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Building a Step-By-Step System 
To Win More State Contracts

T.I.P.S. Webinar Series

Think about….Write down

• What are the characteristics of small companies that have successfully 
navigated  in this “New Economy?”

• What information & resources can CEOs use to win more in 2025-
2026?

• Find 3 Ideas  
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L.I.S.T.E.N Presentation

5 “No Go” 4 “Go”9X Pipeline 
Opportunities

Win 1
Collect 
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15X Suspects 
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Macro Economics Micro Economics
 

Your 
Decisions

Understanding of Economy, 
Industry, Competitors, Etc. 

Allocation of Specific 
Resources 
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Art Science
 

Your 
Decisions

• Subjective of Now  
• Expression & Exploration
• Telling a Story

• Objective (Facts) of Now  
• Evidence from Studies/Tests 
• Theoretical 
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In-House Out-Source
 

Your 
Decision

• Complete Control 
• Long-Term Support
• Handling Sensitive 

Information

• Short-Term Needs
• Focus on OTHER Activities  
• Need Experts
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Prime Contracting

 

Your 
Decision Sub Contracting
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Ask 3 Key Questions to Build Pipeline
1. What do you buy?

2. What don’t you buy?

3. How do you buy? 
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University of Maryland SBDC’s CEO Accelerator 

Presented by Russell C. Teter III, Certified Trainer 1



It’s not just what you know, 
it’s also who you know... 

(and sometimes where you go!) 



What is the difference between making 
contacts and having contracts? 



What is the difference between making 
contacts and having contracts? 

R = Relationships





Social Capital

Social = Building Relationships 
Capital = Money 

Social Capital is Building 
Relationships for Money

Social Capital Refers To Building Relationships That Can Lead To Financial Benefits”



What You 
Know 

Who You 
Know

WIN MORE! 



WIN MORE! 



WIN MORE! 



“Planned, Managed Growth”

Diverse, Centered Relationships



“Only Can Improve What is Measured…and Can 
Only Measure a Number”

Measuring Who People Know 
Not Only What They Know



“In-Bound (Active)
They are

○ In the market and 
actively seeking

○ Researching, 
investigating, and buying

Out-Bound (Passive)
They are

○ Your target audience
○ Able to buy your 

products or services, if 
their window of 
opportunity is open”





Goal: 10 Contracts for $200K Revenue

Suspects: (15X): 150 Contracts for $3M in 4 Areas

Pipeline (9x) of Prospects (A&B): 90 $1.8M

Proposals/Bids Submitted: 40 for $800K

PWIN: 25% 







CAPITAL 
Contracting Opportunities 

Organization  - Agency Level: 

▪ Current Active Buying                              
SCORE: 1-6 

▪ Immediate Past Active Buying 
SCORE 1-6

▪ Immediate Future Passive Buying 
SCORE 1-6 

Capital SCORE 3-18
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CAPITAL 
Contracting Opportunities 

Organization  - Agency Level: 

▪ Current Active Buying                              
SCORE: 1-6 

▪ Immediate Past Active Buying 
SCORE 1-6

▪ Immediate Future Passive Buying 
SCORE 1-6 

Capital SCORE 3-18

SOCIAL 
Relationship with 

3 Roles  - Individual(s)

▪ User: Program / Project Officer 
SCORE: 1-6

▪ Buyer: Contracting Officer / Legal 
SCORE: 1-6

▪ Influencer: Supplier Diversity / PR    
SCORE: 1-6

Social SCORE 3-18
Social + Capital = Total Score for Pipeline (6-36) 
A = Top 15%   B =  Middle 45%    C= Bottom 40% 
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Social=Relationship
Capital=Money

Social Capital is Building 
Relationships for Money

It’s not just what you know, it’s also 
who you know.

