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There are many sales methodologies available, and organizations can implement one 
or combine several based on their specific offerings.  

When selecting methodologies, evaluate factors such as product complexity, 
length of sales cycles, and the nature of customer engagement.  
Complex, high-value solutions may require relationship-focused approaches,  while simpler,  
lower-cost items might benefit from transactional methods.

This document includes a brief overview of 16 popular sales methodologies. 

16 POPULAR SALES METHODOLOGIES



Challenger : Bold, insightful, and unafraid to push customers out of their comfort zone. 
They lead with education and drive the biggest deals.

Hard Worker : Puts in the hours, always looking to improve. 
Gritty but can rely too much on effort over strategy.

Relationship Builder : Builds trust and keeps clients happy. 
However, they struggle to close new deals as they avoid tough conversations.

Lone Wolf : Independent, confident, and instinct-driven. 
Can crush sales but resists structure and teamwork.

Problem Solver : Detail-oriented and reliable. Customers love them, 
but they spend too much time fixing instead of selling.

Encourages reps to teach customers new perspectives
Often leads to higher close rates and larger deals
Effective in complex sales environments

Pros

Requires thorough training and highly skilled reps
Can be perceived as aggressive if not executed properly
May not work well with several industries or customer types

Cons

by Matthew Dixon & Brent Adamson (2011)CHALLENGER SALES 
A  technique that teaches sales reps to challenge prospects’ thinking and offer original perspectives. It encourages sales reps to push
customers out of their comfort zones and challenge the norm.

CLASSIFIES SELLERS INTO FIVE TYPES



Confirmation questions : Make sure you and the buyer are aligned. Reaffirm what you’ve
discussed so far and clarify the problem they need to solve.

Attitude questions : Get to know the buyer beyond their business needs. Understanding their
personal priorities, concerns, and decision-making style uncovers their motivations.

Basic issue questions : Address potential roadblocks before they become problems.

Commitment questions : Gauge their level of urgency and investment. Are they just exploring
options or are they serious about finding a solution?

New information questions : If any details are unclear or missing, ask targeted questions to fill in
the gaps.

Focuses on understanding the customer’s concept of a solution
Builds strong customer relationships
Helps align the sales process with the customer’s buying process

Pros

Can be time-consuming due to the extensive discovery phases
May be challenging to implement consistently across a sales team

Cons

by Stephen Heiman & Robert Miller (2005)CONCEPTUAL SELLING
Views sales as convincing buyers to purchase an idea rather than just buying a product. Salespeople should focus on listening, engaging
with compassion, and conducting comprehensive discovery through questioning to understand a customer’s desired outcomes. They
then connect the dots between this ideal state and the product’s capabilities.

SALES REPS SHOULD ASK FIVE TYPES OF QUESTIONS



Strengthens trust and long-term client relationships
Increases customer satisfaction and loyalty

Pros

Requires significant time to research and understand each customer
May lengthen the sales cycle

Cons

by Mack Hanan (2011)CONSULTATIVE SELLING

The salesperson acts as a trusted advisor, working closely with customers to thoroughly
understand their goals and challenges. 

Instead of focusing on product features, this approach emphasizes proposing tailored
solutions that generate measurable business value for the client. 

It's especially effective in complex or high-stakes sales environments, fostering strong
partnerships based on profitability and mutual benefit.



Prioritize problem-solving dialogue over scripted pitches

Ask relevant, discovery-oriented questions

Focus on presenting solutions that match the buyer’s situation

Engage directly with influential decision-makers

Demonstrate value with real-world use cases

Empower the buyer and adapt to their purchase timeline

Puts the buyer's needs and goals first
Fosters deeper trust and more repeat business

Pros

Demands deep knowledge of the customer's business and sustained effort
Risk of over-customization and potential for reduced efficiency

Cons

by Mike Bosworth & John R. Holland (2003)CUSTOMER-CENTRIC SELLING
Prioritizes meaningful, two-way conversations with buyers to identify their true needs. This method elies on asking insightful
questions rather than generic presentations, and focuses on helping buyers make informed decisions at their own pace.

KEY COMPONENTS 



Precisely defining the buyer's current state, including existing challenges and constraints

Understanding the buyer's envisioned future state and desired outcomes

Diagnosing the gap separating current and future states

Quantifying this gap's impact across financial, operational, and emotional dimensions

Presenting solutions as the direct pathway to closing the gap and delivering results

GAP SELLING by Keenan (2018)

Maintains strong emphasis on solving authentic customer problems
Helps compress sales cycles
Expands deal sizes by uncovering deeper requirements

Pros

Demands advanced discovery capabilities and critical thinking
Challenges representatives accustomed to traditional product-focused pitching

Cons

Concentrates on mapping the distance between buyers' current circumstances and their aspirational future state. Rather than
emphasizing product features, this methodology requires sellers to investigate customers' problems, motivations, and business
objectives thoroughly. The objective is discovering what prevents buyers from reaching their ideal outcomes and positioning
solutions as the bridge closing that gap.

