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01   Pre-quote Analysis

4 When the prospective client makes the initial contact, 
it is good practice to get as much information as 
possible in order to understand the client’s need and 
also to prepare oneself to have all the “tools” available 
for doing an accurate quote.

02   On the day of the quote

4 Confirm the time and the address of the client

4 Pitch up (we have to be there to be able to quote).

4 Be on time (or notify the prospective client if you are 
running late).

4 Be presentable (a neat/professional appearance).

4 Write down all specifications (leave nothing to chance).  

4 Have client referrals and examples of previous projects 
available (e.g. printed referrals and pictures of other 
successful projects placed in a flip-file). Give this to 
the client to look through while you are busy gathering 
information for doing the quote..

03   After the specifications have been 
determined and before leaving the 
client`s premises 
Confirm the delivery date of a written quote  
(confirm if this time frame meets the prospective 
client’s requirements)

04   Quote e-mail
Present a great introduction including these elements:

 Thank the client for the opportunity of quoting for 
the business

 Confirm the prospective client’s brief, i.e. what the 
client asked to be quoted on.

 Edify (stories of satisfied clients).
 Indicate when the service can be delivered.
 Provide a link to your website (if you have one).

05   Quotation as e-mail attachment

4 Detailed break-down (individual costing of parts/ 
service elements, as well a labour cost component)

4 The validity period of the quote

4 Deposit needed to secure the job (also provide your 
banking information – name of bank, branch code of 
bank, your account name, your account number, the 
reference to be used)

4 Use a professional letterhead with you branding – if 
you have one.

4 Make sure the terms and conditions are included in the 
quote to be signed-off by the client when the quote is 
accepted.

4 Include a client satisfaction guarantee – money-back 
guarantee/free repairs if not 100% satisfied, or even 
something as simple as “We guarantee to be on time 
for the scheduled job and to leave your premises  
cleaner than we found it”.

06   Quotation reminder
Sent an SMS to the client immediately after the e-mail 
with the quotation had been submitted..

Proposed wording of the SMS:       

“Good day…  (name of client). I have 
e-mailed your quotation to …………. 
(e-mail address) as promised. Kindly 
advise if you do not receive it, or have 
any further questions. We will contact 
you to follow up on the quote. I look 
forward to your expedient response and 
trust that we will be able to do business. 
Kind regards ………………. (your name and 
the name of your business)”

07   Quotation follow-up
Phone the prospective client to confirm that he or 
she had received the quotation, address any further 
questions and gauge the client’s decision to accept 
or decline the quote. If the quote is declined, see 
Point 8 for a script example to understand the main 
consideration for his or her decision.

08   To do after the response on  
the quote has been received

 Signed quote: 
– Check if the deposit has been received (if not, 

address accordingly).).

–  Confirm the implementation/delivery date and 
time with the client.

 Quote declined:
– Phone the client to determine why you lost 

the business.

When a prospective client invites us to do a quotation we need to realise that this is when the tackie hits 
the tarmac. This is when our marketing and word-of-mouth endeavours materialise in tangible outcomes 
… or not. If we get this action wrong we have wasted the time, effort and money that got us to this point.

This article serves as a check list of the elements and packaging of a quotation that will give us a fighting 
chance of winning a tender/job.
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Here is a sample script  
to consider: 
 

Good day……………. (name of client), this is 

……………. (your name and the name of your 

business).

Thank you for granting me the opportunity 

to quote for your business. I respect the fact 

that you have chosen another service provider. 

Would you kindly tell me what your main  

consideration was for choosing another  

service provider, so that I may address any 

shortcomings on my part for future  

application? (Leave it open-ended – take 
notes)

Thank you for your feedback. I will take this 
knowledge on board. I trust that you will keep 
our information on record for future reference.

Have an excellent day. 

(Ring off)

09   Implementation
 Always deliver more than you quoted for (e.g. deliver 

faster; upsize your service support; fix something else 
while you are there, without charging for it).

 The task of your implementation is to “wow” and 
surprise the client – make it a memorable experience 
for your client.

10   After implementation
 Always ask them to rate your service afterwards  

(compile a brief questionnaire and let one of 
your back office staff phone each client; record 
the feedback; apply what you have learnt; give 
recognition where deserved and reprimand and re-
train when required).  

 Ask for referrals and introductions where positive  
feedback is received.

