BUILDING PARTNERSHIPS

Weitz
Castleberry

Tanner

4
|
- Or
v
:
Sell; r@
>
NO
> A
O
N A
m
)
T
r
[T]



The McGraw-Hill companies

SELLING: BUILDING PARTNERSHIPS

Published by McGraw-Hill/Irwin, a business unit of The McGraw-Hill Companies, Inc., 1221 Avenue
of the Americas, New York, NY, 10020. Copyright © 2007 by The McGraw-Hill Companies, Inc. All
rights reserved. No part of this publication may be reproduced or distributed in any form or by any
means, or stored in a database or retrieval system, without the prior written consent of The McGraw-
Hill Companies, Inc., including, but not limited to, in any network or other electronic storage or trans-
mission, or broadcast for distance learning.

Some ancillaries, including electronic and print components, may not be available to customers outside
the United States.

This book is printed on acid-free paper.
Printed in China
234567890CTP/ICTP0987

ISBN-13:  978-0-07-313690-5
ISBN-10: 0-07-313690-5

Publisher: Andy Winston

Developmental editor: Sarah Crago

Executive marketing manager: Dan Silverburg
Media producer: Benjamin Curless

Project manager: Kristin Bradley

Senior production supervisor: Sesha Bolisetty
Senior designer: Adam Rooke

Photo research coordinator: Lori Kramer
Photo researcher: Teri Stratford

Lead media project manager: Cathy L. Tepper
Typeface: 10/12 Sabon

Compositor: Precision Graphics

Printer: CTPS

Library of Congress Cataloging in Publication Data
Weitz, Barton A.
Selling : building partnerships / Barton A. Weitz, Stephen B. Castleberry, John E.
Tanner, Jr.—6th ed.
p. cm.
Includes index.
ISBN-13 978-0-07-313690-5 (alk. paper)
ISBN-10: 0-07-313690-5 (alk. paper)
1. Selling. 1. Castleberry, Stephen Bryon. II. Tanner, John F. IIL. Title.
HF5438.25.W2933 2007
658.85--dc22
2005044526

www.mhhe.com



To Edward Weitz, a great father and salesperson.
—Bart Weitz

To Susie, my lovely wife of over 25 years. You're still
my best friend, my trusted confidant, and my partner
in all things. I love you. And to my Creator and
Redeemer, without whom I would be nothing.

—Steve Castleberry

To those most precious: My God, my wife Karen,
my children, my parents.
—Jeff Tanner



PREFACE

The demand for highly educated, capable salespeople is
growing. At our universities, and at the universities of
many of our colleagues, recruiters are flocking as compa-
nies recognize the value of well-educated businesspeople
fulfilling the sales role. And although this is our sixth edi-
tion, we are excited about the way we've adapted this
book fo fit the realities of the sales profession. To our faith-
ful adopters, you'll find that we’ve remained true to the
philosophy of partnering relationships while at the same
time revitalizing the entire book. To potential adopters,
we hope you'll agree that our theory-based, application-
oriented approach is what your students need to meet the
increasing demand for well-educated salespeople.

OUR PHILOSOPHY

The skills of partnering go well beyond the arena of sell-
ing a product. Strategic alliances are important to virtu-
ally all businesses and all aspects of business. That is why
we are excited to see professional selling continue to
grow in numbers of schools teaching the course, to grow
as a required course for marketing majors at many
schools, and to become part of the core curriculum for all
business majors at a few institutions.

Our assumption, though, is not that all students of sales
will become salespeople. Students in this course will learn
principles of selling so well that they will have enough
confidence to begin making calls if provided no addi-
tional training by their employers, even if those calls
occur in a nonselling field (for example, an accountant
soliciting new business). At the same time, more students
than ever before are being exposed to selling even
though they have no plans to enter the sales profession.
One of our objectives in this book is to provide sound
partnering and communication skills that will be useful in
any occupation.

Another objective is to integrate material from other
“theory-driven” courses. Although good theory can be
quite practical, students sometimes say that this is the only
class in which they learned something they could use.
That is unfortunate. We continue to work on inftegrating

material from other courses and disciplines to illustrate
the application of theories in the practice of selling. Sev-
eral of you have told us that you have had the same expe-
rience and found this book to be useful in integrating
material. We're glad that we have been successful, and
we hope you find this edition does an even better job.

