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SOME QUESTIONS ANSWERED 
IN THIS CHAPTER ARE:
■ What is selling?
■ Why should you learn about selling even if you do not

plan to be a salesperson?
■ What is the role of personal selling in a firm?
■ What are the different types of salespeople?
■ What are the rewards of a selling career?
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PROFILEAs a graduate of Texas State University with a
Bachelor in Business Administration where I took
my personal selling class from Dr. Vicki West, I
transitioned from college to a career in business-to-
business insurance sales. My college experiences
included the presidency of the Students in Free
Enterprise team and representing the university at
the National Collegiate Sales Competition.
Through these experiences, I began to build sales
techniques and learn fundamental strategies for
how to become a successful salesperson. I was hired
by the Hartford Insurance Group in January 2004
to be a commercial property/casualty business
underwriter. After an intense training program, I
served as a middle market renewal underwriter in
the Southern California region, responsible for
accounts under $100,000. Recently, I have been
promoted to middle market sales underwriter for
the Northern California region, handling renewal
accounts and new business over $100,000. I sell to
and work with agents who have sold policies to
individuals.

Business has changed dramatically over the
last 20 years. Now firms compete in global

markets, using sophisticated communi-
cation, transportation, and manage-

ment information systems. More
customers are demanding 24/7

service (which means they
expect a selling firm to be avail-
able for them 24 hours a day,
seven days a week). These
changes in the business envi-
ronment have expanded the
responsibilities of salespeople
and increased their impor-
tance to the success of their

firms.
This chapter dis-

cusses the impor-
tance of personal

selling to business firms and how the nature of sell-
ing is changing from persuading prospects to buy
products to managing the firm’s relationships with
its customers. The chapter concludes by describing
the activities salespeople perform, the skills needed
by a successful salesperson, and the rewards of a
sales career.

Insurance is a field that most people don’t plan to
get into; they just fall into it. When I first applied
for this job, I did not have the faintest idea of the
immensity of the profession. Once I was hired, and
after training, I realized how much opportunity
there is for success. Talking with my agents, I have
found that they are naturally interested in the prod-
uct, but are more interested in building a relation-
ship with me. Today’s market for insurance has
created heavy competition and, like many other
sales jobs, you have to find a competency to sepa-
rate yourself from the rest of your industry. Agents
want someone who will go an extra step and not
just sell the product, but sell a relationship. Their
desire is to find someone who is easy to work with
and who will work hard to help them achieve their
goals.

My everyday work activities include answering
e-mails and phone calls and, every other month,
traveling to agencies in my territory to close deals
on upcoming accounts. When I first get an applica-
tion from the agent, I underwrite the account to see
if it is desirable for Hartford’s book of business.
Then I begin to underwrite the file. Going back and
forth obtaining information from the agent, I docu-
ment the account’s exposures and controls, price
the account, and send a quote to the agent. This
part of the job is rewarding and why I love coming
to work every day. A sale is like a game of poker;
it’s all about being able to read the person on the
other side of the table. Relationship building is defi-
nitely the key to business-to-business selling.

Get to know your client; they are looking for
something that separates you from the competition.

PROFILE

“Relationship building is definitely the key to business-to-
business selling.”

Jeffrey P. Lynn
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In a lot of competitive industries, your ability to sell yourself is what closes the
deal. The smallest details of an event sometimes can matter a great deal to your
customer. Whether it is bringing coffee and donuts into their office, or just simply
making a random phone call to say hello, agents remember if you go beyond
what you are required to do. The more an agent knows that you are there not
only to service an account, but also to build a strong relationship, the better your
chances are of securing repeat business from them.

I have found that setting goals for yourself is key not only in your personal life,
but in the business world as well. Once these goals have been established, the
next step is planning how to accomplish these goals. For example, my short-term
goals for this past year included 100 percent retention on my renewal accounts,
quoting at least 30 days before my accounts’ effective dates, strengthening my
relationships with my agents, and on a personal level, taking the appropriate
exams to further my career. As my career continues to evolve, I will undoubtedly
have many obstacles to overcome and many challenges to face. With my basic
philosophy of “building relationships,” hopefully I will continue to produce
results and be successful.

See our Web site at http://www.thehartford.com.

WHY LEARN ABOUT PERSONAL SELLING? •
What’s the first thing that pops into your mind when you hear the phrase: “per-
sonal selling”? Do you conjure up images of fast-talking, nonlistening, pushy
guys who won’t take “no” for an answer? Does the cartoon in Exhibit 1.1 res-
onate with your idea of a seller? Maybe your definition would be something like
this: “Personal selling is the craft of persuading people to buy what they do not
want and do not need for more than it is worth.”1

If that’s what you think selling is, then please read and study this book care-
fully. You’re going to learn things about selling that you never knew before. Let’s
start with a more accurate definition of a professional salesperson, which is quite
different from the one just mentioned. Personal selling is a person-to-person busi-
ness activity in which a salesperson uncovers and satisfies the needs of a buyer to
the mutual, long-term benefit of both parties. This definition stresses that selling
is more than making a sale and getting an order. Selling involves helping cus-
tomers identify problems, offering information about potential solutions, and
providing after-the-sale service to ensure long-term satisfaction. The phrase often
used to describe this is customer-centric, which means making the customer the
very center of everything that the selling firm does.2 Quite a bit different from the
image of the seller in the cartoon, isn’t it?

The days of salespeople carrying briefcases overstuffed with brochures and
knocking on every door they can find to drum up interest in their companies’
products are waning. Now firms compete in global markets, using sophisticated
communication, transportation, and management information systems. More
customers are demanding 24/7 service (which means they expect a selling firm to
be available for them 24 hours a day, seven days a week). Today’s professional
salespeople coordinate the resources of their companies to help customers solve
problems. They use e-mail, faxes, and videoconferencing to communicate with
customers and support staff around the world; download information from their
firms’ data warehouses into laptop computers so they can know more about their
prospects and customers; and develop client-specific multimedia presentations to
illustrate the benefits of their firms’ products and services. In all of this, the seller’s

4 Part 1 The Field of Selling
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Chapter 1 Selling and Salespeople 5

goal is to add value, which is the total benefit that the seller’s products and ser-
vices provide to the buyer. When describing this to prospects, the seller often
refers to this collection of benefits as the value proposition. A recent study found
that 70 percent of Fortune 1,000 firms are “distinguishing customers by value
and allocating marketing budgets based on that unique value.”3

This text discusses personal selling as a business activity undertaken by salespeo-
ple. But keep in mind that the principles of selling are useful to everyone, not just
people with the title of salesperson. Developing mutually beneficial, long-term rela-
tionships is vital to all of us. Thus the principles discussed in this book will be useful
even if you never plan to work as a salesperson. Let’s look at some examples.

As a college student, you might use selling techniques when asking another
student to go out on a date or to ask a professor to let you enroll in a course that
is closed out. When you near graduation, you will certainly confront a very
important sales job: selling yourself to an employer.

To get a job after graduation, you will go through the same steps used in the
sales process (discussed in Part 3, Chapters 7 through 14). First you will identify
some potential employers (customers). On the basis of an analysis of each
employer’s needs, you will develop a presentation to demonstrate your ability to
satisfy their needs. During the interview you will listen to what the recruiter says,
ask and answer questions, and perhaps alter your presentation based on the new
information you receive during the interview. At some point you might negotiate

Exhibit 1.1
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with the employer over starting salary. Eventually you will try to secure a com-
mitment from the employer to hire you. This process is selling at a very personal
level. Chapter 17 reviews the steps you need to undertake to get a sales job.

