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Introduction: Growth Starts with Sales 

Every small business wants to grow. But for many, the path to 
growth is unclear. Marketing is confusing. Customer needs are 
shifting. And even if you have a great product or service, that 
doesn’t guarantee revenue will follow. 

This playbook is designed to give you a clear, grounded approach 
to growing your business through selling. Not through gimmicks. 
Not through jargon. Just real, practical lessons on how to turn 
conversations into customers. 

We built this resource for one reason: most small business 
owners don’t need more theory. They need tools they can use 
today.  

Inside, you’ll find curated lessons from four areas that matter 
most for driving sales: leadership, customer engagement, 
marketing, and sales execution. Together, they form a complete 
strategy for growth. 

You’ll also find commentary before, during, and after each 
section. These notes are designed to connect the dots and help 
you apply each lesson to your own business.  

By the end of this playbook, you’ll have a clearer sense of what 
works, what to focus on, and how to build a repeatable rhythm 
that creates consistent growth. 
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Why These Four Categories Matter 

Sales is not a department. In a small business, it is the heartbeat 
of everything. 

When people think about sales, they often imagine the final pitch 
or the closing moment. But long before that happens, other parts 
of the business are already shaping the outcome.  

Growth through sales depends on what happens across the 
entire business. That is why this playbook draws from four 
essential categories: leadership, customer engagement, 
marketing, and sales. 

Leadership sets the tone. If the owner is not focused on growth, 
no one else will be. A strong sales culture starts with clarity, 
accountability, and the discipline to prioritize what drives 
revenue. Without this, sales efforts become scattered and short-
lived. 

Customer engagement builds trust before a sale is even 
discussed. Every conversation, every email, every touchpoint is a 
chance to move someone closer to buying. Business owners who 
listen well, follow up, and stay close to their customers are the 
ones who grow. 

Marketing attracts attention and opens the door. It puts your 
business in front of the right people with a message that matters. 
But it only works when it is connected to real sales conversations. 
That means crafting messages that lead somewhere useful, not 
just generating clicks. 

Sales, in the direct sense, is the act of helping someone make a 
confident decision to buy. But in a broader sense, it is how your 
business communicates value, builds momentum, and creates 
stability. No part of the business stands apart from it. 
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To grow through sales, a small business must create a culture 
where everyone plays a part. That culture begins with leadership, 
lives in customer relationships, is expressed through marketing, 
and comes to life in the sales process.  

In closing, the strength of this playbook is in how it delivers 
knowledge: through curated microlessons. These are short, 
practical lessons designed to fit into your day without 
demanding all of it.  

Microlearning lets you pick up something new in a few focused 
minutes, with content that is easy to digest and ready to use. 

This playbook does more than simply collect these lessons. It 
organizes them in a purposeful way, guiding you through the key 
stages of building sales growth.  

Each lesson stands on its own, but together they form a smart, 
strategic learning path you can apply as you go. 
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1. Sales Growth Starts at the Top 

In any small business, leadership is not just about direction. It is 
about example. When it comes to sales growth, no one has more 
influence than the owner. 

If the owner is not clearly focused on growth, the team won’t be 
either. Sales cannot be treated as a side task or something that 
only happens when time allows. It has to be a priority.  

That means defining what growth looks like, setting expectations 
around it, and following through with consistent action. 

A strong sales culture begins with the owner’s mindset. It 
requires clarity around goals, discipline in execution, and 
accountability for results.  

These values do not emerge on their own. They are led, 
reinforced, and modeled from the top. 

Without this leadership, sales efforts become scattered. A few 
deals may come through here and there, but momentum fades.  

The team loses direction. Marketing drifts. Customer 
engagement becomes reactive. Everyone stays busy, but few stay 
focused. 

Leadership that supports growth means more than just cheering 
from the sidelines. It means carving out time to look at what is 
working, making real choices about what to pursue, and building 
a team that knows where the business is going and how sales 
will get it there. 

In a small business, the owner is the culture. And when the 
culture embraces selling with purpose and focus, growth is no 
longer a hope. It becomes the standard. 
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Hiring a Sales Manager   

Hiring a sales manager is a critical move for any growing 
business. The right person can lead your sales team, drive 
revenue, and bring structure to your sales process. A poor hire, on 
the other hand, can stall momentum and create confusion. Here 
are key factors to consider when hiring a sales manager: 

Clarify the role: Decide if this person will be managing a team, 
selling directly, building a sales process or all three. Align the job 
description with your current stage and growth goals. 

Look for relevant experience: Prioritize candidates with a proven 
track record in your industry or sales model (e.g., B2B vs. B2C, 
inside vs. field sales). Experience managing quotas, pipelines, and 
performance matters. 

Assess leadership ability: You need more than a top seller—you 
need someone who can coach, motivate, and hold others 
accountable. Look for evidence of team development, not just 
personal wins. 

Evaluate their sales philosophy: Ask how they approach 
forecasting, CRM use, territory planning, and compensation 
models. Make sure their style aligns with your culture and 
expectations. 

Check references carefully: Speak with past direct reports and 
supervisors. Look for consistent feedback on leadership, 
communication, and performance under pressure. 

Set clear expectations: Define KPIs, sales targets, and reporting 
requirements from the start. Establish regular check-ins to 
ensure alignment and course correction. 

Hiring a sales manager is a strategic decision that impacts 
revenue, culture, and growth. Take your time and get it right. 
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Hiring Great Salespeople  

Hiring great salespeople is essential to the success of any 
business, as they play a crucial role in driving revenue and 
achieving sales targets.  

