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PART I

COURSE ORGANIZATION

AND

TEACHING METHODS

To the Instructor

Thank you for choosing ABC's of Relationship Selling to use in your class!  It has taken years to bring you the textbook and the accompanying materials.  The material has been class tested numerous times in both academic and continuing education classes. Students, salespeople, and sales managers have found the material to be educational, enjoyable, practical, and real-world.

The instructor’s manual was designed to assist instructors as much as possible in teaching the selling course.  It has been particularly written for those who have either never taught the course or not taught the course very often.  It will also be a big help to the instructor looking for a different selling textbook to use for a change of pace.  Here is what is available for you:

1.
A lecture outline of chapter material.

2.
An answer to end-of-chapter exercises and cases.

3.
True-False and Multiple-Choice test questions.

4.
Transparency masters both within and outside textbook.

5.
A computerized test bank available from McGraw-Hill and their TeleTest service (1-800-331-5094).

6.
A new videotape featuring students' role playing and examples from industry.

7. Course organization and teaching methods materials.

8.     Irwin/McGraw-Hills faculty service telephone number is 1-800-338-3987, #3, #2.  For Professional            Schools call 1-800-256-5657.

As you will see, an enormous amount of time and effort was expended to provide you valuable assistance. Having been in sales with Colgate, Upjohn, and Ayerst Laboratories for eight years, plus having taught the course over 40 times, I still welcome all the help I can get from time to time.  So I know how much an instructor’s manual can aid you.  I sincerely hope it is a help to you!

I teach the personal selling course.  In addition to the two lecture sections, students can sign up for one of six labs for their role-plays.  Currently role-plays consist of the "Sell Yourself on a Job Interview," practice role-plays like the approach-close combination, and the traditional product sales presentation.  Role-plays take up about two months of the three-month class.  You can appreciate the tremendous work, coordination, and grading required for such a class.  Thus over the years, our course has evolved into a highly organized, well thought out, structured course.  This is why you have such a great IM and instructor's Web site at your fingertips.  This material has grown out of training thousands of students over the years.

Special recognition goes to Sarah Hopkins for her hard work on this IM.  Her attention to detail helps make this the best IM accompanying the text in its eight editions.  Finally, I would like to thank Thomas K. Pritchett of Kennesaw State College and Betty M. Pritchett for developing an excellent test bank for you. I can create any 50 multiple-choice question test and my students average 76 to 83 on it.

Please let me hear from you on what you are doing in your classes. If you have questions for me or if the publisher or I can do anything for you please call or write me.  Thank you!



Charles Futrell

TAMU – Marketing Department

College Station, TX 77843-4112





(979) 845-5889  http://futrell-www.tamu.edu

c-futrell@tamu.edu  

Professor Futrell Online!

Beginning in the Fall 1997 I went "Online" with both my personal selling and sales management courses.  While time consuming to set up the Web site, technology is allowing us to do a much better job of interacting with our students.  Students like this "student contact system."

You are invited to visit my Web site at either http://futrell-www.tamu.edu.  Occasionally it is down for repair, so E-mail me if you have trouble getting into the site.  My E-mail is 

c-futrell@tamu.edu.

What follows is a brief overview of my student contact system.  Students enroll in one of two lecture sections and one of six labs. The labs are where students do their video role-plays. My sections are for business majors only.

On the Web site you can go to Classes, Marketing 435, and Course Overview to see how I organize the course, lectures, sales lab, and role-plays.

Student Contact System

Students come to the main page for the course and click on "Important – REGISTER."  They register their student and E-mail numbers.  I have them sign a release that it is OK to post their grades using their student numbers.  You could assign each student a password.  Registering helps insure the numbers are inputted correctly. With a digital camera you can also have a nice picture of each student appear on their grade page.

Students receive all grades on line.  I routinely E-mail them such things as when grades are posted and announcements, such as grades are up or a reminder of a test or assignment due soon.

We are continually improving this student contact system and our teaching procedures using technology. Please contact me any time to see what works or what we are experimenting with today.

Web Sites for Personal Selling and Sales Management

Please look at both courses' Web site.  Also, click on the book covers to allow you or your students to print out such things as a complete chapter outline of each book and example test questions.  I also have the URL's of hundreds of organizations having the largest sales forces in America.

Student Application Learning Exercises (SALES)

Most of us teaching this course require our students to create a sales presentation and role-play it with a buyer. Students often postpone working on their role-play exercises until days before it is due.

Fall 1997 I experimented with the use of SALES.  It worked well. While students fussed about the extra work, close to 100 percent said the SALES helped them prepare for their main role-play.  I plan on using them in the future.  Because students felt SALES were a good learning tool, I put them in this edition of your book.  Example SALES are available on my web site under Classes, Marketing 435, Personal Selling, Assignments, and Instructors only.  E-mail me for the password.

Chances are you will choose to modify them to your learning objectives.  They are in the book to show what has helped us to better prepare students for their main course exercise.  The SALES appear at the end of chapters 3, 5, 7, 9, 10, 11, and 12.
I pick a product—and provide all information—that everyone in class uses to complete the SALES.  This makes it easy to grade and go over in class.  I always explain each SALE the class period before it is due.  Try mine or create your own SALES.  Please let me know how they work for your students.

Marketing 435

Personal Selling
Instructor:

Professor Charles Futrell

Office:


222L Wehner Building

Office Hours:

Tuesday & Thursday, 10:15-10:45 and 2:00-2:30, and by appointment

Telephone:

(979) 845-5889

E-mail:                        c-futrell@tamu.edu
WWW:               
http://futrell-www.tamu.edu
Course Objectives
The basic objectives for this course are:

•
for you to gain an understanding of personal selling as a major function within the marketing and promotional mix of a firm.

•
to improve your communication ability.

•
to familiarize you with the principles of selling.

•
to have you prepare and present a sales presentation by visually, verbally, and nonverbally communicating your information using the selling skills discussed in class and in your textbook.

•
for you to consider a career in sales.

Course Approach
Classes will be a combination of discussion, various exercises (conducted both inside and outside of the classroom), and lectures.  You will participate in several role-playing exercises.  The purpose of these activities is to provide you an opportunity to practice your communication and selling skills. Your class participation is expected and appreciated.

All assignments must be based upon your own work.  You cannot work with other students except to practice your product sales presentation with your buyer.

This Would Be A Big Help!
A big help to your earning a higher grade and greatly enhancing your “learning” would be to talk with two or more salespeople who sell your product, plus two or more buyers of that product.  However, this is not a requirement of the course.

Required Text
Charles M. Futrell, ABC's of Relationship Selling Through Service, Burr Ridge, Illinois: Irwin/McGraw-Hill, Inc. 2005.

Prerequisites
Marketing 321 -- the introductory marketing course must be taken before taking the course.

Students with Disabilities

The Americans with Disabilities Act (ADA) is a federal anti-discrimination statute that provides comprehensive civil rights protection for persons with disabilities. Among other things, this legislation requires that all students with disabilities be guaranteed a learning environment that provides for reasonable accommodation of their disabilities. If you believe you have a disability requiring an accommodation, please contact the Department of Student Life, Services for Students with Disabilities in room 126 of the Koldus Building, or call 845-1637.

Note: if you feel you are entitled to special accommodations because of a disability, please see me within the first two weeks of class.
VHS Videocassette
You will need a VHS videocassette for the product sales presentation role-play.  On the videocassette write your: (1) name, (2) section number, (3) lab time, and (4) which role play you want us to grade.  You may pick up your video after the course is over.

Tests
Multiple-choice questions will be used to test your knowledge of all materials associated with the course, such as the text, lectures, videos, and possible outside guests’ discussions.

Make-up Tests
If you miss a test, you must take the make-up exam.  This make-up exam is comprehensive -- over the entire course.  Questions are taken only from your textbook.  You do not have to give me an excuse if you miss one test.  If you miss two tests you will have to withdraw from the course.  See the “tentative schedule” for the pace, day, and time of the make-up exam.

Role-Play is a Test
The role playing exercises will test how well you understand and can apply the course materials.  Role-plays also show how motivated you are to perform at a high level.  To do well requires you to:

1.
Aggressively collect and develop all materials for the presentation.

2.
Use class and textbook materials to develop the communication aspects of the presentation -- follow instructions.

3.
Do an excellent job of creatively writing your paper.  You must label all selling techniques used in your presentation.

4.
Practice, practice, practice.

Caution:
Your role-play project must be totally your own work.  You cannot use or follow someone else’s written or verbal project in any manner.  If done, you will be considered cheating and proper University discipline actions will be taken by the instructor.  You cannot sell any of the following products:  (1) Liquor, (2) Tobacco, or (3) Firearms.

Final Grade
Final grades are based upon the Official University policy.  There will be no curve.  A 79.9 average equals a “C.”  Your final course grade will be determined by dividing your total points earned by the course’s total points.  Total points for the course will be 1170 depending upon whether or not you are a buyer; if you are not a buyer, your total points will be 1165.

  800 points -- two tests

  275 points -- product presentation 

    70 points -- SALES (10 points each)

    25 points -- maximum buyer’s grade

1170 points -- points for course

If used, add final examination.

Your course grade (average) will be calculated as:

· your total points/your course grade=course grade

Bonus grades will be available to you throughout the course.  Earning bonus points does not change the course's 1170 maximum point value.  Earning 20 bonus points, for example, is like receiving extra 20 points on a test.

E-Mail--You Need It!  c-futrell@tamu.edu
You will be informed of class activities, grades, assignments, bonus opportunities, etc. by e-mail. If you do not have an e-mail account, please set one up. The fastest way for you to get a response from me is using e-mail. This includes questions or comments about the course.

SALE Assignments

SALE refers to a Student Application Learning Exercise. SALES will help you better understand the class, tests, textbook, and project. Each of these learning exercises is directly related to what you have to do in this class. They help give you the background to perform well on all work that receives a grade, including tests and class project. The better you do on your SALES, the higher will be your scores on all other work that receives a grade. SALES directly impact your bottom-line!

All SALE assignments are to be totally your work. You can not work with anyone. If you do work with anyone on the assignments it will be considered cheating and handled appropriately.

Assignment Formats
All assignments must be typed in a single- or double-space format. No assignment will be accepted late unless the delay is due to an Official University Excuse. Late refers to after the class is over on the day the assignment is due.

Assignment Cover Page. You must have a cover page for all work turned in for a grade. On the cover page type: (1) your name (2) ID number (3) Marketing 435 (4) lecture section number (5) date assignment is due (6) title of assignment. Staple all pages together.
If you do not have a cover page with the above information, the assignment will not be graded and you will receive a "zero."
Also, you must use the exact format of each SALE. Using the form provided, type out your answers. 

Why are we asking for the above? We will grade over 2000 total assignments. Some people's handwriting is very challenging to read! This will aid in getting the grades back to you in a timely manner. Thanks for understanding.
The product presentation format is discussed later in this handout.

Conduct in the Classroom 

1. We have beautiful and state-of-the-art classrooms in the Wehner Building. We want to maintain high quality conditions of these classrooms for the students for future years. Thus, it is necessary for you to adhere to the established policy of NO BEVERAGES, FOOD, TOBACCO PRODUCTS, OR ANIMALS (unless approved) within the Wehner Building Classrooms. This includes having closed containers on the floor, desk, being held, or able to be seen in an open book bag. Your assistance in enforcing this policy is greatly appreciated. 

2. No talking in the classroom while your instructor is conducting the class. Please do not talk when students are contributing to class discussion; when guest speakers are visiting with you; during videos; and at times when talking can disturb others in the classroom. 

Should either of the above occur you will be:

A. Asked to stop talking or take food, drink, and/or tobacco products out of the room. You may be asked not to come back to class without a written admission note from Dr. Rajan, Head of the Marketing Department. 

B. The second time you do not follow the above guidelines, up to 50 points will be deducted from your grade. You will be ejected from the class. To come back to class, you must have a written admission note from Dr. Rajan. 

C. Each time thereafter you'll have up to 100 points deducted from your grade and required again to leave the classroom and talk with Dr. Rajan for admission back into the classroom. 

Copyrighted Materials

The handouts used in this course are copyrighted. By "handouts" I mean all materials generate for this class, which include but are not limited to syllabi, quizzes, exams, lab problems, in-class materials, internet web materials, review sheets, and additional problem sets. Because these materials are copyrighted, you do not have the right to copy the handouts, unless I expressly grant permission.

Handouts and Plagiarism

As commonly defined, plagiarism consists of passing off as one's own the ideas, words, writings, etc., which belong to another. In accordance with this definition, you are committing plagiarism if you copy the work of another person and turn it in as your own, even if you should have the permission of that person. Plagiarism is one of the worst academic sins, for the plagiarist destroys the trust among colleagues without which research cannot be safely communicated.

If you have any questions regarding plagiarism, please consult the latest issue of the Texas A&M University Student rules, under the section "Scholastic Dishonesty."

Professor Futrell's E-Mail and World Wide Web Site

Please contact me anytime using e-mail. My address is: c-futrell@tamu.edu

The e-mail address is also available at the College of Business World Wide Webb address: http//business.tamu.edu.

Go to the Marketing Department and click on faculty. You may also contact me using the Ask Professor Futrell feature of my Web site. It is best for you to use c-futrell@tamu.edu.

Should you need extra copies of class handouts, first check the Marketing 435 Web site under Classes. If not found, please contact Professor Futrell.

Marketing 435

Personal Selling

Tentative Schedule

Aug. 29
Welcome and introduction to the course.  Chapter 1--Life, Times, Career of the Professional Salespeople.


31
Chapter 2--Social, Ethical, and Legal Issues in Selling.   Please turn in your “Student Information Sheet” today.


Sept. 5
Chapter 3--The Psychology of Selling: Why People Buy.  Before coming to class.  Answer end-of-chapter questions 6 and 9.  You will not turn in answers.  We will discuss in class.  Discuss SALE 1 today.


7
Chapter 5--Communication and Persuasion: It’s Not All Talk. Turn in SALE 1 today.  Discuss SALE 2 today.


11-13
Meet in Wehner 101--The Research and Experimental Learning Lab during your lab time.  Tour of lab; you select your buyer/partner; lecture.  NO class in your regular lecture room Tuesday, Sept. 12.


14
Chapter 5--Sales Knowledge: Customers, Products, Technologies. Turn in SALE 2 today.


19
Catch-up


21
Chapter 6--Prospecting--The Lifeblood of Selling.

26
Test 1--Chapters 1, 2, 3, 4, 5, 6, plus outside materials.


28
Chapter 7--Planning the Sales Call is a Must!  Chapter 8-- Carefully Select Which Sales Presentation Method to Use; Chapter 9-- Begin Your Presentation Strategically; Case 9.3 “Electronic Office Security Corporation.” Bring your book to class.  Chapter 10-- Elements of a Great Sales Presentation.   Review Selling Experimental Exercise before coming to class. Discuss SALES 3 and 4 today.


Oct. 2-4
Meet in Wehner 101 (during your lab time) for video of the approach and first two SELL Sequences of your sales presentation.  Bring your own video.  No lecture in your regular class room on Tuesday, Oct. 5.  Dress for video is informal for both buyer and seller. Turn in SALES 3 and 4 today. Discuss SALES 5 and 6 today.


5
Chapter 11--Welcome Your Prospect’s Objections.  Review Selling Experimental Exercise before class. Turn in SALES 5 and 6 today.  Discuss SALE 7 today.


10
Chapter 12--Closing Begins the Relationship.  Review Exhibit 12-9 for a multiple-close example, Exhibit 12-11, and read Case 12-3.  Review Selling Experimental Exercise before class. Turn in SALE 7.


12
Catch-up


17
Test 2--Chapters 7-12, plus outside materials.


19
Review and catch-up.


23-25
First product sales presentation video.  Meet in your lab.  Bring your own videotape if selling.  One-half of class will “sell” this week.  The second half of class will “sell” next week--Oct. 30, 31, Nov. 1.  You will be assigned a specific time and day to buy and sell.  Everyone turn in your presentation paper during your lab time this week.  Each day your paper is late, 50 points are deducted from paper’s grade of 200 points.  The video grade is not affected by a late paper.


26
Thursday; help session on your presentation during regular class time in Wehner 118.  Attendance is optional.


Oct. 30-31
First product sales presentation video.  The second-half of class “sells” this week.

Nov.
2
Thursday; meeting in classroom (Wehner 118) for help session on sales presentation.  Attendance is optional.

6-8
Second product sales presentation video for one-half of class.  Repeat same presentation.


13-15
Second product sales presentation video for second-half of class.  Repeat same presentation.


21
Turn in (Wehner 101) video and bonus project before your lecture class.  Set video on presentation you want graded.  Label video with your name, lab, time, and segment to grade.  Wehner 101 will be open 15 minutes before your lecture class time.


21
Review and catch-up.


23
THANKSGIVING DAY.


28
Chapter 13--Service and Follow-Up for Customer Satisfaction and Retention; Evaluation of class.  Bring #2 pencil.

30 Chapter 14—Time and Territory Management: Keys to Success


Dec. 5
Comprehensive make-up examination during your regular class time.


6
Last of fall semester classes.


7
Reading day--no classes or examinations.


8
Final Examinations



Bring green Scantron #882-ES for final examination only.

Sales Presentation Guidelines

1.
As a salesperson, it is your responsibility to develop your own presentation--not your manager’s.  Thus, I will not be available to comment on what specifically you should do to develop your presentation.  I am available to explain the project.  By listening in class, reading your text, visiting the library, contacting companies, and by your own ability, you will research, develop, and deliver a presentation that SELLS.

2.
Presentation time limit = 8 minutes maximum; your buyer is a busy person.

3.
The buyer’s grade will be based upon the video presentation the seller selects to be graded for his/her product sales presentation.

4.
Go to Wehner 101 15 minutes or more before your appointment time.

5.
You must create and turn in for grading an original typed, double-spaced paper.  It will not be returned to you.  Please keep a copy.  This paper is very important to your grade on this project.  The paper should contain:

A.
A cover sheet.

B.
The “calling card” you create.  Using a piece of typing paper, create your card. Make it the size of a business card.  It does not need to be professionally done.

C.
Customer analyses: (1) description of the customer--the individual-- you are calling on. (2) internet road map and direction (3) internet weather (On page of its own with title at top of page).

D.
Your sales call objectives.  (On page of its own with title).

E.
On a page of its own with a title of “customer profile and planning sheet” (see Chapter 7 for example) containing:

1.
Name of company.

2.
Address of company.

3.
Type of business.

4.
Name of buyer.

5.
People who influence buying decision or aid in using or seeing your product.

6.
Buying hours and best time to see buyer.

7.
Receptionist’s name.

8.
Buyer’s personality type -- See Chapter 3.

9.
Buyer’s important buying needs.

F.
Competitive analysis.   (On page of its own with title).

G.
Customer benefit plan (FABs). (On page of its own with title).

H.
Marketing plan. (On page of its own with title).

I.
Business proposition, including “profit forecaster.”  (On page of its own with title).

J.
Suggested order.  (On page of its own with title).

K. Copy of your visuals.

L. Sales presentation containing buyer and seller dialogue.  Note: A through K goes before L.  Yes, some information is repeated in L.


Major sections of your script dialogue must have these headings:    

· Approach

· Product using SELL Sequences

· Marketing Plan using SELL Sequences

· Business Proposition using SELL Sequences

· Close

· If  Does Not Buy

Note: Graders will look for your use of the stated techniques when grading your video presentation.

6.
See the “tentative schedule” for date to turn in your paper.

7.
Note:  When you turn in your video for grading, also include a one page typed critique of your sales presentation.  Include both improvements needed and things you did well.  It should be no longer than one page.  Important: Type your name and lab day and time at the top of the page.  Fold the paper and insert it inside the video’s carton. 

8.
The “key” to making a high grade (“C” or better) is to incorporate the selling techniques we discuss in class into your presentation.  For example, creative demonstrations are a “must”; techniques to overcome objections are essential; the use of questions are extremely important; and you cannot make the grade without great visuals.

9. The page entitled “Format of Sales Presentation” outlines the minimum elements and correct order you should use in your presentation.  

10.
One very important thing I am looking for you to do is tie together the buyer's needs uncovered in the preapproach, approach, and SELL Sequences to form your presentation, handling of objections, and closes.  I am very interested in how your approach, presentation, and close are related to each other.

11.
One letter grade will be deducted from the salesperson’s presentation grade if any one of the following is done:

A.
the paper is not typed.

B. the paper is not written, typed, and presented in a manner of a professional

salesperson.

C.
you do not have the appearance, mannerism, and attitude adhered to by a professional salesperson during your presentation.

D.
you do not title the selling techniques you will use.

E.
within buyer-seller dialogue, sections of presentation not clearly labeled.

F.
do not have “If Do Not Sell Prospect” in script dialogue -- see example.

G.
you do not have a sales demonstration of a major benefit in your presentation.  Showing your product is not a demonstration.
12.
Ten points deducted for each day your paper(s) is late.  

13.
Three letter grades will be deducted from your presentation grade if you read or follow an outline in any manner. 

14.
Even though you may select your buyer, he/she will be given instructions as to the basic attitude toward you and your proposition.  In general, the attitude will be one of the following:

A.
No, will not buy no matter what; must give a minimum of two objections.  You will need to have prepared at least two closes.

B. Appears not to want to buy but does buy; must give a minimum of two objections and two times to say “will not buy.”

Important:  You should plan for the no buy situation.  Thus, you are prepared for both the buy and no buy customer.

15.
The buyer will be given several “extra” actions to do during the presentations. 

16.
After your presentation, you and your buyer should quietly leave the lab area.

17.
You will be given the opportunity to do two product presentations.  One of these you will select to be graded.               

Salesperson Information Sheet

Personal Selling Course

	Name:___________________________
	· 
	Student number:___________________________

	· When will you graduate?_________
	· 
	Permanent address:_________________________

	· Local address:______________________
	
	________________________________________

	________________________________
	· 
	Telephone number:________________________

	· Telephone number:_____________
	· 
	E-mail:__________________________________

	· Major:_______________________
	· 
	I give Professor Futrell permission to use my

	
	
	full nine digit student identification number

	· Overall grade point:____________
	
	when posting grades.

	· Grade point in major:___________
	
	Signed:__________________________________


· TAMU activities and honors:___________________________________________________

______________________________________________________________________________

· High school activities and honors:_______________________________________________

______________________________________________________________________________

· Are you presently working? __Yes__No    If yes, where?____________________________

· What work experience have you had?____________________________________________

______________________________________________________________________________

· Are you interested in a sales career?_____Yes_____No______Maybe

· If yes or maybe, what type of sales job are you interested in?_________________________

· Other information you would like to share with me_________________________________

· What grade do you have to make in this class?_____A_____B_____C_____D. Why?

______________________________________________________________________________

· What are topics you want covered in this course?____________________________________________________________________

_____________________________________________________________________________

Shadow Bonus Project – Working With A Salesperson

In the past, students have benefited from going on sales calls with salespeople.  It is the best way to relate what we do in this course to salespeople's jobs.  If you would like to work with a sales person this semester and write a paper based on the experience, you can earn up to 50 "bonus" points.  If you earn the maximum amount of points, it is like earning an additional 50 points on a test.  Here is how the project will be graded:

*
50 points for 3 sales calls with a salesperson.
*
40 points for 2 sales calls with a salesperson.
*
30 points for 1 call with a salesperson.

You will create a typed paper which is graded on neatness and how well you prepare the paper.  The paper should include:

1. A cover page

2. Salesperson's name, calling card.  Letter from salesperson on company letterhead stationary stating that you actually worked with the person and the number of customers seen.

3. Brief background on:

A. Company

B. Products sold and to whom

C. Salesperson

Your paper must include the above information.  The remainder of the paper's content is up to you.  Here are questions you might ask the salesperson.  The salesperson's answers will help you learn about the sales job and write your paper.

A. What does it take to be successful in sales?

B. Description of initial product knowledge, getting product knowledge and selling skills training.

C. How do you prepare for a sales call?

D. How do you prepare for a sales presentation?

E. Does nonverbal communication play a part in sales?

F. What's the best way to start a presentation?

G. What's involved in giving a good presentation?

H. How do you handle objections?

I. What's the best way to ask for the order?

J. Is follow-up service important?  Why?

The salesperson must be an "outside" salesperson that makes calls on customers selling business-to-business.  You cannot shadow direct store delivery salespeople such as bread, soft drinks and beer, nor can you shadow a salesperson selling to individuals.

Two or more students cannot work with the same salesperson.  You cannot work with a relative.  Past experience does NOT count for this project.

The paper length is totally up to you.

Here's An Idea
You are responsible for finding a company that will allow you to work with a salesperson.  Pick a company which you might like to work for when you graduate and contact them.  This is a great way to get your "foot in the door."  It is also helpful when you are interviewing for a job.  It is a great story to tell recruiters.  Do not get discouraged if it is hard to find a sponsor.  Don't give up!

Talk to Buyers

If possible, interview one or more buyers on the sales call(s).  Get approval from the salesperson you are working with to ask her/his buyer questions.  Find out:

1. Why they buy from one company rather than another?

2. What are the main benefits they look for when buying?

3. How does the salesperson influence their buying decision?

4. What makes for a good salesperson?

5. Ask other questions.
Marketing 435 Sales Challenge

Professional salespeople have a demanding job.  It requires excellent product knowledge and communication skills.  Today's consultative salesperson needs to create a sales presentation that proves the buyer with all needed information upon which to make an educated purchase decision.

Today's organizational buyers are busy people.  They see several hundred salespeople a month.  To do one's job, the salesperson must create a sales presentation allowing he/she to tell the entire story.  An effective approach and demonstration within the presentation can mean the difference between a "no" sale and getting the buyer's business.

Your sales trainer challenges you to create an approach and demonstration within your presentation that will set you apart from the rest of the salespeople.  Your management team has thus created a contest whereby you are eligible to earn a bonus.  Here are the guidelines for the sales challenge:

The sales challenge takes place October 21 and 22.  That is the week you can do the bonus "approach—close" video role-play.  Immediately after you complete the "approach—close" bonus exercise in room 101, tell your TA that you want to compete for the approach and/or the demonstration challenge.  You will be videotaped doing the approach and/or demonstration.

After everyone who wants to participate has completed the sales challenge, the TAs will view and select the top three sellers from each section.  You must tell the TA your lecture section—12:45 or 2:20.  Bonus point awards for each section will be earned as follows:

· Top approach wins 30 bonus points

· Second place wins 20 bonus points

· Third place wins 10 bonus points

· Top demonstration wins 30 bonus points

· Second place wins 20 bonus points

· Third place wins 10 bonus points

You are in competition with each other.  You cannot work with another student taking Marketing 435.  Approaches and demonstrations that are the same or similar are subject to disqualification.  Anyone who competes in the Sales Challenge cannot communicate to anyone in any manner what he or she did in their approach and/or demonstration.  Management invokes the "Aggie Code of Honor" for this project. 

Winners will be announced in room 113 on December 2 during class in room 113.

Note:  I used once.  I had to stop because of too many assignments, but a contest over any aspect of the course is welcomed by students.

Sales Diary Bonus Project
As a second option, you may chose to keep a sales diary of selling encounters that you have with “salespeople” in a variety of jobs.  For this project, we are defining a salesperson as anyone who interfaces with customers and influences a monetary transaction.

The object of this project is to be alert to selling tactics that are prevalent everywhere!  If you elect to keep a diary this semester, you can earn up to 50 bonus points.  If you earn the maximum points, the 50 points will be added as if you earned 50 additional points on the exam.

You will submit a written report based on a “sales” diary you are to keep from September 30-November 15.  In this diary, you should document your sales encounters.  For each encounter, you must record factual information (where, when, nature of, and reason for encounter) and your assessment of each salesperson and his/her use of the selling techniques discussed in class and in your textbook.  Submit your diary along with your written report.

In your report, write about the worst encounter as documented in your diary.  Try to determine if it was due to the salesperson (e.g., “Just not motivated”), or the organization’s training (or lack thereof).  Be creative, seek out other salespeople in the organization, and ascertain whether there are any patterns in their use of sales techniques.  If in fact, they have used sales techniques, provide examples of their techniques and label the techniques used by the salesperson.  Make specific recommendations as to how the salesperson could have made his/her presentation better, and/or how the organization can improve its sales training.  Describe the problem(s) based on the diary input and present a logical plan for improvement.  Be selective and focus on the most critical aspects of the encounter.  You will be limited to eight typewritten pages (double-spaced, one-inch margins).

Criteria for grading your report include how effectively you incorporate concepts from the text and lectures into your paper, your ability to diagnose probable causes of the problems and suggest appropriate solutions.  Remember, you are the sales consultant!  Grading will also include how you organize and write your paper – neatness will count!!!

The following are examples of questions that should be addressed in your paper (this is the minimum that should be included):

Background
1. Salesperson’s name, calling card, organization the salesperson works for, type of sales job, and products sold. Did you buy?

2. Nonverbal - what image did the salesperson(s) project? Were they dressed appropriately? Did they appear courteous and helpful? Did they appear motivated? How would you classify the salesperson’s personality style?  A Thinker?  Intuitor?  Feeler?  Sensor?

Communication
3.
Did the salesperson appear knowledgeable about his/her products, company, market, etc?  Did s/he listen to you more than talk?

4.
How did the salesperson open the presentation?  What type of sales approach technique did s/he use?

5.
Did the salesperson use any visual aids?  How did the salesperson demonstrate the product’s features, advantages and benefits?  Did the salesperson cross sell?

6.
Did the salesperson trial close?  Did he ask for the order?

7.
What techniques did the salesperson use to handle your objections?

8.
Did the salesperson set a follow-up call with you?  Was there any follow-up at all?

Recommendations
9.
What specific changes would you make in the sales presentation if you were the salesperson?  What changes would you recommend to the salesperson’s employer if you were the sales consultant?

10.
Briefly describe how you would develop and implement a sales program with the employer.

Best Types of Sales Encounters
Many sales encounters do not work well in this project.  These are usually sales encounters where you are buying inexpensive items such as groceries, gas, or fast food.

Shopping for jewelry, expensive clothes, cars, trucks, computers, televisions, stereos, etc. do work well for this project.  No more than two sales encounters can be done with another student.  This should be a male-female couple.

Cover Sheet
Please have a cover sheet with the following typed upon it:

A.
Title of assignment,

B.
Your name,

C.
Marketing 435,

D.
Section number,

E.
Lab day and time.

Note: Only used once, but it is an excellent exercise.  Did not use because of too many assignments.


Role-Playing:  An Overview
Role-playing – practice with live ammunition – is regularly used in sales classes and training, though not always effectively (such sessions can be difficult to conduct).  However, its value is great.  Role-playing could be used as an integral part of the class.

Why Role-Play?
Developing, refining, and practicing a skill in a live situation may put a salesperson’s credibility and confidence (and the sale) at risk.  Role-playing, despite its limitations, is one of the most effective methods of enhancing skill and confidence, subject only to the trainer creating and maintaining a supportive, risk-free learning environment.

Role-playing can, however, fail to achieve its objectives.  The most common causes seem to be:

·
over awareness of the camera

·
overacting to the camera

·
a belief that role-playing means acting

·
the difficulty of selling in front of one’s peers

·
poor role-play examples or exercises

·
weak management of the role-play

·
incomplete feedback after the role-play

·
those not role-playing being given nothing to do.

All role-plays should be organized to achieve the following objectives:

·
reproduce real life as closely as possible

·
provide an opportunity to practice difficult situations

·
provide an opportunity to practice new skills

·
develop confidence

·
enhance learning by building on success

·
change negative habits/reinforce positive habits

·
establish knowledge and an attitude of professionalism

·
promote analytical skill through self-appraisal and observing others.

The material that follows will help to eliminate causes of failure and produce effective and fully participative role-plays.

My Instructions to Each Buyer Immediately Before Video-Taping Begins for the Class

I have students pick their own products and buyers, develop their own scripts, and rehearse it outside of class. At the beginning of a semester, a few students seem to feel this exercise is not totally realistic, which it isn’t. I agree.

However, it is realistic in that companies require their new salespeople to develop sales presentation and role-play it before contacting a customer.  So to help improve the realism, I have each buyer insert 2 or 3 unplanned comments or actions into the role play.  I give them to the buyer, changing them from section-to-section, day-to-day.

This makes students nervous.  I explain why I’m doing it and always say, “You can handle it!”

Here is how it works.  It is the beginning of the class.  All sellers are in their “waiting room” and all buyers are in their “lounge.”

I walk into the buyer’s lounge and say, “Pick a number – 1 or 2.  Everyone can have a  1 or 2.”  Each tells me their number.  Then I say, “2 is a buyer and 1 is a no-buy.”

Then I say, “Your grade is dependent upon how well you follow my instructions.  If you follow them, you generally receive a 20 out of 20.  Remember you must give 3 objections and say ‘no’ 3 times even if you eventually ‘buy’ and even if your script does not have 3 objections or 3 no’s.  Now here is the unplanned part.”  Then I tell buyers what to do and where to do it.  Here are some examples:

1.
Ask “How much is this going to cost?” after the buyer’s first SELL sequence (or early in the presentation).

2.
Instead of responding to a positive opening question, respond negatively.  You might say, “No, I’m really not interested.”

3.
After a major benefit is presented, say something like:

A.
“Can you prove that to me?” and/or

B.
“I’ve heard . . . (state that something is wrong with the product).”

C.
“Oh, I’m happy with what I’m using now.”

D.
“How does . . . (a major competitor’s product) . . . compare to that?”

4.
Someone walks into the room and gets something or asks the buyer a question.

5.
After the third close, have the buyer say, “I’ll buy if you’ll reduce the price 16%.”  If a “yes” is given, then buy.  If a “no” is given, could buy or not buy.  Also, if seller says “yes,” have buyer say something like, “I’d also like you to pay for myself and a friend to go to . . . (the Super Bowl, Mexico, fishing, etc.).”

6.
Buy and then change mind.

I also stress to buyers the need for them to be cheery when the seller walks into the room in order to help the seller off to a good start.  A few sellers forget what they want to say and there can be periods of silence.  I tell the buyer to help the seller out by asking a question or saying something that will help the seller get back on track.

