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Technology and its impact on buyer behaviour are two often overlooked factors that have a 

strong influence on the ever changing sales process. If your sales process hasn’t been built 

out to incorporate these crucial factors, you are impacting your company’s ability  

to generate revenue in this evolving landscape. But where do you start? 

Let’s talk quickly about three aspects of the new world order we are working in, and  

then we’ll outline three key areas to consider when rebuilding and supercharging  

your sales process.

THE NEW WORLD ORDER

The Connected Customer
Consumers now demand:

1. Real time information

2. On their mobile

3. Personalised to them

Companies that are able to connect 

with prospects and customers on their 

terms are reaping the rewards of an 

increased customer base, decreased 

customer attrition and protection 

against disruptive new tech-savvy 

entrants to the market.

A Mobile First World
With 80% of western consumers 

owning a mobile device, this small 

piece of hardware now drives the 

information gathering and decision 

making process for consumers across 

a range of purchasing decisions - none 

more so than in property transactions.

A mobile first strategy that 

encompasses data from your CRM 

drives an increase in sales appointment 

requests, attendance rates and can 

reduce settlement fall over risk.

Lead by Listening
Connected customers may thrive in a 

tech-driven universe, but they still want 

to be treated like human beings rather 

than data points. In fact, customers  

are ready to trade more of their 

data for more relevant, personalised 

experiences. 

Leading companies will not only tailor 

their marketing communications, they 

will use digital listening to understand 

individual needs and learn to anticipate 

them - often better than a local 

shopkeeper. 

So where to from here?
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SUPERCHARGING YOUR CRM
CRM Visibility
Regardless of the CRM you have invested in, your 

CRM is an incredibly powerful tool for providing 

business visibility across two critical aspects of  

the sales process: 

1. Revenue performance

2. Sales pipeline performance

Giving senior executives marketing and sales visibility 

of these items, aligned with a deep understanding 

of your customer journey position your business to 

understand where you stand and (most importantly) 

how to get where you need to be. This is done by 

proactively identifying blockages in your sales 

pipeline that are reducing your ability  

to drive sustainable revenue growth.

Everything is accessible from the cloud and different 

permissions can be set for different users, so your 

CRM can provide tailored insights to each of the 

stakeholders in your business. 

Being able to view their results in real time and see 

their contribution, along with added incentives, gives 

all members of the team a greater understanding 

of their impact and an visible incentive to drive 

continuedimprovement in performance.

With this in mind, we’ve identified two key barriers 

that property developers face with CRM that slow 

down the sales process.

CRM Adoption

One of the biggest challenges after a CRM rollout  

is adoption. There are invariably legacy issues  

with team members maintaining a reliance on  

a range of data sources, both online and offline,  

then spending unnecessary amounts of time 

consolidating it all within their CRM.

To combat resistance in CRM adoption, start  

with the low hanging fruit: 

1. Training - sounds simple, but make sure each 

member of your team has completed training 

and understands where to turn when they need 

support.

2. Start small - mandate smaller and easier to 

manage processes within the CRM and give them 

more opportunity to understand and explore the 

platform.

3. Rolling updates - from there, introduce  

them to more ways that your CRM makes 

their lives easier. This might include accessing 

information about lead engagement and lead 

scoring through your marketing automation 

platform to better tailor their calls.

If you’re looking to make this process even more user 

friendly, consider picking out members of your sales 

team that are the most adaptable to kick start the 

revolution. Creating internal advocates for your  

CRM will help the rest of your team be more  

open to change.
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Customer Journey = Sales Pipeline
Taking the time to document your customer journey 

in detail (including how it differentiates by buyer 

type) is critical for understanding:

1. How and why people purchase

2. The timeframe each stage typically takes

3. Potential conversion drop off points 

4. Information required to drive decision  

making at each stage

5. Potential customer pain points

Here’s a quick checklist for you to help build  

out your customer journey.

