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Polling Question

What type of opportunity management system is your 
company currently using?

a)   Linked to Salesforce CRM

b)   Linked to Microsoft Dynamics 365

c)   Standalone system linked to a 
sales training methodology 

d)   Paper-based system developed in-house 

e)   Other/don’t know 
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▪ Quickly and effectively assess the status of each sales 

opportunity…to determine whether to pursue

▪ Provide guidance to salespeople by asking critical questions 

and suggesting key actions during each sales campaign

▪ Improve the ability to forecast deals with a higher level of 

confidence     

▪ Improve close rates by having salespeople focus on the deals 

they have the best chance of winning 

▪ Determine which specific sales opportunities should receive 

the critical resources, based on the strength of individual 

Opportunity Plans

Optimal Outcomes of an Opportunity Management 
Process for the Sales Manager
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▪ Quickly and effectively assess the status of each sales 

opportunity…to determine whether to pursue*** 

▪ Identify the key players of influence as they relate to the 

sales opportunity

▪ Select a competitive sales strategy that enables them to 

compete for each opportunity being pursued 

▪ Develop meaning actions that complement the strategy 

and enable them to win the deal  

▪ Communicate the status of a sales opportunity to other 

players in the sales organization 

***  Aligns with sales manager’s objectives

Optimal Outcomes of an Opportunity Management 
Process for the Salesperson
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Sales Opportunity Snapshot

Our Objective
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Qualify the Sales Opportunity

Align with the Political Landscape

Conduct Initial Analysis

Set the Competitive 
Sales Strategy

Test and Review

Develop a Value   
Proposition and Action Plan

One Approach to Opportunity Management
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Polling Question

How would you characterize your role in your company?

a)   Sales Manager or Executive

b)   Professional Salesperson

c)   Sales Operations/Sales Enablement

d)   Marketing or Sales Support 

e)   Other
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Qualify the 
Sales Opportunity
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• Should we pursue this opportunity?

• Can we effectively compete for 
this opportunity?

• Can we reasonably expect to win
this opportunity?

For Each Sales Opportunity - Three Compelling Questions 
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1. Client’s Business Initiative

2. Client’s Ability to Fund the Project

3. Client’s Driving Reason to Change

Opportunity Snapshot®

Opportunity?

Should we pursue this
2
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2

3

1

4. Viability of Our Solution

(from the Client’s Perspective)

5. Sales and Implementation 

Resources (Internal or with Partners)

6. Specific Business Value of Our Solution

Opportunity Snapshot®

CompeteCan we 

for this opportunity?
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7. Ability to Impact the Client 

Decision Process

8. Executive Credibility and Support

9. Alignment with the Relevant Executive

Opportunity Snapshot®

Can we reasonably expect to

Win this opportunity?
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Should we pursue this opportunity?

Client’s Business Initiative

Client’s Ability to Fund the Project

Client’s Driving Reason to Change

Can we effectively compete for this opportunity?

Viability of Our Solution (from the client’s perspective) 

Sales and Implementation Resources Required

Specific Business Value of Our Solution

Can we reasonably expect to win this opportunity?

Our Ability to Impact the Client’s Decision Process

Executive Credibility and Support

Alignment with the Relevant Executive

Qualify a Sales Opportunity
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Opportunity Snapshot® Worksheet
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1. Review each of the nine criteria  

2. Rate them as FAVORABLE only if both of the 

following conditions are met:

▪ Information is known and comes from a flawless source 

within the client organization   

▪ Information is also positive and favorable to your company

Review Each Criterion For Your Sales Opportunity
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5
6
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Purpose

1
What does this Snapshot (shown in the upper 

left) reveal about the sales opportunity? 

Analyze an Opportunity Snapshot with 
your table team 

2
What actions should now be taken in 

this sales campaign?

3
Be prepared to review your interpretation of this 

Snapshot with the larger group 

Team Activity 1: Analyze this Opportunity Snapshot®
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Snapshot Assessment
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Snapshot Assessment
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Align with the
Political Landscape
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How do you identify the relevant executive?

The relevant executive is the executive you need to

identify and align with – if you want to close the deal!  

Defining the Relevant Executive 

The executive who stands to gain 
the most or lose the most by the 
outcome of the project or application 
associated with your sales opportunity
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Contrasting the Views of Authority and Influence

A B C

Authority

E

A
B C

Influence

D

Center
of PowerInfluence Map

Traditional Organization Structure

Most
Influence

Least
Influence
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Name

Title

✓

Need to Meet

Key Criteria

Role in Buying Process

Our Relationship 

Past Contact

A

=

Access Blocked

© 2018, Learning Solutions International. All rights reserved.

Influence

Indicators of Influence

Capabilities

How has this executive 
contributed to the 
success of the 
organization?

Connections

How is this executive 
connected to other 
key players in the 

organization?

Value
What value 
has this executive 
created and delivered?

