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ROLE PLAY

The basic objective of the second edition of Professional Selling: A Trust-Based Ap-
proach, is to provide students with comprehensive coverage of contemporary profes-
sional selling in an interesting and challenging manner. This objective is achieved by in-
tegrating recent sales research with leading personal selling practice in an effective,
time-tested pedagogical format. The major professional selling topics are addressed in
separate modules. These modules are then presented in a logical sequence from the per-
spective of a professional salesperson. Each module contains similar pedagogical ap-
proaches to facilitate student learning.

This text is targeted to the undergraduate student enrolled in a one-semester or one-
quarter personal selling class. However, it is sufficiently rigorous for use at the MBA
level, if supplemented with additional materials. The 10-module format provides in-
depth coverage of professional selling, but also allows sufficient time for role playing
and other active learning processes so popular in sales classes.

CHANGES IN THIS EDITION

Several noteworthy changes have been made in the second edition of Professional
Selling: A Trust-Based Approach. It has become increasingly clear to the author team
that most professors want to introduce their students to the sales process and alterna-
tive selling models at the beginning of the course. Further, most professors find it nec-
essary to build a foundation for selling that precedes in-depth material in the areas of
sales strategy and sales techniques. With this in mind, we made these changes in the text
organization:

e The 10 modules now include an expanded Overview module and nine remaining
modules organized into four parts. Module 1 provides additional coverage on per-
sonal selling, introducing the sales process and various approaches to selling. Con-
sultative selling is among the approaches to selling covered in Module 1.

¢ Following the Overview of Personal Selling, the text is organized into four parts.
This organization, new to this edition, includes three modules as the Foundations of
Professional Selling (Part I). Part I gives in-depth coverage to trust-building and
sales ethics; understanding buyers, and communications skills. Part IT, Initiating Cus-
tomer Relationships, is comprised of two modules. Topics in Part II include
prospecting, the preapproach, presentation planning, and approaching the customer.
The two modules in Part III, Developing Customer Relationships, focus on sales
presentation delivery, addressing customer concerns, and earning commitment. Part
IV, Enhancing Customer Relationships, concludes the text with two modules on
how salespeople can add value to customer relationships. Key topics include adding
value through follow-up, self-leadership, and teamwork.

* We have added many role plays throughout the book. Each role play is indicated by
the icon in the margin: Many of the ethical dilemmas have been set up as role plays
in the Building Professional Selling Skills section of each module. Almost all of the
short cases appearing at the end of each module have also been translated into role
play situations. These appear at the end of each case in the Making Professional Sell-
ing Decisions section of each module. The role plays offer an opportunity to get stu-
dents actively involved in realistic portrayals of professional selling activities.
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e We have added additional exercises to the Building Professional Selling Skills section
of most modules. Many of these exercises require the use of the Internet. Others em-
phasize various types of selling activities and some involve role plays.

e All of the Opening Vignettes used to introduce a module are new. These vignettes
are intended to generate student interest by presenting professional salespeople and
sales executives on the job.

e The “Professional Selling in the 21st Century” boxes in each module have been re-
vised. Several new salespeople and sales executives have been added to our Profes-
sional Selling Panel. These panelists created “best practices” comments for specific
modules. In other cases, panelists updated and revised comments made for our last

cdition.

MODULE PEDAGOGY

The following pedagogical format is used for each module to facilitate the student
learning process.

Objectives. Specific learning objectives for the module are stated in behavioral
terms so that students will know what they should be able to do atter the module has
been covered.

Opening Vignettes. All modules are introduced by an opening vignette that typi-
cally consists of a recent, real-world company example addressing many of the key
points to be discussed in the module. These opening vignettes are intended to gen-
erate student interest in the topics to be covered and to illustrate the practicality of
the module coverage.

Key Words. Key words are highlighted in bold type throughout each module
and summarized in Understanding Professional Selling Terms at the end of the mod-
ule to alert students to their importance.

Boxed Inserts. Each module contains two boxed inserts titled “Professional Selling
in the 21st Century.” The comments in these boxes are provided by members of our
Professional Selling Panel and were made specifically for our text.

Figure Captions. Every figure in the text includes a summarizing caption designed
to make the figure understandable without reference to the module discussion.

Module Summaries. A module summary recaps the key points covered in the mod-
ule by restating and answering questions presented in the learning objectives at the
beginning of the module.

Developing Professional Selling Knowledge. Ten discussion questions are pre-
sented at the end of each module to review key concepts covered in the module.
Some of the questions require students to summarize what has been covered, while
others are designed to be more thought provoking and extend beyond module
coverage.

Building Professional Selling Skills. Application exercises are supplied for each
module, requiring students to apply what has been learned in the module to specific
personal selling situations. Many of these exercises allow students to record responses
directly in the book. This encourages active learning in a workbook format.

Making Professional Selling Decisions. Each module concludes with two short
cases. Most of these cases represent realistic and interesting professional selling situ-
ations. Many are designed so that students can role play their solutions.

SUPPLEMENTS
Instructor’s Resource CD (IRCD)

The Instructor’s Resource CD delivers all the traditional instructor support materials
in one handy place: a CD. Electronic files are included on the CD for the complete
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Instructor’s Manual, Test Bank, computerized Test Bank and computerized Test Bank
software (ExamView), and chapter-by-chapter PowerPoint presentation files that can be
used to enhance in-class lectures.

