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  PREFACE 

 If you just looked at copyright dates, you would realize 
that this book was originally published over 20 years 
ago, but, truthfully, the work has been going on much 
longer than that. We took some time to reflect on how 
the sales profession and this book have changed over 
the years, much of it driven by technology. For example, 
we used to have a chapter on sales letters and written 
proposals—you can still find remnants of that material if 
you look hard enough, but most of that is obsolete. Now, 
we spend time on selling by email, when the use of tex-
ting is appropriate, and the influence of social media. 
Still, we’ve remained faithful to the premises that caused 
us to write the first edition more than 20 years ago:  

   •   We don’t want to teach the history of selling—we want 
our students to know how it is done now and why.  

   •   Partnering skills are critical skills for all businesspeople.  

   •   Adaptive communication skills—probing, listening, 
and presentation—are important in all areas of life 
but especially for salespeople.  

   •   Students need to practice these skills through role 
playing.  

   •   Helping people make the right decisions is not only 
the most ethical sales strategy but also the most effec-
tive strategy for long-term success.   

 At the same time, we’ve recognized that several factors 
are changing the face of selling:  

   •   Increased use of multichannel go-to-market strategies, 
including inside sales.  

   •   Changing roles for both technology and salespeople.  

   •   Rapid economic change and the impact of the 
recession.  

   •   Changing trends in how organizations buy, specifi-
cally the increasing use of technology, self-service, 
and presale search.   

 As we’ve revised the text, faithful adopters will see that 
we’ve held to the principles that made this book unique 
when it was launched and kept it in a leadership posi-
tion. While others may have tried to copy role playing, 

partnering, or technology, none have truly captured the 
essence that makes this book the leading text. 

  WHAT’S NEW IN THE NINTH EDITION 

     •    Original examples  written specifically for this 
book, provided by current sales programs and sales-
people, many of whom took the class and used 
this book.  

   •   New chapter-opening  profiles —all chapters open 
with a real salesperson or sales manager’s perspec-
tive on the chapter. Each profile is new and original to 
this edition, and we’ve also integrated the profiles into 
each chapter as a running example to increase this 
feature’s functionality.  

   •   All new  “Building Partnerships” —boxed fea-
tures that provide more detailed examples of chap-
ter material and present chapter material in a slightly 
different light.  

   •   New  “Sales Technology” —boxed features in 
each chapter, many new to this edition, that illustrate 
how technology is used. The result is a much better 
understanding of what professionals are calling Sales 
3.0 or Sales in the Cloud (cloud computing). You’ll 
find many types of technology, including knowledge 
management technology, CRM technology, and even 
GPS technology used in routing sales calls.  

   •   All new  “From the Buyer’s Seat” —this feature 
was introduced in the last edition, and the feedback 
was overwhelmingly positive. Buyers, though, are no 
more stationary than salespeople, so we’ve created 
all new features for this edition, integrating the best of 
the last edition into the text.  

   •    Feature questions —embedded in the end-of-
chapter material are discussion questions that direct 
students back to the profiles, “Building Partnerships,” 
“From the Buyer’s Seat,” and “Sales Technology” fea-
tures so these features are read and used more fully.  

   •   New  Role Plays —we’ve written a new set of role 
plays featuring Stubbs and NetSuite. Stubbs is a 
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barbecue product line, and you can use this if you 
want to use simple role plays that span both trade sales 
and sales to users (institutions, restaurants, and so on). 
NetSuite is a hosted CRM application, and its Web 
site has role-based demonstrations so that students 
can learn what the product does for different people 
in the sales organization. This set of role plays can 
be a bit more complicated, but it also helps students 
understand what CRM software does for sales teams. 
At the end of most chapters, you will find a role play 
using NetSuite. Each set (Stubbs and NetSuite) have 
10 prospect scenarios (with two buyer information 
sheets each in the Instructor’s Manual) at the end of the 
book. If you would like to sell something different, Bob 
Erffmeyer has collaborated with Hormel to create a set 
of role plays that are available at www.sellingbuilding-
partnerships.com.  

   •   New  minicases —each chapter has a new or signifi-
cantly revised minicase as well as favorite minicases 
to choose from.     

  IMPORTANT FEATURES OF SELLING: 
BUILDING PARTNERSHIPS 
  Customer loyalty, customer lifetime value, the Challenger 
Model—all are influencing the way sales is done and 
taught. We believe that the partnering approach con-
tinues to be the best overall way to learn how to sell, 
particularly in the broader context of undergraduate edu-
cation. Several unique features place this book at the cut-
ting edge of sales technology and partnering research:  

   1.   A continued emphasis on the partnering process, with 
recognition that multiple sales models may be appro-
priate in a 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, and 
the partnering process fits the value-driven sales mod-
els currently in use in the field.  