PARTNERING AND SALES
EDUCATION

The importance of partnering to business and partnering
skills to students has changed how selling is taught. Sev-
eral unique features place this book at the cutting edge of
sales technology and partnering research:

1. Continued emphasis on the partnering process, with
recognition that multiple sales models may be appro-
priate in @ company's total go-to-market strategy. We
focus on the partnering process as the highest level of
selling because the other models of transaction focus,
problem solver, and relational partner still need to be
learned as a foundation to partnering.

2. A thorough description of the partnering and buying
processes used by business firms and the changes
occurring in these processes. Methods of internal and
external partnering are covered so that the supply
chain delivers the right value, in recognition of the
salesperson'’s role in relationship management.

3. An emphasis throughout the text on the need for
salespeople to be flexible—to adapt their strategies
to customer needs, buyer social styles, and relation-
ship needs and strategies.

4. A complete discussion of how effective selling and
career growth are achieved through planning and
continual learning.

5. The growing role of salespeople in organizations to
carry the voice of the customer to all parts of the
organization—and beyond to suppliers and facilita-
tors. This role is reflected in new product develop-
ment, supply chain management, and many other
functions in a customer-centric organization.



These unique content features are presented in a highly
readable format, supported with examples from current
sales programs and salespeople, many of whom took the
class and used this book. For that reason, these examples
were written specifically for this book. Further, you'll find
many examples illustrated with four-color exhibits and
photographs. If you've used this book before, you'll rec-
ognize that many Selling Scenario and Building Partner-
ship field examples are new to this edition, and all
profiles of salespeople (that open each chapter) are new.
You'll also see that they involve students who studied
under many of our adopters. We encourage you fo pro-
vide us with great examples and the contact information
of your best students so they can be profiled in the future.
With so many changes in selling over the past few years,
a new edition must, necessarily, be new. Yet you will find
the same practicality and theory of the previous editions.

PARTNERING: FROM THE FIELD
TO THE CLASSROOM

Textbooks are generally developed, reviewed, and
edited by academicians. In that respect, this book is no
different. We have improved the text based on feedback
from users and reviewers. What is different is that sales
executives and field salespeople who are immersed in the
daily struggle of adapting to the new realities of selling
also reviewed Selling: Building Partnerships. They have
told us what the field is like now, where it is going, and
what students must do to prepare for the challenges that
will face them.

Students have also reviewed chapters. They are, after all,
the ones who must learn from the book. We asked for
their input before and during the revision process. And
judging by their comments and suggestions, this book is
effectively delivering its content. There are, however, sev-
eral places where their comments have enabled us to
clarify material and improve on its presentation.

As you can see in “About the Authors,” we have spent
considerable time in the field in a variety of sales posi-
tions. We continue to spend time in the field engaging in
personal selling ourselves, as well as observing and serv-
ing professional salespeople. We believe the book has
benefited greatly because of such a never-ending devel-
opment process.

Users of the earlier editions will find several improve-
ments in this edition:

A strengthened focus on ethics. Professional sales ethics
have always been a hallmark of Selling: Building Partner-
ships, but in addition to the ethical issues discussed in
every chapter, there are now separate discussion ques-

tions devoted to ethical issues at the end of each chapter.
Many of these ethics discussions are identified by a spe-
cial icon in the margin.

More role-playing experiences. We’ve developed a new
end-of-chapter feature, ACT! role plays. These are short
role play exercises designed to be completed in class as
methods of practicing concepts introduced in the chapter.
Students should also learn more about ACT! that will
help them understand how salespeople operate.

An expanded emphasis on technology. We’ve added a
new feature, Sales Technology discussions. This feature
addresses how technology impacts issues and activities
discussed in the chapter. Students not only learn more
about the use of technology in selling, but they also can
understand concepts in the chapters more clearly because
they are already technologically savvy. They can now
transfer that knowledge to the sales field.

Continued emphasis on Canadian and Mexican exam-
ples, and more global sales examples. We reflect both the
reality of NAFTA and the global nature of selling. This
means including not only Canadian and Mexican exam-
ples but also examples of global account management,
particularly in relation to technology and how that
enhances global account management.

An updated CD-Rom supplement. Transparencies are
available in PowerPoint; but given feedback from users
(and our own experience), we’ve simplified their presen-
tation. This will enable you to adapt them to your own
needs more easily, adding material as you need. Video
clips are also available from our Web site so you can
either download them or simply access the Web site dur-
ing class if your classroom is Web-enabled. This means
you can illustrate individual techniques of selling quickly
and easily.

