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BUSINESS 2 BUSINESS
Value- solutionsC EO CN T N

No matter whether you are serving a whole company with a complex decision making process or serving a small size business with only one 
decision maker, the business to business “Value- ” solutions will leverage the connection to your target clients and decision makers.

In this suite, the TTM approach is to equip B.2.B. sales people at various levels with tools and skills so as to develop behaviours that will enable 
them to differentiate from the crowded market and from all the me-too offerings!

The  “Value- ” solutions are divided into the following:
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Solutions to Enhance Passion and Service Orientation when Connecting with Clients:

o The Customer Intimate Sales Delegate Programme Part I.
o The Customer Intimate Sales Delegate Programme Part II.
o Nurturing and Developing Customer Intimate Sales Teams for Managers and Directors.
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Customer intimacy is the ability to understand, create, develop and sustain customer 
relationships in the B.2.B. sector and to truly “connect” to the customer!

In the current business environment, customer intimacy is considered to be one of the three 
value disciplines, together with product leadership and operational excellence, which lead to 
market leadership. It is defined as “segmenting and tailoring offerings to precisely match the 
needs of the customers”. It is characterised by the ability to respond quickly to almost any 
customer need. This starts from customising a product, to fulfilling a special request. It also 
involves an appropriate degree of operational flexibility, although this is considered to be a 
complex construct.

Customer intimacy is a necessary skill to be developed by any sales agent, especially those who 
manage in a complete B.2.B. business sales environment. 

THE  CUSTOMER  INTIMATE  SALES  DELEGATE
SOLUTION  IN  THE  B.2.B.  SECTOR

B.2.B. sales delegates are faced with a lot of pressures that hinder their 
efforts in reaching a long lasting customer intimate relationship. Whether 
you are operating in the hi-tech sector or in the industrial side of the service 
sector, the development of customer intimate relationships with your key 
accounts and customers is essential!

What Is Customer Intimacy ?

Why Is It Important ?

CUSTOMER  INTIMACY  IN  B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

This programme is designed for people who are involved in selling and 
customer management for long-term solutions and partnership. 
Specific examples are sales specialists, sales executives, key account 
specialists, customer support, business development, sales managers, 
or anyone who has contact with or supports customers.

Who Should Attend ?

The Customer Intimate suite consists of two parts:

Part I:  3 days  followed by a field project to be implemented by 
the delegates.

Part II: 3 days  to be followed by another field project.

This suite is available only as an in-company customised 
solution. Therefore we will be available to discuss your 
requirements beforehand and will then customise the 
workshop accordingly.

Duration Of This
Programme Suite
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This suite is extremely practical in nature. It focuses on developing skills and applications of learning into live examples and projects during 
the day to day practice, with the intention of yielding the highest return on investment per client.

How Do We Do It ?

Application of the
learning on the job.

The outcome is usable
data for day to day practice.

BL will assess needs for
next workshop.

Online
Selling Skills

and
Field

Project

Application
on

Field
Project

Optional

Passionate
Sales Delegates

Phase 1
Online Assessment

Evolving
Sales Delegates

Phase 2

Strategic
Deal Making &
Commercial
Negotiation

1

2
3

Application of the
learning on the job.

The outcome is usable
data for day to 
day practice.

2 DAYS

Transfer to internal
champions guaranties

the sustainability
of the process.

Champions should be
identified at the
beginning of the

process.

Transfer to
Internal

Champions

4

1 DAY

1 DAY 1 DAY

MANAGEMENT
COMMITMENT

MANAGEMENT
ALIGNMENT

ON  TOOLS  &
PROCESSES

MANAGEMENT
COACHING

SKILLS

MANDATORY
Managers Alignment

3 DAYS

FACULTY
COACHING

FACULTY
COACHING

Example of a  B.2.B. “Value- ” Development Programme C EO CN TN

Value-C EO CN TN

Value-C EO CN TN

3 DAYS

3 DAYS
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Participants will have the opportunity to enhance 
their knowledge around the concept of customer 
intimacy and will shape a broader idea of what is 
required in order to better connect with the 
customers' values and needs. They will also exercise a 
number of strategies that will help them influence 
perceptions of value with the value-gap analysis and 
they will also become aware of how to target, select 
and consequently connect with profitable customers. 
In summary, participants will have a unique 
opportunity, both theoretically and in practice, to 
develop and build skills that will shape behaviours to 
help them understand the way their customers think 
and purchase. Some of these include:

What Is In It For You ?

PART I:  Planning the “Value-Connect” to Reach Customers:

Build a complete understanding of the emergent challenges in the B.2.B. sales environment.

Be able to understand the concept of “value-connect “and how it enhances customer intimacy. 

Be able to direct sales investments towards key profitable customers.

Be able to uncover the differentiation of customer value and how this may vary from one customer to 
another.

Be able to understand the concept of the customer zipping progress and how this affects the 
perception of value. 

The impact of one thinking preference upon another in connecting and relating to customers, and thus 
building the right approach to customer intimacy. 

PART II:  Delivering Value and Connecting to Customers:

Ways and approaches to connect to various types of customers.

Practicing your influence upon customers to enhance the perception of the value of your solutions over 
other competitors.

Strategies to enhance customer intimacy.

Skills and behaviours to effectively connect with customers in face to face dialogue.

Be able to close business deals.

Customer life cycle management and behaviours at various stages.    

Understand the concept of customer intimacy in a 
wider perspective and be able to define the 
knowledge and skills required to become a 
successful sales executive.

Understand the impact that different customers' 
thinking styles have in both yourself and your 
company and develop methods of how to be able to 
put yourself in your customers' shoes in order to be 
able to serve them in a passionate way. 

Understand the criteria that lead to customer 
attractiveness and be able to distinguish between 
your customers so as to be able to choose and 
connect with the ones that are considered to be 
more profitable for you and your company.

Develop the ability to choose the most appropriate 
strategy to fully engage and influence your 
customers to make purchases. This can be done by 
planning your value in an appropriate manner and 
value-connecting yourself with your customers' 
needs.

Participants will finally be able to practice all of the 
above in a session that will allow them to put all their 
learning into practice and will be formulating their 
own individual action plans in order to complete a 
successful value-connection plan. 
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Part I focuses on the planning phase for the front-line 
sales delegates in the B.2.B. sector. It is considered to 
be of crucial importance, for the planning of skills and 
behaviours that will be implemented by the front-line 
sales delegates in order to enhance the connection to 
customer value. Individuals will have a unique 
opportunity to better understand their customers' 
needs in depth and to develop plans that will enhance 
their preparedness. Bearing the above in mind, sales 
delegates will experience the theory behind the sales 
processes and will develop the appropriate skills that 
will enable them to then implement the necessary 
behaviours when they are engaged on the front line. 
Sales delegates will also be able to familiarise 
themselves with the approach they should use in order 
to have a clear and direct communication with their 
customers by being able to positively influence them 
in purchasing their products or services:

Module 1: 
Changes and Challenges in the Sales 

Environment:

Module 2: 
Customer Intimacy and the Connection 

With Customer Behaviours:

What has evolved in the B.2.B. sales environment? 
How professional sales delegates and organisations 

respond to it?

The role of sales delegates and/or customer service 
executives in creating the best customer connection.

Defining the knowledge, skills and attitudes which 
lead to a successful sales delegate.

What is customer intimacy?
Why is customer intimacy important?

Understand the impact of Whole Brain® thinking 
preferences on yourself and others.

How the different Whole Brain® thinking preferences 
influence the way you act, interact and connect with 

customers and vice versa.

Analysis of the four people factors and the impact they 
have on a telephone call with the customers.

Use of the appropriate business language, terminology 
and styles to mimic and positively influence your 

customers.

Put yourself in your customers' shoes and understand the 
concept of customer value.

Being able to show that you are passionate about what 
you are doing, especially when communicating with 

customers and serving their needs.

What is value-connect?
Value-gap analysis: perception of value vs. competition.

Plan your value: devise strategies to influence 
perceptions of value.

