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To my Father, who calls us all to a life of unselfish love for
all people of our world.
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PREFACE

Al

Welcome to the Tenth Edition
of Fundamentals of Selling

Good times are here again! The American economy is expand-
ing. Compared to a few years ago, sales and profits of American
corporations are now on the upswing, Companies are hiring
more salespeople, resulting in an expansion of the American
sales forces.

When the economy is strong, competition always intensifies
in the marketplace. There is currently an economic struggle,
both at home and abroad. to acquire new customers. A major
challenge for any company is to maintain current customers—
not losing customers to competitors.

Obtaining new customers and retaining present ones are the
main challenges of salespeople. Increase in sales and profits
is up to the sales personnel—the people who represent their
employers through interacting with present or prospective cus-
tomers. Sales professionals strive to create a long-term busi-
ness relationship, which implies that personal relationships with
clients are formed. Consumers want to buy from someone who
cares about their needs. People do business with the people they
trust, and they trust the people they know.

A megatrend in today’s business world involves going to
extreme efforts to meet consumer needs. Organizations cannot
afford to lose customers. It is always easier to sell to a satisfied
customer than an unsatisfied one. The cost of acquiring a new
customer is higher than keeping a present customer.

This textbook focuses on taking care of the customer through
exceptional customer service. Service means making a contribu-
tion to the welfare of others. Salespeople exist to help others.

New Additions, Expansions, and
Reexaminations to this Edition

Using this textbook each year in my sales classes has resulted
in a constant study of the text by students who provide feed-
back on its content. Present users of the textbook have offered
detailed critiques providing direction for revision of the book,
as have the reviewers noted in the Acknowledgments. For this
edition, I carefully reread the book in order to assure that the
text better reflected my thoughts and ideas on the subject. The
relationships and interactions in the various steps of the selling
process have been carefully examined to form a more seam-
less flow from one chapter to the next, and special emphasis is
placed on the importance of ethical behavior in working with
prospects and customers.

Fundamentals of Selling trains readers on a specific, yet

generic, step-by-step selling process that is universal in nature.
Once learned, a student has the basic background to sell any
product. Arguably, no other personal selling textbook presents a
sales process or system in a logical sequence: from planning and
the approach, to closing and follow-up for exceptional customer
service. Scores of sales personnel in the industry today comment
on how this textbook reflects what they do on sales calls with
prospects and customers. The goal of Fundamentals of Selling
has always been to demonstrate to students the order of steps
within the selling process; provide numerous examples of what
should be in each step; and how the steps within the selling
process interact with one another. If a student understands the
sales system by the end of the course. the class has successfully
contributed to their education.

Examples of New Additions

Fundamentals of Selling is a market leader in sales classes
worldwide, and its materials can be found in four international
versions. Numerous sales trainers around the globe use our sell-
ing process to prepare their salespeople. As such, it is always
challenging to know what to do with a proven textbook. Here
are examples of what is new:

The number one megatrend for 2010 (Chapter 1).

What the Golden Rule of Selling is and is not (Chapter 1).
The Great Harvest Law of Sales (Chapter 1).

The common denominator of sales success (Chapter 1).
Today's primary goal of business (Chapter 2).

The secret of a great sales attitude (Chapter 5).

iPods for presentations and training (Chapter 6).

Sales prospecting funnel (Chapter 7).

The leaking bucket customer concept (Chapter 7).
Expansion on planning the sales call (Chapter 8).

Parables and storytelling as communication techniques
(Chapter 11).

New photo schemes throughout.

Additional motivational sayings in the margins.

Should you feel other sales information should be included

in this textbook, please let me know and I will seek to incor-
porate it in the next edition.
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The Uniqueness of Fundamentals of Selling

The appendix to Chapter 1,: “The Golden Rule of Personal Sell-
ing as Told by a Salesperson.” reveals this textbook’s unique
central focus—serving others unselfishly. To aid in this mes-
sage, the acclaimed worldwide Golden Rule was incorporated
in order to stress treating others as you would like to be treated
in the marketplace and workplace.