Remember, if it’s in the written script, but left out of the presentation, I don’t take off for that.  I try to do everything I can to make this a positive experience for each student.

This is not an easy assignment.  They can’t do it overnight.  Pressure is placed upon each person.  Done correctly, this is one of the most involved and challenging assignments a student may have in school.  I realize that, so I constantly act a “cheerleader.”  You can do it.  Others have done it.  Think positive.  Pump yourself up.  Get mentally prepared.”

Students will look to you for positive feedback and leadership.  Many of us find this course to be fun and intrinsically rewarding.  You can “see” that students have learned.  For example, I’ll have 30 percent or so of my students, on their own:

·
Go to a quantity discount when asked to reduce price.

·
Postpone the price question.

·
Rotate the order of their presentation.  The buyer asks “Prove it” and the seller responds with a proof statement planned to be used later in the presentation.

When I see these things happen in a pressure situation, I feel students have internalized the material and true learning has taken place.  What other course does this happen in for you?

Develop Your Own Videotape Examples
I urge you to create a videotape containing examples of what you expect of your students or keep past examples of good and bad presentations. I like to show these throughout the course.

Be careful of showing examples of bad presentations.  Last term, I was showing a presentation and commenting on the needed improvements when a student said, “That’s my roommate.”

Futrell’s Pro Selling Video
Once I began showing video examples to students in my classes on what I expected them to do, their performance increased 200 percent!  I show one or two videos each class period, plus I have a video of 10 presentations in our learning center that students can check out for viewing.

The first day of class, I show a video to let students know what is involved in their term project.  Several students “drop” the course after seeing it.  I encourage you to save videos of your students’ sales presentations for showing in your classes.

If you have not received a copy of the video, please contact your local McGraw sales rep. or call McGraw Faculty Service at 1-800-338-3987,#3,#2.  You are also welcomed to call me at (979) 845-5889.  The video has a “teaching guide” accompanying it.

Typical Classroom Arrangements

(Without Class Watching)

(With Class Watching - Camera Optional)

 Alternative Role-playing Personal Selling Assignments in a

Classroom Setting

by Norm Clark

Instructor: this exercise takes place in the class with other class member observing.

It can be used with or without videotaping.

Purpose:

To give students an opportunity to demonstrate the selling techniques they have learned in a realistic setting while other students learn by observing and critiquing the role-play assignments.

Objectives:

1. Increase the confidence of students by using the techniques they have learned

2. Increase the confidence of students by presenting in front of a group

3. Allow students to learn from observing and critiquing the performance of their peers

4. Create an active and supportive learning environment in which students are comfortable participating

Getting Started:

1. Ask students to form groups of three in which they will work for the entire semester.  (This exercise is most effective with class sizes of 48 or fewer.)

2. Ask each group to select a good or service (product) they will sell for the entire semester.  These products can only be sold in a business–to-business setting.

3. Ask each group to provide the following information to the instructor regarding their product:

· description of what is being sold

· target market

· potential needs/problems of prospects for which solutions may be provided

· your competition

· advantages you have to offer over your competition

Situation: the salesperson's first sales call (Assignments 1 and 2) is to gather information to take back to his/her office to prepare the main sales presentation (Assignment 3).

Assignment 1 – Prepare, submit to the instructor in written form a role-play script/dialogue between seller and buyer, and present to the class in role-play format, what you will say and do during the first 3-5 minutes of your sales interview. You should establish credibility with your prospect and help him/her to see the value of spending some time with you. Buyer has very little to say. Time required about 3 minutes. Buyer is one of group

Assignment 2 – Prepare, submit to the instructor in written form a role-play script/dialogue between seller and buyer, and present to the class in role-play format, the questions you will ask to identify the needs/problems of your prospects.  Record the responses to your questions during the role-play exercise and use this information to develop your presentation in Assignment 3. Time required about 7 minutes.

Assignment 3 - Prepare, submit to the instructor in written form, and present to the class in role-play format, a presentation of your product that provides solutions to the needs/problems that were identified in Assignment 2.  The presentation may include trial closes, answers to objections asking for the business. Time required about 5 minutes.

Recommendations:

1. Have students work as a group to prepare each assignment.  They all receive the same grade for the assignment regardless of who makes the presentation.

2. Have each student in a group take the lead role--the role of the salesperson--in one assignment so that each member of the group has an opportunity to be the presenter.

3. Have a separate grade for presentation/participation determined by combining the instructor's evaluation of the presentation with the evaluation of the other group members for contribution to the group.

4. As each group makes their presentation, ask each of the observing class members to write down one thing he/she likes about the presentation and one thing that would make the presentation to be more effective.  Ask several observers to share their comments after each presentation.

Example of Assignment 1

During the first 3 to 5 minutes of your initial meeting with a prospect, it is critical that you deliver your lines very professional to establish credibility and give your prospect a reason to listen.  
1. PLEASENTRIES

2. QUESTION:

At this point, how familiar are you with CableRep Advertising?

3. TRANSITION TO INTRODUCTORY STATEMENT:

Let me give you a brief overview about who we are, without going into a whole lot of detail right now, that way you'll know why I'll be asking some of the questions I'll be asking, if that's all right?

4. INTRODUCTORY STATEMENT:
We're one of the largest Cable Television Advertising Companies in the country.  What this means is, we partner with your local cable company to help businesses—like yours—find affordable ways to advertise on television.  Our group specializes in working with business in small to medium sized communities.  As a matter of fact, right now we have local offices in about 550 markets in 36 states.  In this market we reach about 114,000 people.  The statistic we are most proud of, however, is the fact that 75 percent of our business is from existing clients who have been able to effectively position their business within their communities. This is done through long- term image building, which is frequent and consistent advertising on powerful networks like CNN, ESPN, TBS—the networks you and your customers are familiar with.

5. BENEFIT STATEMENT:

We may be able to make it affordable for you to be on television.

6. PERMISSION TO ASK QUESTIONS:

At this point I don't know enough about your business to make any promises; could I ask you just a few quick questions to see what kind of an impact we may be able to have on your business?
PART II

Videos Accompanying ABC's of Relationship Selling, 8th edition: Outlines and Test Questions

Video Summaries and Test Questions

For me, videos are shown to let students see the job activities of salespeople.  Videos are a wonderful learning tool and greatly improve students’ enjoyment of the class.  Students remember the videos. They can better understand the textbook and lecture materials when the videos are related to them.  Video test questions appear to be an individual thing for instructors. The test questions I use in class may not fit your style or purpose. I ask several test questions over each video so students will watch and remember the main points, come to class, and participate in class discussions after showing a video.  You will see that most of the following questions can be answered easily if the student sees the video. Other questions are based on main points that are important to each video segment. Hopefully these questions are helpful to you. I have used each video and question for several semesters.

1.
Day in the Life – Roerig (Running time: 6 minutes)

This video walks us through a typical day for Roerig salesperson Nick Parella.  Nick, a pharmaceutical salesperson, describes his daily activities and interactions with clients. I like to show this video on the first or second day of class to show that the course concentrates on business-to business sales.

Questions:

1. In the video titled "Day in the Life of a Roerig Salesperson," what type of product was being sold?

a. Xerox copiers

b. Electronic equipment

c. Office supplies

d. Sewing machines

e. Pharmaceuticals  **

2. In the video titled "Day in the Life of a Roerig Salesperson," the salesperson, Nick Parella, works out of his _________.

a. Van

b. Home  **

c. Office

d. Garage

e. Neighbors house

2.
Day in the Life - 3M (Running time: 10 minutes)

Mary Richert is a salesperson for 3M.  This video documents the busy, on-the-go lifestyle she experiences as she deals with customers.  Mary portrays her excellent communication and follow-up skills with clients and co-workers.  I show this video the next class after the Roerig video.

Questions:

1. In the video titled "Day in the Life - 3M," the salesperson sold_________?

a. Medical equipment

b. Adhesives  **

c. Electronics

d. Fiberglass products

e. Hospital supplies

2. The salesperson in the video titled "Day in the life - 3M" was a_________?

a. Woman  **

b. Man

            Caution: if you ask the second 3M question rephrase to take out Mary.

3.
Ethical Selling: Perfect Solutions (Running time: 7 minutes)

Players: Scott Patterson, salesperson of Perfect Solutions (PS) and Larry Ingram, CEO of Ingram Distributing.

Ingram has been a distributor of PS products for 10 years and PS's top distributor for the last two years.  Scott recently signed up Barber Distributing, a competitor of Ingram.  Ingram calls Scott into his office to discuss this and other things.  

Mr. Ingram tells Scott that Barber undercut their prices by 10% to get the DIS project.  Ingram had cut their prices to the bone.  "Did PS give Barber special price deals?" asks Mr. Ingram.  Scott says, "No."  Ingram wants to know if Barber will bid for the "plant" business coming up.  He wants Scott to get him their bid price.  He places pressure on Scott to get him the best price for the bid or lose his business.

Ingram says Dymotzue is trying to get his business from PS.  Dymotzue's prices are on Ingram's desk, including the price for the new adhesive.  Ingram asks Scott, "Where is my Bond-do-perm?"  And says, "If you can't come through for me this time, I'm going to have to seriously consider our relations." Scott calls his office and is told the product is bad. It will be 2 months before it is available.  Scott lies to Ingram saying he might get him one truckload by the end of the month.

Ingram says Barber Distributing was in the office of one of his customers offering a 5% lower price than his price.  Scott offers to give the product to Ingram free to reduce his price to his customer.  If Scott will do this for Ingram will he also do it for Barber?  Scott thinks to himself that he can write this off as a free sample. He can ship the product to Ingram's customer and count them as a new prospect.

The video ends with Scott caught looking at Dymotzue's price list on Ingram's desk.

Ethics Related to Employer:

· Misusing company assets—samples to reduce list price.

· Cheating—getting sales unethically affects performance relative to other salespeople.

Ethics in Dealing with Customers:

· Free sample—bribe, kickback.

· Misrepresentation—ship in 1 month, bad product, and maybe special pricing deals to Barber Distributing.

· Price discrimination—sell cheaper to Barber?

Customer Ethics to Salesperson (not discussed in book):

· Ingram wants to know bid price.

· Puts pressure on Scott to get best price—does that mean more free samples or lower price than list price?

Question:

1.
In the video titled "Perfect Solutions" the salesperson:

a. Misrepresented the truth **

b. Used tie-in sales

c. Was moonlighting

d. Did a great job

e. Used reciprocity

4.
Steve Santana (Running time: 5 minutes)
Steve works for a pharmaceutical manufacturer.  The company is pressuring his division to increase sales.  Steve's boss, Rob, is suggesting some unethical tactics to get the Danson HMO business.  Closing this deal would take the pressure off the region, including Steve's boss.

Rob suggests that Steve go around Claire Manford, Danson's purchasing agent, and talk with their chief medical advisor. He then suggests placing Claire on their consulting board, which pays a nice fee to board members.

Claire says that she is the new fund raising chairperson for an Information and Referral Center for the Learning Disabled.  When Steve tells his boss that she mentioned they need $100,000 to get the Center started, Rob suggests giving them $10,000.  This would greatly help get their business.

Steve does not like any of these suggestions.  It is apparent he wants to conduct business in an ethical manner.  The video ends with Rob telling Steve that he must make the decision. If Rob's bosses find out that they are trying to "buy" the business, I wonder who gets blamed—Steve or Rob?

Ethics in Dealing with Customers:

· Bribes

Ethics in Dealing with Salespeople:

· Level of sales pressure

5.
Dumping Inventory (Running time: 4 minutes)

This video listens in on a conversation between two salespeople for a toy company.  One of the salespeople has inside information on the development of a new version of a popular toy.  The new toy will be introduced in three months and customers will not be aware of this information for another two months.   One of the salespeople is concerned with his colleague's idea of "dumping" the inventory on customers.  The colleague wants to sell the remaining inventory of the soon to be out of date toy to boost his sales, even though he knows about the new version.  This problem concerns the salesperson because he depends heavily on the relationships he has with his customers.

Questions:

1. The video segment titled "Dumping Inventory" involved a sales manager telling his salesperson about a new product coming out in two months.  The sales manager and his salesperson worked for a:

a. Manufacturer

b. Wholesaler

c. Retailer  **

d. Mail - order firm

e. Distributor

2. In the video titled "Dumping Inventory," the sales manager and the salesperson work for what type of company:

a. Office supply

b. Chemical

c. Toy  **

d. Clothing

e.         Tractor                                                                                                                   
6.
Sales Hype (Running time: 4 minutes)

This video is about two retail furniture salespeople, Sally and Kara, who are about to have performance reviews based on their sales numbers.  Kara is concerned that her review will be negatively affected by Sally's unethical sales techniques.  Sally's numbers are good, but she likes to "hype-up" the product to customers, and even lie to get the sale.  Kara is torn between telling management about her problem or just toughing it out.

Questions:

1. The two salespeople in the video titled "Sales Hype," sell what type of products?

a. Copy machines

b. Toys

c. Automobiles

d. Furniture  **

e. Office supplies

2. In the video titled "Sales Hype," Kara is concerned because her colleague Sally is:

a. Stealing from the company

b. Lying to customers  **

c. Giving away merchandise

d. Showing up late to work

e. Leaving work early

Note: to answer the second question, students must know names of salespeople. Some students fuss about needing to remember people's names.

7.
Suggestive Selling (12 minutes)

The Chili's restaurant chain produced this video for sales training purposes.  The video is about suggestive selling to increase sales success.  The story surrounds two servers, Ellen and Steve.  Steve trains Ellen at suggestive selling techniques.  Steve suggests five techniques to increase food sales: (1) Upgrade guest’s order - be sincere (2) Be specific (3) Assume guest wants to buy (4) Describe items based on fact and evaluation - give the food your personal endorsement (5) Use props – e.g.: the menu. I like to show this video to illustrate the entire presentation, beginning with the approach to the close including the importance of verbal and nonverbal communication. Students can easily relate to this video because many have been food servers.

Questions:

1. The video showed good examples of the importance of using selling skills to upgrade a customer's order and provide good customer service.  The video also demonstrated a second area important to successful selling—sales knowledge.  The video illustrates the importance of sales knowledge by illustrating the salesperson's need to:

a. Give customers correct change

b. Make demonstrations of food items

c. Use the cash register

d. Handle customer objections

e. Know menu items  **

2.   When asked if they wanted dessert, two women said "No, we're too full." The                    salesperson said, "Why don't you split it!  It'll be half the calories."  What food                  item was she selling?

a.      Banana split

b.      Pies

c.      Apple pie and ice cream

d.      Brownie with toppings  **

e.      Yogurt

8. Cereal Consumer Sales (Running time: 7:30 minutes)

9. ACT! Distributor Sales (Running time: 6:27 minutes)

10. Copier Business-to-Business Sales (Running time: 7:54 minutes)

NOTE: In the Spring of 2003, the publisher had a film crew come to College Station and video two people’s role-playing segments 8,9, and 10.  The background information for these segments is found at the back of the textbook.

At the time of revising this IM, the video segments were being sliced and diced to create the final product. I have not seen these segments.

Please contact me after August of 2003 if I can prepare any class materials for you related to these three role-play segments.

11.
Interviewing for a Sales Job (5 minutes)

This video segment depicts a good way to respond if asked to sell something when interviewing for a sales job.  The new applicant is asked to sell the recruiter a pen that will replace his old one.  The applicant does an excellent job asking questions to determine the buyer’s needs and 'smoothly' closes the sale.  

Questions:

1. In the video titled "Interviewing for a Sales Job," what did the sales applicant do at the beginning of his presentation?

a. Ask trial closes

b. Tell a story

c. Ask questions  **

d. Present a marketing plan

e. Ask for the order

2. The video titled “Interviewing for a Sales Job” showed the recruiter getting the applicant to:

a. Operate a computer

b. Sell a pen  **

c. Sell a desk

d. Taste a new breakfast cereal

e. Role-play selling a baseball

3. In the video titled "Interviewing for a Sales Job," what did the sales applicant do at the end of his presentation?

a. Tell a story

b. Ask for the order  **

c. Introduce himself

d. Knock over a chair

e. Give recruiter a high-five

Inc. Video Segments

I have been using the Inc. Video for several years. They use some of the same terminology as your textbook. They also do an excellent job of showing what salespeople do in their jobs. If you use these test questions make sure you cover them in your commentary after seeing the video. Otherwise students will find some of the questions very difficult. I have created a fill-in the blank handout based on the test questions for one of the videos. Students pay more attention to the video when they need to complete an assignment during the video. For a 50-minute class the videos are a little long. You can stop in the middle and show the remainder of the video next class period.  You can also show short segments to illustrate parts of your lecture. The cast of salespeople shown in these Inc. video segments is: 

· Elaine Bailey—Connect Software

· Rick Brown—Ben and Jerry's ice Cream

· Bob Hopkins—Commercial Guardian

· Jim Kilcoyne—3M-Sarns

· LeRoy Leale—Shearson Lehman Hutton
· Sally Webb—Seafood business (Advertising) 

Making Effective Sales Calls (33 minutes)

Summary:

This video looks at how to turn a sales call into a conversation with the buyer.  The viewer follows several salespeople on sales calls to see their styles and techniques.  The following captions appear on the screen during the video:

· Focus on Long Term Relationship

· Define Objectives

· Focus on Prospect

· Catch prospects attention

· Ask open questions and listen

· Learn to listen (short sub segment)

· Present benefits

· Establish credibility

· Understand Group Dynamics

· Don’t ignore anyone

· Deal with personality conflicts carefully

· Guarantee Next Call

· Don't leave a meeting without setting up the next one

Questions:

1. In the Inc. video entitled "Making Effective Sales Calls," you should always  ________ at the end of the sales call.

a. Introduce yourself

b. Guarantee the next call   **

c. Establish credibility

d. Present benefits

e. Define objectives

2. In the video entitled "Making Effective Sales Calls," the focus of sales calls should be on:

a. Market analysis

b. Presenting features

c. Dealing with personality conflicts

d. Forming long-term relationships  **

e. Making a higher profit

3. Bob Hopkins sells for Commercial Guardian.  Bob has a distinctive speaking style.  Bob speaks:

a. Relatively slow  **

b. Fast

c. Jumpy

d. Using bad language

e. Very fast

4. Sally Web was introduced to you in this video.  What did Sally sell?

a. Computer software

b. Ice cream

c. Financial services

d. Consumer goods

e. Advertising  **

5. Elaine Bailey and Bob Hopkins gave us examples of salespeople:

a. Using visual aids to sell his story

b. Closing -- asking for the order

c. Getting customers to participate

d. Using nonverbal communication techniques

e. Being honest and ethical  **

6. Elaine Bailey was able to get her customers to participate in the presentation by getting the buyer to:

a. Drink coffee

b. Use a computer mouse  **

c. Pull off a jacket

d. Go for a rid in a car

e. Talk by telephone to one of her customers

7. When making a sales call or interviewing for a sales job it is important top be prepared.  Several salespeople featured in this video said they always make a sales call with a specific __________ in mind.

a. objection handling technique

b. closing handling technique

c. topic order

d. objective  **

e. story

8. Preparation for a sales call can take hours.  According to Rick Brown, how long does he normally have to make his presentation?

a. One hour

b. 15 minutes  **

c. several hours

d. usually as much time as needed

e. one to two hours

9. Which of the following people sell business-to-business products?

a. Elaine Bailey

b. LeRoy Leale

c. Rick Brown

d. Jim Kilcoyne

e. A and D are correct  **

10. Which of the following people sell consumer products?

a. Leroy Leale

b. Jim Kilcoyne

c. Elaine Bailey

d. Rick Brown

e. A and D are correct  **

Dealing With Buying Objections (25 minutes)

Summary:

In this video we watch top salespeople who recognize and respond to objections.  We see how they spot false objections and probe for hidden ones as we follow these salespeople along on their sales calls. The following captions appear on the screen during the video:

· Welcome Objections

· Be Prepared for Typical Objections

· Cost

· Quality

· Current vendor

· Increase Chances for Success if you:

· Avoid emotional objections

· Keep cool

· Confirm Next Step

· Visualize - The Winning Edge

· Visualize success

· Imagine every situation successfully

Questions:

1. In the Inc. video entitled "Dealing With Buying Objections," we learned that objections should be:

a. Ignored

b. Welcomed  **

c. Passed-up

d. About price

e. Very difficult to handle

2. In the Inc. video entitled "Dealing With Buying Objections," you can be successful by:

a. Not answering objections

b. Visualizing success  **

c. Making up features

d. Imagining failure

e. Not allowing objections  

The Closing Process - When and How (28 minutes)

Summary:

This part of the series follows salespeople on sales calls to see how they can close a sale.  Closing is examined as a logical step-by-step process.  There are two sections to this video.  First, we look at the skill of knowing when to close.  We then see how to close. The following captions appear on the screen during the video:

The Closing Process

· When to Close

· Clear up objections

· Recognize buying signals

· Use trial closes

· How to Close

· Make sure the sale is right

· Don't give up

· The Closing Process

· Satisfy objections

· Hear buying signals

· Use trial Closes

· Take the order

*Assume the sale - Positive Thinking*

Questions:

1. According to the Inc. video entitled "The Closing Process - When and How," the last step in the closing process involves:

a. Listening for benefits

b. Presenting a marketing plan

c. Taking the order  **

d. Presenting benefits

e. Satisfying objections

2. According to the Inc. video entitled "The Closing Process - When and How," you should be able to recognize:

a. Buying signals  **

b. Trial closes

c. The end of the sales call

d. Suggestions

e. Product features

The following questions are general in nature and relate to all of the Inc. videos.

1. Which of the following is the main reason Professor Futrell shows the Inc. videos in class?

a. Learn how to sell

b. Understand sales techniques

c. Understand what salespeople do on the job  **

d. Learn how to get a job

e. Understand how to evaluate salespeople

2. Most of the salespeople in the Inc. videos are:

a. Order – takers

b. Order – getters  **

c. Combination order–getter – order–taker

d. Missionary salesperson

e. Service salesperson

3. Most of the salespeople in the Inc. videos are on what type of compensation plan?

a. Straight commission  **

b. Straight salary

c. Combination – salary and commission

d. Salary plus sales contest bonuses

e. Salary, contests, bonus

Note: remember to cover the above points in your lecture, otherwise students will have a difficult time correctly answering the Inc. questions.

PART III

Lecture Notes
CHAPTER 1
The Life, Times and Career of the Professional Salesperson

LECTURE OUTLINE

I. WHAT IS SELLING?

A. Traditional definition of personal selling refers to the personal communication of information to persuade a prospective customer to buy something—a good, a service, an idea or something else—which satisfies that individual’s needs.

B. Personal selling today:  In early 2000’s corporate corruption contributed to the negative image of all business professions.

1. Insurance salespeople, advertising practitioners and used car salespeople are the lowest rated job categories in perceived honesty and ethical standards.

2. What about you?  Take Dr. Futrell’s poll (//futrell-www.tamu.edu):

a. What does the general public think about salespeople?

b. What do you think about salespeople?

c. After graduation, would you accept a sales job?

d. The main reasons for low marks may be greed and lack of trustworthiness.

II. A NEW DEFINITION OF PERSONAL SELLING refers to the personal communication of information to unselfishly persuade a prospective customer to buy something—a good, a service, an idea or something else—which satisfies that individual’s needs.

A. Think of your grandmother. Would you mistreat your grandmother in a sales transaction?

B. Salespeople should handle their customers with unselfish and ethical service.

III. THE GOLDEN RULE OF PERSONAL SELLING refers to the sales philosophy of unselfishly treating others as you would like to be treated.

A. There are different views of the Golden Rule:

1. Negative form: “If you don’t like to get cheated in a purchase, don’t cheat others.”

2. Positive form: “If you like to receive the best price, then offer the best price to your customers.”

3. The Golden Rule is all about trying to keep somebody else warm even if it means that we get cold in the process.

4. Salesperson differences can be explained by the individual’s level of self-interest.

B. Everybody sells.

1. You develop communications techniques for getting your way in life.

2. Your ability to communicate effectively is a key to success in life.

IV. WHAT SALESPEOPLE ARE PAID TO DO

A. Salespeople need to sell something “today” to meet performance goals for:

1. Themselves.

2. Their employer.

3. Their customers.

V. WHY CHOOSE A SALES CAREER?

A. There are six major reasons for choosing a career in sales:

1. the opportunity to provide service to others.

2. the variety of jobs available.

3. freedom of being on your own.

4. the challenge of selling.

5. the opportunity for advancement.

6. the rewards from a sales career.

B.      Providing service means helping others.

1. A sales career provides the opportunity for service and an emotional purpose in life gained from helping others. 

a. For many, service is the number one reason for choosing a sales career.

b. Service refers to making a contribution the welfare of others.

C. Types of sales jobs:

1. Selling in retail - A retail salesperson sells goods or services to consumers for their personal, non-business use.

a. Three common types of retail sellers:

(1) in-store salespersons.

(2) direct sellers who sell face-to-face away from a fixed location.

(3) telephone salespersons.

2. Selling for a wholesaler - Wholesalers buy products from manufacturers and other wholesalers and sell to other organizations.

a. A wholesaler salesperson sells products to parties for:

(1) Resale.

(2) Use in producing other goods or services.

(3) Operating an organization.

b. Firms engaged in wholesaling are called wholesaling middlemen. They vary greatly in:

(1) The products they sell.

(2) The markets to which they sell.

(3) Their methods of operation.

3. Types of manufacturer’s sales representatives:

a. Account representatives - call on a large number of already established customers.

b. A detail salesperson - concentrates on performing promotional activities and introducing new products rather than directly soliciting orders.

c. A sales engineer - sells products that call for technical know-how.

d. An industrial products salesperson (non-technical) sells tangible products to industrial buyers.

e. A service salesperson - sells intangible products such as financial services, advertising, or computer repair services.

f. An order-getter - gets new and repeat business using creative sales strategy and a well-executed sales presentation.

(1) An order-getter has two selling challenges:

(a) Must often create discontent with what the prospect already has before beginning to sell constructively.

(b) Often has to overcome the most powerful and obstinate resistance.

g. An order-taker - asks what the customer wants or waits for the customer to order.

D. Freedom of Action - You’re on your own with very little direct supervision.

E. The Job Challenge is always there which means great responsibility.

F. Opportunities for advancement are great.

1. Some companies promote salespeople to managerial positions very quickly. For most companies the path to a sales management position begins with an entry level position.

a. A sales personnel career path.

(1) Junior or trainee level.

(a) Learn the attitudes and activities of the company’s salespeople.

(b) Become familiar with customer’s attitudes toward the company, its products, and its salespeople.

(c) Gain first-hand knowledge of products and their application.

(d) Become seasoned in the world of business.

(2) Regular sales position.

(3) Senior sales positions or key account sales positions contact larger, more important customers.

2. There are two career paths:

a. Permanent salespeople.

b. Management.

G. Rewards - The sky’s the limit!

1. Two types of rewards:

a. Non-financial (i.e. psychological income or intrinsic rewards).

(1) Feeling of self-worth and accomplishment.

(2) Realization that the job is important.

b. Financial:

(1) The opportunity to earn large salaries.

(2) Rewarded on basis of performance.

(3) Comparatively large beginning salaries.

(4) Overall, salaries for field sales personnel have been moving rapidly upward.

H. You can move quickly into management.

1. District sales manager.

a. First managerial level.

b. Promotion usually occurs within the first three years.

2. Compensation of sales managers.

a. A beginning sales job is the stepping stone to higher positions and higher salaries.

b. Both corporate and field sales managers receive higher salaries than others at the same organizational level.

VI. IS A SALES CAREER RIGHT FOR YOU?

A. Seven questions to ask yourself:

1. What are my past accomplishments?

2. What are my future goals?

3. Do I want to have the responsibility of a sales job?

4. Do I mind travel? How much travel is acceptable?

5. How much freedom do I want in the job?

6. Do I have the personality characteristics for the job?

7. Am I willing to transfer to another city? Another state?

B. Once you have answered these questions, you should:

1. Determine the industries, types of products and services, and specific companies in which you have an interest.

2. Talk to people presently or formerly involved in sales.

C. A Sales Manager’s view of the recruit.

1. What are the applicants judged on?

a. Appearance

b. Self-expression

c. Maturity

d. Personality

e. Experience

f. Enthusiasm

g. Interest in the job

VII. SUCCESS IN SELLING-WHAT DOES IT TAKE?

A. Think of success spelled with four s’s as in “ssuccess”.

1. S - Success begins with love.

a. The successful salesperson is an individual who loves selling.

b. Of the eight, love is the number one characteristic of successful salespeople.

2. S - Service to others - Salespeople love to help others fulfill their needs through selling their products.

3. U - Use the Golden Rule of Selling.

a. Today’s salesperson needs to treat others as he would like to be treated.

b. People like to buy, not be sold.

4. C - Communication ability.

a. Good salespeople are good communicators. Great salespeople are great communicators.

b. Top salespeople speak the other person’s language.

5. C - Characteristics for the Job - It helps if you possess the personal characteristics needed for a sales career.

6. E - Excels at strategic thinking.

a. High performing salespeople tend to be strategic problem solvers for their customers.

b. Match up products benefits with customer’s needs.

7. S - Sales knowledge at the M.D. level.

a. Top salespeople have mastered the basic competencies of product knowledge and selling skills.

b. As goods and services become more complex, companies place more emphasis on the training of salespeople.

c. Knowledge is power, but enthusiasm pulls the switch.

8. S - Stamina for the challenge.

a. Today’s salesperson needs to be physically, mentally and spiritually prepared to meet the daily challenges of a sales career.

b. The increased feeling of well-being gained from exercise transmits itself to the body and mind.

c. People’s faith may direct everything they do on the job, ranging from how customers are treated to how ethical they act toward their employer.

VIII. Back to CHARACTERISTICS FOR THE JOB. A salesperson can choose to be like the traditional salesperson we all do not care for, or he or she can be like the salesperson who is truly people oriented.

A. Caring, Joy and Harmony. Through caring comes the joy of helping others.

B. Patience, Kindness and Morally Ethical.

1. Let the customer decide when to buy instead of pressuring for a quick decision.

2. By showing that customers come first, salespeople are more likely to gain the trust of the customer.

C.       Faithful, Fair, and Self-Controlled.

1.  The salesperson will spend the time necessary to help, not just to make the sale and never be heard from again.

2.  Self-control should be exhibited in closing a sale - Is consideration only given to the salesperson’s needs and thus pressure placed on the customer to buy something not needed?

3. Self-control involves discipline.

a. Often the biggest challenge to success is not out there in the sales territory, it’s within us.

b. Discipline yourself to set priorities in your life - What comes first, your job or your family?

D. Do success characteristics describe you?

Only your self-imposed limitations can hold you back.

Move something from the impossible to the possible.  Go beyond the limits!

IX. RELATIONSHIP SELLING.

A. The salesperson of today is a pro.

1. Relationship selling - the process of professionally providing information for helping customers make intelligent actions to achieve their short- and long-term objectives.

2. Four main elements (ABC’s) in the customer relationship process used by salespeople to build relationships are:

a. Analyze customer needs.

b. Present product Benefits.

c. Gain Commitment for the purchase.

d. Provide excellent Service in order to maintain and grow the relationship.

B. Sales jobs are different from other jobs in several ways.

1. Since salespeople represent their company, opinions of a company and its products are often based on the salespeople.

2. The outside salesperson typically operates with little direct supervision and needs a high degree of motivation.

3. Salespeople probably need more tact, diplomacy, and social poise.

4. Salespeople are authorized to spend company funds on entertainment, transportation, and other business expenses.

5. Selling requires mental toughness and physical stamina.

X. WHAT DOES A PROFESSIONAL SALESPERSON DO?

A. A Territory Manager plans, organizes, and executes activities that increase the sales and profits in his territory (i.e. a group of customers assigned to him in a geographical area).

B. A territorial manager performs nine functions:

1. Creates new customers.

a. Locate people and/or organizations that have the potential to buy their products

b. Needs the ability to close the sale.

2. Sells more to current customers.

3. Builds long-term relationships with customers - Earning the opportunity to sell a present customer more product means the salesperson must have a professional relationship with people and organizations.

4. Provides solutions to customers’ problems - Shows how these problems can be solved through the purchase of his company’s products and services.

5. Provides service to customers such as:

a. Handling complaints.

b. Returning damaged merchandise.

c. Providing samples.

d. Suggesting business opportunities.

e. Recommending promotional techniques.

f. Working at the customer’s business.

g. In-store demonstrations.

h. Accompany distributor’s salespeople on sales calls.

6. Helps customers resell products to their customers.

a. Contacts both wholesale customers (distributors) and their retail customers.

b. Develops promotional programs for retail customers such as:

(1) Advertising materials.

(2) Store demonstrations.

(3) Setting up product displays.

7. Helps customers use products after purchase - Help the customer obtain full benefit from the product.

8. Builds goodwill with customers - Develops a personal, friendly, business relationship with anyone who may influence a buying decision.

9. Provides company with market information such as:

a. Competitor’s activities.

b. Customers’ reactions to new products.

c. Complaints about products and policies.

d. Market opportunities.

e. His own job activities.

XI. REFLECT BACK - Review these nine functions to see what they mean and if you could do any or all of them. Carefully think about the second and third functions. To be successful, a salesperson must close sales and build relationships with the same person and/or organization in order to see more business. When combined and properly implemented, these nine job activities produce increased sales for the organization and more rewards for the salesperson.

XII. THE FUTURE FOR SALESPEOPLE.

A. Learning selling skills.

1. Both an art and a science.

a. Requires practice.

b. Requires training.