Social Capital

Ranking in Excel

https://docs.google.com/spreadsheets/d/1mjPqPcBh7EAnflz9p2HbpEh3bVpvPqej/edit?usp=sharing&ouid=101557473564019870961&rtpof=true&sd=true
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Social Capital is Building 
Relationships for Money

It’s not just what you know, it’s also 
who you know.
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XYZ Inc. 6 6 6 6 6 6 36  
EFG Inc. 3 2 5 2 4 2 18  
HIJ Inc. 2 2 2 2 2 2 12  
KLM Inc. 1 1 1 1 1 1 6  
NOPInc. 4 4 4 4 4 4 24
FHI Inc. 3 3 3 3 3 3 18
NFG Inc. 4 4 4 4 4 4 24
567 Agency 6 6 6 6 6 6 36
89 Agency 3 2 5 2 4 2 18
456 Agency 2 2 2 2 2 2 12
570 Agency 1 1 1 1 1 1 6
571 Agency 4 4 4 4 4 4 24
572 Agency 3 3 3 3 3 3 18
521 Agency 4 4 4 4 4 4 24
574 Agency 3 3 3 3 3 3 18
879 Organization 6 6 6 6 6 6 36
880 Organization 3 2 5 2 4 2 18
881 Organization 2 2 2 2 2 2 12
882 Organization 1 1 1 1 1 1 6
883 Organization 4 4 4 4 4 4 24
884 Organization 3 3 3 3 3 3 18
885 Organization 4 4 4 4 4 4 24
886 Organization 3 3 3 3 3 3 18
89 Community Group 6 6 6 6 6 6 36
90 Community Group 3 2 5 2 4 2 18
91 Community Group 2 2 2 2 2 2 12
92 Community Group 1 1 1 1 1 1 6
93 Community Group 4 4 4 4 4 4 24
94 Community Group 3 3 3 3 3 3 18
95 Community Group 4 4 4 4 4 4 24
96 Community Group 3 3 3 3 3 3 18
97 Community Group 3 3 2 8 3 2 21
98 Community Group 5 5 5 5 4 1 25

Social=Relationship
Capital=Money

Social Capital is Building 
Relationships for Money

It’s not just what you know, it’s also 
who you know.

XYZ Inc. 6 6 6 6 6 6 36
EFG Inc. 3 2 5 2 4 2 18
HIJ Inc. 2 2 2 2 2 2 12
KLM Inc. 1 1 1 1 1 1 6
NOPInc. 4 4 4 4 4 4 24
FHI Inc. 3 3 3 3 3 3 18
NFG Inc. 4 4 4 4 4 4 24
567 Agency 6 6 6 6 6 6 36
89 Agency 3 2 5 2 4 2 18



Entity Name: Notes on Purchasing Habits / Names for Relationship C
ur

re
nt

 A
ct

iv
e 

Bu
yi

ng
 1

-6
    

    
    

    
    

    
    

    
    

    
    

    
    

  
Im

m
ed

ia
te

 P
as

t A
ct

iv
e 

Bu
yi

ng
 1

-6
Im

m
ed

ia
te

 F
ut

ur
e 

Pa
ss

iv
e 

Bu
yi

ng
  1

-6
U

se
r: 

Pr
og

ra
m

/P
ro

je
ct

 O
ffi

ce
r 1

-6
Bu

ye
r: 

C
on

tr
ac

tin
g 

/ L
eg

al
 1

-6
In

flu
en

ce
r: 

Su
pp

lie
r D

iv
er

si
ty

/P
R 

 1
-6

So
ci

al
 +

 C
ap

ita
l =

To
ta

l S
co

re
 (6

-3
6)

 
A=

To
p 

15
%

;B
=M

id
dl

e 
45

%
; C

=B
ot

to
m

 

XYZ Inc. 6 6 6 6 6 6 36 A
567 Agency 6 6 6 6 6 6 36 A
879 Organization 6 6 6 6 6 6 36 A
89 Community Group 6 6 6 6 6 6 36 A
98 Community Group 5 5 5 5 4 1 25 A
NOP Inc. 4 4 4 4 4 4 24 B
NFG Inc. 4 4 4 4 4 4 24 B
571 Agency 4 4 4 4 4 4 24 B
521 Agency 4 4 4 4 4 4 24 B
883 Organization 4 4 4 4 4 4 24 B
885 Organization 4 4 4 4 4 4 24 B
93 Community Group 4 4 4 4 4 4 24 B
95 Community Group 4 4 4 4 4 4 24 B
97 Community Group 3 3 2 8 3 2 21 B
EFG Inc. 3 2 5 2 4 2 18 B
FHI Inc. 3 3 3 3 3 3 18 B
89 Agency 3 2 5 2 4 2 18 B
572 Agency 3 3 3 3 3 3 18 B
574 Agency 3 3 3 3 3 3 18 B
880 Organization 3 2 5 2 4 2 18 B
884 Organization 3 3 3 3 3 2 17 C
886 Organization 3 3 3 3 3 1 16 C
90 Community Group 3 2 5 2 2 2 16 C
94 Community Group 3 3 3 3 2 3 17 C
96 Community Group 3 3 3 3 4 3 19 C
HIJ Inc. 2 2 2 2 2 2 12 C
456 Agency 2 2 2 2 2 2 12 C
881 Organization 2 2 2 2 2 2 12 C
91 Community Group 2 2 2 2 2 2 12 C
KLM Inc. 1 1 1 1 1 1 6 C
570 Agency 1 1 1 1 1 1 6 C
882 Organization 1 1 1 1 1 1 6 C
92 Community Group 1 1 1 1 1 1 6 C