Here are a few tips for finding and hiring top sales talent: 

Clearly define the role and responsibilities of the sales position. 
This will help you attract candidates who are well-suited to the 
job and understand what is expected of them. 

Look for candidates with strong communication and 
interpersonal skills.  

Salespeople need to be able to build relationships with potential 
customers and clearly articulate the value of your products or 
services. 

Seek out candidates with a track record of success. Look for 
people who have a proven ability to meet or exceed sales targets 
and have a history of driving revenue for previous employers. 

Consider candidates with diverse backgrounds and experiences. 
While a sales background is certainly helpful, candidates with a 
variety of professional experiences may bring new perspectives 
and approaches to the role. 

Use a variety of recruitment methods. Consider using job boards, 
social media, and professional networks to reach a wide pool of 
potential candidates. 
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Train a New Salesperson 

Training a new salesperson starts with clarity. Before they pick up 
the phone or send a single message, they need to understand 
three things: who they are selling to, what problem they are 
solving, and how the product or service creates value. 

Start by walking them through your ideal customer. Show them 
what a good fit looks like and what signals to listen for.  

Give them real examples. Let them sit in on calls or review deals 
that worked and a few that did not. 

Next, train them on your offer. They need to know what it does, 
how it compares to alternatives, and how it has helped actual 
customers. 

Use short stories, real use cases, and simple talk tracks. Do not 
bury them in technical detail. Give them language they can use 
in a conversation. 

Then teach your sales process. Walk them through how leads are 
created, how follow-ups are tracked, and what a complete 
opportunity looks like in your system. Reinforce structure, not 
scripts. The goal is confidence, not memorization. 

Finally, set expectations. Let them know how success will be 
measured and what habits matter most. Focus on activity, 
attitude, and effort in the early days. Wins will follow. 

A good start builds a strong rep. Keep it simple, stay involved, and 
coach in real time. 
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Do I Need to Be a Salesperson? 

No, you do not necessarily need to be a salesperson to own a 
small business, but having some sales skills can certainly be 
helpful.  

As a small business owner, you may be responsible for selling 
your products or services to customers, but this doesn't mean 
you need to be a natural salesperson. 

However, it is important to understand the basics of selling and 
customer relationship management in order to effectively 
market and sell your product or service.  

You will need to have a good understanding of your target 
audience and how to communicate with them effectively. You 
will also need to know how to identify and capitalize on sales 
opportunities. 

If you are not comfortable with sales, you can always hire 
salespeople or work with marketing professionals who can help 
you develop and execute a sales strategy.  

Alternatively, you can focus on building strong relationships with 
your customers and let your passion for your business and your 
product or service do the selling for you. 

In any case, owning a small business requires a wide range of 
skills, including financial management, marketing, customer 
service, and leadership.  

You may not need to be a natural salesperson, but you will need 
to be able to understand and navigate the sales process in order 
to succeed in business 

. 
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Sales Team Meeting Agenda 

Purpose 
This meeting is designed to focus the team, sharpen execution, 
and create a space for practical discussion.  

The goal is to leave with clarity, commitment, and one specific 
move each rep will make before the next meeting. 

1. Quick Wins (5 minutes) 
Each rep shares one success since the last meeting. It can be a 
new sale, a great conversation, or a breakthrough with a stuck 
deal. Keep it short. Celebrate progress. 

2. Pipeline Pulse (10 minutes) 
Go around the table. Each rep gives a fast update on their top 
three opportunities. Focus on what is moving and where help 
may be needed. Blockers should be noted for follow-up after the 
meeting. 

3. Topic of the Week (10 minutes) 
The manager brings a short sales lesson, story, or MicroLesson. 
Use this time to sharpen skills, reinforce a process, or review a 
playbook move. Keep it practical and connected to real deals. 

4. Commitment Rounds (5 minutes) 
Each rep shares one move they will make today that supports 
their number. This can be a call, a close, a follow-up, or a reset. 

5. Wrap and Reminders (2 minutes) 
Close with reminders, targets, or any key announcements. Keep 
the energy steady and the focus forward. 
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Sales Script 

Here's an example sales script for a small business owner: 

"Hello, [prospect's name], this is [your name] from [your business]. 
I wanted to take a moment to introduce myself and tell you 
about our products/services. 

We specialize in [briefly describe what your business does]. Our 
mission is to [state your mission/goal]. 

We've been helping businesses like yours [provide an example of 
how you've helped a similar business or a benefit of your 
product/service].  

Our customers love us because [list some benefits of working 
with your business]. 

I'd love to learn more about your business and how we can help 
you achieve your goals. Would you be open to scheduling a call 
or meeting to discuss further? 

If you're interested, we can discuss our pricing and packages in 
more detail during the call/meeting. I promise you'll find our 
prices competitive and our services exceptional. 

Thank you for your time, [prospect's name], and I look forward to 
hearing from you soon." 

Remember to keep the script concise, personalized, and focused 
on the benefits you can offer the prospect.  

Good luck with your sales efforts! 
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Sales Secrets 

While there is no guarantee of success in sales, here are some 
sales secrets that may help you achieve better results: 

Build relationships, not just transactions: Building strong and 
meaningful relationships with your customers is key to creating 
long-term loyalty and repeat business. 

Know your customer: Understanding your customer's needs, 
wants, and motivations can help you tailor your sales approach 
and better meet their needs. 

Listen more, talk less: Listening to your customers and 
understanding their needs is more important than talking about 
your products and services. 

Be authentic: Being genuine and authentic in your sales 
approach can help build trust and credibility with your 
customers. 

