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Psyche-Selling: How to Get into the Minds of Customers and Make
the Sale for Industrial Solutions- 2 Days
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The Concept iRF2#EIA

One of the critical challenges for sales managers is that their sales teams
rely too much on their past experiences and do not follow a reliable
pathway to improve their sales conversion and win rates.

FHELIEEIGR KRB~ , IR E RS THREHbI L LR |, IXFE

Fap T et S Yt DT

Having these concerns in mind, the “Psyche-Selling ™” programme is
created as a result of 1-to-1 coaching with sales people from a variety of
industries across 13 cities in Asia.
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The main focus include:
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1. How to follow and implement a practical and flexible sales pathway
that can fit into most B2B sales scenarios
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2. How to achieve a good balance between giving what the customer
wants, and getting the results that your management wants
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3. How to optimize your time and other resources so that you improve
your sales efficiency and effectiveness

AT AR TRIRN AR SRR, AT S fREK) P 85 SR AR

A pre-workshop Sales Map™ assessment will be issued to ascertain the
strengths and weaknesses of each sales person throughout the sales cycle
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Sales-Map™ is an online test that measures your B2B sales skills in four
stages: Prospecting, Meeting, Follow Through, and Negotiations. It works
for B2B salespeople of any industry and level. With Sales-Map™ you can:
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Hire the best-fit candidates IAIEHEEHREHERIEN;

Train your current sales force #ZyIIFBREEE A R;

Find the strengths and gaps of individual salespersons and sales teams
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Support coaching/ mentoring for salespeople #3448 A RRKH L SH
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The assessment has 33 realistic sales scenarios that make you think. They
are generic, so you can relate to them no matter what you sell. Sales-
Map™"gompares lyouf answersste those of an expert group. The expert
group has top salespeople from different industries, regions, and sales
methods. The more your answers match theirs, the higher your scores.
The test has 166 items with different difficulty levels. Some answers are
easy, some need experience and training, and some have no best answer.
These items make the assessment more challenging.
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This programme will be adapted according to the insights and cases
shared by the client.
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Programme Outline ifFEHNE

Time ] Day 1 morning
Selling B2B:
B2B $HE
[l What are the key differences in between selling products
and solutions?

FHEF A E TP MR AR Z RINERXHZEHA?

9:00 [] The pathway of B2B selling B2B 441412

~ o Prospecting FF#
10:30 o Engagement £m
o Follow-through g
o Negotiating %%
[l Reviewing your Sales Map™ assessment reports
Sales Map™ MR fRIE

10:30

0 Break %8k

10:45

10:45 Qualifying the right kinds of customers:
~ AR S ERIE 7

12:30

[l Understanding why customers buy and their mindsets
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EFPWRSA AWK ERETA
[l What are the criteria of good customers besides
budgets and volume?
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Time K] Day 1 afternoon
Engaging with Customers: Opening and ending your sales call
PHEMERTT: IR S4EE
[l How to get appointments with senior level customers
13;30 2RI G RA R P2
o’ N | » I[] How" to ‘set.up your next meeting at the end of your
15:00 sales meetings AMAFEFHE SWEERIT THMRI T —IX &)
[l Exercise: drafting your opening and benefit statements
TES © UERIFFE R sk 7R
15:00
0 Break L&k
15:15
Sales communication: Asking Questions:
FHEIRIA « SHETRR
0 Why do you need to ask questions
AR RIATRT & FPHIFK
[l 5 key questioning techniques to find out hidden needs
and gaps
5 FR R AL T % PRI K & Z= 5B
[] Exercise: Making a list of the questions to ask
%3« mRlES —sKiE R
15:15
~ Sales communication: Needs and gap analysis:
16:45 HEIRE - FREEEDT
[l Role Play: Questioning Skills to uncover needs and gaps
AR | RIS RSB R R R ZIE
[] Observing for positive/ negative signals
W FARR/RE IR S
[] Debriefing on Questioning role plays
fe ARG R
Time K] Day 2 morning
9:00 Storytelling your Solutions
’1*0 30 R IRARRR TSR

[l What is a solution if there are no specific problems to
solve?
MRIKBAMKEIT , XATZufRRFTRNE?