1. Identify Stages - start by working out each of 

your lead stages. A set of examples might be: 

Prospect, Lead, Marketing Qualified Lead (MQL), 

Sales Accepted Lead (SAL), Opportunity, Deposit, 

Settlement and Lost.

2. Qualification Points - for each of the lead stages, 

determine how a lead has been qualified to be 

in that stage. How many times have they been 

called? How many forms should they have 

submitted? Consider all of their touch points.

3. Decisions & Choices - locate each of the decision 

making steps in your flow chart where the next 

step depends on a decision and what the choices 

are at each point. This will help you determine 

where potential conversion drop offs occur.

4. Pain Points & Objections - consider each of your 

conversion drop off points. Talk to your sales staff 

about the pain points that they have spoken to 

leads about in the past and compile a list for  

each stage.

CUSTOMER  
JOURNEY MAPPING
As technology drives unprecedented 

levels of buyer independence and need 

for personalisation during their research 

process (often only contacting sales teams 

when they are ready to transact) it can be 

difficult to gauge their level of interest and 

tailor their experience accordingly. 

Here how you can better understand your 

customer experience and use it to improve 

your conversion rates across the  

sales funnel.
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CUSTOMER JOURNEY EXAMPLE

Submitted form on landing page 

and downloaded floor plans.

“What kind of home can I afford  
to purchase?”PROSPECT

Engaged with the marketing 

message, value exchange and 

taken action as a result.

“I’ve seen an opportunity that 
interests me”MQL

Engaged with sales team to be 

qualified and provided timelines.

“This is both what I want and  
can afford”SAL

Booked and attended 

appointment at sales centre.

“I’m keen to take the next steps. 
I’m ready for the fine print”OPPORTUNITY

Financially committed in the 

decision making process.

“I need help with the contract 
and bank loan process”DEPOSIT

Final step of their own  

sales journey.

“I want to know when I can 
move in and celebrate my 

milestone.”
SETTLEMENT

Ability to be an influencer. “I want to share my happy 
experience.”REFERRALS AND REVIEWS

Stage Qualification Points Decisions & Choices
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OPPORTUNITIES  
ACROSS YOUR PIPELINE
Once you’ve completed mapping your customer 

journey, you’re now ready to start looking at how you 

can personalise your customer purchase experience 

right through the sales pipeline through marketing 

automation and specific campaigns.

The information gathered from running these 

campaigns will not only enable your leads to research 

and gain the information they need before making 

contact, but will also give your salespeople the 

data they need to perfectly tailor their calls when 

prospects indicate they are ready to act.

Here are some guidelines to get started.

Top of the Pipeline

This is where you concentrate your lead generation 

efforts. Consider the types of preliminary information 

that your target audience needs in order to opt in for 

more information or for a callback. Apply this to your 

advertising and email messaging as well as the value 

exchange that is being offered. If you are targeting 

first home buyers, you might decide to offer floor 

plans and a guide to buying your first property.

Middle of the Pipeline 
This is where conversion rates can start to drop off. 

The key problem to solve is how you can drive lead 

velocity by providing the right information to create a 

need to make a sales appointment and subsequently 

attend their appointment. 

Time to think about the purchaser consideration 

process (using your customer journey map) and 

provide them with content that rebuts their 

objections or answers their information requests.  

This might include blog posts or e-books that explain 

the value proposition for your product and why it 

meets their needs.

Bottom of the Pipeline
This is an extremely crucial stage - it’s make or 

break time to get your lead over the line with their 

deposit. So this stage is focused on solidifying your 

status as the lead’s preferred option, enabling leads 

to consolidate their finances and sign off all of their 

paperwork with little to no deterrents or barriers. 

For this end of the funnel, you might decide to send 

a series of educational videos via email to make the 

process more straightforward (particularly for first 

home buyers or first time investors).
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• Provide relevant value 
exchange to collect lead 
information

• Reach out only if prompted

• Don’t bombard with 
information

• Highly personalised 
communications

• Project signification point 
of difference

• Create sense of urgency

• Send the right message at the 
right time

• Focus on value proposition

• Rebut barriers and objections