Embrace technology: Utilizing technology, such as customer 
relationship management (CRM) software or virtual sales tools, 
can help streamline your sales process and provide valuable 
insights into your performance. 

Continuously improve: Regularly evaluating your sales 
performance and seeking out opportunities for improvement can 
help you stay ahead of the competition and achieve better 
results. 

Focus on the solution, not the product: Focusing on the solution 
you provide, rather than just the product you sell, can help you 
better understand and meet your customer's needs. 

Build rapport: Building rapport with your customers by finding 
common ground and establishing a personal connection can 
help build trust and credibility. 
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Follow up: Following up with customers after a sale or interaction 
can help build loyalty and encourage repeat business. 

Continuously learn and grow: Continuously learning and 
developing your skills and knowledge can help you stay ahead of 
the competition and achieve better results in sales. 
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Salespeople Who Always Discount 

It can be challenging to manage salespeople who always offer 
discounts, as this can impact the profitability of your business.  

Here are a few things you can try: 

1. Set clear pricing policies and guidelines for your sales team. 
Make sure they understand the value of your products or 
services and the importance of maintaining fair and 
consistent pricing. 
 

2. Train your sales team on effective negotiation techniques. 
Emphasize the importance of adding value for the customer 
rather than simply reducing the price. 
 

3. Monitor sales activity and performance. Keep track of which 
salespeople are consistently offering discounts and try to 
identify any patterns or underlying issues that may be 
causing this behavior. 
 

4. Provide incentives for meeting or exceeding sales targets 
without offering discounts. This can help shift the focus 
from simply reducing prices to finding creative ways to drive 
sales. 
 

5. Consider implementing a system for approving discounts. 
This can help ensure that discounts are being offered only in 
cases where they are truly necessary and justified. 
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Are Sales & Marketing the Same? 

Sales and marketing are related but distinct business functions. 

Marketing is the process of identifying, anticipating, and 
satisfying customer needs and wants through the creation, 
promotion, and distribution of goods and services.  

This includes researching and analyzing market trends, 
developing and implementing marketing strategies, and 
creating and managing advertising campaigns. 

Sales, on the other hand, is the process of actually selling the 
products or services that have been developed and marketed.  

This includes activities such as prospecting for new customers, 
building and maintaining relationships with existing customers, 
negotiating deals, and closing sales. 

In summary, marketing is about getting people interested in your 
product or service, while sales is about closing the deal and 
getting them to buy. 
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Leadership Wrap-Up 

Sales growth begins with the owner. If the person in charge is 
focused, consistent, and clear about what matters, the team will 
be too.  

Without that leadership, sales feels scattered. But when 
leadership sets a steady example and backs it up with real action, 
growth becomes part of the culture, not just a goal. 
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2. Customer Engagement Builds the Bridge  

In a small business, selling does not begin with a pitch. It begins 
with a conversation. Growth happens when customers feel heard, 
understood, and respected. That is why customer engagement is 
not separate from sales. It is the starting point. 

Every email, every call, every follow-up is a chance to build trust. 
When that trust grows, so does your opportunity to sell. If 
engagement is rushed or inconsistent, customers lose 
confidence. And without confidence, sales stall. 

Customer engagement is not about adding more tasks. It is 
about being intentional with the moments that matter. It means 
listening for what customers really want, paying attention to how 
they respond, and following through in a way that feels personal 
and dependable. 

Too many small businesses see engagement as something that 
only happens after the sale. In reality, the strongest sales 
pipelines are built by showing up early, being useful before being 
persuasive, and proving that your business is easy to work with. 

Great engagement makes your sales process feel natural, not 
forced. It reduces objections, shortens decision cycles, and 
increases referrals. But it only works when it is consistent and 
genuine. 

Customer engagement is how your business earns the right to 
sell. Treat it that way, and sales will follow. 
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Client Ambassador Program 

Creating a special group comprised of a subset of your clients 
can produce various remarkable results (including referrals and 
introductions). 

Ideas 

Here’s how to organize your client ambassador program. 

Selection: Choose anywhere from 10–20 of your top clients. They 
could be the largest, most profitable ones. Preferably the majority 
should be similar in profile to your prospective ideal clients. 

Invitations: 

“Hi Elaine, we are organizing a special client advisor group, and 
we’d love to have you participate. We call it the Ambassador club. 
It’s a small group. You’ll enjoy being a part of it.” 

Events: Hold dinner with time set aside for socializing in a private 
room of a restaurant or club. 

Questions: Be prepared to lead the conversation. Here are a few 
questions you might ask: 

“What are we doing that resonates with you?” 

“Is there anything we should be doing that we aren’t?” 

“Could there be something we are doing that we shouldn’t?” 

Member Conversations: Weave memorable stories and how to 
connect with an introduction into these discussions. 

Cadence: Hold events every six months. Recognize those 
providing referrals and introductions. 
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Clients That Are Unengaged  

Do you have clients you never hear from? Here are possible 
reasons they aren’t engaging.  

Don’t want to bother you 

You will charge me if I call 

Preferred communications not aligned with your style 

Explore these solutions. Ease their reluctance.  

a. Share your commitment to serving them. Helping clients is a 
major reason you chose this profession.  Also, you welcome all 
questions.  

b. Educate clients about how the firm is compensated; use 
examples. Do you charge for questions? If you don’t your client 
should be aware of that.   

What about clients who find your product/service dull?   

c. Find out what clients are passionate about other topics 
(charities, family, etc.) How do you find out what these are? You 
ask. “What is important to you?”  Now sit back and listen.   