11   In closing
 You can improve your success rate in turning quotes 

into business if you incorporate a quoting process 
which is both structured along the lines of this article 
and implemented in a professional manner.

 Remember, getting the quote is important for the 
livelihood of the business and you.

 May your business grow from strength to strength.

The key is to set realistic customer  
expectations, and then not to just 
meet them, but to exceed them –  
preferably in unexpected and  
helpful ways.”  

Richard Branson

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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“Upsell”

(think of McDonald’s “upsize” sale technique) 
and cross-sell (think Samsung with different 
products lines – laundry equipment,  
computers, TVs, cameras and mobile phones) 
are two of the most widely used  
methodologies to increase the monetary value 
of a sale. The question is – are you already  
applying these techniques in your business? 
Do you know what the profile is of clients who 
are more prone to going for an up or  
cross-sell? Client education can assist in 
informing clients about other products and 
services on offer by our business, supporting 
both up and cross-selling.

The future sales value, or lifetime value, of a client is another 
perspective worth mentioning, because the immediate sale 
might be low in monetary value, but understanding who the 
client is and what unfulfilled needs they have that can be 
addressed by our products/services at a future date, means 
that we can pro-actively engage with them to prompt a 
quotation and ultimately a sale. The record keeping and 
follow-up processes in the business would need to be 
streamlined to ensure that we do not miss out on future 
transactions. By being pro-active we can limit the impact of 
the competition from the sales process. Rewards for ongoing 
patronage (offering a discount or added value) can go far in 
building brand loyalty and, therefore, help to increase the rand 
value of transactions.

The sales value and pipeline of future business can also be 
improved by offering a special deal when a client up-
grades to a new model/at the release of a product. The 
new product will carry a larger price tag, ultimately leading 
to a higher turnover figure – in this way we secure a future 
sale (or multiple sales over time), which will be worth more 
to our business.

Freebies with high perceived value can be added to the 
sale of a product of service, especially when the up- and 
cross-sell options are chosen. The inclusion of freebies can 
support the business closure process for the  sale  
(e.g. a video explaining how best to use the product or  
to implement the service).

The take-home message is that, if 
we want to improve the current and 
future rand value of transactions, 
we need to know the current figures 
(average rand value per sale) and 
then implement a sales strategy and 
process which can be influenced and 
managed. A mere 10% increase in 
the average rand value per sale can 
lead to a >10% increase in profits, 
because of economies of scale and 
fixed overheads, which are transac-
tion value insensitive.  

To improve the quality of business decisions we need basic sales information. For the purpose of this  
article we require the average rand value per sale in our business. The premise is that, if we can increase 
the number on average, our turnover and ultimately our profits should also improve.

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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“Kaizen”
Kaizen, a Japanese word and philosophy meaning 
“change for better”, reminds us that incremental 
and continuous improvement in life and business 
can and will propel us forward. 

This philosophy is powerful, because the imple-
mentation thereof is all inclusive, from the business 
owner(s) to the most junior employee.

The question is straightforward – which small improvements 
can we (on all levels in the business) identify which can be 
implemented immediately (meaning on the same day or as 
soon as possible, with little effort and other resources) which 
will improve the effectiveness and efficiency of our business 
operations?

Further investigation on how kaizen is applied in business led 
me to the so called “continuous quality improvement with the 
PDCA process”.

There is obviously much more to be 
learned on the philosophy and  
implementation of kaizen in a  
business. By teaching our staff and 
management this very simple PDCA 
process, we are gearing our  
business up for continuous  
improvement, something which can 
propel us beyond our competitors and 
surprise our customers with every  
interaction they have with our  
business.

Let us focus our effort on the things we can influence and 
control and thereby grow our businesses in a very challenging 
business environment.

P =
Plan:  
Plan business operations, e.g. a manufacturing, 
packaging, marketing, distribution, sales and 
client support/after service process – this plan 
sets the current standard of the work.

D = Do: 
Implement each plan.

C =
Check: 
Inspect each element for quality assurance. 
When an error or deficiency occurs, we need 
to highlight it and move onto the next step = 
Act.

A =
Act:  
Correct/Improve the error or deficiency and 
incorporate it into the plan. A new baseline 
for the plan is vested, which should now be an 
improvement of the previous version.

 
By repeating this iterative process we have embarked on a 
continuous journey of improvement.

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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www.yourdictionary.com  
defines “professional” as  
“…. performing a job to high  
standards….”

