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OPPORTUNITY COACHING

The sales manager must help salespeople to 
develop opportunities that could lead to the 
acquisition of a new customer or additional business 
from an existing one. Opportunity coaching consists 
of the sales manager and the salesperson working 
together to answer the following questions:

Opportunity coaching also entails showing 
salespeople how to build account plans that help 
salespeople track and manage an opportunity as it 
moves through the sales process.

In the early stages of an opportunity, the sales 
manager helps the salesperson understand how 
the lead generation process works and helps 
the salesperson plan for activities that will take 
place during the sales cycle. This helps to ensure 
that salespeople are pursuing the right targets, 
identifying good opportunities, and avoiding bad 
ones. It leads to better pipeline health as well as 
building the skill set and overall capability of the 
sales team.

In the later stages of an opportunity, coaching 
is geared toward differentiation and winning the 
customer’s business. At this point, of course, it 
is too late to impact pipeline health. However, 
because opportunity coaching increases the 
conversion rate, it can positively affect the accuracy 
of the sales forecast.

What constitutes a qualified opportunity?

Who are the buyers, what is their role?

What are their issues and needs?

Who are our key competitors?

What is our relevant value proposition?

What is our history with the prospect?

Studies consistently show that the greatest tool sales managers have is coaching. 
Like any good manager, effective sales managers conduct performance coaching and 
career coaching – but they also devote significant time and attention to two types of 
coaching that are unique to sales: opportunity coaching and call coaching. 
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CALL COACHING

Call coaching entails working with salespeople 
to help them understand how to pursue specific 
opportunities. It assumes that multiple conversations 
will take place during the sale, but typically focuses 
on an upcoming conversation that is crucial to 
moving the sale forward. Call coaching is built 
around the following questions:

During the early stages of a sales process, call 
coaching consists of helping a salesperson know 
how and when to ask the tactical questions to elicit 
the “pains” that might drive a customer to buy a 
solution:

• If competitors solve this problem before you do, 
what could that mean?

• If this problem worsens, how would this impact 
your key customers?

• It might not be your highest priority now, but if it 
goes unsolved for another six months, what will be 
the impact?

• Are you being blamed for this problem?

• What kind of pressure does that create from other 
departmental heads?

•  How will they react if this problem drags on?

• Doesn’t that make you feel anxious?

• What kind of pressure does that put on you?

• Isn’t that eating up a whole lot of your time?

During the late stages of a sales process, call 
coaching consists of helping a salesperson know 
how and when to ask questions to elicit the “gains” 
that might drive a customer to buy:

• How could this solution help you compete better?

• If this gets you to market ahead of the competition, 
what’s it worth?

• If we fix this tough issue now, how will it help your 
strategic plan down the road?

• If you had a solution, would that make the 
Finance/Engineering/Operation/ etc. department 
happy?

• Would a successful implementation give your 
department an organizational boost?

• Would that increase your influence with senior 
management?

• What difference would it make to you personally if 
we could make this problem go away?

• What could you do with the time that this solution 
will save you?

• If we could fix that problem, would that be a load 
off your mind?

What is the call objective?

What are the prospect’s needs?

How do our offerings address their needs?

Do we need any additional information or 
data?

What types of questions will we ask?

What are potential reactions or 
objections?

What will we ask for as next steps?

Do we need to take any materials or other 
resources?
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