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5 Common Sales Negotiation Mistakes

Report Summary

Negotiations are present in all aspects of life, from buying a car and setting salaries to deciding where to eat dinner and getting your kids to go 
to bed. As often as you encounter negotiations, you encounter negotiation experts who tell you exactly what to do in any given situation.

Unfortunately, much of the sales negotiation advice out there is not only misleading, it’s flat out wrong. Following these seemingly good pieces 
of advice will often land you worse off, not better. In particular, we’ve identified 5 common pieces of sales negotiation advice that cause sellers 
to say and do things in negotiations that diminish their ability to come to the best agreements, alienate buyers, and destroy hard-earned 
relationships.

5 Misleading Pieces of Sales Negotiation Advice

Discover 5 common pieces of negotiation advice that are often wrong, why, and what to do instead.

Advice Why It’s Misleading What to Do Instead

Let the Buyer Make the First Offer Research shows that final negotiated prices 
correlate more closely with who establishes 
the price range. If the buyer goes first and 
offers a low range, the price may be lower 
than what could have been achieved.

The seller should usually go first with price. 
This will anchor the price and/or qualify the 
buyer.

Keep Emotions Out of Negotiations This sounds right on its face, but it implies 
sellers should completely dismiss the role of 
emotions in negotiation in favor of cool logic 
and analytics. When sellers take emotions out 
of negotiation, they miss a huge opportunity 
to connect with and influence buyers.

Indeed, sellers should not react emotionally 
and rashly in the heat of the moment, but 
sellers must inspire and manage the emotions 
of the buyer throughout the sales process. 
When buyers feel connected, engaged, 
respected, and valued, sellers achieve the 
best negotiated outcomes.

Always Use a Win-Win Approach Sellers with an exclusively win-win approach 
who come in contact with hard-nosed 
negotiators may find themselves vulnerable 
to manipulative tactics.

Always try to focus the conversation on 
creating value, but realize when that isn’t 
possible. When it isn’t, or when the other 
party is simply trying to maximize their 
interest at your expense, shift your approach 
so you do not get taken to the cleaners.

Always Get What You Can Sellers who take the mindset of maximizing 
what they can get at the expense of the buyer 
create mistrust and lose the opportunity to 
collaborate.

Always try to get the best outcome that 
puts you in a position to have improved 
success, repeat business, and increased 
referrals. Maximizing personal gain in the 
form of maximum prices and wringing out 
every last concession is often not the path 
to a successful negotiation or long-term 
relationship.

Always Hold Your Ground on Price When sellers hold fast to their original price, 
they often miss the opportunity to find out 
why a price objection was raised in the first 
place.

It’s appropriate for prices to shift if the 
shifting corresponds with changes in 
scope and deliverables of a particular sale. 
Sometimes it’s appropriate to change prices 
to beat a competitor. The key is to find out 
what’s behind the price objection, and 
respond appropriately.
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Not All Advice is Advisable

Negotiation is everywhere: in selling, setting 
salaries, getting the labor union back to the 
table, figuring out where to go out to dinner…
even getting your kids to go to bed. 

Since negotiation is everywhere, so is 
negotiation advice. Harvard professor Steven 
Pinker once said, “Much of the advice from 
parenting experts is flapdoodle.” I feel the same 
about sales negotiation advice. Not only is it 
flapdoodle, it is often directly the opposite of 
what a seller should do. 

This happens for a number of reasons:

 +  People extrapolate keys from their own 
  negotiation experiences and suggest the 
  advice is universally applicable when, in 
  fact, it’s not.

 +  People have different belief systems 
  that underpin their negotiation rhetoric. 

 +  The dynamics of many types of 
  negotiations—labor contracts, legal 
  disputes, big corporate deals, salaries, retail 
  shopping—are often the subject of 
  negotiation study and advice, but differ 
  from sales negotiations.

 +  Sales negotiations themselves differ: selling 
  a car, winning new clients for a consulting 
  firm, and selling a $22 million integrated 
  technology system are very different types 
  of sales with different dynamics.

