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Creating and using sales strategies has been an evolving 
tactical process since the cavemen traded sticks. In the 

adolescence of the digital age, we must adapt to the way 
business is being conducted today.  BY MARK OKUN

SELLING STRATEGIES  
FOR THE 21ST CENTURY

strat•e•gy 'stradǝjē/: noun: a plan of action or policy 
designed to achieve a major or overall aim.

A
s of late, there has been an increase in 
the desire to use antiquated sales tac-
tics. Remember, a good sales strategy 
consists of creating and implementing 
an action plan that allows you to have 

an advantage over your competition. 
This blueprint of thinking applies to showrooms, 

rep agencies, and vendors alike. While each group 
requires a specific plan for its customer base, the 
foundation, planning, and implementation methods 
are the same.

A good strategy directs your focus and pinpoints 
your effort on the appropriate actions that will 
provide the best benefit up and down the channel 
you are in. Success begins with a detailed and well-
designed map of your target territory. Sadly, many 
sales organizations don’t spend the time, effort, or 
money needed to create and implement a thorough 
sales strategy. 

To clarify, let’s review familiar activities that mas-
querade as “sales strategy,” but are not.

Sales strategies are not sales goals, which are 
volume projections based on known quantities (i.e. 
sell more widgets here or increase the number of 
product placements there). 

These are only goals to reach; targets, if set cor-
rectly, are real and achievable — although they are 
still not a sales strategy. 

Sales strategies are not manipulations or 
schemes. Today’s customer is fully versed in old 
school manipulations and schemes. That’s why they 
must be eliminated at all costs to move forward in 
today’s sales environment. If there is even a whiff 
of a manipulation – either intended or unintended – 
that customer is lost for life. 

Sales strategies never start with the words, “We 
hope” or “I hope.” Hope is not a strategy. Hope is 
what you do when you are out of control in your 
situation. Just being friendly and authentic is not a 
strategy for success. There is no “set it and forget it” 
mentality when it comes to creating and implement-
ing sales strategy. 

The sales strategy is the often missed “how” of 
the equation. A highly effective strategy will provide 
the step by step details which, when implemented, 
measured, and coached will result in the improved 
metrics you want.  

When creating a strategy that is going to be suc-
cessful, there are some crucial elements to focus on:

People
Understand in-depth who your customers are. 
Identify your target market, those who you want 
to interact with in the course of obtaining your 
business goals. The target market you create is com-
prised of probable clients that, when engaged, will 
assist you in reaching your desired results. Temper 
broadening your targeted market selections by re-
membering the old phrase: “You can’t be everything 
to everybody.” 

Communicate
Learn how customers communicate and the speed 
they want to be communicated with. What do you 
think of when you read the word communicate? I 
would guess a significant percentage would think of 
a phone, and specifically a cell phone — for good 
reason. The cell phone is currently the most used 
communication device of all time. Voice, text, pic-
tures, video all in one package. It also has made our 
ability to connect with people instantaneous.

Leverage
Leverage the unique advantages that you, your 
company, and your products bring to the table 
that provide a better experience for your targeted 
channel. No matter how it is packaged, you can’t be 
unique if you employ a cookie cutter sales strategy 
or a me-too product line-up. 

Try a 3-Step Sales Strategy
When you begin to create your sales strategy, think 
of Habit #2 from Stephen R. Covey’s book The 7 
Habits of Highly Effective People: “Begin with the 
end in mind.”  

Starting at the end is sometimes hard for people 
to comprehend, but do your best to picture in your 
mind the result you want. Without a clear men-
tal picture of where you are going, attempting to 
reverse-engineer the map to get there is difficult. 

Developing a strategy is not a one- or even two-hour 
project. To actively involve key participants from the 
beginning through the end of the process may take 
several days or weeks, depending on the schedule. 

The sales strategy is the often missed “How” of the equation.
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Step #1
Create your mission as a simply put, overall objec-
tive of your business. In as few words as possible, 
express who you want to be and to whom do you 
want to be it for? 