Social=Relationship
Capital=Money

Social Capital is Building 
Relationships for Money

It’s not just what you know, it’s also 
who you know.

XYZ Inc. 6 6 6 6 6 6 36 A
567 Agency 6 6 6 6 6 6 36 A
879 Organization 6 6 6 6 6 6 36 A
89 Community Group 6 6 6 6 6 6 36 A
98 Community Group 5 5 5 5 4 1 25 A
NOP Inc. 4 4 4 4 4 4 24 B
NFG Inc. 4 4 4 4 4 4 24 B
571 Agency 4 4 4 4 4 4 24 B
521 Agency 4 4 4 4 4 4 24 B
883 Organization 4 4 4 4 4 4 24 B



Goal: 10 Contracts for $200K Revenue

Suspects: (15X): 150 Contracts for $3M in 4 Areas

Pipeline (9x) of Prospects (A&B): 90 $1.8M

Proposals/Bids Submitted: 40 for $800K

PWIN: 25% 







4 Vehicles
3 Months
9 Exposures



4 Vehicles
3 Months
9 Exposures

Baby Boomers
3 Vehicles
3 Months
7 Exposures

Generation Xs
4 Vehicles
3 Months
9 Exposures

Millennials 
4 Vehicles
3 Months
13 Exposures

Generation Z 
4 Vehicles
3 Months
19 Exposures



COLD 
4-3-9

WARM 
4-3-9

HOT
4-3-9



A. Anchor Intro
B. Signaling
B. Amplifying
B. Updating
B. Enhancing

ANCHORING: the process of getting an industry stakeholder invested in 

your business or professional development. 



SOME WILL, SOME 
WON’T. SO 

WHAT?

SOMEONE’S 
WAITING!

SUCCESS 

FORMULA

30- 50 Industry 

Professionals

Toward 

Increased 

Centrality







Are You Ready?

Sign up at 
https://www.mdinnovationcenter.com/
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Sandler 
Sales 
Academy 
Abridged Version by 
University of Maryland SBDC’s 
CEO Accelerator 
Presented by Russell C. Teter III, Certified Sandler Sales Trainer

version 1.0.0

Sandler Sales Academy  - 8 Sessions -Virtual Training – NEXT SESSION

https://www.neuberger.sandler.com/sales_academy


@2022 Neuberger & Co. Inc. Sandler Systems, Inc. All rights reserved.

Finish this sentence

“I could sell a lot more, if only 

I could… ________ ”



© 2020 Sandler Systems, LLC. All rights reserved.

Sandler Download - Book: "Why Salespeople Fail… And What You Can Do About It!
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Numbers 
Game
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Numbers 
Game
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Why Have a System

A Sales Process
• Is a systematic series of actions that is directed at 

achieving an end.

• Defines a course of actions.

• It is a course of action that leads to a decision about a 
sale.

• Provides the order of specific actions.



@2022 Neuberger & Co. Inc. Sandler Systems, Inc. All rights reserved.