Practicing value-connected strategies.

What makes a customer profitable and attractive?

Criteria of customer attractiveness vs. the criteria of 
your company's ability to serve customers.

Deploying resources for profitable customers.

Practicing the customer Policy Matrix on real life 
examples.

Practice sessions to bring together all previous 
learnings and complete a successful value-connection 

plan with delegates and customers.

Self-development and goal setting.

Formulating an action plan to enhance B.2.B. people's 
customer intimate planning skills.

Module 3: 
Value Connection to Customers and Accounts:

Module 4: 
Connecting to Profitable Customers (Targeting 

and Selection of Profitable Customers):

Module 5: 
Putting all the Above into Practice:

What Is In It For You ?

How We Do It

Participants will become aware of the changes as 
well as the challenges that customers come across 
when they have a need to fulfil.

They will become aware of what customer intimacy 
is and why it is important to be a customer intimate 
sales delegate.

Participants will have the opportunity to experience 
the different ways in which customers think and to 
understand how this important skill influences 
anyone who is about to purchase goods from an 
organisation.

They will have a unique opportunity to familiarise 
themselves with the process of Value-Connect, its 
importance and how it can be used to give them a 
competitive advantage as well as different strategies 
that can be used to influence the perceptions of 
value.

CONTENTS  AND  MODULES  OF Individuals will be able to recognise the 
importance and the meaning behind customer 
value.

They will gain the opportunity to develop skills 
that will help them distinguish the more profitable 
and attractive customers to their organisation and 
will learn how to deploy different resources that 
can serve these groups of people. 

Participants will finally be able to practice all the 
above in a session that will allow them to put all 
their learning into practice. They will be 
formulating their own individual action plans in 
order to complete a successful value-connected 
plan that will enhance the skills of B.2.B.  
delegates.
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Part II focuses on face to face interaction with 
customers in the B.2.B. sector. It pays ample attention 
to the behaviours and skills to be demonstrated by 
front-line sales delegates in order to enhance their 
connection to customer value. The participants will 
have an exceptional opportunity to better understand 
their customers' needs and develop their knowledge 
with regards to the product they represent so as to be 
able to highlight this product's value to the customers. 
They will also experience the unique flow of the selling 
process, together with the best possible selling and 
negotiation techniques regarding how the products 
should be most effectively communicated to the 
customers. In summary, participants will have a 
unique opportunity both theoretically and in practice, 
to develop and build skills that will shape behaviours 
helping them become more familiar with the product 
they sell. Also they will familiarise themselves with the 
approach they should use in order to clearly 
communicate and help customers purchase the right 
product for themselves. ( Ideally participants should 
attend Customer Intimacy Part 1, before proceeding to 
this programme ):

What Is In It For You ?

Module 1: 
The Customer Intimate Sales Delegate: 

Module 2:  
Zipping Customers by Connecting to 

their Value:

What are the challenges which sales delegates 
face in one-to-one meetings with customers?

Recap on the role of sales delegates in creating best 
customer connection.

Recap on the understanding of customer needs and 
the different levels of customer interaction, 

concerning both the individual and the business.

Skills and behaviours of the customer intimate delegates.

Customer buying process vs. your selling process.

The selling process and customer value management.

Coaching your customers. Creating and maintaining a 
customer relationship, (zipping and networking in the 

customer's organisation).

S-curve and matching your benefits with the 
customer value.

Module 3: 
Practicing Customer Intimacy While in 

Dialogue with Customers:

Module 4: 
Customer Sales - Call Effectiveness:

Module 5: 
Putting Everything Into Practice:

Building rapport quickly and putting the 
customer at ease.

Probing techniques: The use of effective questions and 
effective listening.

o Empathetic listening and hearing - active listening 
skills and the barriers of listening to customers.

o Types of questions and asking the right questions.

Using the right language: the communication cycle - 
verbal, vocal and visual.

Voice and personality projection.
Interacting confidently and positively with others.

Converting queries into sales.

Buying signals: how to recognise them. Identifying 
true or false objections and overcoming them.

Setting a call agenda and opening your call.

Handling customer objections smartly.

Outsmarting competition by connecting to 
customer value.

Selling your value and negotiating your price.

Overcoming the price neurosis and raising the bar 
of your value offer.

Practice sessions to put all the previous learnings 
together and complete a successful call.

Self-development and goal setting.

Formulating an action plan to enhance the customer 
intimate behaviours and skills of B.2.B. people.

Participants will become aware of the challenges 
customers face as they select and purchase products.  
Participants will also have a better understanding of 
both their role and that of customers.

During the coaching, participants will have the 
opportunity to experience the relationship between 
the buying and selling process which will enable 
them to maintain the strong relationships necessary 
for bonding with customers and for influencing 
them to purchase goods.

Participants will practice a number of customer 
intimate behaviours while running a dialogue with 
the customers.

They will enhance their skills in building rapport 
and trust with their customers.

In addition to the above, participants will 
experience new and develop existing selling 
techniques, in terms of better sales call practice 
with customers including negotiation of the price 
value.

Finally they will be able to practice all of the above 
in a session that will allow them to put all of their 
learning into practice.  Additionally, they will be 
formulating their own individual action plans in 
order to complete a successful value-connection 
plan that will enhance the customer intimate 
behaviours and skills of B.2.B. people.

How We Do It
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Nurturing and developing the customer intimate sales team and culture is what helps managers 
build trust, credibility and engagement towards their subordinates. Accordingly, the delegates' 
approach towards the customers will carry the same theme of trust, credibility and engagement. 
With this in mind, managers must be able to tackle challenges and create a meaningful 
interaction with potential customers, bearing in mind that such interactions vary from culture to 
culture. Consequently managers should try to develop their delegates' skills to boost the 
customer intimate behaviours. This will enable them to achieve increased sales performance and 
to change the behaviour-related mind-set of their sales team members.

Managers play an important role in the way they nurture, grow and develop the customer intimate mind-set, behaviours and skills of sales 
delegates. Therefore they must learn how to balance the value creation of the three major stakeholders: customers, shareholders and team 
members. The importance of this programme lies behind each stakeholder accordingly:

For the B.2.B. sales it is important to understand the various types of customer-connected behaviours and strategies that need to be followed and developed, in 
order to deliver the customer value appropriately.
For team members, the importance lies in the fact that they need to be appropriately and methodically equipped with the right skills, behaviours and 
knowledge in order to be able to perform effectively according to their duties towards customers. This will boost their ability to build and maintain the 
appropriate relationships needed and to develop the brand's credibility in their customers' eyes.
Finally, the above is also important for the shareholders as it will help them to set clear plans for employees to build a healthy, competitive atmosphere, to 
implement appropriate performance management processes and to ensure that existing KPIs are applied so as to ensure deliverables arrive on time with top 
management.

What Is It All About ?

Why Is It Important ?

In principle this programme is recommended for sales, district, area 
managers & directors in the B.2.B. sector  particularly those managers 
who are responsible for overseeing sales force issues related to 
performance enhancement.

Who Should Attend ?
This programme is available as a 4 day session and we 
will be more than happy to discuss further with you 
about your needs so as to customise a workshop that 
suits your company's customer interfacing delegates.

Duration

NURTURING  AND  DEVELOPING  CUSTOMER  INTIMATE  SALES
 TEAMS  PROGRAMME  ( FOR  MANAGERS  AND  DIRECTORS )

CUSTOMER  INTIMACY  IN  B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

www.ttmassociates.com     Email: info@ttmassociates.com                                                                                                                              UK  .  France  .  Belgium  .  Africa  .  Middle East  .  Turkey                 .50.



This programme will help managers to build the 
appropriate skills needed, both in theory and in 
practice and will equip them with the appropriate 
knowledge and expertise to boost their performance. 
Furthermore, managers will be able to develop the 
skills of their subordinates in order to help them 
increase their sales performance and gain the 
customer's trust.  In summary, this programme 
provides a comprehensive overview of the field force 
development areas as follows:

What Is In It For You ?