People in business use selling principles all the time. Engineers convince man-
agers to support their R&D projects; industrial relations executives use selling
approaches when negotiating with unions; and aspiring management trainees sell
themselves to associates, superiors, and subordinates to get raises and promotions.

But it’s not just businesspeople who practice the art of selling. Presidents
encourage politicians in Congress to support certain programs; charities solicit
contributions and volunteers to run organizations; scientists try to convince foun-
dations and government agencies to fund research; and doctors try to get their
patients to adopt healthier lifestyles. People skilled at influencing others and
developing long-term relationships are usually leaders in our society.4

THE ROLE OF SALESPEOPLE IN BUSINESS •
Firms exist only when their products and services are sold. The various options
that firms have to sell their products are called go-to-market strategies. Strategies
include selling through the Internet, field sales representatives, business partners,
value added resellers, manufacturer agents, franchises, telemarketers, and others.5

Selling firms determine which strategy to use based on such factors as the esti-
mated value of the customer over the lifetime of the relationship, often called life-
time customer value.6 (Because this concept is so important, it will be more fully
discussed in Chapter 2.) Sometimes firms use several of these strategies at the same
time. For example, Motorola uses the Internet for very small customers, telemar-
keters for midsized customers, and a field sales force for large, important cus-
tomers. Using various strategies at the same time is called a multichannel strategy.

Even with changes in technology, salespeople are still one of the most important
elements in many go-to-market strategies.7 Organizations whose go-to-market
strategies rely heavily on salespeople are called sales-force intensive organizations.

Another way to view the role of salespeople in business is to realize that they
are one element in the firms’ marketing communications program, as Exhibit 1.2
indicates. Advertising uses impersonal mass media such as newspapers and TV to

6 Part 1 The Field of Selling
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Impersonal

Paid

Unpaid

Personal

Personal selling/e-mail

Word of mouth

Advertising/sales promotion

Publicity

Big Election Today

http://www.newsforyou.com

Web News!

Exhibit 1.2
Communication
Methods
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give information to customers. Sales promotions offer incentives to customers to
purchase products during a specific period. For example, Burger King offered
special prices and gifts when the movie A Series of Unfortunate Events was first
shown in theaters. Salespeople provide paid personal communication to cus-
tomers, whereas publicity is communication through significant unpaid presenta-
tions about the firm (usually a news story). Finally, communication also occurs at
no cost through word of mouth (communication among buyers about the selling
firm). 

Each of the communication methods in Exhibit 1.2 has strengths and weak-
nesses. For example, firms have more control when using paid versus unpaid
methods. However, because publicity and word of mouth are communicated by
independent sources, their information is usually perceived as more credible than
information in paid communication sources. When using advertising, Internet
sites, and sales promotions, companies can determine the message’s exact content
and the time of its delivery. They have less control over the communication deliv-
ered by salespeople and have very little control over the content or timing of pub-
licity and word-of-mouth communication. But personal selling offers the most
flexibility because salespeople can talk with each customer, discover the cus-
tomer’s specific needs, and develop unique presentations for that customer. Per-
sonal selling is the most costly method of communication. An average sales call
costs around $400, which can be 10,000 times more expensive than exposing a
customer to a newspaper, radio, or TV ad.8

Because each communication vehicle in Exhibit 1.2 has strengths and weak-
nesses, firms often use integrated marketing communications, which are commu-
nication programs that coordinate the use of various vehicles to maximize the
total impact of the program on customers.9

For example, when Stouffer’s introduced their new Spa Cuisine Classics, din-
ners that were inspired by chefs from wellness spas across the country, they used
integrated marketing communications. Salespeople called on supermarkets and
wholesale clubs. Advertising was created to generate awareness in consumers’
minds. Coupons were offered to consumers to create interest and spur more rapid
sales. Taste testings in stores were offered to build excitement and word of
mouth. Publicity was generated that focused on the dinners’ balance of great taste
combined with the nutrition of whole grains.

Many students think—incorrectly—that advertising is the most important part
of a firm’s promotion program. However, industrial companies place far more
emphasis on personal selling than on advertising. Even in consumer products
firms such as Lever Brothers, which spends more than $1 billion annually on
advertising, personal selling plays a critical role.

Students sometimes also have the mistaken notion that the growing world of
e-commerce is causing the demise of salespeople. Studies have shown, however,
that customers still want to interact with a salesperson and value their interac-
tions with salespeople.10 As you will learn as you read this book, salespeople add
value that the buyer can’t get by simply relying on e-commerce.

WHAT DO SALESPEOPLE DO? •
The activities of salespeople depend on the type of selling job they choose. The
responsibilities of salespeople selling financial services for General Electric differ
greatly from those of salespeople selling pharmaceuticals for Merck or paper
products for James River. Salespeople often have multiple roles, including client
relationship manager, account team manager, vendor and channel manager, and
information provider for their firms.

Chapter 1 Selling and Salespeople 7
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CL IENT RELAT IONSHIP  MANAGER
Sales jobs involve prospecting for new customers, making sales presentations,
demonstrating products, negotiating price and delivery terms, writing orders, and
increasing sales to existing customers. Selling Scenario 1.1 provides an example of
some of these activities. But these sales-generating activities (discussed in Chapters
7 through 14) are only part of the job. As Exhibit 1.3 indicates, salespeople spend
less than 35 percent of their time on-site in a face-to-face meeting with customers

8 Part 1 The Field of Selling
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SELLING Scenario 1.1

SELLING IS MUCH MORE THAN PUSHING A PRODUCT OR SERVICE

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 I differentiate
myself from the myriad of so-called promotional agencies.
The primary way is the process of needs discovery and
presentation of options. My industry, sometimes referred to
as ‘the trash-n-trinkets industry,’ is very heavily laden with
catalogs and literature. Most companies simply send out
thousands of catalogs, wait for the phone to ring, be the
cheapest they can be, and try to handle the order as cost-
effectively as possible.” That’s not Matt’s method, though.

“When a client has a project coming up, I do not arm
myself with catalogs for that first meeting. I arm myself
with questions: Who is the target audience? What is the
message? How do you want them to feel? What do you
want them to do? How important are they to your overall

success? What is the scope, time frame, and estimated
budget?”

For example, Target, a major national retailer, wanted to
appropriately show thanks to employees (from part-timers
to executives all over the country) for the time they volun-
teered on various Habitat for Humanity projects. By discov-
ering their needs, Matt determined that Target’s original
idea would not convey the message thoroughly. He
returned with several options and presented them to Target
from the viewpoint of the intended recipients. The ensuing
promotion was declared a success on all levels. In fact, the
promotion was received so well that it is still evident today.

Selling is an important blend of finding out what the cus-
tomer really needs and then providing a solution to that
need. In the long run, it’s the only way to do business.

Source: Matt Haberle, personal correspondence; used
with permission.

