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would be nothing.

—Steve Castleberry
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PREFACE

To start the preface of the last edition, we wrote, “The
selling profession is at a critical time. For that past two
years, Manpower, the placement agency, has reported
that sales is the most difficult job to fill. Never in our 20
years of teaching sales have we seen the demand for
professional salespeople to be so great, which presents
you with a great opportunity. You have an opportunity
to participate in a period of rapid change for the sales
profession as you prepare young people for a career.”
Then the economic tsunami hit, and things changed rap-
idly. You know that even good salespeople were affected
by the economic tsunami of 2008 and 2009. But some
aspects haven't changed. Finding good salespeople is
still difficult for most companies. And our sales students
are still in high demand. At the same time, more college-
educated sales professionals are now in the field than
ever before, and they demand excellence from our stu-
dents. Salespeople are being asked to do more because
they are a critical element in the value chain. Partner-
ing skills, internal and external, are more important than
they've ever been.

As a result, we've remained faithful to the premises that
caused us fo write the first edition almost 20 years ago:

» Partnering skills are critical skills for all businesspeople.

* Adaptive communication skills—probing, listening,
and presentation—are important in all areas of life,
but especially for salespeople.

» Students need to practice these skills through role
playing.

e Helping people make the right decisions is not only
the most ethical sales strategy but also the most effec-
tive strategy for long-term success.

At the same time, we've recognized that several factors

are changing the face of selling:

* Increased use of multichannel go-to-market strategies,
including inside sales.

e Changing roles for both technology and salespeople.
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* Rapid economic change and the impact of the
recession.

o Changing frends in how organizations buy—
specifically continue increased use of technology, self-
service, and supplier relationship management.

As we've revised the fext, faithful adopters will see that
we've held to the principles that made this book unique
when it was launched and kept it in a leadership posi-
tion. While others may have tried to copy role playing,
partnering, or technology, none have truly captured the
essence that makes this book the leading text.

WHAT'S NEW IN THE EIGHTH EDITION

* “Selling Yourself” —a new feature at the end of
each chapter that relates the material in the chapter
to the student's life right now. It's more than just the
student’s job search process, however. Selling Yourself
helps students see the connections among the chapter
material and all aspects of their lives, such as how
a student can sell an organization to new members,
how to work with apartment managers to resolve
issues, how to improve interactions with friends and
family members, how to add value as a group mem-
ber in a class team project, and so forth.

¢ Original examples written specifically for this
book, provided by current sales programs and sales-
people, 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 perspec-
tive on the chapter. Each profile is new and original to
this edition, and we've also integrated the profiles into
each chapter as a running example to increase this
feature’s functionality.

e All new “Building Partnerships” —boxed fea-
tures that provide more detailed examples of chap-
ter material and present chapter material in a slightly
different light.



¢« New “Sales Technology” —boxed features in
each chapter, many new to this edition, that illustrate
how technology is used. The result is a much better
understanding of what professionals are calling Sales
2.0 or Sales in the Cloud (cloud computing). You'll
find many types of technology, including knowledge
management technology, CRM technology, and even
GPS technology used in routing sales calls.

o All new “From the Buyer’s Seat” —this feature
was introduced in the last edition, and the feedback
was overwhelmingly positive. Buyers, though, are no
more stationary than salespeople, so we've created
all new features for this edition, integrating the best of
the last edition into the text.

» Feature questions—embedded in the end-of
chapter material are discussion questions that direct
students back to the profiles, “Building Partnerships,”
“From the Buyer’s Seat,” and “Sales Technology” fea-
tures so these features are read and used more fully.

* New NetSuite role plays—we've written a new
set of role plays featuring NetSuite, the software used
in the National Collegiate Sales Competition. Net-
Suite is a hosted application, and its Web site has
role-based demonstrations so students can learn what
the product does for different people in the sales orga-
nization. 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.

IMPORTANT FEATURES OF SELLING:
BUILDING PARTNERSHIPS

The importance of partnering to business and partnering
skills to students has changed the way sales is done and
taught. Moreover, partnering changes the way buyers
buy. Several unique features place this book at the cutting
edge of sales technology and partnering research:

1. A continued emphasis on the partnering process,
with recognition that multiple sales models may
be appropriate in a company’s total go-to-market
strategy. We focus on the partnering process as the
highest level of selling because the other models of
transaction—focus, problem solver, and relational
partner—still need to be learned as a foundation to
partnering.