KEY COMPONENTS 



Metrics : Understand prospects' quantifiable measures of success

Economic Buyer : Identify the financial authority or economic decision-maker

Decision Criteria : Determine evaluation factors and decision-making steps

Decision Process : Map the procedural pathway to purchase approval

Identify Pain : Recognize the critical problems prospects must resolve

Champion : Find internal advocates supporting your solution

Provides structured lead qualification approach
Ensures alignment with decision-makers and critical metrics
Delivers more predictable and consistent sales outcomes

Pros

Can feel rigid and process-intensive
Requires thorough understanding and team-wide adoption
May lack flexibility in dynamic or rapidly evolving sales environments

Cons

MEDDIC by Dick Dunkel & Jack Napoli

A structured qualification framework that improves conversion rates and shortens sales cycles by focusing on high-value, 
well-qualified buyers. It works best for large, long-cycle B2B deals but is less suitable for high-volume client management.

 FOCUSES ON SIX QUALIFICATION COMPONENTS



Helps prioritise opportunities based on impact and feasibility
Encourages strategic and value-driven sales conversations

Pros

May not be suitable for all sales environments
Cons

N.E.A.T. selling is a modern alternative to traditional sales qualification processes like BANT (Budget, Authority, Need, Time frame)
and ANUM (Authority, Need, Urgency, Money). This methodology helps salespeople qualify buyers using a thorough discovery
process, allowing them to identify and prioritice hot leads. Sellers focus on connecting product benefits to buyer pain points,
demonstrating economic impact, mapping accounts to include decision-makers, and setting a timeline to ensure timely deal closure.

Needs: What is the deep, underlying problem the prospect is trying to solve?

Economic impact: How does solving this problem affect their bottom line? 
What’s the financial benefit of your solution?

Access to authority: Is the person you’re speaking with the decision-maker, 
or do you need to engage others in the buying process?

Timeline: When does the prospect need a solution in place?

by Sales Hacker and The Harris Consulting Group N.E.A.T. SELLING

N.E.A.T REPRESENTS



Emphasises qualification and understanding the buyer’s pain points
Uses a conversational approach that builds trust and rapport
Provides a systematic framework for managing the sales process

Pros

Requires significant training and practice to master
Cons

by Sandler (1967) THE SANDLER® SELLING SYSTEM
Founded in 1967, the Sandler sales methodology focuses on guiding the sales process collaboratively without high-pressure tactics. 
It redefines the traditional sales process by emphasising trust and honest conversations. This methodology stresses meaningful 
relationships and delivering high-value solutions.

   
Salespeople position themselves as trusted advisors and view the buyers as equals. 

Both parties should feel confident and equally invested in ensuring the offer is the right fit.

Initially, sales reps conduct deep discovery sessions to qualify potential buyers. 

They must tackle common objections like time or budget early on. 

The idea is not to force every deal through, but to understand potential roadblocks ahead 
       so they don’t waste time on leads that aren’t a good fit. 



by Jill Konrath (2012)SNAP SELLING
Addresses today's time-constrained buyers. SNAP represents Simple, iNvaluable, Aligned, and Priority. Konrath
recognized that buyers overwhelmed with information face limited time for decision-making, creating three major
obstacles: accessing decision-makers, overcoming status quo bias, and managing change complexity.

Keep it simple with clear, straightforward value propositions

Be invaluable by offering perspectives and benefits distinguishing your product

Ensure alignment so your solution matches buyers' primary goals and needs, 
       making it relevant and urgent

Focus on priority by addressing buyers' most pressing issues

Simplifies sales processes aligning with modern buyers
Emphasizes speed and clarity
Encourages understanding buyer decision-making processes

Pros

May oversimplify complex sales
Requires quick adaptation and responsiveness

Cons

ZEROES IN ON FOUR PRINCIPLES



Situation questions establish the prospect's current operational context and baseline
understanding

Problem questions surface specific challenges and obstacles the prospect encounters

Implication questions help prospects recognize the broader consequences and downstream
effects of unresolved problems

Need-payoff questions guide prospects to articulate the tangible benefits and value of
implementing a solution

Employs structured questioning to uncover authentic customer requirements
Establishes robust foundation for consultative selling approaches
Emphasizes thoughtful, discovery-oriented questioning

Pros

Implementation can demand considerable time investment
Cons

SPIN SELLING by Neil Rackham (1988)
Centered on employing four sequential question types: Situation, Problem, Implication, and Need-Payoff. 
This framework enables sales professionals to construct compelling cases for their solutions by systematically uncovering prospect
requirements.

HOW IT WORKS



Prospects typically possess clear ideas about their needs and seek optimal fits,
allowing representatives to engage deeply. 

Rather than simply gauging interest, representatives share success stories to generate
interest and demonstrate value from initial contact.

This approach builds credibility and illustrates solution impact.

Solution selling suits businesses offering complex, customizable, or high-value
products or services, including SaaS, B2B, and financial services.

Focuses on delivering personalized solutions
Builds long-term relationships
Can generate higher-value deals

Pros

Requires deep customer business and challenge understanding
Can be resource-intensive
May lead to over-customization compromising efficiency

Cons

by Frank Watts, refined by Michael T. Bosworth (1994)SOLUTION SELLING
Solution selling excels at handling complex sales. Rather than pushing products, solution sellers function as consultants, diagnosing
customer problems and recommending customized product combinations meeting their requirements. This method begins with
deep-dive discovery to understand prospect pain points.

