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' PREFACE

Today, and in the years ahead, salespeople will be guided by a new principle of personal sell-
ing: Partnerships are established and maintained only when the salesperson creates
customer value. Value-added selling is an important new theme and the force behind our
title change of Selling Today: Creating Customer Value, e.

Customers have fundamentally changed their expectations. They want to partner with
salespeople who can create value, not just communicate it. Value creation involves a series
of improvements in the sales process that enhance the customer experience. As customers
and the field of selling have evolved so has our text to meet the expectations and needs of
our customers.

WHAT MAKES THIS BOOK UNIQUE | Customer Relationship Managerme:

STARTING FAST WITH CRM

Selling Today: Creating Customer Value offers
students a blend of time-proven fundamentals
and new practices needed to succeed in today’s
information economy. The ninth edition pro-
vides comprehensive coverage of consultative
selling, strategic selling, partnering and value-
added selling. Sales force automation is also a
major theme.

- New canbe ned by the amount
! of information they need to master. This includes
e information about the company and its processes,

products, and customers. Companies can now make feaming
easier with i technology. it the com-

select the components necessary to assemble a custom-tailored
solution to meet their prospects’ needs. This software guides
users through the product selection process while assuring that
the components are compatible with one another.

Companies can deliver a rich body of customer information

pany and fis be stored etwork,
on its virtual private network (VPN), or on CD-ROM disks.
Compurter-based training (CBT) permits new employees to learn

at their own pace about products—specifications, features, ben-
efits, uses, and selling points.
A j

now provide with software that
they can use accurately and effectively to create product solu-
tions. Electronic configuration software allows salespeople to

o ne through the strong to the use of
customer software. The

who carefully records her business and relationship contacts
with and prospects over lime a valuable

store of information. A new salesperson taking over these
accounts can quickly “come up to speed” with these people and
their needs. (See the exercise, Finding Product Information in
CRM, on p. 121 for more information.)

Many salespeople must fulfill customer
expectations through strategic alliances. These
alliances, which represent the highest form of partnering, are growing in importance.
Strategic alliances have created a new selling environment that usually involves team selling
strategies and the use of advanced customer relationship management (CRM) technology.
The fundamentals of CRM represent an important feature of the ninth edition, with appli-
cation exercises featured in our heavily revised supplement, Selling-Today: Using Technology
to Add Value.

As in earlier editions, this edition includes a number of important components that
have been praised by professors and students.

1. The four broad strategic areas of personal selling,
introduced in Chapter 1, serve as a catalyst for skill
development and professional growth throughout the
textbook. Success in selling depends heavily on the stu-
dents ability to develop relationship, product, customer,
and presentation strategies. Salespeople who have
achieved long-term success in personal selling have mas-
tered the skills needed in each of these four strategic
areas.

XXi
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2. The partnering era is described in detail. A series of partnering principles is pre-
sented in selected chapters. Strategic alliances, the highest form of partnering, are dis-

cussed in detail.

3. Value-added selling strategies arc presented throughout the text. A growing number
of customers are seeking a cluster of satisfactions that include a quality product, a sales-
person who is truly a partner, and outstanding service after the sale. The successful
salesperson discovers what the customer deems as added value, and then determines

ways to create the desired value.

4. Real-world examples, a hallmark of our pre-
vious editions and continued in this edition,
build the reader’s interest and promote under-
standing of major topics and concepts. Examples
have been obtained from a range of progressive
organizations, large and small, such as Whirlpool
Corporation, UPS, Mutual of Omaha, Baxter
Healthcare, Marriott Hotels, and Nordstrom.

5. A three-dimensional approach to the study
of ethical decision making. One dimension is a
chapter on ethics (Chapter 4) titled “Ethics: The
Foundation for Relationships in Selling,” which
provides a contemporary examination of ethical
considerations in selling. The second dimension
involves the discussion of ethical issues in selected
chapters throughout the text. The authors believe

that ethics in selling is so important that it cannot be covered in a single chapter. The
third dimension is an exciting business game entitled, Gray Issues—Ethical Decision
Making in Personal Selling. Participation in this game provides students with an

introduction to a range of
real-life ethical dilemmas,
and it stimulates in-depth
thinking about the ethical
consequences of their deci-
sions and actions. Students
play the game to learn with-
out having to play for keeps.

The Knowing—Doing Gap,
common in personal selling
classes, is closed by having stu-
dents participate in the com-
prehensive role-play/ simula-
tions included in Selling-Today.
Students assume the role of a
new sales trainee employed by
the Park Inn International
Convention Center. Serving
as an excellent capstone
experience, students develop
the critical skills needed to
apply relationship, product,
customer and presentation
strategies.