2. A thorough description of the partnering and buying
processes used by business firms and the changes
occurring in these processes. A number of important

trends affecting buyers, such as supplier relationship
management (SRM), also affect sellers.

. A discussion of methods of internal and external

partnering so that the supply chain delivers the right
value, in recognition of the salesperson'’s role in rela-
tionship management and value creation. This empha-
sis also broadens the applicability of the course for
students who may not be interested in a sales career.

. An emphasis throughout the text on the need for

salespeople to be flexible—to adapt their strategies
to customer needs, buyer social styles, and relation-
ship needs and strategies.

. A complete discussion of how effective selling and

career growth are achieved through planning and
continual learning.

. An emphasis on the growing need for salespeople

in organizations fo carry the voice of the customer to
all parts of the organization and beyond to suppliers
and facilitators. This role is reflected in new product
development, supply chain management, and many
other functions in a customer-centric organization.

These unique content emphases are presented in a highly
readable format, supported by the following:

Ethics questions—at least two questions at the end
of each chapter relate the chapter material to ethics.

Four-color exhibits and photographs to sup-
port the examples highlighted in the book. Students
find this book to be easy to read and use.

“Thinking It Through” —these features embed dis-
cussion questions into the text itself; for this edition,
we've also offered teaching suggestions to integrate
this feature more fully. There are several of these fea-
tures in each chapter.

Minicases —two small cases are available at the end
of each chapter. These are useful for inclass exercises
or discussion or as homework.

Ethics icon—because we've emphasized ethical
partnering since the inception of this book, we high-
light the integration of ethics by noting any ethics dis-
cussion 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 at the end of the chapter, along with the page
number on which the term 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.

Preface vii
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Instructor’s manuals are available with any text, but the
quality often varies. Because we teach the course to
undergraduates, as well as presenting and participat-
ing in sales seminars in industry, we believe that we
have created an Instructor’s Manual (available at the
Onlinelearning Center, www.mhhe.com/castleberry8e)
that can significantly assist the teacher. We've also
asked instructors what they would like to see in a man-
val. In addition to suggested course outlines, chapter
outlines, lecture suggestions, and answers to questions
and cases, we include helpful suggestions for how to
use the video segments. On that site, you'll also find
the slides, which are integrated info our teaching notes.

Slides are available in PowerPoint, but given feed-
back from users (and our own experience), we've sim-
plified their presentation. They are easily adapted to
your own needs, and you can add material as you
see fit.

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

We also 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
additional role play scenarios.

Students need to practice their selling skills in a sell-
ing environment, and they need to do it in a way
that is helpful. Small group practice exercises,
including role playing, complete with instructions
for student evaluations, are provided in the Instructor’s
Manual. These sessions can be held as part of class
but are also designed for outofclass time for teachers
who want fo save class time for fulllength role plays.

The Test Bank has been carefully and completely
rewritten. Questions are directly tied to the learning
goals presented at the beginning of each chapter and
the material covered in the questions and problems. In
addition, key terms are covered in the test questions.
Application questions are available so students can
demonstrate their understanding of the key concepts
by applying those selling principles.

Preface

» The Web site, www.sellingbuildingpartnerships
.com, is your Web site. This Web site is a place for
faculty to share materials, as well as a place where it
is easy for us to quickly bring you up-to-date materi-
als. Here you will find short slide decks (three to five
slides) about current sales and sales management
research that is template-free so you can integrate it
into existing presentations as you see fit. You will also
find new videos, presentation slide decks from other
faculty and sales professionals, job announcements
for students, and other materials designed to support
your teaching. Short cases from previous editions are
also posted there if you would like to include these
as essay questions on exams or inclass exercises.
We hope you will also contribute to the site. Instructor
materials are password-protected so students do not
have access to them.