Benefits of an Effective, 
Efficient Selling System
• Maintain Control

• Save Time

• Stay on Track

• Duplicate Positive Results

• Debrief Calls

• Recognize Problems

• Better Communication
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Buyer – Seller Dance

Buyer System Seller System
1. Qualify for Interest

2. Present

3. Close (Stalls & Objections)

4. Chase (Desperation)

1. Withhold Info / Mislead 

2. Gather Information

3. Enthused, but No Commitment

4. Hide or Disappear
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What happens when the 
Prospect is in Control?

• There is NO understanding of 
needs

• Solutions are presented to 
UNDEFINED problems

• Closing efforts not helpful & 
wrong time - quicksand

• Chasing wastes time & energy



@2022 Neuberger & Co. Inc. Sandler Systems, Inc. All rights reserved.

The Sandler Selling System
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Prospecting 
Cookbook

You can’t build a 
prospecting  plan 
without first 
determining what you 
want to accomplish.
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Sandler Process –Bonding & Rapport

Learning Flexibility in 
Communication
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The Pattern Interrupt

Purpose

A Pattern interrupt is a technique to change a particular 
thought, behavior or situation.  Behavioral psychology 

and neuro linguistic programming use this technique to 
interrupt and change thought patterns and behaviors.
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Purpose in Sales

The ultimate goal of a pattern interrupt is to get the person 
you are speaking with thinking about something other than 

you being a salesperson.  The technique is to do or say 
something unexpected which disrupts their normal pattern.

The Pattern Interrupt – Disarmingly Honest
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Being Disarmingly Honest

 Separate yourself from competition

 Disarm the Seller

 Avoid HAYT Crimes 

“how are you today?”

 WIMP Junction

 “You weren’t expecting my call…”

 “This is a Sales Call; I understand 

if you need to hang up…”

 “I’m not sure if it makes sense for 

us to talk…”

 “Perhaps we’re not a fit…”

The Pattern Interrupt
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The Importance of Bonding & Rapport

Why communication is important:
• People who are like one another, tend to like

one another.

• People who like one another, tend to trust
one another.

• People tend to do business with people they 
trust.
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The Role of Active Participation

Strategies Include:
• Elements of Communication
• Active Listening
• Primary Sensory Dominance
• Transactional Analysis
• Behavioral Styles - DISC
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The Importance of Bonding & Rapport

All things being equal:
• People buy from people they like.

• People like people who are like themselves.

• Therefore, people buy from people who are 
like themselves.
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Primary Sensory Dominance:  PSD

 Visual

 Auditory

 Kinesthetic

Each of us has a preferred
sense:
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Sandler Process
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The Up-Front Contract – the mutual 
agreement by which the salesperson and 
the prospect agree about the goal(s) of 

the meeting , before the meeting.

Up-Front Contract:  Definition
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P A A T O
• Purpose of the Meeting

• Prospective Client’s Agenda & 
Expectations

• Your Agenda & Expectations

• *Time, Date, & Location 

• Outcome

Components of an Up-Front Contract
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Appreciate

Naturally

Obviously

Typically

UFC using  ANOT

P
A
A
T
O



© 2020 Sandler Systems, LLC. All rights reserved.

Sandler – "Up-Front Contract Builder:"

https://drive.google.com/file/d/1EaETLogWU8YBFZpHFwqWZxzLix-MEt8F/view?usp=sharing
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Why we get permission… OUR Agenda

To ask the difficult 
questions when qualifying!
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Positive Results – Sandler Selling 
Process

• Get a YES

• Get a NO
⮚Get a Referral
⮚Learn a Lesson
⮚Save Time

• Get a Clear, Well-understood Future

Clear Purpose & Direction:
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Sandler – "Pre-Call Planner:"

https://drive.google.com/file/d/12f2mPFfE-K2GzUXvZfllkPPmb5lHpimI/view?usp=sharing
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Qualifying Steps

Sandler Process –Pain
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Buying Motivations
-Bridging the Gap

Two Rules:

• Prospects buy for THEIR
reasons, NOT YOURS

• Not every prospect is 
QUALIFIED to be your 
customer

TWO CONDITIONS must exist before 
YOU commit TIME, EFFORT, & 
MONEY:

1. You MUST QUALIFY the prospect.

2. Your Prospect MUST be in a position to 
say NO or YES.
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Buying Emotions

• PAIN in the Present

• PAIN in the Future

• PLEASURE in the Present

• PLEASURE in the Future
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Pain Funnel

Three Elements of PAIN

1. Surface Problems: THE WHAT

1. Business Impact: THE WHY

1. Personal Impact: THE HOW
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PainWords -Listen

FUDWACA
• Frustrations

• Upset

• Desperate

• Worries

• Angry 

• Concerns

• Anxieties

Other “emotional” words?
• ________________

• ________________

• ________________

• ________________

• ________________

• ________________

• ________________
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Sandler Rules for Pain

Stop selling features and benefits.