CHAZTER 4 Crealing Product Solutions 121

a. Where did you buy the produciz Why?

b. Did product design influence yoor decision?

& How and where was the produict manufacrured?

& What different applicarions of uses are there for the product?

. How does che produce perform? Are there any daca on the products performance?
What are they?

£ What kinds of maincenance and care daes che product require? How often?

8 Could you sell the producc you have written about in cateogries (a) through (£)?
Why or why nat?

o
8 Rowe-pLay EXeRcisE

Study the convenion center information on pages 433 (0 466 in Appendix 3, paying spe-
cial ateeicion o pricing on the meals 40d mecting rooms. Access the wwwselling-
sodaycom Web sixe. Click on the sales proposal link and configure a sales proposal for
your instruceor (using your school name and address) who is responsible for serting up 2
student swards meeting. The meeting includes a banquet-siyle mead of chicken
Wellingron for 26 attendees from 5:30 M. to 8:00 RM. on the lasr Wednesday of nexr
month. The meal will be served at 5:45 k., and the awards session is scheduled from
6:45 10 8,00 £M. in the same room. The seating should be banquet seyle, Presens the com-
pleted proposal o another student (acting as your customer) and communicate che fea-
tures and benefits of your proposal.

- v
l CRM APPLICATION EXERCISE @

Finding Product Information in CRM

Providing immediate access to product information ean increase a salésperson's efficiency
and responsiveness ro customer tequests. Computers excel ar the sk of quickly providing
information. An example can be found in the ACT! CRM case seudy sofeware. Basic infor-
magion about nerworks is available in the Reference Library: a feature of this version of
ACT. After loading the sofrware, selecr View, Reference Library, to view the networking
information. Print dhis information by selecting Eile, Print. Whife in the Reference Library,
other ibrary documents can be opened by sclecting File, Open, and double-clicking on one
of the files that ends with “wpd.” When finished, these ACT! word processing files can be
closed by selecting Eile, Close (Ale + F C).

8
B vioeo case prosuEm

Cart Works manages severil freestanding retail booths (often called kioske) that operate in
shopping malls. Many of the newer malls have incorporated kiasks to crease the busy and
happy atmosphere of an apen markcrplace. The design of the kiosk varies from a stationary
booth 10 a movable care. A typical kivsk offers a specialized product line such as greeting
cards, inexpensive jewelry, Tishists, sunglasses, candy, o snacks. A small number of kiasks
can add 2 new dimension ro the shopping armosphere.

Cart Works is currently secking new entreprencurs who want to operace kiosks in
shopping malls. The company offers training and help in selecting a high-traffic location in
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STAYING ON THE CUTTING EDGE—NEW TO THIS EDITION

Today, business as usual is not an option. The restructuring of America from an industrial
economy to an information economy has hastened the transformation of personal selling.
The ninth edition of Selling Today: Creating Customer Value describes how sales profession-
als must cope with new forces shaping the world of sales and marketing. The most signifi-
cant changes in the new edition include:

® Expanded coverage of value creation in personal selling. Creating customer value is
more important today because customers have changed in terms of how they make
buying decisions and what they expect. The
value added by salespeople today is increas-

. Selling Is Everyone’s Business

ingly derived from intangibles such as the SELLING MOTHERHOOD
quality of the advice offered and the level of y Cymihia Cunningham and Shelly Murray worked 60-
. . : hour workweeks to achieve success as BankBoston
trust that underlies the relationship between branch managers. They wanted more time with their
children, but the fong hours created a major barrier to mother-
the customer and the salesperson. hood, Then they came up with a novel plan: package themselves.
d L) L L and share one job. Once the plan was developed, the seliing
w Selling Is Ever_*yon.es Business. These rea! world St Thy et et Dt dmrtid ot Sl
examples, located in every chapter, explain how ments, attached a résums, and delivered the package o Several
. . ~ ¥ 5 senior executives, Eventually they met with more than a dozen
selling skills affect success in many different executives and inaly hit pay i, They began sharing a vice
S ¢ s s g president-level job that involved teaching branch personnet and
emp lOyant areas. In the P rev10us~ed1t10n, P cr small busingsses how to sell their services to customers.
sonal selling was presented as a set of employment Cynthia and Shele now work 2010 25 hours geich weekat what
s since becarme Fleet Bank?