2. Conceptual skills - ability to see selling process as a whole and relationships among its parts.

3. Human skills - ability to work with and through others.

4. Technical skills - understanding and being proficient at specific tasks.

B. Preparing for the 21st Century - Changes are occurring which will require salespeople to be knowledgeable in new areas such as:

1. International dealings.

2. Sales force’s reflecting customer diversity.

3. Customer partnering to keep current customers.

4. Success based on customer satisfaction.

5. Increasing use of technology (e-selling).

XIII. THE PLAN OF YOUR TEXTBOOK.

A. This book will provide the student with the fundamentals of what Selling is all about.

B. Major topics include:

1. The role of the sales force in the firm’s marketing efforts.

2. The social, ethical, and legal issues in selling.

3. Why people and organizations buy what they do.

4. Verbal and non-verbal communications.

5. The importance of knowing your own, and your competitor’s products.

6. An in-depth discussion of the selling process.

7. Self, time, and sales territory management.

8. Important functions of sales management.

XIV. BUILDING RELATIONSHIPS THROUGH THE SALES PROCESS

A. The sales process refers to a logical, sequential series of actions that can greatly increase the chances of making a sale.

B. Ten steps in the selling process:

1. Prospecting

2. Preapproach

3. Approach

4. Presentation

5. Trial Close

6. Objections

7. Meet Objections

8. Trial Close

9. Close

10. Follow-up

CHAPTER 2
Ethics First … Then Customer Relationships

LECTURE OUTLINE

I. MANAGEMENT’S SOCIAL RESPONSIBILITIES

A. Social Responsibility—Management’s obligation to make choices and take actions that will contribute to the welfare and interests of society as well as those of the organization.

B. Organizational Stakeholders.

1. Stakeholders—any group within or outside the organization that has a stake in the organization’s performance.

2. CCC GOMES—an acronym for stakeholders; Customers, Community, Creditors, Government, Owners, Managers, Employees and Suppliers.

C. An organization’s main responsibilities:

1. Economic—producing goods and services that society wants and to maximize profits for its owners and shareholders.

2. Legal—what society deems important with respect to appropriate corporate behavior.

3. Ethical—behaviors that are not necessarily codified into law and may not serve the corporation’s direct economic interests.

4. Discretionary—purely voluntary and guided by a company’s desire to make social contributions.

D. How to demonstrate social responsibility:

1. Taking corrective action before required.

2. Working with affected constituents to resolve mutual problems.

3. Working to establish industry-wide standards and self-regulation.

4. Publicly admitting mistakes.

5. Involvement in appropriate social programs.

6. Helping correct environmental problems.

7. Monitoring the changing social environment.

8. Establishing and enforcing a corporate code of conduct.

9. Taking needed public stands on social issues.

10. Striving to make profits on an ongoing basis.

II. WHAT INFLUENCES ETHICAL BEHAVIOR?

A. The individual’s role:

1. People behave differently because of their:

a. worldviews - which are people's different beliefs about the world around them.

b. morals - which are people's adherence to right or wrong behavior and right or wrong thinking.

2. Individuals usually can be placed into one of three levels of moral development:

a. Pre-conventional—an individual acts in one’s own best interests, and thus follows rules to avoid punishment to receive rewards. Will break moral and legal laws. “What can I get away with?”

b. Conventional—individual conforms to expectations of others. Upholds moral and legal laws. “What am I legally required to do?”

c. Principled—an individual lives by an internal set of morals, values and ethics. These are upheld regardless of punishments or majority opinion. “What is the right thing to do?”

B. The organization’s role is often characterized by pre-conventional or conventional levels of moral behavior.

III. ARE THERE ANY ETHICAL GUIDELINES?

A. What does the research say?

1. American adults said by a 3-to-1 margin that truth is always relative to a person’s situation.

2. People are most likely to make their moral and ethical decisions on the basis of whatever feels right or comfortable in a situation.

B. What does one do?

1. What would you do if you found a bank bag with $125,000? Would you return it to the bank?

2. What would you do if you found a wallet? Why might you be more likely to return the wallet without taking any of the money?

3. Out of class, is it alright to copy someone’s homework assignment even when the course syllabus states that you have to do your own work? What keeps you from copying on an exam when your professor is out of the room?

4. Is it okay to offer a customer a $10,000 trip if they place a $3 million order? Why would you not even question paying for a $20 lunch associated with the same purchase?

C. Is your conscience reliable?

1. We all have an internal ultimate moral standard that we use to measure good and evil, right and wrong.

2. Most of us know not to keep the $125,000 or the wallet or copy someone else’s work, but what would we actually do?

3. If a person’s value system is at the level 2 stage of development, this person makes decisions based upon the “situation” and what others say and do.

a. Usually people rationalize their actions, such as, “I will only copy the homework this one time.”

4. Many people are so accustomed to doing things unethically that they think nothing about it.

D. Sources of significant influence.

1. Do your decision factors include your friends, family or things you see on television or in the movies? Do their thoughts on what is ethical sometimes change from day to day?

2. Basic research by Barna has found that the leading influencers in American society are movies, television, the Internet, books, music, public policy and law, and family.

3. Wouldn’t it be nice to be able to base your decisions on something that never changes?

4. The situations businesspeople face are frequently the same, yet many ethical decisions are unique to the situation.

E. Three guidelines for making ethical decisions.

1. You need a fixed point of reference that is separate from you so that you and no one else may influence it.

a. Fixed point of reference—refers to something that provides the correct action to take in any situation and never gets “tailored” to fit an occasion.

b. Separate from you—refers to something outside yourself that may be used for reference.

c. No one else may influence it—refers to something that is unchangeable by you or anyone else.  For example, navigators use stars for navigation—the stars are fixed points in the sky that are separate from you and no one can change them.

d. How does this relate to a person making ethical and moral decisions in life?

F. Will the Golden Rule Help?

1. One similarity in virtually all faith-based principles is the presence of a “Golden Rule” concept.

2. The Golden Rule does not involve reciprocity—“if you do for me, I will do for you.” It is doing for others without expecting something in return.

3. “Could the Golden Rule serve as a universal, practical, helpful standard for the businessperson’s conduct?”

4. President Bush thinks so.  He said, “A call to love your neighbor just like you’d like to be loved yourself. It’s a universal call, and it’s a call that has been applicable throughout history. It’s really needed right now.”

5. Would you consider your faith a fixed point of reference that never changes and is separate from you?

IV. WORLD RELIGIONS EMBRACE THE GOLDEN RULE

A. Many religions incorporate the Golden Rule in one form or another.

B. Because of the universality of such a simple concept, the Golden Rule can be applied to any person and is sure to be appreciated and respected no matter one’s faith or lack thereof, around the globe.

V. MANAGEMENT’S ETHICAL RESPONSIBILITIES

A. Ethics—Code of moral principles and values that govern the behaviors of a person or group with respect to what is right or wrong.

B. Ethical Behavior—treating others fairly.

1. Being Honest.

2. Maintaining confidence and trust.

3. Following the rules.

4. Conducting yourself in the proper manner.

5. Treating others fairly.

6. Demonstrating loyalty to company and responsibility.

7. Carrying your share of work and responsibility.

C. An Ethical Dilemma is a situation when each alternative choice or behavior has some undesirable elements due to potentially negative ethical or personal consequences.

IV. ETHICS IN DEALING WITH SALESPEOPLE

A. Sales Managers have social and ethical responsibilities to their sales personnel.

B. Five ethical considerations by sales managers are:

1. Level of sales pressure to place on a salesperson.

2. Decisions affecting territory.

3. Whether to be honest with the salesperson.

4. What to do with the salesperson who is ill.

5. What rights do employees have?

a. Termination-at-will—must now have accurate records which led to an employee’s termination.

b. Privacy—non-job related information is being taken out of personal files by employers.

c. Cooperative acceptance—employees are protected by law from acts of discrimination and sexual harassment.

C. Company benefits of respecting employee rights:

1. Employees are more productive.

2. It attracts good sales personnel.

3. It reduces legal costs.

4. It reduces wage-increase demands.

V. SALESPEOPLE’S ETHICS IN DEALING WITH THEIR EMPLOYERS - salespeople, as well as managers, may occasionally:

A. Misuse company assets.

B. Moonlight.

C. Cheat.

D. Affect other salespeople.

E. Attempt technology theft.

VI. ETHICS IN DEALING WITH OTHER CUSTOMERS

A. Common problems faced in dealing with customers:

1. Bribes - There is a thin line between good business and the misuse of a bribe or gift.

2. Misrepresentation—of the product, company, company policies, prices, or delivery time in attempt to make a sale.

a. Salespeople must understand the difference between opinions and statements of fact.

(1) Opinions do not have legal consequences.

(2) A company may be sued if its salesperson uses erroneous statements of “fact.”

b. Suggestions for staying legal:

(1) Understand the difference between statements of praise and statements of fact.

(2) Educate customers.

(3) Be accurate.

(4) Know the product’s technical specifications.

(5) Avoid exaggerations about product safety.

(6) Be familiar with laws regarding warranties.

(7) Understand your product’s capabilities.

(8) Keep current with design changes.

(9) Avoid offering untested opinions.

(10) Never overstep authority.

3. Price discrimination - Some customers may be given price reductions, promotional allowances and support while others are not. Violation of the Robinson-Patman Act of 1936.

4. Tie-in-sales - When the buyer is required to buy other products that are not wanted. Prohibited under the Clayton Act.

5. Exclusive Dealership - also prohibited under the Clayton Act.

6. Reciprocity - buying a product from someone if the person or organization agrees to buy from you.

7. Sales restrictions.

a. FTC “cooling off” laws.

(1) Within three days, buyer can:

(a) Cancel contract.

(b) Return merchandise.

(c) Obtain full refund.

(2) Law covers sales of $25 or over made door-to-door.

(3) Buyer must have written, dated contract and be told of the three-day period.

b. Green River Ordinance—required a license for selling direct to consumers.

VII. THE INTERNATIONAL SIDE OF ETHICS - Despite different laws in other countries, U.S. firms are subject to U.S. laws internationally.

VIII. MANAGING SALES ETHICS

A. Follow the leader - chief executives may set the example.

B. Leader selection - carefully choose managers with high levels of moral development.

C. Establish a Code of Ethics - a formal statement of the company’s views concerning ethics and social values which includes:

1. Principle-based statements.

2. Policy-based statements.

D. Create Ethical Structures such as an:

1. Ethical Committee - group of executives appointed to oversee company ethics.

2. Ethical ombudsman - official given the responsibility of corporate conscience who hears and investigates ethical complaints and informs top management of potential ethical issues.

E. Encourage whistle-blowing.

F. Create an ethical sales climate.

G. Establish control systems.

IX. HELPFUL HINTS TO MAKING CAREER DECISIONS

A. Be involved in businesses/organizations that make worthwhile products.

B. Do what is right according to your beliefs no matter what the costs.

C. Do not compromise your beliefs.

D. Put people first.

E. Recognize the importance of good people.

X. DO YOUR RESEARCH - In a potential employer look for:

A. Integrity - The business should be honest without compromise or corruption.

B. Trust - You have to know you can trust your employer.

C. Character - What is the company like when no one is looking, and what do  they stand for?

D. Values - The company should follow a moral code of conduct toward others-like the Golden Rule!

E. Truth - The company should be true to their word and reflect the best of mankind.

F. Love - The company should display a strong affection, desire, or devotion toward people (the CCC GOMES).  Love should be the business's cornerstone.

XI. THE TREE OF BUSINESS LIFE

A. The tree is framed by "Ethical Service Builds True Relationships."

B. It is rooted in:

1. Integrity

2. Trustworthiness

3. Character

C. The center of the tree is Truth, which refers to the facts needed to make ethical moral decisions.

D. Ethics Rule Business

XII. SUMMARY OF MAJOR ISSUES

A. Ethical behavior pertains to values of right  and wrong.

B. Values depend on individual and organizational characteristics.

1. An important individual characteristic is one's moral development.

2. Corporate culture is an organizational characteristic.

C. Corporate social responsibility is based on four criteria:

1. Economic responsibility.

2. Legal responsibility.

3. Ethical responsibility.

4. Discretionary responsibility.

D. Social responsibility in business means profitably serving employees and  customers in an ethical and lawful manner regardless of cost.

E. Could the Golden Rule serve as a universal, practical, helpful standard for people's conduct?

F. In the future, ethical standards for salespeople must be developed, supported, and policed.  Current techniques include:

1. Leadership

2. Codes of Ethics

3. Ethical Structures

4. Whistle-blowing

5. Establishing Control Systems

D. Socially responsible organizations perform as well as - and often better than - organizations that are not socially responsible.

CHAPTER 3
The Psychology of Selling: Why People Buy

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: BENEFITS

A. Customers want to trust you.

B. Do the right thing for customers and tell them the truth even if that means a "no sale."

C. Unselfishly try to help customers meet their needs, not just make a sale.

II. WHY PEOPLE BUY - THE BLACK BOX APPROACH

A. Black Box - the internal mental processes that a person goes through when making a decision.

B. Stimulus-Response Model - assumes that prospects will respond in some predictable manner to the sales presentation.

C. Certain things are known about a prospect’s mental process:

1. People buy for both practical and psychological reasons.

2. Methods are known that salespeople can use to help determine the prospect’s thoughts during sales presentations.

3. We know many of the factors that buyers consider in purchase decisions.

III. PSYCHLOLGICAL INFLUENCES ON BUYING

A. Motivation to buy must exist.

1. Needs - result from a lack of something desirable.

2. Wants - needs learned by the person.

3. Have practical needs (transportation).

4. Have psychological needs (Cadillac).

B. Economic needs - The best value for their money.

1. Economic needs - the buyer’s needs to purchase the most satisfying product for their money.

a. Price - higher prices can be overshadowed by superior quality.

b. Quality - performance, dependability, and durability.

C. Awareness of needs: Some buyers are unsure.

1. Three degrees (levels) of need awareness:

a. Conscious—fully known needs.

b. Preconscious—may not be fully aware of needs.

c. Unconscious—have needs but do not know what they are.

IV. A FABULOUS APPROACH TO BUYER NEED SATISFACTION

A. Benefit selling - relating a product’s benefits to a customer’s needs.

B. FAB selling technique – (Features, Advantages, and Benefits).

C. The product’s Features - So what? - Features are physical characteristics.

D. The product’s Advantages - Prove it!

1. Advantages are performance characteristics.

2. Advantage - what the product does.

3. How can it be used to the buyer’s benefit?

E. The product’s Benefits - What’s in it for me?

1. Benefit selling - answers the question, “What’s in it for me?”

2. Benefits are favorable results of a particular advantage that can satisfy buyer’s needs.

F. Order can be important

1. Emphasize benefits.

2. Describe the advantages and features.

V. HOW TO DETERMINE IMPORTANT BUYING NEEDS – A KEY TO SUCCESS

A. To determine needs, LOCATE:

1. Listen.

2. Observe.

3. Combine.

4. Ask questions.

5. Talk to others.

6. Empathize.

VI. TRIAL CLOSE - A GREAT WAY TO UNCOVER NEEDS AND SELL

A. Trial close - checks the pulse or attitude of your prospect toward the sales presentation. The trial close is one of the best selling techniques to use in your sales presentation and should be used at four important times:

1. After making a strong selling point.

2. After the presentation.

3. After answering an objection.

4. Immediately before you move to close the sale.

B. The trial close allows you to determine:

1. Whether the prospect likes your product’s feature, advantage or benefit.

2. Whether you have successfully answered the objection.

3. Whether any objections remain.

4. Whether the prospect is ready for you to close the sale.

C. The trial close asks for the prospect’s opinion.

D. The trial close does not ask the prospect to make a decision.

E. Examples:

1. “How does that sound to you?”

2. “Is this important to you?”

3. “It appears that you have a preference for this model. Is this what you had in mind?”

VII. SELL SEQUENCE

A. One way to incorporate the trial close into your presentation is the use of a SELL sequence:

1. Show the feature.

2. Explain the advantage.

3. Lead into benefit.

4. Let customer talk by asking questions in the form of a trial close.

B. Selling involves determining needs and skillfully relating your product’s benefits to those needs.

VIII. YOUR BUYER’S PERCEPTION

A. Perception—the process by which a person selects, organizes and interprets information.

B. Information is received through the senses that act as filtering devices through which information must pass:

1. Sight.

2. Hearing.

3. Touch.

4. Taste.

5. Smell.

C. Selective Exposure - only a portion of the information will be retained by a person.

D. Selective Distortion - altering of information to reinforce one’s own beliefs and attitudes.

E. Selective Retention - a person will sometimes completely forget information that does not coincide with his own attitude and beliefs.

IX. BUYER PERCEPTION, ATTITUDES, AND BELIEFS ARE LEARNED

A. The buyer’s perceptions are learned - Learning is acquiring knowledge or a behavior based upon past experiences.

B. The buyer’s attitude about the product is important - Attitude is one's learned predisposition toward something.

C. The buyer’s attitude must be converted into a belief - Belief is a state of mind in which trust or confidence is placed in something or someone.

D. The salesperson provides the buyer with product knowledge that allows him to develop favorable personal attitudes toward the product. These attitudes will result in positive beliefs that your product will fulfill his needs.

X. THE BUYER’S PERSONALITY SHOULD BE CONSIDERED

A. Personality can affect buying decisions.

1. Personality - the individual’s distinguishing character traits, attitudes, or habits.

B. Self-concept theory - each buyer possesses four images:

1. The real self - the individual as he actually is.

2. The self image - the way the individual sees himself.

3. The ideal self - the way the individual would like to be.

4. The looking-glass self - the way the individual thinks others regard him.

C. Adaptive selling based on buyer’s style.

1. Personality typing - method to uncover aspects of the prospect’s personality that might influence a buying decision.

2. Carl Jung

a. Laid the basis of modern psychiatry.

b. Four categories of personality types:

(1) Thinker.

(2) Intuitor.

(3) Feeler.

(4) Senser.

c. Guidelines to identify personality type:

(1) Identify a key trait.

(2) Focus on time orientation.

(3) Identify the environment.

(4) Listen to what people say.

D. Adapt your presentation to the buyer’s style.

1. A major challenge is to adapt your personal style to that of the person you’re dealing with.

E. Styles:

1. Thinker style:

a. High value placed on logic, ideas, and systematic inquiry.

b. Present material in an orderly manner.

c. Have plenty of facts and supporting material.

2. Intuitor style:

a. High value placed on ideas, innovation, concepts, theory, and long-range thinking.

b. Give the buyer the “bigger picture.”

c. Build the buyer’s concepts and objectives.

3. Feeler style:

a. High value placed on being people-oriented and sensitive.

b. Relate to buyer the impact on people your idea will have.

c. Keep on a personal note with small talk.

4. Senser style:

a. High value placed on action.

b. Be brief and to the point.

c. Verbal communication is more effective than written communication.

5. Watch for clues.

a. Be observant of a buyer’s environment to determine that person’s personality style.

b. Determine primary (dominant) style and complimentary or back-up style.

F. What is your style? - Find out your own personality style by completing the questionnaire at the end of the chapter or going to the web-sites in the “www” exercises at the back of the book.

XI. YOU CAN CLASSIFY BUYING SITUATIONS

A. Some decisions are routine - Some products are purchased by habit.

B. Some decisions are limited - If customers are not familiar with a particular brand, they will seek more information.

C. Some decisions are extensive - Most large purchase decisions are made after the buyer carefully reviews all information.

XII. TECHNOLOGY PROVIDES INFORMATION - Salespeople are able to serve customers better and faster.

XIII. VIEW BUYERS AS DECISION MAKERS

A. Five basic steps of the buying decision:

1. Need arousal - Help the customer realize his needs.

2. Collection of information - The customer may choose to collect information from a variety of companies.

3. Information evaluation.

a. The customer matches this information with his needs, attitudes and beliefs.

b. To provide the buyer with proper information, you need to know:

(1) What product attributes are important in buying decision - Price?  Quality?  Service?

(2) What are the most important attributes?

(3) What are the prospect’s attitudes toward:

(a) Your products?

(b) Your competitor’s products?

(4) What level of satisfaction is expected from buying this product?

c. You must be prepared to:

(1) Alter buyer’s beliefs about:

(a) Your products.

(b) Your competitor’s products.

(2) Alter importance of attribute – quality and service are more important than price.

(3) Bring out unnoticed attributes.

(4) Change person’s search for the “ideal” product into a search for a more “realistic” product.

4. Purchase decision - A buyer’s decision to make a purchase can be altered by four basic factors:

a. The attitude of others.

b. The “perceived risk” of buying the product - “Will I receive my money’s worth?”

c. Uncontrollable factors (insufficient financing, failing of physical exam, etc.).

d. The salesperson’s action after the decision has been reached.

5. Postpurchase.

a. After the purchase, the buyer may experience:

(1) Satisfaction - the difference between what was expected to be received from the products purchased and what was actually experienced after using the product.

(2) Dissonance - tension over whether the right decision was made in buying the product.

(a) Show the buyer how to properly use the product.

(b) Be realistic in your claims of the product.

(c) Reinforce the buyer’s decision by reminding him how well the product performs and fulfills his needs.

(d) Follow-up after the sale to determine if a problem exists.

XIV. SATISFIED CUSTOMERS ARE EASIER TO SELL - Building relationships with customers makes selling easier.

XV. TO BUY OR NOT TO BUY - A CHOICE DECISION

A. A salesperson should consider the following questions before developing a sales presentation:

1. What type of product is desired?

2. What type of buying situation is it?

3. How will the product be used?

4. Who is involved in the buying decision?

5. What practical factors may influence the buyer’s decision?

6. What psychological factors may influence the buyer’s decision?

7. What are the buyer’s important buying needs?

B. People will buy if:

1. They perceive a need or problem.

2. They desire to fulfill a need or solve a problem.

3. They decide there is a high probability that your product will fulfill their needs or solve their problems better than your competitor’s.
4. They believe they should buy from you.
5. They have the resources and authority to buy.

Chapter 4
Communication for Relationship Building: It’s Not All Talk

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: COMMUNICATION

A. You can read people's minds (sort of).

B. Use the techniques learned in this and the last chapter to better meet people's needs, not just make sales.

II. COMMUNICATION: IT TAKES TWO

A. Communication - the act of transmitting verbal and non-verbal information between the seller and the buyer and understanding one another.

1. Face-to-face communication is composed of:

a. Verbal messages.

b. Vocal messages (voice quality, pitch inflection, and pauses).

c. Non-verbal messages.

B. Salesperson-buyer communication process requires feedback.

1. Communication occurs when a “sender” transmits a “message” through some type of “medium” to a “receiver” who responds to that message.

2. Eight major communication elements:

a. Source - salesperson.

b. Encoding process - conversion by the salesperson of ideas and concepts into the language and materials used in the sales presentation.

c. Message - information conveyed in the sales presentation.

d. Medium - form of communication used in the sales presentation and discussion.

e. Decoding process - interpretation of the information by the receiver.

f. Receiver - the prospective buyer.

g. Feedback - reaction to the communication as transmitted to the receiver.

h. Noise - factors that distort communications between buyer and seller.

III. NON-VERBAL COMMUNICATION: WATCH FOR IT

A. Four major non-verbal communication channels are:

1. Physical space between people.

2. Appearance.

3. Handshake.

4. Body movements.

B. Concept of space.

1. Territorial space - refers to the area around the self a person will not allow another person to enter without consent.

2. Four types of territorial space to consider:

a. Intimate space - up to two feet or about arm’s length is the most sensitive zone.  It is reserved for very close friends and loved ones.

b. Personal space - the closest zone a stranger or business acquaintance is normally allowed to enter (two to four feet).

c. Social space - the area normally used for a sales presentation (four to twelve feet).

d. Public space - often used by the salesperson making a presentation to a group of people (greater than twelve feet).

3. Space threats - The “territorial imperative” causes people to feel that they should defend their space or territory.

4. Space invasion.

a. A prospect who allows you to enter or invade personal or even intimate space is saying, “Come into my space.  Let’s be friends.”

b. You can use space to your advantage.

C. Communications through appearance and handshakes.

1. Style hair carefully.

2. Dress as a professional - wardrobe is always a major determinant of sales success.

3. Shake hands firmly and "look ‘em in the eye" - general rules:

a. Strangers may be uncomfortable shaking hands, so, at times, allow your customer to initiate the gesture.

b. Maintain eye contact, gripping the hand firmly.

D. Body language gives you clues.

1. Acceptance signals - those that indicate that the buyer believes your product might fulfill his needs.

a. Body angle - leaning forward or upright at attention.

b. Face - smiling, pleasant, relaxed, good eye contact, positive voice tones.

c. Arms - relaxed and generally open.

d. Hands - relaxed and generally open, doing calculations, holding on to a sample as you try to withdraw it, a firm handshake.

e. Legs - crossed and pointed toward you or uncrossed.

2. Caution signals - the buyer is neutral or skeptical.

a. Body angle - leaning away from you.

b. Face - puzzled, little or no expression, little eye contact, neutral or questioning.

c. Arms - crossed, tense.

d. Hands - moving, fidgeting with something, clasped, a weak handshake.

e. Legs - moving, crossed away from you.

3. How to handle caution signals:

a. Adjust to the situation by slowing up or departing from you planned presentation.

b. Use open-ended questions to encourage the buyer to talk and express his attitudes and beliefs.

c. Listen and respond to what buyers say.

d. Project acceptance signals yourself.

4. Disagreement signals:

a. Body angle - retracted shoulders, leaning away from you, entire body is back (wants to move away).

b. Face - tense, showing anger, wrinkled face and brow, very little eye contact, negative voice tones, may become suddenly silent.

c. Arms - tense, crossed over chest.

d. Hands - tense and clenched, weak handshake.

e. Legs - crossed and away from you.

5. How to handle disagreement signals.

a. Use open-ended questions.

b. Project acceptance signals yourself.

c. Stop your planned presentation.

d. Reduce or eliminate pressure to buy or talk.

e. Let him know you’re there to help him, not to sell at any cost.

f. Use direct questions to determine his attributes and beliefs.

6. Body guidelines:

a. Be able to recognize non-verbal signals.

b. Be able to interpret them correctly.

c. Be prepared to alter a selling strategy by slowing, changing, or stopping a planned presentation.

d. Respond non-verbally and verbally to a buyer’s non-verbal signals.

IV. BARRIERS TO COMMUNICATIONS

A. Differences in perception - buyer and seller should share a common understanding of the information contained in the presentation.

B. Buyer does not recognize a need for product.

C. Selling pressure - enthusiasm and some sales pressure is necessary, but high pressure techniques erect communication barriers.

D. Information overload - presenting too much technical information may confuse or offend the buyer.

E. Disorganized sales presentations can frustrate the buyer.

F. Distractions - telephone calls and people entering the office may sidetrack the buyer’s thoughts.

G. Poor listening - at times, the buyer may not listen to you.

H. How and what you say - controlled and caring talk are positive; conniving and careless talk are negative.

I. Not adapting to buyer’s style - match your communication style to your customer’s style.

V. MASTER PERSUASIVE COMMUNICATION TO MAINTAIN CONTROL

A. Salespeople need to be good communicators - Persuasion is the ability to change a person’s belief, position, or course of action.

B. Feedback guides your presentation - Salespeople need to generate feedback, or a recognizable response, from the buyer.

C. Remember the trial close - Predetermine when and what feedback-producing questions to use in your presentations.

D. Empathy puts you in your customer’s shoes - Empathy is the ability to identify and understand other people’s feelings, ideas, and situations.

E. Keep it simple - Make the buyer feel comfortable by using non-technical information and maintaining an attitude of mutual respect.

F. Creating mutual trust develops friendship.

G. Listening clues you in.

1. Hearing refers to being able to detect sounds.

2. Listening means getting meaning from sounds that are heard.

3. A good salesperson should listen carefully to a buyer to determine his need or concern. “Guides for listening” are:

a. Listen to words and thoughts.

(1) Note changes in eye contact.

(2) Concentrate.

(3) Listen between the words.

b. Listen to the full story.

c. Recognize feelings and emotions.

d. Restate the buyer’s position (summarize for clarity).

e. Question with care.

f. The three levels of listening are:

(1) Marginal listening.

(2) Evaluative listening.

(3) Active listening.

4. Technology helps to remember.

a. Memory is simple recall over time.

b. Memory retention.

H. Your attitude makes the difference toward both the sales job and customers.  Have interest and enthusiasm in helping them fulfill their needs.

I. Proof statements make you believable - A proof statement is a statement that substantiates claims made by the salesperson.

Chapter 5
Sales Knowledge: Customers, Products, Technologies

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: KNOWLEDGE

A. Sales people must be experts on everything involved with their product.

B. Customers rely on salespeople to have this knowledge.

C. The knowledge must be presented truthfully so as to better serve the customer.

II. SOURCES OF SALES KNOWLEDGE

A. Sales Training - the effort put forth by an employer to provide the opportunity for the salesperson to receive job-related attitudes, concepts, rules and skills that result in improved performance in the selling environment.

B. Sales Experience - selling is a skill developed through experience.

III. KNOWLEDGE BUILDS RELATIONSHIPS

A. Knowledge increases confidence in salespeople…

B. … and buyers because thorough knowledge about your product is needed to gain the buyer’s confidence.

C. Relationships increase sales.

IV. KNOW YOUR CUSTOMERS - Ask questions to determine their needs.

V. KNOW YOUR COMPANY

A. Salespeople should be knowledgeable about their company’s policies and procedures.

B. General company information.

1. Company growth and accomplishment - Salespeople should have knowledge of the company’s origin and development.  The company should also provide the salespeople with promotional material and instill confidence in the company.

2. Policies and procedures - the salesperson should let the customer know:

a. How the order will be processed.

b. How long it will take to receive the order.

c. The policy on returned goods.

d. How to open a new account.

e. What to do if he/she receives the wrong shipment.

3. Production facilities

4. Service facilities - promise of prompt repair services can help make a sale.

VI. KNOW YOUR PRODUCT - A salesperson’s product knowledge should include:

A. Performance data.

B. Physical size and characteristics.

C. How the product operates.

D. Specific features, advantages and benefits of the product.

E. How well the product is selling in the marketplace.

VII. KNOW YOUR RESELLERS - Salespeople should learn as much as possible about each channel member.

A. Likes and dislikes of each channel member’s customers.

B. Product lines and assortment each one carries.

C. When each member sees salespeople.

D. Their distribution, promotion, and pricing policies.

E. What and how much of a product each has purchased in the past.

VIII. ADVERTISING AIDS SALESPEOPLE

A. Types of advertising differ.

1. National advertising - reaches all users of the product across the country.

2. Retail advertising - used by retailers to reach customers within a specific geographic area.

3. Cooperative (“co-op”) advertising - conducted by the retailer and paid for by the manufacturer, or the cost is shared.  This is known as an advertising agreement.

4. Trade advertising - undertaken by the manufacturer and directed toward the wholesaler or retailer.

5. Industrial advertising - aimed at individuals and organizations that purchase products for use in manufacturing other products.

6. Direct-mail advertising - ads, samples, and coupons mailed directly to the consumer or industrial user to expose him to or remind him of the product.

B. Why spend money on advertising?

1. To increase overall and individual product sales.

2. To build product and/or company recognition.

3. To give salespeople additional selling information to use in their sales presentations.

4. To develop leads for salespeople.

5. To increase cooperation from middlemen.

6. To help educate the customer with the company’s products.

7. To inform prospects that a product is on the market and where to buy it.

8. To aid in reducing cognitive dissonance over the product.

9. To create sales between a salesperson’s calls.

IX. SALES PROMOTION GENERATES SALES

A. Consumer sales promotion - includes free samples, coupons, and demonstrations to consumers.

B. Trade sales promotion - encourages resellers to purchase and aggressively sell a manufacturer’s products by offering incentives like sales contests, displays, special purchase prices, and free merchandise.

C. Point-of-purchase (POP) displays - Allow a product to be easily seen and purchased.

D. Shelf positioning is important to your success.

1. Shelf positioning - refers to the physical placement of the product within the retailer’s store.

2. Shelf-facing - the number of individual products placed beside each other on a shelf.

E. Premiums - articles of merchandise offered as an incentive to the user to take some action.

X. WHAT’S IT WORTH? PRICING YOUR PRODUCT

A. Price - refers to the value or worth of a product that attracts the buyer to exchange money or something of value for the product.

B. It is important for salespeople to familiarize themselves with the company’s price, discount, and credit policies so that they can use them for a competitive advantage and enhance their professional image with the buyer.

XI. KNOW YOUR COMPETITION, INDUSTRY, AND ECONOMY

A. Successful salespeople are knowledgeable about their competitors' products.

B. Salespeople should keep informed about the industry and the economy.

XII. PERSONAL COMPUTERS AND SELLING

A. PCs are a valuable tool for increasing productivity within the sales force.

B. Major reasons for using a PC:

1. More effective management of sales leads and better follow-through on customer contacts (permanent lead file).

2. Improves customer relations due to more effective follow-ups.  This leads to further productivity gains.

3. Improves organization of selling time.

4. Provides more efficient account control and better time and territory management.

5. There is a definite increase in the number and quality of sales calls.

6. Faster speed and improved accuracy in getting reports and orders to the company.

7. Helps develop more effective proposals and persuasive presentations.

XIII. KNOWLEDGE OF TECHNOLOGY ENHANCES SALES AND CUSTOMER SERVICE - Sales force automation (an application of technology) improves customer service and increases sales through:

A. 
Personal productivity programs - assist with data storage and retrieval, time management, and presentations.

1. Contact management - ACT! Contact Manager - the best known contact management software.

2. Calendar management.

3. Automated sales plans, tactics, and ticklers.

4. Geographic information systems.

5. Computer-based presentations.

B. 
     Communications packages - allow for quick delivery of information to customers and employees.

C. Order processing and service support - shortens the sales-and-delivery cycle.

1. Automated order entries.

2. Salespeople’s mobile offices.

XIV. SALES, INTERNET, AND THE WORLD WIDE WEB - The internet provides salespeople access to research, data, people, and vast amounts of information.

A. Internet - global network of computers.

B. World Wide Web - part of the Internet housing Web sites.

1. Page - screen of information.

2. Links - connect Web information.

3. Surfing - searching different Web sites.

XV. GLOBAL TECHNOLOGY PROVIDES SERVICE - Increased world-wide interaction requires access and exchange of timely data on a timely basis.