   2.   A thorough description of the partnering and buying 
processes used by business firms and the changes 
occurring in these processes. A number of important 
trends affecting buyers, such as more rigorous online 
research and social media use, also affect sellers.  

   3.   A discussion of methods of internal and external part-
nering so that the value chain delivers the right value, 
in recognition of the salesperson’s role in relationship 
management and value creation. This emphasis also 
broadens the applicability of the course for students 
who may not be interested in a sales career.  

   4.   An emphasis throughout the text on the need for sales-
people to be flexible—to adapt their strategies to 
customer needs, buyer social styles, and relationship 
needs and strategies.  

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

   6.   An emphasis on the growing need for salespeople in 
organizations to carry the voice of the customer to all 
parts of the organization and beyond to suppliers and 
facilitators. This role is reflected in new product devel-
opment, supply chain management, and many other 
functions in a customer-centric organization.   

 These unique content emphases are presented in a highly 
readable format, supported by the following:  

   •    Ethics questions —at least two questions at the end 
of each chapter relate the chapter material to ethics.  

   •    Four-color exhibits and photographs  to sup-
port the examples highlighted in the book. Students 
find this book to be easy to read and use.  

•      “Thinking It Through” —these features embed dis-
cussion questions into the text itself; for this edition, 
we’ve also offered teaching suggestions to integrate 
this feature more fully. There are several of these fea-
tures in each chapter.  

   •    Minicases —two small cases are available at the end 
of each chapter. These are useful for in-class exercises 
or discussion or as homework. In this edition, you’ll 
find one new or revised mini-case in each chapter, but 
if you can’t find one from the eighth edition that you 
really like, check out  www.sellingbuildingpartners.com  
to get a copy you can hand out.  

   •    Ethics icon —because we’ve emphasized ethical 
partnering since the inception of this book, we high-
light the integration of ethics by noting any ethics dis-
cussion with an icon in the margin. You’ll find ethics 
discussed in every chapter.  

   •    Selling Yourself —a feature at the end of each 
chapter that we introduced in the previous edition that 
relates the material in the chapter to the student’s life 
 right now . It’s more than just the student’s job search 
process, however. Selling Yourself helps students 
see the connections between chapter material and 
all aspects of their lives, such as how a student can 
sell an organization to new members, working with 
apartment managers to resolve issues, interacting with 
friends and family members, how to add value as a 
group member in a class team project, and so forth.  

   •    Key terms —each key term defined in a chapter is listed 
at the end of the chapter, along with the page number on 

 Preface vii
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which the term is discussed. Key terms reflect current usage 
of sales jargon in the field, as well as academic terms.  

   •    Glossary —key terms are also defined in a glossary 
at the end of the book.     

  FOR FACULTY 
  Instructor’s manuals are available with any text, but the 
quality often varies. Because we teach the course to 
undergraduates and graduates, as well as presenting and 
participating in sales seminars in industry, we believe that 
we have created an Instructor’s Manual (available at the 
Online Learning Center,  www.mhhe.com/castleberry9e )  
 that can significantly assist the teacher. We’ve also asked 
instructors what they would like to see in a manual. Based 
on their feedback, we include suggested course outlines, 
chapter outlines, lecture suggestions, and answers to 
questions and cases. On that site, you’ll also find the 
slides, which are integrated into our teaching notes.  

   •    Slides  are available in PowerPoint, but given feed-
back from users (and our own experience), we’ve sim-
plified their presentation. They are easily adapted to 
your own needs, and you can add material as you 
see fit.  

   •   We also include many of the  in-class exercises  we 
have developed over the years. These have been sub-
jected 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 sell-
ing environment, and they need to do it in a way 
that is helpful.  Small group practice exercises, 
including role playing,  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 out-of-class time for teachers 
who want to save class time for full-length role plays.  

   •   The  Test Bank  has been carefully and completely 
rewritten. Questions are directly tied to the learning 
goals presented 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 questions are available so students can 
demonstrate their understanding of the key concepts 
by applying those selling principles.  

   •   The  Web site,   www.sellingbuildingpartnerships 
.com , is your Web site. This Web site is a place for 

faculty to share materials, as well as a place where it 
is easy for us to quickly bring you up-to-date materi-
als. Here you will find short slide decks (three to five 
slides) about current sales and sales management 
research that is template-free so you can integrate it 
into existing presentations as you see fit. You will also 
find new videos, presentation slide decks from other 
faculty and sales professionals, and other materials 
designed to support your teaching. Short cases from 
previous editions are also posted there if you would 
like to include these as essay questions on exams or 
in-class exercises. We hope you will also contribute to 
the site. Instructor materials are password-protected so 
students do not have access to them.  