How
salespeople spend

their time each
week

Other
selling
contacts
(22%)

On-site
contacts
(33%)

Travel time
(15–20%)

Administrative
tasks
(10–20%)

Nonselling time

Selling time

Servicing the
account
(10–20%)

Exhibit 1.3
How Salespeople Spend
Their Time Each Week
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and prospects. It is interesting to note that for
world-class firms, that percentage rises to 40 per-
cent, while for poorly performing firms, the percent-
age drops to just 20 percent.11 The rest of
salespeople’s time is spent in meetings, working with
support people in their companies (internal selling),
traveling, waiting for a sales interview, doing paper-
work, and servicing customers.

Rather than buying from the lowest-cost suppli-
ers, many buyers now are building competitive
advantages by developing and maintaining close,
cooperative relationships with a select set of suppli-
ers. Salespeople play a key role in the development,
growth, and maintenance of these long-term

buyer–seller relationships. As relationship managers, salespeople are responsible
for identifying opportunities that create value for customers.

The salesperson’s job does not end when the customer places an order. Sales
representatives must make sure customers get the benefits they expect from the
product. Thus salespeople work with other company employees to ensure that
deliveries are made on time, equipment is properly installed, operators are
trained to use the equipment, and questions or complaints are resolved quickly.
Chapter 14 will provide more insights on developing relationships through cus-
tomer services.

Making sales and servicing customers can be very challenging in less developed
countries where many customers are difficult to reach. For example, some food
companies have an extensive distribution system to reach customers in isolated
mountain and jungle villages. Salespeople drive specially equipped vans to make
weekly calls on these remote villages and often sleep in their vans or in customers’
stores. Salespeople reach villages in some lake regions by canoe and ride donkeys
into some mountain villages.

ACCOUNT TEAM MANAGER
Salespeople also coordinate the activities within their firms to solve customer
problems. In fact, many sales situations call for team selling. For example, Dick
Holder, president of Reynolds Metal Company, spent five years “selling’’ Camp-
bell Soup Company on using aluminum cans for its tomato juice products. He
coordinated a team of graphic designers, marketing people, and engineers to edu-
cate Campbell about a packaging material it had not used before. 

To provide solutions and build relationships, salespeople need to thoroughly
understand the operations of all areas in their firm. Tom Wolven, regional presi-
dent for Ailing & Cory, a paper supplier, says that his salespeople are effective
because they really understand all aspects of their firm—from shipping systems to
finances to credit. Because of this knowledge, their salespeople know where to go
to get things done. Approaches for improving efficiency in performing these non-
selling activities are discussed in Chapter 16.

VENDOR AND CHANNEL MANAGER
Sometimes it is necessary to interact with other partners and vendors to meet a
customer’s needs. Salespeople are often the key managers of these many relation-
ships to ensure that the customers’ needs are fully met. For example, if a customer
buys a new jet from Boeing Business Jets, with features that will be added by a
third party vendor, the salesperson will need to coordinate the efforts of the ven-

Chapter 1 Selling and Salespeople 9

FIRST PAGES
wei36905_ch01.qxd  7/15/05  1:19 PM  Page 9



dor with Boeing. As another example, pharmaceutical salespeople must coordi-
nate the activities of the channel with regard to prescription drugs. Such a sales-
person would make calls not only on a doctor, hoping that the doctor will
prescribe the drug, but also on pharmacists to make sure the drug will be avail-
able when the patient walks in with a prescription. 

Glenn Price, who sells life and disability insurance with Northwestern Mutual,
realizes the importance of working with channel partners. “Today, the financial
services industry is very complex, as are the needs of my clients. With hundreds of
insurance and equity products I must have an excellent understanding of my
clients’ needs so I can make the right recommendation with the right product. I
realize that in this complex world I live in I can’t be all things to all people. I can,
however, become a guru or a specialist in a couple of things and surround myself
with specialists in all the other areas to create a team of specialists. For areas out-
side of my expertise all I have to do is identify which specialists are needed and
bring them in. This approach allows me to operate at maximum efficiency while
providing the highest level of expertise and service to my clients. It’s also good
from a business perspective because each specialist is like a profit center with no
overhead. Whatever the specialist does for my clients I share in 50 percent of the
revenue. Successful salespeople are good at time management, and being a spe-
cialist has helped me improve this skill by leveraging my time so I can focus my
energy on what I do best.”12

INFORMATION PROVIDER TO THE IR  F IRM 
Salespeople are the eyes and ears of the company in the marketplace. For exam-
ple, when Bob Meyer, a salesperson at Ballard Medical Products, was demon-
strating a medical device, a surgeon commented that he could not tell whether the
device was working properly because the tube was opaque. Meyer relayed this
information to the vice president of engineering, and the product was redesigned,
substituting a clear tube for the opaque tube. Meyer also learns a lot about cus-
tomer needs when he conducts training sessions for the nurses in hospitals that
use Ballard devices. This information provides valuable input to distribution,
pricing, and advertising decisions for Ballard’s present product lines.

As another example, at Flexatard, a manufacturer of fitness bodywear, sales-
people relay customer reactions to changing fashions, new styles introduced by
competitors, and approaches the company is considering to satisfy activewear
users’ needs. Salespeople know what the trends are and what new ideas will cap-
ture the imaginations of their customers.

To truly have effective impact on their organization, salespeople need to be
skillful at disseminating the knowledge they have
acquired from customers to other people in their
companies. In their reporting activities, salespeople
provide information to their firms about expenses,
calls made, future calls scheduled, sales forecasts,
competitor activities, business conditions, and
unsatisfied customer needs. Much of this informa-
tion is now transmitted electronically to the com-
pany, its salespeople, and its customers. For
example, each night salespeople at Curtin Mathe-
son Scientific, a distributor of clinical and labora-
tory supplies in Baton Rouge, Louisiana, enter call
report information and download all the ordering
and shipping information for their customers from

10 Part 1 The Field of Selling
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the company mainframe to their laptop computers. Chapter 16 discusses the rela-
tionship between salespeople and their companies in great detail.

TYPES OF SALESPEOPLE •
Almost everyone is familiar with people who sell products and services to con-
sumers in retail outlets. Behind these retail salespeople is an army of salespeople
working for commercial firms. Consider a DVD player you might purchase in a
store. To make the DVD player, the manufacturer bought processed material,
such as plastic and electronic components, from various salespeople. In addition,
it purchased capital equipment from other salespeople to mold the plastic, assem-
ble the components, and test the player. Finally, the DVD player manufacturer
bought services such as an employment agency to hire people and an accounting
firm to audit the company’s financial statements. The manufacturer’s salespeople
then sold the players to a wholesaler. The wholesaler purchased transportation
services and warehouse space from other salespeople. Then the wholesaler’s sales-
people sold the players to a retailer.

SELL ING AND DISTR IBUT ION CHANNELS
As the DVD player example shows, salespeople work for different types of firms
and call on different types of customers. These differences in sales positions come
from the many roles salespeople play in a firm’s distribution channel. A distribu-
tion channel is a set of people and organizations responsible for the flow of prod-
ucts and services from the producer to the ultimate user. Exhibit 1.4 shows the
principal types of distribution channels used for business-to-business and con-
sumer products and the varied roles salespeople play.

Business-to-Business Channels
The two main channels for producers and providers of business-to-business, or
industrial, products and services are (1) direct sales to a business customer and
(2) sales through distributors. In the direct channel, salespeople working for the
manufacturer call directly on other manufacturers. For example, Nucor salespeo-
ple sell steel directly to automobile manufacturers, Dow Chemical salespeople sell
plastics directly to toy manufacturers, and Nielsen salespeople sell marketing
research services directly to business customers.

