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PPAI SMEI Sales Track Agenda 
 
Note: All pre-reading assignments are taken from “SMEI Certified 
Professional Salesperson™ Exam Preparatory Guide” 
 
Session 1: 1:30 PM 
 
Pre-reading Assignments: Chapter 1 – Ethics; Chapter 2 - Communication 
 

1. Sales Ethics  
2. Mini- Case: Honor among Thieves 
3. Communication 

 
Break 
Session 2: 2:45 PM 
 
Pre-reading Assignments: Chapter 3 – Relationships; Chapter 4 – Understanding the Buyer 
 

1. Relationships; Not ‘How but When’ to Use Certain Selling Techniques 
2. Understanding the Buyer, Prospecting & Shortening the Sales Cycle 
3. Mini-Case: Taking the Ire out of an Irate Customer 

 
Break 
Session 3: 4:00 PM 
 
Pre-reading Assignments: Chapter 6 – The Presentation; Chapter 8 – Closing the Sale 
 

1. The Presentation: Preparing for the Presentation; Uncovering Customer Needs 
2. SPIN Selling Exercise 
3. Closing the Sale 
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Partnering to Create Value
Presented by: 

Marianne Collins CSE;  Willis Turner, CAE CME CSE

Agenda
• Session 1: 1:30 – 2:30 PM
• 1. Sales Ethics; Ethics Case Study
• 2. Communica?on that Creates Value

• Session 2: 2:45 – 3:45 PM
• Rela?onships that Create Value
• Understanding the Buyer

• Session 3: 4:00 – 5:00 PM
• The Presenta?on
• Closing the Sale

SMEI Fundamentals of Professional Selling 
Pyramid™ 99. Service

8. Closing
7. Negotiation

6. The Presentation
5. Products & Services

4. Understanding the Buyer
3. RelaJonships

2. Communication
1. Ethics
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Understanding 
Ethics

• The SMEI Creed, Sales & Marketing Code of 
Ethics

• Behaviors that diminish the respectability of 
the sales profession

• Behaviors that enhance the respectability of 
the sales profession

What Types of 
Behaviors are 

Unethical?

Where Do Negative Stereotypes Come From?
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Negative Words Associated with Salespeople
Deceptive 
Practices

• Deceptive
• Deceit/Deceive
• Hustle/Hustler
• Scam
• Unscrupulous

Illegal Ac?vi?es

• Fraud
• Defraud
• Con Artist
• Con Man

Non-Customer 
Oriented Behavior

• Push
• Hard Sell
• Fast Talking
• High Pressure

Temptations Can Lead To Unethical Behavior

Some examples of temptations include:
• Suggestions from clients
• Pressure from competitors
• Influence by internal company personnel
• Offers from suppliers or vendors
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Trust is the Key

Legal Reminders for Salespeople

Ethics Case Study



 
 
Honor among thieves – an ethical dilemma in the big house 
Is it always right to do the right thing? 
 
 
Ed Martin, the correctional institutional food service manager, had invited Anne to serve a meal 
utilizing her retherm system (a modified reheating unit that can warm individualized trays) inside 
one of the cell blocks of a maximum-security prison. She was confident that her system would 
deliver, and indeed, it had performed as she had expected: 72 hot meals within a little more than 
one-half hour with the same quality, taste and texture of the food that had been served directly 
from the kitchen. Ed was thrilled with the system and assured her that a purchase order was 
forthcoming, since he was satisfied that Anne’s system met his criteria, including competitive 
pricing, performance requirements and an on-site comprehensive training program. She could 
hardly contain her enthusiasm as she started to contemplate the potential commission. 
 
The following week, however, Anne ran into one of her competitors at a trade show, who 
boasted to her that Ed Martin would shortly be issuing a purchase order to his firm based on his 
lower price. Anne was caught completely off guard, could it be true? How could the competitor 
assure his pricing was lower? 
 
Anne’s equipment, as well as that of her competitors, was available through the correctional 
agency’s government contract, which meant that an open bid contract negotiation would not be 
required. Anne’s firm routinely participated in the annual sealed bidding process of the state’s 
‘blanket’ contract award by offering a specific discount from published prices, information 
which was proprietary and confidential and closely guarded by both the bidders and the 
contracting agencies. As such, this purchase could be finalized through an expedited purchasing 
procedure. This facility was a ‘flagship’ institution for the state correctional agency, and once a 
new feeding system was purchased and installed in this institution, there was a potential for 
another dozen similar installations. At an average project price in excess of $250,000, Anne was 
already anticipating a banner year in commissions and bonuses. 
 