How We Do It
Module 1: 

Changing the World of Business and 
Understanding Sales Force Leadership:

Module 2: 
Appreciating Diversity While Leading Change 

and Sales Teams:

Module 3: 
Creating a Performance Driven, Customer 

Centred Sales Approach:

The changing nature of customers in the information 
era! “Challenges and opportunities”.

The role of a sales organisation in business
 effectiveness and results achievement.

Sales process and areas to improve sales productivity.

What is sales force leadership all about?

Key aspects of sales force leadership excellence.

How effective sales managers develop the skills 
of sales force leadership.

The impact of thinking preferences in the 
diversity of people in the workplace.

Developing the Whole Brain® leadership style to manage, 
change and lead people through the change process.

Understanding the process of change and how to cope 
with it. Learn how to effectively manage people

 through the process of change.

Understanding the situational leadership concept and 
how to switch styles to adapt to each situation.

Furthermore, participants will be able to understand 
how they should effectively lead people and help 

them achieve their business goals.

What is a value-based, customer driven sales approach?

The role of customer value in enhancing sales 
performance.

Understand the true value of customers and be able to 
compare your value-proposition against one of your 

competitors in the assigned segments and or/accounts.

Clustering your customer's needs  assigning customer 
priorities according to opportunity and potential.

The value-gap analysis model (shift mind-set from 
selling products or technology into true creation of 

customer value).

Segmentation and targeting techniques for your 
customers.

Clustering your customer needs  & assigning customer 
priorities according to opportunity and potential.

Planning your territory so as to spend more time with the 
more profitable customers.

Sales funnelling and input to your territory plan.

Evaluating your field force sales system  measurement 
and performance management.

Tactics to improve sales performance.

Training and development of your sales team.

Developing and building sales capabilities and team 
members.

Motivating people and inspiring them to go the extra 
mile.

Coaching people.
Assigning tasks to people.

Handling conflict among team members.

Module 4: 
Customer and Territory Management 

Fundamentals:

Module 5: 
Sales Performance Acceleration:

Module 6: 
Building a Strong High Performance Sales 

Culture / Team:

Understand the dynamics of change in the sales 
environment and B.2.B. sector and how this affects 
the sales management approach.

Focus on performance leadership excellence in the 
design of a sales organisation and familiarise 
yourself with the elements of high performance 
leadership in a commercial context.

Understand the key drivers for enhancing field force 
performance and develop value driven business and 
customer approaches.

Ability to align the sales force to plan territories 
according to the potential targeting strategies, thus 
enabling and leading a sales organisation towards 
profitability.

How to develop and build the capabilities of your 
sales team.

Create a high performance sales culture where 
people are inspired and motivated to go the extra 
mile.
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Solutions to Enhance Assertiveness and Communication Skills for the B.2.B. Sector:

o The Powerful and Persuasive Sales Presentation Programme.
o Assertive Selling and Persuading Customers Programme.
o The Commercially and Politically Intelligent Negotiator Programme.
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When people present ideas, concepts and facts to an audience, they devote the bulk of their 
attention to the words they will use. But the audience is more likely to notice the presenter's 
physical manner, their appearance and other non-verbal clues that tell them about the presenter's 
power, or lack of presence. If a presenter does not have sufficient presence and command of the 
audience then their words and the way they voice them may not be heard at all. Therefore the 
powerful and persuasive sales presentation programme is designed so that participants can 
master techniques to present their ideas, points of view and concepts in business meetings in a 
memorable manner with presence and impact.

THE  POWERFUL  AND  PERSUASIVE  SALES
PRESENTATION  PROGRAMME

When one sells a product or service, the ability to use persuasive 
presentation skills is crucial for success. If the individual manages to 
convince the listener that what they are looking for is right in front of them, 
this will not only increase the company's profitability but it will also help the 
sales executive to build their self-confidence to a higher level and gain 
valuable experience from another sale. Therefore it is fair to say that by 
using specific facts and by presenting them with a passionate approach, you 
will have a better chance  to overcome the objections of your audience and 
close the deal- which is of course the ultimate goal of a sales executive.

What Is A Persuasive Sales
Presentation Executive ?

Why Is It Important ?

This programme is suitable for all sales representatives and product 
specialists (as well as sales managers) and individuals who are 
involved in presenting ideas and concepts in a commercial business 
environment.

Who Should Attend ?

Duration & Design

SKILLS TO
ENHANCE

ASSERTIVENESS
AND

COMMUNICATION
IN B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

INTRODUCTION
Make impact and create a 

SHARP awareness of topics. 

BODY
Topics that include special 

points of VALUE to the 
audience. 

CONCLUSION
Closing with a STRONG 

message.

This is a 3 day workshop where participants will learn how 
to present powerful presentations using the diamond 
technique as explained below:
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Participants will practice what they learn during the 
programme, in a step-wise incremental manner, 
where faculty will video participants before each topic 
and ask them to make the necessary changes 
according to what they have learned and then make an 
improved version of the same presentation.  This 
repeated practice, together with simulations and role 
plays will give participants the experience and 
confidence to deliver high impact presentations. By 
the end of the programme, participants will be able to:

Module 1:
Impact of Diversity on Peoples' Perceptions 

of Facts and Ideas:

Module 2: 
Preparing Your Presentation Using the 

“Diamond Rule”:

Module 3: 
Preparing Your Materials and Presentations:

Module 4: 
Managing and Controlling Your Anxiety

and Nervousness:

How communication styles can increase or hinder the 
meaning of the ideas and facts we present in meetings.

The different types of learners and audiences, and how 
each type thinks and perceives.

The components of an effective presentation.

Objectives and the nature of audience.

Diamond rule in presentation. Use the diamond diagram 
to help formulate key points.

Structuring your presentation.

Considering the “what is in it for me” approach to your 
presentations.

Big-bang opening and introduction.

Structuring the main body.

Closing the talk.

Use of humour and the use of visual aids as a prompt.

Using hand-outs effectively during the discussion period.

Tips and techniques to help you feel mentally positive.

Practical strategies to aid relaxation and get the body 
under control.

The neutral position: how to adopt the correct position 
for the first 9 seconds.

Controlling body posture, face and movement to ensure 
a confident and authoritative stance. 

Positive ways to use space and general spatial 
awareness.

Practical exercises to reduce facial tension.

How to maintain eye contact, especially with a large 
audience.

Generating an exciting and interesting voice.

Breathe control and sustaining the voice. Developing a 
varied pace of delivery.

Why and how to use pauses to produce volume, to 
increase resonance and how to put the message 

together. 

Eight questioner types.

Understanding the motivation behind a questioner's 
behaviour.

Tactics to encourage questions.

Strategies for managing tricky situations.

Neutralising aggressive people and managing the 
awkward questioner.

Module 5: 
Verbal and Non Verbal Communication:

Module 6: 
Questioning, Listening and Handling

Difficult People:

What Is In It For You ?

How We Do It

Learn how to create an effective presentation and 
communicate their point to different audience 
types.

Decide on the purpose of the presentation.

Define the composition and nature of the audience.

Understand learning styles and how these affect the 
impact of the message.

Plan and prepare presentations using the diamond 
rules.

Begin presentations with an impact.

Maintain the attention of the audience.

Know, how, when to and when not to use visual aids.

Overcome fear and stress.

Deal with difficult people.

Close the presentation in a positive way.
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SKILLS TO
ENHANCE

ASSERTIVENESS
AND

COMMUNICATION
IN B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

Persuasive and assertive communication is the way you can influence others by setting your 
own boundaries and the ability to respect your own rights while building and maintaining 
positive relationships with others.

It is a form of communication that includes various elements that help sales delegates gain 
credibility, emotional connection and act in a logical manner towards customers. As a result this 
helps them achieve high levels of business performance, together with customer satisfaction.

PERSUASIVE  AND  ASSERTIVE  SELLING  PROGRAMME

One of the most effective approaches in sales, “demands” that sales delegates must be able to be persuasive and efficient communicators. 
Participants will learn the assertive behaviours that occur as a result of effective communication. They will also be able to manage conflicts or 
customer complaints at various levels, and will become proactive problem solvers, impressing customers and achieving mutual benefit. 