Bad Pieces of Advice

A lot of “experts” and those who believe 
themselves well-versed in negotiations take the 
liberty of sharing all kinds of recommendations 
for succeeding in sales negotiations. Here are 
5 of the most common bad pieces of sales 
negotiation advice we see:

 1. Let the Buyer Make the First Offer

 2. Keep Emotions Out of Negotiations

 3. Always Use a Win-Win Approach

 4. Always Get What You Can

 5. Always Hold Your Ground on Price 

We’ll cover each in turn in this report, share why 
they’re wrong, and provide alernative approaches.

Note that this report isn’t meant to be a treatise 
on sales negotiation overall. For example, we 
don’t talk about BATNAs or sales negotiation 
planning, which are both essential for success. 
However, since nobody says, “Don’t plan 
because winging it is better,” and, “Don’t analyze 
your alternatives,” we don’t cover these elements 
of sales negotiation in the context of this paper.

1. Let the Buyer Make the First 
Offer

Perhaps the most common piece of advice 
given to sellers is to always ask for the budget.   

Why It’s Not a Good Idea

Whether it’s early in the sale, late in the sale, or 
somewhere in between, it’s the job of the seller 
to ask for the budget. Right?

Well, sometimes. But what if there is no budget 
because the buyer wasn’t planning to make a 
purchase in the first place? Maybe the seller 
is introducing the buyer to a new idea, or the 
buyer is looking for ideas proactively. Either 
way, no budget (at least not yet). When this is 
the case, sellers are often advised to uncover 
the buyer’s spending expectation by asking 
a question such as, “Given what we’ve talked 

5 Common Sales 
Negotiation 
Mistakes
by Mike Schultz & John Doerr



© RAIN Group   |   RAINGroup.com              |    2

5 Common Sales Negotiation Mistakes

about, what do you think you’d have to budget 
to get something like this done?” 

As a result, the seller:

 +  Typically learns the budget is too low

 +  Rarely learns it’s enough

 +  Very rarely learns it’s more than enough

(That is, of course, assuming the seller actually 
gets a response.)

In a sales negotiation, when you ask for budget, 
you’re essentially asking the buyer to “go first” 
when it comes to establishing the price range. 
Reasons why sellers are told to ask for the 
budget include not leaving money on the table 
and not “showing their cards” before the buyer 
shows theirs. 

But, typically, letting the buyer go first isn’t wise.

Research by Columbia Business School 
professor Adam Galinsky1 shows that as often as 
85% of the time, final negotiated prices correlate 
more closely with who went first. Meaning, if 
the seller went first and was reasonably high 
with the offer, the final price was higher. If the 
buyer went first and the offer was reasonably 
low, the final price was lower. This is consistent 
with what we see when working with sellers on 
a daily basis.

What to Do Instead

In most cases, the seller should be first to share 
a price.

Let’s say you are introducing a buyer to a new 
idea. It may be a new technology, a way to 
change a business process, or simply something 
they should be buying or doing but aren’t. 

You discuss the idea in depth and the buyer 
is intrigued. When you get to the point where 
you need to decide if you want to pursue the 
opportunity with full energy, you should share a 
range of what it might cost to move forward. Do 
so even if the buyer doesn’t ask, “So how much 
will this cost?” 

The concept is called investment norming. It’s 
a way to qualify the buyer and set the anchor 
on the price range. You might say, “Given 
everything we’ve talked about, the ballpark to do 
this right will be in the $400k to $550k range.”

If the buyer says, “That’s more than I thought, 
but not so outside the range that we shouldn’t 
continue,” then you’re in good shape. If the 
buyer says, “We’d never spend that much—
ever—on something like this,” then you are still 
in good shape because this is not a qualified 
buyer and you can move on, or suggest 
alternative offerings.

People are heavily influenced by the first piece 
of information they get on any subject. Price is 
no different. 

Whoever sets the expectation first is likely to 
most influence the final price. 

Put a stake in the ground.

Thoughts on Making the First Offer

 +  Don’t undervalue what you offer. Many sellers do and start too low.

 +  Going first is associated with more anxiety by the party that goes first. Deal 
  with the anxiety and go first if you want the best outcome.2 

 +  If the buyer has deep knowledge and strong research on pricing, going first
  is riskier. 