In the distributor channel the manufacturer employs salespeople to sell to dis-
tributors. These salespeople are referred to as trade salespeople because they sell
to firms that resell the products rather than using them within the firm. Distribu-
tor salespeople sell products made by a number of manufacturers to businesses.
For example, some Intel salespeople sell microprocessors to distributors such as
Arrow Electronics, and Arrow salespeople then resell the microprocessors and
other electronic components to customers such as HP. 

Many firms use more than one channel of distribution and thus employ several
types of salespeople. For example, Motorola and Dow Chemical have trade sales-
people who call on distributors as well as direct salespeople who call on large
companies.

In the second business-to-business channel (see Exhibit 1.4), a missionary
salesperson is employed. Missionary salespeople work for a manufacturer and
promote the manufacturer’s products to other firms. However, those firms buy
the products from distributors or other manufacturers, not directly from the
salesperson’s firm. For example, sales representatives at Driltech, a manufacturer
of mining equipment, call on mine owners to promote their products. The mines,

Chapter 1 Selling and Salespeople 11
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however, place orders for drills with the local Driltech distributor rather than
with Driltech directly. Normally missionary and local distributor salespeople
work together to build relationships with customers.

Frequently missionary salespeople call on people who influence a buying deci-
sion but do not actually place the order. For example, Du Pont sales representa-
tives call on Liz Claiborne and other clothing designers to encourage them to
design garments made with Teflon, and Merck sales representatives call on physi-
cians to encourage them to prescribe Merck pharmaceutical products.

12 Part 1 The Field of Selling
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Consumer Channels
The remaining channels shown in Exhibit 1.4 are used by producers and
providers of consumer products and services. The third channel shows a firm,
such as State Farm Insurance, whose salespeople sell insurance directly to con-
sumers. The fourth and fifth channels show manufacturers that employ trade
salespeople to sell to either retailers or distributors. For example, Revlon uses the
fourth channel when its salespeople sell directly to Wal-Mart. However, Revlon
uses the fifth channel to sell to small, owner-operated stores through distributors.

Some of the salespeople shown in Exhibit 1.4 may be manufacturers’ agents.
Manufacturers’ agents are independent businesspeople who are paid a commis-
sion by a manufacturer for all products or services sold. Unlike distributors and
retailers, agents never own the products. They simply perform the selling activi-
ties and then transmit the orders to the manufacturers.

DESCRIB ING SALES JOBS
Descriptions of sales jobs focus on six factors:

1. The stage of the buyer–seller relationship.

2. The salesperson’s role.

3. Importance of the customer’s purchase decision. 

4. Location of salesperson–customer contact.

5. The nature of the offering sold by the salesperson.

6. The salesperson’s role in securing customer commitment.

Stage of Buyer–Seller Relationship: New or Continuing
Some sales jobs emphasize finding and selling to new customers. Selling to
prospects requires different skills than selling to existing customers. To convince
prospects to purchase a product they have never used before, salespeople need to
be especially self-confident and be able to deal with the inevitable rejections that
occur when making initial contacts. On the other hand, salespeople responsible
for existing customers place more emphasis on building relationships and servicing
customers. For example, Lou Pritchett of Procter & Gamble, in a continuing rela-
tionship with Wal-Mart, increased sales to Wal-Mart from $400 million a year to
over $6 billion a year by being creative and building partnerships.13 And the more
important the buyer, the larger the group of sellers engaged in selling to that buyer.
Hormel has a team of 50 who sell to Wal-Mart in Bentonville, Arkansas.

Salesperson’s Role: Taking Orders or Creating New Solutions
Some sales jobs focus primarily on taking orders. For example, most Frito-Lay
salespeople go to grocery stores, check the stock, and prepare an order for the
store manager to sign. However, some Frito-Lay salespeople sell only to buyers in
the headquarters of supermarket chains. Headquarters selling requires a much
higher level of skill and creativity to do the job effectively. These salespeople
work with buyers to develop new systems and methods to increase the retailer’s
sales and profits.

Importance of the Purchase to the Customer
Consumers and businesses make many purchase decisions each year. Some deci-
sions are important to them, such as purchasing a building or a business tele-
phone system. Others are less crucial, such as buying candy or cleaning supplies.

Sales jobs involving important decisions for customers differ greatly from sales
jobs involving minor decisions. Consider the company that needs a computer-
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controlled drill press. Buying the drill press is a big decision.
The drill press sales representative needs to be knowledgeable
about the customer’s needs and the features of drill presses.
The salesperson will have to interact with a number of people
involved in the purchase decision.

Location of Salesperson–Customer Contact: 
Field or Inside Sales
Field salespeople spend considerable time in the customer’s
place of business, communicating with the customer face-to-
face. Inside salespeople work at their employer’s location and
typically communicate with customers by telephone or letter.

Field selling typically is more demanding than inside selling
because the former entails more intense interactions with cus-
tomers. Field salespeople are more involved in problem solving

with customers, whereas inside salespeople often respond to customer-initiated
requests.

The Nature of the Offering Sold by the Salesperson: Products or Services
The type of benefits provided by products and services affects the nature of the
sales job. Products such as chemicals and trucks typically have tangible benefits:
Customers can objectively measure a chemical’s purity and a truck’s payload. The
benefits of services, such as business insurance or investment opportunities, are
more intangible: Customers cannot easily see how the insurance company han-
dles claims or objectively measure the riskiness of an investment.

Intangible benefits are harder to sell than tangible benefits because it is difficult
to demonstrate intangible benefits to customers. It is much easier to show a cus-
tomer the payload of a truck than the benefits of carrying insurance.

Salesperson’s Role in Securing Customer Commitment: Information 
or Placing an Order
Sales jobs differ by the types of commitments sought and the manner in which
they are obtained. For example, the Du Pont missionary salesperson might
encourage a clothing designer to use Du Pont Teflon fibers. The salesperson might
ask the designer to consider using the fiber but does not undertake the more diffi-
cult task of asking the designer to place an order. If the designer decides to use
Teflon fabric in a dress, the order for nylon will be secured by the salesperson
calling on a company that makes the fabric.

14 Part 1 The Field of Selling
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thinking it through
How do you think the greater use of technology—laptop computers and communicat-
ing over the Internet—will affect the different types of sales jobs? Will some types of
sales jobs decline in importance? Why?

THE SALES JOBS CONTINUUM
Exhibit 1.5 uses the factors just discussed to illustrate the continuum of sales jobs
in terms of creativity. Sales jobs described by the responses in the far right column
require salespeople to go into the field and call on new customers who make
important buying decisions. These selling assignments emphasize selling to new
customers rather than building relations with old customers, promoting products
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or services with intangible benefits, and/or gaining commitments from customers.
These types of sales jobs require the most creativity and skill and, consequently,
offer the highest pay.

The next section examines the responsibilities of specific types of salespeople
in more detail.

