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WHAT'S NEW IN THE SEVENTH EDITION

From the Buyer’s Seat—a new feature that pro-
vides a buyer’s perspective on the material in the chap-
ter. These are all original to our book, not taken from
magazine articles.

Original examples written specifically for this book
provided from current sales programs and salespeople
many of whom took the class and used this book.

New chapter-opening profiles—all chapters open
with a real salesperson or sales manager’s perspective
on the chapter. Each profile is new and original to this
edition, and we've also integrated profiles into each
chapter as a running example to increase this feature’s
functionality.

All new Building Partnerships—boxed features
that provide more detailed examples of chapter mate-
rial and present chapter material in a slightly different
light.
New Sales Technology—a boxed feature in each
chapter, many new to this edition, that illustrates how
technology is used. You'll find many types of technol-
ogy, including knowledge management technology,
CRM technology, and even GPS technology used in
routing sales calls.

Feature questions—embedded in the discussion
questions are questions that direct students back to the
profiles, Building Partnerships, Buyer’s Seat, or Sales
Technology features so that these features are read and
used more fully.

NetSuite Role Plays—we've rewritten role plays to
feature NetSuite, the software used in the National Col-
legiate Sales Competition. NetSuite is a hosted applica-
tion, and its Web site has role-based demonstrations
so that students can learn what the product does for
different people in the sales organization. At the end of
most chapters, you will find a role play using NetSuite
and additionally there are 10 prospect scenarios (with
two buyer information sheets each in the Instructor’s
Manual) at the end of the book.
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e Instructor’'s manuals are available with any text, but the

Caselets —two small cases are available at the end of
each chapter. These are useful for in-class exercises or
discussion or as homework.

Ethics icon—because we've emphasized ethical part-
nering since the inception of this book, we highlight the
integration of ethics by noting any ethics discussion with
an icon in the margin. You'll find ethics discussed in
every chapter.

Key Terms—each key term defined in a chapter is
listed ot the end of the chapter, along with the page
number on which the ferm is discussed. Key terms reflect
current usage of sales jargon in the field, as well as
academic terms.

Glossary —key terms are also defined in a glossary at

the end of the book.

quality often varies. Because we teach the course to
undergraduates, as well as presenting and participating
in sales seminars in industry, we believe that we have
created an Instructor’s Manual (available on the Online
Learning Center) that can significantly assist the teacher.
We've also asked instructors what they would like to see
in a manual. In addition to suggested course outlines
chapter outlines, lecture suggestions, and answers to
questions and cases, we include helpful suggestions on
how to use the video segments. On that site, you'll also
find the slides, which are integrated into our teaching
notes.

Slides are available in PowerPoint, but given feedback
from users (and our own experience), we've simplified
their presentation. Easily adapted to your own needs
you can add material as you see fit.

NEW Video clips are on the Instructor’s DVD. Sev-
eral companies have graciously offered video segments
plus we've recorded and produced our own in conjunc-
tion with companies. As we continue fo get new seg-
ments, adopters will find these available from our Web
site (www.sellingbuildingpartnerships.com) so that you
can either download them or simply access the Weh
site during class if your classroom is Web-enabled. Use
these videos fo illustrate individual techniques of selling
quickly and easily.

We dlso include many of the in-class exercises we
have developed over the years. These have been sub-
jected to student critique, and we are confident you will
find them useful. You will also find a number of addi-
tional role play scenarios.

Students do need to practice their selling skills in o
selling environment. And they need to do it in a way
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salespeople who are locked in the daily struggle ot adapt
ing to the new redlities of selling also reviewed Selling:
Building Partnerships. They have told us what the field is
like now, where it is going, and what students must do to
be prepared for the challenges that will face them.

Students have also reviewed chapters. They are, after all,
the ones who must learn from the book. We asked for
their input prior to and during the revision process. And
judging by their comments and suggestions, this book is
effectively delivering the content. There are, however,
several places where their comments have enabled us to
clarify material and improve on its presentation.

As you can see in About the Authors, we have spent cons
siderable time in the field in a variety of sales positions.
We continue to spend time in the field engaging in per
sonal selling ourselves, as well as observing and serving
professional salespeople. We believe the book has ben;
efited greatly because of such a neverending develop;
ment process.
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