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Preface

As the twenty-first century approaches, the sales profession is going through un-
precedented changes. The globalization of business has opened up new markets
and has altered the nature of competition. The speed of communication, along
with the amount of accessible information, has irrevocably changed the nature of
the selling job. Salespeople must be able to respond immediately to customer
problems through the tools and know-how provided by their sales managers. This
requires that sales professionals be knowledgeable about and skilled in using the
latest computer technology. However, at the same time, sales professionals must
be skilled in developing customer relationships. Successful sales professionals.in
the twenty-first century will be the ones who understand customers and are able
to propose and develop effective solutions to customer problems.

In writing this book, we tried to approach the sales profession from an in-
ternational human relations perspective. Increasingly, the terms “relationship
marketing” and “partnering” are being used to describe the dynamics of the
buyer-seller interaction. Trying to bring about one sale and then moving on to the
next one without adequately ensuring that customer needs are being met is a
vestige of an earlier time. We take the view that sales professionals are chiefly in
the “people business,” in that their major objective involves developing effective,
long-term relationships. Both salespeople and sales managers are in the business
of helping others solve problems. Doing so requires that they possess a great deal
of knowledge not only about the products they sell but also about the people
with whom they interact, the industry in which they operate, and the companies
with which they compete.

THE AIM AND ORGANIZATION OF THIS BOOK

In writing this book, we wanted to address both personal selling and sales man-
agement because we believe that these are inextricably related to each other. It is
difficult to grasp the complexities of managing salespeople without an adequate
understanding of personal selling. We also believe that sales management is
more or less an extension of personal selling, and, therefore, these two areas,
though distinct, have some common themes. We address the topics from an inter-
national perspective because, increasingly, the terms “marketing” and “interna-
tional marketing” are synonymous. There are few instances today in which mar-
keting decisions do not have cultural and international overtones.



This book is intended for use with undergraduate students in colleges and
universities that have a comprehensive course in the sales area. Additionally, it
can be used in schools that have both a course in personal selling and one in sales
management and yet want to have greater linkage between the two. Although
the book is aimed primarily for undergraduates, it is written with sufficient rigor
that it can be used in a graduate-level course as well.

The book has four major parts. In Part I, Chapter 1, we provide a back-
ground for the study of both personal selling and sales management. Chapter 2
discusses organizational buying, presenting both its human and the organiza-
tional side. A sales professional must understand and empathize with customers
and appreciate the process that buyers go through in making a purchase. The
topic of communication is covered in Chapter 3. Both selling and sales manage-
ment depend on an individual being able to understand what another person re-
ally means. We take the view that “words don’t mean—people do.” Chapter 4
addresses the topic of motivation. Both salespeople and sales managers work to
motivate people. Salespeople attempt to motivate customers to buy, and sales
managers try to motivate salespeople to perform at a higher level.

The final chapter in Part I, Chapter 5, deals with ethical and legal issues.
There is probably no place in an organization that is more susceptible to ethical
abuse than sales. By the very nature of the process, there are any number of ethi-
cal issues that can arise in the course of a day. Although no code of ethics is fool-
proof, if sales professionals take the time to examine their personal ethical sys-
tems and see how they compare to those of the firms for which they work, they
can avoid some major pitfalls.

Part II deals with the personal selling process. Each chapter in this part ad-
dresses a particular element in the process. Chapter 6 covers the prospecting,
planning, and preparation phases of selling. Without prospecting, new customers
are difficult to obtain. Inadequate planning results in a lack of confidence on the
part of salespeople, an inability to handle contingencies that arise, and cus-
tomers’ feeling that they are not important. Chapter 7 covers the initiation stage
of the sales call and the all-important sales presentation. Because impressions are
formed by the way the prospect is approached, this part of the selling process
sets the tone for the rest of the sales call. The sales presentation is the part of the
sales call in which salespeople get to “tell their stories.” Buyers have limited time
to listen to salespeople, and, therefore, the salespeople who are able to make
clear, concise presentations will generally be the ones who are successful.
Chapters 8 and 9 deal with the most difficult parts of the sales process: closing
the sale and handling objections. Objections are an inherent part of the selling
process, and being able to handle them effectively is often the difference between
success and failure. Particularly for new salespeople, it is a challenge to close the
sale, that is, to ask for the order. Chapter 10 addresses the follow-up portion of
the selling process. The follow-up should not be viewed as an end to one sale
but, rather, the beginning of another. Increasingly, good service is essential to
long-term customer relations and repeat sales.



Part III deals with managing the sales force. Chapter 11 is concerned with
the leadership role of the sales manager. It delves into the characteristics of lead-
ership and what a leader actually does. It also discusses the difference between
leadership and supervision. Chapter 12 presents issues in organizing a sales
force, both general and specific.

Chapters 13 and 14 are on hiring and training salespeople. The material
delves into locating prospective salespeople and the proper screening of those
who apply. Chapter 13 looks at the usefulness of the various tools for screening
prospects, as well as the legality of these tools. Chapter 14 focuses on approaches
to training, presenting principles of learning that are essential to successful train-
ing programs.

The final three chapters of Part III discuss forecasting (Chapter 15), develop-
ing a reward system (Chapter 16), and evaluating salespeople (Chapter 17).
Various approaches to forecasting and their implications are covered. The compo-
nents of the reward system and how the system can be used to motivate salespeo-
ple are presented. Focus is on what needs to be evaluated and the implications of
various approaches to evaluating the different aspects of the salesperson’s job.
The legal aspects of performance evaluations are also addressed.

The final part of the text contains cases. The cases, most of which are multi-
dimensional, are related to the various topics in the book. For the most part, they
are based on actual situations in real companies. Additionally, most of the cases
have not appeared in print before and thus should provide some fresh material
and new insights. Some of these cases are set in the international arena, which
can add to the richness of the discussion.

Available with this text is an optional component containing short case sce-
narios that deal with various issues in the personal selling process. It should en-
hance the personal selling component of the course.
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