EXAMPLES OF SALES JOBS
Best Buy Retail Salesperson
Best Buy salespeople sell to customers who come into their stores. In many cases
the customers know what they want; the salesperson just rings up the sale. 
However, Best Buy, like most progressive retailers, is upgrading its salespeople
from order takers to relationship builders. The company is training salespeople to
understand and meet the specific needs of five types of customers: affluent profes-
sionals; active, young males; family men; busy suburban mothers, and small busi-
ness customers.14

Hershey Foods Salesperson
Hershey salespeople increase the sales of their firm’s chocolate and candy products
by influencing retailers and distributors to stock Hershey brands and then servic-
ing them. Most Hershey salespeople typically make regularly scheduled calls on
existing customers in an assigned territory and generally are not expected to find
new customers. Some of the responsibilities of a Hershey trade salesperson are

• Convincing retailers to buy and display all Hershey products in their stores.

• Making sure that retailers have enough stock displayed on shelves and stored
in the back room so that an out-of-stock condition will not arise.

• Counting stock and preparing orders for store managers if inventories are low.

• Checking to see that Hershey products are priced competitively.

• Trying to get Hershey products displayed on shelves where consumers can see
them easily.

• Encouraging managers to develop special displays for Hershey and helping to
build the displays.

• Convincing store managers to feature Hershey products in advertising and
place in-store ads and signs to promote the sale of Hershey products.

Abbott Labs Pharmaceutical Salesperson
Traditionally, salespeople working for pharmaceutical companies such as Abbott
have been classic examples of missionary salespeople. They provide information
on their products to physicians, surgeons, and other people licensed to provide
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Exhibit 1.5
Creativity Level of Sales
Jobs

Factors in Sales Jobs Lower Creativity Higher Creativity

1. Stage of the customer–firm relationship Existing customer New customer
2. The salesperson’s role Order taking Creating new solutions
3. Importance of the customer’s purchase Low High

decision
4. Location of salesperson–customer contact Inside company Field customer
5. Nature of the offering sold by the salesperson Products Services
6. Salesperson’s role in securing customer Limited role Significant role

commitment
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medical services in their territories. Typically they make about eight calls on doc-
tors each day, usually without an appointment.

The salespeople spend 2 to 15 minutes with doctors on each call. The presenta-
tions include accurate information about the symptoms for which a pharmaceutical
is effective, how effective it is, and the side effects that might occur. Doctors con-
sider these presentations an important source of information about new products.

However, the world of pharmaceutical selling is changing. With the growing
importance of cost reduction, many Abbott salespeople are calling on hospitals and
health maintenance organizations (HMOs). These Abbott salespeople are working
with customers to develop creative solutions for halting the rising cost of health care.

IBM Computer Servers Salesperson
Some of the most challenging sales jobs involve selling capital goods. IBM sells
world-class server technology that help businesses adapt to new conditions
quickly and easily.

IBM salespeople outline the benefits of a customized computer server configu-
ration for each department in the buyer’s company.

Because these capital equipment sales are made infrequently, IBM salespeople
often approach new customers. The selling task requires working with customers
who are making a major investment and are involved in an important buying
decision. Many people are involved in this sort of purchase decision. IBM sales-
people need to demonstrate both immediate, tangible benefits and future, intangi-
ble benefits to executives ranging from the chief information officer (CIO) to the
chief financial officer (CFO).

The next section reviews the skills required to be effective in the sales positions
just discussed.

CHARACTERISTICS OF SUCCESSFUL SALESPEOPLE •
For the last 100 years, books and articles discussing why some people are success-
ful in selling and others are not have flooded the market. After all of this research,
no one has identified the profile of the “perfect” salesperson because sales jobs
are so different. As the job descriptions in the preceding section show, the charac-
teristics and skills needed for success when selling for Hershey Foods differ from
those needed for success when selling for IBM.

In addition, each customer is unique. Some like to interact with aggressive
salespeople, whereas others are turned off by aggressive behavior. Some are all
business and want formal relationships with salespeople, whereas others look
forward to chatting with salespeople in an informal way. No magic selling for-
mula works in all sales jobs or with all customers.

Although no one personality profile exists for the ideal salesperson, successful
salespeople are hard workers and smart workers. They are highly motivated,
dependable, ethical, knowledgeable, good communicators, flexible, creative, con-
fident, and emotionally intelligent.

MOTIVAT ION
Most salespeople work in the field without direct supervision. Under these condi-
tions they may be tempted to get up late, take long lunch breaks, and stop work
early. But successful salespeople do not succumb to these temptations. They are
self-starters who do not need the fear inspired by a glaring supervisor to get them
going in the morning or to keep them working hard all day.15

Spending long hours on the job is not enough. Salespeople must use their time
efficiently. They need to maximize the time spent in contacting customers and
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minimize the time spent in traveling and waiting for customers. To do their job
effectively, salespeople must organize and plan their work (a subject discussed in
more detail in Chapter 15).

Finally, successful salespeople are motivated to learn. They must continually
work at improving their skills by analyzing their past performance and using
their mistakes as learning opportunities.

DEPENDABI L I TY  AND TRUSTWORTHINESS
In some types of selling, such as used-car sales, the salesperson rarely deals with
the same customer twice. However, this book focuses on business-to-business
selling situations in which the customer and salesperson often have a continuing
relationship. Such salespeople are interested not just in what the customers will
buy this time but also in getting orders in the years to come.

Customers develop long-term relationships only with salespeople who are
dependable and trustworthy. When salespeople say the equipment will perform in
a certain way, they had better make sure the equipment performs that way! If it
doesn’t, the customer will not rely on them again. Chapter 2 discusses the various
types of relationships that buyers desire, and describes how salespeople can
develop long-term relationships with customers.

ETHICAL  SALES BEHAVIOR
Honesty and integrity are important components of dependability. Over the long
run, customers will find out who can be trusted and who cannot. Good ethics are
good business. Ethical sales behavior is such an important topic that Chapter 3 is
devoted to it. Building Partnerships 1.1 discusses the importance of integrity in
the life of one successful salesperson.
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BUILDING Partnerships 1.1

This story starts back when I 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. I
hate to admit it, but before Hospira, I couldn’t even
define the word integrity.

Now it means the difference between landing a big sale
and being content with the small ones. When I started my
sales calls, one of my accounts opened up a perfect
opportunity for me to trash the competition. As I sat there
in the buyer’s office, I thought about many things I could
say to really cut the competition. But then I thought back
to my interview with Hospira and also what I had been
taught after getting hired. Integrity is the only way. 

I decided to take the high road and not trash the competi-
tion. Instead, I brought the conversation back to what Hos-

pira could offer the buyer. I kept the concept of integrity at
the front of my mind as I continued to deal with this buyer
over the next several weeks. I made sure to follow through
completely with everything I had promised. I was com-
pletely honest, like the time when I made a mistake by mis-
quoting a price. The result? I landed the biggest sale of my
life with this customer. I owe it all to integrity.

Integrity means to me following through on promises, tak-
ing personal responsibility for mistakes, being totally hon-
est, and being modest. It also means treating everyone at
the buyer’s firm with respect and courtesy, through such
actions as sending thank you cards to everyone involved,
even the smallest person on the totem pole. Integrity is the
key to success.

Source: Chad R. Stinchfield, salesperson at Hospira Worldwide; used
by permission. 

INTEGRITY: IS THERE ANY OTHER WAY?
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CUSTOMER AND PRODUCT KNOWLEDGE
Effective salespeople need to know how businesses make purchase decisions and
how individuals evaluate product alternatives. In addition, effective salespeople
need product knowledge—how their products work and how the products’ fea-
tures are related to the benefits customers are seeking. Chapter 4 reviews the buy-
ing process, and Chapter 6 discusses product knowledge.