* New chapters—at www.sellingbuildingpartnerships
.com you'll find several new chapters that students can
access, such as Writing Proposals, Account Manage-
ment, and others. We use these chapters ourselves
in advanced selling classes, but you may find these
necessary in your introductory sales course or in a
sales management course. Students can access and
download these chapters at no cost.

PARTNERING: FROM THE FIELD
TO THE CLASSROOM

Faculty who use our book have reviewed it and offered
suggestions, and we have taken their comments seriously.
What is different is that sales executives and field sales-
people who are locked in the daily struggle of adapting
to the new realities of selling also reviewed Selling: Build-
ing Partnerships. They have fold 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
considerable time in the field in a variety of sales posi-
tions. We continue to spend time in the field engaging
in personal selling ourselves, as well as observing and
serving professional salespeople. We believe the book
has benefited greatly because of such a neverending
development process.
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Walkthrough

Selling: Building Part-
nerships was the first text
to bring a partnership/
relationship approach

into the selling course,
offering a solid frame-
work on which to hang
plenty of practice and
real-world application.
The eighth edition of this
popular text builds on that
foundation with updated
content, improved hands-
on exercises, and powerful
technology that’s sure to
make the material more
engaging for professors
and students alike.

The chapter opening profiles in this edition are
the product of strong selling partnerships. Faculty
from around the country introduced Steve Castle-
berry and Jeff Tanner to their former students
who had gone on to careers in sales. The results
are exciting new profiles from sales profession-
als who were students with an earlier edition and
understand the philosophy of this book. Students
can easily relate to these young professionals
who have benefited from wonderful faculty and
Selling: Building Partnerships.

“Buyers will object when they think you are

ns that the
Doesn’t Understand My Busin

P R OF ] LE: My name is Rachel

Gober, and I gradu-
ated from Texas State University in
December 2008 with a bachelor’s
degree in marketing. | was honored
to participate ar the National Col-
legiate Sales Competition in 2007,
your current process to recommend
a solution, so right now I would just

where our sales team was privileged
to be led by the one and only Mrs.
Vicki West.
The National Collegiate Sales Com- learn more about it.”
petition is actually where I was recruited Once 1 set the appointment, | try to
by Standard Register, a company that specializes in  find ways to help the buyer trust me. This often
document management systems and services for the  reduces objections. For example, buyers will object
health care, industrial manufacturing, financial when they think you are DUMB, which means that
services, government, retail, and transportation  the salesperson Doesn't Understand My Business.

like to set an appointment with you to

industries. Many times, at my initial meetings with prospects,
During my experience here so far, [ have [ will explain to them the DUMB acronym, and ask
found three keys to helpfully respond to them questions about their business so they know
objections: (1) anticipate objections and pre- T am not trying to sell them something; rather | am
pare your response, (2) reduce objections trying to learn more about them so that I can put
from the beginning by helping the buyer to  together a custom solution thar best fits their needs.
trust you, and (3) ask questions and listen to It is important to let buyers know that you are
the answers. on their side, and you understand where they are

In sales, you are going to get objections coming from. For example, a common objection

from prospects at every stage in the sales is “We are happy the way we are currently doing
cycle, so you mighe as well b
When 1 first started making col

of typical objections that our reps hear, and wrote  have a system that works for you, but what could

cady for them. things.” By asking simple questions like “How’s that

,Thadalist  working for you?” or “That’s great, I'm glad you

out responses to each of them. 1 kepe this sheet in  make it better?™ you will typically uncover areas for

front of me every day when I was on the phone
until I felt comfortable with them. It may sound
corny, but some buyers use objections just to make
you nervous or to get you off the phone or out of
their office, so it is better to be prepared than to
be left stuttering and mumbling. For example, this
is typical: Prospect’s objection: “What are you try-
ing to sell me?™ My response: “At this point I'm not
trying to sell anything. I don’t know enough about

improvement that your product or service might be
able to help with.

1 think of objections as an opportunity to build
relationships with my customers, gain knowledge
about their business, and learn how to sell to them.

Visit our Web site at
www.standardregister.com.
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ETHICS PROBLEMS

1. You know that American Airlines and Delea Air-
lines both have goals for purchasing from women-
and minority-owned businesses (see *Building
Parmerships 3.17). You have a product that is inno-
vative and patented, and it will save airlines like
American and Delta over 30 percent in fuel costs.
But your business does not qualify as woman- or
minority-owned because you are a white male,
so you are thinking of bringing a partner into
the business—your sister. Is this appropriate? Or

2.

would it be better to license the product to an
already certified minority-owned business?