So what is “high standard?” 
So what are “high standards”? This statement does not 
quantify the standard, but it does state that it should comply 
with an above average standard. Let`s look at ways in 
which we can work on and possibly improve the levels of 
professionalism in our businesses. Are you able to tick off the 
statements and answer the questions that follow?

 Knowledge
 Is the level of knowledge of our product and/or service 

top notch; i.e. can we advise and answer the questions 
of our clients? If not, we should consider training and 
improving the skills of ourselves and our staff.

 Attitude
 Do we have a “can do” and positive attitude towards 

our clients? The whole sentiment in a business can 
change if clients sense a positive energy. Friendly and 
helpful staff will leave a lasting positive impression of 
our business on clients.

 Respectfulness 
 We should always be mindful that clients pay the bills. 

This implies, inter alia, that we should be courteous 
to clients, mind our language and treat them in a 
respectful manner

 Value
 Are our clients receiving more value from us compared 

to their expectations? This does not necessarily mean 
that we need to give them “freebies”, but is does imply 
that we go the extra mile to satisfy their needs and 
resolve their challenges by offering them the most 
suitable product and/or service.                                                                                                            

 Correspondence
 Well-written e-mail and other correspondence 

(grammar and spelling), that also includes our logo/
branding and contact details, will go a long way 
towards making us stand out from our competitors. 
When last did we review our client-directed and 
internal correspondence?  

 Marketing elements 
 We all have websites, brochures and other  

client-directed collateral. Does it present a professional 
look and feel and, as important, does it clearly state 
our contact details and website address? 

 Physical appearances
 Do our offices or premises show clients that we have 

respect for our business and them? Is the branding 
on our premises and vehicles done professionally or 
has the sun eroded it`s appearance? Is our Reception 
welcoming, neat and clean? Are our vehicles clean? 
Does our dress code and personal appearances show 
people that we are professional?

 Service 
 Do we answer our phones within a couple of rings? Is 

our POS (point of sale) staff courteous, friendly and 
service orientated? How do we treat clients when 
after-sales service is required? Are we living up to our 
promises? All these small events are touch points with 
our clients and add up to their collective experience of 
our business.

This is by no means a complete list  
of elements which we can consider to 
improve our level of professionalism. 
Maybe the most important measure is 
our own expectation – if I was a client 
of my business, would I be satisfied 
with the level of professionalism  
I experience? If not, you have  
your answer.

It is my experience as a consumer and sample of one, that the level of professionalism in business is on the 
decline. The question, therefore, is what it means to be professional in our businesses and what can we do 
to improve our level of professionalism.

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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It is said that the perfect timing for a sale is when a 
client has a need and our business is aware of this 
need and ready with our product/service to offer a 
solution. This is all good in theory, but how do we 
make this happen in practice?

I guess the person who can answer this loaded question will 
be an instant success. My caveat is, therefore, that I am not 
proclaiming to have the answer, but I do have a couple of 
suggestions for moving closer to an answer.

There are mainly two reasons why people buy any  
product or service:

01   The need to avoid pain, or a loss 

02   The need to gain pleasure

If this is true, then how do they decide to consider and buy a 
specific product or service? It boils down to the benefit(s) they 
will receive and if these benefits will address the reason(s) 
they were looking for a solution in the first place

How to apply this learning in  
our businesses
Compile a list of all the benefits your target client will receive 
when they buy your product or service. Then choose the one 
or two benefits with the strongest client value (many times 
it speaks to the emotion of a person) and use it in all your 
marketing and sales endeavours.

So, the answer to why people buy any product or service 
might be far removed from our perspective about the business 
we own or operate. 

“Know what your customers want 
most and what your company does 
best. Focus on where those two 
meet.” 
 
Kevin Stirtz, business author  
and strategy manager

Let us look at a couple of examples to drive the message home:

Example 

01  

You own a carpet business. 
It might be better to position your product as something that helps people to decorate their homes;  
i.e. you are selling beauty, not carpets.

Example 

02  

You are a business advisor.  
You are not selling consulting methods, but rather improved business performance and increased  
turnover or profits; i.e. improved profitability.

Example 

03  
You have a deli focussing on organically grown produce.  
You are not selling vegetables or naturally grown foods, but rather health.

