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GREETINGS FROM THE DEAN
On behalf of everyone at the C. T. Bauer College of Business, I am 
extremely excited and proud to congratulate the Stephen Stagner 
Sales Excellence Institute on this milestone 25th anniversary! 

At the Bauer College, we believe that “The Future Is Our Busi-
ness” and that it is our mandate to shape the world of business 
tomorrow through leading-edge programs today. The innovative 
and globally recognized Program for Excellence in Selling is just 
one example of how we are already making a lasting impact.
Our Strategic Plan recognizes that the future will require a new 
generation of leaders and entrepreneurs to transform lives, 
advance organizations, reinvent industries, and better society. 
The Stephen Stagner Sales Excellence Institute is doing just that. 

Founded in 1996, the program was built with a mission to become the leading global network 
for sales knowledge and education through exemplary research, custom executive education 
solutions, and degree programs. In the last 25 years, they have set the standard for making a 
difference in the world of ideas, the lives of students, and in the college, university and commu-
nity.
 
Thank you to all of the hardworking faculty and staff in the Stephen Stagner Sales Excellence 
Institute, who power our innovative sales research and education, as well as our committed 
partners, including Stephen Stagner and Andy & Barbara Gessner, who have provided transfor-
mational gifts and support to our sales program and students!

As we celebrate the past 25 years of outstanding accomplishments, I can only imagine what the 
next 25 will bring. Again, congratulations to everyone involved with the Stephen Stagner Sales 
Excellence Institute, and thank you for your powerful contribution to Bauer College’s mission 
and vision!
 
Sincerely, 
Paul A. Pavlou, Ph.D.  

Dean & Cullen Distinguished Chair Professor 
C. T. Bauer College of Business
University of Houston



DIRECTOR’S NOTEDIRECTOR’S NOTE
On behalf of the faculty, sta�, and students of the Stephen Stagner Sales Excellence Institute, wel-
come to our 25th anniversary Sellebration. We especially welcome all our partners who are so 
important to the education of our students. Not only do they provide �nancial support, but their gift 
of time for role-plays, judging competitions, and interviews is equally appreciated. They truly have 
made a di�erence in the lives of our students for the past 25 years.

I want to again acknowledge the signi�cant naming gift of Stephen Stagner. This gift provides schol-
arships for every second semester program student, technology, and operating funds for the Insti-
tute. Thank you, Steve, for your continued support to elevate the sales profession!

Andy and Barbara Gessner continue to make a huge di�erence in our students’ lives. Because of 
their generous gifts to fund competitions, scholarships, and key account student travel, our sales 
students have incredible opportunities to have life-changing experiences. Thank you, Andy and 
Barbara!

I would like to recognize the hard work of our faculty and sta�. They deliver every day on the excel-
lence in our name. Their dedication to student success is unwavering. I would also like to recognize 
our department chair Ed Blair. He had the vision for the sales program 25 years ago. As always, 
thank you for your continued support!

Welcome to our current students and alumni. We are fortunate to have students and alumni who 
share our passion for sales. We are extremely proud of you. Again, welcome to our anniversary Sell-
ebration. We are grateful for each of you.

James (Randy) Webb
Executive Director, Executive Professor
Stephen Stagner Sales Excellence Institute
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James (Randy) Webb

Executive Director, Executive Professor
Course: Sales Management, Key Account Selling,  
& Corporate Politics

Michael Ahearne, PhD

Director of Research, Associate Professor 
Course: Elements of Marketing Administration,  
& PhD Courses

Carl Herman

Director of Custom Executive Education, Executive Professor 
Courses: Customer Relationship Management, Digital Sales, 
Key Account Selling, Strategic Selling, Business-to-Business 
Marketing, & Sales Leadership

John Pingel

Director of Corporate Relations & The Sales Academy, 
Professor of Practice
Courses: Advanced Professional Selling  
& Key Account Selling

Institute Full-Time Staff

Institute Part-time Staff

Yara Suki

Director, Program for Excellence in Selling
Responsibilities: Salesforce Trainer, Recruiting, Competition 
Coach, Marketing, Customer Relationship Management, & PES 
Open

Evelyn Hidalgo 

Institute Manager
Responsibilities: Sales for Social Impact, Key Account Selling, 
Job Placement, Corporate Relations Management, & Partner 
Engagements

Nalani Gruel

Marketing & Communications Program Manager
Responsibilities: Social Media Marketing, Graphic Design, 
Web Design, Competition Coach, Sales Management, Sales 
Career Fair, & Graduation & Awards Sellebration

Aisling Lyons

Personal Branding TA

Bri Young

Corporate Relations APM
Bryce Watts

Customer Relationship 
Management APM

Dana Fattouh

Sales Management APM
Joey Cerda

Marketing APM

Raheal Pasha

MARK 3337 TA
Reetika Saxena

MARK 3337 TA

Ricky Lara

Digital Selling APM

Institute Faculty

Amy Vandaveer Novak

Senior Professor of Practice
Courses: Introduction to Professional Selling,  
Personal Branding, & Business Communications

Craig McAndrews

Director of Open Enrollment Executive Education,  
Professor of Practice 
Courses: Introduction to Professional Selling, Advanced 
Professional Selling, Digital Sales, & Sales for Social impact

Johannes Habel, PhD

Associate Professor
Courses: Digital Sales & Sales Analytics

Lameese Taha

Executive Education Program Manager
Responsibilities: Executive Education, Sales for Social Impact, 
& Digital Sales

Jenny Herrera

The Sales Academy Program Manager
Responsibilities: Recruiting & Job Placement

Nikea Bradford-McGee

Business Manager
Responsibilities: Budget Management, Invoicing, & Financials



VISION

MISSION

VALUES

The Stephen Stagner Sales Excellence Institute 
strives to be the leading global network for sales 
research and education.

To make an impact in the world of ideas, students 
and communities through our innovative sales 
research and education, creating opportunities for 
career and personal success.

Innovation, Leadership, Diversity, 

Team Work, Work Ethic, & Excellence

VISION, MISSION, VALUES
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You might say that we started Insperity on a wing and a 
prayer - minus the wing.  At �rst, my partner and I had 
two desks and one phone with a very long cord (I guess 
that dates me).  We started with a list of shared values 
and a vision of how we would treat our employees and 
our  customers.  We had faith, what I call “entrepreneurial 
faith”, that we could build something successful and 
sustainable by helping businesses prosper 
through o�ering superior HR solutions 
while providing employees access to 
our Fortune 500-level bene�ts.  It 
had never been done before and 
was frankly, very risky.  

We persisted, holding to our 
vision and our values.  The result 
is a company where employees 
can unleash their potential and be 
rewarded for their hard work.  We 
grew from two people to over 3500 - 
from “just scraping by” to a $4.3 billion 
enterprise.  Looking back on our success, 
we never outgrew our foundational purpose, 
values, and commitments.  We’ve kept our promise 
to take care of our people and the communities where 
we work and live.
 
Everyone begins their career adventure from a di�erent 
place.  Some appear to be born with  personalities and 
skills that make success e�ortless.  Others achieve 
success by being teachable and relentlessly pursuing 
new capabilities.  Still others may begin along a path they 
can never master, only �nding success after starting over.  

Those who grow to be great leaders discover that leading 
is about the success of their people. They learn to serve 
their employees, providing opportunities to grow and 
mentoring each so that they can realize their fullest 
potential.

In my book, Take Care of Your People, I share a story from 
the early years of Insperity.  On occasion, I would 

accompany our salespeople on customer 
visits always trying to develop our sales 

team while gauging our customer 
value proposition.  On one such 
sales call the salesman asked the 
business owner, “What are your 
HR problems?”

The business owner replied, 
 “I don’t have any HR problems.”

  
The door was closing.  I felt com-

pelled to intervene, “You know we are 
not just interested in your HR issues; 

what are the biggest issues you have to deal 
with in your business in general?”

The business owner replied, “My problem is sales.”
  
“Really,” I replied sensing an opportunity, “So let me ask 
you – how many salespeople do you have?”

The business owner said, “About a dozen.”
  
Then I replied, “Out of those 12, do you have two or three 

who are really knocking it out of the park?  And do you 
have six to eight who are pretty good, but are really hit 
or miss?  And do you have a few who are really not 
accomplishing a lot, and if you really thought about it, 
you might be wondering why they’re still around?” 
He looked at me like I had read his mind.

“What if we administered a personality-pro�ling tool 
and had your sta� complete it?” I continued, “And what 
if we could alter your recruiting process so that the 
next two or three people you hire are more like the two 
or three top performers? And if you had two or three 
ready to hire who could perform at that level, wouldn’t 
you want to replace those few that are hanging at the 
bottom?”

What the business owner didn’t understand was that 
his sales problem was really an HR problem - ine�ective 
recruiting and selection.  Shifting his perspective, we 
gave him a new roadmap to greater sales potential.  
That day this salesman learned to inquire for opportu-
nities and develop creative solutions. And I grew that 
day too; learning how the power of leadership raises up 
good employees and helps businesses prosper.
  
My entrepreneurial journey has taught me to have faith 
in the potential of a good idea.  And that successful 
companies are founded upon enduring values that are 
people centric.  Leaders serve with a clear balance of 
devotion to employees, their customers, and the com-
pany.  In an environment of genuine concern, employ-
ees o�er their discretionary e�ort.  In turn, customers 
feel from them a commitment to their success.  All this 
leads to success for each, beyond just the �nancial 
rewards.  

Success Beyond Financial Rewards 

by Taking Care of Your People

By: Paul Sarvadi, Chairman & CEO, Insperity
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YOUR CAREER IN A HIGHER GEAR

LEARN MORE AND APPLY AT
WWW.FIRESTONEJOBS.COM 

We Are Growing!
Now Hiring:

• Automotive Technicians
• Retail Salespersons

• Sales & Service Specialists
• Management roles

Competitive wages, weekly pay, 
immediate benefits, and the 

opportunity to grow your career!
Text BRIDGESTONE to 97211 for more information!*
*You will receive recurring text message from Bridgestone. Message and data rates may apply. Text STOP to 

cancel, text HELP for help. By texting BRIDGESTONE, you agree to receive text messages from Bridgestone at your 
mobile number, which may be sent through an automotive telephone dialing system. Consent not required to be 
considered for employment. View our privacy policy here https://www.bebridgestone.com/en_us/privacy-policy

Paul attended Rice University and the 
University of Houston. Paul is the co-founder 
of Insperity and has served as the Chairman 

of the Board and Chief Executive O�cer 
since 1986. In 2007, he was inducted into the 

Texas Business Hall of Fame.

ABOUT PAUL SARVADI
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sales@competitivechoice.net
www.competitivechoice.net

Industries We Serve

Semper Fi

Founded in 2003 in Houston, Texas, 
Competitive Choice Inc. began as a small 
business led by President and CEO 
Aundrea Young. Competitive Choice is a 

servicing construction, MEP contractors, 
military logistics, government and military, 

maintenance, prisons and municipality, 
energy, oil, and gas industries.

What We Do?
Competitive Choice has become a trusted 
distributor of diverse products and 
equipment:
HVAC, PVF, Electrical, Tools, Lubricants, 
Degreasers, Abrasives, Tapes, Sealants, 
Fasteners, Marking Tools, Measuring & 
Leveling, and much more!

Who We Are?

Aundrea Young
President / CEO

Facility Maintenance & 
Operational Supplies

Supplier of 

“We Make Small Look Big”

SAFETY & SECURITY ENERGY MRO / TOOLS

FACILITY
MAINTENANCE

SPECIALTY 
CHEMICALS

CONSTRUCTION

JAN / SAN INDUSTRIAL WELDING
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We are honored to be named

Join our team at bill.com/houston

welcome to the A-Game
the Autonomous Digital Enterprise

Obviously, this isn’t what 

effective sales leaders should do. 

W
hat this overwhelming 

chart makes clear is that:



info@healthspective.net

Your perspective on health.

Conquering the 

Overwhelming Choices 

in the Sales Technology Stack

By: Carl Herman

Picking the right technology for your sales force is easy 

– just pick one product from every category below



HEDIS CONSULTING  |  MEDICARE ADVANTAGE
HIPAA TRAINING   |  URAC DATA VALIDATION

713.581.4320

Is our current sales culture any di�erent?

Today’s salesforce faces an embarrassment of 
riches. On one hand, sales organizations have 
the luxury of choosing from a crowded �eld of 
an almost endless variety of sales technology 
options. On the other hand, the options are 
nuanced and complicated and the technology is 
in a constant state of change, all of which makes 
choosing the right sales technology as daunting as 
it is promising. As a result, rather than risk missing 
out on the bene�ts of current sales technology, 
companies often take the opposite approach and 
purchase more technology than they need, or more 
than is practicable for their particular sales force.

For example, a 2021 report by ringDNA and RevOps 
Squared revealed that a full two-thirds of companies 
surveyed were spending $250 per rep per month on 
sales technology. In fact 38% of companies surveyed 
spent $400 or more per rep per month on sales 
technology. Simply put, a company with 100 sales 
people would be spending about $500,000 per year 
on technology to help their reps sell. With such a 
signi�cant impact on the bottom line, it becomes 
obvious why it’s critical to choose the most e�ective 
sales technology for your organization. 

So, how do you decide on the right sales technology 
to invest in? The �rst step in making that decision is to 
acknowledge:

- There are some foundational solutions that all 
   organizations require.

- Other, more tailored, solutions provide a high ROI, 
   but which ones will depend on the  sales process 
   and structure of the sales organization.

- Choosing the right sales technology 

is ridiculously complex and changing 

literally everyday.

- There is a limitless supply of 

technology that can increase the 

performance and effectiveness of 

sales teams.

- No sales team needs “one of each,” 

even if it’s enticing

Obviously, this isn’t what 

effective sales leaders should do. 

W
hat this overwhelming 

chart makes clear is that:

Back in the early 
days of my own sales career – ironically, 
selling technology, speci�cally mainframe computers 
for Burroughs – I walked into my customer’s o�ce, a 
small bank in a farming community in Eastern 
Colorado, excited to talk about my company’s new 
product: a disc drive that would save the bank 
thousands of hours of data entry. Instead of the 
meeting I had planned, I was confronted by a frantic 
bank president with a potentially disastrous service 
problem: the computer I’d sold them had been down 
for the previous 24 hours, preventing the bank from 
taking any deposits. Had I been alerted to the problem 
ahead of my sales call, things likely would have gone 
very di�erently, but service didn’t know what sales was 
doing, and vice-versa. 
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There are three customer facing, fully integrated foun-
dational solutions every organization should have:

- Customer Relationship Management (CRM)
- Calendar, Email and Collaboration
- Content Management

Start with a single source of the truth: a CRM repository 
for everything about your customers, updated 
constantly by anyone (not just sales) who touches a 
customer. This holistic requirement is especially true 
today when many companies are trying to become 
more customer centric, hyper focused on customer 
engagement and customer success.

Think back to my unfortunate experience of walking 
into my bank customer’s o�ce, completely unaware of 
the calamity relating to my product. What we needed 
then and what many companies still need today is an 
accessible CRM repository of all interactions and infor-
mation about customers - from and for marketing, 
sales, and service/support.   

The most vital CRM lesson is to implement CRM �rst 
and get it fully adopted. Fully adopted means all 
customer touch points are consistent providers and 
users of customer data. We do not minimize how 
di�cult this is, but it is critical to the success of any 
customer, sales, marketing or service objective.