skills needed by salespeople and four groups of
knowledge workers who often do not consider
themselves salespeople: customer service represen- Conshis Cominghon and Shely My
tatives, professionals (accountants, consultants,
lawyers, etc.), entrepreneurs, and managerial personnel. This concept has been greatly
expanded with the addition of seventeen new Selling is Everyone’s Business boxed inserts.
® New role-play application exercises at the end of each chapter. These exercises
emphasize learning by doing and can be used to compliment the comprehensive role-
play/simulation or can be covered
on their own. In addition, the use
of sales planning forms has been
: expanded to provide the student
o s with in1p(?rtanr skill development
B i opportunities.
B Ten new video case problems
accompany the ninth edition of
Selling Today. Supported by
video from The Sales Connection,
these case problems feature sales-
people employed by Amgen,
Body Glove International, Uni-
versal Studios, Alta Dena Certified
Dairies, and other companies.
From the classroom, students

List the four ey groups with
Wwhich the Salosperson neods
to develop iefationship
siratoios

Creating Value with a
Relationship Strategy

Discuss W gelt-image

Doscribe the knportance of a
win-vit relationship

L
build 4 long-retm
dent of markei
0 hegin buildin

ple the buasics o

Vdentity and tedoribe the
major nonveebal factors that
shape ot sales image

I
aure about the welfare of the customer,
Help .

e all, you
entify their

ol financial adviser
v 1o everything tha

Describe gonvorsational

st o us v et ' watch the important skills pre-
DEVELOPING A RELATIONSHIP STRATEGY sented in the text come to life.

Explaln gl i statiis o Developing and applying the wide range of mrerper
solf- improvemait plan based
on personal developrient
siritdgies

estabilsh relafionships

cills needed in

ourselves, and
People with a o of emotional incellig
nceded in sales work: self-confidence, tustvorthine

prabulivy, initiative




XXiv Preface

w Our unique companion text, Selling-Today: Using Technology to
Add Value, and its Web site at www.prenhall.com/manning have
— i O (j 'W%y been completely revised and expanded. They emphasize the skills
A needed to utilize today’s technology for personal selling success and
‘ explain how electronic sales proposals, PowerPoint and Excel soft-
| ware, and electronic travel planning can be used to add value to the
33} V} ' sales process. Students complete a variety of application exercises
| using CRM software. The companion text (available free in the
value package) can be used for in-class assignments or learning
experiences outside of class. Students can use this supplement on
their own for further practice and application. /nstructors: Request
Value Package ISBN: 0-13-105544-5 on your book order and your
students will receive the Selling-Today companion text shrink-
wrapped with this textbook.
® Global Business Etiquette boxed inserts have been added ro
every chapter to provide increased coverage of sales strategies
used to build global relationships. These new inserts are a mix
of “how to” tips and real-world examples, and each insert
L S focuses on a different country.

Gerald L. Manning
Mike Muhney

Jack W. Linge

ORGANIZATION OF THIS BOOK

The material in Selling Today continues to be organized around the four pillars of per-
sonal selling: relationship strategy, product strategy, customer strategy, and presenta-
tion strategy. The first two chapters set the stage for an in-depth study of the strategies.
The first chapter describes the evolution of personal selling and the second chapter gives
students the opportunity to explore career opportunities in the four major employment
areas: service, retail, wholesale, and manufacturing. Career-minded students will also find
the first appendix, “Finding Employment: A Personalized Marketing Plan for the Age of
Information,” very helpful.

Research indicates that high-performance salespeople are better able to build and
maintain relationships than are moderate performers. Part 2, “Developing a Relationship
Strategy,” focuses on several important person-to-person relationship-building practices
that contribute to success in personal selling. Chapter 4 examines the influence of ethics on
relationships between customers and salespeople.

Part 3, “Developing a Product Strategy,” examines the importance of complete and
accurate product, company, and competitive knowledge in personal selling. A well-
informed salesperson is in a strong position to configure value-added product solutions for
complex customer needs.

Part 4, “Developing a Customer Strategy,” presents information on why and how cus-
tomers buy and explains how to identify prospects. With increased knowledge of the cus-
tomer, salespeople are in a better position to understand complex customer wants and

needs and create customer value.

The concept of a salesperson as advisor, consultant, and partner to buyers is stressed in
Part 5, “Developing a Presentation Strategy.” The traditional sales presentation that empha-
sizes closing as the primary objective of personal selling is abandoned in favor of three types
of need-satisfaction presentations. As in the eighth edition, the salesperson is viewed as a
counselor and a consultant. Part 6 includes three chapters: “Management of Self: The Key
to Greater Sales Productivity,” “Communication Styles: Managing the Relationship
Process,” and “Management of the Sales Force.”




INTELECOM TELECOURSE

The ninth edition has once again been selected by INTELECOM for use in its video
course entitled, 7he Sales Connection. To encourage distance learning the 26 videos present
strategies and techniques of top-rated-sales oriented companies and their high-performing
individual salespeople. In addition, several recognized college and university professors are
featured in the videos. For more information on the availability of the INTELECOM rtele-
course material, including the videos, contact www.intelecom.org.