This is not some hocus pocus. It is a simple, clear 
statement of intent that is the essence of your 
planned customer experience. If the mission state-
ment is too long and not specific to the purpose it 
will fail; the more concise, the better.  

An easy way to begin is to answer 4 questions:
1.	 What do we do?
2.	 How do we do it?
3.	 Whom do we do it for?
4.	 What unique value to we bring to the 

market we are in?

Step #2
The next step is to create the vision of your store, 
agency, or company that you and your customers 
will want. This vision is first set up in your mind and 
must include details of exactly what your success-
ful outcomes and interactions will look like when 
achieved. 

This initial step of vision creation begins with your 
perspective as the salesperson, manager, or business 
owner. It will include the specifics of the vendors and 
products you sell, services you offer, and each part 
of interacting with your clients. This includes the not 
so glamourous company policies and procedures. A 
quick side note: put yourself in the position of one of 
your customers. The more human we can be when 

dealing with our clients, the greater the bond we will 
build with them, creating lifelong customers.

The vision continues into your public spaces, 
displays, non-human interactions, and advertising —  
all of these demonstrate your well-thought-out plan. 
Every facet of your completed vision is put into writing 
the details that will help you create the map to follow.

Now that you know what the result of your mis-
sion looks like and you have that picture set in your 
mind, take a step back and imagine what happened 
just before you reached the positive result. By evalu-
ating each step of the customer interaction, the full 
picture becomes clear. Once you have completed 
your vision based on the role you play, step back 
and re-create it as one of your clients would best 
experience it.  

Apply the same methods to create your client’s 
vision and provide the same level of detail. This 
will create two very different perspectives of the 
same model; both perspectives are required to hit 
your target. 

Now test your vision by asking yourself: How will 
the vision we created make me feel as a customer?  
Do the policies make it easy to work with us, our 
staff, or agency? Do our store displays cause an 
emotional response? Will people feel comfortable 
and is trust being built in each part of the process?

Next, put it into play and determine if the result of 
all the customer interactions is meeting your mission 
and vision. If not, make adjustments for any bumps 
in the road as needed, staying focused on ensuring 
an excellent customer experience from the greeting 
through the after-sale follow-through.  

This initial 
step of 

vision 
creation 

begins 
with your 

perspective 
as the 

salesperson, 
manager, 

or business 
owner.
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D
esigning with light is an exciting yet complex 

project. And walking into our showroom with 

hundreds of items on display from dozens 

of manufacturers can be overwhelming. But not to 

worry. To prepare for your visit with your showroom 

consultant, we’ve compiled four points to consider 

when selecting the correct light or determining 

lighting layout. Writing down your design ideas and 

bringing in finish and color samples will help you 

find the perfect light.

1You will need room measurements including 

ceiling heights, door and window locations. If 

your plan is for a kitchen or bath a cabinet layout 

is beneficial. If you are replacing outdoor lights, know 

the location of the box and the space around the box. 

Use dimensions relative to the center of the box, top 

and bottom, left and right. This way you can get the 

right sized fixture for the space available.

2Lighting makes a space function better. Know-

ing how and who is using the space is an im-

portant part of getting a good lighting layout. 

3When remodeling it’s good to make sure there 

is enough power going to the locations you will 

need it. 

4Think of where you want light and what 

you want to light. Light the room for the 

way it will be used.

 
TIP: It is a good idea to bring pictures of the 

space also. The extra time spent planning in the 

beginning assures that you can get the most out 

of the space you are in.

Preparing for Your Visit

Facing a world of choices can be daunting but don’t worry, 

here are easy steps that will help you get organized. 

GET ORGANIZED
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The Showroom Advantage

G
oing online is great for gathering product 

information and design ideas, but there’s 

no substitute for seeing things in person. 

Not only do colors and finishes appear differently 

on a computer screen than they do in person, the 

online experience cannot replicate how a light 

fixture will feel and function in your space. 

