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What You Need To Succeed In Sales 
 

Keys To Success  
 

#1: Top Salespeople Are Passionate About What They Sell  

All truly successful, highly paid salespeople, love their sales career.  You must learn to love your work, 

be passionate, and then commit yourself to becoming excellent in your field.  Invest whatever amount of 

time is necessary to improve your sales career; go any distance, make any sacrifice to become the very 

best at what you do. Join the top 10 percent. 
 

#2: Top Salespeople Decide Exactly What They Want 

Don’t be wishy-washy. Decide exactly what it is you want in life. Set a goal for your sales career and 

decide what you have to do to get it.  According to research, only about 3 percent of adults have written 

goals, and these are the most successful and highest-paid people in every field.  
 

#3: Top Salespeople Back Their Sales Career Goals With Perseverance 

A key to success in sales is to back your goal with perseverance and unstoppable willpower. Decide to 

throw your whole heart and soul into your success and into achieving your sales career goal. Make a 

complete daily commitment to improve your sales career and become one of the most high-earning 

salespeople. Resolve that nothing will stop you, slow you down, or discourage you. 
 

#4: Top Salespeople Commit To Lifelong Learning 

Your mind is your most precious asset, and the quality of your thinking determines the quality of your 

sales career.  Commit yourself to lifelong learning. I cannot emphasize this too often. Read, listen to 

audio programs, attend seminars, and never forget that the most valuable asset you will ever have is your 

mind. As you continue to learn, you will eventually become one of the most valuable salespeople in your 

company. Always be learning about selling, sales techniques, prospecting methods, overcoming 

objections, and closing.  Watch how-to videos, listen to audio books, and learn your product. 
 

#5: Top Salespeople Use Their Time Well 

Your time is all you have to sell. It is the most valuable commodity for every one of us. Begin every day 

with a list. The best time to make up your work list is the night before, prior to wrapping up for the day. 

Write down everything that you have to do the next day, starting with your fixed appointments and then 

moving on to everything you can think of. 
 

#6: Top Salespeople Know That Character Is Everything 

Guard your integrity as a sacred thing. Nothing is more important to the quality of your life in our society. 

In business and sales success, you must have credibility. You can only be successful if people trust you 

and believe in you.  In study after study, the element of trust has been identified as the most important 

distinguishing factor between one salesperson and another, and one company and another. 
 

#7: Top Salespeople Use Creativity 

Think of yourself as a highly intelligent person, even a genius. Recognize that you have the great reserves 

of creativity that you have never used.  Say aloud, over and over, “I’m a genius! I’m a genius! I’m a 

genius!”  This may sound like an exaggeration, but it isn’t. The fact is that every person has the ability to 

perform at genius levels in one or more areas. You have within you, right now, the ability to do more and 

be more than you ever have before. 
 

#8: Top Salespeople Pay The Price Of Success 

Finally, and perhaps more important than anything else, resolve to work hard. This is the key to success 

in life.  The key to success in selling is for you to start a little earlier, work a little harder, and stay a little 

later. Do the little things that average people always try to avoid doing. When you begin your workday, 

resolve to “work all the time you work.”  Don’t waste time.  Get going.  Move fast. 
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Goal Setting AND Action Plans 
 
Effective goal setting is a great habit to develop and will be essential if you want to achieve big 

things in the world of sales. The reason is simple – focus. If you have a goal and know where 

you’re trying to reach, you can focus all your efforts on finding the best and most efficient route 

to get there.  Goals, however, can be difficult to attain if you don’t do them correctly.  You must 

have both a long-term life focus goal and vision, along with a short-term action plan that will 

lead you to your long-term goal.  Your long-term goal might be to hit $50,000 or $100,000 or 

more in income, but what gets you there is making 15 to 25 calls per day.   

 

“If your goal is to make more money, make more calls.” 

 

Creating SMART Goals 

Specific: well-defined and clear 

Measurable: measure that allows you to track progress towards your goal 

Attainable: not impossible to achieve but also challenging 

Relevant: relevant to your business and life 

Time-bound: defined timeline including a start and end date. The purpose is to create urgency. 