HOW IT WORKS



Target account selling identifies and selects target accounts based on specific criteria
including revenue, industry, geography, or business size, ensuring focus on most
suitable accounts. 

Representatives then conduct thorough research and personalize approaches to build
relationships. They identify key stakeholders and provide value through custom-
nurturing activities and tailored content.

Concentrates on high-value accounts and strategic
opportunities
Significantly improves brand reputation
Reduces rejection probability

Pros

Demands substantial time to refine account selection processes
May result in neglecting smaller or less strategic accounts
Some accounts will still decline

Cons

by Gerard Assey (2024)TARGET ACCOUNT SELLING
Target account selling (TAS) strategically focuses on pursuing customer accounts with highest potential fit for your products.
It prioritizes quality over quantity through account targeting. TAS employs sales automation technology to identify buyer behaviors
signaling high-quality leads.

HOW IT WORKS



Emphasises control and structure in the sales process
Encourages accountability and performance tracking

Pros

Requires strong sales discipline
May not allow for flexibility in different sales scenarios

Cons

Command of the Sale is a sales methodology from Force Management that empowers sales teams to take complete control of the sales
process. The approach integrates the MEDDICC framework to focus on lead qualification and management from initial contact to deal
closure. This defines clear accountability within the salesforce, ensuring everyone knows their role and masters the hand-off to the next
department. Clarity creates a more consistent approach, with everyone speaking the same language when qualifying a deal and
advancing it through each stage of the sales process.

Using MEDDICC, sales reps ask targeted questions to uncover customer needs,
align solutions, and address objections early. 

This helps improve deal velocity, as everyone understands what’s required to
move a deal forward.

Companies adopting this methodology often experience shorter sales cycles,
higher conversion rates, and more accurate revenue projections, ultimately
driving successful sales.

COMMAND OF THE SALE by Force Management



The ValueSelling Framework® is a dynamic selling methodology that ensures salespeople focus on engaging with qualified
leads and selling the value of their products over just features or services. This framework emphasises the importance of
quickly qualifying buyers to generate a high-value sales pipeline.

Once sales managers and reps identify potential buyers, they assess whether these prospects
are a good fit. 

They then take time to convey their product or solution’s unique value, demonstrating how it
benefits the buyer’s specific needs. 

This approach helps develop mutually beneficial deals that are more likely to close.

The Value Selling Framework is suitable for various industries, buyer personas, and roles
within a company.

 An entire organisation can adopt this value-first methodology, creating a common language
and strategy for the customer-facing team.

Provides better understanding of product fit across various industries
Helps justify premium pricing, offering higher profit margins
Builds customer loyalty

Pros

More beneficial for niche markets
Competition is typically higher

Cons

HOW IT WORKS

VALUE SELLING FRAMEWORK by Lloyd Sappington & Julie Thomas 



The inbound selling methodology centers on attracting interested buyers through continuous engagement and valuable
education. This approach focuses on providing prospects with helpful content and digital resources across multiple channels.

Reflects contemporary buyer behavior and preferences
Draws customers through value-driven content and meaningful engagement

   

Pros

Requires time investment to establish consistent inbound lead flow
Less effective for abbreviated sales cycles or transactional sales

Cons

INBOUND SELLING by Brian Halligan & Dharmesh Shah

Representatives connect buyers with relevant materials and interact through
various platforms including social media and live events. 
Over time, they match product offerings with buyer pain points, systematically
guiding deals toward closure.

This methodology works optimally for businesses with robust marketing
capabilities supporting SEO, content development, 
and demand generation across numerous channels.



Leverages social media for relationship-building and lead generation
Enables targeted and personalized engagement
Enhances brand visibility and credibility

Pros

ROI measurement can be challenging
Demands ongoing effort and consistency

Cons

Forrester research indicates 72% of B2B social sellers outperform peers not using
social platforms, demonstrating social media's significant role in buyer journeys.

Social selling suits businesses seeking online audience connections.

Modern buyers increasingly research via social media initially. Social selling leverages these 
platforms to discover and engage potential customers. Representatives build relationships 
and deliver value through content and interactions.

SOCIAL SELLING



Sales coaching is the process of guiding and mentoring individual sales professionals to improve their performance
through continuous, one-on-one feedback and development. It differs from sales training by focusing on personalized
skill-building and problem-solving rather than a one-size-fits-all approach. The goal is to help reps enhance their skills,
build confidence, and achieve both professional and company goals.

A sales coach works directly with sales teams to improve how they handle sales calls, objections, and common
challenges. A coach may also provide tactical advice for how they should structure their day, manage their time, stay
organized, and develop the right mindset for selling.

Sales coaching can also include one-to-one coaching sessions using the traditional GROW coaching methodology.

If you are interested in learning more about sales methodologies, sailes raining, or sales coaching, please reach out
directly. 

SALES TRAINING VS SALES COACHING


