





Senior Project Manager: Martha Lill

Editor-in Chief: David J. Lill

Editorial Assistant: Gladys Hudson

Design Manager: Sally Longacre

Interior Design Assistance: Tracy Mitchell

Cover Design: Steve Longacre

Technical Consultants: Tony Marvelli, Adam Mason, Drew Sanford
Editorial Assistance: Valerie Scott, Mary F. Yost

Printer: Von Hoffman Graphics, Inc.

Copyright © 2002, 1999, 1996 by DM Bass Publications
6635 Broken Bow Drive, Antioch, TN 37013

All rights reserved. No part of this book may be
reproduced or transmitted in any form or by any means,
electronic or mechanical, including photocopying,
recording, or any information storage and retrieval system,
without the prior written permission of the publisher and
author.

DM Bass Publications

Address all correspondence and order information to the above address.
Please feel free to contact me if you want specific information on how to access
all aspects of the Web site I developed exclusively to assist you in the preparation
of lecture material, tests, case studies and other sales-related classroom
activities.

ISBN 0-9652201-9-2

6635 Broken Bow Drive
Antioch, TN 37013
(615) 941-2747

(615) 941-2458 (Fax)
lilld@mail.belmont.edu
or

dlill48@home.com



Preface

Xiii

PREFACE

Approach and Purpose

I formed DM Bass Publications in 1995 for the specific purpose of self-
publishing Selling The Profession. The 3rd edition is now complete and I am
more excited than ever with the content of the book. As author, publisher and
marketer of this professional selling textbook I have had the rare opportunity
to interact with a significant number of college and university sales
professors, as well as men and women employed fulltime in the field of
professional selling. In addition, I am genuinely delighted with the relationship
I have established with Surado Solutions, Inc. in Riverside, California. They
have given me the authority to provide their contact management software to
all professors who adopt and use my book. In addition, I now have a Web site
devoted exclusively to assisting you in the preparation of lecture materials,
tests and other sales-related classroom activities.

Updating and revising this professional selling book has been, and
continues to be, an extremely satisfying experience. To write down all your
thoughts and experiences in a way that makes sense and represents a
legitimate contribution to the sales profession has been an enormous
challenge. The years I have spent teaching sales courses to college students
and conducting seminars for sales professionals, combined with almost 30
years of personal experience in various phases of the business of selling have
helped to formulate the ideas, concepts, and style of this text.

There are a number of specific reasons why I decided to invest so much
time and energy in the writing of this book. As a college professor, I personally
wanted a textbook that concentrated on the relationship style of selling. It is
this consultative or relationship-building style that spells success for a
salesperson operating in a highly competitive business environment and
dealing with today’s sophisticated buyers who demand correct answers to
complex problems. At the same time, I wanted a book whose style and
organization made it fun to read, easy to comprehend, and very practical as a
training tool for anyone really interested in developing their skills as
a professional salesperson. My goal was to find a way to break the process into
its most basic components, in an attempt to simplify the complex buyer-seller
interaction that takes place in an actual selling situation. The result is an
eight-step sales cycle model that is explored in depth in over one-half of the book.

~In addition, because attitude is so important for achieving success in
selling, I felt compelled to incorporate verbal and nonverbal communication
and social style technology as the foundation stones in a relationship model of
selling. A knowledge of these concepts allows you to appreciate more readily
the complex, dynamic behavioral relationships that take place in selling. It
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also seemed essential to introduce the reader to the availability and use-
fulness of sales force automation and the numerous technology products
available to the salesperson. Global competition has enlarged the playing
field. As global competition brings new challenges, technology brings new
tools that help sales professionals sell more effectively and efficiently.

Throughout the text, the reader is made aware of the “real world” of
selling through review of the current sales literature, personal experience,
and, most importantly, interviews with successful active sales professionals
who put the theory contained in the book into everyday practice. As one top
salesperson relayed to me, “Practice without theory is blind and theory
without practice is sterile.”

Finally, as a professor and as a person who dearly loves the sales
environment and longs for improvement in the ethical business climate, I
wanted a text that would: 1) show that selling can be an honest, respected
profession; 2) convince the bright, creative students that selling is a profession
they should consider—not just something you do until something better comes
along; and 3) demonstrate that, if practiced as explained in this text, a sales
career will be a source of financial, personal status, and self-esteem rewards.

ORGANIZATION/SPECIAL SECTIONS

The material in the text is organized into 16 chapters which are divided into
five distinct parts:

PART I—Relationship Building and the Sales Cycle Framework

Part I discusses the consultative, problem-solving approach to
professional selling. The various characteristics that successful salespeople
possess are detailed. Relationship selling involves two-way communication,
encourages prospect participation, employs empathy, is interactive and
promotes a win-win environment. A principled style of selling has evolved
that favors building close and trusting long-term relationships. Positioning
your sales force as consultants or counselors creates a partnership with your
customers. You are peers working to solve problems together. Establishing
partnerships, not selling products, is the new function of sales.

A better understanding of the complete selling situation and the problems
it generates may be gained by breaking the sale into its basic tasks. There
are several steps to consummating a successful sale. An eight-step sales cycle
is introduced in chapter two and explained in detail in chapters 7 to 14. It
makes sense that if you understand what the steps are in the Sales Cycle
Framework for Relationship Selling, and what is required to make each step
a successful endeavor, then you will become a professional in selling much
quicker than those who are simply stumbling through the process trying to
figure it out. The chapters included in this section are:

1. A Career in Professional Selling
2. Consultative or Relationship Selling
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PART II—Cultivating an Ethics Climate and Developing Communication Skills

Consultative, relationship selling is a challenging career field. Few
professions, if any, give you more opportunities to be rejected on a daily basis
than does the field of sales. You need strong ethical and moral character to
sustain a sales career. Cheating, lying or short-changing the customer is a
sure way to court failure for the future. Honest and caring service brings
customers back and assures success for the salesperson.

