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Preface

The field of professional sales can be the most challenging, rewarding, and
interesting of all careers. Selling is more than a job; it is a people-business in
which an understanding of human behavior is indispensable. The professional
salesperson does more than develop an expertise in an industry to which he sells
products or services; he also develops a far more profound expertise: the ability
to communicate well with all kinds of people.

The successful salesperson possesses all the virtues necessary to be at the
top of any profession: communication skills; the sensitivity and flexibility that
enable one to create chemistry with people; and the ability to efficiently and
effectively manage one’s professional and personal lives.

If we could boil down the difference between salespeople who thrive and
those who struggle to survive, it would be:

TRUE PROFESSIONALS THINK AND ACT
AS THE OWNERS OF THEIR SALES CAREERS.

Salespeople who merely survive act as representatives of their companies. They
do as much as their job description demands and no more. There is a tremen-
dous difference between the two. Both work for a company; the true profes-
sional, however, also thinks and acts as if he s the company. He thinks like the
owner of a business, not like an employee. In fact, he is his own business and his
best employee. He manages himself as efficiently as he would a subordinate, and
with higher expectations.

A professional, regardless of his field of endeavor, is defined not by the
business he is in, but by the way he conducts business. Professionalism belongs
on every level of business, from the chairman of the board to the busboy in a
local restaurant. The job itself is not important; it’s how you do it that counts.
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There is only one way to take pride in what you do; do the best job you
possibly can. To do that, the professional salesperson does the following:

Takes pride in and full responsibility for his business.
Develops a long- and short-range plan for business growth.

Aligns his goals with those of his company or finds a company whose goals are
compatible with his.

Makes a life-long commitment to self-improvement, which means acquiring, one
by one, the skills needed for a high level of success.

Makes customer satisfaction his highest priority.

This text was written with one goal in mind: to meet the needs of the
student who wishes to learn about and possibly adopt a philosophy and practice
of sales that creates the highest level of professionalism.

The approach we advocate, Non-Manipulative Selling, has become the
preferred sales philosophy of many Fortune 500 companies. It has done so
because it is a customer-oriented philosophy that creates long-term good will and
sound business relationships.

Non-Manipulative Selling views each customer contact as a custom-tai-
lored, problem-solving process, not a one-size-fits-all approach on which persua-
sion is the primary motive. A non-manipulative salesperson, therefore, is not a
pusher of products; he is a consultant and liaison between his company and his
customers. A non-manipulative salesperson always has his customers’ best in-
terests in mind.

Non-Manipulative Selling is not only a philosophy of selling; it is also a
philosophy of business. The principles and practices have all the hallmarks of
good business: integrity, logical and practical application, customer service ori-
entation, win-win values, and efficient/effective management techniques.

Whether you are guiding a company of one or one hundred, NMS is a
true course you can navigate to success.
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CHAPTER ONE

The Philosophy of
Non-Manipulative Selling

CHAPTER 1 Provide an overview of the Non-Manipulative Selling philosophy.

OBJECTIVES 2 Familiarize you with the guiding principles of NMS.

3 Introduce the six steps of NMS and briefly compare them to other
sales techniques.

4 Introduce the self-management skills that complement and promote
a successful career in sales.

When people hear the word “salesperson,” different images come to mind.
Some people think of the rude door-to-door salesman who immediately slips his
foot in the door and fast-talks his way through the sale. Other people think of a
courteous and helpful clerk in a department store who bends over backwards to
make you happy.

These images reflect the experiences we all have had and the prejudices
we all hold toward “being sold.” They also reflect the changes that are taking
place in the way people conduct themselves as salespeople. Professionalism,
ethical standards, and ongoing relationships with customers are more important
than being the top seller on the sales team. This should not imply that being
professional and ethical is incompatible with top performance. On the contrary,
high achievers are not only good at sales, but also have the highest standards of
professional and personal integrity.

Sales is a common denominator of every business. No matter what busi-
ness you are in, you must sell your product or service to customers. Even people
whose careers appear to be furthest from sales have something to sell: them-
selves. Writers, dancers, artists, doctors, lawyers, and other professionals all must
be paid by someone. That someone is a customer who must be sold one way or
another.

Salespeople are an indispensable asset to the world economy. If you
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don’t believe this, look at the financial statement or annual report of any corpo-
ration. The most important line of that report is not the bottom line (profits), but
the top line (amount of sales). Obviously, without sales and salespeople, there are
no profits and, therefore, no company.

