opportunity to 
stall out. However, your desire to ignore them does not make them go away. Instead, they just simmer 
under the surface waiting to erupt.

For example, if your prospect was concerned about the business case, you might say, "Terry, I know 
you're concerned that the project won't yield the projected ROI. Let's talk about it." Sometimes, having 
a frank conversation is all that's needed.

But you could also help reduce the risk by doing things such as:

The key is to be proactive. Don't be afraid of the issues. Deal with them head on.

Projects not delivering the anticipated results

Cost and time for implementation, disruption

Your company's financial solvency or longevity

Quality of your work or accuracy of claims

Difficulty with gaining user adoption

Setting up a meeting with your boss to assure your prospect that they'll have your company's 

full support in achieving their desired outcomes.

Bringing in additional data that you think they'll find useful in their analysis.

Arranging a meeting or discussion with an existing customer who had similar concerns.
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Make it Easy to Say Yes

Your prospects get even more risk-averse when projects or deals are big, costly and complex. And, a 
volatile economy only complicates the matter even more. That's why you need some fresh strategies 
to make it easier for your prospects to move forward with a change initiative. Here are two options 
that can be very effective:

The whole goal is to keep the momentum going and get some business with the company. That's 
what you need to do when people are nervous about the future. Build value first, and then reduce risk.

Break your offering down into small pieces. Despite your strong desire to sell the whole 

shebang at once, it's much easier to get your prospects started working with you on just one 

item or service. Build the relationship, demonstrate competence and then sell more.

Propose fewer options. When there are too many choices, prospects get overwhelmed and 

choose none. Make a solid recommendation that you think is right for them today. It may not 

have everything they need right now, but they can grow into it.
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4. Amplify Your Prospecting Platform
In a volatile economy, you don't want to put yourself at risk either, so I'm going to do a little straight 
talking with you. In all my years in the sales field (as a seller, sales manager, sales coach & 
consultant), 50% of all so-called "closable" prospects did nothing in the short term.

Why? Too busy, not enough ROI, new priorities emerged, management changes in decision makers, 
bad economic news. You name it – they just decided to hold tight. You're also likely to lose another 
25% of potential opportunities to competitors. That's why you need to get more high-quality 
prospects in your pipeline. Here are three things you can do to make that happen.

Create Customer-Enticing Events

There's nothing that creates momentum better than an event. It doesn't matter if you do it by yourself, 
as a sales team or with other companies. When you set the date, things start happening. Before you 
do that, make sure the topic addresses a key business issue your prospects are dealing with. No one 
will show up if all you're doing is talking about your wonderful new products or services. Blah, blah, 
blah. Totally boring.

Another consideration is the type of event. In the current situation, in-person events (workshops or 
seminars) are not possible. I highly recommend webinars or live-stream interactive group 
discussions. Dispersed teams, working remotely can attend together and the streaming conversation 
is engaging and gets their questions on the table. Answering them confidently, with evidence to 
support your claims, can provide momentum to a team feeling stagnant and lacking control due to 
current circumstances.

When you plan your event, make sure you spend lots of time and effort marketing it. Send out emails 
stressing what people will learn by attending. Post it on your website. Invite people via LinkedIn or 
Facebook. Call your targeted prospects personally to let them know about it.

Make sure you also plan a high value follow-up to the event. Send out the PowerPoint slides to 
people. Make a recording available to them. Transcribe the recording and create content with more 
ideas than you had time to share. Initiate conversations about relevant business issues. Send 
attendees a related article, perhaps even a case study. When you plan all this from the beginning, you 
get maximum value from the event.
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Form Strategic Alliances

One of the best ways to amplify your prospecting is by establishing relationships with sellers from 
other companies who contact the same decision makers. If you call on architects or engineers, who 
else calls on them? If you meet with clinic managers or general managers, who else do they meet with?