PEOPLE MAKE THE 

DIFFERENCE

Our friendly and knowledgeable staff who will 

guide you through every step of the selection 

process. Lighting can be tricky when you consider 

space restrictions and all that has to go into 

a room to make it beautiful and functional. 

Helping you choose products that suit your taste 

and address your needs –while being mindful 

of the things you can’t see behind the walls and 

beneath the floors – will result in a design that 

will provide years of pleasure and comfort while 

adding value to your home.

THE BOTTOM LINE

So, browse our website for pictures of products, 

designs, layouts and décor that inspire you. Visit 

our online showroom and start a wish list of items 

you’d like to incorporate into your project. Then 

make an appointment with one of our showroom 

consultants. They’ll bring your online vision to life 

and give you the assurance that what you saw on  

your computer screen will fit, function 

and look beautifully in your home.  

That’s the Showroom Advantage!

The showroom is a great resource and when it comes to making important 

decisions about lighting seeing is believing.

HANDS ON!

+ Browse our website for ideas

+ Create a wish list

+ Schedule an appointment  

 and we’ll help bring your  

 vision to life!
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Step #3
Now that you have your basic vision in place, act 
on it. Many times we miss out on success because 
we don’t start implementing our plans since we are 
waiting to perfect the process. 

Instead, start taking action on your plan once 
complete — even if it is not perfect. Then make the 
adjustments needed based on the results of the 
experience. Remember to always be fine-tuning to 
stay on course toward your goal.  

These three steps can deliver a 360-degree 
look at your vision of sales success. This is the 
“What” you want to accomplish; now let’s move 
towards the “How.”

Implementing the Strategy
You have completed constructing your mission and 
vision; now it is time to implement. Often a company 
or person will invest the hard work only to fail to 
launch. The following points are the catalyst to put 
your visions into actions.

Explain 
You and the people who helped create the strat-
egy have a clear understanding as to why and 
what strategy changes are being implemented. It 
is mandatory that the entire team understands 

these points as well. 
When we start asking associates to apply new 

ways of doing business, they will have questions and 
opinions — and we must listen. They may feel that 
the changes are unnecessary. Take time to clearly 
explain why the changes are happening and what 
they will achieve. Your frontline staff also provides 
valuable insight and should be involved in the cre-
ation phase. 

Provide Education + Training 
In order for everyone to adapt to the new strategy, 
they must have the knowledge to act upon it. Some 
team members may not have the necessary skills 
to be successful. With the solid strategy you have 
created combined with regular training and coach-
ing sessions, everyone can be pulling in the same 
direction.

Metrics and Key Performance Indicators
You must have a method in place to measure the 
success of your strategy. Inspect what you expect 
to happen. This is essential for monitoring customer 
engagement levels, sales, and product performance. 
While the details of these measurements are spe-
cific to each person or company, they must be in 
place so you know where you are in the process. 
The KPIs you monitor help identify any adjustments 
needed to products, policies, or procedures. Fine-
tuning your strategy is an ongoing process that must 
be part of your calendar.

Feedback
Getting feedback from frontline staff is as critical as 
the metrics you put in place. Feedback makes your 
strategy as effective as possible. 

Inspire
It will take some time for everyone involved to get 
used to working the new strategies. As a leader, it is 
your job to put extra effort into inspiring your team 
to embrace the new ideas and not to become de-
motivated or disillusioned. You are the cheerleader 
of the new vision.

It’s All About the Work
The work it takes to create a strategy is worth the 
time, effort, and expense. This simple guide is only 
an introduction to creating a sales strategy.  My goal 
has been to get you interested in creating a strategy 
for success; your future depends on it. 

Mark Okun is 
Business Contributor 
to enLIGHTenment 
Magazine and 
President of Mark 
Okun Consulting & 
Performance Group. 
He has more than 
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lighting and furniture 
industries.  
Mark@bravo 
businessmedia.com

In order for everyone to adapt to 
the new strategy, they must have 

the knowledge to act upon it.
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