However, shortly after the demonstration, Ed was contacted by Anne’s competitor, who 
promised to deliver the same performance and training at a lower price. Ed was thrilled at the 
opportunity to save additional money while still meeting his operational needs, so he 
inappropriately shared Anne’s proprietary pricing information with the competitor, who then 
offered a 5% discount off Anne’s pricing. Anne must now decide whether to report Ed’s 
misconduct to the contracting authority which could result in disciplinary action up to and 
including the loss of his job (but would probably ensure the sale for her), to try to meet the 
competitor’s pricing, to walk away from the sale, or to formulate alternative courses of action 
(such as handling the price objection, selling on features and benefits, or another tactic). 
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Communication
9. Service
8. Closing

7. Negotiation
6. The Presentation

5. Products & Services
4. Understanding the Buyer

3. RelaDonships
2. Communication

1. Ethics

Seek to Understand

Four Styles Of Communication

Emotive
· Relaxed and informal
· Open with feelings
· Readily express 

opinions
· Socially active
· Uninhibited behavior

Directive
· Not a time waster
· More of a talker than 

listener
· High dominance and 

controlling
· Can appear impatient 

and opinionated

Reflective
· May appear aloof
· Prefer structure
· Don’t readily display 

emotion
· Are serious and 

disciplined

SupporHve
· Good listeners
· Quiet and 

unassuming
· ThoughLul and 

deliberate
· Friendly persuaders
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Non-Verbal Cues 
& Verbal Cues

Time for a stretch break

Relationships that Add Value
9.Service

8. Closing

7. Negotiation

6. The Presentation

5. Products & Services

4. Understanding the Buyer

3. Relationships
2. Communication

1. Ethics



SMEI Sales Track

© 2019 SMEI 7

Four Key Groups for 
Establishing 
Relationships: 
1 - Customers
How do you:
1. Create Rapport

2. Keep Commitments

3. Build Confidence

4. Build Trust

Four Key Groups for 
Establishing 
Relationships: 
2 – Secondary Decision 
Makers
How do you:
1. Create Rapport

2. Keep Commitments

3. Build Confidence

4. Build Trust

Four Key Groups for 
Establishing 
Relationships: 
3 - Support Staff
How do you:
1. Create Rapport

2. Keep Commitments

3. Build Confidence

4. Build Trust
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Four Key Groups for 
Establishing 
Relationships: 
4 - Management
How do you:
1. Create Rapport

2. Keep Commitments

3. Build Confidence

4. Build Trust

Trust Building Sales Behavior

Customer 
Orientation

• Advise vs Sell

• Understand 

needs

• Fair & balanced 

presentations

Competence

• Technical 

command

• Skill & 

knowledge

• Professional 

image

Dependability

• Actions fulfill 

promises

• Actions fit a 

pattern of prior 

promises

• Refuse to 

guarantee what 
you can deliver

Candor

• Credible proof

• Candor

• Actions prove 

your words

Likeability

• Courteous & 

polite

• Fair use of time

• Share & talk 

about areas of 

commonality 

(biz and non-
biz)

Not “how to” but “when to”

• Sales methodologies don’t always bring the outcomes we 
expect

• 92% of sales managers face increasing sales goals each year
• BUT only 52% of sellers are reaching quota

Source: Vantage Point, 2017
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Not how to but when to

• One size fits all fails to drive truly improved sales effort

• Most buyers say that they rarely see someone who is 

aligning their sales strategy with where they are in the 

buying process

• High performing sales people do not adhere to a 

standardized sales process

• High performers adjust their selling strategies to the 

situation they face 
Source: Vantage Point, 2017; Dr. Leff Bonney, Florida State University

Not how to but when to

• Situations vary then so should your approach
• Relational
• Product focused
• Consultative
• Disruptive

Source: Vantage Point, 2017; Dr. Leff Bonney, Florida State University

What winners do differently

• Top sales people are agile – bounce from one strategy to another based 
on the buyer journey

• Not just asking better questions but more of a collaborative process

• Questions lead to insight
• Customers value what they say more than what you say
• Does the seller understand where the buyer is in his/her process?
• Does the buyer understand the cost of inaction?
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Drive the conversation

• Do not start with “why me”
• Buyer may not yet have decided to leave their status quo
• Start conversation with “why change”
• Generate urgency to change

• “clear contrast between the upside of your solution and the pain of their status quo”