   •    New chapters —at  www.sellingbuildingpartnerships
.com  you’ll find several new chapters that students can 
access, such as Writing Proposals, Account Manage-
ment, and others. We use these chapters ourselves 
in advanced selling classes, but you may find these 
necessary in your introductory sales course or in a 
sales management course. Students can access and 
download these chapters at no cost.     

  PARTNERING: FROM THE FIELD 
TO THE CLASSROOM 
  Faculty who use our book have reviewed it and offered 
suggestions, and we have taken their comments seriously. 
What is different is that sales executives and field sales-
people who are locked in the daily struggle of adapting 
to the new realities of selling also reviewed  Selling: Build-
ing Partnerships.  They have told us what the field is like 
now, where it is going, and what students must do to be 
prepared 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 prior to and during the revision process. And 
judging by their comments and suggestions, this book is 
effectively delivering the content. There are, however, 
several 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 con-
siderable time in the field in a variety of sales positions. We 
continue to spend time in the field engaging in personal sell-
ing ourselves, as well as observing and serving professional 
salespeople. We believe the book has benefited greatly 
because of such a never-ending development process.    
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  Walkthrough 
  Selling: Building 
 Part nerships  remains the 
most innovative textbook 
in the Selling course area 
today with its unique role 
plays and partnering skills 
which are critical skills 
for all business people. 
The authors emphasize 
throughout the text the 
need for salespeople to 
be flexible–to adapt their 
strategies to customer needs, 
buyer social styles, and 
relationship needs and 
strategies. This is followed 
by a complete discussion 
of how effective selling 
and career growth are 
achieved through planning 
and continual learning. 
The 9th edition has been 
updated to continue its 
relevance in the Selling 
market today just as it was 
twenty years ago. 

 The  chapter opening   profiles  in this edition are 
the product of strong selling partnerships. Faculty 
from around the country introduced Steve Castle-
berry and Jeff Tanner to their former students 
who had gone on to careers in sales. The results 
are exciting new profiles from sales profession-
als who were students with an earlier edition 
and understand the philosophy of this book. The 
profiles are also integrated into the chapter with 
additional examples involving the profiled sales-
person and end-of-chapter questions. Students 
can easily relate to these young professionals 
who have benefited from wonderful faculty and 
 Selling: Building Partnerships.        

  xv

  PROFILE 

clients: mortgage brokers, realtors, 
financial advisors, auto dealerships, 

bankers, employers, school districts, 
and alumni associations, to name a few. 

It is important that my referral partners 
know what a good prospect looks like to me so 
that the leads they send me are actually qualified 
referrals. 

 My networking group, Business Networking 
International (BNI), has given me the opportunity 
to give weekly educational moments to other pro-
fessionals in different industries, or, as I like to call 
them, my marketing team. When I first joined BNI, 
I expected—or hoped for—immediate results. I 
have since learned that building personal relation-
ships while becoming a trusted advisor to those 
around me is critical to building my network over 
time. After just a year, though, the partnerships I 
have made are a huge part of my weekly prospect-
ing. We meet once a week to share ideas, help grow 
each other’s businesses, and fill each other’s pipe-
lines with prospects. Then, we meet one to one to 
learn more about how we can work together for a 
mutually beneficial partnership. 

 To be a successful networker, make an effort to 
understand other people’s businesses and connect 
with them on a personal level. Always follow up 
and thank your networking contact for the leads 
they send you and, if you can, send them leads 
as well. 

 Visit our Web site at:
 www.libertymutual.com    

  PROFILE 

 “It is important that my referral partners 
know what a good prospect looks like to me 
so that the leads they send me are actually 
qualified referrals.” 

  Angela Bertero  
My name is Angela Bertero, 
and I graduated from 

Texas State University–San Marcos in 
2008. I earned my master’s in busi-
ness administration and bachelor 
of business administration in mar-
keting. While at Texas State Uni-
versity, I served as president of our 
national championship Students in 
Free Enterprise team and won quarter 
finalist at the National Collegiate Sales 
Competition, both of which were advised 
by Vicki West. Mrs. West introduced me to Lib-
erty Mutual Insurance, which is where I was hired 
as a licensed sales representative.

