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To the Reader

A fairly safe generalization is that most authors have read far more books
than they've written. I'm no exception, but long before writing my first
book, I often wondered for whom most textbooks were actually written.
As a person with experience both as a student and as an employee and
outside consultant of business, I frequently found that attempts to com-
municate in the academic world and in the business world seemed thou-
sands of kilometers apart. The academic world seemed to speak one lan-
guage and the business world another.

Textbooks for the field of business, I was informed, had to be “schol-
arly,” or they weren't suitable for the classroom. It seemed to me, how-
ever, that many authors assumed that communication and understanding
would follow automatically if their texts were written in a scholarly fash-
ion. Often, this was not the case.

This led me to the question of for whom a text should be written—
the professor who adopts it, or the students who want to benefit from it?
My feeling is that it has to be written with both in mind, since both pro-
fessors and students are users of the materials.

My major purpose in writing this text, then, was to develop materials
on professional selling that would attract and maintain the interest of you,
the reader. It has been designed to be a readable blend of theory and
practicality, with the emphasis on the latter.

In the first edition of Creative Selling Today I asked readers to fur-
nish me with comments related to any portions of the text that didn’t seem
to relate to their needs. Many of the improvements incorporated into this
edition reflect readers’ inputs.

Your opinions are equally important. I would sincerely appreciate
your letting me know your attitudes toward the second edition of Creative
Selling Today, so that I can make it even more useful for future readers.
Best of luck to you, and good selling!

STAN KOSSEN



To the Instructor

The whole art of teaching is only the art of awakening the natural
curiosity of young minds.
Anatole France

A hearty “thanks” goes to the many adopters of the first edition of Creative
Selling Today, not only for using the text in their selling classes but also
for supplying feedback that has aided me immeasurably during its revi-
sion. Every user comment has been taken seriously, and a high proportion
of the suggested modifications were incorporated into this edition.

Selling in today’s environment is substantially changing. Rapidly
fading is the image of the slick huckster who sells unneeded products,
then takes the money and runs—never to be seen again. Today’s sales-
people need to be creative and imaginative to compete effectively with
the many firms going after the same customers. They must focus on the
needs of the buyer, all the while recognizing their equally important
responsibilities to their firms, to themselves, to society, and to their fami-
lies. All of this creates a hefty burden, but it also provides an exciting
challenge. The person who develops effective selling skills finds that he
or she has opportunities that are often lacking in other occupations.

Intended Audience of Creative Selling Today

Many students who enroll in selling courses are unaware of their nature
and scope. It has been my experience that a large number of students have
no intention of pursuing a sales career (although many will take sales jobs
later). Recognizing the diversity of any group of readers, Creative Selling
Today is designed to appeal to the needs of the following types of students:

1. Those who are career-minded, or intend to pursue a career in selling

2. Those who are career-curious, or have not yet decided on a specific
career but are exploring

3. Those who are management-oriented, or hope one day to be managers
and therefore desire to broaden their knowledge

4. Those who are already in the sales field and desire to improve their
selling skills and knowledge



xiv
TO THE INSTRUCTOR

Organization of the Text

Creative Selling Today, Second Edition, is divided into six parts plus a
special section consisting of three appendixes:

. The Nature of a Career in Selling
. The Character of the Marketplace
. The Need for Basic Selling Skills

. The Improvement of Sales Effectiveness
The Management of Sales Activities

1
2
3
4. The Selling Process
5
6.
A

ppendixes: Specialized Areas of Selling
Appendix I: The Essentials of Retail Selling
Appendix II: Selling Real Estate
Appendix III: Selling in Foreign Markets

The text is a blend of essential background materials with practical infor-
mation intended to aid in developing greater selling skills and
effectiveness.

How Students Can Benefit

Following are reasons why your students can benefit from the use of Cre-
ative Selling Today, Second Edition:

1. They should find studying this text relatively easy because of the way
each chapter is organized.

a.

b.
e

(4

Chapter-opening outline provides the reader with an organized
overview of the chapter contents.

Concise learning objectives appear at the beginning of each chapter.
Opening statements in each chapter are designed to attract the
attention of the reader.

