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Quick Guide to Questioning Skills

The following guide will help you plan sales calls that focus on gathering information from the client rather than 

dominating the sales call with product presentations. The questions are divided according to the various phases of 

the sales call and are meant to trigger your thought process and improve the quality of your sales calls.

What is my main reason for calling on this account today?

Get a list of businesses that use your parts department! Again, stop by to do a customer service follow up 

and thank you call.

What speci�c goal do I want to accomplish?

Have they already expressed speci�c needs that my product or service can meet?

What happened on the last sales call with this client and how can I build off that information?

Do I know all the decision makers and their personalities?

Do I know each decision maker’s buying mode?

Is today’s plan built around this information?

Opening the sales call:

“The last time we met you said… (review a need they expressed that matches your product capability) …

Is that still the case? (If the answer is yes, move to the next phase of this guide. If that need no longer 

exists, ask…

“Is there another need that has become more urgent?” (Usually, there is a new need. Give them time to 

explain the need and then move to the next phase of this guide. Ask as many questions about the new 

need as possible.)

(New Call) “Thanks for taking the time to meet with me. My purpose for being here is to learn more 

about your company and discover if there are ways that we might be able to help you increase your 

pro�tability or save you time in the loan process. Would that be helpful?”

(New Call) “Thanks for meeting with me. I’m not here to sell you on products and services we offer, I’m 

here to gain an understanding of your business and see if there are ways that we can help support your 

efforts. If I can’t help you, I certainly don’t want to waste your time.” Does that make sense?” (When they 

say yes, begin learning about their business through a questioning process.)

Developing the sales call:

Focus on questions that allow the client or prospect to describe your product or service such as: “If there 

were a speci�c product or service that could meet your needs in this area, what features would you look 

for?” This allows the potential for a product or service match. If they describe something your product or 
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service cannot match, you may want to take a different path or focus on a different product or service. 

The critical point is, don’t just describe your product or service and risk a poor �t.

You can also focus on “new information” questions at this point. These are questions designed to gather 

information you did not previously know. In their simplest form, they are who, what, when, why, and 

how questions. Examples would be: “what are your goals for next year?” “When do you expect to add 

additional staff?” “How much business did you do last month?” “What are some of the challenges you 

anticipate next year?”

Another great questioning skill is “Problem Expansion.” You ask about problems the client or prospect is 

experiencing and then expand the problem in their mind. It helps them move toward change when the 

problem appears bigger than they originally thought. Here is an example of problem expansion:

Salesperson: “You mentioned that you had a problem  getting service after hours, not to mention losing business while 

your vehicle is off the road.”

Prospect: “Yes, it is an inconvenience, but we can live with it.”

Salesperson: “How often do you have a circumstance where you would need to get serviced quickly but can’t?”

Prospect: “About three times a month!”

Salesperson: “How much time does it take out of your teams’ workday?”

Prospect: “Probably about three hours each.”

Salesperson: “So you lose 9 hours per month of productivity or about 108 hours a year which is pushing three full work 

weeks.”

Prospect: “I never thought about it that way! That’s a lot of time!”

Salesperson: “You’re right, time you could use for more important tasks.”

Salesperson: “Does this ever create stress from your customers?”

Prospect: “Yes, I could tell you some horror stories!”

You can see how this works. What the client or prospect felt was insigni�cant can become very signi�cant if we 

expand their thinking.

Once you have hit a “hot button”, change your focus on how the client or prospect feels. These are called 

emotional questions. They are very simple questions. Here are a few examples: “How do you feel about the 

impact of that change on your company?” “How will it affect you personally?” “What is your personal 

opinion about the change?” “What do you think about the situation?” Key words are feel, think, opinion, 

and affect. When a client or prospect responds emotionally, he or she is giving you their personal needs and 

problems. Your solution should not only �t the situation and the company but must also �t the individual 

involved or you will have a dif�cult time progressing the sales process. Once you have positive feedback on 

the solutions you offered, you are ready to move to the closing phase of the sale and the questioning process 

that goes with the close.

The closing phase: Most sales professionals have dif�culty with this phase due to fear of rejection. It should 

be natural, and the client or prospect should be an active participant in the process.

The summary- This is a preparation stage for the closing. You simply review what was most important to 

the client and ask a veri�cation question after your review such as: “Is that accurate?” “Is that correct?” 

“Does that summarize what you are looking for?” When the client or prospect agrees, you can begin 
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closing. If the client or prospect does not agree, you can ask clarifying questions, such as: “Would you 

mind sharing with me more speci�cally what you are looking for?” or “What are your concerns?” or “I 

want to make sure I know your speci�c needs, would you mind sharing with me what you are looking 

for?”

The closing- The best closes are simple, non-threatening, and allow the client or prospect to participate 

in the process. Let’s look at two simple closes that meet these criteria:

“What’s our next step?” The client or prospect can now tell you how they want to proceed or will 

stop the process if they are unsure.

“How would you like to proceed?”

You can also use an assumptive close by asking �rst, “Could I outline a few steps we could take to 

accomplish the things we discussed today?” You are asking permission to describe a plan of 

action to implement your solution. As soon as the client says yes, you can start your close!

With these types of closes, you always live to �ght another day. High pressure closes in today’s sales 

environment can be very detrimental in the more complex selling situation. The client will begin to 

avoid you or not take your calls.