Chapter 15, “Selling to Resellers,” has been integrated
into other chapters. For example, how resellers buy is
now part of Chapter 4, “Buying Behavior and the Buying
Process.” This move was due to adopter feedback—let us
know if you like the result! We also reordered some chap-
ters, moving the negotiations chapter to follow closing.
These two topics are so closely related it made more
sense to put them together, and again, we responded to
adopter feedback.

TEXT FEATURES AND SUPPLEMENT

An Integrated Teaching and Testing System  Everything
in this edition of Selling: Building Partnerships is designed
to help teachers be more effective and to help students
develop skills they can use every day and in the field.
Several features help both students and teachers achieve
their objectives.

Preface v



Profiles of field salespeople set the stage for each chapter
in the text. In each profile, the salesperson discusses his
or her experiences and how they relate to the material
that follows. All profiles are new for this edition. Each
chapter also begins with a series of questions to guide the
student's reading experience.

In each chapter, Selling Scenario features present the
reallife experiences of professional salespeople and
issues such as the impact of technology. Most selling sce-
narios are new fo this edition; many were written specifi-
cally for the text either with or by former students who
took the class using this text. They understand the philoso-
phy and the chapter material, tying selling scenarios to
the material within each chapter, reinforcing the con-
cepts, and presenting applications of selling principles.

Building Partnerships field examples focus on the partner-
ship aspects of selling. These scenarios examine case
studies of how salespeople were able to build relation-
ships by applying the concepts presented in the chapter.
Again, many were written either by or with former stu-
dents, so they are particular fo this book.

Sales Technology boxes integrate the chapter concepts
into the world of technology. Students today are inti-
mately familiar with many technologies—wifi, Internet,
cellular, and so on. While many professors may find the
technologies new, students are able to understand many
sales concepts because of their familiarity with the associ-
ated technology. Technology has had such an impact on
selling that the only way to integrate it fully was to not
only continue to develop technology-based examples but
to also add this unique feature.

A feature called Thinking It Through helps students inter-
nalize key concepts. Thinking It Through is an involving
exercise that could be the start of wonderful classroom
dialogue or a short essay exam question. But most impor-
tant for students, reading and using Thinking It Through is
a method of experiencing the concepts as they read,
which increases their comprehension and retention.

Key terms are listed at the end of each chapter. The list of
key terms will help students prepare for exams; the chap-
ter references will improve their retention because they
will be more likely to read supporting material, and not
just a definition. You'll find many new terms, such as life-
time customer value and more, discussed in detail in this
new edition.

The questions and problems at the end of each chapter
are also designed to involve the student, but in a slightly
different manner. There are now two or three ethics ques-
tions and issues presented first (except in Chapter 3,
where all questions are about ethics). These are followed

vi Preface

by at least 10 questions and problems that focus on other
concepts in the chapter. The questions are designed to
(a) integrate concepts and definitions, (b) require the stu-
dent to apply a concept to a selling situation, or (c) start
discussion during class. Therefore, students will want to
review the questions to study for exams, while the teacher
can use the questions to stimulate classroom discussion.
These questions are more than just a look-up list in the
chapter—they will require thought and help develop criti-
cal thinking skills. And because many are new to this edi-
tion, students cannot rely on libraries of answers.

Cases are also available at the end of each chapter. We
have found that these cases work well as daily assign-
ments and as frameworks for lectures, discussion, or
small group practice. Many of them have been tested in
our classes and have been refined based on student feed-
back. A few user favorites have been revised and
updated, but you'll find new cases in every chapter.

New role play scenarios are also provided in the text,
with various buyer roles in the Instructor's Manual. One
set of role plays makes use of ACT! software, increasing
students' knowledge of what contact management soft-
ware is and how it helps salespeople manage their time
and ferritory. These role plays serve two functions. First,
students practice their skills in a friendly environment.
They can try out their partnering skills in an environment
that will encourage personal growth. Second, and this is
unique, the role plays are written to serve as minicases.
Student observers will see situations that call for applica-
tion of many of the concepts and principles from the
book. Both vicarious and experiential learning is
enhanced for the observers. These role play scenarios
are all completely new for the sixth edition, and we've
included in the text an essay for students on how to pre-
pare for role plays.