You are talking about this class to someone
who isn't familiar with business. When you
mention you are studying how people make
buying decisions and thar this informarion will
help you become a better salesperson, your
friend says you are just trying to learn how to
manipulate people more effectively. How do
you respond?

If you want to sell a part such as a belt
for a John Deere harvester made in
Ottumwa, lowa, then you must be able to
sell and service this plant in Arc-les-Gray,

Professional sales ethics have
always been the hallmark of this
text, and the new edition integrates
ethics throughout each chapter,

as well as in discussion questions
devoted to this topic. Each chap-
ter has separate ethics discussion
questions, some of which were sug-
gested by former students’ experi-
ences or current events.

manuf
that gl
plexity
key fac

France, too.

Current and continued emphasis on
selling examples from Canada, Mexico,
and all around the globe reflects the
reality of the global nature of selling.

WEB-ENABLED WORD OF MOUTH

s Technology | m

Facebook, Google Buzz, Twitter. Only a few years ago,
none of these brands existed. Now they are dominant
ways for people 1o access the Internet and each other.
What does this mean for buyerse

Web reviews are one implication. When a buyer wants
to evaluate a potential supplier, nof only are there arficles
about how good (or bad) the supplier is, there are also
blogs, tweets, and postings on review sites such as Epin-
ions. Most consumers, especially those under 40, use

Xiv

use the information to create new services that might
make Dell’s offerings more cffractive,

Customers also want fo be able to offer input into new prod-
uct development and use the Web to do so. Microsoft cre-
ated an advertising campaign about Windows 7, p ing
stories of individuals who claim responsibility for coming up
with the ideas that became new features. Whether or not
customers actually created those ideas is another story, but
the campaign played 1o the desire customers have to offer

DERIV

Salesp:
vidual
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Many technologies, including the
sales cloud (or Sales 2.0 technol-
ogy), PDAs, GPS, the Internet, and
CRM software, have changed how
salespeople operate. The eighth
edition includes all new illustra-
tions with its feature “Sales Tech-
nology,” which discusses how
selling and technology interact
within the context of each chapter.




thinking it through

Review the stoges in the decision-making process described earlier in the chapter.
Do you go through those stages when making an imporfant purchase? How does the
Internet affect the way you buy products and services? What effect does it have on

“Thinking It Through” boxes
(two per chapter) are engag-

ing exercises that can inspire
classroom dialogue or serve as a
short-essay exam question to help
students experience concepts as
they read.

each stage of the process?

“From the Buyer’s Seat” is an all-
new original feature that provides
students with a buyer’s inside per-
spective. “Building Partnerships”
boxes examine how successful sales-
people build relationships. All are
original to the book—many using
examples provided by former stu-
dents and other sales professionals.

. LSV
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KEEP OPEN LINES OF COMMUNICATION, PLEASE

By James Hill, Cliffs

I'm a senior buyer for Cliffs, a large U.S. mining com-
pany. Some of my salespeople are fruly outstanding, and
| enjoy doing business with them. For exomple, | buy
$4.5 million worth of motors each year. | partner with my
molor suppliers, and they are excellent at communicating
with me and keeping me informed.

BUILDING Partnerships

DEVELOPING A DIVERSE SUPPLIER BASE

1 also need to know “good news” as well. One of my suppli-
ers from Jopan was shipping in several large motors, each
of which weighed over four tons. Well, the supplier shipped
them earlier than he had informed me. They arrived early,
and | didn't have a crane available to unload them. Com-
municating with me that they were shipping early could
have avoided many headaches when the trucks arrived!

For many years, increasing supplier diversity has been
an objective for businesses. According to Sherri Macko,
manager of supplier diversity at American Airlines, her
company believes that success comes from diversity. “The
valve in supplier diversity lies in the way these suppli-
ers somefimes offer o different approach to meefing our
needs and their flexibility to do whatever it takes to get
the job done,” she says.