Why Persuasive And Assertive Delegates ?

This programme is designed for all customer-interfacing delegates 
like retail sales delegates, customer service, call centre delegates 
(inbound and outbound), supervisors and sales delegates. 

Who Should Attend ?
This 3 day programme is available only as an in-company 
customised solution. Therefore we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

What Is Persuasive And Assertive Communication ?
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This programme will offer sales delegates knowledge 
of different existing thinking styles and how these can 
be managed. Individuals will become familiar with the 
concept and approaches to tactical thinking; they will 
also be practicing and building important skills to 
demonstrate these behaviours as follows:

Develop skills of clear and effective communication 
that will help you boost business towards your 
customers.

Build rapport and maintain strong relationships 
between you and your customers by practicing 
effective listening skills.

Learn when to ask the right questions that will 
enable you to increase your credibility towards your 
customers.

Decode the thinking preference notion and 
distinguish between different thinking styles so as to 
be able to approach the right customer with the right 
product at the right time.

Become fully aware of the conflict issues concerning 
customers and develop the appropriate skills to be 
able to tackle them. Furthermore, learn when to 
avoid conflict and understand when to agree and 
disagree with your customers so as to be able to 
benefit from these approaches as a sales delegate.

Understand when to apply an assertive approach and 
also develop the ability to identify in which occasions 
assertive communication will produce a positive 
image and will achieve positive results.

What Is In It For You ?

Module 1: 
Assertive Approach and the Sales Dynamics 

for a B.2.B. Attitude:

Module 2: 
Effective and Clear Communication through 

an Assertive Approach:

Participants will become familiar with the challenges
of communication and interaction which customers

face nowadays.

Why is it important to be assertive?

What is assertiveness and what does it mean to 
be assertively connected to your customers?

What are the behaviours which indicate assertiveness 
towards yourself and your customers?

Augment your knowledge about the different methods 
and tools of communication dynamics and become 
familiar with how your and your customer's words 
may sometimes be misunderstood and may lead to 
unwanted results and wrongful misinterpretations.

Be able to develop methods to avoid troublesome 
obstacles when communication is not clear between

you and the end customer; follow behaviours and 
actions such as the inference engine, multi-ordinarily 

words and cognitive blindness.

Develop a number of different communication tools
and techniques that will enhance your skills in a more 
connected and effective selling approach. With this in 

mind some of the techniques include effective sales 
listening, as well as questioning skills that will help 

you to manage difficult discussions with your
 internal and external customers.

Module 3:
Different Categories and Styles of 

Customer Complaints. Why Conflicts Occur:

Module 4: 
Assertive Communication:

Participants will understand the notion of thinking 
preference and the influences behind it when there are 

agreements or disagreements with the customer. 
Furthermore, they will identify the different thinking 

styles, including their own, and they will therefore 
learn and develop skills as to how they should 

approach each customer according to that customer's 
unique mind-set. 

Learn all about the concept of conflict, how and why it 
occurs and under which circumstances. Also, learn 

what impact conflicts have on you as well as upon your 
customers' behaviour.

Bearing the above in mind participants will be able to 
experience various ways of managing and handling 
conflicts with customers. Also they will understand 
when and how they should be avoiding conflicts in 

order to keep relationships with customers stable and 
harmonious.

Individuals will go through a journey involving practical 
tool methods and techniques in order to master the art 

of assertive communication. The overall idea behind 
this is to distinguish the notions of aggressiveness and 

assertiveness and to achieve a positive impact and 
strong results with their customers through an 

enhanced connection with their customers' values.  

Know when it is considered appropriate for you to use 
assertive communication with your customers and 

learn how to manage the consequences of this action.

Learn how to manage difficult discussions that occur 
from various conflicts with customers and become 

familiar with the relationships between assertiveness 
and the mutual resolution of disagreements.

How to shape a kinaesthetic image towards customers 
and leave a positive impact throughout the decision 
making process which they follow when interaction 

concerning business development activities take place. 

How We Do It
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SKILLS TO
ENHANCE

ASSERTIVENESS
AND

COMMUNICATION
IN B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

Negotiation using political intelligence is all about reaching a mutually agreed action while 
dealing with others by using a set of skills and behaviours which diplomatically influence the 
perception of value (between you and the customers) and thus increases the chances of both 
parties' satisfaction. More importantly, it provides the necessary skills that will help individuals 
properly handle customer needs and manoeuvre difficult customers through a beneficial 
discussion. 

THE  COMMERCIALLY  AND  POLITICALLY  INTELLIGENT
NEGOTIATOR  PROGRAMME

Whether you are serving customers in a retail outlet or selling products or services over the phone, sales executives are faced with highly 
demanding customers. This puts pressure on organisations to develop the necessary skills and behaviours in order to increase their abilities to 
negotiate with customers and reach a mutually agreed win-win situation.

Negotiation is all about the perceived value! If there is a gap between what you believe and what the customer perceives, then the challenge is 
how to bridge this gap, how to influence the customer's perception, how to persuade them and eventually reach an agreement. The missing 
competency that most organisations seek to develop for their customer interfacing executives is “politically intelligent negotiation” 
behaviour. Therefore, understanding how to negotiate in a politically intelligent way will help executives during times of change. Additionally 
it will teach them how to run, manage and win a negotiation discussion with their own counterparts.

Why Political Intelligence In Negotiation ?

This programme is designed for all customer-interfacing agents, 
retail sales executives, supervisors and call centre sales executives 
and customer service executives. 

Who Should Attend ?
This 3 day programme is available only as an in-company, 
customised solution. Therefore we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

What Is Politically Intelligent Negotiation ?
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This programme is action based and is designed with a 
direct usable outcome in mind. It will support the 
customer service executives to better exhibit the 
appropriate politically intelligent behaviours such as 
diplomacy, how to build credibility and trust-
worthiness with others, knowing how to approach 
customers in different situations, what to say and 
when to act in a specific way. This, as a result, will have 
a direct impact on the way they balance their personal 
and customer expectations. This will also have a direct 
impact on how they apply the optimal negotiation 
style. Ultimately, the participants will be able to better 
manage stress and become persuasive individuals that 
are able to positively negotiate for a win-win situation:

At the end of the two days participants will be able to 
successfully use “state of the art” negotiation tools 
and techniques as listed below:

Understand the complexity of negotiation and the 
role of political intelligence in reaching a mutual win-
win situation.

Understand the customer problem management 
process and customer needs / perceived value.

Understand the new customer service and selling 
process and identify where negotiation will be 
involved.

Negotiation: it's all about perceived limit 
management.

Negotiation tactics, movements and concessions.

Dealing with the price and closing stage - mistakes to 
avoid in negotiation.

What Is In It For You ?

Module 1: 
Negotiation is all About Perceived Value and 

Limit Management:

Sell first and then negotiate!

What is the value of your offer and how does your 
customer perceive it?

The calculation of return on investment from both 
parties' perspectives.

What is the procurement process? What are the business 
drivers and the tradable?

What is the common ground? 

Module 2:
 The Politically Intelligent Negotiator, Building 

Credibility with Customers:

Module 3: 
Face to Face Negotiation-Choosing Your 

Politically Intelligent Negotiation Strategy:

What is politically intelligent negotiation? 
Why is it important for you to develop politically 

intelligent negotiating skills?

Familiarise yourself with your political intelligence 
profile and with that of others.

How can you be a credible customer service / sales 
person in order to be perceived as being trustworthy to 

others? Understand the factors that influence your 
credibility ratings as a negotiator.

Learn how to avoid taking the negotiation process too 
personally according to your political intelligence 

preference.

Prepare and learn how to be confident about your 
tradable before the negotiation takes place.

Familiarise yourself with trust building strategies by 
exchanging views and positions. Define BATNA and 

ZOPA.

Understand when to use a build or direct approach and 
the way these two work in order to be able to reach an 

appropriate outcome.