“Let’s support the things you care about.”  This one works.   

d. While many clients see value in your emails, newsletters, 
reports, etc. others may not. Track the metrics of who opens and 
clicks them. Ask those not opening digital communications this:  

 "What's the best way to share information with you?"  With 
communications, one size doesn’t fit all.  

Proactive interaction with unresponsive clients helps them 
understand the value you provide.   
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Script: Unhappy Customer   

Here's a script for a chat with an unhappy customer that you 
want to please: 

Business Owner: Hi [Customer Name], thank you for contacting 
me. I'm sorry to hear that you're not happy with our 
service/product. Can you tell me more about what went wrong? 

Customer: Yes, I ordered [service/product] from your business, 
but it arrived damaged and it's not what I was expecting. 

Business Owner: I understand, and I'm sorry that you had that 
experience. I appreciate you bringing it to my attention. Let's see 
what we can do to make it right. First, I want to apologize for any 
inconvenience this has caused you. That's not the type of 
service/product that we pride ourselves on. 

Customer: Thank you, I appreciate that. 

Business Owner: Of course. Here's what we can do to address the 
issue. Option one is that we can offer you a full refund for your 
purchase. Option two is that we can send you a new 
service/product at no additional cost. Option three is that we can 
offer you a discount on a future purchase. Which option would 
you prefer? 

Customer: I would like a replacement product, please. 

Business Owner: Absolutely, I will get that arranged for you right 
away. We will send a new [service/product] to you within [time 
frame]. I will also make sure that we take extra care in packaging 
it so that it arrives in perfect condition this time.  

Is there anything else I can do to make things right for you? 
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Customer: No, that's all. Thank you for your help. 

Business Owner: You're welcome, [Customer Name]. I appreciate 
you bringing this to my attention and giving me the opportunity 
to make it right.  

Please don't hesitate to contact me in the future if you have any 
further concerns or questions. Thank you for your business. 

Often customers find out how great a business is when 
something goes wrong. Play it right and you’ll have a customer 
for life.  
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Customer Engagement Wrap-Up 

Before someone buys, they need to feel heard, understood, and 
valued. That’s what customer engagement is all about. It builds 
trust in every conversation, every reply, and every follow-up.  

When customers feel a real connection, they are more likely to 
move forward, stay longer, and share their experience with 
others. 
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3. Marketing That Drives Sales 

Marketing is how people find you. It is the signal that tells 
potential customers you exist, that you understand their 
problem, and that you might be worth their time. But attention 
alone is not the goal.  

Growth comes when marketing starts real conversations that 
lead to sales. 

For small business owners, the challenge is focus. It is easy to get 
lost chasing likes, followers, or flashy campaigns that look good 
but lead nowhere.  

The real value of marketing is measured by what happens next. 
Do people reach out? Do they ask questions? Do they take the 
next step? 

Effective marketing does not need to be loud or expensive. It 
needs to be clear, consistent, and relevant. It should speak 
directly to the people you want to help, using their language, not 
yours.  

Every message should serve a purpose: to move someone closer 
to action. 

When marketing and sales are connected, things begin to click. 
Sales calls feel more natural. Buyers show up informed and 
curious. Trust builds faster. That is because the work of 
educating, positioning, and aligning expectations has already 
begun before the first conversation. 

Marketing is not a separate task. It is a steady drumbeat that 
supports every sale you make. Do it well, and you are not just 
generating attention. You are opening the right doors for the 
right reasons. 
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Referrals Into Introductions 

First, let’s explore a common situation.  

So what happened? Al assumed Elaine would call you, but Elaine 
thought Al would make an own introduction. And you 
never heard from either one. Ugh!  

Just one introduction for every ten referrals is not uncommon. As 
great as being referred is, without actually connecting with the 
referred person it means little to the business owner.  

Don’t Confuse Referrals and Introductions 

Now, let’s unwind a popular misconception. Business owners 
tend to view referrals and introductions as one and the same. 
That’s inaccurate.   

A referral occurs when a client (or another professional) suggests 
the services of an expert to someone they know who can benefit 
from their help. For example:  

This is a referral.  Remember your client Al? He referred you to 
Elaine. Al was motivated by a desire to help her.  

An introduction (for our purposes) occurs when one person 
presents (or brings together) two people who could benefit from 
meeting. For example:   

This is an introduction. After Al’s referral, he requests you meet 
with him and his friend Elaine. At the cafe, Al states “I set this up 
so you two could meet and get to know each other.” Then Al 
excuses himself.  
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 1. Why Aren’t Clients Introducing Me More?  

The culprit is a lack of information. Don’t assume that clients will 
always contact you with an introduction. Some will. Many won’t. 
Why? Because nobody explained to them what to do when they 
want to make an introduction.  

 2. Clients Contact You  

Introduction requests should come from clients, not the referral. 

Why shouldn’t the referral contact you directly? This rarely works. 
They forget, lose info, etc., which factors highly into the 90% not 
connecting with the referred firm.  

So what might happen if the referral tries to connect with you? 
Here’s one example: 

 3. Who Contacts the Referral? 

After you talk to the client, they will coordinate the introduction.  

Why shouldn’t the business owner contact the referral directly? 
Often the person referred will be caught off-guard, not instantly 
recall the referral, assume it’s a cold-call, and hang up.  
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How Referrals Actually Happen 

Most people think referrals are a reward for doing great work. 
That’s only half right. Referrals don’t just show up. They happen 
when you create the right conditions, consistently. Great 
businesses earn them, but smart businesses engineer them. 

Here’s how it really works: 

You have to ask 
Even satisfied clients don’t always think to refer. The best 
salespeople ask directly, at the right moment—after a win, a 
compliment, or a milestone. A simple, confident ask goes a long 
way. 

