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Hello, and thank you for downloading 
the latest ebook from the Clarity Stack 
Sales Academy. 

We’re Clarity Stack, a B2B data and sales insights specialist who deliver business 
contact information, prospecting and new business opportunities and a wealth of sales 
insights for businesses across all sectors and right around the world.

Over the last few years we’ve worked with some of the world’s biggest companies 
and understand the challenges associated with not only sales lead generation, but 
converting those prospects and leads into pitch opportunities and, ultimately, new 
business through the door on either one-off or long-term contracts. 

That is why we’ve put our heads together and compiled this particular ebook, which is 
designed to help you improve your sales strategy so that you are fully equipped with a 
solid, data-led plan of action ahead of your next campaign. Whether it’s a new wave 
of outreach, a promotional strategy or simply a new way of working; we want to equip 
you and your sales team with everything you need to turn prospects into customers by 
creating a sales strategy tailored to your goals and objectives.

About the authors:
At Clarity Stack we have a wealth of talent and experience across our in-house sales, 
marketing and tech teams. Chris White, the author behind this particular ebook, is one 
of the most experienced members of our marketing team and he’s worked closely 
with our sales team to compile what we believe are the essential ingredients for a killer 
and above all else, successful, sales strategy.
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What is a sales strategy?
You wouldn’t simply get in the car and head off towards a destination 
without checking you’re going in the right direction, would you? Hopefully 
not! Well the same can be said for any sales campaign.
 
As a sales professional you need to know what your objectives are from the campaign, how 
you’re going to approach it and what success looks like. Regardless of whether it’s a short-term 
promotion pushing a discount aimed at boosting brand awareness and sales or a longer-term 
strategy aimed at filling your pipeline with increasingly warm leads across the year; a clearly 
defined sales strategy is like the sat nav in your car helping guide you towards those all-
important goals.

Your sales strategy outlines all of your key objectives for the campaign, enabling you to focus 
on specific aspects of the promotion rather than utilising a scattergun approach that targets 
anyone, anywhere, anytime. 

A good sales strategy is built on foundations such as a clear objective in terms of the end goal 
whether that’s a set number of sales, a number of calls per week, revenue targets or similar; 
plus your target audience, methods of approach (phone, email, etc.) and even the structure of 
the team in place to work on this particular campaign as it may not be one that involves the 
whole department. 

Without these key components in place you cannot expect a sales team to work to its full 
potential and get even close to their targets. By ensuring that your campaign goals are clearly 
identified and genuinely achievable you get the whole team pulling in the same direction, 
working together to fill pipelines and turn leads into conversions. Then, if for whatever reason 
(positive or negative) those goals are changed during the campaign, the team knows exactly 
what is expected of them for the remainder of the promotion. 

When you launch a new sales campaign, do you actually go into it with a solid plan of action 
or a strategic approach to who you pick up the phone to call? If not, now is the time for you to 
start doing so!

Whether you’re new to the world of sales or you’re an experienced member of the 
department, perhaps even a sales manager or director, a solid and well-planned sales 
strategy is the only way you’re going to be able to hit those weekly, monthly, quarterly or 
annual targets because it gives the whole campaign some structure.
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It is this clear direction and the open lines of communication that help to keep the strategy on 
track, and this is the role of the sales manager. The wider team needs to understand exactly 
what is expected of them and the overall plan for a new campaign and how they are going to 
sell their products or services to prospective customers. 

Will it be an initial email outreach campaign built out around openers and clickers with follow-
ups designed to increase interest over time building towards a clear objective, or will it be 
more of a social media or phone-based approach where the team speak directly to their 
prospects? This is something that should be clearly outlined and communicated to the team 
prior to starting the campaign, and the chosen approach should be based on data analysis 
taken from previous sales campaigns so that everyone understands not just what they’re doing 
and what they’re using, but the why, too. 

Of course, it’s also important to ensure that this strategy is followed throughout the campaign 
- otherwise it’s simply more admin. Too many times strategy documents are created with the 
best of intentions, and are packed full of research and analysis, only to sit in someone’s desk 
tray or inbox doing nothing. 

This sales strategy document should be adapted and tailored for individual campaigns and 
should be something that is followed by all members of the department regardless of whether 
they’re on the campaign or not. If your team is to pull in the same direction then you need to  
be using this as a company-wide standard strategy and anything else is below that level   
of expectation. 
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Essential components for your    
sales strategy
While every sales strategy document needs to differ from the last in 
terms of its focuses to stay fresh and to show learnings from previous 
campaigns, they all ultimately cover the same five key areas:
 
Target audience 
First and foremost, who are you looking to target? You might already have a prospecting list 
full of contacts you’ve reached out to in the past, or you may have created your own tailored 
prospecting list of companies you want to work with from Clarity Stack; but whichever 
approach you take you need to segment that list down to be as specific to this campaign as 
you possibly can.

If you can analyse the data you have at your disposal then you can see if there have been any 
notable changes in the market in terms of where people are or are not spending their money, 
and where in the pipeline your potential customers are losing interest in your product or service 
so you can make changes to the way you promote it or the page on your website.

By doing this in terms of demographics, budgets and previous interests in your products or 
services you can reach out to the right people at the right time to deliver a service they’re 
more likely to be interested in rather than a blanket approach.

Financials (revenue targets, pricing and promotional offers)
One of the most important parts of your sales strategy is to clearly outline your pricing 
structure and any promotional prices and dates. 