Calendar, Email and Collaboration are on this list 
because these systems constantly touch customers, but 
they also constantly touch everything else a user does 
from their dentist appointment to their manager to the 
supply chain group. Companies can’t really replace 
these systems, so they must be integrated with CRM 
and Content Management. 

An integrated Content Management solution is part of 
the “one source of the truth” implementation. Today 
content is king and organizations must provide valu-
able content to their customer and their customer- 
facing people and processes through the right channel 
at the right time.

FOUNDATIONAL ISSUES
YOUR SALES PROCESS
IS TELLING YOU WHAT
TECHNOLOGY TO BUY

A sales process is a series of repeatable steps a sales-
person or sales team takes to move a prospect from an 
early stage lead to a closed customer.

The speci�c sales process for any given sales organiza-
tion depends on a number of factors such as solution 
complexity, sales cycle time, industry procurement 
norms and sales organization structure. Determining 
the right process is a critical strategic decision. 

Regardless of what your sales process is, a formal sales 
process is a prerequisite to sales technology choices.  
There are two aspects of the sales process that will 
impact your  technology choices:

- The complexity of the sales process
- The number of times each step is executed

Let’s use two types of sales at opposite ends of the 
complexity and volume scale – auto insurance and an 
ERP or Supply Chain solution – to see how understand-
ing the sales process helps us choose sales technology. 
For auto insurance, a sales person is constantly 
processing leads, approaching prospects and qualifying 
them, and sending quotes. These are high volume 
activities. An individual sale often takes less than a day. 
Good agents complete 7-10 sales per week. Compared 
to this sale, the ERP sale has relatively low volume at 
the top, but spends a lot of time and e�ort, usually with 
a large selling team, doing needs analysis, presenting 
and revising solutions, and negotiating agreements. 
The ERP sale might take 18 months and involve dozens 
of people on both sides. A salesperson might only close 
5 new sales per year!

SIMPLIFIED SALES PROCESS

ERP
PROCESS

IDENTIFY LEADS
APPROACH

NEEDS ANALYSIS
QUALIFY

DEMO
PROPOSAL

REVISE
NEGOTIATE

CLOSE

AUTO INSURANCE
PROCESS

IDENTIFY LEADS

CONTACT

QUALIFY/QUOTE

CLOSE



VIDEO ANALYSIS
TRACKING

WHICH OF THE FOLLOWING SALES TECHNOLOGIES DO YOU PLAN
TO INVEST IN, UPGRADE OR REPLACE IN THE NEXT YEAR?
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31% 31%

21% 21%

13%13%
10%
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CRM

SALES
ENGAGEMENT

CONVERSATIONAL
INTELLIGENCE

SOCIAL
ENGAGEMENT

SALES
ENABLEMENT

SALES
INTELLIGENCE

GUIDED
SELLING

ABM/ABS QUOTE/
PROPOSAL

SALES TECHNOLOGY -
A COMPLEX DECISION

This article is a roadmap.  Identify, implement and inte-
grate CRM and Content Management with your calen-
dar, email and collaboration system. Commit to a 
formal and rigorous sales process for each role in your 
sales organization. Then, identify the technology solu-
tions that �t that sales process.
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The auto insurance sale is a high volume sale; sellers go 
through the sales process many, many times. They 
must have the discipline to maintain a lot of prospects 
in their pipeline at every stage. They must be able to 
prioritize which of these prospects they should call 
now.   They must have easy access to all channels to 
reach prospects and it must be simple and e�cient to 
enter activities and to return to them. The right 
content, most critically quotes and orders, must be 
easily accessible and constantly updated. Instant inte-
gration with marketing systems is critical; leads from all 
those State Farm, Liberty Mutual and Progressive ads 
have to quickly go to the correct agent/salesperson, or 
the lead ends up on the competitor’s website.  Agents 
work almost exclusively from a laptop or desktop, 
rarely a tablet or smartphone.  

So what technology does this salesperson need? An 
example happens to be the sales tech solution most 
likely to be invested in in 20211: sales engagement. 
Sales engagement applications like Salesloft and 
Outreach take the typical CRM user interface and make 
it much more e�cient and productive for the high 
volume, multi-channel seller, like the auto insurance 
salesperson. On the leading edge, AI tools for prioritiz-
ing and grading prospects are also on the tech list for 
this sales process. These tools, like Salesforce Einstein, 
are usable now, and getting much better quickly.  

The ERP sale is a complex opportunity management 
sale. There are lots of people engaged in this e�ort – 
from both the seller and buyer side. All the activities 
and information about the sale and the account need to 
instantly be “in the Opportunity” regardless of the 
source: customer, sales, service, engineering or mar-
keting. Activities take place over many months, poten-
tially all over the world. Information necessary for 
needs analysis and quali�cation should be standard-
ized and available to management for their approval; it 
is not unusual for a company to spend high �ve �gures 
on a quali�ed prospect to complete the custom demon-
stration, proposal and negotiation steps. The proposal 

A sales process is a series of repeatable steps a sales-
person or sales team takes to move a prospect from an 
early stage lead to a closed customer.

The speci�c sales process for any given sales organiza-
tion depends on a number of factors such as solution 
complexity, sales cycle time, industry procurement 
norms and sales organization structure. Determining 
the right process is a critical strategic decision. 

Regardless of what your sales process is, a formal sales 
process is a prerequisite to sales technology choices.  
There are two aspects of the sales process that will 
impact your  technology choices:

- The complexity of the sales process
- The number of times each step is executed

is a collaborative, iterative process and negotiation and 
close requires close coordination between �nancial 
people and the sales team. In this case, many sales 
team members need to use tablets and smartphones to 
access their applications.   

So, what technology does this sales team need? Tradi-
tional CRM systems are very e�ective and productive; 
they are almost all focused on opportunity manage-
ment. Account Based Marketing, Sales Intelligence, 
Proposal and Presentation solutions are all indicated. 
ABM, Sales Intelligence and Proposal solutions are also 
examples of sales technology that are high on the list of 
application investments in 2021. 

References:

https://www.ringdna.com/ebooks/2021-rev-ops-customer-acquisition

-benchmark-report



To learn more about our culture, 
follow HPE Careers on Social Media.

You Belong Here.
At Hewlett Packard Enterprise, we bring together the 
brightest minds to create breakthrough technology solutions 
that advance the way people live and work. Our legacy inspires 
us as we forge ahead—focused and dedicated to helping our 
customers make their mark on the world.

What sets us apart? Our people. That’s why our benefits are 
designed to help our people do their best work and share in 
the rewards. From student loan repayment, generous time off,
programs to ensure work/life balance, wellness programs and 
60 hours of volunteer time off, we value your success in work
and life.

Check out opportunities and apply today at: careers.hpe.com

Your industry leader in sales intelligence.

zoominfo.com/sales     zoominfo.com/careers

The Sales 
Excellence 
Institute made 
you the best.
Now join ZoomInfo  to 
conquer the rest.

ERIC GIBSON
Agent, Pasadena

281-241-6733

AL JOHNSON
Agent, Pearland

281-481-5778

BAO TRAN
Agent, Houston

832-410-8726

Mission

The State Farm mission is to help people 
manage the risks of everyday life, recover from 

the unexpected, and realize their dreams. 
Just like a good neighbor State Farm is there.
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My first real job out of college was selling beer and wine products for a distributor in Dallas, Texas. I was fresh out of East Texas 

with my newly minted Bachelor of Business Administration degree and a marketing major. I was filled with optimism and hope 

for the future; graduation was the first step toward what I envisioned to be a career filled with achievements!  

Unfortunately, that first job didn’t work out the way I had planned. I struggled to understand what was needed to be successful. 

I was regularly behind in making my required sales calls, and it took me a lot of time to even understand our massive product 

portfolio. After six months of painful lessons, long hours, and a sense of defeat, I quit my distributor job and went back to the 

drawing board. Unfortunately, I would have to wait a little longer to find that rewarding career.

Following a self-proclaimed gap year where I coached basketball and waited tables, I finally found a new opportunity in the 

mattress industry. Shortly after completing the initial training program and receiving my account list, I hit the road to start 

selling. Once again, I began to experience some of the same challenges I had faced in my first job. The products were tough to 

grasp, the customers used industry language I was unfamiliar with, and I could not figure out the best way to cover my territory. 

However, before I found myself at a point of frustration, my boss stepped in to help. Instead of simply directing me with what to 

do, he started asking me questions about what I was experiencing. He provided suggestions and empowered me to choose what I 

wanted to do next. He also challenged me to think about ways to become a student of our industry and my customers. Over time, 

he became a mentor to me. That mentorship experience changed the course of my professional life and set me up for future 

success.

Mentors have been a part of my personal and professional growth for the past thirty years. Mentors have helped influence 

everything from which jobs I pursued, the skills I sought to develop, and even how I balanced work and life. In addition, mentors 

supported my personal goals through tough questioning that challenged my thinking and provided sage advice on important life 

topics. If other people had not invested in me, I am sure the road would have been more challenging and less fulfilling.  

Despite the benefits I gained from being mentored by others, I have been fortunate to experience another side of mentoring that 

is often under-valued; the benefits of being a mentor. When you invest in the lives of others, magic occurs. When you commit to 

sharing your experience, network, and wisdom with people, it fuels your soul and uniquely sharpens your skills. Investing in 

others shifts your mindset from “me” to “them.” It challenges you to share the lessons you have learned so that others can benefit 

from them. It also develops your communication skills, critical thinking capability, and your listening. Mentoring is a two-way 

growth relationship that provides benefits to everyone participating. 

At the Program for Excellence in Selling, we require our first-semester students to find a mentor who can walk alongside them 

through their first year in the program and hopefully serve as a lifelong resource – it’s one of those unique relationships that the 

longer it’s in place, the more value both parties receive. Our goal is to provide benefit to both the mentee and the mentor. 

If you are not involved in mentoring, consider how you can step into the lives of others. It’s not only fulfilling work, but work that 

will make you better for having been part of the process.

THE MAGIC 
OF MENTORSHIP

By: Craig McAndrews
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I never would have guessed that a blazer would be one 
of the most impactful parts of my college career.

From the start of my time at The Program for Excellence 
and Selling, I knew I would face the challenge of 
searching for a great mentor to sponsor my jacket. I 
didn’t even know where to start with �nding a 
professional to invest not only their time but also their 
money. However, I felt con�dent. I had successfully 
tackled every challenge given to me previously in the 
sales program, and this one would be no di�erent. 

I grew immensely in my �rst semester as a budding 
sales professional, especially through selling the 
semi-annual PES Open Golf Tournament. When selling 
the golf tournament, I had the opportunity to talk to 
Anne Marie Shough at ExxonMobil. Anne Marie is the 
North American Commercial National Account Sales 
Manager in the Lubricants department. While working 
on the deal for the golf tournament, I met with Anne 
Marie several times. Later in the semester, she invited 
me to go to the ExxonMobil campus to pick up some 
golf balls for the tournament and have co�ee with her. I 
knew for certain I wanted to ask her to be my mentor 
after chatting with her – and luckily for me, she 
accepted me as a mentee. We now have monthly 
meetings that will continue until I graduate in May 
2023, though I’m certain she will be my mentor for life. 
In my journey with her, Anne Marie has helped me grow 
as a salesperson and as a sales leader through sharing 
her insight on things I was experiencing in the sales 
program or in my sales internship. 

One thing about Anne Marie that I admire is that she is 
strong in what she believes and advocates for herself 
and others. She is a leader by nature and actively seeks 
feedback from those around her. Her investment in her 
team is apparent from the way she discusses the value 
of their success to her career. She teaches me the 
importance of having strong leadership within 
organizations. She is always coming up with new ideas 
and solutions as soon as she sees a need. She takes 
initiative and makes sure ideas and solutions get 
executed. 

An important lesson she taught me is the signi�cance of 
being strategic when trying to accomplish something. 
As much as it feels like you can accomplish something 
by yourself, it could be made way easier and more 
e�cient by talking to the right people and receiving 
guidance before attempting to do it all by yourself. 

My mentor has made a huge impact on me by modeling 
a courageous, strong, female �gure in the workforce. 
She is always rooting for my success and o�ers amazing 
advice anytime I may need it. Since I 
have been a Key Account student in 
PES, our weekly meetings have 
provided perspective on instances I 
have never experienced before. Anne 
Maire’s investment of her time and 
money in my success and our 
mentorship means the world to me 
and I intend on maintaining our 
relationship for the future past 
graduation.

From Coffee to Mentorship

How a Jacket Changed My Future

By: Zoey Barker, Current PES Student
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Ready to enable digital innovation that 
is building a sustainable, equitable, 
and more secure future for all?

Intern and New Graduate Opportunities
R&D | Sales | Finance | Marketing | 
Business | Operations | Human Resources

Innovate Here.
Transform Everywhere.
Innovate Here.
Transform Everywhere.

CAREERS.VMWARE.COM 

LILLY FOR BETTER
At Lilly, we unite caring with discovery to create medicines that make life better for people around the world. 
That purpose guides us and inspires us to put people at the center of everything we do—both those we make medicine for, 
and each other. We invite qualified candidates to join us to bring innovative solutions to people worldwide as a Lilly sales rep 
across our Alzheimer’s Disease, Diabetes, Neuroscience, and Immunology therapeutic areas.
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Service Corporation International 
congratulates the Sales Excellence Institute 

on 25 years of outstanding work, and 
celebrates the commitment, dedication and 

successes of past and future students.

Get to know us at SCI-Corp.com.

1929 Allen Parkway, Houston    713-522-5141

Making a difference
for 25 years. 

SAVE AN EXTRA 
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SMARTER SLEEP STARTS HERE
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7 SALES TRENDS

Virtual selling is good for sellers and even better for buyers.
• 50% of buyers say that working remotely has made the 

purchasing process easier.

Sales organizations are preventing sellers from putting buyers first.

Sales technology provides the key pathway to building trust.
• 77% of sales professionals say their sales organization plans to 

invest more in sales intelligence tools

Buyers and sellers are ramping up their use of LinkedIn. 
• 74% of sellers say they are committed to expanding their 

LinkedIn network in 2021

Sales organizations and managers must adjust to a remote 
working world... now.

There are a number of behaviors that are killing deals. 
• 48% delivering misleading information about a product
• 44% not understanding my company and its needs
• 43% not understanding their own product or service

For sales organizations, data is more crucial than ever.

TREND

TREND

TREND

TREND

TREND

TREND

TREND
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By: Craig McAndrews



GIVINGSTARTS
W I T H G E S S N E R

Why did the Gessners get  

involved with the University of  

Houston?

In 2008,  the year of  Hurricane 
Ike,  Renu Khator had just  started 
working at  the University of  
Houston.  She sent out a  letter  
f i l led with her grand plans for 
UH. The enthusiasm she f i l led 
that  letter  with spoke to both 
Andy and Barbara.  “Enthusiasm 
is  contagious,”  Andy told us,  and 
he was right.  That enthusiasm 
sparked a great  relat ionship 
between the Gessners and the 
University for the last  13 years .

What other organizations or 

causes  do the Gessners support?