You have to make it easy 
People are more likely to refer when they know exactly who you 
serve and what you deliver. Get specific. Instead of “know anyone 
who needs help?” try “if you know another firm that struggles 
with messy retirement plan data, I’d love an introduction.” 

You have to stay visible 
Referrals happen when you stay top of mind. That means regular 
updates, useful content, and a few personal touches over time. 
Out of sight means out of mind. 

You have to give first 
The best referral engines come from relationships, not 
transactions. When you introduce others, connect people, and 
share opportunities, you build a natural path for referrals to come 
back your way. 

You have to be worth talking about 
Clear positioning, great delivery, and a simple message make it 
easier for others to recommend you with confidence. 

Referrals don’t happen by accident. They happen by design. 
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Creating a Culture of Referrals  

Referrals are one of the most powerful growth tools a small 
business can use. They lower acquisition costs, build trust quickly, 
and bring in highly qualified customers.  

But referrals do not happen on their own. They happen when you 
earn them and your team knows how to support them. 

Here’s how to build a referral culture: 

Give customers something to talk about 
Start with a product or service that consistently delivers value. 
Add strong communication and follow-through. When 
customers feel good about what you do, they are more likely to 
tell others. 

Talk about referrals naturally 
The best time to ask for a referral is right after a customer 
expresses satisfaction. Make it a normal part of the conversation. 
Teach your team to say, “If you know someone who would 
benefit, we would be grateful for the introduction.” 

Make it easy to refer 
Provide clear next steps. Whether it is a shareable link, a referral 
card, or a short email template, lower the friction. People are 
more likely to refer when the process is simple. 

Show appreciation 
You do not need a complex program. A handwritten thank you, a 
quick phone call, or a small gift can reinforce the behavior and 
strengthen the relationship. 

Keep it part of your culture 
Referrals are not a one-time tactic. They should be part of how 
you think, train, and communicate as a business. Referrals grow 
when you make them part of how you operate. 
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Referrals: Seven Excuses and How to Fix Them 

As a small business owner, the prospect of asking customers for 
referrals can sometimes be met with hesitation. Factors such as 
preserving customer relationships and uncertainties about the 
right timing and approach can contribute to this reluctance.  

However, reframing these concerns as opportunities for growth 
and improvement can ultimately strengthen both the business 
and its connections with customers.  

This guide aims to help small business owners navigate these 
challenges and leverage the power of referrals effectively by 
providing insights, tips, and best practices for overcoming these 
hurdles.  

As a small business owner, there are several reasons I might be 
hesitant to ask customers if they would refer my business or not: 

Fear of rejection: Asking for referrals can be uncomfortable 
because it leaves me open to the possibility of rejection. I might 
be afraid that customers will say they wouldn't refer my business, 
which could be discouraging. 

Insecurity: I may feel insecure about my products or services, and 
not want to risk receiving negative feedback or confirmation that 
my customers are not happy with their experience. 

Intrusiveness: I might worry that asking for referrals could come 
across as intrusive or pushy. I don't want to make my customers 
feel uncomfortable or pressured to recommend my business if 
they don't genuinely want to. 

Damaging relationships: I may be concerned that asking for 
referrals could strain my relationship with my customers. If they 
feel obligated to refer others but don't want to, it could create 
tension or lead them to avoid my business in the future. 
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Timing: I might feel that it's not the right time to ask for a referral. 
For example, if a customer is going through a difficult situation, it 
may not be appropriate to ask for their help promoting my 
business. 

Inexperience: As a small business owner, I might be unsure about 
how to ask for referrals effectively or professionally. I may worry 
about coming across as inexperienced or unprofessional, which 
could deter customers from referring my business. 

Overburdening customers: I might be concerned that asking for 
referrals could overburden my customers, especially if they've 
already provided feedback or participated in other promotional 
activities. 

Ultimately, while there are reasons a small business owner might 
be hesitant to ask for referrals, it's important to remember that 
referrals can be a valuable way to grow a business.  

By overcoming these concerns and learning how to ask for 
referrals tactfully and respectfully, a small business owner can 
potentially generate more leads and expand their customer base. 

1. Fear of rejection: 

While rejection can be uncomfortable, it can also be a valuable 
opportunity for growth. By facing rejection, you can learn more 
about your customers' needs and preferences, which can 
ultimately help you improve your products and services.  

Furthermore, not every customer will reject your request for 
referrals. In fact, many may be happy to help, which can lead to 
new customers and increased sales. 

You can use the fear of rejection to motivate yourself to improve. 
Make sure you are providing excellent products and services, and 
use any negative feedback as an opportunity to learn and grow.  
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Additionally, practice asking for referrals in a way that is genuine 
and polite, which can help make the process feel less daunting. 

2. Insecurity: 

Insecurity can be turned into a strength by using it as a catalyst 
for self-improvement. By identifying areas where you feel 
insecure, you can take targeted steps to address those 
weaknesses and become more confident in your business 
offerings. 

You can benefit from your insecurities by focusing on continuous 
improvement and growth. By addressing your insecurities and 
working to improve your products and services, you'll increase 
the likelihood that your customers will be happy and more 
willing to refer your business to others. 

3. Intrusiveness: 

While you don't want to be pushy when asking for referrals, 
being too passive can also hinder your growth. You can find a 
balance between being assertive and respectful by asking for 
referrals in a tactful, non-intrusive manner. 

You can benefit from this concern by mastering the art of tactful 
communication. Practice asking for referrals in a way that is both 
genuine and non-intrusive, and consider offering incentives or 
rewards to customers who refer others to your business. 

