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Planning 
Sales Dialogues 
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and 
Presentations

6Sales Dialogue

Business conversations between buyers 
and sellers that occur as salespeople 
attempt to initiate, develop, and 
enhance customer relationships.
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Sales dialogue occurs over time and 
includes sales calls and other forms 
of buyer‐seller communication.
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Throughout the process, selling strategy must focus on 
customer needs and how the customer defines value.
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6Sales Communications Formats

Little training is required; 
inflexible/not customizable; 
difficult to build trust
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Extensive training is 
required; customizable; 
interactive; fosters trust

Some training is required; 
customizable while being 
written but not once 
delivered; may be perceived as 
more credible

6Written Sales Proposal
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6Components of a Written Proposal
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The quality of a salesperson’s written document is a surrogate for that 
salesperson’s competence and ability.
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6Evaluating Sales Proposal
(Five Important Dimensions)
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6Organized Sales Dialogues
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6Sales Dialogue Template
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6Sales Dialogue Template (cont.)
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6Sales Dialogue Template (cont.)
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6Creating a Value Proposition
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6Buying Motives

• Rational 
Typically relate to the 
economics of the situation,
including cost, profitability,
quality, services offered, and
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quality, services offered, and
the total value of the seller’s
offering as perceived by the
customer.

• Emotional
Includes motives such as security, status, and need to 
be liked; sometimes difficult for salespeople to 
uncover these motives.

6Features and Benefits
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6Features and Benefits
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6Engaging the Customer

Request an appointment

• Give the prospect a reason why an appointment 
should be granted

• Request a specific amount of time
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• Suggest a specific time for the 
appointment

6Exercise

‐select a real product to be sold to a real prospect
‐identify at least two key buying motives for the prospect
‐complete the Sales Dialogue and Presentation Planning 
Template
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Template.