Diversity in purchasing means buying from vendors
owned by minorities, women, and disabled veterans.

commitment to supplier diversity has been unwavering,
through all economic climates, because it's built on tan-
gible economic beneits.”

Companies that seek greater diversity in their supplier
base must work at it. Since most minority-, veferan-,
disabled-, or women-owned businesses are small, they
ofter need help simply.finding the ofipenunities. That's
why Delta Airlines recently lounched o new Web site spe-
cifically for helping these smaller companies find opportu-
nities to sell o Delta.



CASE PROBLEMS Jenna Jones has been the owner and general manager of Tropical Landscap-

case |.]

Tropical
Landscaping, Inc.

ing for the last five years, having bought the business from the entrepreneur
and landscape architect who started it 25 years earlier. Tropical is a full-
service lawn care company that caters to the business sector, not the con-
sumer sector. They are experts in designing, irrigation, and maintenance of
landscapes and have a strong reputation for fast, efficient, and reasonably
priced services.

When Jenna purchased the company there were three full-time salespeople
who called on businesses in the region. One quit right after she arrived, and Floyd,
a knowledgeable landscaper with good connections in the business community,
was hired as a replacement. Floyd has been a real asset to the firm, building
business in the commercial landscape design area.

Jenna thought everything was going smoothly until yesterday, when Chad,
another salesperson, dropped a bombshell. He turned in his notice. Chad
indicated he was going to work for a local competitor who was paying him about
25 percent more than Jenna.

Jenna sat in her office, mulling over the situation and half-heartedly working
on the job description for Chad’s position, when one of her most trusted admin-
istrative assistants, Katie, walked in. Afrer they chatted for a few minutes, the
following conversation ensued:

ROLE PLAY CASE

In this chapter’s role play interaction, you are still meeting with the same person
you did for Chapter 3. (If you did not do the role play at the end of Chapter 3,
you will need to review that information now.) That person is telling you about
the business. Feel free to ask questions, but your main objective is to listen and
understand all you can about the business environment in which he or she oper-
ates. Practice active listening skills; after the role play, identify which listening
techniques you used. Further, identify the three most important elements about
the person’s business that you need to understand. Interpret the buyer’s body lan-
guage. Finally, any time you hear jargon, write the word or phrase down.

Note: For background information about these role plays, please see page 27.

To the instructor: Additional information needed to complete the role play is
available in the Instructor’s Manual.

Class-tested minicases at the end
of each chapter work well as daily
assignments and as frameworks for
lectures, discussion, or small group
practice. Each chapter includes at
least one new minicase. The cases
encourage students to apply theo-
ries and skills learned in the text to
solve sales situations.

Students can practice their partner-
ing skills in brand new role play
exercises that encourage personal
growth and experiential learning.
Each role play features NetSuite,
the software used in national col-
legiate sales competition. Also,
comprehensive role plays are avail-
able at the end of the book, with
additional role plays included in
the Instructor’s Manual.




Supplements

[
The McGraw-Hill Companies

ﬁl Stephen 8. Castisberry

Selling iy

Selling: Bullding Partnerships, /e

Castieberry, University of Minaesata, Ouluth
Sove Coft - Taamar - Bovtor Untversity

‘
S( l

1SBAE 0072530018 l
Copyright yoar: 2011
i s St T ——————
o Sy S

s e g e T e e e e
e LR v
e L T S T

¥ youe an OSUCTr tking SDOUE Sd0DtING DV TaDook, e

To obtain an instructor login for this O Contar, ask your local sales
fiae copy for remew.

The Video Library features new video
segments customized for the text (includ-
ing video examples of sales openings,
objections with responses, and closings;
dealing with a preoccupied buyer, real
world examples of telemarketing sales
calls, a real world example of using WebX
to give a presentation) in addition to
material from Achieve Global’s Profes-
sional Selling Skills Seminar (PSS).

The Online Learning Center www.
mhhe.com/castleberry8e houses the
Instructor’s Manual, PowerPoint slides,
test bank, and a link to McGraw-Hill’s
course management system, PageOut for
the Instructor. It also includes study out-
lines, quizzes, key terms, career informa-
tion, video clips, and online resources for
the student.
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