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“Inbound enquiries represent intent, curiosity
and trust. How they are handled in the first

conversation determines whether they become
relationships or lost opportunities.”

Why This Guide Exists
Someone has already raised their hand. They’ve engaged with the brand. They’ve
shown intent. The hard work of getting attention has been done.

Where IT providers typically lose value is not in marketing, it’s in what happens next.
The first conversation either builds momentum or kills it.

This guide exists to protect that momentum. To help those whose job it is to win new
business to handle inbound opportunities with more structure, more control and
achieve better outcomes.

This is about consistency. A repeatable approach that ensures marketing investment
translates into revenue.

Inbound leads are already in motion. The only question is whether we accelerate
them or stall them.
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Watch Now: https://www.youtube.com/watch?v=hk3ABclyGWk
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The Cliffnotes:
Never assume an inbound lead will convert:  treat every enquiry with care until
the deal is done.
Responding quickly to inbound enquiries significantly increases your chances of
conversion.
Using well-crafted templates helps maintain professionalism and efficiency in
your communication.
Asking thoughtful questions early on helps you tailor the conversation to the
prospect’s real needs.
Consistent follow-up is essential, as many inbound leads require multiple
touchpoints.
Never add leads to marketing lists without consent; respecting preferences
builds trust and credibility.
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The Reality of Inbound Leads

They are warm, but fragile
Inbound leads feel warm. Someone filled out a form. Sent an email. Replied to a
piece of content. Booked a call. On the surface, it looks like momentum.

But warmth is not commitment.

Inbound is simply raised intent. It’s curiosity. It’s exploration. It’s often comparison
shopping. And in IT services, especially, it’s usually cautious.

Giving access to your IT networks and computer devices is personal. It involves risk,
legacy, and security. So, when someone reaches out, they’re not just evaluating
your solution; they’re evaluating whether they trust you with something
meaningful. That makes inbound leads warm… but fragile.

They are leaning in. But they can lean back just as quickly.

And what happens in the first response determines which direction they move.
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Not enough time is spent improving sales conversations. 
People think about sales from their perspective and not that of the prospects, and
what’s in it for them. Conversations are not moved forward the right way, and yet, it’s
the last thing revenue generators think to work on to improve. Having successful
sales conversations is a skill and requires practice. 

If you want better
conversions, improve

your conversations!
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Why Inbound Leads Are Fragile
Most inbound prospects are early in their decision cycle. They are gathering
information, testing responsiveness, and assessing professionalism. They are not yet
sold - they are assessing.

In IT, those small signals are amplified. If a salesperson appears reactive, rushed, or
unclear in email, prospects subconsciously ask: If this is how they handle a simple
inquiry, how will they handle my systems?

That’s the fragility.  Inbound does not guarantee trust. It is simply an opportunity to
build it.

What Typically Goes Wrong
There are three consistent errors salespeople make with inbound:

1. Pitching too early.
They jump straight into product, services, or monthly rates. Before understanding
context. Before clarifying the problem or desire. Before establishing relevance. The
prospect asked a question, and instead of a conversation, they received a brochure.

2. Assuming intent.
A prospect downloads a cybersecurity guide, and the salesperson assumes they are
ready to migrate all of their systems across. A business owner asks about ticket
response times, and the reply treats them like a hot transfer. When assumptions
replace curiosity, conversations shut down.

3. No clear next step.
Perhaps the most common mistake. The salesperson responds politely, answers the
question, and ends with “Let me know if you’d like to discuss further.” There is no
defined path forward. No scheduled conversation. No structured progression. The
lead stalls, not because they weren’t interested, but because they weren’t guided.

One slow response signals disorganisation.
One overly aggressive pitch signals self-interest.
One vague reply signals lack of clarity.
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The Cost of Mishandling One Lead
Salespeople tend to measure inbound performance in terms of “conversion
rate.” But the real cost is measured in lifetime value.

One mishandled inbound lead could represent:
A multi-year support contract 
One-off project work 
Cross-service opportunities
Referrals within a network

In IT services, one client can represent five or six figures in lifetime revenue
impact.

And yet, many inbound inquiries are treated as routine admin.

When a lead goes quiet, it is often written off as “not serious.” In reality,
many were serious and just not nurtured correctly.