The Gessners are not only big 
supporters  of  the University  of  
Houston’s  Program for 
Excel lence in Sel l ing,  but  they 
also back the school ’s  Nursing 
Program. Outside of  the campus,  
they show their  support  for 
Small  Steps Nurturing Center,  
their  Church,  several  needlework 
organizations,  and the Galveston 
bay foundation.  Recently,  they 
named two coral  reefs  after  their  
grandchildren:  Big Man’s  Reef  
and Kate ’s  Reef .  Currently,  they 
are working on building the 
Gessner Center in Galveston Bay.  

What attracted them to these 

organizations in particular?

According to Andy,  support  l ike 
theirs  “makes you feel  good.”  

The Gessners choose 
organizations that  they have a  
particular  interest  in.  When it  
comes to the endowment of  
University of  Houston’s  nursing 
program, both Andy and 
Barbara ’s  mothers were nurses.

They are thri l led to be 
honoring them by supporting 
students  who are studying to 
join the medical  f ie ld.  
Barbara bel ieves “the world 
wil l  a lways need nurses.”  

As for their  support  for the 
Program for Excel lence in 
Sel l ing,  Andy graduated from 
Bauer College of  Business,  so 
he has a  particular  fondness for 
his  a lma mater.  Not only this ,  
but  the Gessners have 
accumulated much of  their  

wealth through sales  and f ind tremendous 
value in the real- l i fe  experiences the 
students  gain in the program. They want to 
help set  students up for the kind of  success  
they have enjoyed in their  l ives.

What impact do the Gessners  want to 

have on our PES Students?

The Gessners want students  to have the 
opportunity to see how the real  world 
operates .  Having such a powerful  
experience in col lege is  “phenomenal . ”  

When giving scholarships,  i t ’ s  not just  
about merit ,  but  a lso need.  They don’t  want 

f inancial  insecurity to be the reason a student 
cannot experience PES.  This  is  a  personal  
mission for Andy,  who had to work his  way 
through school  and he couldn’t  participate in 
extracurriculars .  Removing educational  
obstacles  is  one of  the most impactful  things 
the Gessners have done for our students.  

Do you have a  message to share on the 

importance of  giving?

The Gessners f irmly bel ieve that  people who 
volunteer their  t ime or their  money are just  
happier.  This  philosophy has been ingrained 
in both Andy and Barbara their  entire l ives,  
having both been raised in the church and 

with good 
s t e w a r d s h i p .  
Andy’s  parents  
“had nothing to 
give,  but  gave 
money to the 
church.”  They 
knew the 
importance of  
sharing.  To them 
it  wasn’t  giving.  
Barbara ’s  mother 
was always 
sharing her t ime,  
a l w a y s 
volunteering for 
places that  needed 
nurses l ike 
schools ,  churches,  
and other 
c o m m u n i t y 
centers  that  
p r o v i d e d 
resources for 
those in need.  
Even Barbara ’s  
father,  who was a  
lawyer,  did 
pro-bono work.

What will  the Gessner Center achieve in 

the near future?  In the long term?  
Next up on their  long l ist  of  giving,  the 
Gessners wish is  to provide education on 
local  sea l i fe  to help the environment 
through the state-of-the-art  Gessner Center.  
This  building wil l  have freshwater and 
saltwater ponds and indoor/outdoor classes.  
The Center wil l  primari ly  serve school  
students  that  don’t  have access  to the water,  
especial ly  saltwater,  to learn about the 
importance of  Galveston Bay.  

What do the Gessners  want their  legacy to be?

Barbara:  “A person who was kind and did her 
best  to make the world a  better  place.”
Andy:  “He was a  good husband,  father,  
grandfather,  and a  hel luva salesman.”

This  year Andy and Barbara Gessner  made a  very kind 

gif t  to  t he  Stephen Stagner Sales  Excel lence  Inst i tute .  

Because  of  t heir  gif t  t he  sales  lab  wil l  now be  known as  

t he  Andy and Barbara Sales  Lab .  We t hank t hem for  t heir  

continuous  support .

Above:  
Andy & Barbara 
Congratulating our 
CRM Top Producer

Side:  
Andy & Barbara 
giving out Barbara ’s  
favorite  award,  Most 
Improved,  to Alec 
Benavides
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They are thri l led to be 
honoring them by supporting 
students  who are studying to 
join the medical  f ie ld.  
Barbara bel ieves “the world 
wil l  a lways need nurses.”  

As for their  support  for the 
Program for Excel lence in 
Sel l ing,  Andy graduated from 
Bauer College of  Business,  so 
he has a  particular  fondness for 
his  a lma mater.  Not only this ,  
but  the Gessners have 
accumulated much of  their  

wealth through sales  and f ind tremendous 
value in the real- l i fe  experiences the 
students  gain in the program. They want to 
help set  students up for the kind of  success  
they have enjoyed in their  l ives.

What impact do the Gessners  want to 

have on our PES Students?

The Gessners want students  to have the 
opportunity to see how the real  world 
operates .  Having such a powerful  
experience in col lege is  “phenomenal . ”  

When giving scholarships,  i t ’ s  not just  
about merit ,  but  a lso need.  They don’t  want 

f inancial  insecurity to be the reason a student 
cannot experience PES.  This  is  a  personal  
mission for Andy,  who had to work his  way 
through school  and he couldn’t  participate in 
extracurriculars .  Removing educational  
obstacles  is  one of  the most impactful  things 
the Gessners have done for our students.  

Do you have a  message to share on the 

importance of  giving?

The Gessners f irmly bel ieve that  people who 
volunteer their  t ime or their  money are just  
happier.  This  philosophy has been ingrained 
in both Andy and Barbara their  entire l ives,  
having both been raised in the church and 

with good 
s t e w a r d s h i p .  
Andy’s  parents  
“had nothing to 
give,  but  gave 
money to the 
church.”  They 
knew the 
importance of  
sharing.  To them 
it  wasn’t  giving.  
Barbara ’s  mother 
was always 
sharing her t ime,  
a l w a y s 
volunteering for 
places that  needed 
nurses l ike 
schools ,  churches,  
and other 
c o m m u n i t y 
centers  that  
p r o v i d e d 
resources for 
those in need.  
Even Barbara ’s  
father,  who was a  
lawyer,  did 
pro-bono work.

What will  the Gessner Center achieve in 

the near future?  In the long term?  
Next up on their  long l ist  of  giving,  the 
Gessners wish is  to provide education on 
local  sea l i fe  to help the environment 
through the state-of-the-art  Gessner Center.  
This  building wil l  have freshwater and 
saltwater ponds and indoor/outdoor classes.  
The Center wil l  primari ly  serve school  
students  that  don’t  have access  to the water,  
especial ly  saltwater,  to learn about the 
importance of  Galveston Bay.  

What do the Gessners  want their  legacy to be?

Barbara:  “A person who was kind and did her 
best  to make the world a  better  place.”
Andy:  “He was a  good husband,  father,  
grandfather,  and a  hel luva salesman.”

This  year Andy and Barbara Gessner  made a  very kind 

gif t  to  t he  Stephen Stagner Sales  Excel lence  Inst i tute .  

Because  of  t heir  gif t  t he  sales  lab  wil l  now be  known as  

t he  Andy and Barbara Sales  Lab .  We t hank t hem for  t heir  

continuous  support .

Barbara & Andy 
Gessner at  our 
Drive-In G&A
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They are thri l led to be 
honoring them by supporting 
students  who are studying to 
join the medical  f ie ld.  
Barbara bel ieves “the world 
wil l  a lways need nurses.”  

As for their  support  for the 
Program for Excel lence in 
Sel l ing,  Andy graduated from 
Bauer College of  Business,  so 
he has a  particular  fondness for 
his  a lma mater.  Not only this ,  
but  the Gessners have 
accumulated much of  their  

wealth through sales  and f ind tremendous 
value in the real- l i fe  experiences the 
students  gain in the program. They want to 
help set  students up for the kind of  success  
they have enjoyed in their  l ives.

What impact do the Gessners  want to 

have on our PES Students?

The Gessners want students  to have the 
opportunity to see how the real  world 
operates .  Having such a powerful  
experience in col lege is  “phenomenal . ”  

When giving scholarships,  i t ’ s  not just  
about merit ,  but  a lso need.  They don’t  want 

f inancial  insecurity to be the reason a student 
cannot experience PES.  This  is  a  personal  
mission for Andy,  who had to work his  way 
through school  and he couldn’t  participate in 
extracurriculars .  Removing educational  
obstacles  is  one of  the most impactful  things 
the Gessners have done for our students.  

Do you have a  message to share on the 

importance of  giving?

The Gessners f irmly bel ieve that  people who 
volunteer their  t ime or their  money are just  
happier.  This  philosophy has been ingrained 
in both Andy and Barbara their  entire l ives,  
having both been raised in the church and 

with good 
s t e w a r d s h i p .  
Andy’s  parents  
“had nothing to 
give,  but  gave 
money to the 
church.”  They 
knew the 
importance of  
sharing.  To them 
it  wasn’t  giving.  
Barbara ’s  mother 
was always 
sharing her t ime,  
a l w a y s 
volunteering for 
places that  needed 
nurses l ike 
schools ,  churches,  
and other 
c o m m u n i t y 
centers  that  
p r o v i d e d 
resources for 
those in need.  
Even Barbara ’s  
father,  who was a  
lawyer,  did 
pro-bono work.

What do the Gessners  want their legacy to be?

Barbara:  “A person who was kind and did her 
best  to make the world a  better  place.”
Andy:  “He was a  good husband,  father,  
grandfather,  and a  hel luva salesman.”

This  year Andy and Barbara Gessner  made a  very kind 

gif t  to  t he  Stephen Stagner Sales  Excel lence  Inst i tute .  

Because  of  t heir  gif t  t he  sales  lab  wil l  now be  known as  

t he  Andy and Barbara Sales  Lab .  We t hank t hem for  t heir  

continuous  support .
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They are thri l led to be 
honoring them by supporting 
students  who are studying to 
join the medical  f ie ld.  
Barbara bel ieves “the world 
wil l  a lways need nurses.”  

As for their  support  for the 
Program for Excel lence in 
Sel l ing,  Andy graduated from 
Bauer College of  Business,  so 
he has a  particular  fondness for 
his  a lma mater.  Not only this ,  
but  the Gessners have 
accumulated much of  their  

wealth through sales  and f ind tremendous 
value in the real- l i fe  experiences the 
students  gain in the program. They want to 
help set  students up for the kind of  success  
they have enjoyed in their  l ives.

What impact do the Gessners  want to 

have on our PES Students?

The Gessners want students  to have the 
opportunity to see how the real  world 
operates .  Having such a powerful  
experience in col lege is  “phenomenal . ”  

When giving scholarships,  i t ’ s  not just  
about merit ,  but  a lso need.  They don’t  want 

f inancial  insecurity to be the reason a student 
cannot experience PES.  This  is  a  personal  
mission for Andy,  who had to work his  way 
through school  and he couldn’t  participate in 
extracurriculars .  Removing educational  
obstacles  is  one of  the most impactful  things 
the Gessners have done for our students.  

Do you have a  message to share on the 

importance of  giving?

The Gessners f irmly bel ieve that  people who 
volunteer their  t ime or their  money are just  
happier.  This  philosophy has been ingrained 
in both Andy and Barbara their  entire l ives,  
having both been raised in the church and 

with good 
s t e w a r d s h i p .  
Andy’s  parents  
“had nothing to 
give,  but  gave 
money to the 
church.”  They 
knew the 
importance of  
sharing.  To them 
it  wasn’t  giving.  
Barbara ’s  mother 
was always 
sharing her t ime,  
a l w a y s 
volunteering for 
places that  needed 
nurses l ike 
schools ,  churches,  
and other 
c o m m u n i t y 
centers  that  
p r o v i d e d 
resources for 
those in need.  
Even Barbara ’s  
father,  who was a  
lawyer,  did 
pro-bono work.

What do the Gessners  want their legacy to be?

Barbara:  “A person who was kind and did her 
best  to make the world a  better  place.”
Andy:  “He was a  good husband,  father,  
grandfather,  and a  hel luva salesman.”

This  year Andy and Barbara Gessner  made a  very kind 

gif t  to  t he  Stephen Stagner Sales  Excel lence  Inst i tute .  

Because  of  t heir  gif t  t he  sales  lab  wil l  now be  known as  

t he  Andy and Barbara Sales  Lab .  We t hank t hem for  t heir  

continuous  support .
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the faculty and connection of leadership theories to 
practical use in the stores helped to visualize how to 
immediately implement the key learnings from the 
week.”

There have also been instances where SEI has taken 
real-time situations within a company and, alongside 
the faculty’s curriculum and teachings, participants of a 
training are tasked with using their learnings to devel-
op a custom solution to the problem, present it to the 
rest of the attendees and faculty, then propose a final 
execution strategy. For example, one of the United 
States’ leading fuel companies, CITGO, collaborated 
with SEI to target market sales managers and CITGO 
Strategic Account Managers (SAMs) to tackle current 
sales problems or opportunities for the marketer or 
CITGO SAM. Participants began the training by fram-
ing their project and developing SMART goals to 
achieve their project’s objectives during the multiple 
sessions of the training. During this training class, one 
of the participant pairs had the objective to break into 
an untapped market to sell one of CITGO’s new prod-

uct lines. After developing a go-to-market strategy 
with an in-depth, research-backed plan with various 
outreach methods, the CITGO marketer and SAM have 
become the trailblazers for this specific market, 
expanding CITGO’s customer base by several regions.

The skills needed to be an effective salesperson are 
rarely the same as those required to be a successful sales 
manager. By failing to provide access to executive sales 
training and executive sales leadership training 
programs, companies are limiting their employees’ 
chances of success. So, whether you may be planning to 
hire a new account executive, promoting individuals 
from within, or simply trying to get the most out of the 
sales team you already have, investing in the right 
training will help your company meet its ultimate 
objectives by providing your employees with the 
resources needed to be successful.
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ONE SIZE DOESN’T FIT ALL
Executive education programs have evolved dramati-
cally since Harvard Business School’s launch of the 
original Advanced Management Program in 1945. 
Harvard was the first to offer a non-degree program to 
potential top executives amidst the extraordinary 
economic circumstances of World War II. It was not 
until founders of firms such as Sandler, Miller Heiman, 
and Acclivus began to develop their own programs that 
internal sales and sales management training were 
starting to be taken seriously. It was at this point that 
sales managers and training departments realized that a 
singular training course often did not meet all the 
competencies required of salespeople nor of their sales 
managers. 

In our current age, most of a company’s in-house train-
ing curriculum remains focused on product, market, 
and company-centric. If in-house sales training is 
offered, it is at a basic level. This has forced several 
companies to engage with third-party providers for 
advanced skills training in key account management, 
customer relationship management tools, incentivizing 
and motivating a team, and sales management. Thus, a 
divergence has been created in the approaches to 
addressing multiple levels of training needs. However, 
even with this split, we are noticing a disparity in the 
training focus between frontline salespeople and sales 
managers. A study by the American Society for Train-
ing & Development (ASTD) recently found that only 
10% of companies train their sales leaders to a high 
extent while over 20% do not train them at all. On the 
other end of the scale, the study found that about 65% 
of those companies train their salespeople on selling 
skills at least once a year.

