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Sales Development Strategy
1. Our Purpose
Our sales teams play a vital role in shaping the experience of every customer. We don’t simply guide people through a transaction — we help them imagine a life in a new home; in a community they can belong.
This strategy sets out how we build a confident, consistent and customer‑centric sales function across the untypical group. It ensures that every interaction reflects our shared commitment to:
· Quality in every detail
· Community in every place we build
· Sustainability in every decision
· People at the heart of everything we do
It aligns directly with our values and reinforces the belief that:
We are not just selling houses — we are helping people to create a home.
2. Strategic Objectives
· Build and protect trust with buyers, communities and partners
· Equip teams with the skills, behaviours and confidence to consistently convert enquiries into reservations
· Deliver a personable, values‑aligned customer experience across all sites and touchpoints 
· Embed compliance with HBF standards, competition law and GDPR 
· Strengthen collaboration across site management, customer service, marketing and community liaison
· Support brand reputation through clear, honest and transparent communication
· Use data and insight to drive performance and continuous improvement

3. Our Brands
We operate as a family of brands:
· untypical holds our values, standards and culture
· Hopkins Homes demonstrates heritage, craftsmanship and a sense of place
· Tilia Homes offers modernity, value and confidence
Together, we share a simple, powerful narrative: Well crafted homes, built with care and designed for modern living.
4. Our Message Pillars in Practice
	Pillar
	What It Means in Sales

	Quality
	Evidence-led conversations, pride in craftsmanship, clarity in detail

	Community
	Understanding local context, being a considerate neighbour, building belonging

	Sustainability
	Confidently explaining energy efficiency, long-term value and responsible design

	People
	Warmth, empathy, respect and genuine care in every interaction


These pillars shape our behaviours, our conversations and our decisions.
5. Core Training Pillars
5.1 Brand, Product & Policy Mastery
Sales teams personify the story behind our homes — the design choices, the materials, the sustainability features, the local character. 
They understand:
· Our brand architecture
· Our tone of voice: modern, warm, clear and personable
· House types, specifications and design principles
· Sustainability features and energy efficiency 
· Tenure types and affordability options
· Reservation processes and legal milestones
· Community engagement commitments
This knowledge builds confidence and credibility.
5.2 Customer Experience 
Buying a home is emotional. Our approach is grounded in empathy and understanding.
Training develops:
· Active listening
· Emotional intelligence
· Managing difficult conversations
· Supporting vulnerable customers
· Inclusive communication
· Understanding buyer motivations and concerns
This is how we build trust — one conversation at a time.
5.3 Sales Skills & Conversion Excellence
We focus on guiding, not pushing.
Training includes:
· Lead qualification
· Discovery conversations
· Value‑based selling
· Plot presentation and guided tours
· Follow‑up discipline and CRM best practice
· Ethical closing
· Using PR content — awards, sustainability stories, customer voices — to build credibility
We combine skill with sincerity.
5.4 Data‑Driven Performance
Sales teams learn to use data to understand performance and improve outcomes:
· Conversion rates
· Enquiry response times
· Customer satisfaction
· Local market dynamics
· Local PR activity impact on enquiries
Data becomes a tool for insight, not pressure.

5.5 Operational Excellence & Collaboration
A great customer experience depends on strong internal relationships.
We operate as one team. Training covers:
· Working with construction and customer service
· Understanding build stages
· Managing expectations around timelines
· Supporting community engagement
· Knowing when and how to escalate issues
6. Compliance & Professional Standards
Compliance protects our customers, our colleagues and our reputation.
6.1 HBF Standards & New Homes Quality Code
We ensure:
· Fairness
· Accuracy
· Transparency
· No pressure selling
· Clear explanation of rights, timelines and choices
· Ethical Selling 
6.2 Competition Law
We avoid:
· Discussing pricing or sales rates with competitors
· Sharing sensitive information
· Any behaviour that could imply collusion
6.3 GDPR & Data Protection
We commit to:
· Collecting only what we need
· Storing data securely
· Explaining how data is used
· Recording consent
· Reporting breaches promptly
6.4 Anti–Money Laundering (AML)
We follow:
· Identity checks
· Source‑of‑funds verification
· Red flag recognition
7. The VESPA Sales Philosophy
Our signature approach to discovery
V — Very Warm Welcome
This is where we slow the pace, offer refreshments, listen deeply and understand what truly matters to each customer. A relaxed, human start to the conversation.
E — Establishing Needs
We explore:
· Motivation to move
· Research so far and time scales 
· Budget and financial position
· Ideal home and lifestyle
S — Signposting
We guide the customer through the next steps with clarity and reassurance.
P — Product Demonstration
We tailor the tour to their needs, highlighting:
· Craftsmanship
· Sustainability features and energy efficiency 
· Design choices
A — Agreement
We summarise, reach agreement on next steps and ensure CRM accuracy.
8. Customer Centricity
Putting people at the heart of every decision
Customer centricity is the belief that every interaction should be tailored and reflect care, clarity and respect. It is how we turn interest into trust — and trust into advocacy.
8.1 Why It Matters
· It builds long‑term trust
· It strengthens our brand
· It drives performance
8.2 What It Looks Like
· Listening deeply
· Personalising the journey
· Communicating openly
· Supporting decisions
· Respecting vulnerability
· Celebrating milestones
8.3 How We Measure It
· Net Promoter Score (NPS)
· Mystery shopping
· Customer satisfaction surveys
· Community sentiment
· Complaint resolution times
9. Training Structure
9.1 Induction (First 90 Days)
· Brand & values
· Message pillars
· Tone of voice
· Product & sustainability
· Customer journey
· Compliance
· Sales skills
· Shadowing and Certification 
9.2 Ongoing Development
· Quarterly refreshers
· Monthly coaching
· Annual accreditation
· Advanced modules
9.3 Leadership Enablement
Sales managers learn to:
· Coach effectively
· Reinforce values
· Use data insightfully
· Model transparent communication
10. Measurement & Success Indicators
· Conversion rates
· Customer satisfaction
· Mystery shop scores
· Community sentiment
· Compliance accuracy
· Behavioural alignment with values
11. Culture & Behavioural Expectations
We expect every sales colleague to embody:
· Warmth
· Transparency
· Accountability
· Collaboration
· A customer‑first mindset
12. Governance & Review
· Strategy owned at group level
· Annual review aligned with business planning
· Quarterly performance reporting
· Regional input into training needs
· Alignment with PR, marketing, customer service and community liaison
image1.png
[ untypical | Jf Horkins | s Tiris

y— GROUP HOMES CZ)(SD HOMES