If the Competition is doing it, stop right away and do something else.

No pain, No sale.

The problem the prospect brings is never the real problem.

People buy emotionally; they only make decisions intellectually.
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The Sandler Selling System

Qualifying Steps
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Step 1:  Summarize & Review

Summarize and Review what 
you covered in the PAIN STEP 
and set the contract to talk 
about budget.

 2 to 5 PAINS
 Agree on Scope of Needs
 *Anything Else?
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Step 2:Transition to Budget Conversation
Is the Money Available?

 Did you have a Budget in mind
as you considered this?

 You probably haven’t 
considered a budget for this 
yet, have you?

 When you have done this in the 
past, how much did you 
Budget?
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Step 3 :   How Much ?
3 Possible Answers

YES
How much money?

NO
Build it 

Together

MAYBE
Stalls/Objections

 Negative Reverses

 Round Numbers

 Bracketing

Soften Reverse: Not uncommon / Wasn’t 
sure / Not a problem

 Bracketing

 Third-party stories

 Historical 

precedence

 Metaphors

TRUST or FEAR Issues
 Just not ready                    

- Bracketing

 It’s Company Policy
- Bracketing & 3rd

Party

 They don’t trust YOU
- third party                           
- Address this NOW
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The Sandler Selling System

Qualifying 
Steps
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Elements of the Decision Step
• Who is involved?

• How decisions are made?

• What is the decision process?

• Where is it made in the organization?

• When will decisions occur?

• Why are decisions made that way?
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Timeline Identifier

What Happens (How) Who is Involved When?
Executive Committee to Understand
• Product value, Specs, Reviews

CFO, COO, CRO 3-4 Weeks

• You (prospect) needs info prior to 
EC

Mark Now – 2 Weeks

• Logistics: Availability, Quantities 
needed, Research Cust. Base

Mark, COO 6-8 Weeks

• Retail Customer Interviews Mark 4-6 Weeks
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Timeline Identifier

People Activities on 
Timeline
What

When

Who

Dates

Sandler - "Timeline Identifier”

https://drive.google.com/file/d/1fdpWG-5E1uXz9Uzb7AamJpFiZqYqkJz_/view?usp=sharing
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What must you do beforemoving to the 
Fulfillment Step?

Consider exactly what will happen during the 
presentation:
• What type of presentation or 

proposal will be made?

• Who will participate?

• How much time is available?

• What decision will be made                         
- a NO or YES

ASK:
If we do a presentation, 
all your questions are 

answered, and you 
approve of our solution, 

what is next?
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Sandler Process –Review

What is Important 
here?



© 2020 Sandler Systems, LLC. All rights reserved.
Sandler – "Three Ways to Deliver an Effective Sales Presentation:"

https://drive.google.com/file/d/1Yd1071Gp75JSqQnuRiRNl8Hou7Iz9V4r/view?usp=sharing
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The 
Presentation 
Creator

Sandler – “The Presentation Creator” 

https://drive.google.com/file/d/1wTtXVOe-r8xtXPaDfQgeWQCvLgvJp_92/view?usp=sharing
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The Post-Sell Step

• Prevent buyer’s remorse and the Loss 
of the Sale.

• Establishing Up-Front Contracts for 
what happens next.

• Discuss future business and referrals.

• Establish a Score Card.
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Sandler Process - Communication

PAATO
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Sandler Philosophy

• Sandler believes that Professional Selling is 
a noble profession and deserves respect.

• Be sure to understand the prospect’s issue, 
budget and decision process before you try 
to sell them anything.

• Help the prospect discover the real Pain 
and that you are the solution.