        Liberty Mutual offers a full line of high-quality 
insurance products and services. As the main 
contact for the company, it is my responsibility 
to develop and maintain client relationships 
as well as identify prospective customers and 
promote Liberty Mutual products. 

 While retention is key to a business’s suc-
cess, prospecting for new clients is crucial to 
growing my book of business. I have found 

success using the following methods of pros-
pecting: referrals from satisfied clients and 

business partners, networking, and cross-selling 
to current clients. Referrals are by far the most 

important source of prospects. 
 Successful prospecting isn’t about running around 

town and meeting everyone you can. It’s about iden-
tifying your target market and knowing how to 
communicate that to your existing customers and 
referral partners. To do this, I often review the ser-
vices I have provided for my clients and ask them if 
they know anyone in a similar situation that I may 
be able to help. I tell all of my clients that the great-
est compliment I can receive is a referral from them. 

 I also work closely with a variety of referral 
partners to fill my pipeline with prospective new 
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 Professional sales  ethics  have 
always been the hallmark of this 
text, and the new edition integrates 
ethics throughout each chapter, 
as well as in discussion questions 
devoted to this topic. Each chap-
ter has separate ethics discussion 
questions, some of which were sug-
gested by former students’ experi-
ences or current events.       

 Current and continued emphasis on 
 selling examples from China, India, 
Europe, and all around the globe reflects 
the reality of the global nature of selling.       

 Many technologies, including the 
sales cloud (or Sales 3.0 technology), 
pad computers, GPS, the Internet, 
and CRM software, have changed 
how salespeople operate. The ninth 
edition includes all new illustrations 
with its feature  “Sales Technology,”  
which discusses how selling and 
technology interact within the 
 context of each chapter.       

xvi

  ETHICS PROBLEMS  

   1.   Suppose you’re working at a trade show. You walk 
the floor of the show during one of your breaks, 
and you strike up a conversation with a sales rep 
from a competitor. She starts talking about their 
products and gives details on price breaks she 
offers to banks. She asks, “What kind of price 
deals do you give banks?” What would you say?  

   2.   Suppose a spotter not only tells you about a 
potential prospect but also provides you with 

confidential memos and e-mails, detailing 
the people involved and what the issues are. 
However, all the e-mails and notes are marked 
with statements that prohibit the information 
from being shared with anyone outside of the 
company. What will you do with that confi-
dential information that you’re not supposed 
to have?    

This American salesperson needs to recognize the 
differences between communicating in an Arab culture 
and an American culture.

   

•      Make a link to things you think prospects 
would find interesting, like articles and Web sites. 
Tweets should have real value to the receiver.  

•     Don’t create spam with Twitter.  

•      You can schedule when the tweets will be sent 
with add-ons like Social Oomph.  

•      Share interesting things about your community 
and nonbusiness items to help make yourself 
real. Remember that you are trying to create a 
friendly relationship.  

•      Remember to listen, not just send out tweets. 
Respond to at least some of the replying tweets. 
Don’t feel guilty if you don’t read or respond to 
all tweets.   

  Because of the growing use of social networking, 
Chapters 6 and 7 will discuss ways to use these tools 
to prospect and learn more about new customers.  

  ADJUSTING FOR CULTURAL DIFFERENCES 
 Communication in international selling often takes place in English because 
English is likely to be the only language salespeople and customers have in com-
mon. To communicate effectively with customers whose native language is not 
English, salespeople need to be careful about the words and expressions they 
use. People who use English in international selling should observe the follow-
ing rules:  

    • Use common English words that a customer would learn during the first two 
years of studying the language. For example, use  expense  rather than  expen-
diture  or  stop  instead of  cease.   

•     Use words that do not have multiple meanings. For example,  right  has many 
meanings, whereas  accurate  is more specific. When you use words that have 
several meanings, recognize that nonnative speakers will usually use the 
most common meaning to interpret what you are saying.  

✺ 6.1   SALES Technology 

GENERATING LEADS THROUGH SOCIAL MEDIA 

 With the enormous presence that social media has in 
today’s society, it is important for salespeople to con-
sider their use. Here are a few quick yet astonishing facts 
about social media:  

 •     Facebook has more weekly traffic than Google.  

 •     If Facebook were a country, it would be the third larg-
est in the world.  

 •     The Ford Explorer launch on Facebook generated 
more traffic than a Super Bowl ad.  

 •     There are more than 465 million Twitter accounts with 
1 million more being added each day and 175 million 
tweets being tweeted daily.  

 •     LinkedIn has two new members joining every second.  

 •     There are over 57 million LinkedIn users in the United 
States alone.   