The textbook’s foundation is based upon service. Its cor-
nerstone is love (caring) of others. Fundamentals of Selling’s
values are supported by the pillars of an organization’s—and
individual’s—integrity. trustworthiness, and character (see Ex-
hibit 3.13). The center of business and personal life revolves
around personal interactions; as a result, a theme of this text-
book is that ethical service, based upon truth between people,
builds strong long-term relationships.

Fundamentals of Selling seeks to prepare people for the 21st
century’s demand for moral and ethical treatment—a universal
declaration for human rights. It is a calling for a higher standard
than what previously exists in many organizations worldwide.
The General Assembly of the United Nations has proclaimed
that humans possess reason and conscience, and should act
toward one another in a spirit of brotherhood. Organizations
should not be engaged in war within the marketplace, but com-
mitted to serving mankind.

Many people seem to separate their personal life from their
business life. Some individuals, when entering the business
world, tend to follow the example of others to generate sales.
The use of this textbook in your classroom may provide some
students with a final opportunity to discuss how to enter the rat
race without becoming a rat.

Fundamentals’ Approach

Fundamentals of Selling was conceived as a method of provid-
ing ample materials that allow readers to construct their own
sales presentations after studying the text. This allows the in-
structor the flexibility of focusing on the “how-to-sell” approach
within the classroom. Covering the basic foundations for un-
derstanding the concepts and practices of selling in a practical,
straightforward, and readable manner, it provides students with
a guide to use in preparing sales presentations and role-playing
exercises.

The Philosophy behind This Book

The title should help you understand the philosphy of this book.
A student of sales should understand the fundamentals—the
basics—of personal selling. All of them. 1 do not advocate one
way of selling as the best route to success! There are many
roads to reaching one’s goals,

I do feel a salesperson should have an assortment of selling
skills and should be very knowledgeable, even an expert, in
the field. Based on the situation, the salesperson determines

the appropriate actions to take for a particular prospect or
customer. No matter what the situation, however, the basic
fundamentals of selling can be applied.

There is no place in our society for high-pressure, manipu-
lative selling. The salesperson is a problem solver, a helper,
and an adviser to the customer. If the customer has no need,
the salesperson should accept that and move on to help an-
other person or firm. If the customer has a need, however,
the salesperson should and must go for the sale. All success-
ful salespeople 1 know feel that once they determine that the
customer is going to buy someone's product—and that their
product will satisfy that customer’s needs—it is their job to
muster all their energy, skill, and know-how to make that sale.
That is what it’s all about!

It is my sincere hope that after the reader has studied this
book. he or she will say, “There’s a lot more to selling than I
ever imagined.” I hope many people will feel that this material
can help them earn a living and that selling is a great occupa-
tion and career.

At the end of the course, I hope all the students will have
learned how to prepare and give a sales presentation by visu-
ally, verbally, and nonverbally communicating their message.
I know of no other marketing course whose class project is so
challenging and where so much learning takes place.

Finally, 1 hope each student realizes that these new com-
munication skills can be applied to all aspects of life. Once
learned and internalized, selling skills will help a person be a
better communicator throughout life.

Basic Organization of the Book

The publisher and I worked hard to ensure that Fundamentals
of Selling would provide students with the basic foundation for
understanding all major aspects of selling. The 17 chapters in
the text are divided into four parts:

= Selling as a Profession. Emphasizes the history, career,
rewards, and duties of the professional salesperson and il-
lustrates the importance of the sales function to the organi-
zation's success. It also examines the social, ethical, and
legal issues in selling.

= Preparation for Relationship Selling. Presents the back-
ground information salespeople use to develop their sales
presentations.

» The Relationship Selling Process. At the heart of this book,
this part covers the entire selling process from prospecting to
follow-up. State-of-the-art selling strategies, practices, and
techniques are presented in a “how-to” fashion.