FREE OFFERS AND 
WHITE PAPERS – Click 
to Download

YOUR ULTIMATE GUIDE 
TO THE NEXT 
EVOLUTION OF SALES –
Click to Download for 
Free

https://www.neuberger.sandler.com/resources/downloads
https://www.neuberger.sandler.com/resources/downloads
https://www.neuberger.sandler.com/resources/downloads
https://reports.sandler.com/evolution-of-sales/d.html?cookieUUID=46640344-8599-4c30-8521-c351e3bd9c87
https://reports.sandler.com/evolution-of-sales/d.html?cookieUUID=46640344-8599-4c30-8521-c351e3bd9c87
https://reports.sandler.com/evolution-of-sales/d.html?cookieUUID=46640344-8599-4c30-8521-c351e3bd9c87
https://reports.sandler.com/evolution-of-sales/d.html?cookieUUID=46640344-8599-4c30-8521-c351e3bd9c87
https://reports.sandler.com/evolution-of-sales/d.html?cookieUUID=46640344-8599-4c30-8521-c351e3bd9c87
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Thank You for Participating!

The Neuberger Team
Sandler Sales Academy  - 8 Sessions -Virtual Training – NEXT SESSION

https://www.neuberger.sandler.com/sales_academy
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L.I.S.T.E.N

5 “No Go”9X Pipeline 
Opportunities

15X Suspects 
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Look at Goal: Win-Win-Win

Interested: Lean Forward (Even Virtually) - Late-night Radio Voice 

Silence: Seek to Understand – Mirror - Repeat as a Question 

Thoughtful: Avoid Distractions – No “Why” Words, Use “How” “What”  

Expression of Other’s Feelings - Upfront Feeling Audit; Them “NO”-Not Yes 

No Advice (Presentation), Unless Requested 
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Demonstrate You are in 
that 1% having BOTH 

Profitability & 
Sustainability

Line of Credit & 
Bonding Capacity on 
Capability Statement 
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1. Current Request 

2. Company Information

3. Description 

4. Owners & Team (Inside 

Experience)

5. Personal Financials & Collateral 

Pledged +

6. Owner’s Character

7. Project Uses (Past, Current, 

Future)

8. Revenue Sources

9. Historical & Projected Financials

10. Professional Team (Outside 

Experience)  

Worksheet 19
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2. Company Information

3. Description 

4. Owners & Team (Inside 

Experience)
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Pledged +

6. Owner’s Character

7. Project Uses (Past, Current, 

Future)

8. Revenue Sources

9. Historical & Projected Financials

10. Professional Team (Outside 

Experience)  

Worksheet 19
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www.marylandsbdc.org/accelerator

http://www.marylandsbdc.org/accelerator
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L.I.S.T.E.N Presentation

5 “No Go” 4 “Go”9X Pipeline 
Opportunities

15X Suspects 
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https://us06web.zoom.us/webinar/r
egister/WN_3t6Dfu1BQvCGxvkLhv1ji
g#/registration

https://us06web.zoom.us/webinar/register/WN_3t6Dfu1BQvCGxvkLhv1jig#/registration
https://us06web.zoom.us/webinar/register/WN_3t6Dfu1BQvCGxvkLhv1jig#/registration
https://us06web.zoom.us/webinar/register/WN_3t6Dfu1BQvCGxvkLhv1jig#/registration
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https://youtu.be/h8hHZDiQD3A

https://youtu.be/h8hHZDiQD3A
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Pricing Strategy

1. Cost-plus pricing – simply calculating your costs and adding a mark-up

2. Competitive pricing – setting a price based on what your competition charges

3. Value-based pricing – pricing on the perceived or proven value of your product or service

4. Price skimming – setting a high price to capitalize on a monopoly and lowering it as the market 
catches up

5. Penetration pricing – setting a low price to beat a competitive market and raising it over time

6. Goal pricing – setting your personal financial & time-commitment goals and pricing your 
products or services to meet those goals

1-5 sourced from bdc.ca 

https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies
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Pricing Strategy

source: paddle.com

People tend to pick the middle option when presented with three
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Pricing Strategy

source: baremetrics.com

“Anchoring” is an important psychological effect to consider

source: buzzfeed.com
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Pricing Corporate Training 

Direct COGS

3 Hours Preparation for Every 1 Hour Instruction 

6-Hour Event = 24 Hours of Instructor Time 
(18-Hour of Preparation + 6-Hour of Delivery)