 +  If your arguments are either easily countered or picked apart, don’t give
  extended justifications about why your offer is what it is. Just make it.3 

1. Adam D. Galinsky and Thomas Mussweiler, 
“First Offers As Anchors: The Role of Perspective-Taking 
and Negotiator Focus,” Journal of Personality and Social 
Psychology 81, no. 4 (2001): 657-669.

2. “Resolving the First-Offer Dilemma in Business 
Negotiations,” http://www.pon.harvard.edu/daily/
dealmaking-daily/resolving-the-first-offer-dilemma-in-
business-negotiations, (July 28, 2012).

3. Yossi Maaravi, Yoav Ganzach, and Asya Pazy, 
“Negotiation as a Form of Persuasion: Arguments in First 
Offer,” Journal of Personality and Social Psychology 101, no. 
2 (2011): 245-255.
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2. Keep Emotions Out of 
Negotiations

Keeping emotions out of negotiations seems like 
a good piece of advice on its face. 

Why It’s Not a Good Idea

It’s the worst kind of advice because it feels 
right, but it’s wrong (at least in part). 

Because it feels so right, negotiation experts 
commonly suggest it. Articles such as, “Emotion: 
The ‘Enemy’ of Negotiation,” seem to suggest 
there is no other way to succeed except to check 
emotions at the door. You don’t have to read 
further than the first few lines of the article 
to get to this piece of advice, “To succeed in 
negotiation, says one Wharton expert, one must 
take emotion out of the equation.”4

Here’s where leaving emotions out is right: 
Don’t react emotionally or rashly in the heat of 
the moment. 

When you do—when you get excited, 
disappointed, angry, frustrated—it can keep 
you from thinking clearly and cause you to say 
the wrong things, which can hurt your results. 
If you feel these kinds of emotions welling up, 
take a step back. As William Ury, author of 
Getting to Yes, says, go to the proverbial balcony 
and ‘see’ what’s happing so you can proceed 
calmly and logically. 

Yes, we agree, don’t react rashly due to sudden 
onset of emotions. 

On the other hand, emotions affect the 
outcomes of negotiations significantly. There’s 
no way to avoid it, so you might as well accept 
it. Adopting the mindset that you can divorce 
emotion from a negotiation isn’t just naïve, it’s 
ill-advised. 

Some experts advise to feign anger or outrage 
to keep “your opponent” off balance and 
trick them into making a mistake. This tactic 
often backfires. Even if it works, it’s not good 
for building trusting relationships or finding 
creative solutions to sticky issues. If someone 
tries this tactic on you to throw you off your 
game, don’t fall for it.

What to Do Instead

Don’t take emotions out of the negotiation, put 
them in. There’s plenty of research to suggest 
that you’ll get better outcomes if you can inspire 
buyers to feel connected, engaged, respected, 
and valued (Fig. 1). 

In fact, Sandy Pentland at the MIT Media lab 
uses a device to measure voice inflections and 
body movements in two-party negotiation 
tests. With these measures, he can get a sense 
of whether a relationship is going well or not. 
Based on even just a few minutes of data, he can 
“predict with significant accuracy which pairs 
would eventually reach agreement and, among 
those, which were more likely to creatively 
expand the pie.”6 

All these emotions—feeling connected, 
engaged, respected, and valued—inspire 
collaboration, make collaboration more 
productive, and drive buyers to want to come to 
agreement with you.

4. “Emotion: The ‘Enemy’ of Negotiation,” 
Wharton Magazine, http://whartonmagazine.com/issues/
spring-2011/emotion-the-enemy-of-negotiation, (April 1, 
2011).

5. Mike Schultz and John E. Doerr, Insight Selling 
(Hoboken: John Wiley & Sons, Inc., 2014), 107-108.

6. Kimberlyn Leary, Julianna Pillemer, and Michael 
Wheeler, “Negotiating with Emotion,” Harvard Business 
Review 91, nos. 1/2 (January–February 2013): 96–103.

When Buyers Feel... They... Effect...