Source: Corporate Visions

Understanding the Buyer
9.Service

8. Closing

7. Negotiation

6. The Presenta>on

5. Products & Services

4. Understanding the Buyer

3. Relationships

2. Communication

1. Ethics

Three Types of Business Buying

New Task Buy

Straight Re-Buy

Modified Re-Buy
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Three Types of Consumer Buying

Habitual

Variety Seeking

Complex Buying

The Buying Process

Needs 
Awareness Evaluation Purchase Implementation

Matching Buying Process with Sales Process

Needs Awareness

•Needs Discovery

Evaluation

•Product/Service 
Selection

Purchase

•Need Satisfaction

Implementation

•Service
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Four Buying Influences

Roles
• Work position
• Group member

Reference 
Groups
• Where we 

belong
• Or see ourselves 

belonging

Social Class
• Status hierarchy
• Esteem & 

prestige

Culture
• Attitude
• Customs
• Beliefs

Buyer Types

Transac-onal
• Conduct their own research
• Products/Services are not 

complex
• Can make decisions quickly

Consultative
• May not be aware of needs
• Products/services are 

complex
• Price is high

Strategic
• Research Intensive
• Partnering between 

vendors and/or buyers to 
add value

Buying Motives
• Buying process guided by feelings
• Feelings outweigh logicEmotional
• Triggered by an objective view
• Common in business buyingRational
• Based on brand loyalty
• Previous buying experience was favorablePatronage
• Based on product preference
• Buyer believes product/service is superiorProduct
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Prospecting & Shortening the Sales Cycle

Challenge the status quo
• Educate your buyer with new ideas or perspectives
• Collaborate with your buyer
• Use trigger events to set the stage
• Challenge the status quo

What the buyer thinks
• Listened to me
• Understood my need

Source: 
www.raingroup.com

Connect

• Listened to me
• Connected with me 

personally
• Connected the dots by 

understanding my needs
• Crafted a compelling 

solution to meet those 
needs

Source: Insight Selling
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Convince

• Professional and trustworthy
• Experienced and confident inspiring
• Persuaded would achieve results
• Overall superior value
• Products and services differen<ated and 

superior

Source: Insight Selling

Collaborate

• Collaborated with me
• Educated me with 

new ideas and 
perspectives

• Easy to buy
• Proactive and 

responsive

Source: Insight Selling

Mini-Case: Taking 
the Ire out of an 
Irate Customer



 

Taking the Ire out of an Irate Customer 
 

Only a few weeks into her new position as a sales rep of a 
greenhouse heating company, Kate Stone was excited to meet the 
company’s largest distributor in the Northwest region of the US, YewGrow, Inc. As a new 
manager, she felt it important to reach out to her existing customers, so her first trip was to meet 
with YewGrow to review their success to date and to firmly establish a working relationship. As 
she entered the conference room, she encountered two representatives of the dealership, Phil, 
who was the greenhouse sales rep and Tom, one of the co-owners of the dealership. She had 
spoken to Phil several times when she arranged this visit, so she felt a certain familiarity with 
him, even though this was their first face-to-face meeting. 

Expecting a warm welcome, she introduced herself and put out her hand to shake Tom’s hand. 
Tom immediately shouted “Where is your boss?” Unprepared for his outburst, she responded 
that he was not attending this meeting, that she would be handling the relationship going 
forward. Tom then said, “Well, just as well, because if he walked in that door, I planned to punch 
him in the nose!” Kate was stunned by this aggressive tone, since to her knowledge there was a 
good relationship with this dealer, and they were in fact the largest customer for her product line.  

Since Tom was being both aggressive and non-responsive, she looked to Phil to diffuse the 
situation. Phil had been friendly and warm on the phone, and had given no indication of any 
potential roadblocks in furthering their relationship. Phil provided a brief snapshot of the source 
of the disconnect. Her boss had dealt with Tom in the first interaction between the firms, and had 
promised exclusive distribution in the Northwest. Based on the verbal commitment, YewGrow 
had placed a substantial order, and enjoyed good sales success in its first season. Just as they 
were planning to reorder this season, it came to Tom’s attention earlier in the week that another 
dealer in the same geographic area CalWest was now also selling Kate’s heaters, thereby 
negating the exclusivity. CalWest was a significantly larger distributorship, not only handling the 
Northwest, but also the coveted market in California. 

Kate knew about the recent relationship established with CalWest but what she had not known 
about was the previous interaction granting YewGrow exclusivity. Prior to this visit, she had 
exhaustively reviewed all the files and had not found an indication of either a legally binding 
exclusivity contract nor any informal reference to such an arrangement.  She looked at Tom, and 
saw anger and frustration, and then at Phil, who seemed embarrassed, and thought “How do I 
handle this? Can I avoid escalating the situation and salvage the relationship? Have I just lost my 
best customer?” 