Instructor's manuals are available with any text, but the
quality often varies. Because we teach the course every
semester, as well as presenting and participating in sales
seminars in industry, we feel that we have created an
Instructor's Manual (on CD-ROM) that can significantly
assist the teacher. We've also asked instructors what they
would like to see in a manual. In addition to suggested
course outlines, chapter outlines, lecture suggestions,
answers fo questions, and cases, we include helpful sug-
gestions on how to use the videotapes. On that CD you'll
also find the slides, which are integrated into our teach-
ing notes. You can also find information on how to use
the book with “The Sales Connection” telecourse, for
which Steve Castleberry was the content adviser and
appears in eight segments. We also include many of the
inclass exercises we have developed over the years.



These have been subjected to student critique, and we
are confident you will find them useful. You will also find
a number of additional role play scenarios.

Students need to practice their selling skills in a selling
environment, and they must do it in a way that is helpful.
Small group practice exercises, complete with instructions
for student evaluations, are provided in the Instructor's
Manual. These sessions can be held as part of class but
are also designed for outofclass time for teachers who
want to save class time for full-length role plays.

The Test Bank has been carefully and completely rewrit-
ten. Questions are directly tied to the learning goals pre-
sented at the beginning of each chapter and the material
covered in the questions and problems. In addition, key
terms are covered in the test questions. Application ques-
tions are available so students can demonstrate their
understanding of the key concepts by applying those sell-
ing principles.

Teachers and students alike have been thrilled with the
videotapes that have been created especially for this
package. Corporate training videos and a new series
from Achieve Global’s Professional Selling Skills seminar
have been carefully integrated with material from the text.
Each segment is short, generally under 10 minutes, with
opportunities to stop and discuss what has been viewed.
Or students can watch the videos outside class and still
learn. Video information, including inclass and home-
work exercises, is incorporated for the teacher in the
Instructor's Manual so that all can make the most of the
video.
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Guided Tour

Selling: Building Partner-
ships was the first text to
bring a partnership/relation-
ship approach into the
selling course, offering a
solid framework on which
to hang plenty of practice
and real-world application.
The Sixth Edition of this
popular text builds on that
foundation with updated
content, improved hands-on
exercises, and powerful
technology that’s sure to
make the material more
engaging for professors and
students alike.

The Chapter Opening profiles in this edition
are the product of strong selling partnerships.
Faculty from around the country introduced
Steve Castleberry and Jeff Tanner to their for-
mer students who had gone on to careers in
sales. The results are exciting new profiles
from sales professionals who were students
with an earlier edition and understand the phi-
losophy of this book. Students can easily
relate to these young professionals who have
benefited from wonderful faculty and Selling:
Building Partnerships.
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“Relationship building is definitely the key to business-to

business selling.”




ETHICS PROBLEMS

1. Some buyers are now demanding 24/7 response
(24 hours a day, seven days a week) from their
suppliers. What impact do you think that would
have on a salesperson’s personal life?

2. One important trait of successful salespeople is
product knowledge. Let’s say you’ve just started

Professional sales ethics have always
been the hallmark of this text and the
new edition integrates ethics through-
out each chapter, as well as in devoted
discussion questions to this topic.
Each chapter now has separate ethics
discussion questions, some of which
were suggested by former students’
experiences or current events.

A

in a new sales job right out of college and
haven’t been fully trained yet. A prospect asks
you a question that has to do with a technical

\/\/\/\/\/\_/\/

Current and continued emphasis on
selling examples from Canada, Mex-
ico, and all around the globe serve to
reflect the reality of the global nature
of selling.

Y

If you want to sell a part such as a belt to go
on a John Deere harvester made in Ottumwa,
lowa, then you have to also be able to sell
and service this plant in Arc-les-Gray,
France, too.

plants. A harve
same belt as th
France. Thus a
with the corpd
employees at e

There’s no dou
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HOW CAN YOU BUILD YOUR EMOTIC
BY USING TECHNOLOGY, OF COURSE

Identifying strengths and weaknesses is a critical first step
in improving emotional intelligence. TalentSmart offers an
online Emotional Intelligence Appraisal™ to do just that.
The company also encourages your peers to evaluate you

because chances are+hey are better judges t

Many technologies, including PDAs,
cell phones, the internet, and CRM
software, have changed how salespeo-
ple operate. The Sixth Edition
introduces a new feature, Sales Tech-
nology, which discusses how selling
and technology interact within the
context of the chapter.
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Thinking It Through boxes (2 per

THE SALES JOBS CONTINU chapter) are engaging exercises that can
inspire classroom dialogue or serve as a

short-essay exam question to help students
require salespeople to go into the i  €XPerience concepts as they read.