COMMUNICAT ION SK I L LS
The key to building strong long-term relationships is to be responsive to a cus-
tomer’s needs. To do that, the salesperson needs to be a good communicator. But
talking is not enough; the salesperson must also listen to what the customer says,
ask questions that uncover problems and needs, and pay attention to the
responses.

To compete in world markets, salespeople need to learn how to communicate
in international markets. For example, business is conducted differently in
Europe than in the United States. In the United States business transactions gener-
ally proceed at a rapid pace, whereas Europeans take more time reaching deci-
sions. European customers place more emphasis on the rapport developed with a
salesperson, whereas U.S. firms look more at the size and reputation of the sales-
person’s company. Because Europeans want to do business with salespeople they
like and trust, the latter devote a lot of time to building close personal relation-
ships with customers. Chapter 5 is devoted to developing communication skills,
with considerable emphasis on communicating in other cultures.

FLEX IB I L I TY
The successful salesperson realizes that the same sales approach does not work
with all customers; it must be adapted to each selling situation. The salesperson
must be sensitive to what is happening and flexible enough to make those adapta-
tions during the sales presentation.

As mentioned earlier in this chapter, personal selling is the most costly market-
ing communication vehicle. Why do companies spend money on personal selling
when it is so expensive? The higher cost is justified by its greater effectiveness.
Personal selling works better than any other communication vehicle because
salespeople are able to develop a unique message for each customer. Salespeople
can do “market research’’ on each customer by asking questions and listening
carefully. They then use this information to develop and deliver a sales presenta-
tion tailored to the needs and beliefs of each customer. In addition, salespeople
can observe verbal and nonverbal behaviors (body language) in their customers
and, in response, adjust their presentation. If the customer is uninterested in the
contents of the presentation or turned off by the salesperson’s style, the salesper-
son can make changes quickly.

In contrast, advertising messages are tailored to the typical customer in a seg-
ment and thus are not ideally suited to many of the customers who may see the
ad. Advertisers are also limited in how fast they can make adjustments. Salespeo-
ple can adjust on the spot, but it may take months to determine that an advertise-
ment is not working and then to develop a new one.

Only personal selling provides the opportunity to be truly real-time adaptive in
making presentations. Consequently, selling effectiveness hinges on the salesper-
son’s ability to practice adaptive selling and exploit this unique opportunity.
Adaptive selling is treated in detail in Chapter 6.
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CREAT IV ITY
Successful salespeople use their creative juices to build bridges to their customers,
gain long-term commitments, and effectively manage relationships.16 Creativity is
the trait of having imagination and inventiveness and using it to come up with
new solutions and ideas. Sometimes it takes creativity to get an appointment with
a prospect. It may take creativity to develop a long-remembered presentation in
the buyer’s mind. Or it takes creativity to solve a sticky installation problem after
the product is sold.

Some people don’t see themselves as creative because they’ve been told by fam-
ily, friends, or teachers that they’re not creative. Others refuse to allow their nat-
ural creativity to flow, due to fears of being laughed at or fears of having the idea
fail. Still other salespeople come up with creative ideas, but fail to act on them.17

We can probably all improve our creative genius. 

CONFIDENCE
Successful salespeople tend to be confident about themselves, their company, and
their products. They believe that their efforts will lead to success. Don’t confuse
confidence, however, with wishful thinking. According to research, truly confi-
dent people are willing to work hard to achieve their goals. They are open to crit-
icism, seek advice from others, and learn from their mistakes. They expect good
things to happen, but they take personal responsibility for their fate. People who
lack confidence, according to these same studies, are not honest about their own
limits, react defensively when criticized, and set unrealistic goals.18

EMOTIONAL INTELL IGENCE
Salespeople span the boundary between their companies and the companies’ cus-
tomers. At times the objectives of the company can differ from those of the cus-

tomers. The company wants the salesperson to make profits, and the
customer wants to buy a product that meets his or her needs at the
lowest price. Dealing with these conflicting objectives can be very
stressful for salespeople.

To cope with conflicting company and customer objectives, rude
customers, and indifferent support staff members, effective selling
requires a high degree of emotional intelligence.19 Emotional intelli-
gence is the ability to effectively understand and use one’s own emo-
tions and the emotions of people with whom one interacts. Emotional
intelligence has four aspects: (1) knowing one’s own feelings and
emotions as they are experienced, (2) controlling one’s emotions to

avoid acting impulsively, (3) recognizing customers’ emotions (called empathy),
and (4) using one’s emotions to interact effectively with customers.20 We discuss
aspects of emotional intelligence as they relate to adaptive selling and effective ver-
bal and nonverbal intelligence in Chapters 5 and 6. Sales Technology 1.1 tells how
you can improve your emotional intelligence by using technology.21
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thinking it through Which of the characteristics listed in this section are needed to be an effective teacher,
engineer, banker, or actor?
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SALES Technology 1.1

HOW CAN YOU BUILD YOUR EMOTIONAL INTELLIGENCE? 
BY USING TECHNOLOGY, OF COURSE

Identifying strengths and weaknesses is a critical first step
in improving emotional intelligence. TalentSmart offers an
online Emotional Intellligence Appraisal(tm) to do just that.
The company also encourages your peers to evaluate you
because chances are they are better judges than you are.

Okay, now you know where you stand. What’s next? A
number of tools are available. TalentSmart offers interest-
ing videos that include Hollywood movies, TV show clips,
and historical events to teach the topic. Of course, inter-
active training is usually called for, including videotaped
role playing. 

Salespeople can also engage in interactive Web-based
training. SkillSoft, a Web-based software company in
New Hampshire, and TalentSmart are two major vendors
of such services. For example, TalentSmart’s Emotional
Intelligence Appraisal—Team Edition(tm) allows an entire
group to be appraised and then delivers a customized
six-month e-learning course that the entire team works
through.

Sources: www.skillsoft.com, www.talentsmart.com.

Exhibit 1.6
Employment in Sales
Positions

Type of Sales Job Number Employed

Retail salespeople 4,100,000
Manufacturers’ and wholesale sales representatives 1,900,000
Insurance sales agents 381,000
Securities, commodities, and financial sales agents 300,000
Real estate agents 308,000
Real estate brokers 99,000
Sales engineers 82,000
Total number of salespeople 7,170,000

Source: Occupational Outlook Handbook, 2004–2005 edition, U.S. Department of Labor, Bureau of
Labor Statistics.

ARE SALESPEOPLE  BORN OR MADE?
On the basis of the preceding discussion, you can see that the skills required to be
a successful salesperson can be learned. People can learn to work hard, plan their
time, and adapt their sales approach to their customers’ needs. Research has
shown that innate characteristics such as personality traits, gender, and height are
largely unrelated to sales performance. In fact, companies show their faith in
their ability to teach sales skills by spending billions of dollars each year on train-
ing programs. The next section discusses the rewards you can realize if you
develop the skills required for sales success.

REWARDS IN SELLING •
Personal selling offers interesting and rewarding career opportunities. More than
7 million people in the United States currently work in sales positions, and the
number of sales positions is growing. 22 Exhibit 1.6 provides a breakdown of
employment by the type of sales job. Sales positions are challenging, exciting, and
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financially rewarding. They can provide the base for promotion to management
positions in a firm or for launching a new business.