[l Matching the benefits and value of your solutions to the
customer’s problems
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Elements of a sales story arc $5&E#HE MR EER

Using metaphors {2k

Exercise: crafting your sales story according to a
customer’s needs
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10:30
0 Break %8k
10:45
Telling Your, Sales Story
& AV {RA R
10:45, . |1 Share! % . your sales story
g NERRSHEIRE
12:30 [] Feedback and debrief for your stories
XA T RARANI IR
12:30
0 Lunch &%
13:30
Time K} Day 2 afternoon
Evaluating Your Sales Meetings
THEIRIISHE SN
[0 Whom did you meet? W, T7?
13:30 []  What information was obtained? *&7T{t4{EE
_ [J What needs can we fulfil?  When?
15:00 RKIBEBE A ATK 2 +ARHE?
0 Whom should we approach next? How?
T—ENZIME? AT ?
] Case study Z4i 547
15:00
[ Break %@k
15:15
15:15 Negotiating key objections
~ SRR RHITIRH
16:45

[] How to negotiate with demanding customers
WA SEZINE FFTIRF

[l Uncovering what else do the customer value besides
price
2R FRT LRSS R F KSR RN E

[] Using the negotiations matrix for negotiations

fE IR AR BEEHATIRF
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Negotiations Matrix
BEHAERE

Prospect's
Weight
A

Customers’ Hot buttons
F RS

U A B Discriminator

¥ s
(1 AT xF PSR

Specific Experience Positive: five identical projects in past

LEsEaL S

4 30 25 21 15

Ability to Meet Schedule
AL R

I 75 Lol 52

TQTAL SCORE
B

Summary of Key Learning Points
BRELE

Evaluation
Al

Tangible Outcomes E{Xmi¥

1. Clarified Product VS. Solution Selling Strategies
AR R SRR T SR ANAH S SR

Why: Sales teams often confuse product-centric pitches with solution-
oriented value propositions.
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What Will Change: Participants will differentiate between transactional
product selling ("features-first") and consultative solution selling
("problem-solving-first"), aligning their approach to customer pain points.
This will reduce wasted efforts on mismatched pitches and increase deal
closure rates.
BAMPLRE ? ¥ AKX AT ZE=MREE ("ThEEML") MEANMRARHE
("[EERRILE") | EHNNAESE FRRRARF—R. HBDERLACKH#
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2. Optimized Customer Qualification Framework
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Why: Over-reliance on budget/size criteria leads to pursuing low-fit clients.
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What Will Change: Teams will adopt a multi-dimensional customer
screening matrix (e.g., decision-making authority, strategic alignment,
cultural fit) to prioritize high-potential accounts. This reduces time spent
on unqualified leads by 30%+ and improves ROI on sales activities.
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3. Structured Sales Conversation Blueprint
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Why: Poorly framed openings/closings diminish meeting effectiveness.
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What Will Change: Participants will master a repeatable framework for
sales conversations.
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4. Gap Analysis Quest|on Bank
EEE&H‘E iy

Why: Surface IeveI questlonlng fails to uncover hidden needs.
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What Will Change: Teams will deploy 5 proven techniques (e.g., Socratic
questioning, consequence probing) through role-play drills. This builds a
shared repository of 50+ targeted questions to expose gaps like
inefficiencies competitors overlook, enabling tailored solution pesifioning.
B R EPLEARY, Hlﬁkﬂﬁﬁﬁﬁaé?ﬁ/ﬁ/ﬁiiﬁ . B 5 MTZ B B TT (ISR
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5. Negotiation Matrix for Non-Price Objections
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Why: Price-centric negotiations erode margins and miss latent value
drivers.
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What Will Change: Salespeople will use a negotiation matrix to map
objections to non-monetary trade-offs and identify "hidden” needs and
pain-points
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Methodology #¥7i%

This workshop consists of a lively series of short participative lectures
conveyed using plain uncomplicated explanations. Learning will be
facilitated through exercises and case studies. Ample seminar materials
will be given to participants so that these will be a constant source of
reference to them. Ample time will be allotted for group discussion.
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Who Should Attend 3ZjII%t%
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This workshop is designed especially for Sales People, Sales Managers/
Supervisors who are dissatisfied with any training they have attended
before, and want something that WORKS!
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