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Preface

Traditionally, a preface is an author’s statement of what his or her book is
about. This preface will take a slightly different approach. It will tell you why
we wrote this book for you: the student and the reader.

We believe that everyone can benefit from improving their communica-
tion skills. You might ask, “What does professional selling have to do with
communication skills?” And, you might ask, “What does professional selling
have to do with me?” Our answer is, “Everything!”

Let’s start with the obvious. Some of you may choose a career in selling.
Selling is a profession that relies on the ability of people to communicate
with each other. Rest assured; our intent is not to sell you on the idea of
becoming a salesperson if your inclinations and your heart do not lie in that
profession. We know that most of you will pursue careers in other profes-
sions. We also know of no profession that is not greatly improved by people
who can communicate effectively. In addition to your profession, all of you
will be customers. Customers communicate. Customers tell salespeople and
other organization representatives what they want and need. All of you will
be members of a variety of civic and church-related organizations. All orga-
nizations require people to run them, to organize them, and to make deci-
sions. The integrity of organizations is improved by people who are skilled
in communications.

If one or more of these reasons do not convince you that communication
skills are important, perhaps the following will. As you pursue your careers
and begin interviewing, ask interviewers (or ask representatives of your
college placement center) what are the most essential skills sought by
employers. Communications skills will often be the first thing that prospec-
tive employers cite. If not the first, communication skills will be one of the
two or three most important skills you can take with you as you graduate
from your university and begin your career.
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PRINCIPLES AND PRACTICE

This is an action book. To be sure, it is a textbook. But it is not meant to be
just studied and memorized. Its purpose is to get you actively involved in
professional selling and communications. We want you to think about pro-
fessional selling and the importance of communications even when you are
not in class: how professional selling is useful in your sorority or fraternity
meetings, or your professional society meetings, or in making group deci-
sions in some of your other courses, or in presenting your case to one of
your instructors.

As you can see, we believe that professional selling is an exciting sub-
ject...and a useful one. It is a subject like medicine, law, or engineering,
the principles of which can be studied in the classroom. Like the principles
of those subjects, the principles of selling are rooted in scientific disciplines
like psychology, sociology, accounting, and statistics. As you will see, sales-
people frequently draw on pertinent materials from all these professions in
their efforts to communicate with customers.

Classroom understanding of the principles of professional selling is just
the first step. You cannot learn to be a doctor, lawyer, or engineer—or a
salesperson—in the classroom. That learning results from the experience of
applying classroom principles to real world situations. But the skilled prac-
titioner of medicine, law, engineering, or selling learns the principles first.
An aspiring surgeon would not be handed a scalpel and told, “go heal
someone.” The experience of purely trial and error learning would indeed
be a painful, time consuming, and expensive one. Practical experience must
be grounded in a basic classroom education.

And so it is with professional selling. You must learn the principles first.
Bear in mind, however, that you are studying these principles not to pass
examinations but for future application in real world situations—selling
yourself in a job interview, selling your idea to a board of directors, or buying
something from a salesperson. We have tried to do our part by making this
book as realistic as possible. We have eliminated the typical hallmark of
textbooks, the footnote. We have tried to limit the jargon, but unfortunately,
every profession has its own language, and so does professional selling. We
have tried to facilitate your learning of important concepts by providing a
section at the the end of each chapter called “The Salesperson’s Vocabu-
lary.” In this section key terms are identified and defined. Now let us tell you
how we think this book can help you.

BOOK CONTENT

xiv

First, a little about the content. Professional Selling is organized around one
primary objective: how to make informative, persuasive, and ethical verbal
presentations. Each of the fifteen chapters is related to that objective.

A few of the points emphasized in the first three chapters include: the
importance of learning how to make informative, persuasive, and ethical
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verbal communications and the importance of developing long-term rela-
tionships with customers. We do not believe in the hard sell approach. We
believe in working with customers and prospects in an effort to better
service their needs and wants. This theme is developed in the first three
chapters and carried throughout the rest of the text.

The next three chapters focus on the customer. The customer is the focal
point of all professional selling activity. While some of this material may be
a review for the reader, we believe, as do all good salespeople, that you can
never learn enough about customers as you endeavor to service their needs
and wants. It is also important to learn that each customer and prospect is
somewhat unique and that uniqueness often requires salespeople to adapt
their message content and style in order to demonstrate that they are in the
business of serving customer needs and wants.

The following two chapters emphasize managing yourself. Effective and
successful salespeople (and anyone else who is effective and successful in
any other profession) spend time preparing themselves to work with
customers. In this text we have devoted a chapter to how salespeople can
improve their effectiveness in working with customers by developing qual-
ities that help the salesperson add value to the relationship with the custo-
mer. We have also devoted a chapter to efficiency. We provide a number of
ways in which salespeople can manage their time and other resources in
order to provide value to customers.

