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BIO: 

Todd Lenhart has more than 15 years 

of combined experience in the areas 

of Sales, Negotiation, Organizational 

Development, and Finance. At SNI, 

Todd has implemented training solu-

tions across a wide variety of Fortune 

1000 clients including Verizon Busi-

ness, ESPN, Sherwin Williams, T. 

Rowe Price, Bank of America, Allied 

Capital, Sanofi-aventis, Comcast, 

W.L. Gore & Associates, and Ecolab. 

Todd served 8 years as Executive 

Vice President before being named 

President of SNI. A member of the 

Maryland Society of CPAs, Todd has 

combined his financial background 

with his strong sales skills to deliver 

strong results to clients and employ-

ers alike. 

 

Prior to SNI, Todd held a ten-year 

tenure with Allegis Group, the largest 

privately held Professional Services 

Staffing firm in the world. In his time 

at Allegis, Todd served in the roles of 

Chief Learning Officer, Vice President 

of Sales, Vice President of Finance, 

and Vice President of Business De-

velopment. He was responsible for 

building, implementing and delivering 

core fundamental recruiter and sales 

training to over 8,000 Recruiters and 

3,000 Account Managers as well as a 

leadership program for the top 400 

people in the organization.  Addition-

ally, Todd developed and imple-

mented the strategic plan for Allegis 

University that trained 9,000 employ-

ees on an annual basis. In addition, 

Todd spearheaded the development 

of a specialized Accounting & Finance 

Staffing Division within Allegis, and 

helped grow the company from 10 to 

300+ offices across the world. Prior to 

his time at Allegis, Todd began his 

career at Arthur Andersen where he 

specialized in Auditing Real Estate 

and Banking clients as a Staff and 

Senior Auditor. 

 

A graduate of Penn State University, 

Todd is an active member in the Strategic 

Account Management Association 

(SAMA) and the Society for Pharmaceu-

tical and Biotech Trainers (SPBT). In his 

free time, he enjoys volunteering for such 

organizations as Habitat For Humanity, 

Fellowship of Christian Athletes, as well 

as the Loyola College Advisory Board. 

Mr. Lenhart lives with his wife and four 

children in Gambrills, Maryland. 

 

About 

Shapiro Negotiations Institute: 

In the field of professional training 

and coaching, there appears to be two 

distinct ends of the spectrum of avail-

able education. At one end, there is 

the academic delivery of "theoretical 

approaches" as exemplified by vari-

ous programs sponsored by high-

profile universities. At the other end, 

some presenters deliver entertaining 

material based on their individual ex-

periences, but fail to provide a trans-

ferable systematic approach that will 

have a long-lasting organizational 

impact. 

 

SNI was founded on the concept that 

between the "ivory tower" and "street 

smarts" there is a middle ground ap-

proach that is more effective. SNI has 

developed a unique approach to busi-

ness education that combines the ac-

ademic – a systematic approach 

based on experience, research, and 

partnerships – with a style of delivery 

that is personal, engaging, and dy-

namic.  

 

We get to know our clients, their busi-

ness, and the challenges they face, so 

our programs have the horsepower to 

deal with everyday encounters and 

business demands. 

 

Business Services 

Relationship Training 
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CEOCFO: Mr. Lenhart, would you tell 

us about SNI, Shapiro Negotiations 

Institute?   

Mr. Lenhart: SNI is a global perform-

ance improvement company focused 

in the area of negotiations, influence 

and sales optimization. We are a 

company that works in a global way 

with Fortune 1000 companies, pre-

dominantly, to help them drive bottom 

line results through training. We have 

been around for going on eighteen 

years now. We deliver our program in 

a highly customized way across a 

number of different verticals within 

the marketplace.    

 

CEOCFO: What is a common pro-

gram that you might do? What are 

some of the features of a program 

that people might not expect could 

even be done through training? 

Mr. Lenhart: Our approach is one 

that is at the core. When you think 

about negotiations training and influ-

ence training there is a broad spec-

trum. You have the highly 

academic approach, and on 

the other end of the spec-

trum you have got the “one 

man band” approach, in 

terms of both content and 

delivery. We are really in the middle 

of the spectrum in that our approach 

is one that is relationship based. That 

means that we believe that to do a 

great negotiation it needs to be one 

where there is a relationship at the 

end that sustains the deal. We be-

lieve that people need to be system-

atic under pressure. Rather than de-

livering a lot of theory in the class-

room we get into much more around 

trying to institutionalize and give peo-

ple habits and tools to help them be 

more effective under pressure. For 

example, we typically run a two day 

program. It starts with pre work. There 

is a two day event, and then there is a 

lot of pull through afterwards. I try not 

to speak about it in terms of “hey, 

here is this event,” like a car wash. It 

is much more about giving people 

habits and tools that they can take 

with them and apply right away to 

their deals, to their situations, and 

then reinforce the content they are 

after. In terms of how we deliver that; 

we are not a slide pushing organiza-

tion. We like to come in on the front 

end, really understand our clients 

business, understand their current 

challenges, understand their competi-

tive threats, understand their value 

proposition, and then work with them 

to build a program that aligns with 

everything they are currently doing; 

but then taking them to the next level 

and giving them a systematic ap-

proach to utilize and execute under 

pressure. I could talk about the class-

room experience if you wanted me to, 

but that is kind of, in a nutshell, how 

we do what we do.      