% Managing Yourself, Your Career, and Others. The im-
portance of the proper use and management of one’s time
and sales territory is given thorough coverage. Two chapters
cover the fundamentals of managing salespeople. For many
students, this is their only exposure to what a sales manager
does in this challenging job.



Special to This Edition

Expanded Emphasis. Unselfish and ethical service (o the
customer underscores the Golden Rule of Personal Selling—a
sales philosophy of unselfishly treating others as you would
like to be treated without expecting reciprocity. This is how to
build long-term relationships with customers.

The Tree of Business Life Icon. Beginning with Chapter 3,
The Tree of Business Life icon is used to remind the reader of
one of the main themes of the book. This theme emphasizes that
by providing ethical service you build true relationships. This
section was developed in hopes of having the reader consider
how a salesperson would incorporate ethical service into the
chapter’s topic.

The Golden Rule Icon. The Golden Rule icon appears in
each chapter to help reinforce the Tree of Business Life. The
combination of the Golden Rule and the “Tree” guidelines
for business and selling form the core theme of this textbook.
Unselfishly treating prospects/customers as you would like to be
treated without expecting something in return results in ethical
service which builds true long-term relationships. If you think
about it, this is how you build true personal friendships. Why
not build your business relationships on this rock?

Comprehensive Cases. Al the end of the book are comprehen-
sive sales cases. These cases approach sales from the broader
sales management perspective.

Video Cases. Cases 3-1, 3-2, 5-3, 6-5A., 8-3, 11-3, 13-4, 14-3
can be used independently or with eight of the videos
accompanying this book. Each of the eight cases highlights a
tough ethical dilemma often faced by sales personnel in today’s
competitive marketplace. Use any or all of these cases to
emphasize ethics in your sales class.

Sales Call Role-Plays and Videos. The first three of the four
role-plays in Appendix A at the back of this book have videos
created incorporating our selling process. The two people
featured in the three role-plays completed my selling course.
The professional selling materials in Chapters 8, 9, 10, 11,
12, and 13 do a great job in illustrating. Actually used in my
classes by hundreds of students, these role-plays are created
from information used by today’s top sales forces.

Sell Yourself on a Job Interview. This all-time favorite role-
play is in Appendix B with other experiential exercises. For
years | have used this student pleaser in both my personal
selling and sales management classes. When students see
themselves on video they quickly realize what needs to be
done for a professional interview. You have to try this exercise
one time!

Preface 3

Student Application Learning Exercises (SALES). Chapters
directly related to creating the role-play have SALES that aid
students in better understanding how to construct this popular
class project. These were first used in my classes in the fall
of 1997. Students unanimously felt they were great in helping
them correctly construct their role-plays. SALES appear at the
end of Chapters 4, 6A, 8, 10, 11, 12, and 13.

Sales Careers. Career information has been expanded
throughout so students will better understand that there are sales
jobs in all organizations—business, service, and nonprofit.

Selling Experiential Exercises. These end-of-chapter exer-
cises help students to better understand themselves and/or the
text material. Many can be done in class or completed outside
and discussed in class.

Selling Globally Appendix. Many of these were written by
friends and colleagues from countries around the world. They
are at the back of the book.

Technology in Selling. A central theme within each chapter
shows the use of technology and automation in selling and
servicing prospects and customers.

Text and Chapter Pedagogy

Many reality-based features are included in the tenth edition to
stimulate learning. One major goal of this book is to offer better
ways of using it to convey sales knowledge to the reader. To do
this, the book includes numerous special features:

Photo Essays. The book features many photographs accom-
panied by captions that describe sales events and how they
relate to chapter materials.

Chapter Topics and Objectives. Each chapter begins with a
clear statement of learning objectives and an outline of major
chapter topics. These devices provide an overview of what is
to come and can also be used by students to see whether they
understand and have retained important points.