XVI. TECHNOLOGY ETIQUETTE.

A. Netiquette is the term used for etiquette on the Internet.

1. E-mail do’s and don’ts

a. Be concise, but not too short.

b. Respond as quickly to an E-mail as you would answer telephone messages.

c. Avoid flaming, which is the equivalent of a verbal lashing on the Internet.

d. Use clear, descriptive and current subject headings.

e. Use dates, salutations, proper punctuation and a friendly closing.

f. Don’t make comments or requests in an E-mail that you would not make in person.

g. Don’t send repeat messages.

h. Don’t use all capital letters; it is the equivalent of shouting.

i. Don’t send bad news via E-mail.

B. Cell phone guidelines:

1. The person you are with is the most important person to talk to.

2. Use text messaging to simplify your life.

3. Turn off your phone during meetings, sales calls, and presentations.

4. Don’t engage in cell yell.

C. Voice Mail

1. Always change your outgoing message to let customers know of your availability, and leave a contact name and phone number of someone who can help them in case they need immediate assistance.

2. Be courteous when leaving voice messages for others.

D. Faxes

1. Always remember to include a cover page with your fax number, the number of pages being sent, and a phone number where you can be reached.

2. Let the person know that the fax is coming.

3. Check the spelling and grammar.

E. Speakerphones and conference calls - People in a conference call should identify themselves while speaking, and one person should act as a meeting leader.

XVII. APPENDIX: SALES ARITHMETIC AND PRICING

A. What’s it worth? - Price - the value or worth of a product that attracts the buyer to exchange money or something of value for the product.

B. Types of prices:

1. List price - standard price charged to customers.

2. Net price - price after all allowances for discounts.

3. Zone price - price based on geographical location or zone of customers.

4. FOB shipping point - buyer pays for transportation charges.

5. FOB destination - seller pays all shipping costs.

C. Discounts lower the price.

1. Quantity discounts: Buy more, pay less.

a. Large quantities are produced at lower costs; the savings are passed on to customers.

b. Non-cumulative quantity discounts - one-time reductions in price.

c. Cumulative quantity discounts - discounts received for buying certain amounts of a product over a stated period of time.

2. Cash discounts - discounts earned by buyers who pay their bills within a stated period of time.  They encourage the customer to pay on time.

3. Trade discounts - Reduced prices for middlemen.  Serve to get middlemen's attention.

4. Consumer discounts - One-time price reductions passed on from manufacturer to middleman or directly to the consumer.  They increase sales.

D. Markup represents gross profit.

1. Markup - dollar amount added to the cost of the product to calculate its selling price.

2. Gross profit - money available to cover the costs of marketing, operating the business, and profit. If you read this, contact me, and I’ll send you $10 if you are one of the first three.

3. Net profit - money remaining after paying the costs of marketing and operating the business.

4. Return on Investment (ROI) - an additional sum of money expected from an investment over and above the original investment.

CHAPTER 6
Prospecting – The Lifeblood of Selling

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: PROSPECTING

A. People want to trust the person they buy from.

B. New customers are frequently gained through referrals which are earned by displaying integrity, truthfulness, and character to the current customer.

II. THE SALES PROCESS

A. Sales Process - a sequence of actions taken by the salesperson which leads toward the customer taking a desired action and ends with follow-up to ensure purchase satisfaction.

B. 10 steps in the selling process:

1. Prospecting

2. Preapproach

3. Approach

4. Presentation

5. Trial Close

6. Objections

7. Meet Objections

8. Trial Close

9. Close

10. Follow-up

III. STEPS BEFORE THE SALES PRESENTATION

A. Prospecting.

B. Obtaining an appointment.

C. Preapproach planning.

IV. PROSPECTING - THE LIFEBLOOD OF SELLING

A. Prospect - a qualified person or business that has the potential to buy your product or service.

B. Prospecting - identifies potential customers.

1. Increases sales.

2. Replaces customers that will be lost over time.

C. “Lead” - a person or business who might be a prospect.

D. Questions to ask to determine if an individual is a qualified prospect:

1. Does the prospect have the money to buy?

2. Does the prospect have the authority to buy?

3. Does the prospect have the desire to buy?

V. WHERE TO FIND PROSPECTS

VI. PLANNING A PROSPECTIVE STRATEGY

A. Many salespeople prefer to contact prospects having similar characteristics to themselves.

B. Evaluation of possible alteration of prospecting methods.

VII. PROSPECTING METHODS

A. E-prospecting on the Web

1. Individuals

a. Free sites: Yahoo.com

b. Peoplefinder.com offers information for a fee.

2. Organizations

a. The company’s Web address.

b. Other sites: bigyellow.com, switchboard.com, yahoo.com

c. Search engines.

B. Cold Canvas method - relies solely on the volume of cold calls made.

C. Endless Chain-Customer Referral - after every sale or contact, the salesman asks the customer for a list of several friends who might be interested in the product.

D. Orphaned Customers - salespeople often leave their employers to take other jobs and their customers are left as new prospects for other employees.

E. Sales Lead Clubs - an organization or group of salespeople in related but noncompetitive fields that meet twice a month to share leads and prospecting tips. 

F. Get Lists of Prospects - make a list of what your ideal prospect looks like, and take the information and apply it.

G. Become an Expert: Get Published - by convincing an editor that you’re an expert in your field, you become one and prospects will come to you when they are ready to buy.

H. Public Exhibitions and Demonstrations - frequently take place at trade shows and other types of special interest gatherings.

I. Center of Influence - involves finding and cultivating people in a community or territory who are willing to cooperate in helping to find prospects.

J. Direct Mail - an effective way to contact individuals and businesses.

K. Telephone and Telemarketing - allows for person-to-person contact and interaction between the lead and the caller.

L. Observation - a way a salesperson often can find prospects by constantly watching what is happening in the sales area.

M. Networking - making and using contacts.

VIII. PROSPECTING GUIDELINES

A. Three criteria in developing the best prospecting method:

1. Customize a prospective method to fit your firm’s needs.

2. Concentrate on high potential customers first.

3. Always call back prospects who didn’t buy.

B. Referrals are used in most prospecting methods:

1. Cold Canvassing

2. Endless Chain-Customer Referrals

3. Orphaned Customers

4. Sales Lead Clubs

5. Public Exhibitions and Demonstrations

6. Center of Influence

7. Telephone

8. Networking

IX. THE PROSPECT POOL

A. Group of names gathered from various sources.

B. Four main sources are:

1. Leads

2. Referrals

3. Orphans

4. Your customers

X. THE REFERRAL CYCLE

A. Provides guidelines for when a salesperson should ask for referrals.

B. The parallel referral sale - sells the product plus sells the prospect on providing referrals.

C. The secret is to ask correctly.  Clients frequently object to giving referrals because they:

1. Are afraid of upsetting friends and relatives.

2. Don’t want friends to think they’re being talked about.

3. May believe in the product but not in the salesperson.

4. Fear the salesperson may not be around years down the road.

5. Don’t feel they can benefit from giving the salesperson referrals.

D. The preapproach - mention personal contact.

E. The presentation - builds rapport, explains agenda.

F. Product delivery - identifies the precise moment that the product has value for the customer.

G. Service and follow-up - ongoing opportunities to maintain contact with your customer.

H. Don’t mistreat the referral.

1. Treat the referral professionally.

2. Always follow through on what you have told the referral.

XI. CALL RELUCTANCE COSTS YOU MONEY

A. About 40 percent of salespeople suffer reluctance at some point.

B. Call reluctance - not wanting to contact a prospect or customer.

1. Comes disguised as a salesperson’s natural tendencies.

2. Countermeasures are numerous and depend on the type of reluctance a salesperson has.

XII. OBTAINING THE SALES INTERVIEW

A. Getting an appointment is not always easy.

1. Be creative.

2. Persistence pays off.

B. The benefits of appointment making.

1. Ensures an audience with the buyer.

2. Adds to a salesperson’s professional image.

3. Considered a gesture of respect to a prospect.

C. Telephone appointment.

1. Plan or write out what you will say.

2. Clearly identify yourself and your company.

3. Get to the point quickly.

4. Present only enough information to stimulate interest.

5. Be persistent.

6. Ask for an interview.

7. Phrase your appointment request as a question.

D. Make the appointment personally.

1. Believe in yourself - speak and carry yourself as though you expect to get in.

2. Develop friends in the prospect’s firm.

3. Call at the right time on the right person.

4. Do not waste time waiting.

XIII. WIRELESS E-MAIL HELPS YOU KEEP IN CONTACT AND PROSPECT - It keeps you mobile.

CHAPTER 7
Planning the Sales Call is a Must!

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: PLANNING

A. Sales Call Purpose - to make a contribution to the welfare of a person or organization.

B. Plan - a method of achieving an end.

C. Success - setting a goal and accomplishing it.

D. To be successful doesn't necessarily mean to make a sale.  It just means to serve the customer in the best way possible.

II. STRATEGIC CUSTOMER SALES - PLANNING THE PREAPPROACH

A. There are many aspects of planning a sales call.  Effective strategic problem solvers have the skills and knowledge to be able to:

1. Uncover and understand the customer’s strategic needs by gaining an in-depth knowledge of the customer’s organization.

2. Develop solutions that demonstrate a creative approach to addressing the customer’s strategic needs in the most efficient and effective manner possible.

3. Arrive at a mutually beneficial agreement.

B. Strategic Needs – the salesperson who understands the full range of the customer’s needs is in a much better position to provide a product solution that helps the customer progress more efficiently and effectively toward achieving his or her organization’s strategic goal.

C. Creative Solutions.

1. Customized versions of a product and/or service that efficiently addresses the customer’s specific strategic needs.

2. A mix of goods and services—including competitors’ products and services—that offers the best possible solution in light of the customer’s strategic needs.

D. Mutually beneficial agreements - Salespeople and customers must work together to develop a common understanding of the issues and challenges at hand to achieve a mutually beneficial agreement.

E. The customer relationship model.

1. Customers have strategic needs salespeople must meet through creative solutions.

2. Both come to mutual beneficial agreements.

3. This leads to a long-term relationship between the customer and the salesperson.

4. This achieves performance goals.

F. Reasons for planning the sales call:

1. Builds self-confidence.

2. Develops an atmosphere of goodwill.

3. Creates professionalism.

4. Increases sales.

5. Uncovers customer needs.

G. Elements of sales call planning:

1. Determining the sales call objective.

2. Developing or reviewing the customer profile.

3. Developing a customer benefit plan.

4. Developing the individual sales presentation based on the sales call objective, customer profile, and customer benefit plan.

H. Always have a sales call objective.

1. The pre-call objective.

2. Focus and flexibility.

3. Making the goal specific.

4. Moving toward your objective.

5. Set an objective for every call - SMART.

6. Customer profiles provides insight.  It should tell you:

a. Who makes buying decisions?

b. What is the buyer’s background?

c. What are the desired business terms and needs of the account?

d. What competitors do business with the account?

e. What is the history of the account?

7. Customer benefit plan: What it’s all about?

a. Step 1 - select the features, advantages, and benefits of your product to present to your prospect.

b. Step 2 - develop your “marketing plan.”

c. Step 3 - develop your “business proposition,” including your price, percent markup, forecasted profit per square foot of shelf space, return-on-investment, and payment plan.

d. Step 4 - develop a “suggested purchase order.”

8. The sales presentation is where it all comes together - Seven steps of a sales presentation:

a. Approach.

b. Presentation.

c. Trial close.

d. Methods to overcome objections.

e. Ways to overcome objections.

f. Additional trial closes.

g. Close of the sales presentation.

III. THE PROSPECT’S MENTAL STEPS

A. Attention.

B. Interest.

C. Desire.

D. Conviction.

E. Purchase or action.

IV. OVERVIEW OF THE SALES PROCESS - See the end of the chapter for the selling process and examples of a prospect’s mental thoughts and questions.

CHAPTER 8
Carefully Select Which Sales Presentation Method to Use

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: PRESENTATION

A. No matter who a salesperson meets with, their purpose is the same - to help the person or organization.

B. By taking the time to carefully select the best presentation for the group the salesperson is meeting with, he or she will be better able to meet their needs, thus, serving them better.

II. SALES PRESENTATION STRATEGY

A. Salesperson to buyer.

B. Salesperson to buyer group.

C. Sales team to buyer.

D. Conference selling.

E. Seminar selling.

III. SALES PRESENTATION METHODS - SELECT ONE CAREFULLY

A. Memorized sales presentation.

1. Based on one of two assumptions.

a. The prospect’s needs may be stimulated by direct exposure to the product through the sales presentation.

b. The prospect’s needs have already been stimulated because the prospect has made the effort to seek out the product.

2. National Cash Register Co. (NCR).

a. Pioneered the use of canned sales presentations.

b. An analysis of sales approaches in the 1920’s revealed salespeople said basically the same thing.

c. They proceeded to prepare a series of standardized sales presentations.

3. Advantages:

a. It ensures that all of the company’s salespeople will give the same information in a well-planned presentation.

b. It both aids and lends confidence to the inexperienced salesperson.

c. It is effective when selling time is short, as in door-to-door or telephone selling.

d. It is effective when the product is a non-technical one.

4. Disadvantages:

a. It presents features, advantages, and benefits that may not be important to the buyer.

b. It allows for little prospect participation.

c. It is impractical to use when selling products that require prospect input and discussion.

d. It proceeds quickly through the sales presentation to the close and may appear to the prospect as high-pressure selling.

B. The formula presentation.

1. Often referred to as the persuasive selling presentation.

2. The salesperson follows a less structured, general outline in making a presentation, allowing more flexibility and less direction.

3. Attention, interest, desire, and action procedure (AIDA).

4. The Smithkline Beecham products example: “The 10-step productive retail sales call”:

a. Plan the call.

b. Review plans.

c. Greet personnel.

d. Check conditions in store.

e. Approach.

f. Presentation.

g. Close.

h. Merchandising.

i. Records and reports.

j. Analyze the call.

5. Advantages:

a. It ensures that all information is presented in a logical manner.

b. It allows for a reasonable amount of buyer-seller interaction.

c. It allows for smooth handling of anticipated questions and objections.

C. The need-satisfaction presentation.

1. It's an interactive sales presentation.

2. The need-satisfaction format.

a. Need development phase - salesperson allows and encourages the prospect to discuss his needs.

b. Need awareness phase - salesman takes control of the conversation by restating the prospect’s needs to clarify the situation.

c. Need fulfillment phase - the salesperson shows how his product will satisfy mutually agreed-upon needs.

D. The problem-solution presentation.

1. This presentation usually consists of six steps:

a. Convince the prospect to allow the salesperson to conduct an analysis of the prospect’s needs.

b. Make the analysis.

c. Buyer and seller mutually agree upon the problems and determine that the buyer wants to solve these problems.

d. Prepare a sales presentation based on the analysis and the proposal.

e. Make the sales presentation.

2. This presentation is a flexible, customized approach involving an in-depth study of a prospect’s needs.

E. The group presentation.

1. Give a proper introduction.

a. State your name

b. State your company.

c. Explain in a clear, concise sentence the premise of your proposal.

2. Establish credibility - Give a brief history of your company.

3. Provide an account list - Have copies of an account list available for everyone in attendance.

4. State your competitive advantages - Right up front, you should succinctly tell the group where your company stands relative to the competition.

5. Give quality assurances and qualifications.

a. Get the group on your side by stating guarantees in the beginning.

b. Show pride in your product.

c. Give your company’s qualifications and credentials.

6. Cater to the group’s behavioral style.

a. A group exhibits an overall or dominant style.

b. The group has a decision-making mode that characterizes one of the four behavioral styles.

F. Negotiating so that everyone wins.

1. Negotiating styles:

a. Cooperative.

b. Competitive.

c. Attitudinal.

d. Organizational.

e. Personal modes.

2. Phases of negotiation:

a. Planning - know how your company compares to the competition.

b. Meeting - you start to build the relationship by proving you are someone who is credible, trustworthy, and hopefully the type of person your prospect likes to do business with.

c. Studying - look at the big picture and for benefits you can provide.

d. Proposing - tie in features and advantages to benefits, and emphasize unique benefits.

G. Which is the best presentation method?

1. Stimulus-response method - used where time is short and the product is simple.

2. Formula setting - used in repeat purchases or when you know the prospect’s needs.

3. Need-satisfaction - used when information needs to be gathered from the prospect first.

4. Problem-solving - useful in selling expensive or technical products, usually requires several calls and a formal business proposal.

IV. THE SALES PRESENTATION GOES HIGH TECH

A. Videos, CD ROM’s, satellite conferencing, and computer hardware and software increasingly are being used in sales presentations.

B. Select the presentation method, then the approach.

V. LET’S REVIEW BEFORE MOVING ON! - What’s important to know?

A. Top performing salespeople use the parallel dimensions of selling to plan, create and execute their presentation.

B. What do you talk about in a presentation?

1. Product.

2. Marketing plan.

3. Business proposition.

4. Suggested purchase.

C. Once you master the dimensions of selling, you will be able to:

1. Make a professional sales presentation in any situation.

2. Show a recruiter or your sales manager that you understand the sales process.

3. Train other people to become sales professionals.

4. Know that in a role as a consultant, you can quickly understand the present selling process and sales program that an organization and its sales force will like and that will help them increase sales.

Chapter 9
Begin Your Presentation Strategically

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: THE BEGINNING

A. First seek to understand, then to be understood.

B. Care shown at the beginning of the conversation allows you to proceed with your presentation, often resulting in a sale.

II. What is The Approach?

A. For the salesperson, the approach refers to the time from when the buyer is first seen to when the salesperson begins to discuss the product.

B. The approach is the third step in the selling process, but it’s the first step in the sales presentation.

III. The Right to Approach

A. Justify your right to sell your product to the prospect by showing him how your product will benefit him (and his company).

B. You may earn the right to his attention in a number of ways:

1. By exhibiting specific product or business knowledge.

2. By expressing a sincere desire to solve a buyer’s problem or satisfy a need.

3. By stating or implying that your product will save money or increase the firm’s profit margin.

4. By displaying a service attitude.

IV. The Approach - Opening the Sales Presentation

A. Your attitude during the approach.  Cope with stress by:

1. Using creative imagery.

2. Asking yourself questions.

B. The first impression you give is critical to success.

1. Appearance.

2. Attitude.

C. Approach techniques and objectives

1. Approach techniques are grouped into three categories:

a. Statement.

b. Demonstration.

c. Question.

2. Three objectives of the statement or demonstration approach techniques are:

a. To capture the attention of the prospect.

b. To stimulate the prospect’s interest.

c. To provide a transition into the sales presentation.

D. Small talk warms ‘em up.  In most sales calls the approach consists of two parts:

1. The “small talk” or rapport building phase.

2. Planned, formal selling technique used as a lead-in to the upcoming discussion of the product. 

E. The situational approach.

1. The situation you face determines which approach technique you use to begin your sales presentation.

2. Some common situational variables are:

a. The type of product you are selling.

b. Whether or not this is a repeat call on the same person.

c. Your degree of knowledge about the customer’s needs.

d. The time you have for making the sales presentation.

e. Whether the customer is aware of a problem.

3. The Golden Rule: Avoid the temptation to over-hype your product.  This will only create problems down the road.

F. Openings with statements.

1. Introductory approach - needed when meeting a prospect for the first time.

2. Complimentary approach - stimulates interest and goodwill.

3. Referral approach - the use of someone’s name whom your prospect respects.

4. Premium approach - giving the prospect a sample of your product for free.

G. Demonstration opening.

1. Product approach - the salesman silently hands the prospect his product and waits for the prospect to start the conversation.

2. Showmanship approach - doing something unusual to capture the prospect’s attention (example: dropping a new "unbreakable" china platter to demonstrate durability).

H. Opening with questions.

1. Customer-benefit approach - asking the prospect a question that implies that the product will benefit him.

2. Curiosity approach - make the prospect curious about your product.

3. Opinion approach - ask the prospect for his opinion on your products.

4. Shock approach - the use of a question phrased to make the prospect think seriously about a subject related to your product.

5. Multiple questions approach (SPIN) - ask questions to determine:

a. Step 1 - the prospect’s general situation as it relates to your product.

b. Step 2 - specific problems, dissatisfactions, or difficulties perceived by the prospect relative to your situation question.

c. Step 3 - the implication of the prospect’s problems, or how a problem affects various related operational aspects of a home, life, or business.

d. Step 4 - if the prospect has an important, explicit need.

e. The product is not mentioned in the SPIN approach.

V. TECHNOLOGY IN THE APPROACH - Technology incorporated in the approach can be a powerful attention getter.

VI. IS THE APPROACH IMPORTANT - Many approach techniques are available; it is very important to choose the right one.

VII. USING QUESTION RESULTS IN SALES

A. Asking questions is an excellent technique for:

1. Obtaining information from the prospect.

2. Developing two-way communication.

3. Increasing prospect participation.

B. The direct question requires a short answer - usually “yes” or “no.”

C. The nondirective question begins with who, what, where, when, how or why.  Examples:

1. the situation question.

2. the implication question.

D. The rephrasing question allows the salesperson to better clarify what the prospect means.

E. The redirect question.

F. Three rules for using questions:

1. Use only those questions to which you can anticipate the answer (those that won’t put you between a rock and a hard place).

2. Wait for an answer to your question.

3. Just listen.

VIII. IS THE PROSPECT STILL NOT LISTENING?

A. Quickly hand or show him the product.

B. Ask him a question.

IX. BE FLEXIBLE IN YOUR APPROACH - Be prepared to make changes in your approach and the overall presentation.

Chapter 10
Elements of a Great Sales Presentation

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: PRESENTATION

A. Truthfully showing and telling about your product shows you are a person with integrity and character.

B. Should there be even a hint of exaggeration (lying), the buyer may not buy.

II. The Purpose of the Presentation

A. Main goal - to sell your product to your customer.

B. Purpose

1. Provide knowledge via the features, advantages, and benefits of your product, marketing plan, and business proposal.

2. Allow buyer to develop positive personal attitudes toward your product.

3. Attitudes result in desire (or need).

4. Convert a need into a want and then into the belief that your product can fulfill a certain need.

5. Convince the buyer that not only is your product the best but also that you are the best source to buy from.

6. When this occurs, he is in the conviction stage.

III. Three Essential Steps Within the Presentation - remember your FAB’s!

A. Fully discuss the features, advantages, and benefits of your product.

B. Present your marketing plan.

C. Explain your business proposition (value/cost comparison).

IV. The Sales Presentation Mix

A. Persuasive Communication

1. Factors that help you be a better communicator:

a. Using questions.

b. Being empathetic.

c. Keeping the message simple.

d. Creating mutual trust.

e. Listening.

f. Having a positive attitude and enthusiasm.

g. Being believable.

h. The SELL Sequence and trial close.

2. Logical reasoning based on:

a. Major premise

b. Minor premise

c. Conclusion

3. Persuasion through suggestion - Types of suggestions:

a. Suggestive propositions - suggest the prospect should act now.

b. Prestige suggestions - name the famous or respected people or companies that use your product.

c. Autosuggestions - attempt to have the buyer sell himself by imagining himself using the product.

d. Direct suggestions - suggest that the prospect buy your product.

e. Indirect suggestions - make it seem as if the purchase of your product is the buyer’s idea.

f. Counter-suggestions - get the buyer to express why he needs the product and will probably also compel him to defend his purchase decision.

4. Make the presentation fun.

5. Personalize your relationship.

6. Build trust.

7. Use body language - Send green signals.

8. Control the presentation.

9. Be a diplomat.

10. Use Paul Harvey dialogue.

11. Smile, metaphor, and analogy.

a. Simile - a comparison statement using the words “like” or “as.”

b. Metaphor - implied comparison that uses a contrasting word or phrase to evoke a vivid image.

c. Analogy - compares two different situations which have something in common.

B. Participation is essential to success - Four ways to induce participation:

1. Questions.

2. Product use.

3. Visuals.

4. Demonstrations.

C. Proof statements build believability.

1. Past sales help predict the future.

2. The guarantee.

3. Testimonials.

4. Company proof statements.

5. Independent research results - For a proof statement referring to an independent research result to be effective, it should contain:

a. A restatement of the benefit before proving it.

b. The proof source and relevant facts or figures about the product.

c. Expansion of the benefits.

D. The visual presentation - show and tell - Visuals:

1. Increase retention.

2. Reinforce messages.

3. Reduce misunderstanding.

4. Create a unique and lasting impression.

5. Show your buyer that you are a professional.

V. VISUAL AIDS HELP TELL THE STORY

VI. DRAMATIZATION IMPROVES YOUR CHANCES - Dramatics - presenting the product in a striking manner.

VII. DEMONSTRATIONS - PROVE IT!

A. Sales demonstration checklist:

1. Is the demonstration needed or appropriate?

2. Have I developed a specific demonstration objective?

3. Have I properly planned and organized the demonstration?

4. Have I rehearsed to the point that the demonstration flows smoothly and appears to be natural?

5. What is the probability that the demonstration will go as planned?

6. What is the probability that the demonstration will backfire?

7. Does my demonstration present my product in an ethical and professional manner?

B. Get participation in your demonstration.

1. Let the prospect do something simple.

2. Let the prospect work an important feature.

3. Let the prospect do what he would frequently do.

4. Ask the prospect questions throughout the demonstration.

C. Reasons for using visual aids, dramatics, and demonstrations.

1. Captures attention and interest.

2. Creates two-way communication.

3. Involves the prospect through participation.

4. Offers a more complete, clearer explanation of products.

5. Increases a salesperson’s persuasive powers by obtaining positive commitments on a product’s single feature, advantage, or benefit.

D. Guidelines for using visual aids, dramatics, and demonstrations:

1. Rehearse them!

2. Customize them to fit each individual customer.

3. Make them simple, clear, and straightforward.

4. Control the demonstration.

5. Make the demonstration true to life.

6. Encourage prospect participation.

7. Incorporate trial closes after showing or demonstrating a major feature, advantage, or benefit in order to determine if it is believed or important to the prospect.

VIII. TECHNOLOGY CAN HELP! - Provide visually attractive information in a dramatic manner.

IX. THE SALES PRESENTATION GOAL MODEL - Six elements of the presentation mix to consider:

A. What is your objective?

B. Who is your audience?

C. How will you structure your presentation?

D. How will you create impact?

E. How will you design and display visual aids?

F. How will you stage your presentation?

X. THE IDEAL PRESENTATION

XI. BE PREPARED FOR PRESENTATION DIFFICULTIES

A. How to handle interruptions:

1. If there is a phone call, offer to leave the room.

2. Wait until the prospect’s attention is completely back to you.

3. Restate the selling points that were of interest to the prospect.

4. Invite participation.

5. Make sure interest has been regained, and then proceed.

B. Should you discuss competition?

1. Do not refer to competition.

2. Acknowledge competition and drop it.

3. Make a detailed comparison.

C. Be professional.

D. Know where the presentation will take place.

E. Diagnose the prospect to determine your sales presentation.

CHAPTER 11
Welcome Your Prospect’s Objections

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: OBJECTIONS

A. If a customer has a valid objection, and the customer does not need your product, leave.

B. If the customer is incorrect, politely show them how your product will help them, and do it to help them not just to make the sale.

II. WELCOME OBJECTIONS!

A. Learn to accept objections as a challenge which, when handled correctly, will benefit you and your prospect.

B. If you fear objections, you will fumble your response, often causing you to fail.

III. WHAT ARE OBJECTIONS?

A. Sales objection - a prospect's opposition or resistance to the request of the salesperson.

B. The prospect who presents objections is often more easily sold on your product.

IV. WHEN DO PROSPECTS OBJECT? - At any time during your sales call - from introduction to close.

V. OBJECTIONS AND THE SALES PROCESS

A. Inexperienced salespeople finish their presentation and wait for the prospect’s response.

B. Experienced salespeople use a trial close.

C. How to move to the real close:

1. If the prospect reacts positively - move to the close.

2. Answer objections and ask another trial close to determine if the objections have been met, and then move to the final close.

3. Be prepared to determine if there are other objections.

4. If an objection has not been overcome, then move back to your presentation.

VI. BASIC POINTS TO CONSIDER IN MEETING OBJECTIONS

A. Plan for objections.

B. Anticipate and forestall.

1. Anticipate objections.

2. Forestalling an objection involves the salesperson discussing an objection before it is brought up by the prospect.

C. Handle objections as they arise.  Postponement of objections may result in:

1. The prospect not listening.

2. The prospect feeling that you are hiding something.

3. The appearance that you also feel it’s a problem.

4. The appearance that you’re not able to answer because you do not know the answer.

5. The appearance that you are not interested in the prospect’s opinion.

D. Be positive!

1. Use positive body language and smile.

2. Do not take objections personally.

E. Listen - hear them out.

F. Understand objections.

1. Request more information.

2. A condition.

a. Sometimes prospects may raise an objection that turns into a condition of the sale.

b. Negotiation can overcome a condition.

3. Major or minor objections.

4. Practical or psychological objections.

a. Practical (overt).

b. Psychological (hidden).

G. Meet the objection.

VII. SIX MAJOR CATEGORIES OF OBJECTIONS

A. The hidden objection - a prospect who asks trivial, unimportant questions or conceals his feelings beneath a veil of silence

1. The salesperson must ask questions and carefully listen in order to smoke out the prospect’s real objection.

2. Smoke out hidden objections - ask questions, observe the prospect, you may have to “read between the lines”; the prospect may not consciously know what the real objections are; finally, as a last resort, you may simply ask the prospect what their objections are.

B. The stalling objection - when the prospect says, “I’ll think it over,” or “I’ll be ready to buy on your next visit,” you must determine if the statement is truth or if it is a smokescreen designed to get rid of you.

1. One of the toughest stalls to overcome arises when selling a new consumer product.

2. Another stall occurs when the buyer says he has to get approval from someone else. Since the buyer’s attitude toward your product will influence the firm’s buying decision, you must make it a positive one.

3. Let the buyer know that you are on his side and help him with his objections. If he doe not respond, give him a multiple choice question to display an attitude of genuine caring.

4. Do not get demanding, defensive, or hostile.

5. Your goal is to help your prospect realistically examine reasons for and against buying now.

6. The main idea is not to be satisfied with a false objection or stall. Bring out any or all of your main selling benefits now and keep on selling.

C. The no-need objection - the prospect says, “… but I’m not interested now,” and he stays as he presently is.

1. This is widely used because it gets rid of the salesperson.

2. It is tricky because it also includes a hidden objection or a stall.

D. The money objection - encompasses several forms of economic excuses and is simple for the buyer to say.

1. Respond by saying that it is risky to discuss the products price until it can be compared to the product’s benefits. Once you convey the benefits, price becomes a secondary factor which usually can be dealt with successfully.

2. Quote the price and go right on selling.

3. The price/value formula:

a. Used to determine if a prospect is or is not convinced that the price is too high.

b. Price/value = cost.

(1) Cost - comparison of what is received to the money paid.

(2) Value - what the prospect sees the product doing for them.

(3) Price - set at headquarters; not subject to change.

E. The product objection.

1. Not everyone likes the best selling product.

2. Your reaction must be positive; you can use a guarantee, a testimonial, independent research results, or a demonstration.

F. The source objection.

1. Some prospects may say that they are happy with their current supplier.

2. You should try to find out what exactly bothers the prospect and call on him routinely over a long period of time.

VIII. TECHNIQUES FOR MEETING OBJECTIONS

A. The dodge does not deny, answer or ignore.

B. Don’t be afraid to pass up an objection.

C. Rephrase an objection as a question.  It is easier to answer a question than to overcome an objection.

1. Acknowledge the prospect’s viewpoint.

2. Rephrase objections.

3. Obtain agreement.

4. “Feel-felt-found”:

a. “I understand how you feel…”

b. “Bill at XYZ store felt the same way…”

c. “but he found after reviewing our products …”

D. Postponing objections is sometimes necessary.

1. If you judge that the objection will be handled to your prospect’s satisfaction by your customary method, and that your prospect is truly willing to wait until that later time in your presentation, you may politely forestall.

2. Tactfully used, forestalling can leave you in control of the presentation.

E. Send it back with the boomerang method.

1. Be ready at any time to turn an objection into a reason to buy. Convince the prospect that his objection is in fact a benefit.

2. Requires good timing and quick thinking by the salesperson.

F. Ask questions to smoke out objections.

1. Q1: “There must be some good reason why you’re hesitating to go ahead now. Do you mind if I ask what it is?”

2. Q2: “In addition to that, is there any other reason for not going ahead?”

3. Q3: “Just supposing, Mr. Buyer, you could … then you’d want to go ahead?” If “yes” go forward to discuss this, if “no” go to next question.

4. Q4: “Then there must be some other reason. May I ask what it is?” When he tells you, then respond with another question 2. If you receive a negative response then go to question 5

5. Q5: “What would it take to convince you?”

6. This series of questions keeps the conversation going and gets the real objections out in the open, which helps increase your sales.

G. Use direct denial tactfully.

1. Incomplete or incorrect objections should be acknowledged from the prospect’s viewpoint, and then answered with complete and correct facts.

2. Tact is critical.

3. Do not say, “You’re wrong.”  It closes the prospect’s mind. Instead try, “You know, you’re right to be concerned about this. Let me explain.”

H. The indirect denial works.

1. It initially appears as agreement with the customer’s objection, but moves into denial of the fundamental issue.

2. Done in a natural, conversational way, the salesperson will not offend the prospect.

I. Compensation or counterbalance method.

1. Sometimes a prospect’s objection is valid and must be overcome, which calls for the compensation method.

2. Present advantages to counterbalance the objection.

J. Let a third party answer - Answer it by referring to a third party and using his experience as your “proof or testimony.” If the source is reliable or reputable, this can be especially successful with the expert or skeptical prospect.

IX. TECHNOLOGY CAN EFFECTIVELY HELP RESPOND TO OBJECTIONS - Providing buyers the necessary information to make a decision can frequently overcome objections.

X. AFTER MEETING THE OBJECTION - WHAT TO DO?

A. First, Use a trial close to determine if you have overcome the objection. Next, close the sale or move back into your presentation.