 

CEOCFO: When a client comes to 

you do they know what they want? Do 

they say “this is the part of the busi-

ness that we want to fix”, or do they 

say “here is our problem, help us?”  

Mr. Lenhart: I would say that it var-

ies. It really depends on the industry. 

It depends on the type of skill set. We 

are really not a solution where people 

have a check in the box, “I want to 

have X soft skill training and we need 

you to fulfill that need so we can 

check the box. Our training tends to 

be much more aligned with strategic 

objectives. As far as your question, 

our competitors are undercutting us 

and our sales team is having a very 

difficult time positioning our value and 

protecting our margins. We need 

help.” We do not walk in and say, 

“here is the program off the shelf for 

that,” but we do have a number of 

options in terms of content that we 

then, after we go in and really assess 

the need, we come back to them and 

say, “here is the content that we think 

really applies to that challenge.” The 

majority of our scenarios come that 

way. A number of our scenarios in-

clude: “we need to be better negotia-

tors, we leave money on the table, we 

have very ‘green’ people, we are 

dealing with highly trained, highly 

powerful procurement people now.” 

Every company is trying to maximize 

their margins, particularly on the 

global procurement spectrum. There-

fore, we are trying to help many of the 

sales forces that we work be more 

productive in those settings. That is 

another scenario. Then we have other 

scenarios such as in the life sciences 

world where there are a small per-

centage of people that actually nego-

tiate. Much more of what they are into 

is influencing; influencing a third 

party, influencing a physician to write 

a prescription based on the efficacy of 

a specific drug solution. You cannot 

negotiate with them or sell for them. 

You have to position to them in a way 

that makes sense to them what you 

product does, so that when they are 

under pressure and they are writing a 

prescription and diagnosing some-

thing they fully understand the capa-

bilities of your product. We work with 

life sciences and biotech companies 

to help them be more effective on 

that front.      

 

CEOCFO: You mentioned one verti-

cal just now, but that you have sev-

eral. What industries do you typically 

work with? Do you have a deliberate 

plan, or is it more opportun-

istic? 

Mr. Lenhart: It is interest-

ing. Our roots are in sports. 

My partner Ron Shapiro 

developed a reputation as 

one of the best, what they called at 

that time, “super agents”. He has rep-

resented more Hall of Famers than 

anyone in the game within baseball; 

going back to people like Brooks Rob-

inson and Cal Ripen and Eddie Mur-

ray and Kirby Puckett, through to guys 

today like Joe Mauer. Ron developed 

a reputation in that world as doing 

deals that were fair and building rela-

tionships. We took that approach 

twenty years ago and said “there is a 

way to take that and really get the 

attention of people in the business 

world and utilize some of the analo-

gies of sports, but deliver a program 

that is highly targeted towards corpo-

rate America.” Therefore, we entered 

in a number of different verticals. I 

would not say that it was anything that 

was planned. It has been fun in that 

we still do have presence in sports. 

We still do consult.  Part of what 

makes our approach very realistic is 

that we are still negotiating every day. 

We are at the forefront of negotiating 

million dollar contracts every day, and 

that certainly makes what we teach 

“That means that we believe that to do a great 

negotiation it needs to be one where there is a 

relationship at the end that sustains the deal.”  

                                                      - Todd Lenhart 
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much more relevant that something 

that is academic. We took that ap-

proach and went into verticals such as 

financial services and life sciences. 

Within financial services we are in the 

insurance world and we are in the 

commercial banking world. We do 

work in consumer products. We do 

work with companies like Sherwin 

Williams that sells paint, in a number 

of different ways. We do work with 

entertainment companies like Sony 

Pictures Entertainment and ESPN. 

We do work with professional ser-

vices firms such as Price Waterhouse 

Coopers and Moss Adams. It is really 

a broad spectrum of application in 

that people are always negotiating. 

They are always negotiating; whether 

that is internally or whether it is exter-

nally.  If people are not trained in how 

to negotiate, they typically acquire the 

skill by what is done to them, all the 

way back to childhood, through to 

their adult education. They are typi-

cally taking a negotiation approach 

that they have either observed or that 

has worked against them or worked 

for them. Very rarely do we ask 

someone “what is your process for 

negotiation.” It is very difficult for 

them to answer. Therefore, we try to 

take people and take what they are 

already doing well, and help them 

build that into a system so they can 

have confidence under pressure. That 

applies across any industry.       