Working towards an agreement.  Real life exercises with 
video capture and feedback on strategy, tactics and 

execution.

Assess the organisational context, plan your strategy 
and script several likely outcomes.

Learn politically intelligent tips and tricks for use during 
the negotiation process (opening, questioning and 

destabilising tricks).

Trading concessions.

How We Do It

Behavioural analysis and how to deal with 
different behaviour styles using political 
intelligence:

Ability to measure others' credibility and 
power from inside and outside of the 
organisation through behavioural 
analysis, helping us to effectively 
negotiate with others.

Choose between a number of politically 
intelligent influencing / negotiating 
strategies and be able to adjust the 
appropriate one to your situation. Learn 
h o w  t o  a v o i d  m i s t a k e s  d u r i n g  
negotiation.

Personal power and how to increase it.

The negotiation process and preparing for 
negotiation.

Practice negotiating skills and have a chance 
to test new techniques and processes. 

Negotiation preparation checklist - how to 
structure the sales process to prepare a more 
fruitful negotiation.
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Solutions to Enhance Technical Sales Capabilities to Create Customer Value:

o Territory Planning and Time Management Programme.
o Profitable Strategic Key Account Management Programme.
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There is no doubt that time is a salesperson's most treasured asset.  On one hand this means that 
lost hours and time translates to a loss in sales and therefore lower income.  On the other hand, 
any poor sales territory management covered by the company may lead to wasted prospects and 
opportunities that do not bring the expected results.

Therefore, in order to survive in today's chaotic and competitive environment, one needs to 
achieve the best sales territory management possible. This includes the ability to effectively 
manage a territory, to utilise time management skills and to build upon these good practices in 
order to meet objectives and targets in an efficient manner.

The territory planning and time management programme is essential to any sales executive for several reasons. It positively improves 
relationships with clients and helps in increasing the productivity from a sales point of view. Also, it helps individuals ensure success within 
their territory and maintain customer coverage as it can minimise a huge part of the sales expenses.

In addition, through effective territory time management, one may ensure that all the company's policies are aligned with the customer's 
expectations. This helps boost the confidence of the sales executives resulting in profitable outcomes and higher sales performance of the 
employee.

TECHNICAL
SKILLS
IN THE
B.2.B.

This programme is designed for sales people who may want to 
increase their workplace productivity. Typical profiles include sales 
and account delegates, account and sales managers. All sales 
people who may have direct contact with customers or field 
responsibilities are also encouraged to attend this programme.

Who Should Attend ?
This 2 day programme is available only as an in-company 
customised solution. Therefore we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

TERRITORY  PLANNING  AND TIME  MANAGEMENT  PROGRAMME

What Is A Territory  And  Time  Management
All About ?

Why Is It Important ?

ENHANCE
CUSTOMER EXPERIENCE
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Participants will have a world class opportunity to 
develop skills and behaviours that will help them 
boost their customer-focused sales activities and 
simultaneously improve themselves in different areas, 
not only in their career but also in their personal life. 
More than often sales people get squashed in the 
middle of several activities and eventually this lead to 
loss of focus on what they want to achieve! As a result 
sales people eventually get under tight pressure and 
are not able to manage their time, territory or 
activities that achieve their targets.  By attending this 
programme, participants will be able to learn the 
following:

What Is In It For You ?

The importance of organisational skills as a key 
competency for sales people.

The ability to set clear sales targets and objectives 
and the role of SMARTening it!

Define strategies for managing time and re-
assessing priorities.

Define what is really urgent versus what is really 
important in their task log!

Understand the role of delegation in saving time and 
working more efficiently towards achieving sales 
targets.

Opportunity to learn how to avoid time wasters and 
focus on what matters for your objectives.

Define your territory and target customers 
according to potential and opportunity.

Determine the basis of the territory division and take 
into account all relevant criteria like, turnover, 
market potential, number of customers and location 
of decision makers!

How to balance work and personal life.

Define personal and work-related stress.

Better practice in meeting management and agenda 
setting.

Module 1: 
Introduction to Organisational Competency 

and the Changing Business Environment:

Module 2:  
Time Management Fundamentals:

Module 3:  
Customer and Territory Management 

Fundamentals:

Organisational skills, as a core self-management 
competency for sales people.

What are the most valuable assets for sales people? 
What are the challenges that sales organisations face 

in this changing environment and ever-demanding 
customer expectations.

How successful sales people respond to these 
challenges?

Re-assessing your tasks and objectives.

Setting SMART objectives and targets.

Define your personal drivers and priorities.

Defining what is urgent and what is important in 
your tasks based on the ROI.

Managing priorities “urgent vs. important”.

What are the big time-wasters? 
Role of delegation in time efficiency.

Meeting management “best practice”.

What is a territory? 

Defining the boundaries of your territories and ways to 
allocate time based on the best ROI.

Segmentation and targeting techniques for your 
customers and territories.

Clustering your customer needs  assigning customer 
priorities according to opportunity and potential.

Planning your territory to spend more time with the 
more profitable customers.

Sales funneling and input to your territory plan.

Allocation and utilisation of travel across the territories 
to produce maximum output.

Assessing and managing work-related stress -identifying 
when stress and pressure is working against you.

Organisational and personal factors that create stress.

Tools and techniques for reducing stress.

Managing your working relationships.

Reclassifying your tasks and objectives.

Increasing your personal energy and 
maintaining positive well-being.

Assessing your resources. (Time, sales tools and budget)

Assessing market, territory and 
customer attractiveness.

Matching your resources to best fit to your most 
desired / attractive territory.

Best ways to utilise, plan and deploy resources to 
achieve your sales targets per territory.

Module 4: 
Managing Pressure and Avoiding Stress:

Module 5: 
Putting it all Together in Action:

How We Do It
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There is no doubt that the strategic key account management area has evolved throughout 
recent years from being a virginal, opportunistic sales approach for major accounts, into 
what people now recognise as strategic decision making for the organisation with both 
corporate and operational aspects included. One may therefore say that in order for 
strategic key account management to be useful, the seller must sell products or services to 
governments or other companies, not to consumers (although consumers eventually may 
purchase the product or benefit from the service). 

Some experts in the field therefore define strategic key account management as “a system 
of values that reflects the supplier's ability and willingness to respond effectively to key 
account needs”.

In most organisations the highest percentage of sales revenue comes from a disproportionately important group of customers that should be 
managed through a totally different approach. One may argue therefore that these people are not the only ones to whom you will be selling 
products and services but they are the ones with whom you will be creating strategic alliances that will empower your company in the future 
in a number of ways. Therefore, bearing the above in mind, it is of crucial importance to be able to effectively manage strong and strategic 
relationships with your key customers by applying the best possible practices, such as analysing your customers and competitors, developing 
a winning key account strategy and continually monitoring the progress.

TECHNICAL
SKILLS
IN THE
B.2.B.

This programme is designed for the front line sales delegates from a 
B.2.B. perspective. This programme is also designed for anyone 
who deals in one way or another with key accounts, key account 
executives, managers, sales managers, brand and category 
managers and is also useful for anyone who has an active role in 
direct and indirect sales within the company.

Who Should Attend ?
This 3 day programme is available only as an in-company 
customised solution.Therefore we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

PROFITABLE  AND  STRATEGIC  KEY  ACCOUNT
MANAGEMENT  PROGRAMME

What Is Strategic Key Account Management ?

Why Is It Important ?

ENHANCE
CUSTOMER EXPERIENCE
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Participants will gain an understanding of the concept 
of organisational politics in a sales context and will 
experience political intelligence behaviours such as 
diplomacy, knowing what to say to the customers, 
when to say it and how to act on each occasion. 
Additionally, individuals will be able to understand as 
well as demonstrate the essential skills required to 
plan for, establish, develop and maintain effective, 
long-term and mutual relationships with their 
customers. Finally, delegates will develop further 
skills on how to be more trustworthy and confident 
and will learn when and how to balance both personal 
and client goals with the aim of achieving their targets.
The programme involves real life scenarios for 
practice. Individuals will have the unique opportunity 
to build a variety of skills that demonstrate the 
following behaviours:

What Is In It For You ?