Example 

04  
You are not selling financial planning products, services or advice,  but rather wealth  
or peace of mind.

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za


How to  
improve your 
profit margin

13

Culan Chelin
Super Brand Holdings

Article written by: 
Jannie Rossouw,  
Head: Sanlam Business Market



14

01   Is overtime really needed?
 If overtime is continuously needed in a business it 

poses the question of whether you are 

(a) under staffed, or  

(b)  inefficient. One way to find out is to ban ALL 
overtime and then actively monitor the output 
of your staff. Overtime can become a ‘habit’ 
where inefficiency is tolerated. We are living in 
difficult economic times where it might be to 
the financial benefit of staff to prolong delivery 
on their outputs. Have you made sure that your 
business processes are optimal and also that 
you know what the reasonable output/delivery 
capability of each staff member should be? Well-
documented and efficient business processes 
and output monitoring measurements will be 
a good gauge for determining the necessity of 
overtime, or whether staff expansion might be a 
more cost-effective solution for meeting output 
requirements.  

02   Costing – the baseline of  
business overheads

 Do you know the actual cost of each stock item/
service offer, or are you working with ballpark 
figures? On the whole you might be making a profit, 
but you might be under-pricing your stock or service 
offer, because you have not run the numbers. Put 
in the effort to calculate the real cost of each stock 
item/service offer and benchmark your pricing 
strategy in the market. You don`t need to be the 
cheapest product/service provider in the market.  
This might enable you to increase your prices with 
the stroke of a pen and still remain competitive. . 

03   Reduce costs
 Put in a concerted effort to reduce cost by a fixed 

percentage (e.g. 10%) on all cost items in your 
business. This will force your team to be more diligent 
in how they spend their budgets.

04   Consignment stock 
 Why do you want to outright purchase stock for  

your business to sell? Rather rent out retail space 
on your shelves and fill it with consignment stock. 
This will have a positive effect on your cash flow and 
bottom line. 

05   Do you need to do  
everything yourself?

 Are there any non-core activities in your business? 
Think of human resources, information technology 
services, cleaning and maintenance of premises. 
When making this decision it is of paramount 
importance to keep control of activities that improve 
customer value and drive profits – this is strategic 
to the business. ‘Non-core’ activities are generally 
defined as day-to-day routine tasks that add little 
value and are not adding to the bottom line

There is an old adage which states: 

“Turnover is vanity, profit is sanity 
and cash is reality.”

It is said that there is nothing new under the sun … and this is also true for business. The reality is that 
most of us need to be reminded about the options available to us, which may well improve the bottom 
line of our business. 

Have you considered applying any one or more of the following to improve your profit margin?

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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Here are 5 lead generation options to 
consider for your business: 

01   School newsletter advertisements  
 Most schools have more than 1 000 children in 

attendance. Schools normally publish a quarterly 
newsletter to keep parents informed about school 
activities. Most of them also make use of advertisers 
to co-sponsor the cost of the newsletter. It is a very 
inexpensive way to promote your business if your 
product/service is focused on a retail customer base. 
You can ‘sweeten’ the deal by offering a discount or 
upsell option when parents provide you with a copy 
of the advertisement. The cost for an advertisement 
or A5 insert is mostly a couple of hundred rand per 
newsletter batch.

02   Business branding  
(building and vehicles) 

 A well-branded building, office or business vehicle 
goes far in making your business visible in the area 
in which you operate. Most of us can cite examples 
where we needed a service and whilst on the road 
saw a vehicle or a building/office which does exactly 
what we require. If the contact number and website 
details are clearly visible, it makes it easy for people 
to write it down or take a picture.

03   In shopping centre signage 
 Use an A-frame stand with a catchy heading or offer 

and with an arrow pointing in the direction of your 
shop. This is useful when your shop is situated in a 
place with less passing feet. You do, however, need 
the permission of the centre/mall management.

04   Stickers and fridge magnets  
 I first saw this tactic after a local electrician 

completed electrical work at my home. He stuck a 
sticker with their contact details on the electricity 
supply board. Now I knew where to get hold of them 
the next time I needed the services of an electrician. 
You can also apply this option by writing a brief note 
to introduce your business to potential clients and 
adding a sticker/fridge magnet to the note. Use the 
services of a graphic designer to develop an enticing 
sticker or fridge magnet.

05   Mutually beneficial campaigns  
 You already know of businesses that do not compete 

with yours, but service clients in your target market. 
You can develop a proposal, which can be mutually 
beneficial, by offering to pay the other business to 
e-mail your offer to their clients, to share a referral 
fee with them on all concluded new business on the 
back of their mail-out and even offer to do the same 
for them on your client base. The premise is that 
client information is recorded.