4. Damaging relationships: 

While asking for referrals can carry a risk of straining customer 
relationships, it can also strengthen them by demonstrating trust 
and confidence in your customers. By involving them in your 
business's growth, you can foster a sense of loyalty and 
commitment. 
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You can benefit from this concern by being transparent and 
respectful when asking for referrals. Make it clear that you value 
your customers' opinions and are genuinely interested in their 
feedback. This can help strengthen your relationships and make 
customers more likely to refer your business to others. 

5. Timing: 

While timing is important, it can also be used as an excuse to 
procrastinate. Instead of waiting for the perfect moment, you can 
create opportunities to ask for referrals by incorporating the 
request into your regular interactions with customers. 

You can benefit from this concern by being proactive in seeking 
referrals. Develop a strategy for asking for referrals at appropriate 
times, such as after providing excellent service or resolving an 
issue, and make it a routine part of your customer interactions. 

6. Inexperience: 

Inexperience can be an advantage, as it allows you to learn and 
grow without being burdened by preconceived notions of how 
things should be done. Embrace your inexperience and use it as 
an opportunity to develop your skills in asking for referrals. 

You can benefit from your inexperience by seeking guidance and 
learning from others. Research best practices included in Asktra 
for asking for referrals, start small and you’re your confidence, 
and network with other business owners to learn from their 
experiences. 

7. Overburdening customers: 

While you don't want to overburden your customers, involving 
them in your business's growth can also make them feel valued 
and appreciated. By giving them the opportunity to contribute to 
your success, you can foster a sense of loyalty and commitment.  
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You can benefit from this concern by being strategic in your 
approach to asking for referrals. Consider segmenting your 
customers and targeting those who are most likely to provide 
referrals, or space out your requests over time to avoid 
overwhelming your customers.  

Here’s a tip you mustn’t ignore: Offer incentives or rewards as a 
token of appreciation for customers who refer your business to 
others. This not only demonstrates gratitude, but also 
encourages further referrals and helps maintain strong customer 
relationships. 

In conclusion, while the concerns mentioned above may initially 
seem like barriers to asking for referrals, they can also be 
opportunities for growth and improvement.  

By addressing these concerns and using them as motivation to 
refine your approach, you’ll strengthen your business and 
increase the likelihood of receiving valuable referrals.  
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Marketing Wrap-Up 

Marketing is not just about getting attention. It is about 
attracting the right people with the right message.  

When your marketing speaks clearly and connects to the 
problems your business solves, it does more than create interest. 
It starts the conversation that leads to a sale. 
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4. Sales Is the Engine of Growth 

Sales is more than closing a deal. It is the moment when trust 
turns into action, when someone decides to invest in what you 
offer. In that moment, all the effort behind the scenes comes 
together.  

Every conversation, every message, and every promise plays a 
role. Sales is not just a step in the process. It is the result of 
everything working well. 

For small business owners, sales is where momentum begins. It 
brings in revenue, validates your offer, and fuels your next move. 
But sales is not only about money. It is about clarity. It forces you 
to explain why your business matters and prove it to someone 
else. 

A strong sales process is not about pressure. It is about being 
steady, helpful, and consistent. It gives people what they need to 
make a confident decision. When done right, sales does not feel 
like selling. It feels like serving. 

Sales also sharpens the rest of your business. It helps marketing 
stay focused. It makes customer engagement more purposeful. It 
keeps leadership grounded in results.  

When sales is treated as the center of the business, the entire 
team begins to focus on what really drives growth. 

Sales is where everything comes together. Make it strong. Make it 
count. 
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Sales Meeting Agenda  

A sales call agenda is a plan or outline of topics that will be 
covered during a sales call with a potential customer. It helps 
ensure that the call stays focused and productive, and helps the 
salesperson know what to cover and in what order.  

Here are some common items that might be included on a sales 
call agenda: 

Introduction: This is a chance for the salesperson to introduce 
themselves, the company they represent, and the product or 
service they are selling. 

Customer needs assessment: The salesperson should try to 
understand the customer's needs, challenges, and goals in order 
to tailor their pitch.  

Product or service presentation: When the salesperson presents 
the product or service in detail, highlighting its features, benefits, 
and value proposition. 

Handling objections: The customer may have questions or 
concerns about the product or service, and it's the salesperson's 
job to address these objections.  

Closing: If the customer is interested in the product or service, 
the salesperson should try to close the deal by making an offer 
and trying to secure an agreement or commitment. 

Next steps: Even if the customer is not ready to make a purchase, 
the salesperson should try to move the conversation forward by 
setting a follow-up meeting or call. Then gather additional 
information that will help them tailor their pitch more effectively 
in the future. 
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Closing the Sale  

Most small business owners get a little nervous going for the 
sales close; it’s common. Choose a closing style that feels 
authentic and is effective. It will pay dividends.   

__ __ __ __ __ __ __ 

Ideas 

Here are a few different sales closing techniques tips to consider. 
They assume you have determined the prospective client is 
someone you’d like to work with.  

1. Checklist Close 

Brilliant if you had previously described each step to be 
completed before you landed the client.  

“Here’s the good news. We’ve completed the process we 
discussed when we first met. (Describe each of the steps to 
remind them). Are you ready to move forward?” 

2. Level Set Close 

Ideal for ensuring you and the prospective client are both seeing 
this relationship similarly.  

“What would you envision success looks and feels like? (Are their 
expectations doable?) Great, we’re both on the same page. Let’s 
go over the client agreement now. Sound good?”   

3. Direct Close 

This is perfect for the types of prospects who appreciate 
directness.  