Investigate the concept of key account management in 
the context of the B.2.B. sector.

Be able to build a coherent and pragmatic key account 
plan for their key customers. Gain the ability to invest 
the appropriate time in their key profitable clients and 
key accounts, and make sure they sustain the business 
revenues from these accounts.

Develop the abilities to manage and lead the dynamic 
needs and aggregate needs of the decision making unit 
in a given key account.

Be able to understand key account life cycle 
management and how to apply various sales strategies 
at various stages in order to leverage sales revenues 
and achieve sales targets.

Be able to understand the sources of power in the 
contexts of the client-seller relationship and reflect 
the way you behave and act and interact to achieve 
your sales goals. 

Choose between a number of political intelligent 
influencing sales strategies and be able to adapt and 
adjust appropriately, according to the sales context 
you are handling and the situation you are involved in.

Build and use your network of contacts for a given key 
account in order to enhance your sales ability.

Module 1: 
Key Accounts Defined and the Role of 

Key Account Management:

Module 2: 
The Key Account Management Plan -

The Elements:

Module 3: 
Segmenting, Selecting and Targeting 
Profitable Key Accounts (Key Account 

Portfolio Management):

Module 4: 
Managing the Decision Making Unit in a 

Given Key Account:

Key account roles and responsibilities definitions. 
Differentiation within the pure sales context.
What does “managing key accounts” mean?

Why managing key accounts is important in B.2.B.? 

The bigger picture of a key account plan.
The analysis phase:

o Analysing the key account dynamics: “sources of supply, 
competitive advantage, decision maker's power, and 

buying process”. o Analysing the competition in a given 
key account. o Analysing your position in a given key 
account. o Building the insight on the analysis phase.

The decision making phase:
o What are the possible strategic options to generate the 

desired sales objectives in a given key account?
The implementation of the key account plan and 

generating the desired revenues.

What is cognitive preference and how does it 
influence your customer needs?

Understand your customers' needs and behaviours in 
order to be able to approach them in a politically 
intelligent manner. Perform customer profiling 

according to their thinking preference.
Understand which customers you should spend more 
time with and why. What are the criteria of customer 

targeting and segmentation? Understand the different 
political intelligence strategies so as to be able to

 position your company in the market by
 enhancing connection to customer value.

Research your key account's organisational profile for 
accurate positioning in the market.

Understand how to assess the organisational context, its 
credibility and its power base. 

Identify the appropriate influence strategy to use after 
you examine the clients organisational structure, 

politics, culture and values. 
Understand how to use the build or direct approach 

when appropriate to combine the two for best possible 
results. Use value gap analysis to see where your 
client wants to be or could be and how you can 

support them to reach their targets.
Identify the politically intelligent tools which when 

applied appropriately can add value to your company. 

Assess the significance of the relationship between 
your organisation and the decision making unit in a 

given key account from a B.2.B. point of view.
Develop the ability to understand how you are perceived 

by the key accounts and assess your organisation's 
credibility to them. Identify intelligent ways to 

efficiently produce skilful and effective presentations.
Understand the importance of maintaining relationships 

of mutual benefit through networking.
Experience the art of negotiation in a politically 

intelligent manner to achieve your goals by knowing 
the thinking preference of your key accounts.

Define networking, its application and its advantage 
and disadvantages. Build the right network which will 
assist you to identify opportunities and broaden sales 

across the whole account.
Develop win-win negotiation skills.

Develop the ability to track and manage multi-location, 
multi-national and decentralised, major accounts.

How to motivate yourself and your team in a politically 
intelligent way. Understand how and when to approach 

new contacts and manage successful account teams.
Maintain your position ahead of the competition.

Module 5: 
Key Account Relationship Management 

(Life Cycle Management):

Module 6: 
Building Your Network and Relationships 

within the Organisation:

How We Do It
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Solutions to Grow the Leadership Potential of the Sales Delegates:

o The Autonomous and Evolving Sales Delegate Programme.
o The Emotionally Intelligent Sales Delegate Programme.
o The Innovative Entrepreneurial Sales Delegate Programme.
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Have you ever wondered what it would be like if your customer delegates were able to take 
effective decisions on their own with minimal supervision from management? This means that 
the company's' and the employees' values would be strategically aligned, sharing a mutual 
vision and mission.

In reality, autonomy is the degree of freedom and discretion granted to an employee in order to 
be able to perform effectively on its own and trust his or her own will and judgment. 
Statistically, where autonomy exists, workers feel more motivated and inspired to work upon 
their targets and they gain greater job satisfaction because autonomy fulfils essential needs of 
the pyramid.

The only way that customer interfacing delegates will be willing to “go the extra mile” in the workplace and become the successful 
commercial delegates that you would like them to be, is by having the benefit of being autonomous when selling.

When employees are able to act in an autonomous manner, they build and develop skills of self-confidence, resourcefulness, and self-
efficiency and generally become more resilient. As a result of this, commercial organisations which enable autonomy throughout their 
customer delegates are typically found to be particularly successful, especially those organisations involved in business to business 
relationships.

This programme is designed for the front line sales delegates from a 
business to business perspective and generally for anyone who has 
an active role in direct and indirect sales within the organisation.

Who Should Attend ?
This is a 2 day programme and is only available as an in-
company solution. We would be more than happy to 
discuss and customise a workshop according to the 
needs of your organisation so as to suit your customer-
interfacing functions.

Duration

THE  AUTONOMOUS  AND  EVOLVING  SALES
DELEGATE  PROGRAMME

Why Autonomous In Sales ?

What Is Autonomous in Sales ?

LEADERSHIP
POTENTIAL
SKILLS OF
THE B.2.B.

SALES

ENHANCE
CUSTOMER EXPERIENCE
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Sales delegates will have the chance to 
experience autonomous behaviours including 
accountability, resourcefulness plus problem solving 
and decision making. They will be able to develop 
commercial skills that will increase their engagement 
in the field of commercial sales, increase their self-
confidence and increase their focus on sales activities.
Furthermore, it will boost their ability to proactively 
respond to change and tackle important challenges 
from a business to business perspective that may 
occur in an autonomous manner.

Throughout the programme they will gain a number 
of useful means that will enhance them to establish 
certain behaviours including:

Module 1: 
Organisational Dynamics and 

Autonomous Behaviours from a 
Business to Business Perspective:

Module 2: 
Master Personal Goals, Priorities and 
Self-motivation with Regards to Sales 
Delegates' Achievements and Targets:

What are the key challenges that sales delegates face in 
today's sales environment?

What is an autonomous sales delegate?

Why is it important that your customer delegates are 
autonomous?

How do sales delegates respond to these challenges in 
an autonomous manner?

What are the behaviours and skills needed by a sales 
delegate in order to demonstrate autonomy in the 

workplace?

How to master your personal business development 
objectives in order to become an autonomous sales 

individual.

Be able to set personal goals and align them with the 
goals set by the organisation.

Identify the appropriate approaches to manage the 
available sales resources within the external and the 

internal sales environment. As a result, participants will 
develop skills that will enhance team collaboration, 

achieve sales targets and build relationships with the 
customers.

Develop time management skills that will enable higher 
levels of sales productivity and performance in order to 
help individuals further develop autonomous skills for 
the achievement of their day-to-day personal activities.

What Is In It For You ?

Module 3: 
Proactive Decision Making to Achieve Targets:

Module 4: 
Creative Thinker and Proactive, 

Problem Solving Sales Executive:

Decode the essential decision making framework in 
order to boost the customer's internal and external 

experience.

Be able to be proactively involved in the daily decision 
making process and most significantly be accountable 
for the end results, especially when dealing within the 
field of commercial sales from a business to business 

perspective.

Ability to identify the impact of your personal decision-
making style in the way that you communicate and 
implement decisions and the impact they have on 

results, particularly in terms of sales.