SELLING TODAY SUPPLEMENTS

Ten new videos have been carefully selected from the INTELECOM Telecourse,
The Sales Connection accompany the text. Each video contains 27 minutes of
I material thar relates directly to concepts within the chapter. The videos can be uti-
lized to introduce a chaprer, expand on material in the chaprer, or enhance the case prob-
lem material at the end of the chapter. These videos also provide an introduction to several
careers in personal selling,

;g%

Selling-Today: Using Technology to Add Value is a 70-page companion text available
for professors to use in class or for students to study on their own. This supplement
introduces the reader to the technology that is available to sales and marketing person-
nel including Customer Relationship Management software, Web-based prospect lists,
product configuration software, presentation software, electronic data interchange
software, and travel planning software. Written as a self-study guide that can be used in
the classroom with 36 application exercises or as an out-of-class personal enrichment
activity.

Instructor’s Manual includes the following detailed presentation outlines, answers to review
questions, hand-outs for the ethics game, suggested responses to learning activities, hand-outs
for CRM exercises, easy-to-follow instructions on how to use the role-play/simulation included
in the text, descriptions of the accompanying videos, printed copies of the test bank, written
term projects, a Telecourse guide, transparency masters, and suggestions for organizing a sales
course.

Sales Connection Telecourse Study Guide (ISBN 0-13-100958-3): Published through
Prentice Hall's partnership with INTELECOM. Contact your Prentice Hall representative for
the package ISBN.

www.prenhall.com/manning is your portal for accessing additional supplemental mate-
rial for review. The Web site also hosts the ACT! Contact Management System that fea-
tures a prospect database and other information to be used by students as they learn the
value and real-world application of CRM software. Among other applications, students
can print prospect profiles, sales letters, and telephone contact lists, and conduct key
word searches to find important references in the database. Simple stroke instructions are
provided.

Instructor’s Resource CD-ROM with PowerPoint presentation, Instructor’s
Manual, Test Bank, and Computerized Test Bank. The PowerPoint presentation
and Instrucror’s Manual can also be accessed at Www.prenhall.Com/manning.
Contact your local Prentice Hall representative to obtain a password.

Preface
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Preface

THE SEARCH FOR WISDOM IN THE AGE OF INFORMATION

The search for the fundamentals of personal selling has become more difficult in the age of
information. The glut of information (information explosion) threatens our ability to iden-
tify what is true, right, or lasting. The search for knowledge begins with a review of infor-
mation, and wisdom is gleaned from knowledge (see model below). Books continue to be
one of the best sources of wisdom. Many new books, and several classics, were used as ref-
erences for the ninth edition of Selling Today. A sample of the more than 60 books used to
prepare this edition follows.

Blur: The Speed of Change in the Connected Economy by Stan Davis and Christopher Meyer

Data Smog: Surviving the Information Glut by David Shenk

Strategic Selling by Robert B. Miller and Stephen E. Heiman

Selling the Invisible by Harry Beckwith

Working with Emotional Intelligence by Daniel Goleman

Psycho-Cybernetics by Maxwell Malez

The Double Win by Denis Waitley

Zero-Resistance Selling by Maxwell Maltz, Dan S. Kennedy, William T. Brooks, Matt
Oechsli, Jeff Paul and Pamela Yellen

Messages: The Communication Skills Book by Matthew McKay, Martha Davis and Patrick Fanning

Spin Selling by Neil Rackham

The Power of 5 by Harold H. Bloomfield and Robert K. Cooper

Sales Magic by Kerry L. Johnson

The New Professional Image by Susan Bixler and Nancy Nix-Rice

Complete Business Etiquette Handbook by Barbara Pachter and Marjorie Brody

The 7 Habits of Highly Effective People by Stephen R. Covey

Integrity Selling by Ron Willingham

Selling with Integrity by Sharon Drew Morgan

Thriving on Chaos by Tom Peters

Changing the Game: The New Way to Sell by Larry Wilson

Business @ The Speed of Thought by Bill Gates

Consultative Selling by Mack Hanan

The 10 Natural Laws of Successful Time and Life Management by Hyrum W. Smith

Personal Styles and Effective Performance by David W. Merrill and Roger H. Reid

The Versatile Salesperson by Roger Wenschlag

Management Information Systems for the Information Age by Stephen Hagg, Maeve
Cummings and James Dawkins

Megatrends and Megatrends 2000 by John Naisbitt

Rethinking the Sales Force by Neil Rackham

The Agenda by Michael Hammer

Hope Is Not a Strategy by Rick Page
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