B. Move back into your presentation.

C. Move to close your sale if finished with your presentation.

D. If you cannot overcome the objection:

1. Admit it, and show how your product’s benefits outweigh this disadvantage.

2. You should always ask for the order.

XI. IN ALL THINGS BE GUIDED BY THE GOLDEN RULE

A. You are there to help the customer, not force a product on them.

B. Follow the Golden Rule.  Address objections in an attempt to serve them.

CHAPTER 12
Closing Begins the Relationship

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: CLOSING

A. Remember to do what's best for the customer.

B. Ask yourself, "Should they buy this?"  If the answer is no, tell them you don't think they really need the product.

C. If the buyer still wants to buy, let the Golden Rule be your guide.

II. WHEN SHOULD I POP THE QUESTION?

A. Closing - the process of helping people make a decision that will benefit them. You help them make that decision by asking them to buy.

B. Attempt to close the sale when the prospect is ready. More specifically, when the prospect is in the “conviction stage” of the mental buying process.

III. READING BUYING SIGNALS

A. Buying Signals - refer to anything prospects say or do to indicate that they are ready to buy.

B. Several ways prospects signal that they are ready to buy:

1. Asks questions.

2. Asks another person’s opinion.

3. Relaxes and becomes friendly.

4. Pulls out an order form.

5. Carefully examines merchandise.

C. A buyer may send verbal and non-verbal signals at any time before and during your sales presentation.

IV. WHAT MAKES A GOOD CLOSER?

A. Good closers have a strong desire to close each sale - they have a positive attitude, know their customers, and tailor their presentations to meet each one’s specific needs.

B. Good closers spend time preparing.

C. Successful salespeople do not stop on the prospect’s first no.

D. Ask for the order, and be quiet.  You must put the prospect in the position of having to:

1. Make a decision.

2. Speak first.

3. Respond to the close.

E. Get the order then move on! - In continuing to talk, you may give information that changes the buyer’s mind.

V. HOW MANY TIMES SHOULD YOU CLOSE? - Three to five well-executed closes is a minimum for successful salespeople.

VI. CLOSING UNDER FIRE - You must be able to ask a prospect, who may be in a bad mood or may even appear hostile toward you, to buy.

VII. DIFFICULTIES WHEN CLOSING

A. One reason salespeople may fail to close a sale and get an order is that they are not confident in their ability to close.

B. Salespeople often determine on their own that the prospect does not need the quantity or type of merchandise, or that the prospect simply should not buy.

C. The salesperson may not have worked hard enough in developing a customer profile and benefit plan, resulting in a poor presentation.

VIII. ESSENTIALS OF CLOSING SALES

A. Be sure your prospect understands what you are saying in your presentation.

B. Always present a complete story to ensure understanding.

C. Tailor your close to each presentation.

D. Everything you do and say should take into consideration the customer’s point of view.

E. Never stop at the first “no.”

F. Learn to recognize buying signals.

G. Before you close, attempt a trial close.

H. After asking for the order, shut up.

I. Set high goals for yourself and develop a personal commitment to reach your goals.

J. Develop and maintain a positive, confident and enthusiastic attitude toward yourself, your products, your prospects, and your close.

IX. TWELVE KEYS TO A SUCCESSFUL CLOSING

A. These keys are:

1. Think success.

2. Plan your sales call.

3. Confirm your prospect’s needs in the approach.

4. Give a great presentation.

5. Use trial closes during and before your presentation.

6. Smoke out your prospect’s real objections.

7. Overcome these real objections.

8. Use a trial close after overcoming each objection.

9. Summarize benefits as related to buyer’s needs.

10. Use trial close to confirm step 9.

11. Ask for the order and then be quiet.

12. Leave the door open! Act as a professional.

B. If salespeople understand how each of the 12 keys applies to them and their customers, and if they are capable of performing each key, they will earn the right to close.

X. PREPARE SEVERAL CLOSING TECHNIQUES

A. Successful salespeople should be able to adapt their planned presentation to any prospect or situation that may arise.

B. Eleven of the more commonly used closing techniques.

1. Alternative choice close is an old favorite; it provides a choice between something and something; never between something and nothing. - Example: “Which do you prefer?” or “Would you prefer A or B?” (I like the second example.)

2. Assumptive close - the salesperson assumes the prospect will buy. - Example: “I’ll call your order in tonight.” or “I’ll have this shipped to you tomorrow.”

3. Compliment close - by complimenting them, you get them to listen and respond favorably to your presentation.

4. Summary of Benefits close - summarize the product’s benefits in a positive manner so that the prospect agrees with what you are saying; then ask for the order.  You can easily adapt FAB statements, discussed in Chapter 3, for your “summary” close.

5. Continuous-yes close - like the summary close; however, instead of summarizing product benefits, the salesperson develops a series of benefits questions which the prospect must answer.

6. Minor-points close - similar to the alternative-choice close, but the minor-points close asks the prospect to make a low-risk decision on a minor, usually low-cost element of a single product such as delivery dates, optimal features, etc.

7. T-account or Balance Sheet Close—is based on the process people go through when they make a decision, weighing the cons against the pros. The same as debits and credits, act or not act, etc.  The Modified T-Account or Balance Sheet Close—only list the reasons to buy. Some salespeople do not remind the prospect of any of the reasons not to buy as they attempt to close the sale.

8. Standing Room Only close - indicate that if they do not act now, they may not be able to buy in the future. It should only be used in complete honesty.

9. Probability close - ask prospects who are delaying what the probability of doing business at a later time is. This permits prospects to focus in on and discover their own hidden objectives.

10. Negotiation close - finds ways for everyone to have a fair share.

11. Technology close - incorporates appropriate technology to close the sale.

XI. PREPARE A MULTIPLE CLOSE SEQUENCE - By keeping several difficult closes ready to aid you in any situation, you will put yourself in a better position to close more sales.

XII. CLOSE BASED ON THE SITUATION - Since different closing techniques work best for certain situations, salespeople often identify the common objections they encounter and develop specific approaches to closing designed to overcome these objections.

XIII. RESEARCH REINFORCES THESE SALES SUCCESS STRATEGIES

A. One research report reinforces several of the key procedures that will improve your sales performance.

B. Six common mistakes that researchers found which prevented successful sales calls:

1. Tells instead of sells; doesn’t ask enough questions.

2. Over-controls the call; asks too many closed-ended questions.

3. Doesn’t respond to customer needs with benefits.

4. Doesn’t recognize needs; gives benefits prematurely

5. Doesn’t recognize or handle negative attitudes effectively.

6. Makes weak closing statements; doesn’t recognize when or how to close.

XIV. KEYS TO IMPROVED SELLING

A. Ask questions to gather information and uncover needs.

B. Recognize when a customer has a real need and how the benefits of the product or service can satisfy it.

C. Establish a balanced dialogue with customers.

D. Recognize and handle negative customer attitudes promptly and directly. 

E. Use a benefit summary and an action plan requiring commitment when closing.

XV. THE BUSINESS PROPOSITION AND THE CLOSE

A. The business proposition is the discussion of costs. Markups, value analysis, or a Return-On-Investment (ROI) profit forecast.

B. Follows discussion of a product’s FABs and marketing plan.

C. The marketing plan explains:

1. For wholesalers or retailers, how they should resell the product.

2. For end users, how they can use the product.

D. Use a visual aid to close.  A visual aid works well in discussing the business proposition when closing.

E. Closing begins the relationship.

1. When you make a sale for the first time, a prospect becomes a customer.

2. Earn the right to sell to the customer again.

a. Follow the Golden Rule of Personal Selling.

b. Provide exceptional service after the sale.

XVI. WHEN YOU DO NOT MAKE THE SALE

A. Act as a professional, adult salesperson, and do not take the buyer’s denial personally, but recognize it as a business decision that the buyer must make given the circumstances.

B. The proper handling of a no-sale situation actually helps build a sound business relationship with your customers.

C. Ask why you lost out - learn from your no-sales as well as your successes.

CHAPTER 13
Service and Follow-up for Customer Retention

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: SERVICE

A. Service and follow-up after the sale show you truly care.

B. Selling guided by the Golden Rule leads to ethical actions, then to ethical habits, then to character, and finally to your destiny.

II. THE IMPORTANCE OF SERVICE AND FOLLOW-UP

A. A salesperson helps customers through follow-up by maintaining contact with a customer (or prospect) in order to evaluate the effectiveness of the product and the satisfaction of the customer.

B. Words of sales wisdom: Caring for people is the beginning of wise sales knowledge which can be referred to as wisdom.

C. Sales proverbs:

1. Customer choice between suppliers has never been greater.

2. You lose “X” percent of sales or customers per year.

3. People do not care how much you know until they know how much you care.

4. You do business with the one you trust, and you trust the one you know.

5. 80 percent of your profits come from about 20 percent of your customers.

6. Obtaining new customers and selling more products to current customers are the ways to increase sales.

7. For some types of selling, customer referrals are the best way to find new prospects. Having a satisfied customer tell a prospect how great a product is and that the salesperson can be trusted is a wonderful way to obtain new customers.

8. It is always easier to sell a satisfied customer or prospect than an unsatisfied one. 

9. The cost of acquiring a new customer is much higher than keeping a current customer.

D. Knowledge versus wisdom.

1. We may amass knowledge, but without wisdom, our knowledge is useless.

2. In this age of information, knowledge is plentiful, but wisdom is scarce.

E. Wisdom is learned.

1. We must trust and honor people.

2. We must realize that our purpose is to help people.

3. We must make a life-long series of right choices and avoid moral pitfalls.

4. We must learn from our errors and recover.

III. TRUE CARING BUILDS RELATIONSHIPS AND SALES

A. What is the purpose of the sales call?

1. Analyze the customer’s needs.

2. Present product benefits.

3. Gain commitment.

4. Provide excellent service.

B. Caring is seen.  Caring about the customer is more than simply warm feelings; it is an attitude that reveals itself in action.

C. Caring is hard to do!  This is why people notice when the seller cares.

IV. BUILDING A LONG-TERM BUSINESS FRIENDSHIP

A. Business friendship - the relationship formed between a salesperson and a client that revolves around business-related issues.

B. Build a business relationship in much the same way you build regular friendships.

1. Level 1 - Acquaintances - people whose names you know, you see occasionally, and of whom you know little about. 

2. Level 2 - Friends - people whom we spend more time with and with whom we share common interests and hobbies.

3. Level 3 - Intimate friends - often called “best friends,” these are the people we know on a deeper level.

C. Several things happen between people before they become friends.

1. Self disclosure - sharing a few things about yourself and allowing your client to share a few things about him or herself.

2. Acknowledgement - everyone has a desire to be heard, acknowledged, and understood; take time to listen to your client.

a. Step 1 - Repeat back - repeat what your client tells you in a summarized fashion.

b. Step 2 - Don’t invalidate - avoid telling or making your client feel that they are wrong.

c. Step 3 - Don’t try to change - do not attempt to change your client’s mind on an issue; simply listen to what is said and formulate a solution based on their perceived problems.

3. Attending - pay attention, or attend to your client.  Use body language to show you’re paying attention.

4. Talking - the foundation of any good relationship is good communication; be a great listener, share information, and allow information to be shared.

D. Structure for survival - A good relationship needs structure to survive; this structure must be established at the beginning and reaffirmed to avoid confusion.

E. Avoid control and one-ups.  Do not try to control your client, and do not allow yourself to be controlled.

F. Do you pressure a true friend?  To have a lasting, wonderful relationship your self-interest must come last.

G. What is most important?  If you make decisions based on your own needs, at times you will take advantage of your “friends.”

H. How many friends? - “A person with too many friends comes to ruin.”

V. RELATIONSHIP MARKETING AND CUSTOMER RETENTION

A. Three levels of customer relationship marketing:

1. Transaction selling - a customer is sold and not contacted again.

2. Relationship selling - after the purchase, the seller finds out if the customer is satisfied and has future needs.

3. Partnering - the seller works continually to improve the customer’s operations, sales, and profits.

B. Relationship marketing builds friendships.

1. Relationship marketing - the creation of customer loyalty and retention.

2. An organization using relationship marketing is not seeking simply a sale or a transaction; the goal is to retain customers.

VI. THE PRODUCT AND ITS SERVICE COMPONENT

A. A person buying a product is buying a bundle of tangible and intangible attributes, including packaging, color, and brand, plus the services and even the reputation of the seller.

B. Buyers have expectations of what an organization should deliver:

1. Product - the product purchased has no defects.

2. Price - fair value for the price.

3. Place - the product is available when and where needed and promised.

4. Promotion - correct, honest information and advertisements, from salespeople, and on product labels.

5. Exchange transaction - handled correctly, quickly and professionally the first time.

6. After the sale - warranty honored, repairs or exchanges made cheerfully; written information or company representative available to discuss how to put together, hook-up, or use the product.

C. Customer service - the activities and programs provided by the seller to make the relationship a satisfying one for the customer.

D. Service quality is a customer’s perception of how well service provided by a seller meets their expectations.

VII. CUSTOMER SATISFACTION AND RETENTION

A. Customer satisfaction - a customer’s feelings toward a purchase.

B. Continued customer satisfaction leads to customer retention which is critical to the long-run success of a salesperson.

VIII. EXCELLENT CUSTOMER SERVICE AND SATISFACTION REQUIRES TECHNOLOGY - Providing good service to customers in today’s competitive marketplace is not enough; service must be excellent.

IX. SO, HOW DOES SERVICE INCREASE YOUR SALES? - High-performance salespeople can convert follow-up and service situations into sales.

X. ACCOUNT PENETRATION IS A SECRET TO SUCCESS

A. Account penetration - the ability to work and contact people throughout the account discussing your products.

B. Penetration can be determined by:

1. Your total and major brand sales growth in an account.

2. Distribution of the number of products in a product line, including sizes, used or merchandized by an account.

3. Level of cooperation you obtain, such as reduced resale prices, shelf space, advertising and display activity, discussion with their salespeople, and freedom to visit with various people in the account.

4. Your reputation as the authority on your type of merchandise for the buyer.

C. General rule - the greater your account penetration the greater your chances of maximizing sales within the account.

XI. SERVICE CAN KEEP YOUR CUSTOMERS

A. First: concentrate on improving account penetration.

B. Second: contact new accounts on a frequent and regular schedule.

C. Third: handle your customer’s complaints promptly.

D. Fourth: always do what you say you will do.

E. Fifth: provide service as you would to royalty.

F. Sixth: practical suggestions to show your appreciation:

1. Phone immediately when a solution to a customer’s problem arises.

2. Mail your prospect interesting clippings.

3. Write congratulatory notes.

4. Send clippings about customers’ families.

5. Send holiday cards.

6. Send birthday cards.

7. Prepare a brief, informative newsletter.

XII. YOU LOSE A CUSTOMER - KEEP ON TRUCKING! - Four things can be done to win back a customer:

A. Visit and investigate.

B. Be professional.

C. Never criticize a competing product your customer has purchased.

D. Keep calling.

XIII. INCREASING YOUR CUSTOMERS’ SALES

A. Two methods:

1. Have current customers buy more of a product than they are currently using.

2. Have current customers buy the same products to use for a different purpose.

B. To increase sales:

Step 1:  Develop an account penetration program.

Step 2:  Examine your distribution.

Step 3:  Keep merchandise in the warehouse on a shelf.

Step 4:  Fight for shelf space and positioning.

Step 5:  Assist the product’s users.

Step 6:  Assist the reseller’s salespeople.

Step 7:  Demonstrate your willingness to help.

Step 8:  Obtain customer support.

XIV. RETURNED GOODS MAKE YOU A HERO - The salesperson should examine the merchandise carefully.

XV. HANDLE COMPLAINTS FAIRLY - Customers may be dissatisfied with products for a number of reasons.

A. The product delivered is a different size, color, or model than the one ordered.

B. The quantity delivered is less than the quantity ordered.

C. The product does not arrive by the specified date.

D. Agreed on discounts are not rendered by the manufacturer.

E. The product does not have a feature or perform a function that the customer believed it would.

F. The product is not of the specified grade or quality.

XVI. IS THE CUSTOMER ALWAYS RIGHT?

A. Some academics believe the answer is “yes,” but what if the customer asks you to do something unethical or illegal?

B. Occasionally a dishonest customer may require you and your company not to honor a request; always have a plan for problem solving.

1. Obtain as much relevant information from your customer as possible.

2. Express sincere regret for the problem.

3. Display a service attitude.

4. Review your sales records to ensure the customer purchased the merchandise.

5. If the customer is right, quickly and cheerfully handle the complaint.

6. Follow up to make sure the customer is satisfied.

C. Dress in your armor; be prepared to meet a dishonest customer.

XVII. BUILD A PROFESSIONAL REPUTATION - Eight considerations:

A. Be truthful, and follow through on what you tell your customer.

B. Maintain an intimate knowledge of your firm, its products, and your industry.

C. Speak well of others, including your company and your competitors.

D. Keep customer information confidential; maintain a professional relationship with each of your accounts.

E. Never take advantage of a customer by using unfair, high-pressure techniques.

F. Be active in community affairs by helping to better your company.

G. Think of yourself as a professional, and always act as a professional.

H. Provide service “above and beyond the call of duty.”

XVIII. DO’S AND DON’TS FOR BUSINESS SALESPEOPLE

A. Most important traits are:

1. Willingness to “go to bat” for the buyer within the supplier’s firm.

2. Thoroughness and follow-through after the sale.

3. Knowledge of his or her firm’s product line.

4. Market knowledge and willingness to “keep the buyer posted.”

5. Imagination in applying one’s products to the buyer’s needs.

6. Knowledge of the buyer’s product line.

7. Preparation for sales calls.

8. Regularity of sales calls.

9. Diplomacy in dealing with operating departments.

10. Technical education (knowledge of specifications and applications).

B. “Seven Deadly Sins of Business Selling” are:

1. Lack of product knowledge.

2. Time-wasting.

3. Poor planning.

4. Pushiness.

5. Lack of dependability.

6. Unladylike or ungentlemanly conduct.
7. Unlimited optimism.
XIV. THE PATH TO SALES SUCCESS: SEEK, KNOCK, ASK, SERVE

A. Seek customers to serve and you will find them.
B. Knock and people will open their doors.
C. Ask and people will buy.
D. Provide service after the sale and customers will buy again.
E. Selling requires:
1. Faith

2. Focus
3. Follow-up

CHAPTER 14
Time, Territory, and Self-Management: Keys to Success

LECTURE OUTLINE

I. THE TREE OF BUSINESS LIFE: TIME

A. People spend time doing what is most important in their lives.

B. Using your time in a career to help others results in a wonderful life.

II. CUSTOMERS FORM SALES TERRITORIES

A. Sales territory - comprises a group of customers or a geographical area assigned to a salesperson.

B. Why establish sales territories?

1. To obtain thorough coverage of the market.

2. To establish a salesperson’s responsibility.

3. To evaluate performance.

4. To improve customer relations.

5. To reduce sales expense.

6. To allow better matching of salespeople to customer needs.

7. To benefit salespeople and the company.

C. Why sales territories may not be developed.

1. Restriction by a territory.

2. Company may be too small.

3. Not enough time or knowledge.

4. Personal friendship may be the basis for attracting customers.

III. ELEMENTS OF TIME AND TERRITORY MANAGEMENT (TTM)

A. Salesperson’s sales quota.

B. Account analysis.

1. Identification and estimate of sales potential.

a. The undifferentiated selling approach - use the same approach on accounts which are basically the same.

b. The account segmentation approach - accounts that have heterogeneous needs and differing characteristics require different selling strategies.

(1) Key account.

(2) Unprofitable account.

(3) Regular account.

2. Multiple selling strategies.

3. Multivariable account segmentation.

C. Develop account objectives and sales quotas.

D. Territory-time allocation.

1. Number of accounts in the territory.

2. Number of sales calls made to customers.

3. Time required for each sales call.

4. Frequency of customer sales calls.

5. Travel time around territory.

6. Non-selling time.

7. Return on time invested.

a. Sales time should be in direct proportion to potential sales for each account.

b. Break-even analysis may be used to analyze cost.

Break-even point in dollars=

Salesperson’s fixed costs

Percentage of gross profit

c.   The management of time.

(1) Plan by the day, week, and month.

(2) Qualify the prospect.

(3) Use waiting time.

(4) Have a productive lunch time; invite prospects.

(5) Keep records and reports.

E. Customer sales planning - developing a sales call objective, a customer profile, customer benefit program, and selling strategies for individual customers.

F. Scheduling and routing.

1. Scheduling - refers to establishing a fixed time (day and hour) when the salesperson will be at a customer’s place of business.

2. Routing - the travel pattern that he/she uses in working the sales territory. They enable the company to: 

(1) Improve territory coverage.

(2) Minimize waste time.

(3) Establish communications between management and the sales force in terms of location and activities.

G. Using the telephone for territorial coverage.

1. Sales generating.

2. Order processing.

3. Customer servicing.

H. Territory and customer evaluation.

1. Territorial control is the establishment of standards of performance for the individual territory in the form of qualitative and quantitative quotas or goals.

2. Actual performance is then compared to these goals.

PART IV

COMMENTS ON ETHICAL DILEMMAS

chapter 1: “Mexico, Here I Come!”
What is the most ethical action to take?

A. Accept John’s offer without consulting your boss and send the merchandise to his store – in turn, receiving a $500 bonus, a trip to Mexico, and praise from your boss for making the sale and reaching your sales quota.

This option represents the pre-conventional level of moral development because you are acting only in your own self-interest and conforming to secure rewards. (Worst Option)

B. Talk to your boss about the situation and explain John’s offer.  Let your boss be the ultimate decision maker (taking responsibility instead of you) knowing that he will tell you to take the “sale” from John

This option represents the conventional level of moral development because you are conforming to try to meet the expectation of others.  You want to do what is right and do not want to be the person blamed if it is not ethical. (Median Option) 

C. Thank John for trying to be a supportive friend but decline his offer since it would not be right to falsify sales for your own benefit.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles. (Best Option)

Chapter 2: “The Boss Told Me to Do It!”
What is the most ethical action to take?

A. Tell your boss that you do not believe that it is right to lie to the customer. State that you will not pass the four-week lead-time along, but you would be more than happy to tell the customer the true six-week lead-time. Tell your boss that you cannot support dishonesty within the company.

This option represents the principled level of moral development. It is the right thing to do, even though very, very difficult for any person. (Best Option)
B. Do as your boss says and promise the four-week deadline, eve though you know there is no possibility of meeting this deadline.

This option represents the pre-conventional level of moral development because you are acting in you own self-interest to gain financial rewards. (Worst Option) 

C. Tell your boss to pass the information to the customer himself. That way, you do not have to actually lie.

This option represents the conventional level of moral development. The salesperson might wonder “What am I legally required to do?” He or she does not want to get in trouble with the customer or the boss. There are no laws against this, so talk the boss into lying saying it will help keep the present sale and help protect against losing the customer.  (Median Option) 

Chapter 3: “Sock It to Her!”
What is the most ethical action to take?

A. Tell the customer to but the more expensive model.  She probably has enough money and you will get more commission.

This option represents the pre-conventional level of moral development because you are acting only in your self-interest to secure personal rewards. (Worst Option)

B. Advise the customer that you think she would be happier with the less expensive model -- she does not seem to need or want all of the high-tech gadgets in the more expensive car.  Offer to call other dealers in town to see if they have one in stock.  You might lose the commission, but at least you have a satisfied customer.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and assisting your customer what is in her own best interests. (Best Option)
C. Advise the customer that both are equally good options and let her make the decision herself.  But, do tell her that you only have the more expensive model in stock and that the other car would take 6-8 weeks to deliver.

This option represents the conventional level of moral development because you are conforming to try to please others.  You want to do what is right and do not want to be the person blamed if it is not ethical.  (Median Option)

Chapter 4: “It’s Party Time!”
What is the most ethical action to take?

A.
Interject with your opinion.  This might start a heated debate, but at least you did not compromise your ideas.

This option represents the conventional level of moral development because you are conforming to try to meet the expectations of others and adhering to stereotypical images.  (Median Option)

B.
Interject with your opinion during dinner and leave dinner if the negative conversation continues.  Sit down with your boss the next day and suggest that he bring the other salesperson in to discuss what the underlying problems are and how they might be resolved.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and speaking out about what you believe to be correct and true. (Best Option)
C.
Let him talk.  Everybody is entitled to his/her own opinions.

This option represents the pre-conventional level of moral development because you are following the crowd to avoid being ostracized. (Worst Option)

chapter 5: “Advertising Will Close the Deal”
What is the most ethical action to take?

A. Tell the customer that you currently have a small amount of TV advertising but that you are thinking of looking into expanding into magazines and radio.  Technically, you would not be lying – it might never actually happen, but you can “look into” it.

This option represents the conventional level of moral development because you are conforming to meet the expectations of others and you are still following the rules.  (Median Option)

B. Tell the customer what he wants to hear.  A little exaggeration won’t hurt and you will gain profit for your company.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest to gain financial rewards.  (Worst Option)

C. Tell the customer that because you are a small company, you don’t really have the resources to do a lot of advertising.  Let him know that you do a small amount on TV and none in radio or magazines.  Let the customer decide what he would like to do based on this information.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and speaking out about what you know to be correct and true even if it means losing a potential customer. (Best Option)

CHAPTER 6: “What An Offer!  Or is It?”
What is the most ethical action to take?

A. Take the information.  It could really help you get started.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest to gain financial rewards.  (Worst Option)

B. Thank your friend for the offer but refuse the information.  It would not be right to accept something that is marked confidential.

This option represents the conventional level of moral development because you are dong what is right only because you feel you have to.  You are not considering long-term consequences.  (Median Option)

C. Refuse the information and tell your friend that it was not in good practice for him to offer it.  Let him know that if anything like this were to happen again, you would have to report him to the proper people in his company.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and speaking out about what you know to be correct and true even if it means risking a friendship. (Best Option)
Chapter 7: “To Check, or Not to Check…”

What is the most ethical action to take?

A. Take your manager aside and tell him/her what you witnessed.  Let your manager handle the situation from there since it is potentially dangerous.

This option represents the post-conventional level of moral development because you are doing what is right and following your own self-chosen ethical principles.  (Best Option)

B. Do Nothing.  It is not your responsibility to investigate the situation.  Let your manager find out him/herself.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest- you do not want to get involved in somebody else’s issue.  (Worst Option)

C. Pull the person aside and tell him/her that you thought you saw them put something in their bag.  Let them know that you aren’t going to tell anyone if it is true, but that they should really stop so that they do not jeopardize their job.

This option represents the conventional level of moral development because you trying to do what is right and follow the laws, however, you are not acting on the most ethically sound decision.  You are trying to please others first.  (Median Option)

Chapter 8: “To Fix the Mistake…Or Not”

What is the most ethical action to take?

A. Apologize to Dick and tell them that there has been an error.  Offer to go and talk to your boss to see if there is a way to get him some type of discount.

This option represents the post-conventional level of moral development because you are doing what is right and following your own self-chosen ethical principles.  You are trying to help your customer in a fair and honest way.  (Best Option)
B. Nothing.  It’s only $100 – chances are that nobody will notice and you like helping out your favorite customer.
This option represents the pre-conventional level of moral development because you are acting to avoid conflict and in your own long-term self-interest.  (Worst Option)

C. Tell Dick that there has been an error but that you will keep it quiet if he does.  Let Dick decide if he is comfortable with that.

This option represents the conventional level of moral development because you trying to please others and conform to meet their expectations.  However, you are doing what you know to be right.  (Median Option)

CHAPTER 9: “Oh, How You’d Love to Know!” 

What is the most ethical action to take?

A. Take the offered competitor’s bid prices from the perspective customer.  It will save you time and earn you and your company more money in the long run.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest to gain financial rewards and save time and energy. (Worst Option) 

B. Do not take the offered competitor’s bid prices.  Not only could it effect your business, but it is also not fair to your competition.  You need to work for each sale you get.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and speaking out about what you know to be correct and true even if it means risking a bid.  (Best Option)

C. Don’t take the competitor’s bid prices since it would break your competitor’s confidentiality.  However, tell your customer that were he to tell you a “good” number to be at (based on what he knows about the competitor’s bid), you could get to where you need to be.

This option represents the conventional level of moral development because you are doing what is right only to a point.  You are not disobeying the “law”, but you are coercing your customer into doing something that you feel to be unethical.  (Median Option)

Chapter 10: “Lying Like a Dog!”

What is the most ethical action to take?

A. Tell your customer that you have never heard or seen the information she is showing you.  Offer to do some additional research into the matter so that she can make her decision based on the most accurate information possible.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and helping your customers to do the same.  (Best Opinion)

B. Do your best to refute the information on the chart.  It is not your job to tell the customer that your competitor is being untruthful.  It is only your job to sell your product.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest and not helping the customer to know the accurate information.  (Worst Option) 

C. Tell your customer that you believe that the brand X research is misleading.  Based on everything you have seen or heard, brand X dies not meet the standards it states.

This option represents the conventional level of moral development because you are trying to please others and let them make the decision whether or not to be ethical in the choices.  (Median Option)

CHAPTER 11: “A University Sets a Condition”

What is the most ethical action to take?

A. Tell your boss that you do not think that the situation is fair but go ahead and do it anyway – it is ultimately her call in the end.

This option represents the conventional level of moral development because you are trying to please others in any way possible and placing the blame on another.  (Median Option)

B. Tell your boss that you are uncomfortable making that type of sale and that you no longer want to be involved.  It is not only unfair to your customers, but also unfair to you by asking you to keep it quiet.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and doing what is right even if it means upsetting your boss or losing a sale. (Best Opinion)

C. Go ahead – take the sale and donate the computer and the money.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest to gain financial rewards.  (Worst Option)

CHAPTER 12: “I’ll Buy If…”

What is the most ethical action to take?

A. Tell the customer that you will fill out the preferred non-smoker application if he agrees to try and quit smoking.  However, let him know that if the doctor disagrees with your application type, you will have to go with the doctor’s recommendation.

This option represents the conventional level of moral development because you are doing what is right only to a point.  You are conforming to meet the expectations of others and placing the ethical dilemma on somebody else (the doctor).  (Median Option)

B. Go ahead with the preferred non-smoker application, falsifying information where you need to.  Chances are that no one will find out and you can get the commission.

This option represents the pre-conventional level of moral development because you are acting in your own self-interest to gain financial rewards.  (Worst Option)

C. Tell the customer that you cannot submit the preferred non-smoker application.  You might lose the sale, but at least you did not compromise your job or your values.

This option represents the post-conventional level of moral development because you are following your self-chosen ethical principles and doing what is right even if it means risk losing a potential customer.  (Best Option)

CHAPTER 13: “I Appreciate Your Business”

What is the most ethical action to take?

A. Get a season ticket for yourself and for your client.  That way, you can always justify it as a “business meeting” if people ask.

This option represents the conventional level of moral development because you try to do what is right and by buying a ticket for your customer only (and no his wife), you are more justified and are upholding social contract.  (Median Option)

B. Buy your client and his wife the season tickets.  You are just trying to show your appreciation for his business.

This option represents the pre-conventional level of moral development because you are acting in a way that does not conform to the rules.  You are trying to secure long-term rewards for yourself.  (Worst Option)

C. Do not buy the season tickets.  It is unprofessional to mix work and social ties.  Instead, write your client a nice thank you letter stating that you appreciate his continued business.

This option represents the post-conventional level of moral development because you are doing what is right and following current laws and values that will be satisfying to all involved.  (Best Opinion)

CHAPTER 14: “A Breakdown in Productivity” 

What is the most ethical action to take?

A. Tell your boss nothing.  State that your territory must be particularly active right now and that you think the other territories must just be slow right now.  It does not affect you so why should you get involved.

This option represent s the pre-conventional level of moral development because you are acting to avoid conflict and in your own long-term self-interest. (Worst Option)

B. Tell your boss that your numbers have been so high because you have been working very hard and putting in long hours.  Let him know that you have noticed that the other sales people have been slacking and, in fact, have told you to “slow up”.  After all, it isn’t right that they are abusing their positions and hurting the company’s profits.

This option represents the post-conventional level of moral development because you are doing what is right and following your own self-chosen ethical principles.  You are also trying to help your boss so that he can do what benefits the company in the long-term. (Best Option)
C. Suggest to your boss that he have some type of new sales incentive plan.  This way, maybe the other sales people will stop “goofing off” and you don’t have to say anything.

This option represents the conventional level of moral development because you are trying to do your duty and obey the “law” but you are trying to avoid conflict and please others.  (Median Option)
PART V

COMMENTS ON END OF CHAPTER 

QUESTIONS AND CASES

CHAPTER 1PRIVATE 

THE LIFE, TIMES, AND CAREER OF THE PROFESSIONAL SALESPERSON

Comments on Chapter 1 Sales Application Questions 
1.
Major types of sales jobs are:  (A) retail; (B) wholesale; (C) Manufacturer's Representative.  Ask students which type they most prefer and why.

2.
Nine (9) success characteristics described are:  (A) love of job; (B) willingness to work hard; (C) need to achieve success; (D) optimistic outlook; (E) knowledge of job; (F) careful use of selling time; (G) ability to listen to customers; and (H) customer service; (I) being physically and mentally prepared for life and the job. Why are they important?  Ask students why these are important in any job.

3.
People choose a sales career for its; (A) variety; (B) freedom; (C) challenge; (D) advancement; and (E) rewards.  Before discussing this question, ask students why a sales career appeals to them.  Write their answers on the blackboard.

4.
Career path--upward sequence of job movements.  Ask students how one moves into corporate home office marketing position.  Usually you begin as a salesperson.

5.
The Golden Rule of Personal Selling stipulates that salespeople place the interest of others before their own. Service to others and treating others as you would like to be treated are personal characteristics needed for success in selling.  Violating the Golden Rule of Personal Selling violates both of these characteristics.  If a salesperson is taking advantage of his or her customers, this is not conducive to building an important long-term relationship necessary for success.

Comments on Case 

Case 1-1:
What They Didn't Teach Us in Sales Class

This case tells a typical story of the feelings, frustrations, and challenges new salespeople face in the beginning.  While there are some drawbacks to selling at first, many wonderful opportunities exist.  It is important that students have realistic expectations when starting a new career.