Take ownership for your actions and develop skills of 
self-realisation and self-actualisation regarding the 
consequences which may result from your personal 

actions.  In this way delegates will experience 
autonomous responsibility.

Be able to define and therefore challenge a situation 
where you identify an issue that may present problems 

in terms of sales performance/activities.

Ability to differentiate between various types of errors 
and challenges that may occur in a sales perspective.

Ability to autonomously tackle any problems through a 
variety of creative sales methodologies and techniques.

Learn how the process of creative thinking works in 
order to be able to exploit new solutions to tackle 

difficult situations through an autonomous approach. 

How We Do It

Prioritise and set goals in order to be aligned with 
targets set by the company. This will enable them to 
achieve these goals within their given deadlines.

Encounter any daily challenges with proactive 
thinking, hence producing solutions to problems 
which will help them to achieve their sales targets.

Experience the importance of the decision making 
process in a sales situation. This will enable them to 
become more confident and autonomous decision 
makers when they need to take important decisions 
and assess consequences for themselves, for others, 
and for the organisation itself.

Exploit a number of significant influential sales skills 
which will ensure that decisions are taken and 
implemented in a measurable way, always in relation 
to the company's stakeholders.
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Emotional intelligence is a significant behaviour which when applied appropriately, offers a 
competitive advantage for any organisation. As the market becomes more chaotic day-by-day, it 
is crucial that executives embed emotionally intelligent approaches into interactions with the 
end user so as to differentiate themselves from their competitors and therefore gain the ability 
to positively influence the customers to purchase their products.

Whether you are using internal or external resources to sell, the emotional intelligence 
approach is a key skill to develop nowadays in order to achieve ultimate customer satisfaction 
when selling.

Emotional intelligence is the ability to recognise your emotions, understand what they are telling you and eventually realise how these 
emotions may affect the people that surround you, including interactions with the customers themselves.

The need to develop self-awareness and to manage and develop emotions combined with the desire to understand how others feel and how 
they perceive your organisation, has made emotional intelligence an essential part of the sales people behaviour nowadays. This is why 
emotional intelligence is entrenched in the everyday life of anyone who is involved with the sales industry.

This programme is designed for the front line sales reps, key 
account supervisors and B.2.B. sales delegates who are involved in 
any sales activity either face-to-face or conversely with no direct 
client interaction (online sales excluded).

Who Should Attend ?
This is a 2 day programme and is available only as an in-
company customised solution. We would be more than 
happy to discuss and customise a workshop according to 
the needs of your organisation so as to suit your 
customer interfacing delegates.

Duration

THE  EMOTIONALLY  INTELLIGENT  SALES
DELEGATE  PROGRAMME

What Is An Emotionally Intelligent Sales Delegate ?

Why Do Organisations Need Emotional
Intelligence In Sales Delegates ?

LEADERSHIP
POTENTIAL
SKILLS OF
THE B.2.B

SALES

ENHANCE
CUSTOMER EXPERIENCE
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Customer service delegates will have the chance to 
experience autonomous behaviours including 
accountability, resourcefulness plus problem solving 
and decision making. They will be able to develop 
commercial skills that will increase their engagement 
in the field of commercial sales, increase their self-
confidence and increase their focus on sales activities.
Furthermore, it will boost their ability to proactively 
respond to change and tackle important challenges 
from a business to business perspective that may 
occur in an autonomous manner.

Throughout the programme they will gain a number 
of useful means that will enhance them to establish 
certain behaviours including:

Module 1: 
Why is Emotional Intelligence of Crucial 
Importance for Sales People Nowadays?

Module 2: 
Self-Regulation and Self-Motivation for 

Sales Delegates:

Understand the sales dynamics and challenges 
faced by sales people in a B.2.B. perspective.

What is emotional intelligence and what does 
it mean to be emotionally connected to 

your customers? 

Why is it important to be an emotionally intelligent 
sales individual and what behaviours indicate that 
you are emotionally connected to your customers? 

Enable them to distinguish and therefore recognise 
the direct and indirect relationship between 

emotions, thoughts and behaviours from 
a sales perspective. 

Ability to develop your self-awareness and be 
aware of your own feelings when they occur in 

terms of sales activities.

Identify your key drivers that will lead you in 
achieving your targets.

Be able to recognise the impact that emotional 
intelligence will have in your career and upon your 

daily priorities.

Do not allow yourself to become a slave to 
intellect when you are involved in daily sales 

activities and thus develop your own 
emotionally intelligent approach. 

What Is In It For You ?

Module 3: 
Emotional Intelligence and Developing 

Successful Relationships With 
Stakeholders:

 

Develop skills to perceive and identify emotions 
and feelings from customers when you sell to 

them, especially through their body language, tone 
of voice, gestures and facial expressions.

Develop clear communication skills in order to be 
able to pass a clear message to the other party and 

ensure that they perceive what you say in the 
correct, intended way.

Learn how to read the non-verbal emotions of 
others when performing sales activities.

How thought can affect emotions and how 
emotions can affect thoughts. 

The consequences of this for you and others. 

Learn how to manage your feelings and emotions 
when interacting with customers and recognise 
how and when these can lead you to important 

decisions and results.

Learn how to label your feelings, especially in a 
sales context, rather than labelling customers 

and colleagues.

How We Do It

Prioritise and set goals in order to be aligned with 
targets set by the company. This will enable them to 
achieve these goals within their given deadlines.

Encounter any daily challenges with proactive 
thinking, hence producing solutions to problems 
which will help them to achieve their sales targets.

Experience the importance of the decision making 
process in a sales situation. This will enable them to 
become more confident and autonomous decision 
makers when they need to take important decisions 
and assess consequences for themselves, for others, 
and for the organisation itself.

Exploit a number of significant influential sales skills 
which will ensure that decisions are taken and 
implemented in a measurable way, always in relation 
to the company's stakeholders.
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An innovative entrepreneurial sales delegate is a person who is able to promote sales within a 
financially risky and uncertain, commercial environment. Some practitioners indicate that an 
entrepreneur may be a person who is also able to identify a need and fulfil it by managing, 
organising and initiating the appropriate sales activities while understanding that the selected 
initiative does involve inherent financial risk factors.

Subsequently, the innovative entrepreneurial sales delegate is fully committed to accomplish 
their sales goals and to make the impossible possible! Innovative entrepreneurial sales 
delegates are more often than not, effective observers. They identify the right opportunities, 
dare to take risks and generate meaningful results from them!   

The innovative entrepreneurship for sales delegates programme defines, differentiates and distinguishes the virtuous, high-performing 
organisations from others. The importance behind such an organisation is that it offers the chance to be creative and innovative in order to 
tackle the challenges and seize the opportunities they encounter.  Driving the organisation through an innovative path, it offers the 
organisation an accountable, competitive advantage over its competitors. Furthermore, one may say that it offers the organisation an 
unmatched value proposition. Therefore, it is fair to say that through this chaotic sales environment we live in, the organisations that will 
make the difference are those that use innovative techniques, tools and methods to compete with other companies from a sales point of view.
These organisations need to develop and shape creative and visionary leaders that will take the necessary risks and drive the company to 
achieve optimal sales. This is the engine of sustainable and long term growth for the organisation to remain both competitive in its sales 
environment and in the greater global economy.

The innovative entrepreneurial sales delegate programme is 
designed for front-line delegates, professional staff and 
supervisors.  Participants will learn how to exhibit and demonstrate 
the behaviours of being a successful sales entrepreneur.

Who Should Attend ?
This is a 2 day programme and it is available only as an in-
company customised solution. We would be more than 
happy to discuss further with you about your needs and 
customise a workshop that suit your company's 
customer interfacing delegates.

Duration

THE  INNOVATIVE  ENTREPRENEURIAL  SALES
DELEGATE  PROGRAMME

Why Is It Important ?

What Is An Innovative Entrepreneurial Sales Delegate ?