Instructor’s Manual

The Instructor’s Manual for the second edition of Professional Selling: A Trust-Based

Approach contains many helpful teaching suggestions and solutions to text exercises

to help instructors successfully integrate all the materials offered with this text into

their class. Each module includes the tollowing materials designed to meet the in-

structor’s needs.

* Learning objectives

* Module outline and summary

e Ideas for student involvement

* Possible answers to review sections in the text, Developing Professional Selling
Knowledge and Building Professional Selling Skills

e Ideas for how to incorporate the role play exercises found in the text into the
classroom setting, as well as suggestions for conducting the Role Plays

The Instructor’s Manual files are located on the IRCD in Microsoft Word 2000
format.

Test Bank

The revised and updated Test Bank includes a variety of multiple choice and true/
false questions, which emphasize the important concepts presented in each chapter.
The Test Bank questions vary in levels of difficulty so that each instructor can tailor
his/her testing to meet his/her specific needs. The Test Bank files are located on
the IRCD in Microsoft Word 2000 format.

ExamView (Computerized) Test Bank

The Test Bank is also available on the IRCD in computerized format (ExamView),
allowing instructors to select problems at random by level of difficulty or type, cus-
tomize or add test questions, and scramble questions to create up to 99 versions of
the same test. This software is available in DOS, Mac, or Windows formats.

PowerPoint Presentation Slides

Created by an expert in the field of sales, Scott Inks of Ball State University,
this package brings classroom lectures and discussions to life with the Micro-
soft PowerPoint 2000 presentation tool. Extremely professor-friendly and organized
by chapter, these chapter-by-chapter presentations outline chapter content. The eye-
appealing and easy-to-read slides are, in this new edition, tailored specifically to the
Professional Selling text from the Ingram author team. The PowerPoint presentation
slides are available on the IRCD in Microsoft 2000 format and as downloadable files
on the text support site (http://ingram-sales.swlearning.com).

Web site

Visit the text web site at http://ingram-sales.swlearning.com to find instructor’s sup-

port materials as well as study resources that will help students practice and apply the

concepts they have learned in class.

Student Resources

* Online quizzes for each chapter are available on the web site for those students
who would like additional study materials. After each quiz is submitted, auto-
matic feedback tells the students how they scored and what the correct answers
are to the questions they missed. Students are then able to email their results di-
rectly to their instructor if desired.

* Crossword quizzing of glossary terms and definitions arranged by chapter is also
available for extra review of key terms found in the text.

* Students can download the PowerPoint presentation slides from the web site.
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s Instructor Resources
e Downloadable Instructor’s Manual files are available in Microsoft Word 2000 for-
mat and Adobe Acrobat format.
e Downloadable PowerPoint presentation files are available in Microsoft Power-

Point 2000 format.

Videos

A video package has been assembled to provide a relevant and interesting visual teach-
ing tool for the classroom. Two distinct selling series headline this video package. Di-
rect Selling on the Global Frontier presents an overview of the global sales operation of
direct selling companies and has a specific case situation for a particular company. Inc.
Mayazine videos portray “real” salespeople and sales calls with “real” clients in a vari-
ety of occupations. Companies represented include: Shearson-Lehman, 3M Health
Care, and Ben & Jerry’s.
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MODULE FORMAT

Professional Selling: A Trust-Based Approach was written for students. Therefore, its aim
is to provide comprehensive coverage of professional selling in a manner that you will
find interesting and readable. Each module blends recent research results with current
professional selling practice in a format designed to facilitate learning.

At the beginning of each module, “Objectives” highlight the basic material that the
student should expect to learn. These learning objectives are helpful in reviewing mod-
ules for future study. An opening vignette then illustrates many of the important ideas
to be covered in the module, using examples of companies in various industries to il-
lustrate the diversity and complexity of professional selling. Most of the companies de-
scribed in the vignettes are well known, and most of the situations represent recent ac-
tions by these firms.

Key words in the body of each module are printed in bold letters, and figures and
exhibits are used liberally to illustrate and amplify the discussion in the text. Every fig-
ure contains an explanation so that it can be understood without reference to the text.

Each module contains two boxed inserts entitled Professional Selling in the 21st
Century. The examples in both boxes have been provided specifically for this textbook
by sales executives from various companies whom we recruited to serve as a Profes-
sional Selling Panel. To ensure that the textbook includes the latest practices from
leading sales organizations, each executive was asked to provide specific examples of
“best practices” in their company. Backgrounds of each executive are provided at the
end of this section.

Sales managers are confronted with various ethical issues when performing their job
activities. Many of these ethical issues are addressed in An Ethical Dilemma boxes that
appear throughout the modules. You will be presented with realistic ethical situations
faced by sales managers and asked to recommend appropriate courses of action.

A module summary is geared to the learning objectives presented at the beginning
of the module. Understanding Professional Selling Terms lists the key words that ap-
pear in bold throughout the module. Developing Professional Selling Knowledge
presents 10 questions to help you develop an understanding of important professional
selling issues and relationships. Building Professional Selling Skills consists of three
exercises in which you can apply the professional selling knowledge learned in the mod-
ule. Making Professional Selling Decisions includes two interesting case situations
that allow you to make important professional selling decisions. If you understand pro-
fessional selling terms, develop professional sclling knowledge, and build professional
selling skills, you will be prepared to make successful professional selling decisions. Op-
portunities for student role plays are identified with the icon. | }_}L‘

ROLE PLAY
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