 

 

Action Plan (What are your Key Performance Indicators (KPIs)?) 
 

Part-time action plan 

10 calls/day = 50 calls per week =2 people interested 

No  sales 

 

Full-time Action Plan 

20 calls per day = 100 calls per week = 4 people interested = 1 sale = $5,000/week  

Weeks 1 thru 12 = 1200 seeds planted 

Weeks 13 on = $5,000 sales/week x 50 weeks = $250,000/yr 

 

All-the-time Action Plan 

40 calls per day = 200 calls per week = 8 people interested = 2 sales = $10,000/week 

Weeks 1 thru 12 = 2400 seeds planted 

Weeks 13 on = $10,000 sales/week x 50 weeks  = $500,000/yr 

 

Tracking/Reflection 

You can’t manage what you do not track. You need to track your Key Performance Indicators 

(KPIs) and reflect on whether or not they are adequate for reaching your goals. Create a list of 

KPIs you want to track and improve upon to increase sales. Adjust your KPIs and improve on 

weak points until you are on track to reach your goal. 

 

Common KPIs are: calls per day, emails per day, contacts per day, seeds planted per day, 

follow-ups per day, sales per month, number of engaged calls, income per year, etc.  Decide 

what you want to measure about your performance, and measure it every day.
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Scheduling Your Day 

It is extremely important to schedule your day.  The most important part is the 

prospecting (planting seeds).  This has to be part of your everyday routine or you won’t 

grow your sales.  Below is an example of how a full time study abroad agent might 

schedule their day.  Create your own schedule using these ideas. 

6:45 AM - 7 AM 

Caffeine delivery system of choice. Make it a large. 

7 AM - 8:45 AM 

Work on Itineraries and Proposals 

Send pricing requests/quotes and prepare itineraries and client proposals. 

8:45 AM - 9 AM 

Break 

9 AM - 11 AM 

Prospecting 

These are the hours decision-makers are most likely to answer the phone. 

● Pull 25 target names from your database/CRM system. Do no more than two minutes of 

research on each target’s website or faculty page. Try to find something you have in 

common if possible. 

● Fine-tune your prospecting script. Your opening should be short and tight. Create an 

opportunity early in the script to mention what you learned from your site scan. 

● Repeat the script’s opening aloud to yourself 10 times so you get comfortable with the 

cadence. Do the same with the message that you will leave if you get voicemail. 

● Make the call. 

● Use your script to either engage or leave a voicemail, follow up by email. 

● Repeat 25 times. 

11 AM - 12 PM 

Follow-up 

This isn’t your first sales day, correct? 

● Write follow-up emails to the 25 prospects you reached out to last week, asking for 10 

minutes of their time. 

● Tag your CRM that you’ve “touched” them twice. 
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12 PM - 1:30 PM 

Lunch meeting 

Try to set up a lunch meeting with a local professor or study abroad office. 

● Prepare two in-depth questions to explore over lunch. Ask lots of other questions to help 

understand how you could improve your performance (client), where sources of pain 

reside (prospect), or what a successful relationship might look like (channel partner). 

● Eat. 

1:30 PM - 2:30 PM 

Sales meetings 

Conduct one-to-two sales meetings/skype calls with prospective clients. Skype calls are 

important because they let you create a better relationship and stronger connection with your 

client. 

2:30 PM -4 PM 

Prospecting 

15-20 calls, same procedure as morning session 

4 PM - 4:30 PM 

Lessons learned 

Information that is not reviewed is lost. 

● Reflect on great questions you asked or were asked, as well as any objections you weren’t 

prepared to tackle. 

● Write out the questions and their answers and embed them in your script. 

● Update other sales tools and your CRM, update your objections checklist, qualification 

checklist, story telling matrix, etc. 