 When used correctly, social media has the potential to be 
an integral part of an organizations prospecting strategies. 
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  “Thinking It Through ” boxes 
(at least two per chapter) are 
engaging exercises that can inspire 
classroom dialogue or serve as a 
short-essay exam question to help 
students experience concepts as 
they read.       

  “From the Buyer’s Seat ” is an all-
new original feature that provides 
students with a buyer’s inside per-
spective. “ Building Partnerships”  
boxes examine how successful 
salespeople build relationships. 
All are original to the book—many 
using examples provided by former 
students and other sales professionals. 
And all are discussed as part of the 
end-of-chapter questions so that 
you can fully integrate them into 
the class.             

  xvii

 thinking  it  through  Who is a center of influence for you right now? How could a salesperson who 
wanted to sell you something learn who your center of influence is? 

✺ 4.1
From the BUYER’S SEAT

 PLEASE LEARN HOW TO COMMUNICATE! 

 As a senior buyer at Microsoft, I see many different types 
of salespeople. I receive numerous calls each day from 
salespeople trying to make appointments with me and 
there are usually one of two outcomes:  

  A.    The salesperson that has done their research about my 
company prior to the call and has a very concise and 
clear message tends to have the best chance of actu-
ally getting the appointment that they are shooting for.  

  B.    Often salespeople will say, “I didn’t expect you to 
answer your phone!” The salespeople who have this 
response are caught completely off guard and stand 
very little chance of obtaining their desired appointment.   

     • Using active listening skills during a conversation with 
me and then remembering specifics from that conver-
sation in future meetings. This proves to me that they 
really listen to what the objectives were, have retained 
this information, and then have acted on it to prepare 
for the next meeting.  

     • A salesperson who knows what situations are bet-
ter to be handled via the telephone as opposed to 
e-mail. Under certain circumstances, sending an e-mail 
instead of making a phone call can make the problem 
worse, so knowing the proper means of communica-
tion can definitely help a salesperson build a relation-
ship with me.   

✺ 5.1BUILDING Partnerships

CUSTOMIZE THE PRESENTATION

At ADP, we consider ourselves business consultants. We 
don’t have a prescript sales pitch that is used on every 
call. The goal is to educate the owner on varying topics 
surrounding payroll to show them how a service like ADP 
can make them more efficient and compliant with state 
and federal employer laws. Because I meet with business 
owners who have anywhere from one employee to 49 
employees in every industry thinkable, the needs of the 
businesses are never the same.

I have to customize my presentation depending on many 
factors. For example, a first-time restaurant owner who 
has 35 tipped employees will need me to explain every-
thing we do in depth, from payroll taxes and new hire 
reporting to FICA tip reporting. Most new business own-
ers are not aware of all their tax liabilities and ways they 
can get money back from the government for having 

tipped employees. The owners are very appreciative that 
I take the time to explain all these fiduciary responsibili-
ties and the fines they could be liable for.

On the other hand, when I meet with a longtime owner of 
a nonprofit company with three employees, this presenta-
tion is completely different. In this situation, the owner 
wouldn’t be interested in hearing about the “Payroll 101” 
I was telling the new business owner. Instead, he or she 
would want to know about payroll being directly tied to 
grant funding, ability to offer comprehensive benefits, 
and wage tracking for grant reporting.

Either way, I am selling the same service but simply cus-
tomizing the presentation to the buyers’ needs.

Source: Meggie Dominguez, personal correspondence, used with 
permission.
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 Students can practice their partner-
ing skills in brand new  role play 
exercises  that encourage personal 
growth and experiential learning. 
Each role play features NetSuite, 
the software used in national col-
legiate sales competition. Also, 
comprehensive role plays are avail-
able at the end of the book, with 
additional role plays included in 
the Instructor’s Manual.       

 Class-tested  minicases  at the end 
of each chapter work well as daily 
assignments and as frameworks for 
lectures, discussion, or small group 
practice. Each chapter includes at 
least one new minicase. The cases 
encourage students to apply theo-
ries and skills learned in the text to 
solve sales situations.       

xviii

case  9.2

Miller Lite

       On December 5, 1933, the U.S. Congress passed a bill that would repeal the 
Eighteenth Amendment and thus would end prohibition in this country. The imple-
mentation of prohibition had been linked to many negative social issues, such as 
organized crime, bootlegging, and racketeering. Some historians have commented 
that the alcohol industry accepted stronger regulation of alcohol in the decades 
after repeal as a way to reduce the chance that Prohibition would return. 

