
Turning service interactions 
into sales opportunities
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Service to Sales 101
Let’s face it: consumers are immune to flyers, telemarketing 
calls, and emails that go straight to their junk folders. Instead of 
overspending on marketing and sales budgets, some companies 
are taking a different tack by investing in the call center. 

An often overlooked way to educate customers about a 
company’s products and services is when they call the contact 
center.      

Savvy organizations understand that consistently delivering 
great customer service both before and after a sale can turn a 
one-time customer into a lifetime customer who also brings in 
additional customers. 
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S E R V I C E  T O  S A L E S  I N  A C T I O N

E M P O W E R  Y O U R  T E A M

7 out of 10 consumers in the U.S. said they were willing to 
spend more with companies they believe provide excellent 
customer service, according to an American Express survey.
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The Opportunity

80% of future profits 
come from 20% of existing 
customers.
Source: Gartner

$$$
It costs 10 times as much to obtain  
a new customer as it does to  
retain an existing customer. 
Source: Pricing for Profitability: Activity-Based 
Pricing for Competitive Advantage by John L. Daly

10x 
On average, loyal customers  
are worth up to 10 times as  
much as their first purchase. 
Source: White House Office of 
Consumer Affairs

70% of buying 
experiences are based on how  
the customer feels they are  
being treated. 
Source: McKinsey & Company

69% of buyers 
indicated access to support was 
extremely important for making 
additional purchases. 
Source: Gartner

78% of consumers 
have abandoned a transaction 
because of a poor service experience.
 Source: American Express survey
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What’s in it for Your Brand?

Higher Net  
Promoter scores
Satisfied customers are happy 
customers who are more likely to 
recommend your brand to others.

Increased 
loyalty
Customers are more likely to remain 
with a brand that provides great 
customer service and understands 
their needs. 

Higher customer 
lifetime value
Repeat customers tend to buy more 
than first-time customers. 

Word-of-mouth 
marketing
Customer reviews travel fast so it’s not 
only worth retaining customers, but 
also promoting positive word-of-
mouth exposure.
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The Solution 
A holistic service to sales strategy enables customer service 
representatives to provide referrals and sales opportunities. 

Customer service associates, however, need the right tools, 
training, and incentives to deliver greater results. 

Not sure where to star t? 
Here are the essential steps for equipping your customer service 
department with the right tools and training to drive sales and 
customer value. 
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O U T  F R O N T
Get the Best Support
It starts with choosing the right service provider.  Overlaying sales in a pure 
service environment by simply throwing in training and incentives may drive 
immediate results, but without a structured approach, success can be short-
lived and even detrimental to the customer journey. 

An experienced partner can share industry insights and best practices on 
setting up a service to sales program, in addition to getting the best agents, 
technology, and tools needed to make it work.
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O U T  F R O N T  
Have the Right Mindset
An effective service to sales strategy includes training the agents to know not only 
what and how to sell, but also when to sell.  Adopting a consultative mindset helps 
agents realize that we should only offer products that make sense to the customer.  

That means we don’t attempt to sell on every call and instead focus on uncovering 
needs and addressing them through consultative selling.

EXAMPLE: 
A caller says her laptop’s hard drive keeps crashing. The associate asks some questions to understand how the caller uses 
the laptop to determine whether the laptop just needs more RAM or if a new external hard drive would meet the customer’s 
true needs. The associate recommends additional products to better meet the customer’s needs with the laptop.

Sample Questions:
1. What are you trying to achieve?

2. What is not currently working?

3. What have you done previously to resolve this problem?
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O U T  F R O N T 
Educate and Certify
A sales leadership certification program can help associates acquire 
the right skills faster and maintain consistency and standards of 
excellence in customer interactions. 

For example, a well-designed certification program ensures 
candidates learn basic call handling skills such as active listening and 
the ability to identify issues, in addition to “soft” skills such as tailoring 
a sales pitch to complement the customer’s tone or personality (e.g., 
chatty or matter-of-fact).

