
Non-profit learns to compete 
with the big guys

The proven formula for accelerating sales results.

SUCCESS
STORY

The Executive Director of Sales believed her 
10-person account team could bring in 
more business and called on ValueSelling 
Associates to show everyone how it’s done. 
She chose ValueSelling based on her previous 
experience at another organization.  
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being too transactional
pitching rather than conversing

not listening well
not accurately forecasting

Not-for-profit organizations must translate stellar 

reputations into equally outstanding revenues, all 

while competing with limited resources.

Such is the case for a US-based business nonprofit 

organization. The Executive Director of Sales believed 

her 10-person account team could bring in more 

business and called on ValueSelling Associates to 

show everyone how it’s done. She chose ValueSelling 

based on her previous experience at another 

organization.  

“I didn’t look at anybody else,” she said. “I went 

to work.”

Her primary goal was to meet her annual goal.  

Secondarily, she wanted to hit the ball out of the park 

by coming in over plan. But to achieve such an 

increase, the account team would need to overcome 

key (and common) obstacles including: 

By learning how to build these skills, she 

believed the organization could close more 

business. That included herself, as she not 

only manages, but also must meet her own 

sales goals.

“While they are industry recognized, they are 

also playing in a busy market space with both 

large and boutique competition,” explained 

ValueSelling Associate Jim Roche, who 

designed a curriculum that began with a 4 to 6 

hour, Web-based preliminary course. 

This allowed everyone to enter a two-day, 

on-site workshop 10 days later with a basic 

understanding of ValueSelling’s methodology.