Sales Challenge/Solution. The text portion of each chapter
begins with a real-life challenge sales professionals face. The
challenge pertains to the topic of the chapter and will heighten
students’ interest in chapter concepts, The challenge is resolved
at the end of the chapter, where chapter concepts guiding the
salespersons’ actions are highlighted.

Making the Sale. These boxed items explore how salespeople,
when faced with challenges, use innovative ideas to sell.

Selling Tips. These boxes offer the reader additional selling
tips for use in developing their role-plays.
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Artwork. Many aspects of selling tend to be confusing at
first. “What should T do?” and “How should T do it?” are two
questions frequently asked by students in developing their role-
plays. To enhance students” awareness and understanding, many
exhibits have been included throughout the book. These exhibits
consolidate key points, indicate relationships, and visually
illustrate selling techniques.

Chapter Summary and Application Questions. Each chapter
closes with a summary of key points to be retained. The
application questions are a complementary learning tool that
enables students to check their understanding of key issues,
to think beyond basic concepts., and to determine areas that
require further study. The summary and application questions
help students discriminate between main and supporting points
and provide mechanisms for self-teaching.

Key Terms for Selling / Glossary. Learning the selling vocab-
ulary is essential to understanding today’s sales world. This is
facilitated in three ways. First, key concepts are boldfaced and
completely defined where they first appear in the text. Second,
each key term, followed by the page number where it was first
introduced and defined, is listed at the end of each chapter.
Third, a glossary summarizing all key terms and definitions
appears at the end of the book for handy reference.

Ethical Dilemma. These challenging exercises provide
students an opportunity to experience ethical dilemmas faced
in the selling job. Students should review the definition and
explanation of ethical behavior in Chapter 3 before discussing
the ethical dilemmas.

Further Exploring the Sales World. These projects ask
students to go beyond the textbook and classroom to explore
what's happening in the real world. Projects can be altered
or adapted to the instructor’s school location and learning
objectives for the class.

Cases for Analysis. Each chapter ends with brief but
substantive cases for student analysis and class discussion.
These cases provide an opportunity for students to apply
concepts to real events and to sharpen their diagnostic skills
for sales problem solving. Comprehensive cases are found in
the back of the book.

As you see, the publisher and 1 have thoroughly considered
how best to present the material to readers for maximizing their
interest and learning. Teacher, reviewer, and student response to
this revision has been fantastic. They are pleased with the read-
ability. reasonable length, depth. and breadth of the material.
You will like this edition better than the previous one.

Teaching and Learning Supplements

McGraw-Hill/Irwin has spared no expense to make Funda-
mentals of Selling the premier text in the market today. Many

instructors face classes with limited resources, and supplemen-
tary materials provide a way to expand and improve the stu-
dents’ learning experience. Our learning package was specifi-
cally designed to meet the needs of instructors facing a variety
of teaching conditions and for both the first-time and veteran
instructor.

Professor Futrell—Your Number One Resource. Contacl
me any time with questions, comments, or just to say “hello.”
Numerous instructors, students, and industry sales trainers
worldwide contact me each year. If you are teaching the course,
especially for the first time, and want me to look over your
syllabus, I am here to serve.

ProSelling Videos. Several hours of student role-plays,
exercises. examples of selling techniques, and industry sales
training programs show students how to prepare their own
role-plays, and how textbook content relates to the sales
world. Several of the student’s video role-plays were produced
especially for this book. They take people through the 10-step
selling process.

Instructor’s Manual. Loaded with ideas on teaching the
course, chapter outlines, commentaries on cases, answers to
everything—plus much more—the Instructor’s Manual is a
large, comprehensive time-saver for teachers.

Test Bank. The most important part of the teaching package
is the Test Bank. We gave the Test Bank special attention
during the preparation of the tenth edition because instructors
desire test questions that accurately and fairly assess student
competence in subject material. The Test Bank provides
hundreds of multiple-choice and true/false questions. Each
question is keyed to chapter learning objectives so that
instructors can provide a balanced set of questions for student
exams.