Vision
Does this executive 
establish the vision 

and direction for the 
organization?
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Influence Map
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Influence Map
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Select a Competitive 
Sales Strategy
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Alter

Segment

Direct

SOS Sales Strategies

Three Categories

Sales
Opportunity
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Developing a Competitive Sales Strategy

Current Status of
Our Sales Opportunity Strategy to Consider

1

Our solution completely addresses the 
client’s buying criteria and delivers 
specific, compelling business value 

We can clearly differentiate this value 
from that of our competitors

Direct

2

One of the following conditions exists:

• The client’s buying criteria is not 
addressed by our solution

• A competitor has convinced the client 
that they have a solution that provides 
the best value

Alter

3
We can only address a portion of the 
client’s buying criteria

Segment
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Steps to Setting Your Sales Strategy

Analyze your client’s business initiative and the buying criteria 

associated with it. Look closely at the buying criteria established by 

key executives

Examine your competitors for this sales opportunity 

and determine the following:

– Your competitors strengths and weaknesses

– The strengths and weaknesses of your solution

Determine if your competitors have 

revealed their sales strategy for this 

opportunity or similar past 

opportunities

Select your strategy, 

addressing the key 

points outlined 

below

1

2

3

4
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Develop a Value Proposition
and Action Plan
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Creating a Customer-Focused Value Proposition: 
Your Three Components of Value

You, 

• Your Personal Value

- Your background and experience

Your Company 

and 

Your Solution

• Value of Your Company’s
Resources

• Value of Your Company’s
Solutions

Key: These three elements of
value differentiate you from
your competitors!
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Creating a Value Proposition

Client’s 

Breakthrough 

Initiative

You, Your 

Company and 

Your Solution

Your 

Specific 

Business 

Value
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Creating a Value Proposition

Key Elements of a Value Proposition

Addresses the client’s issue(s) and focuses on payback or 

return on investment as it relates to the client’s business initiative

What’s important to the client?

Describes how we can help, in both a qualitative and quantitative form

How can we create value for them?

Might include an example of how we addressed a similar problem at 

another company 

How can we demonstrate our capability?
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Creating a Value Proposition

The Next Level – Additional Questions

Will the client perceive our solution 

as offering competitive advantage?

Can we clearly differentiate our solution from 

those of our competitors?

Are we able to quantify the specific business 

value of our solution, using the client’s metrics?

Is our Value Proposition provocative and compelling? 

Does our value proposition create a sense of   

urgency for the client to take immediate action?
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Format of a Customer-Focused Value Proposition

You should be capable of ______________ by ________ 

through the ability to ___________________________ . 

This will require an investment of _________________ , 

which will be returned within _____________________.

describe the impact monetary units 
or % 

describe the new situation

state the cost of the solution

estimate the time frame for return
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RTC Technologies should be capable of reducing annual travel expenses,

resulting in savings of $5.9M annually, by implementing our Telepresence 

System. This will require an investment of $5.3M, which will be returned 

in 11 months.

We implemented a similar solution at Acme Transfer Company, who

began achieving an annual savings of $7.5M during the first year of

installation.

Customer-Focused Value Proposition Example – Technology
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Developing Comprehensive Actions

1. What needs to happen?

• What is the specific action that needs to take place?

2. When will it happen?

• In what timeframe will it take place?

3. Who will do it?

• Who (in the sales organization) has the responsibility 

to implement this action?

4. How will this help?

• Strengthen Your Position

• Obtain Missing Information

• Soften Your Weaknesses

Who will do it?When will it happen?What needs to happen? How will this help?

Action Planning

Strengthen Obtain Soften

Strengthen Obtain Soften

Strengthen Obtain Soften

1 2 3 4
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Strategy, Value Proposition and ACTION PLAN

© 2018, Learning Solutions International. All rights reserved.

Overview of the Testing Process

1
Validate the Plan

Opportunity Owners Opportunity Reviewers

Present the 
Plan

Listen 
and Prepare 

Questions

Clarify 
the Plan

Ask
Questions

2
Test the Plan

Anticipate
Challenges 

and Prepare 
Recommendations

Prepare
Challenges and 

Recommendations

3
Improve the Plan

Present 
Challenges and 

Recommendations

Present
Challenges and 

Recommendations
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Current software options for the SOS Tool 

▪ Standalone Excel version for the PC that can be attached 

as a file to CRM Opportunity records 

▪ Standalone Excel version for the MAC that can be attached 

as a file to CRM Opportunity records 

▪ App within Microsoft Dynamics 365 for Sales that works 

seamlessly within the D365 CRM system 

▪ Pending - App within Salesforce 

Regarding CRM systems….  

Software Options for Our Opportunity Management Process
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Challenges with Typical CRM Systems

CRM is just a tool

CRM has a bad reputation

Sales Professionals feel that CRM

is not helpful and slows them down
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• Sales professionals are reluctant
to use CRM systems

• Lots of chasing and last minute
updates

• Data for data’s sake – data 
cleansing required 

Funnel not clean, accurate or up to date

Resulting in inaccurate forecasts

Typical Scenario with CRM Systems
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▪ Global Outsourcing company was using standalone 

Excel version of SOS for 9 years

▪ Company implemented the Microsoft Dynamics/365 

SOS as their CRM system

▪ Challenge/Solution/Result

Customer Success Story
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Roles:  Sales management and sales professionals

Critical Issues: Sales goals at risk

Challenges: 1)  D365 limited in helping with deal qualification and

strategy to win (or disengage)

2)  Missing sales data or data that is incomplete,

inconsistent or inaccurate

Needs: 1)  Integrate sales methodology into D365 to help sales

professionals sell

2)  Make D365 easier to use and provide useful data

for sales professionals

3)  Provide better funnel management, data analytics and

management coaching

Sales Results: - Win rate improved from 58% to 74% - a 16 point increase

- Increased revenue by 22%

- Provided reliable data that improved forecast accuracy, 

analytics and coaching  

Sales Improvement Initiative
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Making CRM Desirable & Valuable for Salespeople

Ensuring a Successful Implementation 

• Make certain it delivers value to the 
salesperson

• Embrace it as a process, as well as a tool

• Reward proactive use

• Keep salespeople in loop on results

• Utilize integrated tools/processes
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Conclusions

• Select your approach for opportunity management

• Standalone

• Integrated

• Utilize a proven, tested methodology

• Do your homework

• Ask credible sources

• Make certain your methodology will interface to your 
CRM – so that it will be more useful for sales 
professionals
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