Finally, the balance of the text consists of seven chapters. The topics in
these chapters are often conceived as the building blocks of informative,
persuasive, and ethical verbal communications. Each of these chapters elab-
orates on one aspect of the professional selling process: prospecting, prep-
aration, prepresentation preparation, presentations, persuasion (or
handling objections), partnering (or closing the sale), and post-sale activi-
ties. You may have seen other conceptualizations of the selling process and
your instructor may present an alternative conceptualization of the profes-
sional selling process. In our judgment, we hope both of these occur. Our
purpose in presenting these chapters is not to describe the way to sell.
Rather, our purpose is to describe, comprehensively, a variety of activities
in which salespeople must engage if they are to be effective and efficient in
servicing customers. There is not one way to sell. There are many styles,
formats, and approaches to professional selling. We have endeavored to
provide you with a foundation that revolves around key professional selling
activities.

BOOK FORMAT

Now, let us say a word about the format of the book. It is designed with the
intention that you master, not just read, the content described above. Each
chapter begins with a list of learning objectives for you to accomplish by
the end of the chapter. Please read these before studying the chapter, and
then again as you proceed through the chapter to check your progress.
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Each chapter ends with a summary of key points. Then comes a list of
key concepts, which we have called The Salesperson’s Vocabulary. Be sure
that you understand each of these terms and concepts as they are illustrated
in each chapter. We do not want to burden you with jargon, but every
profession has a language of its own and it helps to know some of that
language.

There are also several discussion questions and scenarios for discussion
at the end of each chapter. You will find that some of these will tap into your
memory skills. However, many of these are designed to help you apply
materials in the chapters to common selling situations. Working though the
discussion questions and scenarios should extend your understanding of
the materials presented in the chapter and by your instructor.

A textbook cannot do the total job, however diligently you apply yourself.
The logical place to go for a deeper understanding of professional selling is
to your instructor. He or she is an expert and, therefore, is your best single
source to answer questions, elaborate on points of interest, and provide
additional insights. Your instructor is there to assist you, so take advantage
of the available help.

Some additional reading may be helpful. We have tried to provide you
with a number of real world sales examples. Many selling examples are found
throughout the text. In addition, each chapter contains several boxed exam-
ples entitled, “From the Field.” These are excerpts (or complete) reprints of
articles written by practicing salespeople, sales managers, and consultants.
The “From the Fields” will provide you with a great deal of insight into how
professional selling is actually accomplished in the field. In addition, you will
find interesting selling-related material in such publications as The Wall
Street Journal, Sales & Marketing Management Magazine, Personal Selling
Power, The Selling Advantage, Sales Manager’s Digest, and The Sales
Manager’s Bulletin. For those of you who might be interested in selling
research, we refer you to The Journal of Professional Selling and Sales Man-
agement. Ask your librarian about each of these. If you cannot find them,
please give us a call.

We close by exhorting you not to read this book passively. Become
actively involved in mastering its content. As we mentioned at the beginning
of this preface, communications skills are highly regarded by all employers.
We believe that if you make the effort, you will find the materials in the text
interesting and rewarding, not only in the short run as you interview for
your first job, but in the long run as you build your career and become
involved in serving the community. We hope that much of the material in
this text will serve you for life.

HOW TO LEARN FROM THIS BOOK

xvi

As we have stated, we hope you do not just read this book. We hope you
really learn from it. We have planned it carefully to assist you in your
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learning. Let us suggest a procedure for using this book to learn about
professional selling.

1. Familiarize. First, get a feel for the material in the chapter. The
learning objectives should help you do this. Skim the chapter, look-
ing at headings, passages that catch your eye, and the like. Then
read the summary and look through “The Salesperson’s Vocabu-
lary.”

2. Read. Now that you know what you are going to learn, carefully
read all of the material. Circle, underline, or highlight points and
passages that you judge to be important and useful. Think of situa-
tions you have already experienced in which you may have, or
could have, applied the material you are reading. Read the entire
chapter in one sitting.

3. Absorb. Go back and reread the parts that are interesting, that
were not completely clear, or that do not completely square with
your previous knowledge and experience. Think about these parts
and try to come to some conclusions. If you cannot, prepare ques-
tions to ask your friends or your instructor.

4. Apply. Talk over the material with classmates, your instructor, your
friends, and experienced salespeople. Use the “Discussion Ques-
tions” and “Scenarios for Discussion” to build a solid working knowl-
edge of the material. We are not asking you to agree with all of it. ..
or memorize all of it. We do want you to apply the material to real
professional selling situations which you have experienced or may
encounter.

5. Review. Now check yourself out. Manage yourself. Put the material
aside for a time. When you go back to it, look carefully at the objec-
tives of each chapter. Have you mastered each one? Can you ex-
plain each of the objectives to your instructor? Your classmates?
Reread and reabsorb the material until you are comfortable in ap-

plying it.
If you follow this procedure, or one similar to it, you will master the

material in this text. You will be able to use it in professional selling situa-
tions and in your personal life, now and in the future.
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