The Stephen Stagner Sales Excellence Institute’s (SEI) 
executive education programs aim to bridge the gap 
between sales and sales management education 
through our third-party training offerings. We strive to 
be the leading global network for sales research and 
education. SEI’s faculty is a blend of executive profes-
sors who have at least two decades of Fortune 500 sales 
executive management experience and Ph.D. research 
professors who are today’s leading and most widely 
published authors in the sales discipline. By developing 
notorious expertise in assessing, improving, and quan-
tifying the return on investment of three key related 
areas: managing the sales process; managing salespeo-
ple, and managing customers, SEI continues to work 
with an array of businesses ranging from large, interna-

tional firms to small, local organizations.
 
3M is one of SEI’s longest-standing corporate partners 
and has engaged in several custom executive education 
programs throughout the years to address specific 
department/vertical team needs. In 2016, we were 
given the opportunity to train 3M’s Oral Care division. 
Key areas of focus for this sales training included 
customer relationships, negotiation tactics, and how to 
manage and add value to a key account. After the train-
ing took place, faculty followed up with the participants 
through SEI’s standard Change Contract process, 
which allows for an extended impact post-training. Our 
faculty like to see how the learnings from the week of 
training are put into place in the 90 days that come 
after. During this conversation, Megan McGuire, a Key 
Account Manager at 3M, noted that she was “able to 
gain a deeper understanding of [her] importance to 
Key Customers while learning to better negotiate, 
communicate and understand [her] higher-level 
customers.” Megan went on to share how “the experi-
ence enabled all of [the participants] the opportunity to 
jump out of [their] comfort zone and utilize the skills 
[they] learned over the week in the role-play exercise 
with the executive leaders.” It is easy to see how just one 
week at the University of Houston can heighten the 
confidence and competency of leaders.

Corporations do not solely engage with SEI for sales 
leadership training, however. The nation’s largest 
mattress retailer, Mattress Firm, has been one of our 
prime clients for overall leadership training within 
their organization since 2018. Mattress Firm not only 
firmly (pun intended) believes in learning and educat-
ing their team, but also consistently tries to keep their 
training up-to-date and relevant to the everchanging 
trends prevalent in their customer base. Two years ago, 
Mattress Firm noticed significant turnover in their 
leadership team. They calculated a loss of about 30% of 
their leaders due to resignations and constant changes 
in management. Upon searching for the cause of this 
turnover, it was evident that Mattress Firm had estab-
lished merchandising training, product training, and 
sales training for its employees, but lacked the equiva-
lent leadership training for their sales managers. Thus, 
came about a custom, rigorous training that would take 
place for the next three years to help develop Mattress 
Firm leaders in various departments and levels of 
seniority. In our most recent cohort of the class, one of 
the participants noted that “the real-life stories from 



the faculty and connection of leadership theories to 
practical use in the stores helped to visualize how to 
immediately implement the key learnings from the 
week.”

There have also been instances where SEI has taken 
real-time situations within a company and, alongside 
the faculty’s curriculum and teachings, participants of a 
training are tasked with using their learnings to devel-
op a custom solution to the problem, present it to the 
rest of the attendees and faculty, then propose a final 
execution strategy. For example, one of the United 
States’ leading fuel companies, CITGO, collaborated 
with SEI to target market sales managers and CITGO 
Strategic Account Managers (SAMs) to tackle current 
sales problems or opportunities for the marketer or 
CITGO SAM. Participants began the training by fram-
ing their project and developing SMART goals to 
achieve their project’s objectives during the multiple 
sessions of the training. During this training class, one 
of the participant pairs had the objective to break into 
an untapped market to sell one of CITGO’s new prod-

uct lines. After developing a go-to-market strategy 
with an in-depth, research-backed plan with various 
outreach methods, the CITGO marketer and SAM have 
become the trailblazers for this specific market, 
expanding CITGO’s customer base by several regions.
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manager. By failing to provide access to executive sales 
training and executive sales leadership training 
programs, companies are limiting their employees’ 
chances of success. So, whether you may be planning to 
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from within, or simply trying to get the most out of the 
sales team you already have, investing in the right 
training will help your company meet its ultimate 
objectives by providing your employees with the 
resources needed to be successful.

Executive education programs have evolved dramati-
cally since Harvard Business School’s launch of the 
original Advanced Management Program in 1945. 
Harvard was the first to offer a non-degree program to 
potential top executives amidst the extraordinary 
economic circumstances of World War II. It was not 
until founders of firms such as Sandler, Miller Heiman, 
and Acclivus began to develop their own programs that 
internal sales and sales management training were 
starting to be taken seriously. It was at this point that 
sales managers and training departments realized that a 
singular training course often did not meet all the 
competencies required of salespeople nor of their sales 
managers. 
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even with this split, we are noticing a disparity in the 
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managers. A study by the American Society for Train-
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extent while over 20% do not train them at all. On the 
other end of the scale, the study found that about 65% 
of those companies train their salespeople on selling 
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executive education programs aim to bridge the gap 
between sales and sales management education 
through our third-party training offerings. We strive to 
be the leading global network for sales research and 
education. SEI’s faculty is a blend of executive profes-
sors who have at least two decades of Fortune 500 sales 
executive management experience and Ph.D. research 
professors who are today’s leading and most widely 
published authors in the sales discipline. By developing 
notorious expertise in assessing, improving, and quan-
tifying the return on investment of three key related 
areas: managing the sales process; managing salespeo-
ple, and managing customers, SEI continues to work 
with an array of businesses ranging from large, interna-

tional firms to small, local organizations.
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programs throughout the years to address specific 
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given the opportunity to train 3M’s Oral Care division. 
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customer relationships, negotiation tactics, and how to 
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communicate and understand [her] higher-level 
customers.” Megan went on to share how “the experi-
ence enabled all of [the participants] the opportunity to 
jump out of [their] comfort zone and utilize the skills 
[they] learned over the week in the role-play exercise 
with the executive leaders.” It is easy to see how just one 
week at the University of Houston can heighten the 
confidence and competency of leaders.

Corporations do not solely engage with SEI for sales 
leadership training, however. The nation’s largest 
mattress retailer, Mattress Firm, has been one of our 
prime clients for overall leadership training within 
their organization since 2018. Mattress Firm not only 
firmly (pun intended) believes in learning and educat-
ing their team, but also consistently tries to keep their 
training up-to-date and relevant to the everchanging 
trends prevalent in their customer base. Two years ago, 
Mattress Firm noticed significant turnover in their 
leadership team. They calculated a loss of about 30% of 
their leaders due to resignations and constant changes 
in management. Upon searching for the cause of this 
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lent leadership training for their sales managers. Thus, 
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PERSONAL BRANDING –  
THE EVOLUTION OF A REPUTATION
By: Amy Vandaveer Novak

When the Program for Excellence in Selling (PES) began in 1996, 
the term “personal branding” had not yet been coined, much less was 
it a part of the general lexicon. However, the truth of a personal 
brand stands in its real meaning: A REPUTATION. And unlike the 
term “personal brand,” reputations have been in existence for centu-
ries and their importance in today’s digital age is more relevant than 
ever.  

My first encounter with PES began in 1998 when I was a recruiter 
for Reynolds and Reynolds. I was responsible for recruiting outside 
sales representatives nationwide and working with the University 
of Houston to find talent for entry-level, professional positions. At 
that time, PES was in its infancy and I was excited to discover great 
candidates to fill positions and eager to “build my own brand” as a 
go-getter and brand ambassador for both recruits and the organiza-
tion. This initial entry into “personal branding” made me recognize 
early on that first impressions DO MATTER. First impressions are 
how our brains take in information and store it as a reference point 
for future interactions. This began my journey of understanding 
how a strong personal brand begins with comprehending the 
importance of values and the impact they make on people and the 
organizations they work for.

In 1996, there was no social media. Websites were rare and a candi-
date’s potential was based upon their resume and what they looked 
like when they walked into the room. The digital age has shifted 
criteria significantly in the past 25 years, but the foundation for 
building strong personal brands and reputations is still based in the 
truth of what a person stands for and the value they offer.   

As technology changed the landscape of the 21st century, we 
changed as a people. Gone were the days of suits and briefcases 
representing a formal, professional persona. In its place came a shift 
to full transparency about an individual, baring all on social media. 
The resume, once the sole qualifier for an interview, became a mere 
entry point before candidates were thoroughly vetted by a “Google 
Search.” Today, this is the norm practice before companies will 
speak to anyone about their qualifications. This blurring of person-
al/professional entities might challenge some, however it provides 
great insight for both candidates and organizations to ensure the 
cohesiveness of a winning team. 

The shift from a formal/professional persona to one of truth and transparency representing the entire individual provides 
both candidates and organizations the ability to ensure alignment of values and competencies. Candidates clear on their 
values and the value they offer an organization convey it with confidence in interviews, networking, working with superiors 
and colleagues, and most importantly today: ONLINE.   

The power of a strong reputation lies in the hands of the person and a person can control their personal brand through utiliz-
ing the 4C’s of Branding: Clarity, Consistency, Constancy, and Communication. I added the 4th  C of Communication to the 
universally recognized other three because of its importance in today’s digital age. How people communicate with the world 
at large is proportionate to their ability to make an impact. Prior 
to social media, initial impressions and reputations were based 
on one’s ability to connect and relay their value in-person. Today 
it’s the online presence that IS the first impression.  Clearly 
conveying one’s values and competencies with clarity, consisten-
cy, and constancy provides the ability to create and manage 
personal brands on a larger scale than in previous history.
  
 The evolution of the reputation over the past 25 years has taken 
the form of a personal brand, providing people the ability to 
show up fully as themselves rather than just their “work perso-
nas.” This transparency allows organizations to find the right 
candidates to create winning teams and a better understanding of 
who they are and what matters to them.   

The power of the online persona is real and relevant in today’s marketplace. I, too, have had to evolve over the past 25 years. 
As a professor who was known for having students “unplug and engage,” I have had to adapt to the virtual world we live in 
and now have students “plug-in and engage” instead. While education continues to transform with the digital age, I’ve 
worked hard to ensure that the values I hold and value I offer remain relevant.
  
And so the truth remains: it’s the essence of a person, their values, and core competencies demonstrated over time that builds 
the brand. Creating a strong online presence can assist in creating an impactful persona, but it’s only the beginning. It’s essen-
tial to remember that technology is a tool that helps convey our value and offers up the promise of who we will be in person. 
That’s the real power of a reputation and a personal brand that will stand the test of time: delivering on the expectations 
we’ve created in the minds of others.  
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When the Program for Excellence in Selling (PES) began in 1996, 
the term “personal branding” had not yet been coined, much less was 
it a part of the general lexicon. However, the truth of a personal 
brand stands in its real meaning: A REPUTATION. And unlike the 
term “personal brand,” reputations have been in existence for centu-
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As technology changed the landscape of the 21st century, we 
changed as a people. Gone were the days of suits and briefcases 
representing a formal, professional persona. In its place came a shift 
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Search.” Today, this is the norm practice before companies will 
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al/professional entities might challenge some, however it provides 
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universally recognized other three because of its importance in today’s digital age. How people communicate with the world 
at large is proportionate to their ability to make an impact. Prior 
to social media, initial impressions and reputations were based 
on one’s ability to connect and relay their value in-person. Today 
it’s the online presence that IS the first impression.  Clearly 
conveying one’s values and competencies with clarity, consisten-
cy, and constancy provides the ability to create and manage 
personal brands on a larger scale than in previous history.
  
 The evolution of the reputation over the past 25 years has taken 
the form of a personal brand, providing people the ability to 
show up fully as themselves rather than just their “work perso-
nas.” This transparency allows organizations to find the right 
candidates to create winning teams and a better understanding of 
who they are and what matters to them.   

The power of the online persona is real and relevant in today’s marketplace. I, too, have had to evolve over the past 25 years. 
As a professor who was known for having students “unplug and engage,” I have had to adapt to the virtual world we live in 
and now have students “plug-in and engage” instead. While education continues to transform with the digital age, I’ve 
worked hard to ensure that the values I hold and value I offer remain relevant.
  
And so the truth remains: it’s the essence of a person, their values, and core competencies demonstrated over time that builds 
the brand. Creating a strong online presence can assist in creating an impactful persona, but it’s only the beginning. It’s essen-
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of the person and a person 
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brand through utilizing the 

4C’s of Branding: Clarity, 

Consistency, Constancy, and 

Communication.
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Over the last 25 years, the Program for Excellence in 

Selling (PES) has provided over 3,500 University of 

Houston undergraduate students the opportunity to 

receive an education in the art and science of selling. 

Since our inception, we have had students from almost 

every major on campus be accepted into PES: Marketing, 

Finance, Hotel & Restaurant Management, Supply 

Chain, Psychology, Music, etc. 

 

As an alum of PES (’03), I’m reminded this semester of 

the tremendous impact this sales program has had on our 

university, the Bauer College of Business, and the global 

business community. Our alumni are spread out across 

the globe, transforming the way organizations go to 

market and generate revenue. Alim Hirani (‘04) is the 

President of Hilti South-Asia Pacific, stationed in 

Singapore. Mohamed Elmadni (’17) is a Sales and 

Marketing Manager for OLA Energy in Khartoum, 

Sudan. Melissa Abney (’11) is a Senior Brand Manager at 

Proctor & Gamble in Cincinnati, Ohio. Andrew Diano 

(’14) was recently promoted to Director of Retirement 

Plans Sales Enablement at Nationwide Financial in 

Columbus, Ohio. Ricardo Guerra (’14) and Michael Tran 

(’14) were both promoted to sales leadership at 

salesforce.com in Chicago, Illinois this year. 

 

I hear stories each week about the amazing professional 

journey alumni are pursuing and their impact on the 

community.  A few years ago, we decided to find a way to 

highlight the successes of our alumni in a unique way, and 

created “Sellebrities.” Each year, we highlight six 

amazing alumni in our sales lab, social media, and 

newsletters.  Below, you will find our 2021 Sellebrities.

Aaron Hudson
Hewlett Packard Enterprise
Enterprise Account Lead
PES Alumnus 2017

Elicia Jones-Hunter
Amazon Web Services 
Senior Partner Success Manager
PES Alumna 2005

2 0 2 1  S E L L E B R I T I E S

By: John Pingel

FY20 Pres idents  C lub,  
Top 200 Global ly  

FY20 SSR of  the Year  
FY20 Q3 MVP

A W A R D S

  Centra l  Area Top PSM 
Centra l  Area MVP 

Centra l  Area MVP of  the Year

A W A R D S

W H E R E  A R E  T H E Y  N OW ?



Alexandra La Font
PluteGroup
New Home Sales Consultant
PES Alumna 2010

Jennifer Le
Service Corporation International
Director of Asian Marketing 
Houston PES Alumna 2014

Xiomara Reyes
Eli Lilly
Pharmaceutical Sales Representative 
PES Alumna 2018

Top Fie ld  Sa les  
Representat ives ,  

Food & Safety  Div is ion 

A W A R D S

President 's  C lub,  2020 
Top Salesperson of  the 

Year  -  Houston

A W A R D S

Sales  Most  Valuable  Player  
(MVP) ,  

Houston Market  Century C lub 

A W A R D S

A W A R D S
Rookie  of  the Year

Pinnacle  Award 
Team Li l ly  Award

Rep of  the Year  
Directors  Counci l
Partnership Award 

Elicia Jones-Hunter
Amazon Web Services 
Senior Partner Success Manager
PES Alumna 2005

Natalia Miner
3M
Territory Manager - Food Safety
PES Alumna 2017



1996:  The Program for Excellence in Selling
(PES) began by offering 3 classes: Professional

Selling, Advanced Professional Selling, and Sales
Management.