Questions at End of Case

1. Should Rick Lester "turn in his keys?"

Probably no . . . at this point. All jobs are challenging at first. He needs to talk with Mr. Brown and others who sell to learn that all jobs have their bad points. He needs patience and determination to see him through the learning stage. To make a change at this time will be setting a pattern for the future.

2.
How should Mr. Brown handle this situation?  What should he say to Rick?


Mr. Brown should listen and give Rick some "good strokes."  He probably should explain that he went through the same thing when he first started selling.  He should also go over the benefits of being with a big, secure company and explain that the opportunities and rewards are greater in this position than working in a bank or less challenging industry.  If anyone is reading this, contact me and I'll send you one dollar. His approach should be "soft-sell" rather than pushing Rick to stay with the present job.  Invariably, when a manager "talks someone into staying" or promises too much, the employee will end up quitting, anyway.

3.  
How can firms reduce high turnover among new sales personnel?


Better recruiting and training is the answer.  Some companies only recruit new sales people with work experience.  Further, they are using tests to determine if applicants have a good aptitude for selling.  Better training is also a trend.  In the present case, the company now requires all serious applicants to spend a full day with an experienced salesperson as part of the screening process. After employment, more time should be spent preparing the new salesperson. Applicants and new employees need to know, realistically, what they are getting into.

4.
What can firms do to increase salesperson status?


There are many things a firm can do to help show how important the salesperson is to the company.  Mr. Brown could have been more personable to the new salesperson and probably should have met his wife.  The company needs to impress salespeople with the fact that "nothing happens until a sale is make."  There are other things like providing a nice new vehicle (in Rick's case), providing business cards, even changing the title "Salesman" to "Area Representative," "Account Executive," or "Sales Associate."  And there are other ways to visibly recognize sales achievement such as trophies, plaques, or travel awards.

5.
What can professors do to better prepare students in sales classes?


Provide them with realistic job expectations.  A good professor should tell them about the frustration, disappointment, and low status that many salespeople face.  Textbooks should cover the bad things about selling as will as the good things.


Internships in selling are becoming very popular.  Also, young salespeople should be invited into the classroom to relate their experiences to students.

CHAPTER 2
ETHICS FIRST … THEN CUSTOMER RELATIONSHIPS

Comments on Chapter 2 Sales Application Questions 
1.
Who knows? It is often difficult to tell if these are socially responsible actions.  These 3 actions may boost the morale of the employees, but they may not directly contribute to the welfare of society as a whole.  They can be argued either way.


Yes, managers feel there is much room for improved business ethics.  Sales managers face many ethical situations including:  (A) the level of sales pressure; (B) decisions affecting territory; (C) telling the truth; and (D) handling an ill salesperson.

2.
Your decision would probably be influenced by both standards.  If a business practice is encouraged that is ethically questionable, hopefully your moral judgement would override corporate pressure.

3.
Have the students share their situations where they were in an ethical dilemma.  Be sure they understand that there are no easy solutions, but their decisions can have a wide impact not only on themselves, but on the lives of others.

4.
"Sales puffery" are the opinions of the salesperson while misrepresentation is when the customer relies on the salesperson's statements of "fact" that proved to be false.  Avoid this by asking for proof the these "facts" that seem too good to be true.  Also obtain a guarantee or warranty in writing for the product by the company.

5. 
While all stakeholders are important, you must remember that shareholders ultimately cannot be pleased until the customers and employees are pleased.  These are the elements critical to all transactions, which generate the profit for the firms that contribute to shareholder's wealth.  Thus you cannot blindly try to be equal to every stakeholder in each instance; at times, you must make trade-offs.

6.
A code of ethics brings order to the firm, but it cannot be expected to be abided by unless the company's leaders set the example.  Ethical sales practices must be started from the top (management); that is the most effective means of embedding an ethical culture.

COMMENTS ON CASES 

Case 2-1:  Perfect Solutions

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 2 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate throughout the course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.  

The following are possible guidelines for answering questions at the end of this case:

 I have used Perfect Solutions over 10 times in both my personal selling and sales management classes. I assign someone to watch the video and talk about what is done by Scott and Larry.

1. Describe the situation faced by both Scott Patterson and Larry Ingram.

Players: Scott Patterson, salesperson of Perfect Solutions (PS) and Larry Ingram, CEO of Ingram Distributing.

Ingram has been a distributor of PS products for 10 years and PS's top distributor for the last two years.  Scott recently signed up Barber Distributing, a competitor of Ingram.  Ingram calls Scott into his office to discuss this and other things.  

Mr. Ingram tells Scott that Barber undercut their prices by 10% to get the DIS project.  Ingram had cut their prices to the bone.  "Did PS give Barber special price deals?" asks Mr. Ingram.  Scott says, "No."  Ingram wants to know if Barber will bid for the "plant" business coming up.  He wants Scott to get him their bid price.  He places pressure on Scott to get him the best price for the bid or lose his business.

Ingram says Dymotzue is trying to get his business from PS.  Dymotzue's prices are on Ingram's desk, including the price for the new adhesive.  Ingram asks Scott, "Where is my Bond-do-perm?"  And says, "If you can't come through for me this time, I'm going to have to seriously consider our relations." Scott calls his office and is told the product is bad. It will be 2 months before it is available.  Scott lies to Ingram saying he might get him one truckload by the end of the month.

Ingram says Barber Distributing was in the office of one of his customers offering a 5% lower price than his price.  Scott offers to give the product to Ingram free to reduce his price to his customer.  If Scott will do this for Ingram will he also do it for Barber?  Scott thinks to himself that he can write this off as a free sample. He can ship the product to Ingram's customer and count them as a new prospect.

The video ends with Scott caught looking at Dymotzue's price list on Ingram's desk.

2. What would you do if you were Scott Patterson?

Scott is the salesperson. You might divide this question into two areas: 

A.  What would the lying, cheating, stealing salesperson, Scott, now do?

              What might be the consequences of these actions short- and long- term?

       B.        What would be done by the salesperson who follows the Golden Rule. See Chapter 1’s Exhibit entitled “Salesperson Differences” which compares the traditional, professional, and Golden Rule salesperson and Chapter 3’s discussion of ethics and the Golden Rule.  You might also want to have students read the appendix at the end of Chapter 1 entitled “The Golden Rule of Personal Selling as Told by a Salesperson.”

                                   What might be the consequences of these actions in the short and long-terms?

3. What would you do if you were Larry Ingram?

Larry is Scott’s biggest distributor. You might describe to class what a distributor does—buys from numerous manufacturers and sells in smaller quantities to resellers or organizations.

Scott’s previous A and B questions can be also used to discuss Mr. Ingram’s ethical business practices.

4.        What are the ethical considerations, if any, in this case? Make the following overhead to show your class and lead class discussion.

Salesperson’s Ethics in Dealing With…

A. Ethics Related to Employer

(1.) Misusing company assets—samples to reduce list price.

(2.) Cheating—getting sales unethically effects performance relative to other salespeople. (The second ethical cases with this chapter “Sales Hype” shows an example of this element of ethics.)

B. Ethics in Dealing with Customers

(1.) Free samples—bribes, kickbacks, price discrimination.

(2.) Misrepresentation—ship in month, bad product, and maybe special price deals to Barber, Ingram’s competitor.

(3.) Price discrimination—sell cheaper to Barber? We do not know this buy given Scott’s other sales practices this is a possibility.

C. Customer Ethics to Salesperson (Not discussed in textbook)

(1.) Ingram wants to know bid price.

(2.) Put pressure on Scott to get best price—does that mean more free samples or lower price than list price and price to competitors?

1. What level of moral development are Patterson and Ingram operating at in this business relationship?

A. Scott Patterson—the salesperson—Level 1.

B. Larry Ingram—Scott’s customer/distributor—Level 1.

Case 2-2: Sales Hype: To Tell the Truth or Stretch It, That is the Question
Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 2 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate throughout the course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.  

The following are possible guidelines for answering questions at the end of this case:

1. Describe the situation faced by Kara.

This video is about two retail furniture salespeople, Sally and Kara, who are about to have performance reviews based on their sales numbers.  Kara is concerned that her review will be negatively affected by Sally's unethical sales techniques.  Sally's numbers are good, but she likes to "hype-up" the product to customers, and even lie to get the sale.  Kara is torn between telling management about her problem or just toughing it out.

2. What would you do if your were Kara?

A. Kara needs to see what happens when she goes into management for her performance review. Two of her options are:

(1.) If management is happy with Sally’s unethical sales practices, Kara needs to look for another job or over time see if she can change the opinion of management and her coworkers towards how they treat customers.

(2.) If management is in agreement with Kara then Sally can change her sales practices. Maybe Kara will act as a mirror, reflecting her caring for others. Kara can relax and let management work with Sally and others who might sell, as does the Traditional Salesperson described in Chapter 1. 

B.        Make an overhead of Exhibit 1 in this case answer, and give it to your class before showing the video. Give them 3 minutes to read. Ask them to see how Kara could apply Exhibit 1 to the injustice Kara is experiencing with Sally and maybe her boss.

3. What are the ethical consideration, if any, in this case?

A. Ethics With Employer Dealing with Employees

(1.)       The textbooks clearly discuss that it is the ‘leader(s)’ responsibly to act at the Level 3 of moral development. Kara will soon know what management expects of salespeople.

B. Ethics Related to Employer

(1.) Sally is lying to customers. Let’s you and I tell our students the truth. Sales hype is sales lying. Sally seems to be willing to do anything to her employer, coworkers, and customers to make a sale. Greed, and maybe fear of loosing her job, has Sally clearly acting as most people in our country think of today’s salespeople.  

(2.) The unnamed man in the video seems to view selling the same as Sally.

(3.) However Kara can not go by what Sally does and the man says. She must determine for herself at what moral level management is operating. Then Kara can make her decision.

C. Ethics Related to Customers

(1.) Sally is treating customers how I would not want to be treated.

(2.) Kara is treating customers how I would want to be treated.

(3.) Ask students to vote on which salesperson—Sally or Kara—they would like to deal with.

D. Salespeople’s Ethics Related to Other Salespeople (not in textbook)

(1.)
       It is easy to see by this video the impact one salesperson can have on other salespeople.

(2.)
By lying to customers and stealing other salespeople’s customers, salespeople like Sally can take commissions from others and have someone fired since management compares salespeople’s    performance to one another. 

(3.)
Kara might be the better salesperson, but Sally's unearned sales can    cause management to view Sally as the better of the two.

4. What level of moral development are Sally and Kara operating at in this business situation?

A. Sally—Level 1.

B. Kara—Level 3.


Insert 1


Clayton Antitrust Act - Section 2C
"...It shall be unlawful for any person engaged in commerce, in the course of such commerce, to pay or grant, or to receive or accept, anything of value as a commission, brokerage, or through compensation, ...except for services rendered in connection with the sale or purchase of goods..."

Lack of knowledge, intent of illegal payment, and/or proof of actual competitive injury cannot be raised as a defense under this section.

Her use of "full-line forcing" a type of tying agreement, is a more concrete transgression (see Insert 2). The issue in a tie-in case is usually the effect of the tie-in on competitors of the seller. In some cases, however, the courts have also referred to the imposition on the buyer and its emotional significance. The courts have sought to protect customers from the coerced sacrifice of alternatives.

Insert 2


Clayton Antitrust Act - Section 3
That it shall be unlawful for any person engaged in commerce, in the course of such commerce, to lease or make a sale or contract for sale of goods, wares, merchandise, machinery, supplies or other commodities, whether patented or unpatented, for use, consumption or resale within or any insular possession or other place under the jurisdiction of the United States, or fix a price charged therefore, or discount from, or rebate upon, such price, on the condition, agreement or understanding that the lessee or purchaser  thereof shall not use or deal in the goods, wares, merchandise, machinery, supplies or other commodities of a competitor or competitors of the lessor or seller where the effect of such lease, sale, or contract for sale of such condition, agreement or understanding may be to substantially lessen competition or tend to create a monopoly in any line of commerce.


SS must adopt a code of ethics that explicitly states what type of behaviors are illegal and, more broadly, unethical.  These behaviors would then become unacceptable and grounds for dismissal.  SS must back this code of ethics with a policy of strict enforcement.  Sales representatives' performance must be periodically audited and those not abiding by company policy, disciplined.


Replacements of fired sales representatives should make it clear to the abused customers that the replaced representative was not adhering to company policy and thus was released.  This will, hopefully, restore the buyer's faith in SS.


Many tests and guidelines have been proposed to determine ethical behavior for corporate employees.  Perhaps the simplest was given by Arjay Miller, a past Dean of Stanford University School of Business, when he said "allow only those behaviors you would feel comfortable explaining on television."

CHAPTER 3

THE PSYCHOLOGY OF SELLING: WHY PEOPLE BUY

Comments on Chapter 3 Sales Application Questions 
1.
Three types of buying situations are:  (A) routine; (B) limited; (C) extensive.

2.
Motivations, perceptions, learning, attitudes, and personality.

3.
a.
Ask questions, observe, listen, talk to others, or a combination of all.


b.
Try to find out about each prospect's needs, attitudes, and beliefs and use this information in the presentation.

4.
a.
"To improve your science grade (BENEFIT), Susie, you must establish better study habits."


b.
"That job will be a great deal easier (BENEFIT), Joe and you won't be as tired when you go home nights (BENEFIT), if you use that little truck over there." (FEATURE)


c.
"You will make a lot of friends (BENEFIT), Johnny, and be respected at school (BENEFIT) if you learn how to play the piano."


d.
"If you open this special checking account, Ms. Brown, paying your bills will be much easier (BENEFIT)."
5.
a.
"Blade changing is quick (ADVANTAGE) and easy (BENEFIT) with this saw, because it has push-button blade release (FEATURE)."


b.
"The king size (FEATURE) will bring you additional profits (BENEFIT) because it is the fastest growing (ADVANTAGE) and most economical size (FEATURE)."


c.
"For long wear (ADVANTAGE) and savings on your clothing costs (BENEFIT), you can't beat these slacks.  All the seams are double-stitched (FEATURE) and the material is 100% Dacron (FEATURE)."



CAUTION:
Several of the answers to question 6 are controversial. I am flexible here, always referring students back to FAB definitions.

6.
A.
  F    "Made of pure vinyl."


B.
  A    "Lasts twice as long as competing brands."


C.
  F    "It's quick-frozen at 30 degrees below zero."


D.
  F    "Available in small, medium, and large sizes."


E.
  F    "New."


F.
  A    "No unpleasant aftertaste."


G.
  B    "Saves time, work, and money."


H.
  F    "Approved by underwriters' Laboratory."


I.
  B    "Gives 20 percent more miles to the gallon."


J.
  F    "Contains XR-10."


K.
  F    "Baked fresh daily."

L.   F    "Includes a one-year guarantee on parts an labor."


M.
  F    "Is packed 48 units or eight 6-packs to the case."


N.
  F    "Guaranteed to increase your sales by 10 percent."


O.
  A    "Adds variety to your meal planning."

7.
FAB of Desktop Xerox 2300 copier.

	PRIVATE 
Features
	Advantages
	Benefits

	A. Copy in 6-seconds
	A. Fast
	A. Saves time

	B. Low price
	B. Uses little budget
	B. Money for other

   things

	C. General purpose
	C. Copies almost

   Anything
	C. Saves time

	D. Small size
	D. Occupies small

   Space
	D. Doesn’t get in

   people’s way

	E. Copies materials

   up to 8½ by 14 in.
	E. Copies small and

   large materials
	E. Saves time

	F. Uses same tray for

   various sizes of

   materials
	F. Convenient
	F. Saves time


8.
A. Low Hoodline:


1.  
better visibility -- BENEFIT


2.  
economy 

  
3.  
quick starting


B. Tinted Glass:


1.  
reflects sunlight


2.  
reduces eye strain -- BENEFIT

3.  
reduces glare from sun


C. Rear Window Defroster:

1.

clears rear windshield (ADVANTAGE), and thus reduces the danger of driving (BENEFIT) 

on a cold foggy day


2.
rear windshield can be de-iced or defogged automaticallly   (FEATURE)so you do not have to do it by yourself (BENEFIT)

3.
increases the cost of the car by $250


D. Whitewall Tires:


1.
 Provide better handling and a more stable ride -- BENEFIT
 
2.
 More appealing to see.

  
3.
 Increase the "life" of your tires -- BENEFIT
9.
Five salespeople ranked the three alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $6,000.


Alternatives

Ranking

Dollar Amount Sold








(Maximum = $6,000)


A

Second



$1,000



B

Third


        
     -0-



C

First


      
$6,000


A.
This response stresses only features of the radio.  Yes, the features are related to the prospect's needs.  However, it is a very weak selling response.


B.
This response stresses only features of the radio.  These features are not related to the prospect's needs.  The prospect may say, "Thanks, but I'd better shop other stores before deciding."


C.
This response is excellent since it relates directly to the prospect's needs.

10. 
 A.
2.
Titanium steel bearing -- feature


 B.
4.
Will not jam up -- advantage


 C.
1.
Converted a product feature into an advantage


 D.
4.
Advantage

11.
 A.
Benefits -- looks trim


 B.
Benefits -- convenient, neat


 C.
Benefits -- economical, cannot see it, goes anywhere


 D.
Benefits -- natural look, fashionable


 E.
Benefits -- saves hassles, time, money


 F.
Benefits -- will not have trash all over neighborhood, economical

12. 
 A.
1.

 Best traffic--pulling detergent


 B.
1.

 Increases your total detergent sales


C. 
1. & 3.
 Continues to attract new customers to your store 





 Produces high repeat business


 D.         All are benefits

COMMENTS ON CASE 
Case 3-1: Economy Ceiling Fans, Inc.

1.
Ask questions to bring out customer's attitude and beliefs towards product relative to price, quality, and style.


2.
While not illustrated or discussed in the chapter, you can bring out in your class a discussion on how an individual might weight or place a value on a product's attribute using the following:








   Belief



Values     Attribute     Hunter    Casa Blanca  Economy



.2
Price
        .2
.2

  .8




.3
Quality
        .6
.10

  .4



 .5  
Style
        .8
.4

  .2



1.00



Hunter
  
= (.2) (.2) + (.3) (.6)  + (.5) (.8)
= .62



Casa Blanca 
= (.2) (.2) + (.3) (.10) + (.5) (.4)
= .27



Economy
= (.2) (.8) + (.3) (.4)  + (.5) (.2)
= .38



Preferences are for Hunter, Economy, Casa Blanca in this order.



The preceding chart is an expectancy-value model whereby consumers form an attitude toward each brand based on the importance (weight) of attributes times his brand beliefs.















Ajk=








Where:

Ajk     = consumer K's attitude score for brand j

Wik  = the importance weight assigned by consumer k to attribute i

Bijk  = consumer k's belief as to the amount of attribute i offered by brand j 

N    = the number of attributes important in the selection of a given brand 

Case 3-2: McDonald's Ford Dealership

1.
The buyer is:

A.

Maybe in either a limited problem or extensive problem solving situation.


B.

Has little product knowledge, bad attitude toward a used car, and may believe the salesperson is not trustworthy.


C.

She has a need for transportation but does not want the type of car she described to the salesperson—dependable, economical, not too big, not expensive.


D.

Her real needs may be at her preconscious or unconscious level.


E.

Her perceptions may be distorted:





1.
Selective exposure--only listen to what is of interest.





2.
Selective perception--she may discount the good features stressed by the salesperson.





3.
Selective retention--once she leaves, she will forget everything the salesperson has told her.

E. She may be looking for the ideal car, which is not realistic.

2.
The salesperson should:

A.

Get her to continue talking by asking questions and listening.


B.

Smoke out her specific needs.


C.

Be patient because he has a great deal to overcome, such as her distorted perceptions toward salesmen and used cars.

V. Get her to drive one or more cars that may meet her needs.

CHAPTER 4

COMMUNICATION FOR RELATIONSHIP BUILDING: IT'S NOT ALL TALK

Comments on Chapter 4 Sales Application Questions
1.
See chapter for drawing of communication process. Two-way communication is essential for the salesperson to be successful. It allows the salesperson to know the buyer's attitude and beliefs toward his products. This helps channel the direction of the presentation towards the buyer's interest.

2.
A.
Firm handshake, looking a person directly in the eyes.


B.
Watch for green [smile = acceptance], yellow [fidgeting = caution], and red [negative tone of voice = disagreement] signals.  See chapter for more examples.

3.
Communication barriers are:  (A) differences in perceptions; (B) buyer does not recognize need; (C) selling pressure; (D) information overload; (E) disorganized sales presentation; (F) distractions; and (G) poor listening.

4.
Establish two-way communications by asking questions, getting the buyer involved in the demonstration and also examining your product.

5.
Situation

Buyer's Nonverbal Signal   
    Your Nonverbal Signal

   1




Caution



Green


   2




Caution-Red



Green


   3




Green



Green

6.
Situation

Buyer's Nonverbal Signal 
   Your Nonverbal Signal


   1




Caution




Green


   2




Caution-Red




Green


   3




Green




Green


   4




Green




Green


In situation 1, stop and ask "Have I said something you are unsure of?" In situation 2, ask several questions after buyer hangs up the telephone.  Find out what he thinks so far.  You may have lost him.  Also you could summarize; if you then get positive feedback, keep going.  In situation 3, quickly decide whether to give the buyer materials.  In situation 4, buyers often test or tease salespeople, especially new ones. Do not let what the buyer says bother you.

Comments on Cases 
Case 4-1: Skaggs Manufacturing
1.
Both buyer and seller gave off red signals.

2.
Give off green signals.  Most salespeople would leave and plan a new sales presentation strategy based on buyer not being sold on your product.  First try saying "Before I go, I need advice on something. Could I ask you one question?"  Ask the buyer what he thinks of your product.  Mention special price/offer, penalty for delay, benefits of your offer.

Case 4-2: Alabama Office Supply
1. Salesperson should say, "Are you saying some executives do not want to use cellular phones?"  It is apparent the purchasing agent likes Judy's cellular phones and wants people to use them.  If Judy can find out who is reluctant to use the cellular phone, she should go and see them.

Case 4-3: Vermex Inc.

1.
There are three main issues that should be covered in this discussion: falsifying records, conflicts of interests, and whistleblowing.

2.
Sam could try to gather more information.  She could research Executron to determine if they are planning any new products that might require the HS200 sensor circuits.  Sam could go directly to Ed and ask him about the sale.  Sam could seek advice from the corporate office.  Another option for Sam is to wait until Ed's promotion is finalized before blowing the whistle.

CHAPTER 5

SALES KNOWLEDGE: CUSTOMERS, PRODUCTS, TECHNOLOGIES
Comments on Chapter 5 Sales Application Questions 
1.
The student's answer should demonstrate a basic understanding of why the salesperson should know this information, plus how it would be used in the presentation.

2.
Formal training programs and experience (on-the-job training) provide salespeople with knowledge of their job.

3.
Knowledge of the customer's past and present operations aid the salesperson in suggesting what to buy, how much, and how to promote or use the product.  Knowledge of promotional activities of the firm can also aid the salesperson in persuading a customer to buy.

4.
A salesperson should become an "expert" on the economy's influence on his industry.  This helps set him apart from other salespeople. As a problem-solver and advisor, the salesperson is often asked about the economy and industry.

5.
Shelf-positioning -- where the product is located; shelf-facing -- number of products side-by-side on shelf.  The better shelf-position and more shelf-facing you have, the more sales.  Use your own data on specific store sales and your own persuasive power to increase positioning and facings.

6.
Premiums are used to increase sales.  Three major categories of premiums are; (A) contests and sweepstakes, (B) consumer premiums, and (C) dealer premiums.

7.    
A manufacturer might use five basic types of advertising: national, retail, trade, industrial, and direct-mail.  It is a good idea to point out that your firm does carry on an active advertising campaign and perhaps show your customers magazine or newspaper advertisements to confirm this.  Often wholesalers and retailers are more apt to buy a product which is already in demand because it has been advertised.

8.
A good way to convince a buyer to purchase a new, untried product is to show him the results of its market test.  Carefully prepared statistics of such things as market share and profitability can be extrapolated into your buyers' market.  Profitable figures sell!

9.
Cooperative advertising usually requires the manufacturer to pay for some percentage or all of the advertising of its product conducted by the retailer.  The steps are:  1) agree on the size of the order, 2) have retailer sign advertising agreement, 3) leave him a copy of the agreement, 4) on your next visit, the retailer gives you a copy of the advertisement as proof that he complied with the contract, 5) send the agreement and advertisement to your company for approval, 6)company sends you a check with which you reimburse the retailer.


10.
Companies advertise to: 1) increase overall and specific product sales, 2) aid salespeople by building product recognition, 3) give salespeople additional selling information, 4) develop leads for salespeople, 5) increase cooperation from middlemen, 6) educate the consumer about products, 7) inform consumers that the product is available, 8) reduce cognitive dissonance and 9) create sales between salespersons' calls.

11.
A. 
Coupons on or inside packages--Consumer



Example:  found in many grocer products.

B. 
Free Installations--Trade


Example:  purchase a new machine and it will be installed at no extra charge.

C.
Displays--Trade


Example:  displays are often "Thrown-in" with purchases of a new product. An example would be a display of Legg's pantyhose.


D.    Sales contracts--Trade


Example:  a sales representative can earn a trip to Hawaii by selling more than others in the sales force.


E.    Drawing for gifts--Either


Example:  consumer--retail store often conduct drawings;



Trade--could be done to add "excitement" to a sales meeting.


F.    Demonstrations--Consumer


Example:  test-driving a car.


G.    Samples--Usually Consumer
Example: a sausage maker may set up a table in a grocery store  to distribute bite-sized nibbles of his product.

H.
Special pricing--Consumer or Trade
Example:  consumer--buy three shock absorbers, get the fourth  free; trade--for every three cases of beer the 
retailer buys,  he gets one case free.

12. Netiquette is the use of etiquette on the Internet.  The need for it in sales mostly arises when using E-mail.

13. There are numerous things that a salesperson can do to make sure that their phone is not a distraction.  The ones listed in the book are:

a. Use the Caller ID feature to screen your calls because the person you are with is the most important person to talk to.

b. Use text messaging if you are expecting important information while in public.

c. Turn off your phone during meetings, sales calls, and presentations.

d. Don't engage in cell yell.  Most cell phones have sensitive microphones that can pick up even a whisper.

CHAPTER 5 APPENDIX

SALES ARITHMETIC AND PRICING
Comments on Chapter 5 Appendix Sales Application Questions 

1. Discounts represent a reduction in price from the list price.  The main types of discounts are: quantity, cash, trade, and consumer discounts.  Quantity discounts are offered when buyers purchase large quantities of a product.  Cash discounts are allowed for prompt payment.  A trade discount is used when the manufacturer reduces the price to middlemen (wholesaler, distributors) as compensation for the service they perform.  Consumer discounts are one-time price reductions offered in hopes of increasing sales to consumers. 

2. The salesperson should mention the discount in the middle of the presentation.  If he/she waits too long to present this selling bonus the customer may lose interest.

3.





Manufacturer

Wholesaler 

Retailer


Percentage markup

$ 4.00


$ 2.00



$12.00


on Selling Price


$10.00 = 40%

$12.00 = 17%

$24.00=50%


Percentage markup

$4.00


$ 2.00



$12.00


on Cost


$6.00 = 67%


$10.00 = 20%

$12.00=100%

4.
 .25



 .50



$1.00
    
1.25 = 20%


1.50 = 33%


$2.00  = 50%

5.
A manufacturer might use five basic types of advertising: national, retail, trade, industrial, and direct mail.  It is a good idea to point out that your firm does carry on an active advertising campaign and perhaps show your customers magazine or newspaper advertisements to confirm this.  Often wholesalers and retailers are more apt to buy a product which is already in demand because it has been advertised.

6.
List price – standard price charged to customers.  


Net price – price after allowance for discounts.


Zone price – determined by geographical location.


FOB shipping point – buyer  must pay transportation charges.


FOB destination – seller pays all shipping costs.

7.
A.

Noncumulative discount is being offered.




$45,000/50 = $900/unit; cost has been reduced 10% per unit.


B.

You are offering a cash discount which will reduce the cost by 2%.  Total cost under terms of 2/10 net 30 is:




150 @ 10 =  $1500
   $5000





 

x.98
         x.95




  

 1470  +  4750 = $6220




If the Storage Bin does not pay until the 25th day it will receive no discount and the total cost will by $6500.


C.

You are offering a cumulative discount.  The total cost will be reduced by five percent.




10 @ $3000 = $30,000




15 @ $3500 = $52,000




   

   $82,500



  
Discount              x  .95




   

   $78,375


D.

Both offers represent types of noncumulative discounts.




Buy 11--Get 1 Free

10% Off




1/12 = 8.3% discount
discount = 10%

8.
EC 600 Generator.

	
PRIVATE 

	Less than 10
	10 - 20
	PRIVATE 
More than 20
	Present Generators

	Purchase price
	$70,000
	$65,000
	$58,000
	$65,000

	Yearly oper. Expense
	$3,000
	$3,000
	$3,000
	$5,000

	Expected Life
	10 years
	10 years
	10 years
	7 years

	Total oper. Expense
	$30,000
	$30,000
	$30,000
	$35,000

	Total cost of each generator
	$100,000
	$95,000
	$88,000
	$100,000

	Ave. cost/year
	$10,000
	$9,500
	$8,800
	$14,285


Note:
The higher annual operating expense and shorter life of 


the competitor's generators gives your product a distinct 


advantage no matter how many generators are purchased!

1. A value analysis determines the best product for the money. It is the "business proposition" in industrial selling.

Comments on Cases 

Case 5A-1:  Claire Cosmetics
1.
The "key" is that Jane should do her homework well in advance of the meeting.  She should hint at some of the upcoming promotions on this product to her customers, although being careful not to "spill the beans" before the campaign is actually underway.  She may see that her customers will, in fact, be receptive to a new promotional offer, and this in itself may help to reduce her nervousness.

2.
By discussing the program, however vaguely, with her customers, Jane may begin to get a feel for what they really expect to get from a new promotion.  She may uncover areas that are really important to her clients.  For example, some buyers may see a new floor display as bothersome, and in the way of customers.  It is best to consider her client's needs, not her own speculations, for her presentation at the sales meeting.

Case 5A-2:  McBath Women's Apparel
1.
Lynn should not approach Ms. Bruce with an all or nothing proposition because she has proved in the past that she will say no.  She should stress the benefits which Federale will receive from carrying a new line.  She should tell Ms. Bruce about the great sales increases other stores have experienced, and that the display will be small and will make shopping easier, not more confusing, for her customers. Also, tell of the advertising campaign, and special promotions planned which should further help sales.

2.
Quantity discount - $10 off-invoice for each display purchased.


Cash discount - 2/10 net 30.


Trade discount - 20% off to retailers.


Consumer discount - $1.00 off coupons in local newspapers.


The trade discount may be the most effective because if offers a substantial advantage over the other discounts.  The consumer discount would probably be the least effective because the retailer would get no immediate benefit from it, since it is naturally supposed to benefit consumers.

3.
Sales and profits cause people to buy and thus price is extremely important.  These discounts will be a major "reason to buy."

Case 5A-3: Electric Generator Corporation 
1.
Thorough background of company, its operation, present generators used, and its buying policies are several factors helping to formulate a sales call plan.

2.
The value analysis will be the main selling tool Sandy will use in her presentation.  It must show how the reduced maintenance costs of her generator will quickly off-set their higher price. 

Case 5A-4: Frank's Drilling Service

1.
A value analysis






Competitor's


Frank's

Drilling costs


.90x10,000 ft=$9,000

$1x10,000 ft=$10,000

Personnel cost


$1,200x24 hrs*=$28,800

$1,200x24 hrs*=$28,800  

@ day              


@ day


     
@ day

Total personnel 


$28,000x16 days =$460,800
$28,800x12days = $345,600

costs

Total costs


$469,800 ($9,000+$460,800) 
$355,600($10,000+345,600)     

Frank's savings = $114,200 ($469,800 - $355,600) for 1 well.

Savings for 12 wells = $1,370,400.

2.
Fast and efficient service (features) which save time (advantage) and money (benefit).

*Assumes drilling 24 hours each day.

Case 5A-5: FruitFresh Inc.
1. There are three issues that should be covered in this discussion: unscrupulous competitors, misrepresenting products, and determining proper business practices in areas where there is little governmental oversight or inadequate testing or regulation.

2.
Perry could advertise that FruitFresh is the first company to make its juice out of 50% recycled materials Perry might work through FruitFresh's legal department to report Cainer's misrepresentation of  its product as "all natural" to the Federal Trade Commission (FTC).  Another option is for Perry to suggest that research and development continue working on perfecting the recycling process.

CHAPTER 6

PROSPECTING—THE LIFEBLOOD OF SELLING

Comments on Chapter 6 Sales Application Questions 

1.
The prospect has been "qualified" as having the potential to buy.  The lead, or suspect, is suspected of being a prospect.  To qualify a potential customer, follow the MAD sequence:

A.
Does the prospect have the Money to buy?

B.
Does the prospect have the Authority to buy?

C.
Does the prospect have the Desire to buy?

2.
A.
Prospects are found everywhere.  Depending on what you sell, everyone could be a prospect.

B.
Prospecting methods are the cold canvas, endless chain, group, public exhibitions and demonstrations, center of influence, direct mail, and telephone (including telemarketing).

3.
Using the telephone Yellow Pages, and observing the business are two of the easiest ways to uncover leads.  You would have to contact them to see if they would be a true prospect.

4.
A.
"I sell paper and metal containers designed to save your company money.  Companies like yours really like our products.  Could you help me talk with Mr. Firestone?"

B.
Say the first two sentences above and then say, "Do you feel I should call back this afternoon or tomorrow?"

5.
A.
Local banks, Better Business Bureau, and Dun and Bradstreet can all provide information.  If the sale is large it would be best to check out the customer.

B.
The customer benefit plan would be similar for each sales call.  Each plan should include (1) FAB; (2) marketing plan; and (3) business proposition.