Inbound is not about responding. It is about guiding.
Not about answering. About advancing.

Not about being available. About being intentional.

Handled well, inbound becomes
one of the most efficient growth
channels an IT salesperson has. 

Handled poorly, it becomes a
silent leakage and an opportunity
lost without ever being
recognised.



In IT services, trust always comes before advice, and advice always comes before
commitment. When salespeople try to shortcut that order, they create resistance,
even if they don’t see it immediately.

The first call isn’t about closing. It’s about positioning. It’s about establishing how you
think, how you listen, and how you approach complexity. Prospects aren’t sitting
there waiting to be impressed with product knowledge. They’re deciding whether you
are someone they would trust with decisions that carry real consequences.

And trust is built through attention, not persuasion.

When advice is offered too early (before proper context is gathered) it almost always
feels transactional. Even good advice can land poorly if it appears generic or
premature. If you start suggesting system changes before fully understanding the
current set-up, background to systems or long-term objectives, the message received
isn’t “this person is sharp.” It’s “this person is rushing.”

Larger prospects are especially sensitive to this dynamic. Most of them have been
pitched many times before. They can spot templated thinking instantly. The moment
they sense they are being steered toward a solution before they’ve been properly
understood, they disengage mentally. They may remain polite. They may nod. But
the decision has already shifted.
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Why You Don’t Sell on the First Call
One of the most common mistakes salespeople make is trying to “win” the first call.

A prospect books time in the diary, and suddenly there’s an internal pressure to
prove capability, demonstrate expertise, and move things forward quickly. It feels like
an opportunity. And it is. But it’s also a moment that requires restraint.

TRUST ADVICE COMMITMENT
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At that point, you are no longer positioned as a strategic advisor.
You are positioned as a vendor. And vendors are compared on fees.

Savvy business leaders do not need to be persuaded early. They need to feel
understood. They want to know that you recognise the layers within their situation.  
When they sense that you are genuinely mapping their complexity rather than
prematurely simplifying it, confidence builds naturally.

The first call should feel structured but exploratory. It should demonstrate that you
think in frameworks, ask deliberate questions, and are comfortable taking the time
to understand before you recommend. That discipline signals seniority far more
effectively than launching into solutions.

Ironically, salespeople who hold back from selling on the first call tend to convert
more business. By the time a second conversation happens, the prospect already
feels clarity. They feel heard. They feel that progress is being made. The move
forward feels logical rather than pressured.

You don’t earn a client by speaking first. You earn a client by listening properly. 

The purpose of the first call is not to
secure the mandate. 

It’s to earn the right to continue
the conversation.
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STEP 1 Prep the Call

Do your research ahead of the meeting
Know your sales criteria
Prepare your questions for the meeting
Anticipate resistance - what initial objections may you
hear?
What outcome do you want from the initial call?

STEP 2 Initial 90 Seconds
Deliver a hook
Get permission
Break initial barrier/build rapport

STEP 3

L
LISTEN

You should only spend 20% to 25% of the meeting
talking. If you're talking more than this, then you are
talking too much.

A
ASK

Know your own sales criteria. If you want anyone you
will get anyone.
Adjust your tone - only 7% of what you say affects the
result of the communication. 
Become an expert in reading the cues, gestures, facial
expressions & body language the other person is
giving off. React appropriately to this.

P
PROBE

Their journey so far.
How have they tried to get what they want or
overcome the challenge?
What hurdles have they faced?
What hurdles have they faced?
What are their options?

S
SUMMARISE

Bring it all together.
Share resources – serve before you sell.
Book a deep dive to explore further.
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The LAPS Framework
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1. How can we make this conversation genuinely valuable for you today?
2. What would need to happen on this call for you to feel it was time well

spent?
3. What prompted you to explore this now?
4. Tell me more about your current situation and what you’re looking to

improve.
5. What would a successful outcome from this look like for you?
6. What are your key business priorities over the next 12 months?
7. What’s your longer-term vision for the business?
8. What does a strong IT strategy look like in your eyes?
9. What would the ideal IT setup and system look like for you?