“You are out of business if you don’t 
have a prospect!” 

Zig Ziglar,  

American author, salesman, and  

motivational speaker

The pipeline of any business needs to be continuously filled with new client prospects. Options are  
a dime a dozen – the real challenge is to find the ones which lead to the best business outcomes for  
your type of business. 

It is of paramount importance to track and measure the outcomes and success of every marketing  
element you apply in your business. In this way you can determine what works and then redirect 
marketing spend to these marketing elements.   

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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01   Know your conversion rates
 Before you can work on improving the conversion 

rates in your business, you need to know what your 
existing conversion rates are. For this you require 
a basic record keeping process and protocol. 
Continuous monitoring is best. You merely need to 
know the number of prospective clients you had and 
whether you had made the sale. It will also be helpful 
to know the product/service bought and the amount. 
Now you have a benchmark against which you can 
monitor your conversion rate improvement after the 
implementation of your chosen strategies

02   Increase product/service variety
 This sounds obvious, but you may be losing business 

because your product/service variety fell short of 
client expectations. To survey client requirements 
your sales staff could ask clients how they can be 
of service. In this way the client’s needs can be 
determined. So, instead of someone leaving your 
business empty handed, or losing a potential sale, 
where you could have sourced the product, you could 
gauge a trend in client needs that point out a gap in 
your product/service range. There should, however, 
be a process in place to record client feedback 
to enable you to pick up trends and respond 
accordingly.

03   Increase product/service  
 knowledge
 Many times we find ourselves, as consumers, in a 

position where we do not know which product or 
service option would be most suited for our need 
and available budget. It is then very frustrating when 
you seek advice from sales staff for guidance and 
you experience their guidance as very poor or even 
irrelevant. This is why it is so important that your staff 
be well skilled and knowledgeable with regard to 
your total product/service offer. A client should walk 
away from your business with a sense of knowing 
that they received appropriate and well-founded 
advice and guidance to inform their buying decision. 
You should endeavour to know more about your 
products and services than a customer. Also know 
how your product/service differs from that of your 
competitors and why yours is a better purchase.

04   Ask for the sale/confirm the sale
 You can be your own biggest enemy by talking 

yourself out of a sale. Once you have addressed all 
the questions/concerns of your client, you need to 
identify the buying signal. 

 Think about questions such as:

 “How would you like to move ahead?”

 “Shall I make the arrangements to get this 
ordered?”

 “Is there anything at all from preventing us 
moving forward?”

05   Stay top of mind
 If a prospective customer did not buy something 

from you today, it does not mean they will not do 
so in future. A personal example I can cite is a retail 
shop that sends me an sms every Saturday at 09h00, 
to remind me of their weekend special promotions. 
They have managed to keep their business top of 
mind for me. How can you apply this principle in your 
business?

“Every sale has five basic obstacles: 
no need, no money, no hurry, no  
desire, no trust.”

Zig Ziglar,  

American author, salesperson  

and motivational speaker

 We cannot reasonably resolve the 
first two obstacles, but we can  
surely influence the latter three by 
using different tactics to improve 
the conversion rate.

It is of little use to have a good inflow of prospective clients to our business, but not concluding sales with 
them, hence leaving us empty handed.

In this article we will discuss five ways in which you can potentially increase your business conversion rate.

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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 The marketing of my business  
 We can decide on the content of our marketing mix 

and how much money we are prepared to spend 
on marketing. If set up correctly, we should always 
endeavour to choose marketing elements of which we 
can measure the success.

 The credit policy of my business 
 Will I allow payment terms to clients and if so, what 

should my policy guidelines be?

 Delivering on my promises 
 Talk is cheap, as it is easier to say I will do something 

than to actually do it. Make sure you create a culture 
where all staff delivers on their promises.

 My personal attitude 
 If I see the glass as half empty, guess what – everyone 

in my business will mimic my attitude over time.

 Contracting with my suppliers and 
clients 

 Contracting is a two-way process. It needs to serve the 
needs and requirements of both parties. Make sure the 
interests of all contracting parties are served.

 Ask for referrals  
 I know this is supposed to be conventional wisdom, 

but are you and your staff doing this?