Do you see where I'm going? Think about the possibilities of pulling together your own group of people 
who call on the same decision makers that you do. You could:

In short, you could get more business. The truth is, I've had alliance partners for years. They've helped 
me when my company was small and floundering -- and I've helped them. As I've grown, my partners 
have changed. But they've always contributed to my top line sales -- and I've contributed to theirs.

Share insider information about targeted accounts, giving you a chance to get in before 

your competitors.

Bring each other in to work on complementary parts of a larger project, giving you more 

opportunities with less effort.

Put on joint events, giving you maximum exposure by leveraging each other's connections 

and resources.
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5. Expand Your Share of Customer
During volatile economic times, one of the best ways to increase your sales is with your existing 
customer base. They know you. Plus, it's easier for them to continue working with you than start 
working with a competitor. And, in many cases, you are grossly under-serving their needs.

Brainstorm Potential Opportunities

When I do my training programs, I often break the salespeople up into small groups and give them 10 
minutes to come up with how they'd address this challenge:

If your boss told you that next year you weren't allowed to have any new customers and that your 
entire income would be based on your sales to existing customers – what would you do differently?

It's a fascinating exercise because it forces you to take an entirely different look at your business. 
Typically, I hear responses such as this:

Mmmm. Good stuff, right? Then why aren't you doing all that today? And what would happen if you did? 
I can tell you what happened to me. As a one-person consultancy, I turned a $10,000 initial contract 
with one client into over $1/2 million in income in just a few years. And it was all because I decided it 
was a lot easier to get more sales with one big company than to keep prospecting all the time.

I'd do a thorough analysis of what we're selling them, what they're not buying from us, where we 

have penetration and where we've never talked to people.

I'd make a real effort to get into other departments and divisions.

I'd be a lot more interested in what they're doing. In fact, I'd immediately set up a meeting with 

all my contacts to learn about their objectives, how they're planning to achieve them, and to see 

if I could find any gaps.

I'd start working on an active referral program so I could get internal people to set me up with 

other key decision makers.

I'd be searching for problems and issues that we could address with some of our other services.
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Bring them Your Ideas & Insights

Once you've got some thoughts on how you can help your customer better achieve their objectives, 
it's time to stick your neck out again. In a volatile economy, you can't be Mr. Nice Guy waiting for them 
to tell you when they want more of your product or service. Instead, you need to be a provocateur, an 
agent of change who purposely but politely bursts their bubble that the status quo is still fine. A great 
way to do that is by pulling together a short "discussion document" or PowerPoint presentation that:

Taking this initiative elevates you in your customer's eyes and opens the door for some great 
business-oriented conversations. You'll be seen as a trusted advisor – and they'll move forward 
because your idea makes sense.

Showcases your knowledge of their current situation, objectives and issues

Educates them about what could prevent them from reaching their goals

Recommends a change, but without giving any product/pricing details

Suggests a logical next step to learn more about the issue or the options
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6. Boost Your Productivity
In a challenging marketplace, getting more done in less time is critical. You want to make sure that as 
much time as possible is spent on customer-facing activities. That means you need to get savvy 
about how to better use technology.

Use Sales Enablement Tools

In the past few years, a plethora of sales enablement tools have emerged that can significantly 
impact your personal productivity. They help you create more opportunities, faster. And, they can 
deepen your customer relationships at the same time. Here are several types that I suggest you 
investigate in more depth:

Alert services such as InsideView or Google Alerts let you know when "trigger events" occur in 

certain accounts or geographies that create opportunities for your product, service or solution. 

Alerts from sales enablement tools that notify you when prospects engage with content you 

share will help you be more responsive in real-time and follow-up in the right context.

Lead databases such as ZoomInfo or Discover.org and LinkedIn Sales Navigator can significantly 

shorten the time it takes to find key decision maker's names within targeted accounts.

Microlearning tools for just-in-time learning can help you improve your skills, understand market 

changes, get quickly up-to-speed with new products, and learn how to use content to better 

support sales conversations.