10. What’s your current strategy to achieve these objectives?
11. How are you structuring things at the moment?
12. What have you put in place so far?
13. What’s working well right now?
14. Where do you feel there are gaps or inefficiencies?
15. What challenges have you faced in trying to achieve this?
16. What actions are you currently taking to move things forward?
17. What have you explored so far?
18. Have you reviewed system or AI alternatives? What are your thoughts on

these versus your current setup?
19. What criteria do you use when making decisions on new providers to

work with?
20. What factors matter most to you when choosing whom to work with?
21. What has worked well for you in the past?
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The Questions That Matter
Here are a list of questions you can use in your first call to help you.
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Don’t try to use every question on one call. That turns a
conversation into an interrogation, and prospects feel it
immediately.  Use them selectively. Follow the flow of
the discussion. Over time, you’ll learn which questions
open up meaningful dialogue for you.



www.jameswhite.business
hello@jameswhite.business

T: 0800 046 1651
WHITEJames

T H E  S A L E S  E X P E R T

www.jameswhite.business
hello@jameswhite.business

T: 0800 046 1651
WHITEJames

T H E  S A L E S  G R O W T H  E X P E R T

11

22. What are you not interested in, or what makes you cautious?
23. When you think about the future, what excites you most?
24. And what concerns you most?
25. If nothing changes over the next 12–24 months, what happens?
26. What would the consequences be if you didn’t achieve these goals?
27. How much is maintaining the status quo costing you each year?
28. How confident are you in your current structure getting you where you

want to go?
29. What would need to change for that confidence to increase?
30. Who else would be involved in making a decision like this?
31. What would you need to see to feel comfortable moving forward?
32. What evidence would help you make a confident decision?
33. What worries you about making a change?
34. What’s your worst-case scenario, and how have you prepared for it?
35. What would stop you from putting something new in place?
36. Would you prefer to evolve things step by step rather than overhaul

everything at once?
37. On a scale of 1–5, how much of a priority is this right now?
38. How will you achieve your objectives if you don’t address this?
39. Have I missed anything important?
40. Would it make sense to outline what working together would look like,

including timeframes and deliverables?
41. Shall we schedule a follow-up to explore this in more detail and decide on

next steps?
42. What does a well-structured IT strategy and plan give you personally that

you don’t have today?
43. How would achieving this impact you and your business colleagues?
44. What’s driving the urgency behind looking at this now?
45. If we fast-forward three years, what would you want to have solved?
46. Where do you feel you’re carrying unnecessary risk at the moment?
47. How do you currently measure whether your provider services are

performing properly?
48. What level of involvement do you prefer in IT decision-making?
49. What would make this feel like a smart decision in hindsight?
50. If we were to move forward, what would an ideal working relationship

look like for you?
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Take Control of the Next Steps
Here are some steps you can use to help drive the prospect onto the next part of
your sales process and continue the relationship: 

Go back to the pain/pleasure conversation and summarise.
You want to make the prospect feel like you’ve listened and you’re empathetic
to their problem or excited by their desires. 

You want the prospect to spend more time with you. 
Here are some suggestions for next steps:

Attend an event/webinar
Read a book you've written
Send links to blogs/articles/guides that might be useful 
Access to an e-course you’ve created 
Book a strategy session to dig into their problems and this time you can
help them with some further tips/advice 

Book a time/date to continue the conversation. 
If you’ve read the conversation correctly and you feel like there’s a lovin’ being
formed, your prospect will be just as eager to book a second date with you. If
they’re not, then there’s some resistance and it’s important to explore this,
without being too pushy. 

Summarise your conversation via a follow-up email.
Send them a few valuable content pieces or links before your next call. 

Make sure these are personalised and not email automations! You need to
prove your intention to support them. They deserve to feel special, not just a
person in your database. 

Touch base a day before your scheduled call and let them know you’re looking
forward to your conversation. 

If it’s appropriate, add an agenda to the email. 
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“The best way to predict the future is to create it.”
Peter Drucker
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If you’re serious about growing your customer base, start by auditing your
inbound process. Listen to your last five first calls. Review your last ten
initial responses. Be honest about where momentum was lost.

And then fix it.

Because growth in IT services doesn’t just come
from adding more leads, it comes from handling
the ones you already have more effectively.
If you’d like support refining how your team handles inbound, from first
response to structured close, reach out. Let’s build a process that converts
consistently, not occasionally.
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