 My business plan 
 We all have the luxury to decide what the future plans 

for our business are. Choose wisely and be careful not 
to set your business up for failure because your goals 
are not realistic, or very difficult to achieve.

 The service delivery of my business  
 Good service should not be negotiable. Although this 

is a “hygiene” factor in business, it does not mean 
that we are currently meeting and exceeding client 
expectations.

 Professional conduct 
 This one goes hand-in-glove with service delivery, but 

it speaks to the level of professionalism in which my 
staff delivers the service experience of our business. 
Look at your dress code, use of language and client-
facing documentation, to mention a few.

 After-sales service 
 Service delivery continues after a sale is made – this 

can make or break a client relationship with regard to 
follow-up purchases from our business.

 Finances
 We can decide how we would like to spend the hard-

earned money of our business. Wasteful spending can 
be limited and frugality should be the guiding principle. 

By diligently managing these  
elements in our businesses, we 
are able to guide our businesses 
through the maze of business  
uncertainty and economic realities 
which are outside our span  
of control.

It is said that a picture is worth a 1 000 words. I recently saw a drawing of two circles. In the one circle it 
stated “Things that Matter” and in the second circle it stated “Things you can Control”. Where these two 
circles overlap, there was a note: “What you should focus on”.

 With this pearl of wisdom in hand, I set out to compile a brief list of elements we have control over in our 
businesses and what we need to focus on:  

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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The calculation is straightforward: 

 For the business:  
 Total sales for any given period (day/week/month/year) 

divided by the number of sales transactions for the 
chosen period of time.

 For an individual sales person: 
 Total sales for any given period (day/week/month/

year) for the individual divided by the number of sales 
transactions for the chosen period of time.

With these figures in hand we can start to benchmark our 
performance and also make plans to increase this amount and 
set targets.

Here are five options to consider for improving the average 
value per sale in your business:

01   Teach your point-of-sale and  
sales staff to upsell.

 You might choose to have ‘standard upsell’ products 
and services. In this way it becomes easier for your 
staff to remember what to offer clients. Think of 
McDonalds, who will always ask you to upsize your 
meal.

02   Advise clients to make an add-on  
 purchase

 This is a clever and value-added way to increase the 
value per sale. The easiest way to facilitate this is to 
use a checklist to help clients to make sure they have 
all parts or elements to effectively use a product or 
service. Think about clients who have a DIY project 
to install a freshwater tank at their home. Apart from 
buying the tank, they might need pavers to secure 
the surface, a leave catcher, a first flush diverter, 
downpipe elbows, an outlet tap, fittings to decrease 
the outlet tap to latch on to a hosepipe, seal tape, et 
cetera. By doing this you are providing the clients with 
useful advice, saving them time and potential money 
by helping them to purchase the right components to 
implement their projects. 

03   Package a deal
 Take the example above. By offering a complete 

freshwater tank installation kit you can discount the 
package (receive a smaller margin, but increase the 
quantum of the sales value every time). It provides a 
client with the convenience of a turn-key solution at a 
discounted price.

04   Sell post sale value
 Emple 1: motor vehicle: Offer the client an extended 

warranty, or service plan, or even short-term insurance 
when he/she purchases a vehicle.

 Example 2: home maintenance: Offer the client a 
service contract to maintain a newly-built house (roof 
cleaning, painting, wood maintenance, etc.) when they  
take occupancy of their home.

05   Pricing strategy 
 We do not necessarily have to offer the cheapest 

product or service. Re-evaluate your current pricing 
strategy and look for ways to increase the perceived 
value you can add when increasing your prices. 
Remember, clients do not only purchase on price, 
but also on convenience, brand promise, ego value, 
familiarity of the product/service and package 
reusability, to mention a few. Also compare your 
prices to those of your competition. 

Maybe this statement of Zig Ziglar  
merican author, salesman and motivational  
speaker) holds true: 

“Stop selling. Start helping.”

The average value per sale is one of the drivers that impacts turnover. For starters, we need to know  
what the average value per sale is for our business, as well as every sales person (if we have sales people 
in service).

To support business owners with the important task of business planning, Sanlam gives you free 
access to the book Your Annual Business Game Plan for Success, which provides an easy and 
straightforward framework needed to draft a well-crafted game plan that will create the positive 
change and growth necessary for business success.  

Go to www.sanlamgameplan.co.za to download your free copy. 

Licensed Financial Services Provider.

http://www.sanlamgameplan.co.za
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