1996:  Chris Busch was an
Executive Professor and
Director of the Program.

2004:  The Sales Excellence
Institute (SEI) was formed as part of

the vision of Dr. Eli Jones 
and Dr. Ed Blair

2006:  PES
implemented

Salesforce.com into
its curriculum.

2008:  Dr. Michael
Ahearne became the

Executive Director of SEI.

2013: The Career Lab
became Personal

Branding, a 3-credit core
class for PES students.

2015:  Randy Webb
became Executive

Director of SEI.

2015:  Stephen Stagner endowed the
Institute, which became known as
the Stephen Stagner Sales Excellence 
Institute. This gift allows PES students
to earn scholarships for the completion
 of their first semester in PES.

2009: Ecolab participated in
a series of custom education

programs that led to the
creation of the Executive

Education pillar.  

2015:  The PES
program hosted the

first Scholarship
Luncheon.

The Sales Excellence Institute’s story begins with 

Dr. Ed Blair, the chair of the Department of 

Marketing & Entrepreneurship. Dr. Blair 

thought about the stack of resumes a recruiter 

receives for each job opening and envisioned the 

average Bauer student getting lost in the middle. 

At the same time, it was brought to his attention 

that 70% of marketing students would graduate 

and go on to land a sales job. At the time, Bauer 

offered zero sales classes.

How could he differentiate Bauer students from 

the rest? A sales specialization proved to be the key 

to success. At the time, no one was offering sales 

programs to undergraduate students. Dr. Blair 

knew this would be a great way to get Bauer 

resumes to the top of the resume stack.
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A HISTORY OF THE INSTITUTE
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1997:  First graduation was
hosted at Los Tios Mexican

restaurant out of the back of
Chris Busch’s black Volvo.

2011:  SEI competed in the
State Farm Sales

Competition for the first
time with Grace Moceri

placing first place overall,
leading to a long history of

competition excellence.

1997: Kristi Vonwagom
became the first full-time

Program Manager.

1997: Dr. Eli Jones
became a Co-

Director of PES.

1998:  Houston-
based BMC Software

became the first
corporate partner.

1998:  The first jacket
sponsor was sold,
beginning the PES

mentorship program.

2010: SEI participated in the 3M Sales
for Social Impact class with the non-
profit partner: Rwanda Mill Grinder.
In the competition that followed, the

students won 2nd place.

2011:  SEI hosted its first
one-week Sales

Leadership Certification.

2016: Andy & Barbara Gessner
provided a gift to award top-

performing PES students with
additional scholarships.

2016:  3M began
sponsoring the Key

Account Selling retreat
at Camp Cho-Yeh.

2003:  PES hosted the
first-ever PES Open at
the Kingwood Country Club.

2013: Liberty Mutual
hosted the first Internal

Sales Competition. 

2017:  The Key Account
Students took their

first KA trip traveling
to San Francisco.
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2022:  SEI will launch the
online Master of Science
in Sales Leadership, the
first degree of its kind.

2018: PES students
traveled to Florida to

compete in the
International Collegiate

Sales Competition.

2018: The first bi-annual
objection handling

competition took place, won
by Nalani Gruel.

2018:  The Digital Selling class is
added to our core curriculum in
response to the shift in the way

buyers purchase.

2019:  Yara Suki became
the Director of PES.

2019:  PES hosted their
first Salesforce Reports

competition.

20 20 :  The Sales Academy
launched its first class

with 20 students.

2020:   The COVID-19
pandemic struck the

globe and the Institute
had to pivot to a fully-

virtual atmosphere.

2020:  John Pingel created a
summer internship with 5

nonprofits to offer 30
students paid internships.

2020:  PES pivoted to a 6-
week PES Open and a

virtual Career fair due to
the pandemic.

2020:  The first Drive-In G&A
was hosted in response to the
pandemic to encourage social
distancing while celebrating

our students' success.

2021:  In Fall 2021, PES
returned to fully in-person

classes for the first time
since Spring 2020.

2021:  Thanks to a generous gift
from the Gessners, the sales lab
will now be named The Andy &

Barbara Gessner Sales Lab.

2021: : The Sales Excellence Institute
celebrates its 25th anniversary at the
Graduation & Awards Sellebration at

the Houstonian Hotel.
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TRUSTED AND EXPERIENCED
PROFESSIONALS CREATING &
OPTIMIZING MIDSTREAM
ASSETS

TRUSTED AND EXPERIENCED
PROFESSIONALS CREATING &
OPTIMIZING MIDSTREAM
ASSETS

and downstream energy sectors.

Novi Midstream, LLC
11807 Westheimer Rd.,
Suite 550 Houston, TX 77077

info@novimidstream.com
713-858-2046
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SALES LEADERSHIP

CERTIFICATION
SALES LEADERSHIP

CERTIFICATION
DIGITAL SALES
CERTIFICATIONNE

W!
- Virtual & In-Person Options -

- Preferred Pricing Available for PES Alumni 
& SEI Corporate Partners -

- Learn more at www.bauer.uh.edu/sei -

E�ective Use of 
CRM & Sales Process

Sales Force Retention 
& Exemplary Leadership

Customer Retention 
& Pro�tability

E�ective Use of 
CRM & Sales Process

Sales Force Retention 
& Exemplary Leadership

Customer Retention 
& Pro�tability
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The “secret,” or the holy grail to long-term sustainable 

success, is revising how both leaders and employees view 

their role and contribution to each other. The paradox is 

this: The more we invest, focus, and contribute to the 

other’s success, the more we achieve our own.

As leaders, we are conditioned to “manage” performance”: 

set the targets, devise an incentive plan, and hold the team 

accountable. This has always been the mantra. This 

“management” philosophy has some productive utility, but it 

lacks the ingredients for long-term success and 

commitment. In fact, it is highly focused on compliance vs. 

commitment.

  

Compliance is what a company “pays” for whereas 

commitment is a “choice” people make. What leaders and 

employees most desire is a committed workforce, almost a 

voluntary army of individuals that go above and beyond and 

achieve remarkable results.

  

So how do we transition from a “manager” to a “leader?” 

How do we operationalize “commitment” in our 

organization? The key is understanding “why” people work. 

The three main reasons “why” people work can be depicted 

through this concept of Growth, Cause, & Reward.

These three themes are the drivers that unlock the full 

potential and intellectual capital hidden inside each 

organization. They are the drivers of attracting better talent, 

reducing turnover and optimizing performance.

These are just a few of the common 
questions that I receive from CEOs 
across many industries that I work 
with. Concurrently, soon-to-be 
graduates that I mentor commonly 
ask what companies are the right 
ones to choose for a career and how 
should they know if they are the 
right company.

The answer to both the CEO’s and 
the graduates are interlinked with 
the three common themes: Growth, 
Cause, & Reward.

COMMITMENT VS. COMPLIANCE
By: Steve Stagner

How can I motivate my team 

to consistently perform 

better? 

Why does it seem so difficult 

to attract and retain great 

talent? 

What’s the secret?

“

The Secret to Leading and Joining an Organization “For Life”



Jeff Bezos asks you to come work directly with him for a 
year. He offers to teach you everything he knows, but 
tells you that you will work harder than ever and that 
you will not be paid. Will you take the job? When I ask 
that question to students, approximately 95% say yes; 
most are ready to start immediately. Why is this? Simply 
put, the majority of individuals can quickly calculate that 
if they “learned” from one of the world’s richest humans, 
they would have greater earning potential and growth 
that would help them for the rest of their life. So, it’s 
worth the investment of their time.
 
“Human beings have an inherent tendency to seek out 
novelty and challenges, to extend and exercise their 
capacities, to explore, and to learn.”  Being challenged 
and learning is innate to who we are. If we are not being 
challenged, taught, or growing – we will move on. How 
many people do you know that have left a job, and in 
some cases for less money, simply because they weren’t 
challenged or because they didn’t feel like they were 
making a difference? 

As a leader, your first “job” is to develop (and invest) in 
your team. The more you invest in them, the greater the 
return you will achieve. When it comes to growth, you 
can’t simply put the acorn in the ground and say “grow, 
dammit.” What you can do is create the environment for 
growth: the soil, sunshine,  and water. You can create an 
organization that is committed to leadership and 
development.  A good organization has defined career 
paths and at every level a person can focus on learning 
and growing. A learning and growing organization is a 
sustainable organization.  

The offer is not “come work here and make X dollars.” 
The offer should be  to “come work here and learn the 
critical work and life competencies that will help you for 
the rest of your life.” Let your employees know that they 
will be more valuable when they leave than when they 
started. You must show them how that change will 
happen.  Leaders can say that, with substance, they will 
attract and retain the best talent. And, in almost every 
scenario, the best talent always wins.

When speaking with soon-to-be graduates, I always 
suggest that they focus their interview questions back on 
the employer, focusing specifically on what the company 
will do to invest in their growth. I advise them to join 
the company, regardless of the industry (in most cases), 
that is most committed to their growth.

GROWTH

Growth

Cause Reward
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Naturally, everyone deserves equal and fair compensa-
tion for their role in every organization. This is a mini-
mum and a must. What I am talking about is creating an 
environment that rewards and recognizes outstanding 
efforts. It is vital to create a programmatic organization 
that understands, in a natural way, the importance of 
rewarding and recognizing the efforts of your team.  
Sales incentives (if you do X, we pay you Y) are effective 
to some degree, but we all have additional needs. One 
common one is the need to feel like we are making a 
difference, and that somebody notices it. The money is 
nice, but the memories are what will last. Being recog-
nized, in front of your peers, is generally “free” to the 
organization but goes a long way. Too many times, I see 
this being overlooked and great performance becoming 
“expected.” The sacrifices, the late nights, the early 
mornings that humans make every day are what build 
great companies. The third “job” of the leader is to 
acknowledge these efforts.

So, the key to higher employee engagement, reduced 
turnover, and attracting top-tier talent revolves around 
gaining commitment compliance. It is all about under-
standing why people wake up every day and go to work 
and then engineering an environment to fuel their curi-
osity, their cause, and their compensation. If they are 
growing, if they believe in what the company does, and 
if they feel like they are properly recognized for their 
contribution, then they never leave. They go out of their 
way to promote the company to potential customers and 
future employees. If any one of the three (Growth, Cause 
or Reward) is “out of balance,” you experience greater 
risk of turnover and lack of engagement that produces 
lower productivity.
  
Most importantly, when joining an organization 
remember that life is short and it’s most valuable to join 
an organization that will teach you the things you need 
to learn to be successful, that makes a difference in the 
world (even in a small way), and recognizes and rewards 
the team.
  
That’s the secret to leading and joining an organization 
for life. Life is all about learning and growing, making a 
difference and feeling like someone cares.

Humans, across the world, do amazing things for a cause. 
We all want to feel like we are a part of something bigger 
than ourselves and that what we do makes some sort of a 
difference.  As leaders, your second “job” is the create a 
vision of a journey that is inspiring. 

We want people to enroll, enlist, and engage instead of 
simply accepting “a job.” If you can create a sense of 
greater purpose, then people will commit to doing the 
extra effort necessary to support the cause. When I was 
building a chain of retail stores, we elevated the story to 
the charge of “going border-to-border, and 
coast-to-coast to birth a national chain.” I believed that 
each individual involved in this mission would have a 
chapter and a verse and be able to tell their grandkids 
that they helped to build our organization into a house-
hold name, before it was one. It worked. People joined a 
journey to put the company on the map.  

Meanwhile, we also elevated our purpose to helping 
fight cancer, support foster kids, and help our local com-
munities in the process. We were able to raise tens of 
millions of dollars and save lives. Celebrating the “cause” 
and the results of the efforts with the team reinforces 
and reminds everyone the “why” behind the daily grind.  

The key is to answer three questions: “Why are we doing 
this?”, “Why does it matter?”, and “Why should anyone 
care?”

CAUSE

REWARD... & RECOGNITION
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YOUR CAREER IN MIND.
From Sales to C-Suite

We created this program because 
recent years have caused major 
changes in the sales profession
that change the way salespeople
sell and sales  managers manage.

We believe we are the leaders in 
education for the sales profession. 
We believe sales IS a profession and 
it is time that profession had a 
professional graduate degree.

AFFORDABLE. PERIOD.

When compared to a traditional MBA 
program at an accredited university, the MS 
- Sales Leadership is $15,000 cheaper or 

If you are interested in a career in sales, 
this is your best bet and the best value.

QUICK AND EASY.
12 Months and Done
New classes begin January 2022. 

YOUR MS IS WITHIN
YOUR REACH

YOUR MS IS WITHIN
YOUR REACH

www.bauer.uh.edu/ms-sales-leadership/
VISIT. LEARN. APPLY. 

MASTERING A LEGACY OF SALES
For Professor Carl Herman, the Stephen Stagner Sales 
Excellence Institute’s 20+ year history is just the begin-
ning of a future packed with an even more leading-edge 
curriculum, a continuously robust offering to students, 
professionals, and our UH community, added years of 
expertise in the form of our strong faculty, and a larger, 
devoted group of staff. In his eyes, one of the vital steps 
for our next 20, 30, or 40 years of success is transitioning 
our unrivaled curriculum to online or hybrid course 
delivery. As the leader in sales and sales management 
education, Carl knows what SEI must do so in order to 
maintain our legacy.

According to the U.S. Bureau of Labor Statistics, almost 
385,000 front-line sales managers receive no on-the-job 
training to equip them for a role that is significantly 
different from their prior position – almost always a 
single contributor sales role. This is the problem that Carl 
wants to solve. 

In January 2022, SEI will launch the online Master of 
Science in Sales Leadership at the Bauer College of Busi-
ness – the first degree of its kind. This offering will not 
only help SEI assert itself as the leader in sales and sales 
management education for years to come, but it will also 

help our future students who see a path to executive 
leadership through a career in sales.
Unlike typical MS programs that target recent gradu-
ates, the MS-Sales Leadership will be best suited for 
individuals with 5 years of sales-related experience or 3 
years of management experience – especially if they 
hope to pursue upper-level management positions and, 
later, executive-level positions.

Where an MBA student may take a series of broad 
academic topics over the course of their two years, such 
as marketing, accounting, and supply chain manage-
ment, the MS-Sales Leadership degree offers special-
ized graduate coursework with topics such as sales 
analytics, sales leadership, and digital and inside sales. 
MS students can complete their degree in half the time 
of a traditional MBA program and at a substantially 
lower cost. 

This one-of-a-kind degree launches in January 2022. 
With this degree, SEI will usher in the next 25 years of 
excellence for our institute and our future sales leaders.

By: Yara Suki



Descriptive sales analytics shows the state of the sales funnel
(source: https://www.klipfolio.com/resources/dashboard-examples/sales)

Sales Analytics: 
From Describing the Past to Predicting the Future

We cannot talk about the digital transformation of 
sales without highlighting analytics. Of course, 
analytics is not new – we have been analyzing sales 
data for decades, aiming to provide sales managers’ 
and sales representatives’ the information they need 
to make better decisions. However, the nature of 
sales analytics is changing drastically. While the past 
25 years was an era of descriptive analytics, the next 
25 years will be an era of predictive analytics.
  