Connected (to you) Like you
Trust you, want to work 
with you, want you to 
succeed

Engaged (in the process) Feel like they are a part of 
the solution

-  Become invested 
   in getting a positive 
   outcome and reaching 
   agreement

-  Value the solution 
   higher5 

Respected (for their 
position, competence)

Feel confident having you 
around; feel a sense of 
authority

Will trust you to reflect 
well on them to others, not 
undermine them

Valued (for their 
contributions) Feel fulfilled Reaching agreement will 

feel meaningful to them

Figure 1. Impact of Buyer Emotions on the Sales Negotiation Process
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Negotiation is about influence and persuasion. 
People are influenced by logic, the rational case 
for why to do one thing or another. But they are 
also influenced by their feelings. 

As discussed in Insight Selling7, emotions are 
influencers of buyer decisions. These decisions 
are later justified with rational arguments. 

When you keep emotions out of negotiation, you 
limit your ability to come to the best agreement. 

3. Always Use a Win-Win Approach

Since Getting to Yes was published in 1981, the 
concept of win-win or “principled negotiations” 
has dominated the negotiation scene. This 
collaborative approach is often held up as the 
foil for distributive or positional (win-lose) 
negotiations, where the idea is to get everything 
you can possibly get for yourself without regard 
to the other party. 

Why It’s Not a Good Idea

We believe you should take the win-win 
mindset and approach to negotiation when:

 +  You can, indeed, expand the pie and 
  literally create more value for all parties 
  versus simply splitting up a fixed pie

 +  It’s important to maintain an ongoing 
  relationship of trust, respect, and 
  continued business dealings

Yet even under these conditions, the win-win 
approach is not absolute. 

For example, most sellers we know have had 
experiences where they’ve worked with buyers 
over a period of time to share information, 
work collaboratively to build a valuable 
solution, and even agree in principle on price 
and terms for working together.

Then, when it comes time to finalize a contract, 
that same buyer changes their tone and tries 
to extract concessions from the seller. Tries to 
get a lower price. Tries to negotiate changes to 
agreement terms the seller thought they already 
agreed to.

We also know that even after these contentious 
situations, the seller and buyer often go on to 
have fruitful and trusting work relations for years 
to come. But at that moment in time, the buyer is 
not necessarily taking a win-win mindset. 

In fact, many hard-nosed negotiators love it 
when sellers take win-win approaches because 
they know they can take advantage of them. 
These sellers are neither prepared for, nor are 
they approaching, the negotiation in a way that 
protects their own interests. They’re vulnerable 
to manipulative tactics like good cop/bad 
cop, one last thing, time pressure, emotional 
outbursts, and many others. 

Not all buyers use such tactics, but some 
do. Anyone who has dealt with purchasing 
professionals knows at least some who 
use hardball tactics to extract concessions 
throughout the negotiation process.

Consider how some buyers are trained. For 
example, this advice is shared in the book 
Negotiation for Purchasing Professionals: 

It is possible to negotiate and never lie, but 
we need to have our arguments prepared…
In any case, for any lie, bluff, or mislead 
there are some basic rules to follow. 
Because if you get found out it can damage 
your future credibility.

Common rules to follow include:

 +  Never lie ‘on the spot’: always plan your 
  misinformation

 +  Do your research and pick something 
  they can’t know

 +  Avoid something that will create the 
  need to maintain the lie

 +  Have your answers prepared should you 
  get challenged

 +  Always have an exit route in case you do 
  get found out…8 

7. Schultz and Doerr, Insight Selling, 43-44.
8. Jonathan O’Brien, Negotiation for Purchasing 

Professionals (Philadelphia: Kogan Page Limited, 2013), 269.
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Some diehard believers in the win-win 
approach go as far as to say you should share 
all of your information up front without 
holding anything back, including your business 
details and economic models. You certainly 
can do this if you believe the other party will 
not take advantage of the information, allow 
you favorable terms, and allow you healthy 
prices and profits well above what would be 
considered your walk-away or reservation point.

In reality, the level of trust and concern for 
mutual welfare necessary to negotiate like this is 
rarely present. 

