
Selling Services in a Product World
An interactive workshop for salespeople and sales managers to help them understand, 

manage and influence the complexities of selling intangible services.

When we spend money, whether it’s for our business or personal use,
it’s human nature to want to be able to see, feel or at least taste what it
is we’re getting in return. Yet 73% of the U.S.’s gross national product is
what we call “services”—intangibles like medical care, financial 
planning or a maintenance contract for the office photocopy machine.
From a sales perspective, the differences between selling a product 
versus selling a service begins with the sales approach and 
encompasses the entire sales cycle, even pricing.  

Services provide powerful tools in broadening an organization’s 
offerings—the opportunity to differentiate from competitors and garner
larger, more profitable sales. The challenge is in managing the buying
process of services in what is still a product buying world. Salespeople
who sell services are tested with lengthier sales cycles and larger 
buying committees. These tests require salesperson patience, 
persistence and performance.

Selling Services in a Product World is an interactive, facilitator-led
training workshop designed to educate sales professionals of all levels,
including managers and supervisors, about the differences and critical
nuances of the service sale while developing key skills to master the
challenge of selling the intangible. After completing this workshop 
participants will be better equipped to manage and influence the 
complexities of selling services into a world that revolves around 
tangibles.

Key Learning Points:
1. Understand the critical differences between services 

and products.
2. Determine the service sales cycle.
3. Identify ways to prepare for your sales call.
4. Learn how to probe for active needs when those needs 

are intangible.
5. Study methods of educating your customers.
6. Learn how to position your service as the solution.
7. Develop techniques for dealing with service objections.
8. Learn how to ask for and close the service sale.
9. Conduct a post-purchase evaluation.

10. Learn how to sell when “trust” is the major factor.

Program Length: 
1-Day Session

Who Should Attend:  
Salespeople of all levels, includ-
ing telephone sales, field sales
and customer service represen-
tatives who are responsible for
selling, cross-selling and/or up-
selling services. 

This course is also valuable for
managers and supervisors of
these functions.

Pre-Requisite: 
Selling Services in a Product
World is designed to be a 
second-day program for 
our platform salesperson 
curriculum—High-Impact
Telephone Sales, High-Impact
Field Sales, High-Impact
Customer Service and a 
third-day program for the
management course—Leading
High-Impact Sales.

FACILITATOR-LED COURSE

To Order,
Call Toll Free:

1-888-331-7446
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This workshop gives
your salespeople and
sales managers the
chance to close larger
sales and differentiate
your organization from
your competition!

An Introduction to “services”

High-Impact Sales Model: 
Step 1: Planning the Call

High-Impact Sales Model: 
Step 2: Making the Call

High-Impact Sales Model: 
Step 3: Communicating the
Solution

High-Impact Sales Model: 
Step 4: Overcoming Objections

High-Impact Sales Model: 
Step 5: Closing the Sale

Review

• Define “services”
• Discuss likes and dislikes about 

selling services
• Understand the differences between 

services and products
• Review the concept of “intangibles”

• Create a service blueprint
• Practice methods of converting trust 

attributes to verification or experience 
attributes

• Practice attribute evaluation, migration and 
features-functions-benefits using a 
combined matrix

• Create a service reference story
• Develop and discuss a case study

• Identify and discuss “good” and 
“bad” customers

• Using a case study and service blueprint, 
develop skills in the areas of determination 
of needs, timelines, buying committee 
and risks

• Determine unarticulated risks and 
possible objections that could surface 
from these risks

• Practice a service sales presentation using 
a preparation matrix and presentation 
preparation form

• Develop strategies for dealing with the 
buying committee

• Identify common objections and create 
responses to each

• Understand “opening” and “closing” 
objections

• Develop trial closes and sales closes
• Identify strategies for service recovery
• Learn how to close a service sale

• Review key training points
• Write three action items you can 

implement immediately

Course Agenda Participant Exercise / Discussion



Course Facilitation
Facilitators play an important role in the Selling Services in a Product World course by leading participants
through a series of lectures, exercises and group discussions. The comprehensive Facilitator Guide is divided
into 5 key sections, making it easy for the facilitator to prepare for and deliver the course. 

Facilitator Guide Content:
1. Preparing for Instruction includes a course overview and basic facilitation and customization 

information.
2. Theoretical Background provides information on the foundations of the course.
3. The Workshop provides step-by-step instruction on how to facilitate a training session. 
4. Documentation includes customizable forms.
5. Participant Guide—for the trainer’s use, a copy of the Selling Services in a Product World Participant 

Guide is included with the Facilitator Guide. The facilitator may use this copy to add notes and answers 
that will help in facilitating a smooth training session.

The Participant Guide is designed as a resource booklet for sales representatives. Arranged in workbook 
format, it is intended to facilitate interaction during the workshop and to serve as an on-going resource.

In addition to the Facilitator and Participant Guides, a Training Materials CD-ROM and a CD-ROM with 
45 minutes of audio facilitator information are included with the course.

Training Materials CD-ROM:
• Printable files of the overheads
• A “Certificate of Learning” template
• Microsoft® PowerPoint® presentation
• Reproducible masters

More important information participants will learn by attending the workshop:
• The three key elements of service selling
• How to establish an annuity stream of on-going services
• How and when to use reference stories and testimonials in the service sale
• Methods for avoiding “bad customers” (those who demand more of your organization 

than it is good at performing)
• The four reasons to probe for active needs in a service sale
• How to prepare for a service sales presentation
• How a service blue print can provide a selling strategy
• What “physical evidence” is needed to drive the sales process
• Tips on dealing with risk
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To Order, Call Toll Free 1-888-331-7446

The 5-Step High-Impact Sales Model will help your salespeople plan their
sales calls, determine the right customers to call and their specific needs,
position their service as the solution to the customer’s needs, identify
strategies for overcoming objections and learn how to ask for and close the
sale—all by looking at your service through the eyes of your customers.

Selling Services in a Product World is designed to use the High-Impact
Sales Model adapted for selling intangibles. The High-Impact Sales Model
provides activities for the salesperson that mirror the process of buying
from a customer’s perspective. 

Pricing:

Complete Course
$1390

Participant Guide
$58/each

On-site Facilitation and
Public Courses are 
available; please call 
1-866-440-5970
for more information.

Other products in the
High-Impact Series:

• High-Impact 
Telephone Sales

• High-Impact Field Sales

• High-Impact 
Customer Service

• Leading High-Impact 
Sales

High-Impact Sales

Selling Services in a Product World is based
upon the 5-Step High-Impact Sales Model