The Past 25 Years: An Era of Descriptive Analytics
Analytics in the past was mostly used to describe the 
state of the sales funnel – hence, analytics was 

“descriptive.” It is this type of analytics that we see 
in our CRM reports and dashboards. Examples 
include reports on the number of leads in a pipeline, 
the number and monetary value of open 
opportunities across stages, the number and 
monetary value of won and lost opportunities, and 
conversion rates. We often break these numbers 
down by geographies, organizational units, 
customer segments, accounts, and product lines.

Without a doubt, these insights are important for 
decision-making. They guide our sales teams to 
important questions like: Do we need more leads to 

achieve quota? Do we need to rethink our lead 
quali�cation? Do we need to retrain salespeople on 
negotiation skills or closing? Descriptive analytics 
helps us answer these and many other questions.

However, there are many questions that descriptive 
analytics cannot answer. Enter predictive analytics, 
the showrunner of the next 25 years.

The Next 25 Years: An Era of Predictive Analytics
While descriptive analytics shines a �ashlight on the 
way behind us to see how we got to where we are, 
predictive analytics shines a �ashlight on the way 
ahead to see where we are going. It aims to predict 
something that we do not yet know. 
Take lead quali�cation as an example: When 
qualifying a lead, we want to gauge the likelihood of 
conversion and dedicate our limited time to those 
leads with the highest probability of closing. 
Traditionally, we qualify leads subjectively by 
probing for decision-making authority, available 
budget, and prevalent needs. However, we can also 
gauge the conversion likelihood
of a lead using statistics (or, as we nowadays like to 
say, “machine learning”).
 
To do this, we capitalize on the fact that our CRM 
system contains numerous leads from the past, 
some of which converted and some of which did not. 
We can analyze these leads and determine certain 
characteristics such as their job title (e.g., 

purchasing) and their source (e.g., cold-calling). We 
then identify the statistical relationships between 
these characteristics and whether a lead converted. 
Using these statistical relationships, �rms can 
predict the conversion likelihood of a newly 
generated lead.
 
This application of predictive analytics is known as 
lead scoring. O�-the-shelf tools, such as 
salesforce.com’s Einstein, score all current leads 
based on statistical analyses – just like the one 
described above –  which are automatically carried 
out in the background, thereby enabling 
salespeople to focus on the “hottest” leads.

Lead scoring is just one example of predictive sales 
analytics. We can see applications similar to Einstein 
emerging all along the sales funnel. The applications 
help us answer questions like: Which product is a 
prospect likely to purchase? Which arguments are 
most e�ective to convince a prospect to commit to a 
sale? What is a prospect willing to pay? What is the 
likelihood that a customer will stop purchasing in 
the next three months? How will our sales revenue 
develop in the future?
 
For many of these questions, there are o�-the-shelf 
predictive analytics tools available. For other 
questions, �rms may use their own data scientists to 
develop customized predictive analytics 
applications. 

In the past, data scientists have been busy with 
infusing analytics into innovative o�erings, such as 
predictive maintenance applications (i.e., a machine 
being able to �ag an impending breakdown based 
on sensors capturing changes in machine data, such 
as vibrations and sound). In the next 25 years, data 
scientists will have increasing opportunities to also 
optimize �rms’ internal processes in sales and other 
functions. 

In conclusion, analytics has been and will always be 
a cornerstone of sales. In the past, analytics has 
been mainly descriptive, backward-looking. It will be 
increasingly complemented by predictive, 
forward-looking applications in the future. In a 
recent survey of 128 sales managers from di�erent 
industries, 81% evaluated predictive analytics as a 
key upcoming sales technology – but only 17% are 
currently utilizing it.

Sales managers who aim to transition into the era of 
predictive analytics will face two key challenges in 
the years to come: First, they will need to ensure the 
availability of high-quality predictive analytics 
applications. This starts with having high-quality 
data in the CRM and other systems – which is still a 
pain point in many sales organizations. They will 
need to procure e�ective o�-the-shelf applications 
or work with data scientists to develop customized 
applications. Second, sales managers will need to 
ensure that sales teams adopt these novel predictive 
analytics applications. Such adoption is by no means 
a sure-�re success – recent research shows that 
employees tend to mistrust predictive analytics or 
are at a loss regarding how to improve their 
decisions based on predictions. Thus, transitioning 
into the era of predictive sales analytics will be a 
challenge of change management above everything 
else. 
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Lead scoring by Salesforce.com’s Einstein enables salespeople to focus on the “hottest” leads
(source: https://www.youtube.com/watch?v=Ddj_-CPCsCM)

By Dr. Johannes Habel & Dr. Michael Ahearne

Houston is  a  resi l ient  city,  f i l led with people 
who are wil l ing to lend a helping hand.  
Students  at  the University of  Houston are no 
strangers to this  #HoustonStrong culture,  
especial ly  those that  have partaken in the 
Sales  for Social  Impact  c lass  offered by the 
Stephen Stagner Sales  Excel lence Institute.  
This  c lass  has formalized the opportunity for 
our students  to uti l ize their  sales  ski l ls  and 
knowledge and give back to our community 
within the context  of  corporate social  
responsibi l i ty .  At the heart  of  this  c lass  is  
SEI ’s  mission to make a  difference in the 
students ’  l ives  while  empowering them to 
make a  difference in the l ives  of  others.
 
In the past  25 years,  our institute has been 
fortunate to f ind organizations whose 
corporate giving values al ign with our 
mission.  One of  these key organizations is  
our long-time standing partner,  3M. One of  
the primary ways 3M has engaged with our 
students  was through their  Frontl ine 
Program, which was designed with the intent 
of  e levating sales  as  a  discipl ine and as  a  
profession while  providing students  with the 
vigorous opportunity of  transferring their  
c lassroom education to the real-world 
through unique internship opportunities .  
Because of  their  efforts ,  3M has been able to 
attract  and bring in a  diverse talent pool  of  
performance-ready,  entry-level  candidates  
through undergraduate recruitment and 
support .  

After the 2008 f inancial  cris is ,  the Frontl ine 
Sales  Program was threatened due to a  lack of  
funding.  Like many other companies,  3M was 
no exception to the f inancial  hit ;  they had to 
make diff icult  cuts ,  which included layoffs  
and offering early  severance and retirement 
plans to their  employees.  A handful  of  3M 
early retirees  took advantage of  this  
opportunity and opened a non-profit  
organization whose purpose was to assist  
cit izens of  Rwanda through the funding,  
creation,  and distribution of  maize 
mil l-grinders.  This  project  had a  direct  
impact  on the quality  of  l i fe  of  those l iving in 
the country.

When this  ambitious group came back to 3M 
to ask for funding,  the organization decided 
that  instead of  cutt ing Frontl ine,  they would 
uti l ize the students  from the program to 
consult  on the mil l  grinder project .  Though 
there was pushback and concern from other 
partner universit ies ,  the University of  
Houston was quick to offer  i ts  help.  
Unbeknown to us,  this  was the f irst  project  
for the University of  Houston’s  Sales  for 
Social  Impact  c lass .

Over the last  11 years,  the University of  

Michael  Stroik,  VP of  Community 
Relations at  3Mgives,  and Celeste 
Hughes,  3M Frontl ine Program 
Manager,  are both passionate about the 
importance of  uti l iz ing your ski l ls  to 
impact  the world around you,  and the 
difference that  the Sales  for Social  
Impact  c lass  has been able to make 
across  the nation through their  partner 
schools .  In their  experience,  the biggest  
chal lenges faced by non-profits  today 
are centered around marginal ized 
communities  of  color.  This  group 
continues to be disproportionately 
affected by social  issues including 
gentrif ication,  poverty,  and food 
scarcity,  which are issues that  these 
organizations who partner with the SSI 
schools  are trying to combat.  Investing 
in the Sales  for Social  Impact  c lass  
a l lows 3Mers to continue to engage 
with this  vulnerable community 
through the Frontl ine program. It  taps 
into the ski l ls  of  our younger people 
while  providing them with the platform 
to take on the role of  a  business  
consultant.  Hughes can vividly recal l  
s i tt ing through a UH anti-human 
traff icking project  presentation,  where 
students  not just  educated those present 
about the widespread human 
exploitation and oppression happening 
within the city,  but  offered solutions to 
help solve the problem. Through 
presentations l ike this ,  SSI  continues to 
chal lenge 3M to learn more about 
sustainabil i ty  and ways to give back to 
the community while  a l lowing the 
company to chal lenge their  customers 
to do the same.

As the Manager of  External  Affairs  for the 
Houston Arts  All iance,  SSI  c lass  coach,  
Quang Vu,  is  continuously inspired by the 
students  of  the class .  “ It  has been excit ing for 
me to see these groups of  students that  come 
from a business  background real ly  lead with 
empathy and understanding,”  he says.  “Even 
as  20-something year-olds,  they are not 
afraid to take on the role of  a  consultant and 
step into the mindset  of  a  non-profit  
executive.”  I t  is  thanks to coaches l ike Quang 
Vu,  Yvonne Betancourt,  and Lameese Taha 
that  the students  of  SSI  have found success .  
Our coaches teach alongside the professor to 
set  real ist ic  expectations for what can be 
accomplished in the class ,  while  encouraging 
the students to set  ambitious goals .  Vu is  
hopeful  for the future of  the Sales  for Social  
Impact  c lass  at  UH and is  excited to see a  
wider array of  diverse non-profit  c l ients,  
each with their  unique set  of  chal lenges.  

As we look to the next 25 years  of  Sales  
Excel lence,  our hope is  that  we can continue 
to provide our Program for Excel lence in 
Sel l ing students with the opportunity to give 
back and make a  difference within our 
communities .  We believe that  to maximize 
your social  impact,  you have to look at  
yourself ,  look at  who you are,  and look at  
what you have to offer .  We are optimistic  to 
see an increase in corporate giving within al l  
of  the companies that  do business  with us and 
to witness  3M do their  part ,  led by people of  
color and serving people of  color.  

Over the last  11 years,  the 
University of  Houston’s  Sales  for 
Social  Impact  c lass  has had the 
privi lege to partner with 
non-profit  organizations within 
several  industries ,  including 
adult  education,  the arts ,  and 
anti-human traff icking,  a l l  of  
which are key focus areas for the 
betterment of  the Houston 
community.  The Sales  for Social  
Impact  c lass  creates  pathways for 
these passionate non-profit  
organizations to intersect  with 
our undergraduate students,  who 
are eager to share their  t ime,  
talent,  and ski l ls .  Writing 
100-page marketing plans,  
init iat ing corporate partnerships,  
and f i lming promotional  videos 
are just  a  few of  the ways we have 
been able to leave a  last ing 
impact  within the community 
through these projects :

2010 – Rwanda Mil l  grinder
2011 – Peru Solar Hot Pot
2012 – Peru Power Source
2013 – Peru Project
2014 – Genesys Works
2015 – Brookwood 
2016 – Collaborative for Children
2017 – Artist  Boat
2018 – The Landing
2019 – Eli jah Rising
2020 – Hope Vil lage
2021 – Project  Row Houses

We cannot talk about the digital transformation of 
sales without highlighting analytics. Of course, 
analytics is not new – we have been analyzing sales 
data for decades, aiming to provide sales managers’ 
and sales representatives’ the information they need 
to make better decisions. However, the nature of 
sales analytics is changing drastically. While the past 
25 years was an era of descriptive analytics, the next 
25 years will be an era of predictive analytics.
  
The Past 25 Years: An Era of Descriptive Analytics
Analytics in the past was mostly used to describe the 
state of the sales funnel – hence, analytics was 

“descriptive.” It is this type of analytics that we see 
in our CRM reports and dashboards. Examples 
include reports on the number of leads in a pipeline, 
the number and monetary value of open 
opportunities across stages, the number and 
monetary value of won and lost opportunities, and 
conversion rates. We often break these numbers 
down by geographies, organizational units, 
customer segments, accounts, and product lines.

Without a doubt, these insights are important for 
decision-making. They guide our sales teams to 
important questions like: Do we need more leads to 

achieve quota? Do we need to rethink our lead 
quali�cation? Do we need to retrain salespeople on 
negotiation skills or closing? Descriptive analytics 
helps us answer these and many other questions.

However, there are many questions that descriptive 
analytics cannot answer. Enter predictive analytics, 
the showrunner of the next 25 years.

The Next 25 Years: An Era of Predictive Analytics
While descriptive analytics shines a �ashlight on the 
way behind us to see how we got to where we are, 
predictive analytics shines a �ashlight on the way 
ahead to see where we are going. It aims to predict 
something that we do not yet know. 
Take lead quali�cation as an example: When 
qualifying a lead, we want to gauge the likelihood of 
conversion and dedicate our limited time to those 
leads with the highest probability of closing. 
Traditionally, we qualify leads subjectively by 
probing for decision-making authority, available 
budget, and prevalent needs. However, we can also 
gauge the conversion likelihood
of a lead using statistics (or, as we nowadays like to 
say, “machine learning”).
 
To do this, we capitalize on the fact that our CRM 
system contains numerous leads from the past, 
some of which converted and some of which did not. 
We can analyze these leads and determine certain 
characteristics such as their job title (e.g., 

purchasing) and their source (e.g., cold-calling). We 
then identify the statistical relationships between 
these characteristics and whether a lead converted. 
Using these statistical relationships, �rms can 
predict the conversion likelihood of a newly 
generated lead.
 
This application of predictive analytics is known as 
lead scoring. O�-the-shelf tools, such as 
salesforce.com’s Einstein, score all current leads 
based on statistical analyses – just like the one 
described above –  which are automatically carried 
out in the background, thereby enabling 
salespeople to focus on the “hottest” leads.

Lead scoring is just one example of predictive sales 
analytics. We can see applications similar to Einstein 
emerging all along the sales funnel. The applications 
help us answer questions like: Which product is a 
prospect likely to purchase? Which arguments are 
most e�ective to convince a prospect to commit to a 
sale? What is a prospect willing to pay? What is the 
likelihood that a customer will stop purchasing in 
the next three months? How will our sales revenue 
develop in the future?
 
For many of these questions, there are o�-the-shelf 
predictive analytics tools available. For other 
questions, �rms may use their own data scientists to 
develop customized predictive analytics 
applications. 

In the past, data scientists have been busy with 
infusing analytics into innovative o�erings, such as 
predictive maintenance applications (i.e., a machine 
being able to �ag an impending breakdown based 
on sensors capturing changes in machine data, such 
as vibrations and sound). In the next 25 years, data 
scientists will have increasing opportunities to also 
optimize �rms’ internal processes in sales and other 
functions. 

In conclusion, analytics has been and will always be 
a cornerstone of sales. In the past, analytics has 
been mainly descriptive, backward-looking. It will be 
increasingly complemented by predictive, 
forward-looking applications in the future. In a 
recent survey of 128 sales managers from di�erent 
industries, 81% evaluated predictive analytics as a 
key upcoming sales technology – but only 17% are 
currently utilizing it.

