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About Psychological

Associates

For over 40 years, Psychological
Associates has been a leader in
providing sales development work-
shops that emphasize real-world
application and results. The foun-
dation of their programs is applying
behavioral science to the real, prac-
tical business world. Salespeople
learn how to adapt their own sales
behavior to any type of customer,
even the most difficult. They also
gain understanding of buyer and
seller behaviors that they can apply
immediately. 

The signature feature of its sales
workshops is what Psychological
Associates calls the “real-life customer
case.” Participants are asked to
choose an actual prospect, one likely
to yield a high return, as the basis for
planning and rehearsing a sales call.
Every effort is made to help partici-
pants to actually conduct this sales

call successfully, soon after the
workshop.

For its innovative leadership, in
1990, approaching its 25th year of
sales training, Psychological
Associates was presented the Sales
and Marketing Professional Contri-
bution Award by the American
Society for Training and Develop-
ment. The ASTD noted that
“Psychological Associates helped
move the field forward to a more
professional status by demonstrating
that the behavioral sciences could
have a significant impact on teaching
people how to sell and influence
others more effectively.”

Psychological Associates’ sales
development programs have been
used effectively over a wide variety of
industries, such as manufacturing,
financial services, insurance, trans-
portation, agri-business, beverage,
and retail. These include many
Fortune 500 companies.
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