 Today, the American beer industry is the most heavily regulated industry in the 
country, even more than the tobacco industry, and Minnesota is a leader when it 
comes to heavy regulation and high taxes. For example, here are the beer laws in 
Minnesota:  

   1.   All retailers must be offered the same price at all times.  

   2.   Beer distributors cannot pay for any cooperative advertising.  

   3.   Beer distributors cannot give any product for free.  

   4.   Beer distributors have a maximum of $300 per brand, per year, to promote 
the brand within the account (using things like neon lights and point-of-
sale items), but this can’t be in the form of price cuts for an individual 
retailer.   

 I was the sales representative for a beer distributor in Minnesota. My territory 
volume was trending down, and I was told by my manager that I needed to secure 
incremental activity to promote Miller Lite. My largest customer, Bill, at Save-a-
Lot Liquor, gave me an opportunity   for an additional holiday ad in his weekly 
flyer. I knew this ad would yield a 200 percent lift in sales for the week and in 
turn would pay a nice commission to me. 

  ROLE PLAY CASE 

  As a NetSuite salesperson, how can youhelp your buyer prospect better? Think 
about how NetSuite might be able to help your buyer develop a comprehensive 
prospecting system, from lead generation to making the first appointment. One 
way that NetSuite can help is to automate direct mail. Using the database that 
salespeople create, the marketing department can send mail to every contact who 
meets certain criteria. For example, it can select an industry and send a letter only 
to prospects in that industry. Similarly, NetSuite provides reporting capabilities. 
Salespeople can see how effective they are at each method of prospecting and 
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  Supplements 

 The  Online Learning Center  mhhe.com/
castleberry9e houses the Instructor’s 
Manual, PowerPoint slides, test bank, 
and a link to McGraw-Hill’s course 
management system, PageOut for the 
Instructor. It also includes study outlines, 
quizzes, key terms, career information, 
video clips, and online resources for 
the student.       

  xix
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     c h a p t e r 1 
 SELLING AND 
SALESPEOPLE   

  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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PROFILE

“Your customers, whether they are 
internal, end users or distributors, 
are relying on you to help them 
get their job done.”

Amber Fischer, Rehrig Pacific

  PROFILE 
     My name is Amber 
Fischer, and I am a 

2004 graduate of the St. Catherine 
University (formerly known at 
 College of St. Catherine) business-
to-business sales program. I began 
my college career as a sociology 
major. I was fascinated by observ-
ing what factors influence people’s 
decisions and behaviors as they relate 
to their surroundings and teachings. 
As I approached my junior year, it became 
evident that a career in the field of business 
was  the right path for me. Lynn Schleeter, Marge 

 Matheson-Hance, Mary Henderson, and Greg 
Dinovis did a great job of showing me that the 

sales program was a perfect fit, as it combined 
my love of understanding and interacting 
with people with my appreciation for com-
merce. I was fortunate enough to be selected 
at 3M Frontline sales intern for the summer 
of 2003. Throughout that summer and the 
subsequent school year, I was responsible for 
working with 3M sales reps throughout the 

organization and in a variety of industries to 
build customer-focused organization “maps” 

in an effort to increase sales through cross sell-
ing. In order to be successful, I needed to sell the 

3M reps on giving me the time and exposure to 
Fortune 500 customers so that I could construct 
accurate maps that I would then present to a large 
number of reps. I then needed to sell them on using 
my maps to get in deeper with their customers and 
share their contacts with other 3Mers. 

 Over my postcollege career, I have been fortu-
nate enough to work in sales in a variety of capaci-
ties. I have worked for a nationwide distributor, 
Interline Brands, to sell directly to end users. In this 
role, I had to learn to sell my ability to solve urgent 
customer problems as well as sell my capabilities to 
manufacturer reps so that they would entrust me 
with the best training and leads in order to grow my 
business. I was also fortunate enough to work for 

3M as a manufacturer’s rep. In this 
role, I sold through distributor reps 

to end users. Distributors sell a variety 
of lines, so I had to sell them on the rea-

sons why they should focus on my products 
and promote them to the end user. I also needed to 
influence end users to request 3M products. 

 I currently work for Rehrig Pacific selling trans-
port packaging to large retail and food and bever-
age customers (Walmart, Pepsi, and Target are a 
few key customers). In this role, I am responsible 
for influencing and directly selling our products to 
the end user. I must also sell internally, as I work 
directly with production to get my product manu-
factured and delivered quickly. We also have a great 
design team that I can work with to bring innova-
tive solutions to our customers. Of course, I must 
sell my business case plan to our executives in order 
to get a design budget. 

