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Preface

In view of the quantity and diversity of books on selling, it seems appropriate
to describe the kind of book this is. We claim no ‘seven secrets of sales
success.” In fact, we do not think they exist. This book is neither cookbook
nor handbook; rather it is a conceptually oriented treatment in depth of the
dynamics of the selling—buying process. We hold that selling in the firm can
be understood only as an integral part of the total marketing effort. We see
members of the sales force both as the firm’s representatives in the competi-
tive marketplace and as managers of a business, their sales territories.

The text complements the classroom instructor in forming a learning
system. Selling has both knowledge and skill ingredients. Skills are acquired
only through practice. For this reason we provide an application exercise and
cases for each chapter in the book.

The book is organized into eighteen chapters. To assist those who have
not had a previous marketing course, we begin by discussing selling and how
it fits in the marketing effort of the firm. Chapters 1 and 2, The Modern Sales-
person and Selling and the Marketing Effort, discuss the various dimensions
of sales positions and the relation between selling and the other functions of
a marketing department. In order to obtain insight into what a salesperson
does, it is important to know about the company’s total marketing effort.

The next three chapters deal with self-management for the salesperson.
Chapter 3, Setting Objectives: The First Step in Self-management, Chapter 4,
Territory Management Strategies, and Chapter 5, Developing Account and
Call Strategies, cover aspects of self-management critical to sales success.
These steps must be taken if salespeople are to be prepared to make sales
calls.

Chapter 6, Understanding the Buyer as an Individual, makes it clear that
today’s salesperson must have a firm foundation in the behavioral sciences in
order to work effectively with customers. It is important to understand fun-
damental ideas about human behavior in order to appreciate the buying—
selling process.

In Chapter 7, Different Approaches to Selling, various approaches to
selling are identified, and situations in which each is important are described.
Various selling styles are also described.

Chapters 8 through 14 cover various aspects of the actual sales call. The
Contact, Sending Messages, Supporting Your Message: Visual Aids and Dem-
onstrations, Securing Feedback, Adjusting to the Prospect, Handling Objec-
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tions, and Closing and Postsale Activities. The crux of selling takes place
when salespeople and buyers are face to face. Each of the critical aspects of
the sales call must be handled well if a sale is to be made.

Chapter 15, Different Types of Selling Situations, examines how the
principles, methods, and techniques discussed in the previous portions of the
text can be applied in different selling situations. Retail selling, industrial sell-
ing, and selling in the service sector are covered.

In this age of increased selling costs, the telephone is an important sales
tool to cut costs, save time, and increase productivity. Various aspects of
using the telephone are examined in depth in Chapter 16, Using the Tele-
phone in Selling.

Chapter 17, Legal and Ethical Dimensions of Selling, examines various
legal constraints and highlights ethical dilemmas with respect to salespeople
and their refations with their company, competitors, customers, and company
resources.

In Chapter 18, Career Management, various aspects of finding a first job
in selling are explored, as are career opportunities in selling and sales man-
agement. Finally, various aspects of career planning and continued self-de-
velopment are examined.

January 1988 DONALD W. JACKSON, JR.
WitLiam H. CUNNINGHAM
ISABELLA C. M. CUNNINGHAM
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A Message
for the Student

Your course in selling should be one of the most stimulating and exciting
college classroom learning experiences. No aspect of business is more crea-
tive or challenging than selling. In our competitive enterprise system the cus-
tomer is ’king.”” Each business, through its marketing and sales effort, seeks
to have its products chosen over those of the competition. The personal sell-
ing effort is often the key means of accomplishing this. ’

The study of selling is useful for a variety of reasons. First, if you are
contemplating a rewarding career in sales work, this course is a prime step
toward professional preparation. Second, if you are entering the broad field
of marketing, the study of selling can be extremely useful in understanding
the behavior of others. If you plan to enter the business world in any capac-
ity, it is important to understand as much as possible about the selling—buy-
ing process. Effective selling is a critical factor in the very survival of every
business. No firm can exist without customers, and only effective selling can
create and keep customers,

Several study aids are provided at the end of each chapter, in the form
of chapter summaries and problems. In addition, each chapter has an appli-
cation exercise which relates your knowledge of selling to actual selling in
the real world. These exercises are followed by cases, which enable you to
use creative thinking and problem solving in selling situations. If you thrive
on challenges, enjoy problem solving, have a yen for the new, and want to
be ‘“‘yvour own person,” a selling career may be just right for you.

As a reader you should think of yourself as a new salesperson in your
first selling position. The book is written in the second persoh so that you can
actually apply these concepts to a selling position.

xii
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The Modern
Salesperson

After studying this chapter, you should be able to

1.
2,

<20 LI ]

Understand why it is important to study selling.