What to Do Instead

Sellers can—and should—share information 
freely that might expand the pie, encourage 
collaboration, and help maximize the value 
they can deliver to a buyer. However, doing so 
as a blanket approach with complete disclosure 
is naïve. 

Even when the buyer’s primary contact 
person and decision maker acts in good 
faith, sometimes they must step aside and let 
purchasing, or other parties, step in to negotiate 
the final agreement. Sellers who don’t plan 
for this beforehand, and who don’t protect 
their interests, can get beaten up when the 
negotiation shifts to a more distributed (win-
lose) approach.

To get the best outcomes, sellers must be 
able to read the situation so they can take the 
appropriate approach. Don’t rely exclusively on 
one mindset.

4. Always Get What You Can

The flip side of “always approach negotiation 
with a win-win mindset” is “always get what 
you can.”

Why It’s Not a Good Idea

If you fly on airplanes, you’ve probably seen the 
advertisements for negotiation seminars that 
preach always getting the best prices and terms 
for yourself. Someone who went to one of these 
negotiation seminars told me the key takeaway 
from the program was, “You don’t get what 

you’re worth, you get what you negotiate.” 
She went on to tell me about the tactics she 
learned—like how to use red herrings to 
distract from the real issue, make unreasonably 
high first offers with cryptic logic, and exert 
arbitrary time pressure to gain concessions.

If a buyer finds out you manipulated them with 
such tactics, they’ll have no loyalty to you at 
all. When sellers employ these tactics, even if 
they’re deft about it, most buyers know. It’s hard 
to hide. 

Most sellers—whether they’re full-time 
salespeople, consultants, accountants, lawyers, 
or other professionals—believe the strength of 
their relationships and the trust they have built 
with their clients are central to their success. 

Manipulation, heavy-handedness, and undue 
use of power and leverage are the enemies of 
trusting relationships. 

This is not to say that you don’t have self-
interest. Of course you do. Buyers know this. 
But if you don’t also have their interests in mind, 
they’ll replace you the first chance they get.

If you take a primary mindset of completely 
maximizing what you can get at the expense 
of the buyer, collaboration is practically 
impossible. As we noted earlier, not every 
conversation is about expanding the pie, 
but adversarial negotiations create mistrust. 
Mistrust makes collaboration practically 
impossible. 

I know of one situation where—due to a 
miscommunication—a buyer made a promise 
he shouldn’t have to his own team about a 
contract he was negotiating. This buyer made 
what was likely an honest mistake, but the seller 
decided not to let the buyer off the hook. The 
buyer then looked bad to his team.

The deal got done. Then the buyer—now 
bitter—made the seller’s life miserable for the 
next two years.

When sellers maximize their gain at the buyer’s 
expense, it doesn’t do them any good in the 
long run.



© RAIN Group   |   RAINGroup.com              |    6

5 Common Sales Negotiation Mistakes

What to Do Instead

Just like always taking a win-win mindset isn’t 
always best, taking the approach of “always 
getting what you can” is often short-sighted. 

Again, sellers must be able to read the situation 
so they can respond with the appropriate 
approach. The fact of the matter is most 
negotiations have a mix of win-win and 
distributive strategies. 

5. Always Hold Your Ground on 
Price

The advice goes something like this: You present 
your price and the buyer says, “That’s too 
much.” You are then supposed to say, “Well, the 
price is the price,” and focus the conversation 
back to value. 

Why It’s Not a Good Idea

This is common advice for sellers in many 
industries, but we see it regularly in professional 

services. Consultants, lawyers, accountants, and 
other professionals looking to establish their 
position and brand, express (often with much 
bravado), “We are high priced. No, we don’t 
discount. We are that good, and if buyers want 
us, they pay the rate we quote.” 

When sellers who adhere dogmatically to this 
mindset get a price objection, they often miss 
something very important: they don’t find out 
why the buyer raised questions of price in the 
first place.

What to Do Instead

Realize that not all price objections are the same.

Money and budget issues are tricky, and they 
are almost never what they first appear. When 
buyers say some version of, “Money is going to 
be a problem,” any of the reasons in Fig. 2 could 
be behind it.