LEADERSHIP
POTENTIAL
SKILLS OF
THE B.2.B

SALES

ENHANCE
CUSTOMER EXPERIENCE
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Enhancing personal and organisational competi-
tiveness through innovative entrepreneurship as a 
sales delegate is key for the organisation to sustain a 
competitive advantage in the market. One of the most 
essential skills that sales delegates will develop is 
creativity through innovation. As this is considered to 
be a skill and not a gift, one may say that this may be 
learned and developed by delegates so as to boost 
their ability to be part of a selling process that will 
remain on a par with competition according to the 
ever-changing needs of customers.

Participants will have a unique opportunity to develop 
skills and behaviours including among many, the 
following:

Module 1: 
Changing Sales Environment and 

Innovative Entrepreneurial Approach of 
the Sales Delegates:

Module 2: 
Understand Different Thinking Styles and 
the Impact They Have on Innovation and 

Entrepreneurship:

Participants will become familiar with the key 
challenges of the sales industry today and with the 

reasons why organisations need to adapt to an 
innovative approach in order to remain 

differentiated and competitive.

Why it is important to be innovative?

What does being innovative mean for 
entrepreneurs?

What are the behavioural challenges that indicate 
innovation according to the daily activities that 

delegates have?

Participants will become familiar with the different 
cognitive thinking preferences as well as the Whole 

Brain® thinking model for sales people.

Encode the relationship that exists between 
innovation, creativity and stress and how these 
influence yourself and others through a selling 

activity / approach.

Develop and acquire new skills that will boost 
your self-confidence and motivate you to try new 

approaches towards your customers. Learn how to 
acclimatise yourself with the innovative, 

entrepreneurial approach.

What Is In It For You ?

Module 3: 
Develop a Different Mind-set that will 

Give You The Ability to Think Creatively 
(Mind- Mapping):

Module 4: 
Barriers and Accelerators for the 

Innovative Entrepreneurial Sales Delegate:

Encode the 6 step model for 
creative problem solving.

Develop the ability to identify and define the 
root of the problem before this appears.

Understand the concept of the creative process and 
mind-mapping and learn how to adjust it with your 

daily sales activities.

Identify and develop your creative skills.

Develop your personal development plan.

Creativity limitations and cognitive dissonance 
amongst sales activities.

Clear communication and innovative 
creativity for sales delegates.

Multiordinality and creativity sales processes.

How We Do It

Show self-confidence while selling by trying new 
ways and different sales approaches, techniques and 
tools.

Understand and anticipate problems and challenges 
as well as foreseeable organisational issues before 
they occur and be able to creatively tackle and 
manage them through a number of sales 
approaches.

Develop effective listening skills and be able to give 
fast solutions for your customers in order to enhance 
positive results.

Understand the importance of learning through day 
to day interaction and experience with customers.

Know how to convey enthusiasm and be able to 
encourage your customers to be innovative and try 
new products.
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Solutions for Directors and Head of Sales in the B.2.B. Sector

o Sales Effectiveness Strategies in the B.2.B. Sector.
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One may say that what sales organisations seek to achieve is profitable revenue growth and the 
best ingredient required to achieve this is “A winning and effective sales’ strategy”. Sales 
effectiveness strategies refer to the ability of a company's sales professionals to actually “win” 
at any stage of the customer's buying process, and eventually earn the business on the right 
terms and in the right time frame. It can also be defined as the customer segments that a 
company targets, its value propositions for each segment, its sales force structure and its 
associates selling processes. 

Sales organisations are at the forefront of any business and impacts customers during daily interactions. Therefore, shaping the go-to-market 
direction and managing the sales force resources (structure and systems) is very critical for the success of any organisation! There are many 
tactics for sales strategies but the most effective practice of these is what makes them more effective than their competitors.

Although a number of businesses fail to consider sales execution as part of their overall strategy, combined techniques of effective sales 
strategies are defined and analysed in depth in this programme. One of the main benefits is that it eventually offers an improved client loyalty 
by helping sales directors understand their segments and market needs from a business to business point of view, and to ultimately 
outperform competitors by offering them a unique value proposition and unique solutions over their competitors. In other words a good 
sales strategy will help you identify and take advantage of some of the best opportunities.

This programme is recommended for business directors and sales 
directors who are responsible for overseeing sales force issues 
related to performance enhancement. Area/regional sales 
managers, national sales managers, marketing managers, business 
unit managers and country sales managers are also typical profiles 
for this programme.

Who Should Attend ?
This is a 5 days intensive workshop and is available 
 as an in-company customised solution.  We would be   
  be  more than happy to discuss further with you
 about your needs and customise a workshop that 
 suit your company's customer interfacing delegates.

Duration

SALES  EFFECTIVENESS  STRATEGIES  IN  THE  B.2.B.  SECTOR

Why Strategic Sales Effectiveness Is Important ?

Sales Effectiveness And Go-To Market Strategies
What Is This All About ?

PROGRAMMES
FOR

DIRECTORS
HEAD OF
SALES IN

THE B.2.B.

ENHANCE
CUSTOMER EXPERIENCE
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During the programme sales and business directors 
will have the chance to experience best practices of 
effective sales strategies and to boost their skills 
about how to design effective go-to-market strategies 
and how best to tackle the challenges and 
opportunities that come their way. 

In addition, directors will have the chance to develop 
skills which will help them to structure their sales 
teams, and enhance the sales organisation culture and 
performance through sales team engagement 
strategies. The reason for this is to keep them 
motivated at all times and most importantly to keep 
them aligned with the company's sales' strategies in 
order to achieve the overall company performance 
and sales targets. This programme provides a 
comprehensive overview on the field force 
effectiveness issue by highlighting the following:

Module 1: 
Changing the World of Sales Management:

Module 2: 
Health-check for your Sales Organisation 

(Sales Health Radar):

Module 3:  
Strategic Sales Force Decisions:

The changing nature of customers in the information 
era.  “Challenges and opportunities”.

Role of sales organisations in business effectiveness 
and results achievement.

Sales process and areas to improve the sales 
productivity.

The 9 elements of sales organisation health.

Assessing your sales investment strategy. (Targeting, 
segmentation and sales force optimisation).

Assessing the  territory and quality of selling 
process / sales call interaction with customers.

Assessing the human resources aspects of the sales 
organisation.  Sales team motivation, skills and 

performance management.

Defining your go-to-market strategies in a 
changing business environment.

Sales organisation investment: 
o Deciding the optimal sales force size.

o Possible strategies to structure and align 
your sales organisation.

Decision on the structuring of your sales organisation 
to best fit to your go-to market strategy and system.

Integrating the decision on territory alignment 
with the size and structure.

Measuring the impact of the sales team 
structuring, sizing on sales productivity.

What Is In It For You ?

Module 4: 
Sales Organisation Human Resources 

Development and Culture:

Module 5: 
Sales Performance Acceleration System:

Module 6: 
Creating Performance Driven, Customer-

Centred Sales Culture:

Defining the high performance culture in your 
sales organisation to match you strategy!

The process of recruiting sales people 
in your organisation.

The skills of managers to run, recruit and hire the 
DREAM sales people into your team.

Sales job profiling to match your sales 
strategy and investment.

Training and development of your sales team.
Is it customer-centred or product driven?

Role of managers in coaching sales people and 
acceleration of sales productivity.

Creating and retaining your pool of talents
in the sale organisation.

Evaluating your field force sales system  
measurement and performance management.

Tactics to improve sales performance.

Training and development of your sales team.

Incentives and meeting the sales KPIs  matching the 
incentive scheme to the selling environment.

Linking changes in the company direction with the 
compensation schemes.

The role of CRM and sales automation in 
enhancing sales performance.

Components of a strong performance 
driven sales culture.

The human factor - motivation of your sales force.

How We Do It

Define your go-to-market strategy based on:
              Field force productivity assessment.
              Market and product impact on the FFE.

The key drivers for enhancing field force 
performance.

Structuring and sizing your field force.

Alignment of sales forces to cope with the territories 
and customer targeting strategies.

Establishing a flexible sales management system and 
policy to enhance the performance.

Implementing and controlling sales effectiveness 
programmes.
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