Video Coaching tools allow you to self-record a video of your pitch or value proposition and click 

to route it to your manager or a colleague for feedback and suggested improvements.
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Develop Relationships Faster

When remote selling becomes your only option, you must establish quality relationships without ever 
meeting in person. That's why I suggest you check out these resources:

That's just a starter kit of new technologies that are taking the sales world by storm. 

Virtual meeting technologies such as Zoom enable you to meet your prospects face-to-face 

without ever leaving your work environment. You can also share your screen to show slides, 

review documents, give demos or virtual product tours, and use a whiteboard feature to 

collaborate with your prospects and customers in real time.

Automated sales workflow technologies such as Sales Loft increase your productivity by 

guiding prospects through the buying process with automated cadences, tracking all activity 

and syncing it with your CRM. You’re able to customize your message to create 

personalized engagement.
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7. Optimize Your Effectiveness
Last, but certainly not least, it's imperative to increase your personal effectiveness during volatile 
selling environments. Because you have fewer prospects, each one is more valuable. That's why you 
always need to be at the top of your game.

Pursue Excellence

Every salesperson I talk to agrees that it's important to do your best. But they start squirming when I 
ask questions such as:

If you want to be a serious contender in a shaky market, you need to relentlessly pursue 
improvement. Failure to self-analyze only leads to continued mediocrity – which ultimately ends in a 
downhill spiral.

What research did you do prior to initiating contact? How did you leverage it?

What was your plan for the meeting? Or did you wing it?

After each call, how often do you debrief, asking yourself tough questions such as:

What went well? How can I incorporate that into future meetings?

Where did I run into problems or obstacles? How could I have eliminated them?

What could I have done better to advance the decision process?

If you were your own prospect, would you:

Delete your emails or voicemails? If so, what needs to change?

Be bored with your presentations? If so, how can you make them better?
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Conduct Sales Experiments

In sales, there's no right or wrong way (except with issues of integrity), just a continuum of 
effectiveness. Some strategies and approaches work well while others yield poor results. Your 
challenge is to figure out how you can have the maximum impact with the least amount of effort. For 
example, say you need more prospects in your pipeline. You could certainly make a lot more calls to 
get that result.

But what if you decided to see if it was possible to get the same number of prospects with fewer 
calls. Suddenly your frame of reference shifts and you start wondering, "What could I change to make 
that happen?"

The reality is that that you can impact numerous variables such as the:

Once you start experimenting with sales, you'll learn some interesting things that will fundamentally 
change – and improve – what you do. The result? Increased effectiveness, which ultimately yields 
more sales with less effort.

Types of companies (tech firms, hospitals, accountants) you're calling on

Level of decision makers (VPs, directors, managers) you engage with

Number of people within a company you initiate contact with

What you say in your voice mail and email messages

When during the day you contact people.
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8. In Summary
Right now is really a make or break time for sellers. If you embrace fresh sales strategies today, you'll 
be successful despite the financial crisis. And, when the economy turns around, you'll be unstoppable.

Start by deepening your expertise. Then use that information to challenge your customer's thinking. 
Jolt them out of their complacency with the status quo and educate them on what matters. When they 
start seriously thinking about making a change, reduce the risk factors by boldly addressing the issues 
and making sure it's easy for them to say yes. Remember, you're at risk too, so amplify your 
prospecting platform by creating events and forming strategic alliances.

Don't forget existing customers; they could be a goldmine for you. Then make sure you leverage 
technology and constantly focus on optimizing every sales opportunity. And finally, always conduct 
sales experiments to see if you can increase your effectiveness.

That's what it takes to be successful in an uncertain marketplace. You have the capability to impact 
every one of these things by yourself. You don't have to wait for your company to take action. You don't 
have to wait till your prospects have money in the budget.

When you turn yourself into an invaluable asset, you instill confidence in your prospects and 
customers, giving them the courage to make tough decisions.
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Jill Konrath is an internationally recognized sales expert and speaker. She’s 
also the bestselling author of Selling to Big Companies, More Sales Less Time, 
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