Instructor CD-Rom:
A course preparation disk including:

» A PowerPoint Presentation. A state-of-the-art program of-
fering hundreds of lecture slides. These slides can be cus-
tomized for any course. They are great!

» Computerized Test Bank. The Computerized Test Bank al-
lows instructors to select and edit test items from the printed
Test Bank and to add their own questions. Various versions
of each test can be custom printed.

» Electronic Version of the Instructor’s Manual

Course Web Site. At http://www.mhhe.com/futrell, you can
access downloadable versions of instructor support materials,
as well as a student tutorial and student self-assessment
quizzes.
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ials The Facing a Sales Challenge fea-
B ture at the beginning of each chapter

. presents students with real-life chal-
lenges sales professionals face. The
challenge pertains to the topic of the
chapter and will heighten students’
interest in chapter concepts. The chal-
lenge is then resolved at the end of
the chapter where chapter concepts
guiding the salesperson’s actions are
highlighted.

Dubra Hutching majored i French, with 3 minor i English Iteratare. st Washinglon
Unisersity in St Louis. After gradustion she began work a6 & searetary in the matketing
department at Sunwest Bank in Albaquerque. New Mexico
i “1 had never considersd a sales job while in schoal and sales didn’t appeal 0 me when
i 1 began work at the bank. | always felt you would have to be an extrovert. I'm more the
why. intellectual type. ¥ don't see myself i the role of a salesperson.
“Someday | do want a more challenging job. 1'm a very hant worker: Jong howrs don't
Dother me. 1've always hud a noed 1o schiow wecess, One of the things | like about betag
a sceretary s helping costomers when they call the bank. 1t 1s important to carctully listen
1o their problems or what they want in onder to provide good costomer sérvice. Mayhe one
day I'll find 2 job that bas mote challenge. professinaalian. and rewand.”
1f you were in Exebra’s position. what would yoo de? What types of johs wnatd you
vecommend she conkider?

Debra Hutchinos is like many people i that while she was in school & career in
sales did pot seem like the thing o do. Most people are onfamiliar with what
salespeople do,

As you learn more about the workd of sales, & job sclling goods or services may
become appealing. The salesperson makes valuable contributions. 10 our quality
life by selling goods and services that benefit individuals and industry. Red Motley,
former editor of Parade magazine, once said, “Nothing happens until somebody
sells something Hing brings in the money and causes cash registers across the
country o ning. For ceoluries, the salespeople of the world have caused giods and
Services to change hands.

More than ever, today s salespeople are a dysamic power in (he business world.
They generate more revenue in the L 0 vorkers in any other pro-
fession, The efforts of salespeople have a direct impact o0 such diverse ancas as
these

¥ The success of new products

¥ Keeping existing products on the retailer™s shelf.

# Constructing manafactormg [eifines,

# Opening businesses and keeping them open

* Generaung sales orders that result in the Toating of trucks, trains, ships, air-
planes, and pipelines thit ey £oods to customers all over the world.

el B 1 gl 1 i i The salesperson is engaged In o highly honorable, challenging, rewarding, and

f I ! ! | professional carcer, n this chapter, you are introduced 10 the career, rewands, and
duties of the salesperson, The chapter begins by defining selling and examining why
people chioose sales carcers,

SELLING?  Many people consider selling and marketing synonymous terms, However, seiting
s sctually only one of many marketing components, 3 we will see in Chapier 2.
In busimess, 2 traditional definition of personal selling refers 1o the penoaal com-
nunication of mfomation 1 persuade a prospective customer 1o buy something—a
good. service, idea, or something clse—thiat satislies that individual's needs
This defimition of selfing mvolves 4 person belpg another person. The sales-
person oflen works with prospects or costomens 1o examine their needs, provide
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ETHICAL DILEMMA

The Boss Told Me t6 Do It!