4:30 PM - 5 PM 

Thank you 

Write thank-you notes to every prospect, client, or other individual with whom you recently had 

a substantive interaction. A hand-written note can help you stand out from the competition. 
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Know Your Product 
 

 

1. Go through the Agent Planner and get signed up with the primary vendors - learn which 

vendors are commonly used for Study Abroad program pricing.  Know how to use each 

of them to price an itinerary.  For pricing a study abroad program you only need a 

handful of vendors. 

a. Beds Online  

b. Viator  

c. Get Your Guide (Price at retail from website, no need to sign up)  

d. Rail Europe (Price at retail from website, no need to sign up)  

e. Google Flights  

f. Expedia TAAP 

g. Familiarize yourself with the pricing of Coaches and Tour Guides 

 

2. Learn the prospecting process.  Watch the videos on Selling and Prospecting.  Familiarize 

yourself with HubSpot.  Enter your lists: 

a. Professors/teachers who are leading study abroad programs, 

b. Professors/teachers who have not led a study abroad program, and  

c. Study abroad advisors/directors. 

 

3. Know the product.  We are selling a proposal to provide travel services.  OUR 

PRODUCT IS THE PROPOSAL!!  Read through the full custom program proposal 

word-by-word.  There are examples on the agent portal. 

a. Know what we are selling.   

b. Know what we provide and what we don’t provide.  

c. Know the timing for payments and booking.  

d. Know program deadlines. Many schools have soft deadlines for new programs on 

April 1 or July 1.  Hard deadlines are typically, July 1, August 1 or September 1. 

The earlier they book the easier it is to market the program to students. 

e. Study the itineraries and learn how they are priced.   

f. Study the program budget and learn the price components. 

 

4. Learn the most common destinations for study abroad programs.  The top destinations 

include England, France, Spain, Italy, Russia, Israel, China, Thailand, Costa Rica, Haiti, 

Morocco, Peru, Chile, and Brazil.  Search Google for the Top 10 things to do in each 

location.  Know something interesting about these destinations. 

 

5. Know your story.  Why do you do this?  Why are you passionate about this?  What was 

your life changing experience associated with studying abroad/travel?
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Prospecting for Faculty-Led Programs 

 
Cold prospecting can be a daunting task. Many people don’t like cold calling because it typically 

leads to low conversion rates and a lot of rejections.  However, our cold calling plan is extremely 

well targeted, and if done well, will lead to much higher conversions.  

 

It is important to be prospecting daily, “planting seeds” every day, and creating a large number 

of leads so that you will be successful. Planting seeds is the KPI you want to measure when you 

first start selling.  It is about creating and nurturing opportunity, until opportunity turns into 

sales. New salespeople count seeds planted, while seasoned sales people count sales or dollars.  

For seasoned sales people, they have already developed the daily seed planting habits and 

behaviors that will later turn into sales and dollars. 

 

Main Sources of Prospecting- 

 

● Cold Calls:  Cold calls are our number one source of lead prospecting, however, we are 

not just cold calling a mass population of unknowing people.  Our prospecting process is 

highly targeted.  The targets have heard about our product.  The targets have had their 

schools promoting the same types of short-term faculty-led programs we offer.  Learn 

your pitch, learn the script, and learn how to develop your lists: 

 

○ A comprehensive list of universities, colleges and community colleges. 

○ A comprehensive list of professors in those schools.  Your list should include: 

■ Professors who have led a study abroad program 

■ Professors in departments of professors who have led a study abroad 

program (they have observed the process). 

■ Other professors/ instructors in the university. 

■ All study abroad offices, Study Abroad Advisors, Study Abroad Directors, 

and Alumni Directors. 

○ Your lists should include a minimum of: state, school name, prospect name, 

department, phone, email, address, country they are interested in, and call notes. 

 

● E-mail Marketing:  E-mail marketing goes hand in hand with cold calling.  You will 

want to send an introduction or follow up email with each call.   

1. Develop a personalized message about who you are, what you do and why 

you do what you do.  Let them know you’d like to talk more about Study-

abroad and you’ll reach out by phone.  

2. Develop a thank you message to let the prospect know you appreciate 

them taking the time to speak with you. 

3. Develop a few follow up messages you can send monthly to maintain 

awareness of our product/service. 

Write all of your email templates out in a word document that you can access easily to 

copy and paste into your emails.  Always address each email with the person’s name. 