 

CEOCFO: How do you reach poten-

tial customers?     

Mr. Lenhart: Mainly through referral. 

I would say that two thirds of our busi-

ness is through referrals. We have a 

prominent position in a number of 

trade organizations; the Strategic Ac-

count Management Association, the 

American Society for Training and 

Development; they call it ASTD, the 

Society for Pharmaceutical and Bio-

tech Trainers, SPBT, a number of 

trade organizations where we are 

prominent speakers and partners with 

them, where we meet perspective 

clients through our work with those 

organizations. I would say, by and 

large, it is through word of mouth and 

our reputation.      

 

CEOCFO: Where do you see the 

most growth? 

Mr. Lenhart: That is a good question. 

I think that economically speaking, 

right now, everyone is looking to see 

where they can “save money”. We 

work on the buy side and the sell side, 

so we have perspective of what the 

buy side is into and we have perspec-

tive as to what the sell side is into, on 

both sides of the corporate equation. I 

would say that our growth is really 

attached to the industries that are out 

there, such as Verizon, which is a big 

client of ours. It is a global client and 

they are transforming their business 

to compete with a much different set 

of competitors than they ever have. I 

would say that the growth for us is 

attaching ourselves to companies that 

are progressive in their thinking and 

from a strategic standpoint, are willing 

to take risks, and want to be able to 

arm their teams, and mainly with 

companies who want to invest in their 

people. I have been a part of several 

recessions, going back to the early 

‘90’s. I think that when you look at the 

cycles of corporate America one con-

stant is that you still need to invest in 

your people. From a technical stand-

point there is a war for talent in this 

country that is very real in some ar-

eas, and in other areas you have peo-

ple who are very accomplished who 

cannot find jobs. We want to be able 

to work with organizations that still 

want to invest in their people and help 

them rise. We believe that what we 

teach is very close to the bottom line. 

When you invest in what we do it is 

less of an overhead cost and more of 

an investment that is going to bring 

you a return right away. We think our 

growth is going to be attached to 

those companies that see us in that 

light.      

 

CEOCFO: You were with Allegis for 

about ten years before SNI. What was 

some of the lessons that you learned, 

or the more important concepts you 

learned there that you have been able 

to bring to the table at SNI that are 

most helpful?    

Mr. Lenhart: I was very fortunate at a 

very young age to be exposed to a 

couple of very dynamic leaders - the 

gentlemen who ran Allegis group. 

One of the things that I learned very 

early was an investment in people 

and accountability for leadership. 

There were principles that were in 

place there; and this is a rapidly grow-

ing company, when I joined it there 

were thirty offices and when I left 

there were over four hundred. It was a 

rapid growth environment, and the 

main constant for building that culture 

was hiring people with character and 

competence. If you have someone 

who is going to be committed and you 

have someone who wanted to work 

hard it was the organizations and 

leaderships responsibility to arm that 

person with the skills and the tools to 

be really effective. That was one of 

the things I learned; how leadership 

needs to both model that and em-

brace learning. I kind of morphed into 

a leadership role in the training side of 

that organization. One of the things 

that happened in that transformation 

was just learning to mentor and coach 

people with precision. Many times 

people say, “hey, Lynn you just do not 

have it” or “hey, Todd you just do not 

have it.” What is “it”? How do I get the 

competencies behind defining what 

“it” is and then really coach people to 

be effective. The elite organization is 

world class in their ability to develop 

people and that is what has made 

them a market leader to this day.    

 

CEOCFO: Why should investors and 

people in the business communities 

be pay attention to Shapiro Negotia-

tions Institute? What makes you a 

special company? 

Mr. Lenhart: I would say that first and 

foremost it is our people. We have a 

group of people here that are proven 

professionals that are committed to 

lifelong learning. No one here looks at 

themselves as having arrived. I think 

it is a group of people that is open to 

learn and when we work with clients 

we certainly approach it that way. 

However, we bring the expertise and 

the credibility to the table. That makes 

us very unique in our industry. We are 

not a bunch of slide flipping trainers, 

so to speak. There other thing is ROI. 

We stand behind it. Many times we 

put our fee at risk and we tell clients 

that if we cannot drive impact then do 

not pay us. It is not a situation where 

you have to pay this much for training 

and check the box. We can drive bot-

tom line results. We have been able 

to show that over and over again in a 
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number of different industries by driv-

ing key performance indicators 

through our training. Those two 

things, I think, are what make us very 

unique, and that is what our clients 

tell us. 
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