An effective program also includes a variety of instructor-led 
exercises that incorporate simulations, e-learning, and individual 
study. In addition, team leaders and quality analysts should also be 
expected to complete the certification course to ensure they’re 
aligned with the program’s training and standards.
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B E H I N D  T H E  S C E N E S 
Leverage Customer Data Effectively
Your associates can only make informed recommendations and 
offers if they have the right information. For instance, having 
insight into a customer’s buying history, previous calls, and 
demographic information, etc., is essential for understanding 
the customer’s needs. 

However, much of this data is often locked behind separate 
databases. Collaborating with the teams that have partial 
access to customer information to better streamline the data 
will thereby ensure that associates have a comprehensive view 
of the customer. 

EXAMPLE: 
If the associate who helped the customer get more value out of her laptop can see that the caller has a teenage son, for 
instance, the associate can let the caller know that the company has several back-to-school deals for new laptops. 
Insights like this enable the associate to solve the customer’s needs beyond the current relationship and potentially build 
a relationship with a new customer. 
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B E H I N D  T H E  S C E N E S
Reward Desired Behaviors
Empowering associates to sell more is only half of the 
battle. It is also critical to build a measurement and 
compensation structure that rewards associates for 
maintaining excellent customer relationships. Pressuring 
associates to sell products and retain customers at all 
costs will have detrimental results in the long run. A 
smarter approach is to make sure associates understand 
that their performance includes outcomes like customer 
satisfaction and renewal, as well as upsell rates. Their 
goals should be based on helping customers, not just 
making sales numbers.
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E V E R Y W H E R E
Put the Customer First 
Customer centricity is a strategy that’s based on putting your customer 
first and guides the company’s products, services, and communications. 

While few customers would ask for a sales pitch—no one wants to spend 
more money— a well-executed service-to-sales strategy can actually lead 
to satisfied customers. The secret lies in making customers feel valued 
before and after a sale, making it easy for them to continue doing 
business with you. 
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A lack of sales expertise was preventing a telecom leader from 
converting tech calls into revenue opportunities. Once TTEC 
transitioned this line of business into a service to sales model, the 
company improved its bottom line. 

The pilot group beat the internal captive site in all metrics

As a result of the successful pilot, the client expanded the 
Service to Sales model to all lines of business.

RESULTS:

CASE STUDY: SERVICE TO SALES IN ACTION

58% 
increase 
in presentation 
rate

4x 
improvement 
in units sold in 
comparing baseline 
data to pilot results 

2 
promoted
Pilot team members 
promoted as a  
result of growth



Net overall revenue and revenue per associate was lagging and the 
company needed a new sales approach. TTEC introduced optimized 
reports and an enhanced coaching and incentive model, resulting in 
the best performance year-to-date.

RESULTS:

CASE STUDY: SERVICE TO SALES IN ACTION
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The pilot yielded the highest net revenue attainment year-to-date

The site received the GSO Cup Service award for outstanding 
performance one month post pilot 

27% 
increase 
in revenue per 
agent in pilot

2x 
increase 
in Net revenue

#1 
rank 
against all  
other vendors 

+3 
increase 
in CSAT



Empower Your Team
To empower your service team to successfully handle sales opportunities, 

1.  Define the goals and key  
 performance indicators by  
 which employees will  
 be measured.

2.  Work with managers and team   
 leaders to assess your service  
 team’s educational and  
 resource needs. 

3.  Consider working with an  
 experienced partner who can  
 train associates and/or recruit   
 additional staff in less time. 

4.  Host informational meetings  
 to prepare staff for the  
 upcoming changes.



About TTEC
TTEC (NASDAQ: TTEC) is a leading global provider of customer 
experience, engagement, growth and trust and safety solutions 
delivered through its proprietary end-to-end Humanify™ Customer 
Engagement as a Service offering. Founded in 1982, the Company 
helps its clients acquire, retain, and grow profitable customer 
relationships. Using customer-centric strategy, technology, processes 
and operations, TTEC partners with business leadership across 
marketing, sales and customer care to design and deliver a simple, 
more human customer experience across every interaction channel. 
TTEC’s 49,500 employees live by a set of customer-focused values 
that guide relationships with clients, their customers, and each 
other. To learn more about how TTEC is bringing humanity to the 
customer experience, visit ttec.com.
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