“Is there anything that would preclude us from working 
together?” 
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Practice your chosen style. Soon you’ll feel a behavior change.  

Closing sales become less stressful, more natural. Evaluate the 
effectiveness of this new approach. Are you closing new sales? 
How do you feel?  

Eventually, a transformation will occur without realizing it. You’ll 
be a prolific closer. OK, maybe that’s a reach, but you’ll improve 
this important skill.  
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Seven Quick Tips for Closing Sales  

Closing a sale is the final step in the sales process, when the 
potential customer agrees to make a purchase. It involves 
overcoming any final objections or concerns the customer may 
have, and persuading them to take action.  

Here are a few tips for closing a sale: 

1. Confirm that the customer has a need or desire for the 
product or service you're offering. 

2. Address any concerns or objections the customer may have. 

3. Emphasize the benefits and value of the product or service. 

4. Offer a guarantee or reassurance to reduce risk for the 
customer. 

5. Make it easy for the customer to take action, such as by 
providing multiple payment options or offering a special 
deal. 

6. Use effective language and body language to build rapport 
and convince the customer to take action. 

7. Follow up with the customer after the sale to ensure they 
are satisfied and to address any issues that may arise. 

Remember, the key to closing a sale is to build trust and 
credibility with the customer, and to clearly communicate the 
value and benefits of the product or service you're offering. 
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Objections 

Countering sales objections is an important part of the sales 
process and requires effective communication and a strategic 
approach. The following strategies can help you.  

Listen actively: Pay attention to the customer's concerns and 
acknowledge their objections before attempting to address 
them. 

Ask questions: Ask clarifying questions to better understand the 
customer's objections and find out what is really driving their 
concerns. 

Provide information: Use data, statistics, and case studies to 
provide the customer with the information they need to make an 
informed decision. 

Address the root cause: Address the root cause of the objection, 
rather than just addressing the surface-level concern. 

Empathize: Show empathy and understanding of the customer's 
perspective, and help them see the situation from your point of 
view. 

Offer alternatives: If the customer objects to a specific aspect of 
your product or service, offer alternative options or customization 
to meet their needs. 

Build trust: Build trust and rapport with the customer to increase 
their comfort level. 

Stay positive: Stay positive and confident throughout the sales 
process, and avoid becoming defensive or argumentative when 
addressing objections. 
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Sales Plan Example 

Here's a sample sales plan for a small business: 

Goal: Generate $10,000 in revenue within the first three months 
of operation. 

Identify target customers: Determine the ideal customer is. Use 
demographic data, such as age, gender, income, and interests, to 
create customer profiles. 

Develop a unique value proposition: Craft a compelling message 
that communicates the unique benefits your product or service 
offers. Focus on how your product or service solves a problem or 
fulfills a need for your target customers. 

Set sales targets: Determine how much revenue you need to 
generate on a weekly and monthly basis to reach your overall 
goal. Break down your revenue targets into achievable sales 
targets for each day or week. 

Create a sales strategy: Identify the most effective sales channels 
for reaching your target customers, such as social media, email 
marketing, cold calling, or in-person sales. Develop a strategy for 
each channel, including messaging, tactics, and metrics for 
measuring success. 

Measure and adjust: Track your sales performance regularly and 
adjust your strategy as needed. Monitor metrics such as revenue, 
customer acquisition cost, conversion rate, and customer 
feedback to optimize your sales approach.  

By following these steps, you can develop a sales plan that helps 
you reach your revenue goals and build a sustainable small 
business. Remember to stay focused on your target customers 
and adapt your approach as needed to meet their needs and 
preferences.. 
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Great Sales People Attributes 

 

A great sales person typically has the following qualities: 

1. Excellent communication and interpersonal skills 
2. Strong listening and problem-solving abilities 
3. Confidence and resilience 
4. A deep understanding of their product or service 
5. The ability to build rapport and trust with clients 
6. Adaptability and the ability to handle objections 
7. A positive and solution-oriented attitude 
8. Strong time management and organization skills 
9. A results-driven mindset 
10. A continuous desire to learn and improve 
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Sales Funnel   

A sales funnel is a way to visualize the different stages a potential 
customer goes through before making a purchase. Here are the 
different parts of a sales funnel: 

Awareness - This is the top of the funnel where potential 
customers become aware of your product or service through 
social media, search engines, or advertising. 

Interest - Once prospects are aware of your product or service, 
the next step is to generate interest. This is where highlight the 
benefits and unique selling points of your product or service to 
convince potential customers to keep exploring. 

Consideration - At this stage, potential customers are actively 
considering whether or not to buy your product or service. They 
may compare your product or service with other options, or read 
reviews and testimonials from others.  

Decision - This is the point where a potential customer decides to 
purchase your product or service. Price, quality, delivery time, and 
customer service are all factors. 

Retention - Once a customer has made a purchase, the focus 
shifts to retaining them as a loyal customer. This includes 
ensuring customer satisfaction, offering personalized offers and 
discounts, and providing ongoing support. 

Advocacy - Happy customers are more likely to spread the word 
tp attract new customers. This stage involves encouraging 
satisfied customers to leave positive reviews and share their 
experiences on social media and other platforms.  

By understanding each stage of the sales funnel, you can 
optimize your marketing and sales strategy to improve the 
overall customer experience and increase sales.  
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Cold Outreach  

Prospecting using the phone can still be productive. Guidelines 
to consider: 1. Businesses or organizations only (no consumers). 2. 
Main office numbers (no cell phones). 3. Reasonable hours.        