Differentiate between traditional and modern views of
selling.

. Identify the various roles of the modern salesperson.
. Recognize some differences in various sales jobs.

. Specify qualities of a successful salesperson.

. Point out some trends in modern selling.
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THE MODERN
SALESPERSON

Personal selling consists of finding people who require your product or ser-
vice, studying their needs, presenting your offering in such a way that your
potential customers are convinced of its benefit to them, answering any ob-
jections they may have, asking for a commitment to close, and following up
to ensure that those who have bought from you are satisfied. Truly profes-
sional selling is a process that fosters the development of a mutually benefi-
cial relationship in which buyer and seller alike both profit and benefit. This
mutually beneficial arrangement leads to long-term relationships, repeat busi-
ness, and favorable word-of-mouth communication with other customers or
prospects.

The need for effective selling has become urgent for several reasons.
First, deregulation has made many industries very sales conscious, especially
banks and telephone companies, which are now facing increased competi-
tion. Second, the average cost of an industrial sales call is $205, so employ-
ers want every call to count.’

REASONS TO STUDY SELLING

There are two good reasons why you should study selling. First, regardless of
what line of work you choose, there is a need to sell your ideas to others,
and second, there are numerous career opportunities in selling.

Everyone Is a Part-time Salesperson

Whether or not you pursue a career in selling, the principles and ideas con-
tained in this book should prove useful to you. No matter what career you
pursue, you will have to sell your ideas to family or friends or to higher
management, to investors or to employees. For example, each of the follow-
ing activities involves selling ideas or concepts.

» A person asks the boss for a raise.

» A manager tries to convince the president of the company to institute a
new training program. ’

® Parents try to persuade their children to stay away from drugs.

» A boy asks a girl for a date.

® A sales manager tries to persuade salespeople that they can win a sales
contest.

= An inventor tries to get a loan from a banker.

There is an old business axiom, “Nothing happens until a sale is made”’;
this axiom is equally true in activities other than selling. For instance, even
with the best ideas in the world, if you cannot convince others of their worth,
you will not get the opportunity to implement them.

Thus, learning to determine the other person’s needs, to ask questions,
to listen, to overcome objections, and to close will help you be a better

'Jeremy Main, “How to Sell by Listening,” Fortune, Vol. 111, No. 3 (February 4, 1985), p. 52.



communicator, even if you do not end up in sales. in the event that you do
become a salesperson, there will be a wealth of opportunities to apply the
concepts you will learn in this book.

Career Opportunities in Selling

A career in sales enables a person to make social cantributions, to continue
to grow, to gain financial rewards, and to have freedom from direct supervi-
sion. A sales career also brings opportunities for advancement.

A social contribution As a salesperson you have an opportunity to make a
genuine contribution to society. Effective selling is the key to our private en-
terprise economy: sales representatives provide the transactions that enable
business to flourish. The professional salesperson sees the need for mutual
profit in the selling—buying relationship and hence provides benefits to indi-
viduals and organizations by helping them to buy profitably. If sales were not
being made, business would be at a standstill. In a sense, you create jobs for
other individuals who make and use the products you sell.

Continuing growth You also have an opportunity to learn about many facets
of business. Your work is likely to involve you in helping each of your cus-
tomers and prospects to solve a variety of problems. In the process, you inev-
itably add to your own business knowledge. Contrast this learning with work
that is done completely within the confines of a company and often solely
within a single department. You can also directly apply your new knowledge
in making additional sales. For instance, a salesperson selling a telephone
system to an industrial user would have to be knowledgeable about the
client’s communication needs, expansion possibilities, and financing capabil-
ities; moreover, while examining the firm’s needs for a telephone system, the
salesperson might uncover a need for computer terminals to assist in handling
information.

Success in selling depends heavily on your continually improving your
skills in handling people. In turn, these same skills provide you with a special
talent that is useful in all your interpersonal relationships. Skill in dealing with
people has applications in your home, with your friends and acquaintances,
and in such nonwork pursuits as community organizations and church
groups. These useful skills give you a competitive edge wherever people are
to be understood and influenced, No other occupational field provides so
great an opportunity to meet such a wide variety of people in an intimate,
personal, persuasive relationship.

Field selling also provides abundant variety. The unexpected is to be
expected; no two days are alike. Even the same account varies from call to
call. In sustaining favorable selling—buying relations, you face new problems
to solve and new applications for your creativity. Many salespeople also en-
joy the variety encountered in traveling through their territories.

Financial rewards In addition to the substantial nonmaterial rewards, selling
also provides an opportunity to make a good living. Table 1.1 illustrates the
rise in the average salesperson’s total compensation—from $22,359 in 1979

3

REASONS TO STUDY
SELLING