Featured in each chapter, Selling
Scenarios reinforce the concepts
and present applications of selling
principles through realistic exam-
ples. Building Partnerships
boxes examines how successful
salespeople build relationships.
Many are original to the book,
using examples provided by
former students and other sales
professionals.

myself from the myri

SELLING Scenario

BUILDING Partnershi

This story starts back when | was interviewing for my
sales job with Hospira, a specialty pharmaceutical and
medication delivery company. During the interview the
sales manager told me this company is built on integrity. |
hate to admit it, but before Hospira, | couldn’t even
define the word integrity.

INTEGRITY: IS THERE ANY OTHER WAY
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SELLING IS MUCH MORE THAN PUS

Matt Haberle is owner of and salesperson for Maximum
Impact, a promotional services company that focuses on
client appreciation, employee recognition, and brand
awareness. Matt is in the business for the long run, desiring
to develop long-term relationships with customers. As Matt
puts it, “There are several ways in which | differentiate
of so-called promotio

Xi




CASE PROBLEMS S & T Cleaners is a well-establish

been in business since 1976. The
annual sales of $750,000. -<

The company provides same-da
vate clubs in the area. Addition4
cleaning business (offered to indep

case |, ] — e e
° office complexes and individual 1
cleaning. S & T also does a small 3
at its dry cleaning plant.
S & T Cleaners S & T has a well-established cu
reputation in the community is
decline in its primary market (tr
three years due to national econon
rently seeing indications of an imp
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Class-tested mini-cases at the end
of each chapter work well as daily
assignments and as frameworks
for lectures, discussion, or small-
group practices. Each chapter
includes at least one new mini-
case. The cases encourage the stu-
dent to apply theories and skills
learned in the text to solve sales
situations.

A

ROLE PLAY

At the end of each chapter, beginning just below this pape
paragraph, you’ll find a short role play exercise that their
focuses on the product ACT!. ACT! is the leading contact C
management software. Contact management software is  Unfo
a form of software designed to help salespeople increase you |
their productivity by helping them keep track of the cus- homg
tomers they call. In addition to a calendar that tells them  vices
when to call on an account, the software can track App4
account information concerning what has been bought, You’
when it was bought, the decision-making process, and you’(
even personal information about each person in the view
account. In addition, sales managers can generate reports  help

autgpuatically when reps nload information e ma

xn

Students can practice their
partnering skills in role-play
exercises that encourage personal
growth and experiential learning.
Each chapter features a role play
for three students using ACT!
software, which enables students
to also learn more about sales
technology. Also, comprehensive
role plays are available at the end
of the book, with additional role-
plays included in the Instructor’s
Manual.



ACT! ROLE PLAY

In this class, you may role play selling situations to prac-
tice concepts discussed in the chapter. In this role play,
you are a salesperson for ACT! software. For additional
information concerning ACT!, you may want to review
the information in the ACT! role play at the end of Chap-
ter 1; additional information can also be found at the end
of the text.

Bell Audio is a manufacturer of hearing aids. They
have 24 salespeople who call on audiologists, inde-
pendent Bell retailers, who then sell hearing aids to
consumers. There are two sales managers and one
national sales vice presidepy,

1 e
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Included with the textbook is
ACT! Express, a real-world busi-
ness tool. Based on the best-
selling ACT! contact management
system, ACT! Express shows stu-
dents how to become more
productive—resulting in better
business relationships and greater
business opportunities.
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Instructor’s Resource CD-ROM
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The Instructor’s Resource CD contains the
Instructor’s Manual, the Test Bank (and com-
puterized test bank) and the PowerPoint
Lecture slides. The IM includes a course out-
line, chapter outlines, lecture suggestions,
answers to discussion and case questions,

video case suggestions, in-class exercises
including information for each chapter’s ACT!
role play, and additional role-plays. The com-
pletely new PowerPoint slides feature exhibits
from the text and additional lecture support,
and are in a new friendlier format that makes
it easier to adapt or change to fit any
instructor’s needs.
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Supplements

The Video Library features new video segments
customized for the text in addition to new material
from Achieve Global’s Professional Selling Skills
Seminar (PSS).

4

&) Salting Information Center: - Microsoft Internet Explorer

The Online Learning Center houses the
Instructor’s Manual, PowerPoint slides
and a link out to McGraw-Hill’s course
management system, PageOut for the
Instructor and study outlines, quizzes, key
terms, career information, video clips, and
online resources for the student.
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