 While I have had a variety of sales experiences 
in my career, there are some significant consisten-
cies I can identify. Your customers, whether they are 
internal, end users, or distributors, are relying on 
you to help them get their job done. Understanding 
the business pressures that result in needs is vital 
to effectively communicating your value to the cus-
tomer. This does not happen overnight. You must 
put in the time and hard work to really understand 
your customers. You must be reactive in responding 
to their needs, proactive in bringing creative ideas 
to their challenges, and consistent in your message 
that you are the person they should be relying on to 
meet their goals. 

 Visit our Web site at: 
rehrigpacific.com   
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4 Chapter 1 Selling and Salespeople

   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? How about this definition: “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 is your view of selling, we encourage you to study this book carefully. 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 “the phenomenon of human-driven interac-
tion between and within individuals/organizations in order to bring about economic 
exchange within a value-creation context.” 2  Let’s look at the definition more closely:  

  •    It is more than just a set of sequential steps that a salesperson goes through 
with each buyer in order to get the order. It’s not just about what a seller does 
but rather the  interaction  between sellers and buyers that makes selling work 
today. We will talk about steps in the selling process in this book, but remember 
that they are not necessarily sequential or all needed for all buying situations.  

    • It can often involve multiple people and organizations (not just one seller 
and one buyer, for example).  

    • Selling is all about creating value, which is the total benefit that the seller’s 
products and services provide to the buyer. When describing this to pros-
pects, the seller often refers to the collection of buyer-specific benefits as the 
 customer value proposition  (CVP), described more fully in Chapter 9. Just 
as our definition implies, this CVP is dynamic, evolving as time goes on and 
depends on the context of the situation. 3  In fact, success in future business 
often depends on enhancements to the original CVP. 4     Exhibit 1.1  provides 
examples of ways that salespeople create value. 

      • The goal of selling is to create economic exchange, not merely to promote the 
product or service. Customers today are very technology savvy and search 
enabled and no longer rely on salespeople alone to learn about products and 
services. Selling recognizes this fact and provides needed services to create 
the exchange that is in the best interests of both parties.   

  Exhibit 1.1
 Examples of Ways 
That Salespeople Can 
Add Value in a Selling 
Situation 

  Provide an interface between the buying and selling companies. 
 Identify networks of key players in both the buying and the selling companies and then help to 
activate them to the task of cocreating value. 
 Encourage two-way communication and help to create effective bonds between people. 
 Help to create a climate of coleadership in the meetings rather than having the seller always take 
the leadership role. 
 Encourage both sides to learn from and understand each other. 
 Facilitate truly useful meetings and conversations between all parties. 
 Help to manage any situations that arise to bring everyone back to a value-adding perspective. 
 Help to foster conditions of trust and commitment between parties. 
 Be attuned to activities that increase value adding and help facilitate more of them. 
 Help key players to understand their own perceptions of what value is to them. 
 Create meaning out of situations that arise and conversations that occur. 
 Help to provide closure on solutions that provide value to all parties.  
 Source: Adapted from information found in Alexander Haas, Ivan Snehota, and Daniela Corsaro, 
“Creating Value in Business Relationships:  The Role of Sales,”  Industrial Marketing Management  41, 
no. 1 (2012), pp. 94–105. 
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 Chapter 1 Selling and Salespeople 5

 This economic exchange involves what we call profit for both parties. Every-
one knows that sellers sell to make a profit. Why do buyers buy? Typically a 
student will say, “To satisfy a need or a want,” and that is a good basic answer. 
More helpful is to recognize that buyers also buy to make a profit. But they 
calculate profit differently. A seller’s profit is selling price minus cost of goods 
sold and selling costs. A buyer’s profit, or value, is the benefit received minus the 
selling price and costs and hassles of buying, or time and effort, as noted in this 
equation: 

 Personal Value Equation 5 Benefits received 2 (Selling price 1 
          Time and effort to purchase) 

 For example, when someone buys a product from a salesperson, the buyer’s profit 
may be higher than that obtained by buying on the Internet due to the benefits 
received (expert knowledge in determining the appropriate product to purchase, 
assistance with installation, resolution of concerns, creation of new offerings 
based on the buyer’s specific needs, and so forth). We’ll explain more about ben-
efits in Chapter 8. 

  EVERYONE SELLS 
 This text focuses on personal selling as a business activity undertaken by sales-
people. 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 relationships is vital to all of us. In fact, the author team has taught the 
principles in this book to many groups of nonsalespeople. Let’s look at some 
examples of how nonsalespeople sell ideas. 