Thc prospect muse have delivery of the produc in four four-week lead time along but
weeks to meet a national advertising rollout. The com-
pany has hig bucks invested in the ad campaign. After
beating the production people about the head and shoui-
ders, thie best delivery your company can promise IS six
weeks. The boss orders you to promise the custormer deliv-
epy withina four-week deadline. What is (he mosg ethical
action 1w take?
1. Tell your boss thar vou do nof believe that it is right
to lie to the customer. Stte that you will not puss the

within the company

r

meeting (s deadline,

than huppy 10 tell the cusiomer the true six-week lead
ume. Tell your boss that you cennot support dighonesty

Do as yous boss says and promise the four-week dead-
line, even though you know there is no possibility of

Tell your boss to pass the infurmation o the ctswmer
himself. Tha wiy yoir do not have 1o actually lie.

you waould be mone

Creativity and innovation are
characteristics that any successful
salesperson has. Making the Sale
boxes illustrate how salespeople,
when faced with challenges, use
new ideas to sell their products.

MAKING THE SALE

A Frecall Approach Worked!

1 a foastmustess meeting, Phil Proctor of Assoctated

Printing in Pt Laudendale, Flondi, was approsehed by
anather clib memiber aboul » printing job for her diroct-mail
company. A VP of sales and macketing. hie was inferesied
in the sample she showed him. “Is Bt something yoo can
handle™ abe anked When she told Phil that ber compuzy
produced 30 million direct-mutl pleces per mentds “ul 810wl
priuting cosd of more than ST million each month,” be ssid,
TOF course™ However, be sill lrad 10 convisee the COO of
et company that ey were the best eloice for the jub,

To creale meeting interest. e routinely tses 4 conmy but
effective prop: a simple bag of bresd with a nolc that reads,
“Onr clients say we're the greatest thing since shiced
bread.™ Ie's a little vui of the box, but il works us an im-
mediale door opener.

Ethics in personal selling is a pri-
mary focus of this text. The Ethical
Dilemma boxes in each chapter
are meant to be challenging exer-
cises that provide students with an
opportunity to experience ethical
dilemmas faced in the sales field.

This time, with so mlch af stake, bo decited 1o do A linke
eatru rescarch, With e qulck calf to his secretary| e loamied
Ut the COO way Jewish. Instead ol seading normal bakery
bread, Phil seat o fresh 1oaf of Chuliah breid. The results
were incredible, The COO0's seaetury called him soon after
bax packuge wirived wilh un tnvitution 1o come W the offiss
that afternoon. The COO was abrolutely eostanic, Ve thought
Howis e Ioldont, most crestive introdue(ion be'd evee seen.
Even though be was abaut $o cominit 10 sother company), be
changed bis mind ot the |ast ainote and nsddtod on splitting
all the wark hetween the fvo companies.

With the good recommendation from his fellow ciub
member, und the initiutive he showed  he sales prcess,
Phil closed the sule before he even made the call.*

SELLING TIPS

The Breakdown Approach: Three Steps for Datermining Sales
Foroe Size

here are mumeras melods o determining siles Joree
size They rpangs from the porsotal jodgoint of 3 sels
exoentive 10 baviny i ctanpuice Joesmime e size knd sipe
of wrritanes and the locaron of salespeople e 1s @ simphe
Hiresytop procedure frequently used 1wday
Stop 1

Sornwls, 18 lernusiies e novcds):

Vrecast Sales and Determine Sules Pofentials, The firm S po eyl Forecasted sales
fovecasts xales for its ol marker and each geopraplic Average sales per salesperson
negion. Sakty poentials ilan are vsideed ~ Sl force atze = 31000000 .

Step 2 : T SL000:000

Determine Sales Volume Nesded for Each Territory,

simplost. The breakdawiy approach tses Extors such 35
ales, population, of ey of customers, Assume o
iy forocants sules of $18 million. I Believes tha coch
tertitory it gancrsne $1 million. Using the fallowing

role-plays.