COMMENTS ON CASES 

Case 6-1: Canadian Equipment Corporation

1.
Five salespeople ranked the four alternatives, with “C” ranked the best.  People who choose this alternative sold the maximum dollar amount of $1000.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $1,000)

A


Second


                          $500

B


Third



                 -0-

C


First



             $1,000

D


Third



                 -0-

Getting by the receptionist or switchboard operator, at times, requires a certain amount of skill.  Too often, a salesperson unequipped to handle the protective front line can get bogged down and fail before he even has a chance to see the prospect.

A.
This method is not as good as “C”, but it is a good second choice.  Make her feel important, build  up her ego by taking time (if `she can afford it) to give her a meaningful message. Don’t get trapped into telling her everything.  She can’t do the buying.  Whet her appetite and get her on your team.
B.
We’re afraid that under normal circumstances this answer will provoke the typical response: “We don’t need any.”  You can rest assured that the hurried, often protective switchboard answerer will try to get rid of salespeople.

C.
This is the best answer because it’s direct and to the point.  You really haven’t told her what the product is so it’s difficult for her to say the company “doesn’t need any.”  Secondly, you have given her some of the benefits; hopefully she won’t want to take the responsibility for her company missing out on them.  Thirdly, you’ve repeated your request for her to direct you to the purchasing agent (or reasonable facsimile).

D.
Same as B.

Case 6-2:
Montreal Satellites
1.
Salesperson:
Hello Mr. Butler.  My name is         with Montreal Satellites.  I met with Jeff Sager last week and installed a satellite in his home.  His family really loves it.  Have you seen it?

Salesperson:
I’d like to set up a time to stop by your home or office and visit with you about our program you may find of great benefit.  It’s not really important to me that we do business; all I ask is if you appreciate the time we share together, if you feel that you benefit from the time we spend together, and most important, if you respect my integrity, you would be willing to pass my name on to a friend or business associate who may also benefit from my services just as the Sagers did. Is that fair enough?

2.
It’s often impossible to say exactly where the request for referrals should come.  However, 
somewhere say something like:

Salesperson:
My success and the success of my business is totally dependent upon getting quality referrals from my clients.  I realize that you will introduce me to your friends, family, and business associates only if the quality and integrity of the service I 
provide surpasses that to 

which you’ve grown accustomed.  If I do a good job for you, Mr. Butler, would you be willing to provide names of others who would also benefit from my services?

Either now or later in the presentation, hand pen and paper to Mr. Butler and ask him to write 
down names and telephone numbers.

3. 
Salesperson:
Mr. and Mrs. Butler, I’m sure by now you realize I work through referrals.  You see I work very hard to help my customers as I’ve done for you (pause) and I’d like to do the same for your friends.  Who could you recommend I contact?

4.
Salesperson:
Hello Mr. Butler.  This is           .   As I promised when we first did business, I’d check with you periodically.  Do you have any questions?  Is there anything I can do for you?

Respond to the client’s needs, if any, as appropriate.  End your follow-up by requesting referrals one more time:

Salesperson:
I’ll let you go now.  Don’t forget, you’ve got my number if you need any help. Please keep me in mind when talking to your friends and business associates.  As 
you know, Mr. Butler, I depend on quality clients like you to keep me in business.  One of the reasons I work so hard to help my customers is because of the people you refer to me. Your referrals are really appreciated. (Pause). Mr. Butler, is there anyone you feel I should help? (Pause) Thank you very much! I look forward to seeing you soon.  Goodbye.

CHAPTER 7

PLANNING THE SALES CALL IS A MUST

Comments on Chapter 7 Sales Application Questions 
1.
Elements of sales call planning are:  (A) determining the sales call objective; (B) developing or reviewing the customer profile; (C) development of a customer benefit plan; and (D) the development of the individual sales presentation.

2.
The customer benefit plan for a General Foods' salesperson includes suggestions on how the reseller can sell the products to his customers.  IBM suggests how the product will be used within the firm.

3.
The prospect's five mental steps in buying are:  (A) Attention; (B) Interest; (C) Desire; (D) Conviction; and (E) Purchase.  The actual mental decision to buy is said to occur in the conviction.

4.
Sales call objective; product to sell; customer profile; product's FAB marketing plan; business proposition; suggested purchase order.

5.
The buyer does not say "no".  Once he does, it is much harder to change his mind.

6.
The sales presentation represents 7 steps within the selling process.

7.
The selling process refers to a "sequential series of actions by the salesperson which leads toward the customer taking a desired action and ends with a follow-up to ensure purchase satisfaction.

Selling Process


                 Mental Steps
1. Prospecting

2. Preapproach

3.
Approach
Attention, Interest

4.
Presentation
Interest, Desire

5.
Trial Close
Desire

6.
Objections
Desire

7.
Meet Objections
Desire, Conviction

8.
Trial Close
Conviction increases

9.
Close
Action

10.
Follow up

8.
Caution--these answers are controversial among students.  It is difficult to know which stage is represented.  I am using them for discussion purposes only.

A.
Attention

B.
Desire (or interest)--Prove it!  (Advantage)

C.
Interest (or desire)--So what?  (Feature)

D.
Interest

E.
Desire

F.
Attention

G.
Conviction

H.
Interest

I.
Attention

J.
Conviction--A buying signal

K.
Desire

L.
Desire

M.
Attention or interest--hard to tell

9.
The student needs to refer to both Chapters 6 and 7.  You would need to know such things as:  (A) promotional activities planned for the product, such as advertising, coupons; (B) special prices and discounts available; and (C) past sales of the product.

Feature


Advantage


Benefit
Nationally advertised

Sell more


Make more profits

Price discount


Can reduce price

Draw customers

COMMENTS ON CASES 

Case 7-1:  Ms. Hansen's Mental Steps in Buying Your Product
1.
The salesperson's first statement is to get a reorder.  The second statement concerns the primary objective of the call--sell new distribution of family size Tide.  Since P&G salespeople call on the same customers routinely, the customer profile has been developed.  It was reviewed before the call.  The third and fourth comments present the marketing plan.

2.
Feature--family size Tide

Advantage

Benefits--additional sales and profits.

3.
A.
Ms. Hansen's first reply--Action stage on reorder.

B.
Ms. Hansen's second reply--Interest stage.

C.
Ms. Hansen's third reply--Interest stage.

D.
Ms. Hansen's fourth reply--Desire-Conviction.  This is a buying signal, so time to ask for the order.

4.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $8,000)

A


Second




$2,000

B


Third




$2,000

C


First




$8,000

D


Fourth


  
  
    -0-

E


Fourth
               
  
                 -0-

Five salespeople profiled in the text ranked the five alternatives with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $8,000.

A.
You might want to further explain the benefits of your marketing program.  This could help you close the sale.  However, it is not the best course of action.

B.
If still unsure of the buyer's attitude, you might probe more using another trial close such as "Does the concept sound good to you?" 

C.
It is time to close by saying "May I enter the six cases of family size Tide in the order book now?" or "Will six cases be enough?" or "With your sales being really up, should we use six or eight cases?"

Case 7-2:  Machinery Lubricants, Inc.

1.
Ralph should have:  (A) visuals, such as pictures of the storage system; (B) a suggested location; (C) a prepared value analysis such as the following:

20,000 gal @ $1.39 = $27,800

20,000 gal @ $1.25 = -25,000

       savings = $ 2,800

The cost of the new arrangement will be $2,795.  By saving 14 cents per gallon of lubricant purchased, the system will pay for itself in the first year.  Also there will be other savings and advantages:

* no lost oil left in bottom drums

* no more $20 deposit/drum (and the risk of losing the deposit with lost/damaged drums)

* less order processing, reduction in storage space, less handling of oil

(Overall, there should be a substantial cost savings from the purchase.)

Case 7-3: Telemax, Inc.

1. There are three issues that should be covered in this  discussion: methods of gathering and using competitor intelligence, protecting proprietary information, and responding to timing pressures versus quality assurance.

2.
One of Ellen's options is to use her available time to gather more information about PCI's product and  its release date, without  using unethical methods.  Another option is for Ellen to set meetings with the directors of the other departments (for example, quality assurance) and discuss if there are any safe methods to speed up the development process.  Ellen may want to rethink the marketing campaign for Stardust to account for the fact that PCI may have a competing product.  Ellen may decide to hire external consultants or a private company to perform market research on PCI.  Finally, Ellen may want to ask Frank Cilento for information about PCI.

CHAPTER 8

CAREFULLY SELECT WHICH SALES PRESENTATION METHOD TO USE

Comments on Chapter 8 Sales Application Questions 
1.
Sales Presentation Methods are:  (A) Memorized; (B) Formula; (C) Need-Satisfaction; and (D) Problem-Solution.  See chapter for differences.

2.
Yes, the salesperson shows how the product will satisfy mutually agreed upon needs.

3.
When you already know the customer's needs, many times you can use a "formalized" sales presentation.  The salesperson can quickly go directly to the close.  Consumer goods salespeople who have called upon a customer several times frequently use this method.

4.
The salesperson needs to know the prospective buyer's background such as past purchases and likes and dislikes.

5.
Skillful questioning on needs and understanding the prospect's needs.

6.
See six steps to using the problem-solution presentation.

7. According to Exhibit 9-10, the salesperson should be getting the attention of the buyer and gaining their interest.

8.
The Formula method would be best according to the text and Exhibit 9-7.  This is best when used with a repeat customer, and the salesperson should be able to follow a less structured, general outline in making the presentation.

COMMENTS ON CASES 

Case 8-1: Cascade Soap Company
1.
Formula.

2.
Mike did a good job.  He has done his homework, presented a good business proposal, and effectively asked for the order.  Have two students read out loud in class.  Comment on each thing the salesperson and buyer are saying.

Case 8-2: A Retail Sales Presentation

Customer is looking at a display of Cross gold pens and pencils

Salesperson:
[giving a big smile]  Hello, my name is         are you looking for a pen and pencil set for yourself or for a gift?

Customer:
I'm looking for a graduation gift for my brother, but I'm not necessarily looking for a pen and pencil set.

Salesperson:
Is your brother graduating from college or high school?

Customer:
He is graduating from college this spring.

Salesperson:
I can show you quite a few things that would be appropriate gifts.  Let's start by taking a look at this elegant Cross pen and pencil set.  Don't they look impressive?  [Trial Close]

Customer:
They look too expensive.  Besides, a pen and pencil set doesn't seem like an appropriate gift for a college graduate.  [Objection]

Salesperson:
You're right, a Cross pen and pencil set does look expensive.  [Acknowledge objection]  Just imagine how impressed your brother will be when he opens your gift package and finds these beautiful writing instruments.  Even though Cross pen and pencil sets look expensive, they are actually quite reasonably priced, considering the total value you are getting.

Customer:
How much does this set cost?

Salesperson:
You can buy a Cross pen and pencil set for anywhere from $15 to $300.  The one I am showing you is gold-plated and costs only $28.  For this modest amount you can purchase a gift for your brother that will be attractive, useful, will last a lifetime, and show him that you truly think he is deserving of the very best.  Don't you think that is what a graduation gift should be like? [Trial close]

Customer:
You make it sound pretty good, but frankly I hadn't intended to spend that much money.  [Objection]

Salesperson:
Naturally, I can show you something else.  However, before I do that, pick up this Cross pen and write your name on this pad of paper.  [Demonstration]  Notice that in addition to good looks, Cross pens offer good writing.  Cross is widely acclaimed as one of the best ball point pens on the market.  It is nicely balanced, has a point that allows the ink to flow on the paper smoothly, and rides over the paper with ease.

Customer:
You're right, the pen writes really well.  [Positive buying signal]

Salesperson:
Each time your brother writes with this pen he will remember that you gave him this fine writing instrument for graduation.  In addition, Cross offers prestige.  Many customers tell us that Cross is one of the few pens they have used that is so outstanding that people often comment on it by brand name.  Your brother will enjoy having others notice the pen he uses is high in quality.

Customer:
You're right, I do tend to notice when someone is using a Cross pen.

Salesperson:
You can't go wrong with a Cross pen and pencil set for a gift.  Shall I wrap it for you? [Close]

Customer:
It's a hard decision.

Salesperson:
Your brother will be very happy with this gift.

Customer:
Okay, go ahead and wrap it for me.

Salesperson:
Fine, would you like me to wrap up another set for you to give yourself?  [Suggestion selling]

Customer:
No, one is enough.  Maybe someone will buy one for me someday.

Case 8-3: Negotiating with a Friend
1.
Barney’s objective is to sell his existing vehicle for enough to finance a new one.  He wants 
$2,000 but he knows the dealer will only give him $1,200.  He needs $1,500 to finance the new 
one.  Chances are good he will be satisfied with $1,500.

2.
Billie’s objective is to buy a good used car for her daughter for under $1,800.  She wants to keep a small reserve for repairs and enough to buy some snow tires.

3.
Points of conflict between Barney and Billie are most likely to be price and equipment to be included with the car.

4.
Barney’s power comes from having a car in good repair that Billie’s daughter likes, in Billie’s
price range.  Additional power comes from the fact that Barney’s car will also be attractive to 
others.

5.
Billie has power because there are many used cars in her price range to choose from.

6.
Billie also has power because time is important to Barney.

7.
Since Billie has 3 months to shop, time is less important to her.

8. Possible points of compromise include the price, whether or not the snow tires and/or stereo are included, and what can be done about the minor dents.  Many variations are possible and both parties should think them through before negotiations begin.

CHAPTER 9

BEGIN YOUR PRESENTATION STRATEGICALLY

Comments on Chapter 9 Sales Application Questions 
1.
Use questions to:  (A) obtain information; (B) develop two-way communications; and (C) increase participation.

Three rules for Using Questions:  (1) be able to anticipate answer; (2) wait for answer; (3) listen.

2.
Statement--"Mr. Buyer, you certainly have a thriving business."

Demonstration--(see chapter for example).

Question(s)--"Would you be interested in saving 20 percent on your next purchase?"

3.
Situation question (see chapter for examples)

Problem question

Implication question

Need-Payoff question

4.
A.
Direct

C.
Direct 

E.
Nondirective
G.
Redirect

B.
Nondirective 
D.
Redirect 
F.
Rephrasing


5.
Approaches "A" and "B" are good approaches.  They both summarize the customer's situation. Approach "C" is a weak opening statement.

6.        A.
Salesperson's first question is a problem question.

Salesperson's second question is an implication question.

Salesperson's third question is an implication question.

Salesperson's fourth question is a situation question.  (Also direct and qualifying).

Salesperson's fifth question is a need-payoff question.

B.
Move into the presentations.  If you are one of the first three people to call me saying you have read this, I will send you fifty dollars.

C.
Move back to a different "problem" question and cycle through PIN part of SPIN.

7. Salesman Cliff Defee is "telling" not "selling".  He should have asked questions concerning the construction foreman's experiences with the present equipment.

8.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $12,000)
A


Third


  

   -0-

B


First




$12,000

C


Second


 

$ 4,000

Five salespeople profiled in the text ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $12,000.

Questions are important tools for any salesman.  They help uncover needs and problems, obtain valuable selling information, qualify the prospect's interest and buying authority.  So, it pays to ask good ones.  Let's examine the three choices you were confronted with.

A.
This is a weak question because it asks for a "yes" or "no" answer--no more.  Remember, you wanted information and a "yes" or "no " is the bare minimum.

B.
This is a good question.  It's direct, well-aimed, and most importantly, it forces the prospect to talk about a specific problem.  An open-ended question (one that can't be answered by "yes" or "no") often provides additional information--things you didn't ask for--and this is a plus.

C.
This question is adequate, but lacking in some aspects.  It's open-ended and that's good--it'll encourage the prospect to talk.  However, it's too loose, too general.  It won't easily trigger the prospect to give you the information you seek.  And you do want to make it easy for him.

COMMENTS ON CASES 

Case 9-1:  The Thompson Company

SUMMARY
1.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $4,000)

A


Second




$1,500

B


Third


  

$  500

C


First




$4,000

Five salespeople profiled in the text ranked the three alternatives, with "C" ranked the best.  People who choose this alternative sold the maximum dollar amount of $4,000.

A.
This attention-getter is reasonably good because it points out a benefit to the buyer.  Under most circumstances it would capture his attention.  Further, the use of your product in the opener may also arouse his curiosity since she probably doesn't know what it is.  The weak spot here is "time and money."  Basically, time and money are benefits--but very general in nature.  "Time and money" is also a time-worn cliché which many sophisticated buyers have heard so often they automatically put up their guard when they hear it again.

B.
This attention-getter may do more harm than good.  First of all it sounds a little humbling to "beg" for a few minutes of time.  If your product is good (and it is!) then you deserve the time to tell your complete story.  It's up to you to motivate the prospect sufficiently so she wants to hear it.  "To talk about shelving" implies a friendly discussion and offers no benefit or motivation.  This type of opener may encourage prospects to say "I'm too busy right now."

C.
Curiosity and benefit are compelling attention-getters and this opener combines both.  It offers a benefit but doesn't say how it can be gained, thus arousing curiosity.  In addition, it asks a question--another useful device for getting attention.  A question usually demands an answer and when the prospect does respond he forfeits her divided attention.

Case 9-2: The Copy Corporation
1.
The salesperson is "telling" not "selling."  He/she should ask questions concerning the person's experiences with the equipment.

2.
Students can be asked for specific examples of questions, such as "Mr. Buyer, how have my copy machines been working for you?"

Case 9-3: Electronic Office Security Corporation
1.
Most students say "Yes" this is a natural dialogue.

2.
Most students say "Yes" or "About right."

3.
Salesperson's SPIN questions based upon number by dialogue statements.

Statement
 1 -- Situation Question.

 3 -- 
"

"

 5 --
"

"

 7 --
"

"

 9 -- Problem

"

11 -- 
"

"

13 -- Implication
"

15 -- Situation
"

17 --
"

"

19 -- Problem
"

21 -- Implication
"

23 --
"

"

25 --
"

"

27 -- Problem
"

29 -- Implication
"

31 -- Situation
"

33 --
"

"

35 -- Problem
"

4.
Statement
 4 -- Buyer doesn't recognize need.

  
10 -- Important need stated but not recognized as something that could happen.

   
14 -- Important need stated but not recognized as something that could happen.

   
20 -- Important need stated and recognized.

   
22 -- Important need stated but not recognized as something that could happen.

   
24 -- Important need stated and recognized.  The presentation now begins to turn in the salesperson's favor.
Situation 
26 -- Important need stated and recognized.

   
28 --      "        "       "     "        "

   
30 --      "        "       "     "        "

   
36 --      "        "       "     "        "

5.
She did a great job of converting the buyer from the attitude of "I do not need a security alarm system" to "I have a security problem."

6.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $8,000)

A


Second




$1,000

B


Third


  

$  500

C


First




$8,000

D


Fourth


  

    -0-

Five salespeople profiled in the text ranked the four alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $8,000.

A.
It is possible to move on into your presentation.  The prospect does not recognize he has a problem and its implications.  However, you are not sure if he wants to solve his problem.

B.
You could continue to ask problem questions.  However, the prospect does recognize he has a problem and its implications.

C.
Yes, give your need-payoff question.

D.
Do not do this!  You have his attention and interest.  Keep on selling!

CHAPTER 10

ELEMENTS OF A GREAT SALES PRESENTATION

Comments on Chapter 10 Sales Application Questions 
1.
Alternative "A" is preferred since the prospect actually participates in the demonstration.

2.
Alternative "B" is preferred since you maintain control of the visuals.

3.
Briefly restate selling points that the prospect is interested in; get the prospect to participate; watch to see if you have regained the prospect's interest; if you have his interest, move into the presentation.

4.
The "presentation mix" consists of these six elements:  (A) persuasive communication; (B) participation; (C) proof statements; (D) visual aids; (E) dramatization; and (F) demonstration.  Visuals allow you to "show" and "tell" which greatly increases the effectiveness of your presentation.

5.
A.
Correct


C.
Not Correct


B.
Not Correct

D.
Correct

6.
Salesperson's first sentence--Restatement of the benefit.


Salesperson's second sentence--Expansion of the benefit.


Salesperson's third sentence--Proof of the benefit.


Salesperson's fourth sentence--Expansion of the benefit.

7.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $9,000)



A


Second

-0-




B


First

$9,000




C


Second

-0-


Five salespeople ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $9,000.


A.

Poor choice.  We can understand your concern about a poor looking presentation.  But what kind of impression would you create canceling your appointment two hours ahead of time?


B.

Good idea.  Let your prospect know you are concerned about doing things first class.  If anyone is reading this, please contact me and I'll send you fifty dollars if you are one of the first three. If your prospect's the least bit human, he'll understand the problem and won't hold it against you.


C.

I wouldn't.  You may think you can pass off the stains, but don't count on it.  Why take chances on making a poor impression.

Comments on Cases 

Case 10-1: Dyno Electro Cart Company
1.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $2,000)



A


First

$2,000




B


Second

$1,000




C


Third

$  500


Five salespeople ranked the three alternatives, with "A" ranked the best.  People who chose this alternative sold the maximum dollar amount of $2,000.


A.

No matter how easy the demo looks when you handle it, it will be more convincing if you can get the prospect in the act.  By doing it himself, the prospect will be intimately involved--he'll be interested, he'll see the benefits more clearly.  You will also have a better chance to eliminate or smoke out any hidden objections.

2.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $2,000)



A


Second

$0




B


First

$2,000


Five salespeople ranked the two alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $2,000.

A. There are some times when you may not want to get the prospect in the act. One example is when you're using catalogs, sales presentation binders--or any material that offers reading opportunities. If the prospect gets a chance to hold this type of material, he may start to read the fine print (you've lost his attention!), or if the sales aid has a number of pages, he can leap ahead and upstage you. In these cases, protect the continuity of your presentation by controlling the sales aid. (If there is something you want him to read, leave it with him to read when you're gone.) 

Case 10-2: Major Oil, Inc.

Note:
 This case is a greatly expanded version of 7-3 "Machinery Lubricants, Inc."  Case 7-3 has students thinking about planning the sales call.  This case has students evaluating the sales presentation.

1.
Overall Tim's sales presentation was well done.

2.
Tim should have:  (A) visuals, such as pictures, of the storage system; (B) a suggested location; and (C) prepared a value analysis such as the following:


20,000 gal @ $1.39 = $27,800


20,000 gal @ $1.25 = -25,000




  savings  = $ 2,800


savings of 14 per gallon x 20,000 = $2,800


The cost of the new arrangement will be $2,795.  By saving 14 per gallon of lubricant purchased, the system will pay for itself in the first year.  Also there will be other savings and advantages:


*
no lost oil left in the bottom of the drums.


*
no more $20 deposit/drum (and the risk of losing the deposit with lost/damage drums).


*
less order processing, reduction in storage space, less handling of oil.


(Overall, there should be a substantial cost saving from the purchase.)

3.
Follow-up after the sale to make sure the installation is done properly and that the buyer is satisfied with it.

Case 10-3: Dumping Inventory: Should this be a Part of Your Presentation?

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 3 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate within your course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.

This video listens in on a conversation between two salespeople for a toy company.  One of the salespeople has inside information on the development of a new version of a popular toy.  The new toy will be introduced in three months and customers will not be aware of this information for another two months.   One of the salespeople is concerned with his colleague's idea of "dumping" the inventory on customers.  The colleague wants to sell the remaining inventory of the soon to be out of date toy to boost his sales, even though he knows about the new version.  This problem concerns the salesperson because he depends heavily on the relationships he has with his customers.

The following are possible guidelines for answering questions at the end of this case:
Questions

1.  What are the ethical considerations, if any, in this case?

1. What are the ethical considerations, if any, in this case? (This case has issues somewhat like Case 3-2 Sales Hype. Both are in a retail sales setting.)

A. Ethics Related to Employer

(1.) Chapter 2’s discussion of ethics clearly shows the importance of the leader in operating at the Level 3 of moral development. By the sales manager (leader) asking the salesperson to operate at Level 1 the manager is hurting the reputation among coworkers. Level 2 and 3 salespeople may quite. Customers may not come back. Unethical treatment has a ripple effect throughout the community.

B. Ethics Related to Customers

(1.) The new toy will be introduced in three months and customers will not be aware of this information for another two months. One of the salespeople is concerned with his colleague’s idea of “dumping “ the inventory on customers.

(2.) Customers talk to other customers about their treatment. Salespeople also talk to other people, as their family and friends, about treatment of customers. Salespeople talk among themselves. Mistreatment of customers or employees has a ripple effect which is destructive to morale, turnover, motivation, satisfaction, customer loyalty. Sales come from selling new customers again and new customers. Present customers are responsible for bring in a portion of new customers. Wow! Is ethical treatment of all involved important.

C. Ethics Related to Salespeople

(1.)    Asking salespeople to use sales practices that are unethical have a destructive impact on                 salespeople. It influences their morale, motivation, satisfaction, turnover. It can negatively             influencing hiring and keeping salespeople even though they make a high income.
2. What level of moral development are Rob and Bill operating in this business situation?  Explain your answers.

      A.  The salesperson is operating at Level 3.
       B.  The sales manager is operating at Level 1. 
3. What would you do if you were Bill?
A. Bill, the salesperson, is operating at Level 3. He wants to do what is     

       best for the customer no matter what is said by his sales manager.  

B. Bill has to decide if he will follow the Golden Rule or follow the instructions of his boss.

4. What would you do if you were Rob?
A. Rob, the sales manager, may continue to pressure Bill and other salespeople to dump the inventory. We can be reasonably sure that Rob is asking salespeople to use other unethical sales practices. Rob is following the pattern of the traditional sales manager, as discussed in Chapter 1.

CHAPTER 11

WELCOME YOUR PROSPECT'S OBJECTIONS

Comments on Chapter 11 Sales Application Questions 
1.
You must determine why the prospect is stalling by asking questions such as "What are some of the issues you have to think about?"

2.
See if there are other products you can sell them.

3.
"A" is a lack of knowledge--needs more information.


"B" is not a feature wanted by the customer.


"C" is a lack of knowledge--needs more information.

4.
"A", "B", "C", and "E".

5.
No, Jamison did not handle the situation correctly.  You should not criticize someone as did Jamison.

6.
Alternative "C" is best since you must find out why he wants to "think it over."


Note:
This question is very similar to Case 11-2 "Central Hardware Supply."  I use them both in the same term.

COMMENTS ON CASES 

Case 11-1: Ace Building Suppliers
1.
Alternatives


Ranking


Dollar Amount Sold











(Maximum = $6,000)



A



Third


$  500




B



First


$6,000




C



Second


$2,500


Five salespeople ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $6,000.


A.

Calling back in two months at the request of Mr. Newland is the path of least resistance--the easy way out.  While it may get you the order in the long run, it can also set up many obstacles.  A lot of things can occur in two months: a competitor could get in to see Mr. Newland: Aces' business could fall off: money may be tight, etc.  By waiting (without trying for an immediate order) you are encouraging problems.


B.

There's nothing better than a firm purchase order in hand.  Perhaps some good old-fashioned persistence would have done the job; after all, Mr. Newland said he liked the equipment, admitted that it would solve his problem and indicated that he would buy. Why not now?  If you can't get an immediate order, perhaps you can get one for delivery in thirty days ("Let's not wait until the last minute") or in sixty days.  At minimum, a stronger verbal commitment would help--to pin him down, to obligate him, and to bring him closer to that actual order.


C.

If you can't get the order now, a good alternative would be to telephone.  A personal call takes time, is expensive and can't accomplish much more than a phone call (especially when your objective is to get a "go ahead").  Why wait the full two months?  You'll probably need some time for delivery.  Besides, it's a good way to remind him that you're on your toes--anticipating problems and taking care of his needs.

Case 11-2:
Electric Generator Corporation (B)
1.
Alternatives


Ranking


Dollar Amount Sold











(Maximum = $10,000)



A



Second


$ 1,000




B



Third


-0-




C



First


$10,000


Five salespeople ranked the three alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $10,000.


A.

Don is not interested in the generator's capabilities or talking to an engineer.  He wants YOU to solve his problem. Talk with him.  Do everything it takes to solve his problem.  Only then can you sell him more products.


B.

Chicken!  You have to take care of Don's problems--NOW!  His project is in trouble because of your products.  Do not leave. Do everything it takes to solve his problem.  Only then can you sell him more products.


C.

Now your selling!  Get Don to discuss the problems.  Look into it. Do your best to take care of the problems.  Bring in people from ECG's engineering department—if needed.  Your company needs to know of the problems if the generators are defective. Once you have satisfied Don, then you can sell him additional products.

CHAPTER 12

CLOSING BEGINS THE RELATIONSHIP

Comments on Chapter 12 Sales Application Questions 
1.
"A" and "C" have the salesperson handling all of the "details," thus making it easier for the buyer to say "Yes."

2.
A--2

E--2


B--1

F--2


C--3

G--3


D--3

3.
C--not asking for the order.

4.
Yes, it's best to always ask the customer.

5.
True.  As soon as you have finished the presentation it is time to ask for the order.

6.
Visual aids can have a "trial close."

7.
A.
Alternatives 1 and 2 are correct.


B.
Alternative 3
8.
Alternatives B, E, and F.

9.
Yes, once you get the order, get out.  Do not give the customer an opportunity to change his/her mind.

10.
The salesperson should answer a question with a question such as "would you buy if they leave the rugs and drapes?"  If you teach selling and have read this far, let me know.  I'd like to buy you a Coke.

COMMENTS ON CASES 

Case 12-1: Skaggs Omega
1.
Alternatives


Ranking



Dollar Amount Sold












(Maximum = $1,000)



A








$    0




B



First




$1,000




C



Second




$  500




D



First 




$1,000

Five salespeople ranked the four alternatives, with "B" and "D" earning the maximum dollar amount of $1,000.


A.
This isn't much of a close.  It's weak and may encourage negative comments or objections.


B.
This is often called a "trial" or "choice" close.  It's a useful technique that can be used anywhere in a presentation.  By sending up a "trial balloon" you will feel for the prospect's attitude.  Simply give him a choice of two things relating to the order.  If he chooses either one, it indicates he's mentally purchased the kits (or is seriously thinking about an order) and you're on the way.  The trick is to give him a choice of two items (colors, sizes, models, delivery dates, etc.) but not "yes" or "no."


C.
Here you're giving him a choice of "yes" or "no" which is somewhat dangerous.  If he says "yes," fine.  But a "no" can be deadly.  Since you have a fifty percent chance of being turned down, we can only give you half the order.

2.
The close used here is called a "assumptive" close.  It's direct, it's positive, it's effective.  Just assume the prospect is ready to buy and ask him to take some specific action--like signing the order, giving you a purchase order, supplying credit reference, etc.  The important thing is to ask.

Case 12-2: Central Hardware Supply
1.

Alternatives


Ranking

Dollar Amount Sold












(Maximum = $3,000)






A



Third



-0-





B



Second



$1,500





C



First



$3,000



Five salespeople ranked the three alternatives, with "C" earning the maximum dollar amount of $3,000. 


A.
Gillespie seems to be wavering when he says "I'd like to think this over, however."  His stall or objection is certainly weak--especially when preceded by a commitment that your product will solve his problem.  If you accept his excuse, you could be in trouble.  He could have a valid reason for delaying, but if you don't find out what it is now, you may never have an opportunity to answer it.  Evidently there's something on his mind and it behooves you to find out what it is.


B.
Ignoring his "stall" (since it was expressed weakly) is a good technique in some selling situations. It's especially good when the objection or stall is a trivial one, or not expressed with conviction. You don't want to blow it up, or make it seem important, by discussing it.  In this case there may be something more serious on his mind.  It's a good secondary technique, however, so you should be rewarded for using it.


C.
This is a good technique.  Let him tell you what's holding him back.  Being an effective salesman requires lots of detective work.  If you ask tactfully, he's apt to tell you what you have to do in order to sell him!  "Thinking it over" is not important--the key is to find out exactly what he's got to think about.

Case 12-3: Furmanite Service Company—A Multiple-Close Sequence

1.
Label each of the selling techniques used by Chris.


S.
Let me summarize what we have talked about.  You have said that you like the money you will save by doing the repairs.  You also like our response time in saving the flanges so they can be rebuilt when needed.  Finally, you like our year warranty on our service.  (Summary of Benefits close)  Is that right?  (Trial close)

B.
Yes, that is about it.


S.
Gary, I suggest we get a crew in here and start repairing the leaks.  What time do you want the crew here Monday? (Assumptive close)


B.
Not so fast, how reliable is the compound?


S.
Gary, it's very reliable.  I did the same service for Mobil Chemical last year and we have not been back for warranty work. (Third party objection handling technique)  Does that sound reliable to you?  (Trial close)


B.
Yeah, I guess so.


S.
I know you always make experienced, professional decisions and I know that you think this is a sound and profitable service for your plant.  Let me schedule a crew to be here next week or maybe in two weeks.  (Compliment close combined with Alternative choice)

B.
Chris, I am still hesitant.


S.
There must be a reason why you are still hesitating to go ahead now.  Do you mind if I ask what it is?  (Question 1 of five-question sequence method of overcoming objection)

B.
I just don't know if it is a sound decision?


S.
Is that the only thing bothering you?  (Question 2 of five-question sequence)

B.
Yes, it is.


S.
Just suppose you could convince yourself that it is a good decision.  Then would you want to go ahead with the service?  (Question 3 of five-question sequence.  Note how it is phrased...you could convince yourself that...)

B.
Yes, I would.


S.
Gary, let me tell you what we have agreed upon so far.  You like our on‑line repair because of the cost you would save, you like our response time and the savings you would receive from the timely repair of the leaks, and you like our highly trained personnel and the warranty they enable us to give you.  Right?  (Summary of benefits.  If buyer answered yes after each part this would have been continuous-yes technique.  Note trial close)

B.
Yes, that's true.


S.
When would you like to have the work done?  If we wait too long, it will be difficult to get the repair crew here in the next two months.  (Standing room only)

B.
Chris, the proposition looks good but I just don't have the funds this month.  Maybe we can do it next month.


S.
No problem at all, Gary, I appreciate your time and I will stop back by on the fifth of next month to set up a time for the crew to start.  (Leaving on a positive note)
2.
Chris had no real weaknesses.  He closed in a low-key, natural, conversational manner.