The field of selling can be very exciting. It is an input = output career.
In other words, you can have virtually any outcome you want if you put in
enough effort. It is a career in which you can have your cake and eat it too. You
can shape your career to enable you to do the things everyone wants to do:

Help other people solve problems
Be your own boss

Make a lot of money

Have a flexible work schedule
Travel and meet new people

Granted not every sales position offers all of these benefits, but many do.
As you gain experience as a professional salesperson, you can change jobs and
industries until you find the position that suits your needs and lifestyle. A good
salesperson has one of the most flexible and adaptable careers possible.

THE FOOT-IN-THE-DOOR IMAGE

There is no denying that salespeople have gotten some negative press; but then
every profession has its skeletons in the closet. If you talk to people about
doctors, lawyers, or car mechanics, you will find some people love them, others
hate them. The bottom line is that it is unfair to generalize about an entire group
based on one bad experience. Certainly everyone in a particular business is not
dishonest or exploitive. There are too many good business people in the world to
let a few rotten eggs spoil your appreciation of the rest.

The reason the word “salesperson” carries some negative connotations is
that inexperienced salespeople often create a lot of tension and distrust. No one
likes to be sold in a way that is high-pressured, yet some salespeople use manip-
ulative selling techniques because they are more interested in earning commis-
sions than in earning the good will and loyalty of satisfied customers.

The salesperson is not always to blame. Many companies, especially
small ones, hire salespeople and do not give them any training. They are allowed
to begin selling with whatever resources they have and must scramble to bring in
orders. By not training their salespeople, a company commits one of the gravest
sins in the business. Unprofessional salespeople not only damage the company’s
reputation, they also ruin their own. It takes a great deal of effort to fix the bad
feelings caused by offensive sales techniques. That effort, if it had been applied
in a positive way before the sale, would be opening doors rather than slamming
them shut. Salespeople who are not trained are forced to behave in the manner
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of the salesperson they have in their minds. All too often that model is the foot-
in-the-door type or some variation thereof.

It is essential for a salesperson to be trained. That training should come
from the employer. If it does not, however, there are many books, audio tapes,
and video programs that a conscientious professional can use to improve himself
or herself.

It is important to understand that training needs to be both adequate
and appropriate to make it effective. Training should also be tied to an overall
philosophy of doing business, as Non-Manipulative Selling is.

ADEQUATE TRAINING

It is not uncommon for a company to spend a lot of training dollars on only one
aspect of sales competence: product knowledge. Being familiar with one’s prod-
uct is indispensable, but knowing it inside-out is going too far. The only time you
have to know every nut and bolt is when you are selling a very technical product
to people who think primarily in technical terms. This is a different type of
selling than most beginning salespeople get into. It is very industry-specific and
often requires an engineering or some other advanced degree. In that type of
sales, the emphasis is on technical knowledge, not sales ability.

Most salespeople require only enough product knowledge to know how
the product works and what its features and benefits to the customer are. Be-
yond that, the salesperson’s expertise should lie in developing relationships and
studying the prospect’s business.

A salesperson whose training has put too much emphasis on product
knowledge will tend to exhibit technological arrogance. The result is that the cus-
tomer loses interest because the conversation revolves around the product and
not his needs. A classic example of overtraining in product knowledge was
experienced by Tony when he went into a retail computer store to look at a
personal computer:

I had great apprehension about going into the store at all because I wasn’t sure I
could really work with a computer. I wasn’t brought up with computers and they
seemed to be so technical and complicated—beyond my scope of comprehen-
sion. I was fearful, but I did want to go in and see what they were all about.

Computer stores definitely understand retail merchandising. In the middle of
the store they had this fantastic computer set-up with a color monitor and a
program that was running with great color graphics and sound. I was mes-
merized! All of a sudden a salesman walked up behind me and said something
that I'm used to hearing at a used car lot: “It’s a beauty, isn’t it?”

I couldn’t believe it, but I was still so stunned at this computer marvel that I
said, “Yes, it’s incredible! I can’t believe it. This thing is much better than I
expected.” The salesman responded with, “Guess what, it's 64K.” I said, “My
God, that expensive? Let's look at a more reasonable model.” The guy roared,
“No, no, no, that refers to its memory.”