. “Tickler questions” are placed in the margins to motivate the stu-

dent to think about and to apply the presented concepts.

Each page has been planned to aid in maintaining the reader’s inter-
est and desire to learn. Interspersed are related cartoons intended
to create a more enjoyable reading atmosphere.

Each chapter is followed by a summary of main concepts, questions
for discussion, and an application section.

2. Although over two decades of experience in conducting selling classes
and seminars as well as in actual selling preceded the writing of this
text, I spent many hours with sales managers and salespeople to make
certain that the sales concepts in the text would relate to today’s selling
world.

3. An entire chapter is devoted to the development of communication and
listening skills and their importance to salespeople.

4. An entire chapter is devoted to the ethical practices and responsibilities
of salespeople, including the principal types of legal protection
afforded to consumers that salespeople need to know.
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5. A discussion of FUN-FAB OPTIC, a new concept that aids salespeople
in recalling the essential features of a sales presentation, is included.

6. As any sales manager knows, the average cost of sales calls has sky-
rocketed in recent years due to higher costs of transportation, lodging,
and salaries. As a result, many salespeople are expanding their use of
the telephone and direct mail, especially for prospecting, recharging
inactive accounts, collecting overdue accounts, and creating and main-
taining the goodwill of customers. Additional stress is being placed on
more efficient planning and organizing of sales activities to help offset
increased costs. To fill the important need for more understanding of
the telephone, direct mail, and territory management as sales tools, all
three topics are covered in depth in this edition.

7. A glossary at the back of the text lists key terms in alphabetical order.

How You, the Instructor, Can Benefit

It has been my experience that instructors appreciate all the help they can
get to maximize their effectiveness in the use of time—that all-too-scarce
commodity. With your time pressures in mind, an instructor’s guide for
this volume has been prepared and is available upon request for adopters
of the text.

The instructor’s guide includes for each chapter the following aids:

1. A lecture outline (a real time-saver for the busy instructor who doesn’t
have time to reread the chapters each school term).

2. Suggested answers to the discussion questions located at the end of each
chapter in the text.

3. Suggested responses to chapter applications.

4. Supplementary materials and teaching aids, a section intended to pro-
vide additional materials to aid you in giving your classes more variety.

5. Eighteen quizzes (1 for each chapter) consisting of 20 objective ques-
tions. These can be removed from the guide and reproduced by pho-
tomechanical means.

6. Three examinations consisting of 30 multiple-choice questions and 40

true-false questions. (Multiple-choice questions can be assigned a

value of 2 points each and true-false 1 point for a total of 100 points for

each examination.)

Suggested course procedures.

8. Film list and sources.

H

I feel that you will find this text to be an exciting and beneficial com-
plement to your teaching techniques and classroom procedures. You, the
instructor, of course, are the key factor in determining the quality of a
selling course. I hope that this second edition of Creative Selling Today
makes your job even more interesting and productive. Good luck to you
and your students!
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There is no one who is not in some degree a merchant; who has
not something to buy or something to sell.
Samuel Johnson

Everyone lives by selling something.
Robert Louis Stevenson

“Matchmaker, matchmaker, make me a match. Find me a find, catch me
a catch. Matchmaker, matchmaker, look through your book, and make me
a perfect match.” These are the imploring words sung in the musical Fid-
dler on the Roof by Tzeitel, Hodel, and Chava about the village match-
maker, Yente, an energetic and persuasive old woman, who had assumed
the responsibility for bringing together prospective mates. She was sort of
a forerunner of today’s computer dating services.

In a sense not intended to be negative, every salesperson is a match-
maker of sorts, assuming the responsibility for bringing parties together.
Rather than busily matching potential spouses, however, the salesperson

OBJECTIVES
Here's what you should be able to do after studying this chapter:

1. Explain how everyone, regardless of occupation, engages in selling
activities.

2. State why a highly developed and industrialized society requires a
dynamic marketing process.

3. Describe how the selling process may actually reduce production
costs and market prices of products.

4. Summarize how consumers, business firms, salespeople, and society
in general can benefit from sales activities.

5. Discuss why the salesperson is one of the key individuals in deter-
mining the survival of a company.

6. Recognize the improved image that sales occupations have devel-
oped in recent years.