You can’t deal with price pushback unless you 
know why you are getting it in the first place. 
While the reality is you might not be able to 

Price Pushback They Say They Think

Honest pushback “That’s a lot. Can we do it for less?” “I just want you to cut the price—I always ask this, and have 
succeeded in getting price cuts fairly often.”

Bluffing “I don’t have the money—we’ll need to do it 
for less.” “I have the money, but I want to see how low I can get you.”

Value challenge “It costs too much. Money is going to be a 
problem.”

“I don’t see why we need to spend that much. It doesn’t seem 
worth it.”

Competitor pressure “Your bid isn’t as competitive as the others that 
I received.”

- It’s true, and they’re looking to understand why. 

- It’s true, and they’re looking to use it against you as a 
  bargaining chip.

- It’s not true, they’re just saying it.

Budget “Money’s a problem because it’s not in my 
budget.”

- It’s true, and they’d like to see what they can work out.

- It’s true, and they’re looking to use it against you as a 
  bargaining chip.

- It’s not true, they’re just saying it.

Reversing direction on 
you

“Too much money. Call me back if you think 
there’s something you can do.”

They’re bluffing: “They’ll call me back. I’ll get them lower.”

They’re not bluffing: “I hope they can lower the price so I can 
actually buy it.”

Money issue masks non-
money problems “Money is going to be a problem.” “I have multiple issues holding me back, but I’ll just say money 

is the problem right now.”

Figure 2. Causes of Price Objections
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find out why, you certainly don’t have a chance 
unless you dig in and try.

Always trade for value.

If you do have to change your price, realize 
this: it shouldn’t be about discounting. It’s 
about trading.

Yes, there are times when the price is the 
price—when it’s better for you to walk away 
than make a change—but always? Even most of 
the time? 

Here’s a scenario: You have something to sell 
for $1 million. The buyer can’t go over $925k. 
If you come in over that, they’ll have to go with 
a lesser competitor. They’re not bluffing, and 
they’re not playing you. It’s a fact. 

Are there no moving parts here? Nothing you 
can downgrade, alter, or remove from the 
package to get to a deal at $925k? Change the 
deliverable? Change the agreement terms? 
Change a timeframe? 

Sellers need to be prepared to alter prices and 
agreements during negotiations because:

 +  Buyers often expect—and need—trades 
  they will view as concessions in order to 
  make final agreements, so don’t expect 
  your first offer will be the final agreement.

 +  Often, multiple packages of capabilities, 
  prices, and terms can be created that will 
  work for you as the seller.

 +  You can change and alter prices without 
  losing credibility, assuming you offer 
  reasonable trades.

Too many sellers don’t do a good job planning 
for how to deal with money questions. They 
don’t think about:

 +  Trades they can make to change price that 
  will still leave them with a good deal

 +  Alternative product and service sets that, 
  while perhaps less than ideal, are still 
  better for both the seller and buyer than 
  walking away

 +  Value they can add to increase the strength 
  of the solution while allowing them to hold 
  the price when pressure comes

In any case, bravado-based “always hold your 
ground on price” often isn’t the best strategy.

Conclusion
Sales negotiation is a big subject. It typically 
takes years of practice—getting wins and taking 
lumps—to master it. You may be able to shorten 
the timeframe to success if you follow good 
advice. However, it’s up to you to figure out 
which advice is good and which is flapdoodle. 

Think critically about what it is you want to 
accomplish, how you can make it happen, and 
where your actions will lead you so you can 
make the choices right for you. 

Responding to Price Objections

Regardless of what the money objection is, keep the following in mind:

 +  Don’t cave: The fact is some sellers just melt when faced with price objections. 
  Resist the temptation to say, “How much can you spend?” or “Let me see if we 
  can lower the price.” Force yourself not to.

 +  Don’t get emotional: Some sellers get upset when faced with price objections 
  and sticky money discussions. Maintain your composure. 

 +  Don’t dismiss the buyer when they push back: Buyers are taught to challenge 
  prices in multiple ways. Just because they challenge you doesn’t mean they are 
  bad people or are destined to be bad customers.

