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LEARNING OUTCOMES 

After completing this module, you should be able to:

• Discuss why prospecting can be a challenging task for a salesperson.

• Explain strategic prospecting.

• Explain where salespeople find prospects.

• Understand the importance of gathering and studying precall information to

prepare for sales dialogue.



IDENTIFYING SALES OPPORTUNITIES: THREE EXAMPLES

• The Polling Company

• Foster’s Promotional Goods

• RubiconSoft



PROSPECTING: IMPORTANCE AND CHALLENGES

There are several reasons that buyers may not take the time 

to see a salesperson:

• never heard

• presently no need

• not in a receptive mood

• constantly getting calls 

• gatekeepers in any organization



Strategic Prospecting

Strategic prospecting is a process designed to identify,
qualify, and prioritize sales opportunities, and whether
they represent potential new customers or opportunities
to generate additional business from existing customers.



Strategic Prospecting

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 141 



Generating Sales Leads

Sales leads or suspects are organizations or 
individuals who might possibly purchase the 
product or service offered by a salesperson.



Determining Sales Prospects

The most productive salespeople evaluate
sales leads to determine which ones are true
prospects for their product or service. This
evaluation process is usually called qualifying
sales leads



Prioritizing Sales Prospects

The most productive salespeople create an ideal customer
profile and they analyze their sales prospects by comparing
them to this ideal customer profile.



Preparing for Sales Dialogue

The final step in the strategic prospecting process is to prepare for
the initial contact with a sales prospect by planning the sales
dialogue.



LOCATING PROSPECTS

Cold canvassing occurs when salespeople contact
a sales lead unannounced with little if any
information about the lead.



LOCATING PROSPECTS

Cold calling is the most extreme form of cold
canvassing, because salespeople merely ‘‘knock
on doors’’ or make telephone calls to
organizations or individuals.



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 143 



Networking

➢ centers of influence

➢ noncompeting



Company Sources

• Company records

• Advertising inquiries

• Trade shows



Published Sources

• Lists and directories

• Commercial lead lists

• Web sites



STRATEGIC PROSPECTING PLAN

• strategic prospecting plan

• tracking system



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 148 



PREPARING FOR SALES DIALOGUE: GATHERING
AND STUDYING PROSPECT INFORMATION

•process of collecting information

•effectively sensing and interpreting

•accumulate knowledge



Obtaining Information on the Buyer

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 150 



Gathering Information on the Prospect’s Organization

Gathering information about the prospect’s
company helps salespeople better
understand the environment in which they
will be working.



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 151 



Sources of Information

A good salesperson uses all available

information sources to gather valuable

information.



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 152 



Determining Other Buyers’ Influences

• The salesperson should attempt to determine the various buying 

influencers.

• The salesperson must use observation and questioning to determine the 

role of each member of the buying team and the amount of influence 

each exerts; each member’s needs should be determined before or 

during the presentation.



SUMMARY

• prospecting can be a challenging task for a salesperson

• strategic prospecting



SUMMARY

• salespeople find prospects.

• importance of gathering and studying prospect 

information to prepare for sales dialogue



REFERENCES

• Ingram, Thomas (2020) Professional Salesmanship. C&E Publishing, Inc.

• Ingram, et. al. (2019) SELL 6th Edition. Cengage

• Ingram, et. al. (2018) Professional Selling 5th Edition. Cengage India

• Ingram, Thomas (2017) Professional Salesmanship. C&E Publishing, Inc.

• Rosenbloom, Bert (2016) Distribution Management. Cengage Learning

• Westra, Bryan (2015) Salesmanship. Indirect Knowledge Limited

• Iacobucci, Dawn (2015) Marketing Management. Cengage Learning Asia

• Sales Distribution and Supply Chain Management (2015). 3G ELearning FZ LLC



REFERENCES

• Havaldar, Krishna K. (2011) Sales and Distribution Management. Tata McGraw Hill

Education Private Ltd

• Havaldar, Krishna K. (2011) Sales and Distribution Management Text and Cases.

McGraw - Hill

• David Jobber, Geoff Lancaster (2011) Selling and Sales Management Prentice Hall; 8

edition (October 23, 2011)

• David Jobber, Geoff Lancaster (2015) Selling and Sales Management 10th edition

• Ingram, et. al. (2008) Professional Selling 4th Edition. Thomsom South Western

• Long, M.M., Tellefsen, T. and Lichtenthal, J.D. (2007) ‘Internet integration into the

industrial selling process: A step-by-step approach’, Industrial Marketing Management,

36, pp. 677–89.



Online Sources

• https://www.marketing91.com/personal-selling-skills/

• https://economictimes.indiatimes.com/definition/personal-selling

• https://mailshake.com/blog/personal-selling/

• https://www.slideshare.net/SujataUmesh/personal-selling-skills

• https://courses.lumenlearning.com/clinton-marketing/chapter/reading-personal-selling/

• https://smallbusiness.chron.com/importance-personal-selling-76757.html

• http://www.acropol.com.eg/pdf/personal%20selling%20skills.pdf

• https://www.marketingstudyguide.com/main-steps-personal-selling-process/

• https://www.economicsdiscussion.net/marketing-2/personal-selling-process/31782



The End 