 

● Organizational E-mail: Send your updated email list to the office before the first of each 

month.  The main office will send a monthly promotional html message to all prospects 
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with program information, visuals and promotional materials. All leads will be sent back 

to you 

 

● The Call/E-mail Process: A process that works well is: 

1. Send a personalized email introduction, then  

2. Call the next day during their office hours. 

3. Pitch your proposal and ask for the sale. 

4. Connect with the prospect even before your itinerary is due to ask 

questions. 

5. If you don’t sell it, offer to call back (next week, next month, in 6 months) 

depending on their response. 

6. Send a thank you e-mail.  Follow-up by phone and/or e-mail a minimum 

of monthly from there. 

 

● Social Media: Connect with professors and study abroad offices on social media and 

reach out to them.  Linked-In is the best opportunity to connect with professors, 

instructors, and study abroad offices.   

○ Search for  

■ “Professor, __State__”,  

■ __University__, __State__, 

■ “Study Abroad Advisor, __State__”, 

■ “Study Abroad Director, __State__”, 

○ Send them a connection request.  Use your school list for the study abroad office 

workers to make sure you don’t forget anyone. 

Approach Professors in your assigned territory with a sales pitch or offer to work on a 

study abroad program.  Reach out to the Study Abroad Advisors and Directors with a 

relationship building approach - Don’t try to sell them.  Let them know you have Study 

Abroad programs in common, let them know we do short-term faculty-led programs and 

just try to create a friend.  They will let you know if they have a need. 

 

● Meet Professors/Instructors/Advisors/Directors in Person: Go to the campuses in 

your area and meet with professors, Instructors, Study Abroad Advisors and Directors.  

  
● Alumni Office: Meet with the Alumni Association Director to see if they do educational 

trips for their Alumni. 

 

● Referrals: Ask for referrals!  “Do you have any colleagues that have talked about doing 

a study abroad program? What about colleagues that like to travel?” 
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uAdventure, LLC Study Abroad Sales Script 
 

Developing your sales script is an important part of selling.   You should have a plan for what you 

will say and know what the client will say before it is said, but the most important part of selling is 

listening to the client (Don’t spend the whole time talking).  Your sales script will be uniquely yours.  

Below are some ideas to get you started.  Write a script, learn the script, and modify the script! 

 

1. Introduction: Keep it short and simple. Start by saying who you are and where you’re 

calling from. If necessary, ask if you’re talking to the right person before moving on. 

 

“Hi, my name is ______ from uAdventure Travel.  Is this ____________?”  “Thanks for talking 

with me.” 

 

2. Opener: If you’re going down the personalized route, create a bridge between the intro 

and the reason for calling by mentioning something you have in common.  

 

“I noticed you teach ______________, do you do any type of field study or immersive study 

programs?” 

 

3. Reason for calling: Why are you calling? What have you got to offer? Use this approach 

to show how you can help your prospect. 

 

“uAdventure Travel is a provider of short term faculty led study abroad programs.   Have you 

ever thought about leading a study abroad program with your students?"  

 

Consider asking an impact question here.  See page 15 

 

4. Value proposition: Move into talking about your value proposition and offer. Mention 

what benefits we provide for students and faculty leaders, results you’ve generated from 

other universities we’ve worked with and what makes us different from the competition. 

 

“Here’s what we do.”  “We organize customized short-term faculty-led programs that are 

typically about 10 days to 2 weeks over spring break, summer intersession, summer break and 

winter break. We have put programs together all over the world for destinations in Europe, Asia, 

Central and South America and we have done several programs to  __(country)__.  We try to 

keep the overall prices to the student under about $4,000 per student so that the programs are 

affordable. For the program leader, the students will each pay a portion of the program leader’s 

costs, so the faculty member travels for free.  Some schools even pay their professors a stipend 

or salary override to lead these types of programs.  Do you know if your school pays you to lead 

a program like this?” 
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“Once we put the program together, we also help with marketing ideas to recruit students, we 

coordinate all of the logistics, and then we make sure you understand all of the various parts of 

the program.” 
 

5. Persuasion:  Tell your story: How was your study abroad/travel experience(s) life 

changing? How will this be life changing for their students? This is a guilt based sales 

approach to gain empathy and understanding about how your life was changed as a result 

of studying abroad.  The objective is to get the client to put themselves in the student’s 

shoes and understand how they could have an impact on changing students’ lives. 

