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P REFACE

ABC’s of Selling presents the essential material
for the course on personal selling. It can also be
used as a supplement in the sales management
course should the instructor wish to thoroughly
cover personal selling. In addition to the tradi-
tional course, numerous schools use ABC'’s of
Selling in their continuing education courses;
consultants provide it to their clients; and sales
managers give new and used ABC’s of Selling
to their salespeople.

ABC’s of Selling is written by a salesperson
turned professor. For eight years I worked in
sales with Colgate, Upjohn, and Ayerst. As a
professor, I have taught selling to thousands of
college students, business people, and industry
sales personnel, developing and using the strat-
egies, practices, and techniques presented in
this text. Further, each year I spend time in
fieldwork with sales personnel. In my classes
and programs, I stress learning-by-doing exam-
ples and exercises, and videotape role-playing
of selling situations. This text is the result of
these experiences.

ABC’s APPROACH

ABC’s of Selling was conceived as a method of
providing ample materials for readers to con-
struct their own sales presentations after
studying the text. This allows the instructor
the flexibility of focusing on the “how-to-sell”
approach within the classroom. Covering the
basic foundations for understanding the con-
cepts and practices of selling in a practical,
straightforward, and readable manner, this

book provides students with a textbook for use
in preparing sales presentations and role-play-
Ing exercises.

The Philosophy behind This Text

The title of the book should help you under-
stand the philosophy behind it. A student of
sales should understand the ABC’s—the
basics—of personal selling. All of them. I 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 assort-
ment of selling skills and should be very
knowledgable, even expert, in the field. Based
on the situation faced, the salesperson deter-
mines the appropriate actions to take for that
particular prospect or customer. No matter
what situation is faced, however, the basic
ABC’s of selling can be applied.

There is no place in our society for high-
pressure, manipulative selling. The salesperson
is a problem-solver, a helper, and an advisor
for the customer. If the customer has no need,
the salesperson should accept it and move on to
help another person or firm. If the customer
has a need, however, the salesperson should
and must go for the sale. All successful sales-
people I know feel that once they determine
that the customer is going to buy someone’s
product—and their own product will satisfy
that customer’s needs—it is their job to muster
all their energy, skill, and know-how to make
that sale. This is what it’s all about!



x Preface

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 imag-
ined.” I hope many people will feel this
material can help them earn a living and that
selling is a great occupation and career.

At the end of the course, I hope all the stu-
dents will have learned how to prepare and
give a sales presentation by visually, 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, I hope each student realizes that
these new communication skills can be applied
to all aspects of life. Once learned and inter-
nalized, selling skills can help a person be a
better communicator throughout life.

Purpose of the Revision

One major goal of this revision was to com-
pletely review the most current sales literature
in order to update the material.

Students in my selling classes told me they
wanted more examples of selling techniques to
help them better develop their sales presenta-
tions. This was accomplished by improving
several of the examples in the last edition,
adding completely new techniques, and creat-
ing a new series of boxes entitled ““Selling
Tips.” Selling Tips have specific techniques
students can use to improve their sales presen-
tations.

This revision also has added discussions on
such topics as nonmanipulative selling, negotia-
tions, and group selling. Numerous topics have
increased coverage—listening, verbal commu-
nications, handling objections, and closing the
sale.

Those familiar with the earlier edition will
still find the features, advantages, and benefits
that made the book an effective teaching and
learning resource. Teacher and student response

to the material has been so fantastic that the
basic framework of the text remains the same.

TEXT AND CHAPTER
PEDAGOGY

Many reality-based features have been included
to stimulate interest. Each chapter contains nu-
merous buyer-seller dialogues, actual industry
examples, and comments from successful sales-
people and sales managers, as well as interest-
ing profiles of sales personnel from Fortune 500
companies as well as smaller businesses. Each
company represented by a salesperson profiled
in the book selected one of its outstanding
salespeople to contribute to the learning of sell-
ing practices that can make a successful sales-
person. Additionally, selling materials and
photographs were provided by numerous com-
panies, and these contributions have greatly
increased the educational quality of this text.

Further, each chapter provides chapter out-
lines and objectives, key terms, a chapter
summary, and review and discussion questions
to facilitate understanding and retention. Proj-
ects and case problems presented at the end of
each chapter have been carefully selected. The
text, exercises, projects, and cases have all been
classroom-tested.

Profiles of Successful Salespeople

Several of our friends profiled in the previous
edition have updated their materials for you.
Many professors have said it is interesting to
follow the careers of people such as Linda
Slaby-Baker, who is now a Quaker Oats zone
sales manager responsible for millions of dol-
lars in sales, 6 district managers, and 50
salespeople in four states.

As you read the profiles, think about what
these people have accomplished in sales—peo-
ple like the Fingerhuts who left teaching in
public schools to create a multimillion dollar



company, and Jack Pruitt who previously
drove a Pepsi-Cola delivery truck and now
sells $1 million of jewelry out of a retail store.
The people profiled in this book are incredible
individuals—individuals who have mixed hard
work with sales talent to become successful.
Students really enjoy reading about these sales
professionals.

BASIC STRUCTURE
OF THE TEXT

The publisher and I worked hard to ensure that
ABC’s of Selling would provide students with
the basic foundation—the ABC’s—for under-
standing all major aspects of selling. The 15
chapters contained in the text are divided into
four parts:

+ “Selling as a Profession” emphasizes the ca-
reer, rewards, and duties of the professional
salesperson and illustrates the importance of
the sales function to the organization’s suc-
cess. It also examines the social, ethical, and
legal issues in selling.

* “Preparation for Successful Selling” presents
the background information salespeople use
to develop their sales presentations.

* “The Dynamics of Selling”” covers the entire
selling process from prospecting to follow-up
and is the heart of the text. State-of-the-art
selling strategies, practices, and techniques
are presented in a how-to fashion.

* “Special Selling Topics” discusses the impor-
tance of the proper use of managing one’s
time and sales territory. For this edition, a
new chapter was added on successful selling
by telephone.

Preface xi

TEACHING AND LEARNING
SUPPLEMENTS

This textbook is the central element of a com-
prehensive package of teaching and learning
resources. This package included:

* Instructor’s Manual containing ideas on teach-
ing the course, commentaries on the cases,
and end-of-chapter questions. This large,
comprehensive learning resource is a time-
saver.

* Test Bank including an extensive assortment
of multiple-choice and true-false questions
for each chapter. It was prepared by Dr.
Thomas K. Pritchett of Kennesaw College.
This test bank is also available from the pub-
lisher in computerized format for the IBM
PC entitled CompuTest. TeleTest is also
available—1-800-331-5094.

* Transparency masters that can be used to create
transparencies for overhead projection or
photocopies for distribution to students.

* Pro Selling Software for use with the IBM
PC. Be sure to see the Instructor’s Manual for
complete details about the software.

* VHS videotape with sales presentations, exer-
cise, and examples of selling techniques
discussed in the book.

* Micro Learning Software for use with the IBM
PC. Make copies of this innovative, interac-
tive software for students to test their under-
standing of concepts, practices, and key
terms.

Students, faculty, and reviewers have been
pleased with the readability, reasonable length,
depth, and breadth of the material. You will
like this edition better than the last one.
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