Bext. management dotermunes the level of sales teeded
1o support each tenisary Crasilorsung s be given
m all couts semcialed witk i wrrsory. welidiog e
aulesperson's saliry and expenses

Nunber of customess aml populsion s resjuently used
o delermine pumist of brrories. The Hoaston sales district
of compaies wch as Quuket Ol baw 3 gusdelisie ol one
aslesperin for every 10010 120 rets] stures. Tl propulation

35}

Every salesperson will be faced with
unique selling issues, whether it be a
specific client objection or negotiat-
ing a sale. The Selling Tips boxes
provide extra tips for students to use
in certain situations that require adept
communication skills. These boxes
also help to create additional class
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CASE 17 | The matketin DA ¢ i) pp;m‘pmmmmd (BSML

Baxter Surgical
4 3%

ing accounts, and maimmn goddwilfbem@ mpan;
find the snlespea‘mn calling on a hospital in th

i emergency room needs, the material supplia
Aﬂtmwd.shemigmsuupudisp‘aywﬂu

tion, the ho&plta!s. shich had st y

in charge o ory, w ally send in their orde forms without the hel
| of 4 salesperson, BSST policy wiis 1o check with these people reeularly whether

Cases for Analysis appear at the
end of each chapter, plus the back
of the book has several comprehen-
sive sales cases for those wanting to
emphasize both personal selling and
sales management within the course.
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Another helpful tool included for use in Fundamentals of Selling, 10th edition is the text’s
appendixes. Responding to the need for more practical resources, the five appendixes provide
students with additional role-plays, ACT! Express exercises, sales cases, global selling illustrations,

and answers to chapter crossword puzzles.

A

Appendix A:
Call Role-Plays

Sales

e, Where you see bow to ase all of the clussmom instriction materialy your invtructor
undd extbook provided

1 v warked witl thousanids of penple t help thetn develop mie-plays sumitar
The following role-plays have been created from
lo. The names of the

etited) ) sitles

actual orgaizations’

campanies and their ymity

5 you \wll hL v on Amy. the ulnl l yer for \H( (uoun \lnrc\ ABC s 'l
chain of 20 grocery stores. You have known Amy since last year about this
tisme. whett she became the buyer Since then you have called on Amy sbout every
month o sefl her your various new items. talk shout reordering your other products
ABC currently carries, and create marketing plns for your major ilems
Amy’s olfice is in the largest eity in your arca. ABC currenily canrdes about 100
different products of yours, with esch of these 100 prodocts available in various
sizes and flavors. Thus ABC has 450 SKUs (stock-keeping units) of yours that it
sells. (Hach item carried i the store is given a tracking. or stock-keéeping. number
referted (0 ds an SK1L)
You will be selling Amy one size of § new ready-to-eat cereal. For your role-play
dnnm any cered |l in your favorite grovery store 1o use in this exercise, Carcfully
S you select Incomporate the
0 as )I s were i new coreal. The following information
product. promotion, pricing. and sales objectives.

FARs into your pnm
relites 1o the role-pla

1 Select any cemdy-to-eat (RTIE) cencal of yoor choice 1o use in your role-play
Ready-to-eat cereal is the largest dry grocery calegory. with sales of SR
billion

Appendix A: Sales Call Role-Plays
provide complete information on four
sales situations that students can use to
create their class role-plays. The first
three role-plays have an accompanying
video illustrating our ProSelling Process
using Professor Futrell’s students selling
a consumer or business product.

Appendix B: Personal Selling Experiential Exercises

Sell Yourself on a Job Interview explains how to incorporate sales communication and

techniques into a job interview, This is a

a favorite role-play of students.

How to Create a Portfolio shows students how to create information for the job interview
highlighting their abilities, accomplishments, and experiences.
Sales Team Building is great for the instructor wanting to incorporate a team selling assignment

into class.

What’s Your Style has students determine their core personality style in order to become a

better communicator.