“Can I just tell you why I am passionate about doing this?”  

“I went to _______ ….”It changed my perspective on life, it made me thankful for what we have 

here in the US, and I felt really humble after seeing how the people of ____ live.” 

 

If you get the client telling his/her own stories, you’re winning them over! 
 

6. Questions: Ask them if they’re interested, or use leading questions to qualify your 

prospects. 

 

Closing question/statement: 

“I’d like to put an itinerary together for a program for you in __(country)__ that would include 

activities specific to your course.  After I get the itinerary together, we can go over it and talk 

about how we proceed. What days are best for you to go over this on Skype?”  
 

Review objection list for possible objections.  Have a response prepared for each objection. 

 

7. Close: What’s the next step? Be clear on what action you want to take next and lead the 

prospect towards this. 

This is a 2 step closing process.  First we sell the faculty member on going forward with an 

itinerary, then we sell them on moving forward, meeting with their study abroad office, and 

sending a contract. After the Itinerary is ready, send an email saying you have the itinerary ready 

and you’d like to review it with them on Skype if possible.  Our proposal is about 15 pages long 

(review on SA Agent portal).  Skype is important, if they will agree, as it helps develop a more 

personal relationship with the client.  Review the entire proposal so they know what’s included 

and next steps. 

 

Assume the sale and move forward: 

“It’s important that we get your group into the central business district in each city.  If you’re ok 

with the dates on the itinerary, I can get the hotels reserved and then we can get started on the 

next steps.  I’ll go ahead and connect with your study abroad office to see how we move forward 

with your school.” 
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E-mail Template Ideas 
 

Template Idea #1 (professors) 

 

Subject line: Lead a Short-Term Study Abroad Program 

Subject line: Your Next Trip to XYZ 

  
Good morning Dr. __________, 

My name is _________, and I am a Study Abroad Travel Advisor for uAdventure Travel. We specialize in planning 

short-term, faculty-led study abroad trips. I would love the opportunity to assist you in planning your next study 

abroad program. I have traveled to _________ myself, and work with professors everyday planning programs like 

yours. My job is to make the process of planning and organizing as easy as possible for you! 

Here are a few reasons why uAdventure is different than other agencies: 

1) We help you create completely customized trips. 

2) We provide marketing materials to help recruit students. 

3) We are available 24/7 during your traveling time. 

  

Please see the attached flyers with more information on what we can offer. 

Let me know if you have any questions or would like to get started with a quote for a future trip! 

I look forward to hearing from you. 

Have a great day!  

 

 

Template Idea #2 (study abroad offices) 

 

Dear ________,  

Hi I'm __________ with uAdventure Travel. We are a travel provider specializing in faculty-led programs. 

I’d like to take a few minutes to talk about what you are doing for international travel programs and if your 

university supports short-term faculty-led programs. 

 

Please take a look at our website: 

https://www.uadventuretravel.com/study-away 

  

I have attached a couple of fliers that briefly summarize what we do.  Please take a look. We also have a kit with 

brochures and materials if you'd like us to send you information for your faculty. We have designed faculty-led 

programs all over the world and we'd love to have the opportunity to work with you as well. 

  

Let me know if you have any questions about what we can do.  I'll follow up with a phone call in the next day or so 

and see if I can provide further details. 

Thanks again, 

 

E-mail template #3 (follow-up) 

 

Subject line: Faculty-Led Programs with uAdventure Travel 

 

Hi ________, 

Thanks for calling our office on Monday.  It was very nice to talk to you.  Attached please find a sample Itinerary 

and copies of our Faculty-Led Study Abroad programs brochure.  As I mentioned our programs are custom designed 

for location and subject matter and usually last 10 days to 2 weeks during Spring Break, Summer Intersession or 

Winter Break.   We can also help with developing your program and academic inclusions and with marketing ideas 

for recruiting students. 

 

If you have any questions, please let me know. My cell is: (xxx) xxx-xxxx. 