Success in professional selling also depends upon your ability to have a
productive exchange of information with prospects and customers. The more
salespeople understand about prospects, the more readily they can discover what
they need and want. An especially useful tool for gaining insight into the thinking
of prospects is knowledge of the social styles model. A social style is the way a
person sends and receives information. It is a method for finding the best way to
approach a prospect and to set up a working relationship with that person. Part
IT has three chapters dealing with ethics and communication theory:

3. Ethical and Legal Issues in Selling
4. Consumer Behavior and the Communication Agenda
5. Finding Your Selling Style

PART III—Gaining Knowledge, Preparing, and Planning for the Presentation

The information in chapter 6 prepares the reader for success in a sales
career by focusing on gaining product knowledge, developing a plan for self-
motivation and goal setting strategies and introducing the use of sales force
automation. The use of contact management programs is introduced in some
detail in chapter 6. The electronic information age is here.

Chapters 7 and 8 discuss the procedures for locating and qualifying prospects
and outline the information needed to prepare for an effective presentation.
Chapter 7 is a very thorough look at the topic of prospecting. As the saying goes,
“T'd rather be a master prospector than a wizard of speech and have no one to tell
my story to.” Chapter 8 discusses the process of gathering preapproach
information and presents a six-step telephone track for making appointments for
that all important personal interview. The three chapters in this section are:

6. Preparation For Success in Selling
7. Becoming a Master Prospector
8. Preapproach and Telephone Techniques

PART IV—The Face-to-Face Relationship Model of Selling

Chapters 9 to 13 are the very heart of professional, consultative selling. This
is considered the “how to” portion of the book. I refer to this as the face-to-face
cycle of the sale. You see, selling is a cyclical event. It is the valuable time spent
in the actual sales interview; the time when a commitment is obtained and kept.
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Chapter 9 focuses on the approach. What happens in the opening minutes
is crucial to the overall success of the sales interview. Chapter 10 is devoted to
the art of asking questions and listening effectively. A questioning sequence
and listening guidelines are presented to carry through the entire sales
interview. The SPIN Selling technique is explained and dramatized using a
very practical example. Chapter 11 details the techniques to use in making the
actual presentation. Units of conviction are the building blocks for creating and
making a meaningful sales presentation. The five elements that comprise a
complete unit of conviction are explained and illustrated. They are: features;
transitional phrase; benefits; evidence; and the tie-down question.

The psychology behind overcoming resistance and closing the sale is
presented in chapters 12 and 13. A plan to handle objections is introduced
while a separate section in chapter 12 explains several ways of dealing with
the difficult price objection. Chapter 13 stresses that closing the sale is the
natural conclusion to a successful sales interview. A special section presents
specific ways that help a salesperson deal with the rejection so common in
selling. The chapters in Part IV include:

9. Approaching the Prospect
10. Identifying Needs by Questioning and Listening
11. Making the Presentation
12. Negotiating Sales Resistance
13. Closing the Sale

PART V—Management Aspects: Personal and Organizational

The service you give the customer after the sale has been completed can
be as important, or even more important than the sale itself. Keeping current
customers happy and regaining lost clients is the focus of chapter 14.
Professional, consultative selling requires that you possess an ample amount
of personal organization and self-management skills and habits.

Chapter 15 shows you how to get better control of your time and your
activities. The chapter really is all about personal organization and self-
management. You cannot manage time, but you can manage yourself and
your personal activities. Administrative ability on the part of the salesperson
is fundamental to success. Statistics indicate that only about 20 percent of a
salesperson’s time during a typical day is spent in face-to-face interviews with
prospects. Finally, chapter 16 details the job responsibilities of the
salesperson, and provides a useful introduction for more advanced sales
management courses.

The chapters in this section are:

14. Customer Service and Follow-up After the Sale
15. Personal, Time and Territory Management
16. Sales Force Management
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(HAPTER STRUCTURE

I have used a six-part structure as a guide for readers to follow as they

study and learn the material in the various chapters.

il

Learning Objectives. These have been written to acquaint you with the
important concepts to be gleaned from each chapter. They appear on the
first page of the chapter and serve as guidelines to follow when searching
for the most pertinent material.

Profiles Of Successful Salespeople. In nine of the chapters, a sales profes-
sional gives his or her thoughts and advice pertaining to specific concepts
discussed in the chapter.

Main Body Of Each Chapter. They are organized in outline form to make
it readily available for study and review. Each chapter is complemented
by examples of actual “sales situations” that take the theory and put it
into practice. The material in all 16 chapters is well documented with
exhibits, tables, and figures, most taken from actual sales experience.

Developing Partnerships Using Technology. Technology boxes in chapters
6 to 15 1illustrate how sales force automation tools will impact the “road
warriors” of the twenty-first century. They will demonstrate how to in-
crease sales efficiency in three functional areas: 1) Personal Productivity;
2) Improved Communications; and 3) Transactional Processing.

A Summary Section. This section ties together all the main points of the
chapter to reinforce learning. Reading the various summaries gives the
student a feel for the content of the chapter and provides a tremendous
resource to use when attempting to pull together concepts from several
chapters.

Questions For Discussion/Exercises/Case Studies. Each chapter ends
with a series of questions to challenge the student’s understanding of the
material, along with practical exercises or activities designed to get them
doing things outside the classroom. The case studies require the students
to apply the critical skills discussed in the chapter and give them practice
through simulation, role-playing, or experiential learning situations.
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