INDEPENDENCE AND RESPONSIBILITY
Many people do not want to spend long hours behind a desk, doing the same
thing every day. They prefer to be outside, moving around, meeting people, and
working on various problems. Selling ideally suits people with these interests.
The typical salesperson interacts with dozens of people daily. Most of these con-
tacts involve challenging new experiences.

Selling also offers unusual freedom and flexibility. It is not a nine-to-five job.
Most salespeople decide how to spend their time; they do not have to report in.
They have the freedom to determine what they do during a day, to decide which
customers to call on and when to do paperwork. Long hours may be required on
some days, and other days may bring fewer demands.

Because of this freedom, salespeople are like independent entrepreneurs. They
have a territory to manage and few restrictions on how to do it. They are respon-
sible for the sales and profits the territory generates. Thus their success or failure
rests largely on their own skills and efforts.

F INANCIAL  REWARDS
Exhibit 1.7 shows the annual compensation for average and top sales performers.
As you can see, successful salespeople often earn more than $150,000 a year;
some earn more than $1 million. Occasionally the top salespeople in a firm will
even earn more than the sales executives, as the exhibit indicates.
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Exhibit 1.7
Average Annual
Compensation for
Salespeople and
Managers

Source: 2004 Salary Survey, Sales & Marketing Management, May 2004, p. 29.
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The financial rewards of selling depend on the level of skill and sophistication
needed to do the job. For example, salespeople who sell to businesses typically
are paid more than retail salespeople because the buying process in businesses is
more complex and difficult to manage. 

Exhibit 1.8 shows the average compensation for salespeople in various jobs.

MANAGEMENT OPPORTUNIT IES
Selling jobs provide a firm base for launching a business career. For example,
Mark Alvarez started his sales career in the Medical Systems Division at General
Electric (GE) selling diagnostic imaging equipment to hospitals in central Illinois.

Over the years he held positions in the firm that included dis-
trict and regional sales manager and product manager; at one
point he had responsibility for all Medical Systems Division
business in Latin America. Sixteen years later, he was in corpo-
rate marketing and was responsible for managing the relation-
ships between GE’s 39 divisions and key customers in the
southeastern United States. These include such accounts as
Federal Express, Disney, and Home Depot. Some of his busi-
nesses do more than $500 million worth of business with GE
annually. His entry-level job in selling provided great experi-
ence for his current assignment.

THE BUILDING PARTNERSHIPS MODEL •
This book is divided into four parts, as illustrated in Exhibit 1.9. Part 1 discusses
the partnering landscape—the field of selling. Topics include the nature, role, and
rewards of selling and what partnering really means.

The knowledge and skills needed for successful partnerships are covered in
Part 2. You will learn about the legal and ethical responsibilities of salespeople,
the buying process, the principles for communicating effectively, and methods for
adapting to the unique styles and needs of each customer.

22 Part 1 The Field of Selling
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Exhibit 1.8
Average Compensation
for Salespeople in
Various Positions

Sales Occupation Average Annual Compensation

Retail salespeople (clothing stores) $7.77 per hour
Retail salespeople (new and used car dealers) $18.25 per hour
Real estate agents $30,930
Real estate brokers $50,330
Insurance sales agents $40,750
Grocery and related products wholesale salespeople $41,840
Wholesale electronic markets salespeople $55,740
Machinery, equipment, and supplies salespeople $53,140

(technical products)
Drug merchant wholesale salespeople $57,890
Professional and commercial equipment wholesale $43,880

salespeople (nontechnical products)
Sales engineers $63,660
Security brokers and dealers $78,140

Note: These are just the averages. Some salespeople in these positions make much more than these
averages indicate.
Sources: Occupational Outlook Handbook, 2004–2005 edition, U.S. Department of Labor, Bureau of
Labor Statistics.
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In Part 3 you will explore the partnership development process and the activi-
ties needed for this to occur. After completing this section, you should have
enhanced skills and understanding about prospecting, planning, discovering
needs, using visual aids and conducting demonstrations effectively, responding to
objections, obtaining commitment, formally negotiating, and providing excellent
after-sale service.

Finally, Part 4 discusses the role of the salesperson as a manager. You’ll learn
how you can improve your effectiveness as a salesperson by managing your time
and territory and by managing the relationships within your own company. This
section also discusses ways to manage your career.
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1
The partnering
landscape4

The salesperson
as a manager

Building
Partnerships

2
Knowledge and
skills needed
for partnerships

3
The partnership
development
process

Exhibit 1.9
The Building Partnerships Model

SUMMARY You should study personal selling because we all use selling techniques. If you
want to work in business, you need to know about selling because salespeople
play a vital role in business activities. Finally, you might become a salesperson.
Selling jobs are inherently interesting because of the variety of people encoun-
tered and activities undertaken. In addition, selling offers opportunities for finan-
cial rewards and promotions.

Salespeople engage in a wide range of activities, including providing informa-
tion on products and services to customers and employees within their firms.
Most of us are not aware of many of these activities because the salespeople we
meet most frequently work in retail stores. However, the most exciting, reward-
ing, and challenging sales positions involve building partnerships: long-term,
win–win relationships with customers.

The specific duties and responsibilities of salespeople depend on the type of
selling position. However, most salespeople engage in various tasks in addition to
influencing customers. These tasks include managing customer relations, serving
as the account team manager for their firm, managing the relationships with ven-
dor and channel members, and providing information to their firm.

Sales jobs can be classified by the roles salespeople and their firms play in the
channel of distribution. The nature of the selling job is affected by whom sales-
people work for and whether they sell to manufacturers, distributors, or retailers.
Other factors affecting the nature of selling jobs are the customer’s relationship to
the salesperson’s firm, the salesperson’s duties, the importance of the buying deci-
sion to the customer, where the selling occurs, the tangibility of the benefits con-
sidered by the customer, and the degree to which the salesperson seeks a
commitment from customers.
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Research on the characteristics of effective salespeople indicates that many dif-
ferent personality types can be successful in sales. However, successful salespeo-
ple do share some common characteristics. They are highly motivated,
dependable, ethical, knowledgeable, good communicators, flexible, creative, con-
fident, and emotionally intelligent.

KEY TERMS

creativity 
customer-centric
distribution channel 
emotional intelligence 
field salespeople 
go-to-market strategies
inside salespeople 
integrated marketing communications
lifetime customer value
manufacturers’ agents 

missionary salespeople 
multichannel strategy
personal selling 
relationship marketing 
sales-force intensive organization
trade salespeople 
value
value proposition
24/7 service

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
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

aspect of your product. You’re pretty sure you
know the answer, but can’t guarantee it is totally
correct. However, you don’t want to look or
sound young or inexperienced, so you answer,
“Sure, our printer can be networked with a
Linux operating system.” What are the implica-
tions of answering when you are not certain of
the answer? Is there a better answer you could
have given this prospect? 

QUESTIONS AND PROBLEMS

1. There are many different go-to-market strate-
gies. For which of the following products/ser-
vices do you think a sales-force intensive
strategy would probably not be used? Why?
Make any assumptions needed and list your
assumptions in your answer. 
a. Promotional ink pens with the business

name and company logo on the side
b. Copiers and fax machines
c. Printer cartridges for desk-top printers
d. Heating system for a commercial building

2. Think of three people you know whom you
would identify as very confident. Make a grid
of the following traits and indicate whether
each of these people exhibits the trait:
a. Open to criticism.
b. Seeks advice from others.

c. Seem to learn from their mistakes.
d. Honest about his or her own limits.
e. Sets realistic goals.