Thank you, 

 

https://www.uadventuretravel.com/study-away
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Study Abroad FAQs 

 

Q: Do you have insurance?  

A: Yes, we have liability insurance through Hiscox Insurance. 

 

Q: Are you e-verified? 

A: Yes 

 

Q: Where have you done study abroad trips? 

A: All over the world (focus on the area they are interested in). Brazil, Canada, Chile, 

Czechia, China, Costa Rica, England, France, Germany, Italy, India, Iceland, Ireland, 

Japan, Mexico, Netherlands, Poland, Peru, Portugal, Spain, Scotland, Switzerland, 

Thailand, 

(If they are asking for a place we have not done a study abroad, let them know we have 

resources all over the world. If we have not planned a study abroad, we have likely sent 

other travelers or groups there. Planning in one country is much like planning in another 

country.) 

 

Q: Do I have enough time to plan this before my school deadline/travel date? 

A: You’ll need at least 6 months to get everything set up, planned, marketed, and booked. 

(if it’s too close, suggest another travel date; we can only work with less than 6 months in 

certain cases, call the office to discuss options if they need less than 6 months.) 

 

Q: How long have you been in business? 

A: We have been in business since 2016. 

 

Q: what’s your emergency plan? 

A: We have a comprehensive emergency plan for many eventualities. Our emergency 

plan includes coordination with police, hospitals, and embassy officials in your 

destination.  We coordinate with our insurance providers and provide evacuation plans as 

well (know the plan). 

 

Q: Do you provide travel insurance? 

A: Yes, we offer trip insurance to each individual traveler and we require international 

medical insurance and emergency evacuation insurance.  

 

Q: What does the insurance cover? 
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A: I can send you a copy of the certificate of insurance. 

 

Q: How many students do I need to recruit for the trip? 

A: Depends on how much the trip costs and if students are covering and faculty costs. 

Typically you will have about 10-20 students.  

 

Q: What is the best way to recruit students? 

A: The best way to recruit students is to use our marketing kit. Direct email to students is 

by far the most effective way to reach students. Study abroad fairs, in-class presentations, 

and information nights are also important recruitment strategies. 

 

Q: Do you have references? 

A: I can email you a copy. (Find in agent portal) 

 

Q: What universities have you worked with? 

A: We work with universities around the country. Some of them include Bethel 

University, Missouri Southern State University, University of Central Arkansas, Evangel 

University, Columbus State, and Clayton State. 

 

Q; What does a typical trip cost? 

A: Usually between $2,800 and $4,000 pp for students with one faculty traveling for free 

and depending on the destination. 

 

Q: Do you have guides in the country or can you have someone go with us? 

A: We can provide either for additional fees ($1,000 in country or $5,000-$6,000 for 

escort: $300-$600pp extra. We can provide guides for individual excursions for less.) 

 

Q: Do you provide coaches to all of our tours? 

A: We can provide coaches, public transportation, or a combination of both (price will 

vary depending on type of ground transportation.)



14 

Study Abroad Objections 
Nothing defeats an inexperienced salesperson faster than an unexpected objection. Take 

your time to prepare for objections in advance so you won't lose the sale. Try to overcome the 

objection but don’t push past the prospect’s point of comfort. Below are some examples of 

objections and responses to them. Feel free to add your own and expand your objections list as 

you grow as a salesperson. 

Objection Clarifying Question  Response 

“I don’t have time to 

talk” 

 The prospect wants to get you off the phone 

as soon as possible. Ask them when the best 

time is for a three minute call. By offering a 

short amount of time, it sets expectations 

and provides a low level of investment. 

“Too expensive” How far off budget are 

we? 

We have other options for hotels and 

destinations that will fit in your budget. 

“Why shouldn’t I just 

book this myself?” 

So are you considering 

booking each element on 

your own? Or just certain 

aspects? 

You could if you prefer, but I do this every day. 

I can help make sure that you get the experience 

you’re looking for. One reason we do this is to 

allow the professors we partner with to focus on 

creating and teaching the course, while we 

coordinate all of the logistics. 

“We are already 

working with 

[Competitor].” 