Sales managers who aim to transition into the era of 
predictive analytics will face two key challenges in 
the years to come: First, they will need to ensure the 
availability of high-quality predictive analytics 
applications. This starts with having high-quality 
data in the CRM and other systems – which is still a 
pain point in many sales organizations. They will 
need to procure e�ective o�-the-shelf applications 
or work with data scientists to develop customized 
applications. Second, sales managers will need to 
ensure that sales teams adopt these novel predictive 
analytics applications. Such adoption is by no means 
a sure-�re success – recent research shows that 
employees tend to mistrust predictive analytics or 
are at a loss regarding how to improve their 
decisions based on predictions. Thus, transitioning 
into the era of predictive sales analytics will be a 
challenge of change management above everything 
else. 
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Houston is  a  resi l ient  city,  f i l led with people 
who are wil l ing to lend a helping hand.  
Students  at  the University of  Houston are no 
strangers to this  #HoustonStrong culture,  
especial ly  those that  have partaken in the 
Sales  for Social  Impact  c lass  offered by the 
Stephen Stagner Sales  Excel lence Institute.  
This  c lass  has formalized the opportunity for 
our students  to uti l ize their  sales  ski l ls  and 
knowledge and give back to our community 
within the context  of  corporate social  
responsibi l i ty .  At the heart  of  this  c lass  is  
SEI ’s  mission to make a  difference in the 
students ’  l ives  while  empowering them to 
make a  difference in the l ives  of  others.
 
In the past  25 years,  our institute has been 
fortunate to f ind organizations whose 
corporate giving values al ign with our 
mission.  One of  these key organizations is  
our long-time standing partner,  3M. One of  
the primary ways 3M has engaged with our 
students  was through their  Frontl ine 
Program, which was designed with the intent 
of  e levating sales  as  a  discipl ine and as  a  
profession while  providing students  with the 
vigorous opportunity of  transferring their  
c lassroom education to the real-world 
through unique internship opportunities .  
Because of  their  efforts ,  3M has been able to 
attract  and bring in a  diverse talent pool  of  
performance-ready,  entry-level  candidates  
through undergraduate recruitment and 
support .  

After the 2008 f inancial  cris is ,  the Frontl ine 
Sales  Program was threatened due to a  lack of  
funding.  Like many other companies,  3M was 
no exception to the f inancial  hit ;  they had to 
make diff icult  cuts ,  which included layoffs  
and offering early  severance and retirement 
plans to their  employees.  A handful  of  3M 
early retirees  took advantage of  this  
opportunity and opened a non-profit  
organization whose purpose was to assist  
cit izens of  Rwanda through the funding,  
creation,  and distribution of  maize 
mil l-grinders.  This  project  had a  direct  
impact  on the quality  of  l i fe  of  those l iving in 
the country.

When this  ambitious group came back to 3M 
to ask for funding,  the organization decided 
that  instead of  cutt ing Frontl ine,  they would 
uti l ize the students  from the program to 
consult  on the mil l  grinder project .  Though 
there was pushback and concern from other 
partner universit ies ,  the University of  
Houston was quick to offer  i ts  help.  
Unbeknown to us,  this  was the f irst  project  
for the University of  Houston’s  Sales  for 
Social  Impact  c lass .

Over the last  11 years,  the University of  

Michael  Stroik,  VP of  Community 
Relations at  3Mgives,  and Celeste 
Hughes,  3M Frontl ine Program 
Manager,  are both passionate about the 
importance of  uti l iz ing your ski l ls  to 
impact  the world around you,  and the 
difference that  the Sales  for Social  
Impact  c lass  has been able to make 
across  the nation through their  partner 
schools .  In their  experience,  the biggest  
chal lenges faced by non-profits  today 
are centered around marginal ized 
communities  of  color.  This  group 
continues to be disproportionately 
affected by social  issues including 
gentrif ication,  poverty,  and food 
scarcity,  which are issues that  these 
organizations who partner with the SSI 
schools  are trying to combat.  Investing 
in the Sales  for Social  Impact  c lass  
a l lows 3Mers to continue to engage 
with this  vulnerable community 
through the Frontl ine program. It  taps 
into the ski l ls  of  our younger people 
while  providing them with the platform 
to take on the role of  a  business  
consultant.  Hughes can vividly recal l  
s i tt ing through a UH anti-human 
traff icking project  presentation,  where 
students  not just  educated those present 
about the widespread human 
exploitation and oppression happening 
within the city,  but  offered solutions to 
help solve the problem. Through 
presentations l ike this ,  SSI  continues to 
chal lenge 3M to learn more about 
sustainabil i ty  and ways to give back to 
the community while  a l lowing the 
company to chal lenge their  customers 
to do the same.

As the Manager of  External  Affairs  for the 
Houston Arts  All iance,  SSI  c lass  coach,  
Quang Vu,  is  continuously inspired by the 
students  of  the class .  “ It  has been excit ing for 
me to see these groups of  students that  come 
from a business  background real ly  lead with 
empathy and understanding,”  he says.  “Even 
as  20-something year-olds,  they are not 
afraid to take on the role of  a  consultant and 
step into the mindset  of  a  non-profit  
executive.”  I t  is  thanks to coaches l ike Quang 
Vu,  Yvonne Betancourt,  and Lameese Taha 
that  the students  of  SSI  have found success .  
Our coaches teach alongside the professor to 
set  real ist ic  expectations for what can be 
accomplished in the class ,  while  encouraging 
the students to set  ambitious goals .  Vu is  
hopeful  for the future of  the Sales  for Social  
Impact  c lass  at  UH and is  excited to see a  
wider array of  diverse non-profit  c l ients,  
each with their  unique set  of  chal lenges.  

As we look to the next 25 years  of  Sales  
Excel lence,  our hope is  that  we can continue 
to provide our Program for Excel lence in 
Sel l ing students with the opportunity to give 
back and make a  difference within our 
communities .  We believe that  to maximize 
your social  impact,  you have to look at  
yourself ,  look at  who you are,  and look at  
what you have to offer .  We are optimistic  to 
see an increase in corporate giving within al l  
of  the companies that  do business  with us and 
to witness  3M do their  part ,  led by people of  
color and serving people of  color.  

Over the last  11 years,  the 
University of  Houston’s  Sales  for 
Social  Impact  c lass  has had the 
privi lege to partner with 
non-profit  organizations within 
several  industries ,  including 
adult  education,  the arts ,  and 
anti-human traff icking,  a l l  of  
which are key focus areas for the 
betterment of  the Houston 
community.  The Sales  for Social  
Impact  c lass  creates  pathways for 
these passionate non-profit  
organizations to intersect  with 
our undergraduate students,  who 
are eager to share their  t ime,  
talent,  and ski l ls .  Writing 
100-page marketing plans,  
init iat ing corporate partnerships,  
and f i lming promotional  videos 
are just  a  few of  the ways we have 
been able to leave a  last ing 
impact  within the community 
through these projects :

2010 – Rwanda Mil l  grinder
2011 – Peru Solar Hot Pot
2012 – Peru Power Source
2013 – Peru Project
2014 – Genesys Works
2015 – Brookwood 
2016 – Collaborative for Children
2017 – Artist  Boat
2018 – The Landing
2019 – Eli jah Rising
2020 – Hope Vil lage
2021 – Project  Row Houses

We cannot talk about the digital transformation of 
sales without highlighting analytics. Of course, 
analytics is not new – we have been analyzing sales 
data for decades, aiming to provide sales managers’ 
and sales representatives’ the information they need 
to make better decisions. However, the nature of 
sales analytics is changing drastically. While the past 
25 years was an era of descriptive analytics, the next 
25 years will be an era of predictive analytics.
  
The Past 25 Years: An Era of Descriptive Analytics
Analytics in the past was mostly used to describe the 
state of the sales funnel – hence, analytics was 

“descriptive.” It is this type of analytics that we see 
in our CRM reports and dashboards. Examples 
include reports on the number of leads in a pipeline, 
the number and monetary value of open 
opportunities across stages, the number and 
monetary value of won and lost opportunities, and 
conversion rates. We often break these numbers 
down by geographies, organizational units, 
customer segments, accounts, and product lines.

Without a doubt, these insights are important for 
decision-making. They guide our sales teams to 
important questions like: Do we need more leads to 

achieve quota? Do we need to rethink our lead 
quali�cation? Do we need to retrain salespeople on 
negotiation skills or closing? Descriptive analytics 
helps us answer these and many other questions.

However, there are many questions that descriptive 
analytics cannot answer. Enter predictive analytics, 
the showrunner of the next 25 years.

The Next 25 Years: An Era of Predictive Analytics
While descriptive analytics shines a �ashlight on the 
way behind us to see how we got to where we are, 
predictive analytics shines a �ashlight on the way 
ahead to see where we are going. It aims to predict 
something that we do not yet know. 
Take lead quali�cation as an example: When 
qualifying a lead, we want to gauge the likelihood of 
conversion and dedicate our limited time to those 
leads with the highest probability of closing. 
Traditionally, we qualify leads subjectively by 
probing for decision-making authority, available 
budget, and prevalent needs. However, we can also 
gauge the conversion likelihood
of a lead using statistics (or, as we nowadays like to 
say, “machine learning”).
 
To do this, we capitalize on the fact that our CRM 
system contains numerous leads from the past, 
some of which converted and some of which did not. 
We can analyze these leads and determine certain 
characteristics such as their job title (e.g., 

purchasing) and their source (e.g., cold-calling). We 
then identify the statistical relationships between 
these characteristics and whether a lead converted. 
Using these statistical relationships, �rms can 
predict the conversion likelihood of a newly 
generated lead.
 
This application of predictive analytics is known as 
lead scoring. O�-the-shelf tools, such as 
salesforce.com’s Einstein, score all current leads 
based on statistical analyses – just like the one 
described above –  which are automatically carried 
out in the background, thereby enabling 
salespeople to focus on the “hottest” leads.

Lead scoring is just one example of predictive sales 
analytics. We can see applications similar to Einstein 
emerging all along the sales funnel. The applications 
help us answer questions like: Which product is a 
prospect likely to purchase? Which arguments are 
most e�ective to convince a prospect to commit to a 
sale? What is a prospect willing to pay? What is the 
likelihood that a customer will stop purchasing in 
the next three months? How will our sales revenue 
develop in the future?
 
For many of these questions, there are o�-the-shelf 
predictive analytics tools available. For other 
questions, �rms may use their own data scientists to 
develop customized predictive analytics 
applications. 

By: Evelyn Hidalgo

In the past, data scientists have been busy with 
infusing analytics into innovative o�erings, such as 
predictive maintenance applications (i.e., a machine 
being able to �ag an impending breakdown based 
on sensors capturing changes in machine data, such 
as vibrations and sound). In the next 25 years, data 
scientists will have increasing opportunities to also 
optimize �rms’ internal processes in sales and other 
functions. 

In conclusion, analytics has been and will always be 
a cornerstone of sales. In the past, analytics has 
been mainly descriptive, backward-looking. It will be 
increasingly complemented by predictive, 
forward-looking applications in the future. In a 
recent survey of 128 sales managers from di�erent 
industries, 81% evaluated predictive analytics as a 
key upcoming sales technology – but only 17% are 
currently utilizing it.

Sales managers who aim to transition into the era of 
predictive analytics will face two key challenges in 
the years to come: First, they will need to ensure the 
availability of high-quality predictive analytics 
applications. This starts with having high-quality 
data in the CRM and other systems – which is still a 
pain point in many sales organizations. They will 
need to procure e�ective o�-the-shelf applications 
or work with data scientists to develop customized 
applications. Second, sales managers will need to 
ensure that sales teams adopt these novel predictive 
analytics applications. Such adoption is by no means 
a sure-�re success – recent research shows that 
employees tend to mistrust predictive analytics or 
are at a loss regarding how to improve their 
decisions based on predictions. Thus, transitioning 
into the era of predictive sales analytics will be a 
challenge of change management above everything 
else. 



Houston is  a  resi l ient  city,  f i l led with people 
who are wil l ing to lend a helping hand.  
Students  at  the University of  Houston are no 
strangers to this  #HoustonStrong culture,  
especial ly  those that  have partaken in the 
Sales  for Social  Impact  c lass  offered by the 
Stephen Stagner Sales  Excel lence Institute.  
This  c lass  has formalized the opportunity for 
our students  to uti l ize their  sales  ski l ls  and 
knowledge and give back to our community 
within the context  of  corporate social  
responsibi l i ty .  At the heart  of  this  c lass  is  
SEI ’s  mission to make a  difference in the 
students ’  l ives  while  empowering them to 
make a  difference in the l ives  of  others.
 
In the past  25 years,  our institute has been 
fortunate to f ind organizations whose 
corporate giving values al ign with our 
mission.  One of  these key organizations is  
our long-time standing partner,  3M. One of  
the primary ways 3M has engaged with our 
students  was through their  Frontl ine 
Program, which was designed with the intent 
of  e levating sales  as  a  discipl ine and as  a  
profession while  providing students  with the 
vigorous opportunity of  transferring their  
c lassroom education to the real-world 
through unique internship opportunities .  
Because of  their  efforts ,  3M has been able to 
attract  and bring in a  diverse talent pool  of  
performance-ready,  entry-level  candidates  
through undergraduate recruitment and 
support .  

After the 2008 f inancial  cris is ,  the Frontl ine 
Sales  Program was threatened due to a  lack of  
funding.  Like many other companies,  3M was 
no exception to the f inancial  hit ;  they had to 
make diff icult  cuts ,  which included layoffs  
and offering early  severance and retirement 
plans to their  employees.  A handful  of  3M 
early retirees  took advantage of  this  
opportunity and opened a non-profit  
organization whose purpose was to assist  
cit izens of  Rwanda through the funding,  
creation,  and distribution of  maize 
mil l-grinders.  This  project  had a  direct  
impact  on the quality  of  l i fe  of  those l iving in 
the country.

When this  ambitious group came back to 3M 
to ask for funding,  the organization decided 
that  instead of  cutt ing Frontl ine,  they would 
uti l ize the students  from the program to 
consult  on the mil l  grinder project .  Though 
there was pushback and concern from other 
partner universit ies ,  the University of  
Houston was quick to offer  i ts  help.  
Unbeknown to us,  this  was the f irst  project  
for the University of  Houston’s  Sales  for 
Social  Impact  c lass .

Over the last  11 years,  the University of  

Michael  Stroik,  VP of  Community 
Relations at  3Mgives,  and Celeste 
Hughes,  3M Frontl ine Program 
Manager,  are both passionate about the 
importance of  uti l iz ing your ski l ls  to 
impact  the world around you,  and the 
difference that  the Sales  for Social  
Impact  c lass  has been able to make 
across  the nation through their  partner 
schools .  In their  experience,  the biggest  
chal lenges faced by non-profits  today 
are centered around marginal ized 
communities  of  color.  This  group 
continues to be disproportionately 
affected by social  issues including 
gentrif ication,  poverty,  and food 
scarcity,  which are issues that  these 
organizations who partner with the SSI 
schools  are trying to combat.  Investing 
in the Sales  for Social  Impact  c lass  
a l lows 3Mers to continue to engage 
with this  vulnerable community 
through the Frontl ine program. It  taps 
into the ski l ls  of  our younger people 
while  providing them with the platform 
to take on the role of  a  business  
consultant.  Hughes can vividly recal l  
s i tt ing through a UH anti-human 
traff icking project  presentation,  where 
students  not just  educated those present 
about the widespread human 
exploitation and oppression happening 
within the city,  but  offered solutions to 
help solve the problem. Through 
presentations l ike this ,  SSI  continues to 
chal lenge 3M to learn more about 
sustainabil i ty  and ways to give back to 
the community while  a l lowing the 
company to chal lenge their  customers 
to do the same.