3. Discuss the following myths about selling:
a. Salespeople do not serve a useful role in

society.
b. Salespeople are born, not made.
c. Selling is just a bag of tricks.
d. A salesperson should never take no for an

answer.
e. A good salesperson can sell anything to

anybody.
4. Betsy Tolan has been working as a bookkeeper

at her father’s business for two years since
graduating from college. She is considering
taking a selling job with a pharmaceutical
company. The job involves calling on doctors
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and explaining the benefits of the firm’s prod-
ucts. What are the similarities and differences
between her bookkeeper job and the selling job
she is considering?

5. Chad Feroz worked his way through college by
selling in a local department store. He has
done well on the job and is one of the top
salespeople in the appliances department. Last
week Makita offered him a job selling indus-
trial tools to retailers. Explain the differences
between selling in a department store and the
Makita sales job.

6. Poll at least five students who are not taking
your selling course (and who, better yet, are
outside the business school or program). What
are their opinions about salespeople? How
accurate are their opinions based on what
you’ve read in this chapter?

7. Think about what you want in your first job
out of college. Based on what you know so far
from this chapter, how well does selling match
your desires in a job?

8. According to the text, some sales jobs involve
taking orders instead of creating new solu-
tions. Why would anyone want a job that
involves only taking orders?

9. Would society benefit if new car companies
eliminated salespeople and sold new cars at a
lower price to the customer over the Internet?

10. Assume you are a sales manager and you need
to recruit someone for the following sales posi-

tions. For each position, list the qualities you
would want in the recruit:
a. Salesperson selling Internet access to small

businesses.
b. College textbook salesperson.
c. Used-car salesperson.
d. Salesperson selling janitorial services to a

county courthouse.
11. Assume you are selling office supplies. Rank

the following in terms of potential lifetime cus-
tomer value. Explain the reasons for your
ranking. Make any assumptions needed, and
list your assumptions in your answer. 
a. A five-year old company, employing two

people, that performs veterinary services
on-site at farms in the area. Farming is
mostly being replaced in the area by light
industry.

b. A new company that will employ approxi-
mately 50 people to administer insurance
programs for companies across the state.
The company handles all the claims forms
and write checks to health care providers
and insured people.

c. A 10-year old entertainment service com-
pany that employs 15 people. The company
provides music for local weddings, birth-
days, corporate events, and school dances.

CASE PROBLEMS S & T Cleaners is a well-established commercial dry cleaning company that has
been in business since 1976. The company is located in Atlanta, Georgia, with
annual sales of $750,000. 

The company provides same-day full services to over 50 major hotels and pri-
vate clubs in the area. Additionally, the company has a successful wholesale
cleaning business (offered to independent retail outlets); valet/delivery services to
office complexes and individual residences; and commercial drapery and linen
cleaning. S & T also does a small amount of retail dry cleaning for local residents
at its dry cleaning plant. 

S & T has a well-established customer base that has recurring service needs. Its
reputation in the community is excellent. However, there has been a severe
decline in its primary market (travel and lodging establishment) over the last
three years due to national economic conditions beyond its control. S & T is cur-
rently seeing indications of an improving marketplace and wants to actively pur-
sue new business. Its workforce is relatively stable and very productive.

In the past S & T has had only one salesperson. However, they would like to
add a new position to seek new business in the area.

S & T Cleaners

1.1case
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Questions
1. This chapter described sales jobs in terms of six factors (the stage of the

buyer–seller relationship, the salesperson’s role, the importance of the cus-
tomer’s purchase decision, the location of salesperson–customer contact, the
nature of the offering sold by the salesperson, and the salesperson’s role in
securing customer commitment). Based on what you know about the new
selling position at S & T, describe the position in terms of the six factors.

2. To what extent do you think this new selling position would require the sales-
person to be a client relationship manager? A vendor and channel manager?

26 Part 1 The Field of Selling
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Julie Artim

1.2case

Julie Artim is a junior at Del Ray Beach College. Yesterday she was talking to two
friends, Aaron Wick and Gary Johnson, at the cafeteria. Let’s pick up at one
point in their conversation . . .

AARON: My class in Modern Middle East is going to be so cool! 

JULIE: Really? What kind of stuff would you cover in a class like that?

AARON: We’re going to be looking at the Ottoman Empire and how things
have progressed to the present. I’ve heard that the prof usually does this
really big debate in the middle of the semester. I hear that it gets pretty
hairy. Shouting and that kind of stuff!

AARON: That does sound slick. So what’s your favorite course this semester,
Julie?

JULIE: I think it’s going to be selling. [Aaron laughs under his breath.] Well,
that’s what I want to do when I graduate, you know.

AARON: Why!? I mean, I’ve got friends who are selling right now without a
college education or anything. 

GARY: Yeah, and who wants to be a pushy salesman, anyway? I can’t stand
the guys who are always calling on the phone. No offense, of course, Julie.

AARON: [Laughing] Besides Julie, I’m not sure you’ve got enough of a poker
face to pull off a selling job. You’re too honest. I’ll never forget your telling
the cashier at the bookstore that she gave you back $5 too much in change!

GARY: I’ve got to agree with Aaron, Julie. You’re just too honest to be a seller.
And you’re too sharp. Let’s face it. You’ve got a lot of creativity. Just think
about that poster competition you won last year for the Health Services.
That was awesome! You need a job that can use your creativity, not stifle it.
Something like graphic design, like I’m in. That’s what I think you should
consider. You’d be a natural.

AARON: No, I’m not so sure about the graphic design idea, Julie. You don’t
seem like a computer jockey to me. But didn’t you say you wanted to have
a family some day? How are you going to pull that off when you’re on the
road all the time?

Questions
1. How would you reply to each statement by Gary and Aaron?
2. Why do Gary and Aaron have the perceptions they have? Are they at all accurate?
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ROLE PLAY 
At the end of each chapter, beginning just below this
paragraph, you’ll find a short role play exercise that
focuses on the product ACT!. ACT! is the leading contact
management software. Contact management software is
a form of software designed to help salespeople increase
their productivity by helping them keep track of the cus-
tomers they call. In addition to a calendar that tells them
when to call on an account, the software can track
account information concerning what has been bought,
when it was bought, the decision-making process, and
even personal information about each person in the
account. In addition, sales managers can generate reports
automatically when reps download information to the
company network. Reps don’t have to type up as many
reports as they would otherwise, such as sales forecasts
and call reports. Further, the system can tie into the com-
pany’s ordering system, which helps save the salesperson

paperwork time. You can learn more about ACT! from
their Web page: www.act.com.

Congratulations, you’ve just graduated from college!
Unfortunately, you focused so much on your studies that
you have not interviewed for any jobs. You moved back
home, but you keep in touch with the school’s Career Ser-
vices Center, where you saw a job posting for ACT!
Apparently it is some sort of software for salespeople.
You’ve not had any serious interviews, so you thought
you’d sign up. Today is your interview. Be yourself; inter-
view honestly as if you were truly talking with ACT! To
help you prepare for this role play of a job interview, you
may want to take some time to find out about ACT! by
visiting www.act.com for more information. 

To the instructor: Additional information needed to complete
the role play is available in the Instructor’s Manual.
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