Would you consider 

allowing me to do a free 

quote for you if our 

company can provide a 

unique experience or 

additional services and a 

better value for you? 

A lot of our customers have used them before. 

We'd just like the opportunity to show you how 

we are different and how we have provided 

additional value to our customers.  Many times 

we can come in with better pricing or unique 

customized experiences that our competitors 

don’t offer. 

I want to think about it.  I understand, there is a lot to think about.  What 

other information can I give you to help with 

your decision?  Would you be OK if I connect 

with your study abroad office to see how they 

would want to proceed? Hotels in ____ book up 

early.  I want to get you the best location 

possible. Can I at least hold the hotels? 

“We aren’t ready to 

sign the contract yet.” 

(After Quote is 

Accepted) 

Is that because there are 

other steps that have to 

be done first? Or because 

you need more 

clarification on the 

quote? 

Is this an administrative decision?  Is there 

someone I can provide with any paperwork that 

the school requires for its vendors?  What 

information can I give you to help with your 

decision?   Hotels in ____ book up early.  I want 

to get you the best location possible. Can I at 

least hold the hotels? 
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High Impact and other Questions 
Successful salespeople know it’s important to have a real conversation with clients. Pushing for 

the close too early in the process can just push your client away. Impactful questions can help 

you create meaningful conversation that will let you know how you can help the client.  These 

are ideas.  You have to write questions that are meaningful to you, that are natural for you in 

conversation. 

 

Powerful, Open-Ended Sales Questions 

Rapport 

- What's going on in your classes these days?  

- Has the way you teach changed much? 

- Do you like to travel?  If you could go anywhere in the world, where would you go? 

- What are your plans for this weekend? 

- Can you tell me a little about the subjects you teach?  What's your story? 

- I have to say, I really like the way your university promotes study abroad programs, but I’ve also seen student 

comments about some of the trips they’ve taken. What is your school doing to get the message out about study 

abroad to students?  What have you heard about other faculty leading programs there? Anything stand out? 

- You mentioned you want to retire in a few years. What are you thinking of doing then? 

 

Impact Questions 

The following questions focus on how working with you is going to improve your buyer's world: 

 

- What types of experiential learning or study abroad programs has your university been emphasizing? 

- If you could really challenge your students, what would you do?  

 

- Thinking about history and innovations, where would the best place be in the world be to teach your course? 

- If you were to create a study abroad class, what would it mean for you personally?  

 - How would implementing a study abroad program impact your students, teaching, department, university?  

 - How do you think your department head would evaluate the success of doing a study abroad program?  

 

- Do you think students look for universities with these types of experiential learning opportunities? Do you 

think if the university really promoted study abroad learning opportunities, it would impact enrollments?  

 

New Reality 

These questions enable you to paint a picture for the buyer of where they want to be and how working with you can 

get them there: 

 

- If you were to wave your magic wand and look at how teaching is changing 5 years from now, how will it all 

look different? 

 

- (In early sales discussions) You mentioned you're not having a great experience with your current provider. If 

you work with us, what are you hoping will be different? 

 

- (In later sales discussions) Given all we've talked about, how could I support you if we were to move forward 

together? 

 

- What does success look like for you with your students?… your teaching? 

- What would success look like for taking your students abroad? 

https://www.rainsalestraining.com/blog/double-your-sales-opportunities-with-this-one-thing
https://www.rainsalestraining.com/blog/6-ways-to-communicate-impact-in-sales
https://www.rainsalestraining.com/blog/3-steps-to-communicating-your-value-in-professional-services-sales
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Following Up 
 

The number 1 rule of sales is: Follow up! Follow Up! Follow Up!  Finding new clients is crucial to the 

growth and success of your study abroad sales. But we need to remember there is huge potential 

for revenue in our list of existing customers.  Remember, it takes 10 times as much money, and 10 times 

as much time to find a new client as compared to keeping an existing one.   

 

“Relationship building and networking skills are essential to your success.” 