In order to generate more leads, increase brand awareness or get more sales you need to 
come to an informed decision about the price that you’re going to offer during your new 
campaign and make it clear to those working on it that it is a X% reduction in the normal price, 
a free upgrade if they refer another customer between certain dates or a new offer based on 
an annual subscription instead of the standard monthly option.

You also need to forecast how much money you expect this campaign to generate. This could 
be anything from a target figure, a growth percentage, filling the gap between your current 
and target sales figures for the period or simply having a better promotional campaign this 
time than you did over the same period last year. 

Running a promotional campaign is a great way of making some short-term success by 
boosting sales figures (and sales morale) but it goes without saying that you might not make 
the kind of revenue that you’re hoping for because of the reduced pricing structure in place. 

This is something that needs to be factored into the campaign strategy as the sales numbers 
might look very good on the face of things, but actual revenue generated may not reach 
the same heights so it’s important to understand and identify where that happy medium is 
between revenue and number of sales.
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Tactics and qualification 
Next in your plan you need to be focussing on the methods and tactics you’re going to use to 
hit your goals. Are you going to be running an email campaign sending the same message out 
to everyone on your prospecting list or will you be running an account-based marketing (ABM) 
campaign that is more directly targeted as key personnel, the business and detailed research 
into their activity? 

Alternatively, will you focus on getting on the phone and following up on existing or cooling 
leads from within your pipeline? With prospects already aware of who you are and what you 
do, reconnecting with them might yield some good results as they’re already in the funnel, but 
it’s down to how you choose to generate and pursue your leads and what works for you as  
a business.

You also need a solid plan for your prospecting strategy and how your sales qualified leads 
(SQLs) are generated. All of your prospects should be assessed prior to any outreach, and  
that means your sales team being briefed on what to look for before engaging anyone in   
a conversation.

Team structure and resources
Your next consideration should be over how much time and how many members of the team 
you’re willing to invest into this campaign. Is it going to be a few hours each day, is it going to 
be their sole focus for the next month, or will it be all hands on deck for the foreseeable future? 
These are all questions that need to be asked and answered, and then clarified to the team so 
that everyone working on the campaign knows their precise roles and responsibilities. 

If it’s only a short-term promotion you might choose to use just a handful of members of your 
team to work on the campaign, with the rest of the team focussed on other non-promotional 
activity; or you may look to dedicate the morning or afternoon to the new campaign 
depending on what your data and experience suggest.

You also need to know which CRM you are going to be using so that all of your sales call or 
email data can be recorded in one centralised location. This will allow you to follow up at a 
later date, or for other members of the team to see previous discussions with prospects or that 
they should not contact them again.
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Deadlines and goals
Finally, you need a clear deadline for the campaign and what success looks like. If it’s a long-
term or even an open-ended project aimed at reaching out to new areas and audiences then 
you might not put a specific end date on the new campaign, but you might look to have a 
deadline for having reached a percentage of your prospecting list or to have made a certain 
number of sales by a specific date.

If it’s a promotional campaign then you need to know when the offer is ending and any 
changes that might come along as you approach the last few days. Some companies choose 
to add further incentives if the campaign hasn’t quite hit its targets (such as additional free 
weeks or a further reduction in the fee). Others might stand their ground and hope that 
prospects come back in the last few days with the hope of a further discount only to pay the 
pre-discussed fee or a personally negotiated price at the discretion of the sales manager   
or director. 

The last thing you need to outline is what success looks like. Are you setting the team a specific 
financial target of making £X or $X over the course of the campaign, or will it be based on the 
total number of sales. 

When doing any kind of sales forecasting for your strategy it’s important to revisit past 
campaigns as well as monitoring the current market conditions so you can assess whether or 
not this is a typically quiet or fruitful time of year for a campaign. What this means is that you 
might know that you have a lull in sales over the school holidays in the summer or between the 
New Year and beginning of March, in which case you should factor this into the timings for your 
campaign and make stage-by-stage goals, aiming to hit a certain figure in the quieter months 
before ramping up that figure when things tend to pick up again.
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Additional tips for your new sales 
strategy
The biggest takeaway from this ebook is that there is no surefire, one-
size-fits-all sales strategy and you need to be ready to test, evolve and 
adapt in order to succeed.
 
What may have worked for you in the past might suddenly stop working for you and you don’t 
want to be left wondering what to do and where to go with your campaign, so by all means 
look back on past campaign performance and study the data but remember that markets 
move and evolve very quickly and even the most lucrative of times in the year might change 
from one year to the next.

By constantly evolving and improving your sales strategy, however, and bringing in different 
members of the team to expose them to new opportunities and trial new roles, you can 
ensure that you’re doing the very best that you can to run a successful sales campaign for your 
business this time around.

Doing your research into the market is crucial if you’re looking to launch a new product. A 
promotional campaign is a natural process when you launch something new or attempt to 
grow into a new market, but you need to ensure that you’ve researched your competitor’s 
activity thoroughly to determine what has and has not worked for them and also where you 
are likely to sit within that market. 

You don’t want to launch yourself right at the top when you’d be better suited in the middle to 
lower section of the market while you build awareness, but you also don’t want to shoot too 
low when you could go for fewer but more lucrative targets that might take a bit longer   
to convert.

Also, staying aligned with your marketing team is also vitally important as these guys know 
their stuff, too. By working on the kind of joint campaigns that involve marketing reaching 
out and generating new leads they’re actually doing a lot of the groundwork for you to start 
reaping the rewards.
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