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Learning Objectives:
After going through this module, you should be able to:

▪ Understand the place of selling in the marketing plan

▪ Apply marketing principles for crafting a strategic sales plan

▪ Learn sales forecasting methods to make informed decisions

✓Understand different tools to be used for crafting a strategic sales plan

▪ Develop models for sales planning
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Sales Models

• Every company has a sales model – a process of selling efforts, based on 
implicit and explicit choices.

• Frameworks that enable the analyses and processes that contribute to
the planning and management functions of sales.

• As the nature of sales functions, considering them as a non-exact science,
sales planning can be developed by many different approaches.
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Sales Models

Why do we need sales models?
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Sales Models

Components of Sales Models
Customer selection and qualification criteria -

Who are core customers, given the scope of your business strategy? How can you
identify and get access to the right people at those customers? How can you
develop and communicate a relevant deal profile to sales and others in the firm?

Clarity about the buyers and the buying process at target customers -
Does the sales model align prospecting and selling activities with the relevant
buyer personae and buying journey(s)? What, then, are relevant metrics for
evaluating selling activities in that model?

The go- to- market economics -
What does the sales model mean in terms of customer acquisition costs, cost to
serve different segments and accounts, the selling cycle and time to cash for the
business, and customer education requirements?
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Sales Models

Consultative Sales Model

• It is both a proactive and reactive approach

• Also known as solution-based sales

• The consultative selling model requires salespeople to first
understand exactly what they are selling and who that product or service
is intended to serve.
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Sales Models

Consultative Sales Model
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Core Principle: The salesperson or representative cares more about their
customer or lead than they do about making money.



Sales Models

Customer-centric Sales Model

• Customer-centric Selling focuses on creating a great customer experience 
so you stand out from the competition - Michael Bosworth

“One of the things I've always found is that you've got to start with the 
customer experience and work backward to the technology. You can't start 
with the technology and try to figure out where you're going to try to sell 

it.“

-Steve Jobs (1997)

9



Sales Models

Customer-centric Sales Model
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Understand your customer’s needs

Speak your customer’s language

Align yourself with your customer’s 
priorities and alleviate fears

Use current customers to help sell to 
new customers



Sales Models

Professional Selling Skills (PSS) Model
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Selling by Needs Satisfaction



Sales Models

Professional Selling Skills (PSS) Model
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Sales Models
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Sales Models
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Sales Models

Professional Selling Skills (PSS) Model
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Sales Models

Relationship Selling Model
• Relationship selling is a technique that prioritizes building a connection with

customers and potential buyers to close sales.

• Rather than solely using the price and other details to sell a product or service, the
salesperson focuses on the interactions they have with their customers.

• Customers are more likely to foster loyalty toward a product or service when a
salesperson establishes a personal relationship with them.

• This familiarity helps retain long-term customers and gain new ones because they
feel valued by the company.

• This technique works well when selling high-cost items or purchases that require a
higher level of commitment because these customers usually need to put more
thought and time into their decision.
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Sales Models

Relationship Selling Model
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Sales Models

SPIN Model

• No two sales scenarios are alike, and
neither are two customers.

• Sales orgs need to cut through the
clutter and get to the heart of what
a client really needs—and that’s
where SPIN selling comes in.
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Sales Models

SPIN Model
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One can add authenticity to the sales 
process and be the type of salesperson 
that listens more than he/she talks.



Sales Models
Miller Heiman Sales Model
• Robert Miller and Stephen Heiman developed a methodology called

Conceptual Selling® as a way to manage the various stakeholders and
relationships that exist when a B2B transaction is large and complex.

• Conceptual Selling® earned its name because it requires salespeople to
convince a customer to buy the concept of a solution, rather than a specific
product or service.

• The core of the Miller Heiman approach involves three steps:
• Categorizing the different contacts/roles by their influence on the given sales cycle
• Determining a potential client’s level of support for your proposition by flagging

those who would support as well as those most likely to oppose the proposal
• Influencing that chosen crowd to help them reach a consensus for their buying

decision
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