 

Five simple steps to the follow-up after a sale  

1. Thank you 

2. Check-in  

3. Communicate 

4. Repeat 

5. Referral 

  

1. Send a note to say thank you 
Some companies send emails. Others say it with a card they enclose with the invoice. Whatever you 

decide as “your” approach to saying thank you, it’s important to make the thank you a part of the sales 

process. Also make sure the note contains your contact details and name in case the client has an issue or 

question. Make it personal, thank them personally!  

 

2. Check-in 
It’s a good strategy to call clients a week or two after the sale and find out how everything is going. Are 

they happy with the process? How are they feeling about the program? Do they have any questions? But 

don’t overdo it. The client’s time is precious. Especially, avoid trying to make another sale at this stage. 

Instead, listen to your customer’s needs and opinions, and try to resolve any issue they might have. 

 

3. Keep the lines of communication open 
Ask your clients for permission to communicate with them. Then send helpful information and advice 

based on their needs and interests, expanding on their program. Focus on high-value content, such as 

guides, articles or educational opportunities in their destination.  We can always tweak the itinerary a bit 

if they find something they really want to do. This is the phase of consolidating the trust between you and 

your client.  Keep the relationship going.  Faculty who lead study abroad programs tend to go every year. 

 

4. Think repeat 
Talking to existing clients who already bought might seem like a waste of time, but it is actually the key 

to future sales. Regular contact will help you understand their needs, give you ideas about product 

improvements and set the stage to offer a complementary product.  By creating a relationship, you are 

going beyond a simple transaction and giving yourself an opportunity to offer more products or services 

to the client. 

 

5. Ask for referrals 
Happy customers will refer you other customers. When a recommendation comes from someone who has 

actually used your services, it has an extra layer of credibility and trust. Delighted clients make the best 

advocates because third-party claims of excellence carry more weight than self-promotion. For the most 

part, customers are willing to refer because they know how important referrals are and people like to help. 

 

https://www.bdc.ca/en/articles-tools/entrepreneur-toolkit/templates-business-guides/glossary/pages/revenue.aspx
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Referrals 
 

You made a sale! Yay! You’re not done!!! You just made $4-5K in commissions, but there’s 

another $10-20K on the table if you just ask.  Referrals are important.  Don’t walk away after 

you’ve made a sale without asking for referrals.  Once you’re in with a school, you’ve gained 

their trust.  Ask the professor you are working with, the study abroad director, and the study 

abroad advisor. 

 

Know your referral script. 

 

For professors: 

“Do you have any colleagues that like to travel?” 

“Is there anyone in your department that has been talking about leading a study abroad?” 

 

For the study abroad office: 

Are there any faculty who need a quote? 

Do you have any new faculty working on proposals that I could connect with? 

 

 

HubSpot CRM  

 
Starting out, you may not see the need for a Customer Relationship Management (CRM) System.  

If you only have 20 customers, you might be able to keep track of them all in your head, but 

what happens when your customer list blows up to 100, 1,000, or 10,000 prospects?  Tracking 

your clients and keeping notes is a very important part of maintaining relationships with your 

customers.  You want to be knowledgeable about each client, remember their dog, their kids, 

their passions, their concerns.  Keep notes on each customer.  Enter your prospects into HubSpot 

and set up automated reminders.   

 

Watch the HubSpot training videos:  

 
Hubspot CRM Free Beginner Training Tutorial 2019 

https://www.youtube.com/watch?v=Nm2yxwwd4mc 

 

https://www.youtube.com/watch?v=Nm2yxwwd4mc
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Other Helpful Resources 

Read as many books as you can on selling.  Feed your mind, learn how to be better 

at sales. 

 

Books 

 

Motivation 

The Secret by Rhonda Byrne 

 

Prospecting 

Fanatical Prospecting: The Ultimate Guide to Opening Sales Conversations and Filling the 

Pipeline by Leveraging Social Selling, Telephone, Email, Text, and Cold Calling by Jeb Blount 

 

Closing 

Secrets of a Master Closer: A Simpler, Easier, And Faster Way To Sell Anything To Anyone, 

Anytime, Anywhere by Mike Kaplan, et. al. 

 

Client Relationship Management 

Never Eat Alone, Expanded and Updated: And the Other Secrets to Success, One Relationship at 

a Time by Keith Ferrazzi 
 

 