 +  Don’t start talking cost structure: Buyers might focus on your costs, but that 
  certainly doesn’t mean you have to. Imagine a buyer asking a car salesperson 
  how much the premium transmission system cost the manufacturer to make. 
  He’d get laughed at.  
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RAIN Sales Negotiation

Develop the Skills Needed for Successful Negotiations

While avoiding the common sales negotiation mistakes outlined in this white paper is a good place to start when it comes to leading 
successful negotiations, there’s a lot more to it. 

In the RAIN Sales Negotiation program—featuring the OP2eRA2 Sales Negotiation Framework—we teach you and your team how to 
negotiate the best solutions, win sales, and enhance the strength of relationships along the way. 

We’ve helped thousands of sellers, professionals, and leaders negotiate the best deals, shorten sales cycles, and improve close rates.

In the RAIN Sales Negotiation program, your team will learn how to:

 +  Apply the right negotiation approach in every situation

 +  Sell the value of your solutions and reduce price pushback

 +  Lead a masterful negotiation process that results in win-win solutions (when possible)

 +  Handle the various positional tactics buyers use

 +  Successfully negotiate with purchasing and procurement departments

 +  Win more deals at higher margins

Program Approach
We view training as an ongoing process to improve sales negotiation skills, knowledge, and results. Our approach includes:

 +  Assessment: We evaluate individuals to identify attributes that can help or hinder negotiation success, and customize the 
  training to focus on the topics that will have the biggest impact on your team’s performance.

 +  Customization: We build scenarios, focus content, and tailor program agendas to make the training relevant and effective.

 +  Tools: We provide easy-to-use tools and frameworks, such as Objection Handling Grids, Negotiation Guides, and the RAIN 
  Sales Negotiation Planner, so concepts in the course transfer to on-the-job performance.

 +  RAIN Sales Negotiation Simulation: Your team will play our interactive, computer based simulation where they will apply the 
  strategies and tactics they’ve learned and compete to win a difficult sales negotiation.

 +  Reinforcement: We work with your team on an ongoing basis using both live and online formats to reinforce concepts learned. 
  We also provide coaching around preparation and support for specific sales opportunities.

Contact Us
If you want to implement a sales negotiation program that leads to real behavior change and results, RAIN Group can help. Contact us 
to learn more about RAIN Sales Negotiation training and what implementation would like like at your organization.

Phone: 508-405-0438
Email: info@raingroup.com
Web: www.raingroup.com
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About RAIN Group

Unleash the Sales Potential of Your Team with RAIN Group

RAIN Group is a sales training, assessment, and performance improvement company that helps leading organizations improve sales 
results. We’ve helped hundreds of thousands of sellers, managers, and professionals in more than 34 countries increase their sales 
significantly with our RAIN SellingSM methodology.
 
We can help you:

Locations

AMERICAS  •  EMEA  •  ASIA-PACIFIC

Connect with Us

Implement World-class Sales Coaching
We coach sellers, professionals, and leaders individually 
and in groups to achieve the greatest and fastest increase in 
sales results. And we train and certify leaders and managers 
in our RAIN Sales Coaching system. Often, it’s RAIN Sales 
Coaching that truly unlocks the team’s potential, and keeps 
them motivated to produce the best results consistently.

Identify Who Can and Will Sell with Great Success
Our assessments measure sales attributes and skills, 
identifying the factors that really make a difference in sales 
performance. Whether you’re looking to hire someone who 
can and will sell, or looking to improve sales performance, 
we’ll help you build the most successful sales team.

Find out more about how RAIN Group can help you unleash the sales potential of your team by visiting
RAINGroup.com or calling (508) 405-0438.

RAIN Group’s Clients

Grow Your Key Accounts
At most companies, there’s a huge, untapped opportunity to 
add more value—and thus sell more—to existing accounts. 
We help our clients capitalize on these revenue growth 
opportunities. Whether it’s simply increasing cross-selling 
and up-selling or implementing a major strategic account 
management program, we can help.

Implement Sales Training that Delivers Real Results
RAIN Group’s sales training system inspires real change and 
delivers real results that last. Our rigorous approach includes 
sales team evaluation, customized training programs, robust 
reinforcement, and coaching to help you and your team 
develop sales and negotiation skills, and maximize your results.