As the Manager of  External  Affairs  for the 
Houston Arts  All iance,  SSI  c lass  coach,  
Quang Vu,  is  continuously inspired by the 
students  of  the class .  “ It  has been excit ing for 
me to see these groups of  students that  come 
from a business  background real ly  lead with 
empathy and understanding,”  he says.  “Even 
as  20-something year-olds,  they are not 
afraid to take on the role of  a  consultant and 
step into the mindset  of  a  non-profit  
executive.”  I t  is  thanks to coaches l ike Quang 
Vu,  Yvonne Betancourt,  and Lameese Taha 
that  the students  of  SSI  have found success .  
Our coaches teach alongside the professor to 
set  real ist ic  expectations for what can be 
accomplished in the class ,  while  encouraging 
the students to set  ambitious goals .  Vu is  
hopeful  for the future of  the Sales  for Social  
Impact  c lass  at  UH and is  excited to see a  
wider array of  diverse non-profit  c l ients,  
each with their  unique set  of  chal lenges.  

As we look to the next 25 years  of  Sales  
Excel lence,  our hope is  that  we can continue 
to provide our Program for Excel lence in 
Sel l ing students with the opportunity to give 
back and make a  difference within our 
communities .  We believe that  to maximize 
your social  impact,  you have to look at  
yourself ,  look at  who you are,  and look at  
what you have to offer .  We are optimistic  to 
see an increase in corporate giving within al l  
of  the companies that  do business  with us and 
to witness  3M do their  part ,  led by people of  
color and serving people of  color.  

Over the last  11 years,  the 
University of  Houston’s  Sales  for 
Social  Impact  c lass  has had the 
privi lege to partner with 
non-profit  organizations within 
several  industries ,  including 
adult  education,  the arts ,  and 
anti-human traff icking,  a l l  of  
which are key focus areas for the 
betterment of  the Houston 
community.  The Sales  for Social  
Impact  c lass  creates  pathways for 
these passionate non-profit  
organizations to intersect  with 
our undergraduate students,  who 
are eager to share their  t ime,  
talent,  and ski l ls .  Writing 
100-page marketing plans,  
init iat ing corporate partnerships,  
and f i lming promotional  videos 
are just  a  few of  the ways we have 
been able to leave a  last ing 
impact  within the community 
through these projects :

2010 – Rwanda Mil l  grinder
2011 – Peru Solar Hot Pot
2012 – Peru Power Source
2013 – Peru Project
2014 – Genesys Works
2015 – Brookwood 
2016 – Collaborative for Children
2017 – Artist  Boat
2018 – The Landing
2019 – Eli jah Rising
2020 – Hope Vil lage
2021 – Project  Row Houses

O n e  o f  t h e  m a n y  d o o r s  a t  P r o j e c t  R o w  H o u s e s  
r e p r e s e n t i n g  t h e  m a n y  o p p o r t u n i t i e s  f o r  g r o w t h .
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Houston is  a  resi l ient  city,  f i l led with people 
who are wil l ing to lend a helping hand.  
Students  at  the University of  Houston are no 
strangers to this  #HoustonStrong culture,  
especial ly  those that  have partaken in the 
Sales  for Social  Impact  c lass  offered by the 
Stephen Stagner Sales  Excel lence Institute.  
This  c lass  has formalized the opportunity for 
our students  to uti l ize their  sales  ski l ls  and 
knowledge and give back to our community 
within the context  of  corporate social  
responsibi l i ty .  At the heart  of  this  c lass  is  
SEI ’s  mission to make a  difference in the 
students ’  l ives  while  empowering them to 
make a  difference in the l ives  of  others.
 
In the past  25 years,  our institute has been 
fortunate to f ind organizations whose 
corporate giving values al ign with our 
mission.  One of  these key organizations is  
our long-time standing partner,  3M. One of  
the primary ways 3M has engaged with our 
students  was through their  Frontl ine 
Program, which was designed with the intent 
of  e levating sales  as  a  discipl ine and as  a  
profession while  providing students  with the 
vigorous opportunity of  transferring their  
c lassroom education to the real-world 
through unique internship opportunities .  
Because of  their  efforts ,  3M has been able to 
attract  and bring in a  diverse talent pool  of  
performance-ready,  entry-level  candidates  
through undergraduate recruitment and 
support .  

After the 2008 f inancial  cris is ,  the Frontl ine 
Sales  Program was threatened due to a  lack of  
funding.  Like many other companies,  3M was 
no exception to the f inancial  hit ;  they had to 
make diff icult  cuts ,  which included layoffs  
and offering early  severance and retirement 
plans to their  employees.  A handful  of  3M 
early retirees  took advantage of  this  
opportunity and opened a non-profit  
organization whose purpose was to assist  
cit izens of  Rwanda through the funding,  
creation,  and distribution of  maize 
mil l-grinders.  This  project  had a  direct  
impact  on the quality  of  l i fe  of  those l iving in 
the country.

When this  ambitious group came back to 3M 
to ask for funding,  the organization decided 
that  instead of  cutt ing Frontl ine,  they would 
uti l ize the students  from the program to 
consult  on the mil l  grinder project .  Though 
there was pushback and concern from other 
partner universit ies ,  the University of  
Houston was quick to offer  i ts  help.  
Unbeknown to us,  this  was the f irst  project  
for the University of  Houston’s  Sales  for 
Social  Impact  c lass .

Over the last  11 years,  the University of  

Michael  Stroik,  VP of  Community 
Relations at  3Mgives,  and Celeste 
Hughes,  3M Frontl ine Program 
Manager,  are both passionate about the 
importance of  uti l iz ing your ski l ls  to 
impact  the world around you,  and the 
difference that  the Sales  for Social  
Impact  c lass  has been able to make 
across  the nation through their  partner 
schools .  In their  experience,  the biggest  
chal lenges faced by non-profits  today 
are centered around marginal ized 
communities  of  color.  This  group 
continues to be disproportionately 
affected by social  issues including 
gentrif ication,  poverty,  and food 
scarcity,  which are issues that  these 
organizations who partner with the SSI 
schools  are trying to combat.  Investing 
in the Sales  for Social  Impact  c lass  
a l lows 3Mers to continue to engage 
with this  vulnerable community 
through the Frontl ine program. It  taps 
into the ski l ls  of  our younger people 
while  providing them with the platform 
to take on the role of  a  business  
consultant.  Hughes can vividly recal l  
s i tt ing through a UH anti-human 
traff icking project  presentation,  where 
students  not just  educated those present 
about the widespread human 
exploitation and oppression happening 
within the city,  but  offered solutions to 
help solve the problem. Through 
presentations l ike this ,  SSI  continues to 
chal lenge 3M to learn more about 
sustainabil i ty  and ways to give back to 
the community while  a l lowing the 
company to chal lenge their  customers 
to do the same.

As the Manager of  External  Affairs  for the 
Houston Arts  All iance,  SSI  c lass  coach,  
Quang Vu,  is  continuously inspired by the 
students  of  the class .  “ It  has been excit ing for 
me to see these groups of  students that  come 
from a business  background real ly  lead with 
empathy and understanding,”  he says.  “Even 
as  20-something year-olds,  they are not 
afraid to take on the role of  a  consultant and 
step into the mindset  of  a  non-profit  
executive.”  I t  is  thanks to coaches l ike Quang 
Vu,  Yvonne Betancourt,  and Lameese Taha 
that  the students  of  SSI  have found success .  
Our coaches teach alongside the professor to 
set  real ist ic  expectations for what can be 
accomplished in the class ,  while  encouraging 
the students to set  ambitious goals .  Vu is  
hopeful  for the future of  the Sales  for Social  
Impact  c lass  at  UH and is  excited to see a  
wider array of  diverse non-profit  c l ients,  
each with their  unique set  of  chal lenges.  

As we look to the next 25 years  of  Sales  
Excel lence,  our hope is  that  we can continue 
to provide our Program for Excel lence in 
Sel l ing students with the opportunity to give 
back and make a  difference within our 
communities .  We believe that  to maximize 
your social  impact,  you have to look at  
yourself ,  look at  who you are,  and look at  
what you have to offer .  We are optimistic  to 
see an increase in corporate giving within al l  
of  the companies that  do business  with us and 
to witness  3M do their  part ,  led by people of  
color and serving people of  color.  

Over the last  11 years,  the 
University of  Houston’s  Sales  for 
Social  Impact  c lass  has had the 
privi lege to partner with 
non-profit  organizations within 
several  industries ,  including 
adult  education,  the arts ,  and 
anti-human traff icking,  a l l  of  
which are key focus areas for the 
betterment of  the Houston 
community.  The Sales  for Social  
Impact  c lass  creates  pathways for 
these passionate non-profit  
organizations to intersect  with 
our undergraduate students,  who 
are eager to share their  t ime,  
talent,  and ski l ls .  Writing 
100-page marketing plans,  
init iat ing corporate partnerships,  
and f i lming promotional  videos 
are just  a  few of  the ways we have 
been able to leave a  last ing 
impact  within the community 
through these projects :

2010 – Rwanda Mil l  grinder
2011 – Peru Solar Hot Pot
2012 – Peru Power Source
2013 – Peru Project
2014 – Genesys Works
2015 – Brookwood 
2016 – Collaborative for Children
2017 – Artist  Boat
2018 – The Landing
2019 – Eli jah Rising
2020 – Hope Vil lage
2021 – Project  Row Houses

O n e  o f  t h e  m a n y  d o o r s  a t  P r o j e c t  R o w  H o u s e s  
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As Houston continues growing as an innovation hub, 
higher education institutions, including the 
University of Houston, are implementing new ways 
to connect with and educate students in that sector.

The Sales Academy was designed to do just that. Part 
of the Stephen Stagner Sales Excellence Institute, the 
academy is seeking to solve a major pain point for 
companies that struggle to �nd quali�ed talent: 
individuals who understand both technology and 
sales. It's the latest in Houston's e�orts to develop a 
technology ecosystem that attracts and retains 
fast-growing startups.

Students accepted into the 8-week, part-time 
certi�cation course receive specialized training on 
the art and science of sales as a Business 
Development Representative. This includes in-class 
presentations, live-selling experientials, exclusive 
face-time with leading tech-industry executives, and 
instruction from the award-winning faculty at the 
Bauer College of Business.

They encouraged us to 

research a few companies 

that they had connections 

with to see if any positions 

interested us. I was 

immediately drawn to GoCo. 

I asked the SA team to 

introduce me to the CEO of 

the company and before I 

knew it, it was my third 

interview and I was being 

offered a role as an Account 

Executive.

“

”

BRINGING
TECH
TO HOUSTON.

BRINGING
CAREERS

TO YOU.
Learn more at www.thesalesacademy.org

TO JUMPSTART YOUR CAREER?
ARE YOU READY
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Dr. Michael Ahearne is the most prolific sales researcher in the world. 

He and his team of PhD students account for over 45% of the Tier 1 

research in sales and sales management. Before entering academia, 

Mike played professional baseball for the Montreal Expos and worked 

in marketing research and sales operations for Eli Lilly and PCS 

Healthcare. 

Nalani Gruel graduated from PES in 2019. A few months after graduating 

from UH in 2020, she started as the Marketing & Communications 

Program Manager where she is responsible for G&A, the Sales Career Fair, 

marketing and supports other institute initiatives, including coaching our 

sales competitions.

Dr. Johannes Habel joined the SEI team in September 2020 after 

teaching full-time at the University of Warwick in the United 

Kingdom. He brings with him expertise in digital transformation, the 

psychology of selling, artificial intelligence, and more. Every spring 

semester he teaches Digital Sales to PES students alongside his rigorous 

research schedule.

Dr. Ed Blair is the Cyvia and Melvyn Wolff Endowed Chair in 

Entrepreneurship and Chair of the Department of Marketing & 

Entrepreneurship in the C. T. Bauer College of Business, University of 

Houston. Thanks to Ed’s visionary leadership, PES exists today.

T h e  p e r f e c t  b l e n d  o f  
e x p e r i e n c e ,  k n o w l e d g e ,  &  p a s s i o n



”

Evelyn Hidalgo graduated from PES in 2019 and immediately joined the 

SEI team as the Institute Manager. Her responsibilities include overseeing 

our relationship with our corporate partners, job placement for PES 

students, managing the Sales for Social Impact and the Key Accounts Selling 

classes.

After a career in the mattress and bedding industry, Craig McAndrews 

has used his C-Suite experience to teach at Bauer since 2017. Currently, he 

oversees our open enrollment programs for professionals, is the host of 

SEI’s Sales Scholars podcast, and teaches in PES.

Carl Herman has been teaching at UH for over 20 years. He brought his 

experience and expertise from his sales careers in the technology and oil & gas 

industries. Carl continues to flex his sales muscles while selling and 

managing our custom executive education programs. In 2019, Carl submitted 

and won a grant that allows SEI to create the Master of Science in Sales 

Leadership at Bauer - the first degree of its kind in the United States.

John Pingel graduated from PES in 2003 and began his career in sales 

before returning to serve as the Director of Corporate Relations at SEI. In 

addition to teaching the Advanced Professional Selling and Key Account 

Selling classes, he launched  The Sales Academy in 2019 where he aims to 

bring more technology sales jobs to Houston.

Saira Nadeem, MFA graduated from PES in 2013 and served as the 

Institute Manager until May 2019. In her role as Institute Manager, she 

managed our SEI corporate partnerships alongside the Director of 

Corporate Relations. While working at SEI full time, she completed her 

MFA in Creative Writing at UH. The SEI team thanks Saira for her 

contributions as an editor for the 25th Anniversary Sellebrations Magazine.



Yara Suki joined PES in 2013 and served as an Assistant Program Manager 

before graduating from UH in 2015. She spent two years at Houston-based 

Mattress Firm before returning to PES as a Program Manager in 2017. In 

2019, she became the Director of PES where she oversees the PES Open, 

recruiting, marketing, and serves as the sales manager for the students.

With over 11 years of corporate experience in recruiting, sales, and 

marketing, Amy Vandaveer Novak is the SEI communications and personal 

branding expert. She started teaching at UH in 1999, and after getting her 

MBA in 2011, has taught full-time in PES and in Bauer’s full-time MBA 

program. 

Lameese Taha graduated from PES in January 2020 and returned to the 

team full-time in 2021 as the Program Manager of Executive Education. 

Her responsibilities include managing our custom and open-enrollment 

programs while also supporting the Sales for Social Impact and Digital 

Sales classes.

James (Randy) Webb retired from a 20-year career in consumer packaged 

goods, including acting as the President of Uncle Ben’s Rice in Houston. 

After retiring from his sales career, he made his way to  UH where he now 

serves as the Executive Director of the Institute. Randy also teaches in PES 

and in Bauer’s Executive MBA program.

Steve Stagner is currently a managing partner at Fireside Holdings and Executive 

Chairman at Foundry. During his time as the Executive Chairman and CEO for 

Mattress Firm, he was responsible for the company’s strategic vision as well as all 

of its core functions including sales, marketing, merchandising, finance, and 

operations. In 2015, Steve endowed the Institute, which became known as the 

Stephen Stagner Sales Excellence Institute. This gift allows PES students to earn 

scholarships for completion of their first semester in PES.
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