3. Chris probably had closed enough, especially if his research on the firm verified that Chris was telling the truth when he said, "...I just don't have the funds this month.  Maybe  we can do it next month."

4.
I would use the "five question sequence" close again to verify if Chris really didn't have the money.

Case 12-4 Steve Santana: Pressured to Close a Big Deal

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 3 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate within your course will  help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.

The following are possible guidelines for answering questions at the end of this case:

Steve works for a pharmaceutical manufacturer.  The company is pressuring his division to increase sales.  Steve's boss, Rob, is suggesting some unethical tactics to get the Danson HMO business.  Closing this deal would take the pressure off the region, including Steve's boss.

Rob suggests that Steve go around Claire Manford, Danson's purchasing agent, and talk with their chief medical advisor. He then suggests placing Claire on their consulting board, which pays a nice fee to board members.

Claire says that she is the new fund raising chairperson for an Information and Referral Center for the Learning Disabled.  When Steve tells his boss that she mentioned they need $100,000 to get the Center started, Rob suggests giving them $10,000.  This would greatly help get their business.

Steve does not like any of these suggestions.  It is apparent he wants to conduct business in an ethical manner.  The video ends with Rob telling Steve that he must make the decision. If Rob's bosses find out that they are trying to "buy" the business, I wonder who gets blamed—Steve or Rob?
The following are possible guidelines for answering questions at the end of this case.

1. What are the ethical considerations, if any, in this case?

A. Ethics Related to Employer

(1.) Steve’s boss, Rob, such things as Steve bypassing Claire, the purchasing agent; indirectly bribing her by placing her on their board where she will receive a nice fee; and giving her $10,000 for her Disabled Learning Center.

(2.) Rob’s purpose is the problem. He wants to do these things in order to get something in return—Clarie’s business.

(3.) Rob is not a Golden Rule manager.

B. Ethics Related to Customer

(1.) Rob wants to place Clarie in a compromising position. Rob   

          wants to temp Claire with money and with her son’s disability.    

              Rob is a bad person to use a child.

C. Ethics Related to Salesperson

(1.) It seems evident that Rob want to influence Steve to close the  

              sale anyway possible.

(2.) One of the worst aspect of this situation is Rob is preparing   

              Steve to take the blame if Steve does not make the sale Steve’s  

              way or if Steve follows Rob’s  advise and bribes Claire or 

              makes a donation to her son’s Disabled Learning Center.

2. At what level of moral development are Rob and Steve operating in this business situation? Explain your answers.

A. Steve is operating at Level 3. He wants to follow the Golden Rule to make the sale.

B. Rob is operating at Level 1. He wants the business no matter what the method. He is even willing to sacrifice his subordinate, Steve, if things go wrong and Rob’s corporate superiors ask about why this customer was given or offered a fee or donation for her business.

3. What would you do if you were Rob?

A. Let Steve do what he was hired to do. Leave it up to Steve.

4. What would you do if you were Steve?

A. Steve should follow the Golden Rule. He should treat both the customer, Claire, and his boss, Rob, as he would want to be fairly and professionally treated.
CHAPTER 13

SERVICE AND FOLLOW-UP FOR CUSTOMER RETENTION

Comments on Chapter 13 Sales Application Questions 
1.
Follow-up refers to maintaining contact with a customer (or prospect) in order to evaluate the effectiveness of the product and the satisfaction of the customer.


Customer service refers to activities and programs provided by the seller to make the relationship a satisfying one for the customer. Examples in the book are warranties, credit, speedy delivery, invoices, financial statements, computer-to-computer ordering, parking, gift wrapping, and having items in stock.


Follow up and customer service are defined and discussed in Chapter 14. Most of this text refers to service in the context of making a contribution to the welfare of others. Two of the ways to help customers are through follow-up and making sure such items and activities as shown in the discussion of customer service meet customer expectations.


If we want to build long-term relationships, salespeople must put the customer’s interest first.

2.
Account penetration refers to the ability to work and contact people throughout the account, discussing your product.

3.
To help insure that your customers will continue to buy from you, you should:


A.
concentrate on improving your account penetration.


B.
contact new accounts on a frequent and regular schedule.


C.
handle complaints promptly.


D.
always do what you say you will do.


E.
service him as if he were a "king."


F.
show your appreciation.

4.
If you lose a customer then:


A.
visit and investigate.


B.
be professional.


C.
never criticize a competing product.


D.
keep calling on the customer.

5.
To help salespeople increase their customer's sales you can:


A.
develop an Account Penetration Program.


B.
examine your distribution.


C.
keep merchandise in the warehouse and on the shelf.


D.
fight for shelf space and shelf positioning.


E.
assist the product's users.


F.
assist retailer's salespeople.


G.
demonstrate your willingness to help.


H.
obtain customer support.

6.
Being a sales professional sets you apart from the rest of the crowd.  It aids in your sales success and, by being recognized as a professional, increases your chances of promotion within your company.

7.
Poor image loses many sales; no one knows how many since the customer will not tell the salesperson.  If anyone reads this, contact me and I'll send you ten dollars if you are one of the first three.

8.
Alternatives


Ranking

Dollar Amount Sold









(Maximum = $10,000)



A


Second



$   500



B


Second



$   500



C






    -0-



D


First



$10,000



E


Second



$   500


Five salespeople ranked the five alternatives, with "D" ranked the best.  People who choose this alternative sold the maximum dollar amount of $10,000.


A.
Tom may get mad if you wait too long to provide him service and cut his order down to $1,000.


B.
Tom would send back all merchandise and throw you out of the store when he next sees you.


C.
You shipped back the merchandise which canceled out your sale and maybe even future business.


D.
Your prompt service will save your sale and keep Tom as a customer.


E.
You should know what to do.  Do not delay!  What if you cannot reach your regional manager?

Comments on 
Case 13-1: California Adhesives Corporation

Note:  This is a real case.

1.
Marilyn must prove herself to each and every customer.  It may take several routine calls to establish trust.

2.
It took Marilyn over one year before many customers began to trust her.

Case 13-2: Sport Shoe Corporation

1.
Alternatives


Ranking

Dollar Amount Sold









(Maximum = $4,000)


A


Second



$ 1,500



B


First



$ 4,000



C


Third



-0-



D


Fourth



-0-


Five salespeople ranked the four alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $4,000.  Alternative "A" was second.  Both alternatives "C" and "D" were unacceptable to all five judges.

Case 13-3: Wingate Paper

1. There are three issues that should be covered in this discussion: distributor favoritism, personal business favors, and unreasonable distributor demands.

2.
George could refuse George's demands for special treatment.  George could discuss the situation with his boss or the owners of Wingate Paper.  George could extend the terms of the contract for Tom, allowing him more time to pay Wingate Paper for his order.

CHAPTER 14

TIME, AND TERRITORY, AND SELF-MANAGEMENT: KEYS TO SUCCESS

Comments on Chapter 14 Sales Application Questions 
1.
Traveling can be a large part of a salesperson's job.  This means time not spent in the office.  Thus, technology can be an efficient tool for communication.  Scheduling efficiency can be maximized by management software, while E-mail enables the salesperson to keep in contact with his or her associates and transport memos instantaneously.  The cellular phone can be helpful if a customer needs to contact the salesperson, but her or she is on a call.  These tools increase flexibility and efficiency, helping the salesperson more easily cater to the customer's needs in the territory.

2.
A "sales territory" comprises a group of customers or a geographical area assigned to a salesperson.  Please see chapter for why firms establish or do not establish territories.

3.
Please see chapter for elements of time and territory management.

4.
The undifferentiated selling approach says that you sell all customers the same.  The account segmentation approach says that you classify accounts from extra large to small and treat each group differently.

5.
A.
Break-even for a year would be:



Sales





=
$500,000



Cost of goods sold



=    
- 325,000







  
 
 $175,000



Gross profit % (175,000 ( 500,000)

=  
35%



Direct salesperson's cost



 
$35,000



BEP = $35,000 = $100,000



        
.35



If the salesperson sells $100,000 worth of merchandise, it will exactly cover the territory's direct costs for the year. 


B.
Break-even for the day is:



If the salesperson works 48 out of 52 weeks or 240 days each year, works 5 days a week, 8 hours a day and makes 5 calls per day, there are 1920 working hours per year (240 x 8 = 1920) and 1200 sales calls (240 x 5) made each year in the territory.



The break-even volume per hour is:  $18.22 = ($35,000 ( 1,920)



Break-even per hour = $52.05 = ($18.22 ( .35)



Break-even each day = $426.40 = ($52.05 x 8)


C.
Break-even each sales call:  $83.25 = ($416.05 ( 5)

6.
The key account refers to where the loss of this customer would substantially affect the territory's sales and profits.

7.
Refer to the "Territory-Time Allocation" section for the seven basic factors to consider in time allocation.

8.
The customer sales planning is where the "tire hits the road."  It is what all salespeople are trained to do.

9.
Scheduling refers to establishing a fixed time (day and hour) when the salesperson will be at a customer's place of business.  Routing is the travel pattern that the salesperson uses in working the territory. 

Comments on Cases 

Case 14-1: Your Selling Day: A Time and Territory Game

        First Day
Customer  
  
Sales
      Travel
        Sales
     
Time

Number    
=      Potential        Time     +     Time    
 =      (Minutes)

Home

 7

=      $ 4,000
3 x 15
+
30
 =
75

 3

=
  6,000
3 x 15
+
30
 =
75

15

=
  8,000
2 x 15
+
30
 =
60

11

=
 10,000
2 x 15
+
30
 =    
60

 8

=
  6,000
2 x 15
+
30
 =    
60

13

=
  8,000
1 x 15
+
30
 =    
45

14

=
  9,000
2 x 15
+
30
 =    
60

16

=
 10,000
3 x 15
+
30
 =    
75



$61,000




510

510/60 = 8 1/2 hours

Second Day
Customer
             Sales
 Travel
       Sales
         Time

Number   
 =      Potential    
  Time   +     Time    
 =     (Minutes)

Home

 1

 =      $ 4,000
2 x 15
+
30
  =
 60

 9

 =
  1,000
1 x 15
+
30
  =
 45

 4

 =
  2,000
2 x 15
+
30
  =
 60

 2

 =
  3,000
5 x 15
+
30
  =
105

12

 =
 12,000
2 x 15
+
30
  =
 60

 5

 =
  5,000
1 x 15
+
30
  =
 45

 6

 =
  8,000
1 x 15
+
30
  =
 45



$32,000




420

420/60 = 7 hours

Case 14-2:  Sally Malone's District:  Development of an Account Segmentation Plan
1.
Develop a table showing a salesperson's call cycle using the given call frequency patterns.

2.
This table shows how the call cycles for this example (territory) will be made up.
	Call Cycles
	
	
	
	
	
	

	
	
	
	
	
	
	

	Account 
	Number of
	Cycle 
	Cycle
	Cycle 
	Cycle 
	Cycle

	Classification
	Accounts
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	A
	10
	1-10
	1-10
	1-10
	1-10
	1-10

	B
	20
	1-10
	1-20
	1-10
	11-20
	1-10

	C
	45
	1-15
	16-30
	31-45
	1-15
	16-30

	D
	12
	1-3
	4-6
	7-9
	10-12
	1-3

	E
	10
	1-2
	3-4
	5-6
	7-8
	9-10

	Number of Calls
	
	40
	40
	40
	40
	40


	
	
	Exhibit 1
	
	
	

	
	
	
	
	
	

	Summary of Sales and Percentage by State
	
	

	
	
	
	
	
	

	State
	%
	$
	State
	%
	$

	Alabama
	0.5
	47,000
	Nebraska
	0.5
	47,500

	Arizona
	3.0
	285,000
	Nevada
	0.5
	47,500

	Arkansas
	0.5
	47,500
	New Hampshire
	0.0
	0

	California
	19.0
	1,805,000
	New Jersey
	2.5
	237,500

	Colorado
	8.5
	807,500
	New Mexico
	2.0
	190,000

	Connecticut
	0.0
	0
	New York
	10.0
	950,000

	Delaware
	0.0
	0
	North Carolina
	1.0
	95,000

	Florida
	3.5
	332,500
	North Dakota
	0.5
	47,500

	Georgia
	1.0
	95,000
	Ohio
	2.0
	190,000

	Idaho
	0.5
	47,500
	Oklahoma
	1.0
	95,000

	Illinois
	2.5
	237,500
	Oregon
	5.0
	475,000

	Indiana
	2.0
	190,000
	Pennsylvania
	3.0
	285,000

	Iowa
	0.5
	47,500
	Rhode Island
	1.0
	95,000

	Kansas
	0.5
	47,500
	South Carolina
	0.0
	0

	Kentucky
	0.0
	0
	South Dakota
	0.5
	47,500

	Louisiana
	2.0
	190,000
	Tennessee
	0.0
	0

	Maine
	0.5
	47,500
	Texas
	8.0
	760,000

	Maryland
	0.0
	0
	Utah
	5.0
	475,000

	Massachusetts
	0.0
	0
	Vermont
	0.0
	0

	Michigan
	4.0
	380,000
	Virginia
	0.0
	0

	Minnesota
	1.0
	95,000
	Washington
	5.0
	475,000

	Mississippi
	0.5
	47,500
	W. Virginia
	0.0
	0

	Missouri
	1.0
	95,000
	Wisconsin
	0.5
	47,500

	Montana
	0.5
	47,500
	Wyoming
	0.5
	47,500


Percentages rounded to the nearest half percent

2.  It may be seen from this schedule that all A accounts are called on in every cycle, the first ten B accounts in cycles 1 and 3, and the second ten B accounts in cycles 2 and 4.  Since the cycles are of two weeks’ duration, these accounts will be called on every four weeks according to the call frequency shown.  By definition, it takes one cycle to call on all A accounts (two weeks), two cycles for all B accounts (four weeks), three cycles for all C accounts (six weeks), four cycles for all D accounts (eight weeks), and five cycles for all E accounts (ten weeks).
PART VI

SALES CALL ROLE-PLAYS

Guidelines for possible answers to the sales call role-plays at the end of your textbook are so lengthy (over 60 pages) I could not place them in the IM. You can go to my Web site (//futrell-www.tamu.edu) to find suggestions on answering the SALES.  At the web site click on "Classes" in the left column, Marketing 435—Personal Selling, Assignments, scroll down to "Instructor's Only."  Opening "Instructor's Only" requires you use a password. Please contact me for the password—c-futrell@tamu.edu. We would not want students seeing the answers, would we?

Answers to seven SALES (Student Application Learning Exercises) for each module within each role-play have been created to help guide you in understanding the possible answers.  For example, role-play 1 has only one product, whereas role-play 4 has 4 products.  You and your students will come up with different and better answers. On the next page, you will find a sample of what we have placed on the Web.  The seven SALES are found at the end of chapters 4, 6, 8, 10, 11, 12, and 13.

The information for the role-plays was based upon information furnished by companies.  Sales personnel answered many of the SALES.  I have used role-plays 1 and 4 in my classes with hundreds of students. I plan on using role-plays 2 and 3 in the near future.  Contact me if I can answer questions or help.

Sample SALES Answer

Role-play Three: Business-to-Business

Sale 1—Chapter 4
Now you are ready to begin developing your sales presentation.  To make Sale 1:
1. State what you will sell:
Minolta Copier
2. Briefly describe the individual and/or organization to which you will sell.

Travel Xpress - A personalized travel agency with two full time employees.  Chris Hammond - Owner.

3. List three features of your product with each feature's main advantage and benefit.  Refer back to Chapter 4 for FAB definitions.  These FABs would discuss your product, not your marketing plan or business proposition.  We'll do that later.

	Feature
	Advantage
	Benefit

	13 copies per minute
	Less time spent on printing
	More profitable printer - higher output in less time

	Lens and Mirror Optics
	High quality process
	Quality Output/Copy

	Dry, dual component toner
	More copies per toner
	Lower per copy toner cost 


4. Now create a SELL Sequence for each FAB.  Label each of the components of the SELL Sequence using parenthesis.

"The Minolta copier produces 13 copies per minute [feature].  This means that there is less time spent on printing [advantage].  The bottom line for you is a more profitable printer [benefit].  Now that’s what you're interested in, right [trial close]?"

"The lens and mirror optics [feature] mean that you have a high quality photocopy process [advantage].  The main benefit is the superb quality of the copy [benefit].  How does that sound to you [trial close]?"

"Minolta's dry, dual component toner [feature] produces more copies per toner than the average copier [advantage].  This means there is a lower per copy toner cost for the company [benefit].  That's what you had in mind, right [trial close]?

PART VII

PERSONAL SELLING 

EXPERIENTIAL EXERCISES

Sell Yourself on a Job Interview

This is an extremely popular exercise with students.  They feel it is very worthwhile.  There are two procedures that can be used by the instructor.  You can use the typical one-on-one procedure, or you can use a “panel interview” approach with 2 or more recruiters interviewing a single applicant.  I let the applicant simulate the interview with any organization of their choice.  They are asked to write up a short paper about the organization.  This, along with the applicant’s resume, is given to the recruiter a few minutes before the interviews.  The recruiter is also given the following General and Interview instructions.

Recruiter’s General Instructions
1. Review the applicant’s resume.

2. Quickly read the description of the organization.

3. Review the “Recruiter’s Interview Instructions” sheet.

4. When applicant knocks on the door, ask them to come into the room.  Greet them and then ask the person to take a seat.

5. Now start the interview.  It is OK to read what you are to say.

Recruiter’s Interview Instructions

Once the applicant is seated, the recruiter says the following to the applicant:

I’m here today just to meet people to see who has a real interest in a sales job with us.  We have the company “information session” tomorrow night, so I will not answer specific questions about the job today.  This is a short, get to know each other meeting.  Tonight we will call and invite some of the people we interviewed today to our “information session.”  Let’s begin with this question:

1. In no more than one minute, tell me about yourself.

2. What is something you have done in your past that helps me better understand how your qualifications relate to this job?

3. Ask the three “SITUATION, ACTION, RESULTS QUESTIONS” on the next page.  After the applicant has left the room, or while answering questions, do the following for this question:

a. Write the person’s name at the top of the paper.

b. Circle EVALUATION score at the bottom of the page.

c. Write comments to the applicant on ways to improve responses.

4. Ask the “SITUATION QUESTION” on SELLING SKILLS.

a. Also evaluate the answer and provide written feedback.

5. Ask one question about something from the resume.

Now say to the applicant something like:
"This is all the time we have.  Thank you very much for coming in today.  I really enjoyed talking with you.  We will get in touch with you soon."

OBTAINING NEW CUSTOMERS

· Addresses the individual’s willingness and ability to obtain new customers.

……………………………………………………………………………………………

SITUATION QUESTION


Think of a time when you had to contact a stranger and persuade him/her 


to do something.  What was the situation?

ACTION QUESTION


What did you do?

RESULTS QUESTION


What happened?

NOTES

                                EVALUATION BASED ON THIS FACTOR ONLY

          Unsatisfactory                                            Satisfactory                                           Excellent


    1                  2                  3                   4                 5                 6                      7                 8               9

Answers show unsatisfactory behavior       
         Answers demonstrate a satisfactory level       
Answers show outstanding ex-

according to our standards or do not          
         of skill in obtaining new customers                 
perience, willingness, and 

indicate willingness or ability to                                                                                         
                  ability to prospect for new 

prospect for new customers.                                                                                                                    customers. 

NEGOTIATING WITH OTHERS

· Addresses the ability to work out a compromise between the individual and another person so that both are happy with the outcome.

……………………………………………………………………………………………………

SITUATION QUESTION


One of the most critical activities we perform is negotiating with customers, 


managers, and fellow workers.  Describe your most memorable experience in 


working out a settlement with someone such as a teacher, friend, customer, or 


employer.

ACTION QUESTION


What did you do?

RESULTS QUESTION


What was the outcome?

NOTES

                                EVALUATION BASED ON THIS FACTOR ONLY

          Unsatisfactory                                            Satisfactory                                           Excellent


    1                  2                  3                   4                 5                 6                      7                 8                9

    Answers indicate little or no                       Answers show satisfactory experience        
 Answers show exceptional

    Experience and understanding of                 and understanding of negotiation.               
 experience and understanding

    negotiation.  Answers indicate                     Meets our high standard.                            
 of negotiation process.  Seems

    applicant is not tenacious, 





 tenacious, confident, open to


    confident, open to others' views. 




 others' views.


CUSTOMER SERVICE

· Addresses the willingness of the applicant to provide a high level of service and ensures that customers are satisfied with products and service.  Relevant skills include the ability to be courteous, tactful, and attentive to customer needs.

……………………………………………………………………………………………………

SITUATION QUESTION


At times our people have to deal with a customer who is upset or angry.  Think


of when someone was angry with you.  What was the situation?

ACTION QUESTION


What did you do?

RESULTS QUESTION


What were the results?

NOTES

EVALUATION BASED ON THIS FACTOR ONLY

          Unsatisfactory                                            Satisfactory                                           Excellent


    1                  2                  3                   4                 5                 6                      7                 8                9

    Applicants demonstrated little             

Applicant demonstrated a                   
 Response showed excellent

     or no ability to provide customer         

satisfactory level of skills in                
skills in effectively handling

     service.                                              
                  being able to handle customers.          
customers.
SELLING SKILLS

· Addresses the individual’s ability to sell.  Includes the abilities to "think on one's feet;" interact effectively; and communicate in an organized, positive, and effective manner using negotiation and persuasion skills.

……………………………………………………………………………………………………

SITUATION QUESTION


You're applying for a sales job.  Yet I have never seen you sell anything.


 I want you to sell me this___________.  (Pencil, pen, chair, coffee cup…)


 Hand it to the applicant.
NOTES

EVALUATION BASED ON THIS FACTOR ONLY

          Unsatisfactory                                            Satisfactory                                           Excellent


    1                  2                  3                   4                 5                 6                      7                 8                9

    Applicant showed unsatisfactory        
 
Response shows satisfactory                
Excellent ability.  Asked

      ability to sell.  Does not meet our         

ability to sell.  Meets our high             
questions, was organized,  

      high standards.                                      
                   standards.                                             
and demonstrated effective








                           
selling skills.

Sell Yourself Grading Sheet

Your Score









   Point Value

_________1.  Entered in a positive, enthusiastic manner




3 

_________2.  Résumé (to be turned in along/with videocassette)



4 

_________3.  Portfolio (to be turned in along/with videocassette)



3 

_________4.  Use of your business card






3 

_________5.  Asked for recruiter's business card





3 

_________6.  Completed/turned in appearance questionnaire



3 

_________7.  Completed/turned in performance critique




2 

_________8.  Completed/turned in exercise critique
2 

_________9.  Shook hands while introducing yourself to interviewer


3 

________10.  Stated, "I'm very interested in working for Name of Organization."
3 

________11.  Used resume as a visual aid






3 

________12.  Used portfolio as a visual aid






3 

________13.  Asked Dr. Futrell's 2-question interview closing sequence


3 

________14.  Positive non-verbals throughout





3 

________15.  Follow-up letter







3 

________16.  E-mail









3 

________17.  Exited in a positive, enthusiastic manner




3
________Total
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Sales Team Exercise

None of the information here should be given to participants until after they have completed the decision-making parts of the exercise. January is the coldest time of the year in the Yukon.  The first problem the survivors face, therefore, is to preserve their body heat and protect themselves against its loss.  This problem can be met by building a fire, minimizing movement and exertion, and using as much insulation as possible.

The participants have just crash-landed.  Many individuals tend to overlook the enormous shock reaction this has upon the human body, and the death of the pilot and copilot increases the shock.  Decision making under such conditions is extremely difficult.  Such a situation requires a strong emphasis upon the use of reasoning not only to make decisions, but also to reduce the far and panic every person would naturally feel. Along with fear, shock reaction is manifested in the feelings of helplessness, loneliness, and hopelessness.  These feelings have brought about more fatalities than perhaps any other cause in survival situations.  Through the use of reasoning, hope for survival and the will to live can be generated.  Certainly the state of shock means that movement of individuals should be at a minimum and that an attempt to calm them should be made.

Before taking off a pilot always has to file a flight plan.  The flight plan contains the vital information regarding the flight, such as the course, speed, estimated time of arrival, type of aircraft, number of people on board, and so on.  Search-and rescue operations would begin shortly after the plane failed to arrive at its destination at its estimated time of arrival.

The eighty miles to the nearest known town is a very long walk even under ideal conditions, particularly if one is not used to walking such distances.  Under the circumstances of being in shock, dressed in city clothes, having deep snow in the woods and a variety of water barriers to cross, to attempt to walk out would mean almost certain death from freezing and exhaustion.  At the temperatures given, the loss of body heat through exertion is a very serious matter.

Once the survivors have found ways in which to keep warm, their most immediate problem is to provide signaling methods to attract the attention of search planes and search parties.  Thus, all the items the group has must be assessed according to their value in signaling the group’s whereabouts.

Winter Survival Exercise Scoring Key

The correct ranking of the survivors’ items was made on the basis of information provided by people trained in wilderness-survival techniques.

1. Cigarette lighter (without fluid).  The gravest danger facing the group is exposure to the cold. The greatest need is for a source of warmth and the second greatest need is for signaling devices. This makes building a fire the first order of business.  Without matches, something is needed to produce sparks to start a fire.  Even without fluid the cigarette lighter can be used to produce sparks.  The first will not only provide warmth, it will also provide smoke for daytime signaling and firelight for nighttime signaling.

2. Ball of steel wool.  To make a fire, a means of catching the sparks made by the cigarette lighter is needed.  Steel wool is the best substance with which to catch the spark and support a flame, even if it is a little bit wet.

3. Extra shirt and pants for each survivor.  Clothes are probably the most versatile items one can have in a situation like this.  Beside adding warmth to the body they can be used for shelter, signaling, bedding, bandages, string when unraveled, and tinder to make fires.  Even maps can be drawn on them.  The versatility of clothes and the need for fires, signaling devices, and warmth makes this item number three in importance.

4. Family-size Hershey bar (one per person).  To gather wood for the fire and to set up signals, energy is needed.  The Hershey bars would supply the energy to sustain the survivors for quite some time. Because they contain basically carbohydrates, they would supply energy without making digestive demands upon the body.

5. Can of shortening.  This item has many uses--the most important being that a mirrorlike signaling device can be made from the lid.  After shining the lid with the steel wool, the survivors can use it to produce an effective reflector of sunlight.  A mirror is the most powerful tool they have for communicating their presence.  In sunlight, a simple mirror can generate 5 to 7 million candlepower.  The reflected sunbeam can be seen beyond the horizon.  Its effectiveness is somewhat limited by the trees but one member of the group could climb a tree and use the mirror to signal search planes. If the survivors have no other means of signaling, they would still have better than 80 percent chance of being rescued within the first twenty-four hours.


Other uses for the item are as follows: The shortening can be rubbed on the body to protect exposed areas, such as the face, lips, and hands, from the cold.  In desperation it could be eaten in small amounts. When melted into an oil the shortening is helpful in starting fires.  Melted shortening, when soaked into a piece of cloth, will produce an effective candlewick. The can is useful in melting snow to produce drinking water. Even in the wintertime, water is important as the body loses water in many ways, such as through perspiration, respiration, shock reactions, and so on.  This water must be replenished because dehydration affects the ability to make clear decisions.  The can is also useful as a cup.

6. 
Flashlight. Inasmuch as the group has little hope of survival if it decides to walk out, its major hope is to catch the attention of search planes. During the day the lid-mirror, smoke, and flags made from clothing represent the best devices. During the night the flashlight is the best signaling device. It is the only effective night-signaling device besides the fire.  In the cold, however, a flashlight loses the power in its battery very quickly. It must therefore, be kept warm if it is to work, which means that it must be kept close to someone’s body.  The value of the flashlight lies in the fact that if the fire burns low or inadvertently goes out, the flashlight could be immediately turned on the moment a plane is heard.

7.
Piece of rope. The rope is another versatile piece of equipment. It could be used to pull dead limbs off tress for firewood. When cut into pieces, the rope will help in constructing shelters.  It can be burned.  When frayed it can be used as tinder to start fires.  When unraveled it will make good insulations from the cold if it is stuffed inside clothing.

8. 
Newspaper (one per person).  The newspaper could be used for starting a fire much the same as the rope.  It will also serve as an insulator; when rolled up and placed under the clothes around a person’s legs or arms,  it provides dead-air space for extra protection from the cold.  The paper can be used for recreation by reading it, memorizing it, folding it, or tearing it.  It could be rolled into a cone and yelled through as a signal device.  It could also be spread around an area to help signal a rescue party.

9.
.45-caliber pistol.  This pistol provides a sound signaling device. (The international distress signal is three shots fired in rapid succession.)  There have been numerous cases of survivors going undetected because by the time the rescue party arrived in the area the survivors were too weak to make a loud enough noise to attract attention. The butt of the pistol could be used as a hammer.  The powder from the shells will assist in fire building.  By placing a small bit of cloth in a cartridge, emptied of its bullet, a fire can be started by firing the gun at dry wood on the ground.  At night the muzzle blast of the gun is visible, which also makes it useful as a signaling device.

The pistol’s advantages are counterbalanced by its dangerous disadvantages.  Anger, frustration, impatience, irritability, and lapses of rationality may increase as the group waits to be rescued.  The availability of a lethal weapon is a real danger to the group under these conditions.  Although it could be used for hunting, it would take a highly skilled marksman to kill an animal and then the animal would have to be transported through the snow to the crash area, probably taking more energy than would be advisable.

10.
Knife.  A knife is a versatile tool, but it is not too important in the winter setting,  It could be used for cutting the rope into desired lengths, making shavings from pieces of wood for tinder, and many other uses could be thought up.

11. Compress kit (with gauze).  The best use of this item is to wrap the gauze around exposed areas of the body for insulation. Feet and hands are probably the most vulnerable to frostbite, and the gauze can be used to keep them warm.  The gauze can be used as a candlewick when dipped into melted shortening.  It would also make effective tinder.  The small supply of the gauze is the reason this item is ranked so low.

12.
Ski poles.  Although they are not very important, the poles are useful as a flag pole or staff for signaling.  They can be used to stabilize a person walking through the snow to collect wood, and to test the thickness of the ice on a lakeshore or stream.  Probably their most useful function would be as supports for a shelter or by the fire as a heat reflector.

13. Quart of 85-proof whiskey.  The only useful function of the whiskey is to aid in fire building or as a fuel. A torch could be made from a piece of clothing soaked in the whiskey and attached to an upright ski pole.  The danger of the whiskey is that someone might try to drink it when it is cold. Whiskey takes on the temperature it is exposed to, and a drink of it at minus thirty degrees would freeze a person’s esophagus and stomach and so considerable damage to the mouth. Drinking it warm will cause dehydration. The bottle, kept warm, would be useful for storing drinking water.

14. Sectional air map made of plastic.  This item is dangerous because it will encourage individuals to attempt to walk to the nearest town-thereby condemning them to almost certain death.

15. Compass. Because the compass may also encourage some survivors to try to walk to the nearest town, it too is a dangerous item. The only redeeming feature of the compass is the possible use of its glass top as a reflector of sunlight to signal search planes, but it is the least effective of the potential signaling devices available. That it might tempt survivors to walk away from the crash site makes it the least desirable of the fifteen items.

Winter Survival Exercise: Key
The correct ranking of the survivors’ fifteen items is as follows:

   11  
Compress kit (with 28-ft., 2-in. gauze)

   2   
Ball of steel wool

   1   
Cigarette lighter (without fluid)

   9   
Loaded .45-caliber pistol

   8   
Newspapers (one per person)

   15  
Compass

   12  
2 Ski poles

   10  
Knife

   14  
Sectional air map made of plastic

   7   
30 feet of rope

   4   
Family-size Hershey bar (one per person)

   6   
Flashlight with batteries

   13  
Quart of 85-proof whiskey

   3   
Extra shirt and pants for each survivor

   5   
Can of shortening
What's Your Style—Senser, Intuitor, Thinker, Feeler?

This is a great exercise to use as either part of the personal selling or sales management class.  Students really enjoy learning about themselves.

For discussing personal selling or sales management issues, it helps show that the salesperson, as well as the sales manager, should know his/her own personality style.  This style may be in conflict with the prospect or subordinate. 


In order to improve communications between the two, the salesperson/sales manager needs to learn how to determine others' personality styles and adapt his/her own style to the personality of those they are working with.  

PART VIII

Sales Technology 

Directory & Exercises

Sales World Wide Web Directory

While most of your students know about the web, a few do not.  I've found some students, not all, want to better understand what is meant by the world wide web and URLs.  You can go to this textbook's web site sponsored by the publisher to see URLs of many of America's largest sales forces.  Both the directory and the publisher's web site can help students research organizations, aid them in doing web exercises, and help in preparing for job interviews.

ACT! and GoldMine Help Create Customers for Life!

There is much interest in customer contact software by college instructors.  They know industry is using such off-the-shelf software as ACT! (www.act.com) and GoldMine (www.goldmine.com), plus sales forces have created their own software or hired consulting companies to create software.  Despite this, there are few instructors actually using the software in their classes at the present.  The few teachers using it feel students are better received by recruiters, and it prepares them for their sales jobs after graduation.  

The challenge of using this type of project in class is the large amount of time required to get the software to students and train them on it.  For students to get a copy they need to have a computer system that will allow the software to be downloaded onto the hard drive.  This usually requires students to have their own computers.  Computers on my campus are not allowed to download software.  Thus, for some students it is difficult to use this software.  This is changing.

World Wide Web Exercises
Beginning in 1997, I started using two or three Internet exercises in both my sales management and personal selling classes.  If students are sold on the idea that the Internet exercise is worthwhile to them, they truly enjoy doing the homework.  The exercises in this textbook have been used several times in class.  

Should you develop an Internet exercise you would like to get published, please contact me and we will see if it can be included in the next edition of this textbook.
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