1. Based on the four styles of communication, which of the styles (emotive, directive, 
reflective or supportive) would you attribute to Tom? Phil?  

2. Drawing on your knowledge of the communication styles you have identified, how would 
you try to mitigate or diffuse the current situation? How will you adapt your selling 
behavior?   

3. What impact do you think gender differences had on this situation?  
4. How do you think you can salvage this relationship?  
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Time for a Break

The Presenta+on
9.Service
8. Closing

7. Negotiation
6. The Presentation

5. Products & Services
4. Understanding the Buyer

3. Relationships
2. Communica+on

1. Ethics

Presentation Checklist

1. Prospect Information 2. Date & Time of Appointment
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Presenta(on Checklist

3. Needs Analysis 4. Prospect’s Buying Motives

Presentation Checklist

5. Competitive Situation 6. Sales Presentation Objectives

Presentation Checklist

7. Overall Strategy 8. Sales Presenta2on Tac2cs
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Preparing for the Presentation
Pre-approach

• set your objectives
• develop 

presentation plan
• set stage for the 

sales presentation

Approach

• making your first 
impression

• ge=ng the 
customer's 
a?en@on

• transi@on to need 
iden@fica@on

Options for the Approach
Telephone
• Plan what you will say
• Schedule appointment
• Confirm with follow-up 

email

Voice Mail
• Be prepared
• Designed to gain interest
• Objective is to get a call 

back

Social Contact
• Build credibility
• Get & hold attention
• Share information

Steps in the Needs Discovery Process

Establish or re-
establish 

relationship*

*Re-establish if on subsequent multi-call 
sales presentation

Ask 
QuesAons

• Note customer 
response

• Acknowledge Needs
• Select & recommend 

products or services
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Types of Need Satisfaction Presentations

Informative

• Factual 
Information

• Introduce new 
products or 
services

• Clear, concise & 
direct

Persuasive

• Voluntary 
motivation

• Influence beliefs & 
attitudes

• Focus on 
emotional appeal

Reinforcement

• Reminds 
customers of 
benefits

• Often used in after 
sales service calls

• Reinforce value-
add

Tips for a Successful Presentation

Practice

Be prepared

Recap

SPIN 
Selling
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SPIN Selling Exercise

SPIN Selling

Closing the Sale
9.Service
8. Closing

7. Negotiation
6. The Presentation

5. Products & Services
4. Understanding the Buyer

3. Relationships
2. Communication

1. Ethics



SMEI Sales Track

© 2019 SMEI 20

Commitment & Closing
• In the case of longer sales cycles, for 

example when the purchase is 
complex and costly:
• Get incremental commitments along 

the way
• Many individuals can be involved in 

the purchase
• Incremental commitments can take 

the form of small decisions 
• Sales can take place in a multi-call 

sales environment
• Each commitment should move the 

sales toward the final purchase 
decision

9 Clues that the Buyer May Be Ready to 
Close (1 of 9)
• They Ask Clarifying Questions

9 Clues that the Buyer May Be Ready to 
Close (2 of 9)
• When They Ask About the Price
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9 Clues that the Buyer May Be Ready to 
Close (3 of 9)
• When They Give You the Right Verbal and Nonverbal Cues

9 Clues that the Buyer May Be Ready to 
Close (4 of 9)
• They Make Eye Contact

9 Clues that the Buyer May Be Ready to Close 
(5 of 9)
• They’re in the Right Mood
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9 Clues that the Buyer May Be Ready to 
Close (6 of 9)
• They Filter out Distractions

9 Clues that the Buyer May Be Ready to 
Close (7 of 9)
• They Are Responsive to Your Ques3ons

9 Clues that the Buyer May Be Ready to 
Close (8 of 9)
• They Mirror You
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9 Clues that the Buyer May Be Ready to 
Close (9 of 9)
• They Use a Possessive Tone

Recap: Key Takeaways

• Sell with the utmost high standards – be ethical
• Communicate professionally
• Use actions that build trust
• Always be prepared
• Closing the sale can be done in increments

Final Thought: 
Rehearsal is hard 
work; Selling is the 
relaxation.
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Presenter Contact Info

• Marianne Collins: marianne.collins@smei.org
• Willis Turner: willis.turner@smei.org  @willisturner

• www.smei.org
• The worldwide professional 

associa=on for sales & marke=ng
©2019 SMEI