__ __ __ __ __ __ __ 

Ideas 

Around 90% of the time spent phone prospecting with voicemail. 
Don’t despair; here’s what to do the first time.  

Prepare a voicemail script you are comfortable with,  sound 
authentic, and keep it handy.   

Be prepared; choose a topic you believe the prospective client 
would find relevant.   

Leave a message like this one.     

Hi Elaine. I’m Phil White with Mackinaw & Company. I’m calling 
because many small business owners do not entirely understand 
the (fill in your topic here).  

I’m happy to jump on a call to discuss this. I’ll share our view on 
these issues along with what we hear from our small business 
owner clients.  

My direct line is 906.555.1212. I welcome your call.  

Have a great day, Phil 

-------- 

Tip: Don’t get discouraged. Cold calling may not feel fun, but it 
can produce results. Business owners and professionals are 
inundated with cold emails. A friendly voice looking to help them 
solve problems might be a welcome break. 
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Motivation 

Here are a few tips for staying motivated in sales: 

Set goals: Having specific, achievable goals can give you 
something to work towards and provide a sense of 
accomplishment when you achieve them.  

Track your progress: Keep track of your sales and use that data to 
see how you're doing and where you can improve. 

Find a mentor: Having someone to guide you and offer support 
can be a great motivator.  

Stay positive: Having a positive attitude can help you stay 
motivated, even when things get tough. 

Take breaks: It's important to take breaks and recharge, so you 
can come back to work with fresh energy and focus.  

Find ways to stay engaged: Look for ways to stay engaged with 
your work, such as taking on new challenges or finding ways to 
continually learn and improve. 
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Partnerships 

Partnerships can be a great way for small businesses to grow and 
expand. Here are a few tips for establishing partnerships: 

Identify potential partners: Look for companies or organizations 
that complement your business and have a similar target market. 

Define the terms of the partnership: Clearly define the roles, 
responsibilities, and expectations of each partner. 

Communicate regularly: Regular communication is key to the 
success of any partnership. Set up regular meetings or check-ins 
to discuss progress and address any issues that may arise. 

Review and reassess the partnership: Regularly review the 
partnership to ensure that it is meeting the needs of both parties 
and make any necessary adjustments. 

Consider a written agreement: A written agreement can help 
ensure that the terms of the partnership are clear and can serve 
as a reference point if any issues arise. 

Ask you peers about their experiences with partners, what 
worked and what did not work so well.  
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Sales Wrap-Up 

Sales is the moment when everything clicks. The clarity from 
leadership, the trust from engagement, and the signal from 
marketing all lead here. This is where someone makes a decision 
to buy.  

When sales is steady, honest, and supported by the whole 
business, it becomes a reliable engine for growth. 
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Sales is a Whole-Business Responsibility 

If there’s one thing this playbook should make clear, it’s this: sales 
is not a department. It’s not a title. And it’s definitely not just one 
person’s job. 

Sustainable sales growth comes when every part of your business 
supports the customer journey. From how you market, to how 
you deliver, to how you follow up and serve.  

A great salesperson can open doors. What happens next depends 
on your systems, your people, and your commitment to solving 
real problems. 

1. Consider BlueRock Landscaping, a small crew that tripled 
their client base in one season, not by hiring more reps, but 
by training every foreman to upsell and reinforcing follow-
ups from the office.  
 

2. Or Bella & Birch, a boutique retailer that grew online sales 
by 40 percent after the customer service team began using 
buyer behavior data to personalize outreach.  
 

3. Even IronPeak Mechanical, a five-person HVAC company 
that grew faster when the owner started bringing the 
technician into pre-sale walk-throughs, turning every visit 
into a trust-building moment. 

These aren’t one-off wins. They are proof that sales culture scales 
when the whole team is aligned and empowered to help 
customers say yes. 
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If you want to grow, stop asking what your salesperson is doing. 
Start asking what your whole business is doing to make selling 
easier, smarter, and more aligned with your mission. 

Sales is not the finish line. It is the scoreboard for how well your 
business works together. 

 

Running a small business shouldn’t feel like guesswork…  

kevinX helps you cut through the noise with clear answers to real 
problems like growing sales, leading teams, and staying focused 
on what matters most. 

Smart content. Real tools. Built for how small business really 
works. By small business owners. 

✦ Microlessons: 300+ short, focused learning courses, neatly 
curated into four categories: CUSTOMERS, LEADERSHIP, 
MARKETING, and SALES. 

✦ Insider Guides: eBooks  created for practical insights, expert 
tips, and real-world strategies for small business success. 

✦ Playbooks: Focused learning that addresses the full range of 
small business challenges with timely, relevant lessons that build 
durable, real-world skills. 

Plus… 

✦ AI Business Coach: Nonstop, interactive coaching to grow and 
sharpen your customer engagement, leadership, marketing, and 
sales. Practical, collaborative, and built for how your business 
really runs. 

✦ AI Widgets: Small business owners need quick, chewable 
insights they can use to grow. AI widgets deliver smart tips on 
customers, leaders, marketing, and sales. 24 hours a day. 

If you’re ready to lead better and grow faster, kevinX is your edge.  
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Note from the Author 

Hi, I’ve spent over 20 years starting and growing small 
businesses, from a fly fishing membership club to a fractional 
sales & marketing firm for fintechs. 

That journey taught me how vital customer engagement, 
leadership, marketing, and sales are, and how small business 
owners often need to handle it all. 

kevinX is built from my own wins and mistakes. I created, tested, 
and used every part of it myself. 

Build boldly. Lead smart. Own every win. Your business, your way.  

Keep leading, Kevin Adams 

www.kevinx.ai 

 