Instructor Time Worth: $100 Per Hour 
24 x $100 = $2,400 



Building a Step-By-Step System To Win More State Contracts

CEO Coaching: www.marylandsbdc.org/accelerator Find YOUR SBDC: www.marylandsbdc.org/locations

Pricing Corporate Training 

Direct COGS

3 Hours Preparation for Every 1 Hour Instruction 

6-Hour Event = 24 Hours of Instructor Time 
(18-Hour of Preparation + 6-Hour of Delivery)

Instructor Time Worth: $100 Per Hour 
24 x $100 = $2,400 

Direct Cash Costs 

Instructor Time: $2,400, Milage: $600, 
Facility / Food: $1,000

Direct Cash Costs + Event Management 
Multiplier (2.6X) + Profit = Total Costs

$4,000 x 2.6 x 1.10 (10%) =  $11,440
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Pricing Corporate Training 

Direct COGS

3 Hours Preparation for Every 1 Hour Instruction 

6-Hour Event = 24 Hours of Instructor Time 
(18-Hour of Preparation + 6-Hour of Delivery)

Instructor Time Worth: $100 Per Hour 
24 x $100 = $2,400 

Direct Cash Costs 

Instructor Time: $2,400, Milage: $600, 
Facility / Food: $1,000

Direct Cash Costs + Event Management 
Multiplier (2.6X) + Profit = Total Costs

$4,000 x 2.6 x 1.10 (10%) =  $11,440

Number of Participants Expected: 12

$953 Per Person for 6 Hour Event ($11,440 / 12)

Per Person: Market: $0-$1,000  / True Competition Average: $575
Charge: $478 Per Person 
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Greatest Fear 
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Conversation (High Impact)

✓ Clear
✓ Concise
✓ Compelling
✓ Consistent
✓ Confident 
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Purpose 
Point of Conversation 
Person 
Plan 
Prepared 
Practice 
Perform

53

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 
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Purpose 
Point of Conversation 
Person 
Plan 
Prepared 
Practice 
Perform

54

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

• Long-Term Win-Win-Win
• Not a Win-Lose 
• Add the People Not in the “Room”
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Purpose 

Point of Conversation 
Person 
Plan 
Prepared 
Practice 
Perform

55

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

• Begin with End
• Be Realistic
• Don’t “Close” BEFORE “Open” 
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Purpose 
Point of Conversation 

Person 
Plan 
Prepared 
Practice 
Perform
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Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

• About Them 
• G.O.Y.- Get Over Yourself 
• But, Be You
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Purpose 
Point of Conversation 

Person 
Plan 
Prepared 
Practice 
Perform

57

D
Dominant

I
Influential 

C
Caution

S
Steady 

Out Going / Fast Paced 

Reserved / Methodical
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Purpose 
Point of Conversation 

Person 
Plan 
Prepared 
Practice 
Perform
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Dominant
Direct

Demanding 
Determined 

Decisive

Influential 
Inspiring
Inviting

Interacting 
Interested

Caution
Compliant

Correct
Calculating
Concerned

Steady 
Stable

Supportive
Shy

Status quo

Out Going / Fast Paced 

Reserved / Methodical

Ta
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e
n

te
d

P
e

o
p

le
  O

ri
e

n
te

d



Building a Step-By-Step System To Win More State Contracts

CEO Coaching: www.marylandsbdc.org/accelerator Find YOUR SBDC: www.marylandsbdc.org/locations

Purpose 
Point of Conversation 

Person 
Plan 
Prepared 
Practice 
Perform

59

Dominant

Jump In

Influential

Fun Activity

Caution

Rules / Safety

Steady

Safe Activity 

Out Going / Fast Paced 

Reserved / Methodical

Ta
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Purpose 
Point of Conversation 
Person 

Plan 
Prepared 
Practice 
Perform

60

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

• 10-20-30 Rule (10 Slides, 20 Minutes, 30 Font)
• 20 Minute Attention Span
• Use 5 Senses (Smell Power) 
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Purpose 
Point of Conversation 
Person 

Plan 
Prepared 
Practice 
Perform

61

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

Pull-In Point Proof Point
Close

Say & Do

Begin with 
Close

• A
• B
• C

Open 
Grab Attention!

i.e Question
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Purpose 
Point of Conversation 
Person 

Plan 
Prepared 
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Perform
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Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

Pull-In Point Proof Point
Close

Say & Do

Begin with 
Close

• A
• B
• C

Open 
Grab Attention!

i.e Question

Pull-In     Point      Proof     Point     Questions     Point 
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Purpose 
Point of Conversation 
Person 
Plan 

Prepared 
Practice 
Perform
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Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 
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Purpose 
Point of Conversation 
Person 

Plan 
Prepared 

Practice 
Perform

64

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

Sound of Voice  

38%

Words

7%

Dr. Albert Mehrabian, UCLA Professor
10 year study of non-verbal communication

Look/Act  

55% 

✓In-Person
✓Video
✓Phone (Use Mirror)
✓Email / Texts / Posts

https://www.youtube.com/watch
?v=8S0FDjFBj8o&t=44s

https://www.youtube.com/watch?v=8S0FDjFBj8o&t=44s
https://www.youtube.com/watch?v=8S0FDjFBj8o&t=44s
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https://www.youtube.com/watch?v=8S0FDjFBj8o&t=44s
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Purpose 
Point of Conversation 
Person 
Plan 
Prepared 
Practice 

Perform

66

Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

WSJ: Motivational Systems survey of 200 large company V.P.s

“Boring”

“Sleepy”

“Stimulating”

44%

40%

3%

• YOU are the Message
• Overcome Fear  
• Principle of “Entrainment”
• Educate, Energize, Engage & Entertain 
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Purpose 
Point of Conversation 
Person 
Plan 
Prepared 
Practice 
Perform
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Conversation (High Impact)
Clear, Concise, Compelling, Consistent, Confident 

Workbook Manual – Click to Download

https://drive.google.com/file/d/1jzs9mx-HJS2L80u8lQoE0297MthiM43E/view?usp=sharing
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Ackerman Negotiation System

• Offer 135%, 115%, 105% (65%, 85%, 95%) 
100% of realistic target in odd numbers

• Include some non-monetary compensation 
in final offer to show them you’re 
committing all of your available resources
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L.I.S.T.E.N Presentation

5 “No Go” 4 “Go”9X Pipeline 
Opportunities

Win 1
Collect 
CASH

15X Suspects 



Building a Step-By-Step System To Win More State Contracts

CEO Coaching: www.marylandsbdc.org/accelerator Find YOUR SBDC: www.marylandsbdc.org/locations

Virtual Board

• AI (i.e. ChatGPT) – About Asking Best Question 
• Google: (Topic) PDF .edu
• Google Scholar with Librarian  
• “Audible” 
• Trade Association 

Mastermind Group (Social Capital)

• Ask to “Clear the Path”
• 5 Degree of Separation
• 411 NEVER 911
• Accountability vs Subject Expert vs Numbers Expert
• Advisor (4-12x) vs Coach (12-26x) vs Consultant (26-52x) 

vs Employee (52-250x)
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Use FDR’s Decision-Making Strategy with AI
Franklin D. Roosevelt’s (FDR) unique decision-making approach involved 
asking the same question separately to three different advisors, sometimes 
phrasing it differently, to get diverse insights. This helped him detect biases, 
cross-check facts, and make well-rounded decisions.

1. Ask the Same Question to Multiple AI Models (4th Grader)

2.Compare the Responses

3.Synthesize the Best Insights

Why This Approach Works for Small Businesses

•Avoids One-Sided Decisions

•Saves Time

•Reduces Bias
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Counselors 

&

Subject Matter Experts

SME

“4 Minute Pitch” &

“Application of 8-Page Business 

Plan”

 

Events

& 

Entrepreneurs In Residence 

Accelerator Participants: 

Approved: 4 TOTAL Hours 

Membership of Amplify 

International, Empower 

($300-$500/Month) 

SBDC, SBA Emerging Leaders, 

VBOC, Appex Accelerator. MBDA, 

WBC, SCORE, GOSBA, TEDCO, 

Commerce 

County Programs, Community 

Colleges, Chambers, Banks

Private 
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Building a Step-By-Step System 
To Win More State Contracts

T.I.P.S. Webinar Series

Think about….Write down

3 Ideas to Apply NOW!

QUESTIONS?

  www.marylandsbdc.org/accelerator

http://www.marylandsbdc.org/accelerator
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