 As a college student, you might use selling techniques when you ask a profes-
sor 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 2, Chapters 6 through 14). First you will iden-
tify some potential employers (customers). On the basis of an analysis of each 
employer’s needs, you will develop a presentation (as well as answers to questions 
you might encounter) to demonstrate your ability to satisfy those needs. You 
might even create a video resume, as Sales Technology 1.1 describes. 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 with the employer over starting 
salary or other issues. Eventually you will try to secure a commitment 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.  

 Nonsalespeople in business use selling principles all the time. Engineers con-
vince managers 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. 

 It’s not just businesspeople who practice the art of selling. Presidents encour-
age politicians in Congress to support certain programs, charities solicit con-
tributions and volunteers to run organizations, scientists try to convince 
foundations and government agencies to fund research, and doctors try to get 
their patients to adopt more healthful lifestyles. People skilled at selling value, 
influencing others, and developing long-term relationships are usually leaders in 
our society.    
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6 Chapter 1 Selling and Salespeople

  CREATING VALUE: THE ROLE OF SALESPEOPLE 
IN A BUSINESS • 
  Companies exist only when their products and services are sold. It takes skill for 
salespeople to uncover exactly what a customer is looking for and how a poten-
tial product or service could add such value. Because this is so critical, this topic 
is covered in great detail in many chapters in this book. 

 Companies have many options in how they can approach customers as they 
add value, and the various methods are sometimes called  go-to-market strategies.  
Strategies include selling through the Internet, field sales representatives, business 
partners, resellers, manufacturer agents, franchises, telemarketers, and others. 
Selling firms determine which strategy to use for each customer based on such 
factors as the estimated value of the customer over the lifetime of the relationship, 
often called  customer lifetime value.  5  (Because this concept is so important, it is 
more fully discussed in Chapter 14.) Organizations whose go-to-market strat-
egies rely heavily on salespeople are called  sales force–intensive organizations.  

✺ 1.1  SALES Technology 

 VIDEO RESUMES—THE NEW WAY TO SET YOURSELF APART 

 Employers receive hundreds of resumes for each sales 
position. You may meet all of the qualifications for the 
job and be a great candidate, but when it comes down 
to it, the people who review resumes and decide who will 
even get a call for an interview do not have the time to 
read through every aspect of each individual resume. You 
need to set yourself apart from the rest of the competition 

 With a video resume, you have the chance to instill your 
face in their minds. And why take the risk of having your 
resume read a way in which you did not intend for it to be 
read when you can verbally tell them your qualifications 
and why you are a great fit for the position; this limits the 
chance of communication errors. Here are some tips: 

  Do’s of Video Resumes   

  •    Practice and prepare what you are going to say.  

  •    Dress professionally as if you were going in for an 
interview.  

  •    Envision the camera as the eyes of the person viewing 
your video and maintain eye contact.  

  •    Smile, smile, smile—your nonverbal cues can send a 
stronger message than you think.  

 •    Ensure that the lighting in the room is as best as 
 possible—dim lighting can lead to poor quality and 
also shows lack of preparedness.  

 •    Edit your video, this is your opportunity to make it per-
fect. If you’re not skilled with editing, check your cam-
pus for services that may be able to help you out.  

 •    Keep the area that is being taped to no more than a 
head to waist shot.  

 •    Film against a solid color—this will help to reduce 
“noise.”  

 •    Make sure that you are in a quiet area and free of 
distractions.   

  Don’t of Video Resumes   

 •    Get ahead of yourself and begin speaking too fast—
you are talking to your computer, you have nothing 
to be  nervous about.  

 •    Chew gum—again, try to treat this entire process as if 
you are going in to the hiring manager’s office for an 
interview.  

 •    Avoid filler words, such as “umm,” “ahh,” “like,” and 
“you know”—these words are a waste of time and show 
nervousness and lack of preparation, and if “they know,” 
why would you have to tell them?   

 Source: Personal experience plus “Do’s and Don’ts,”
 Internships.com , http://www.internships.com/student/
resources/prep/videointro/tips, August 30, 2012. 
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 Chapter 1 Selling and Salespeople 7

Naturally some firms use several strategies at the same time, and this is called 
 multichannel strategy.  6  For example, Motorola uses the Internet for very small 
customers, telemarketers for midsized customers, and a field sales force for large, 
important customers.  

 Another way to view the role of salespeople in business is to realize that 
they are one element in the company’s marketing communications program, as 
Exhibit  1.2 indicates. 7  Advertising uses impersonal mass media such as news-
papers and TV to give information to customers, while sales promotions offer 
incentives to customers to purchase products during a specific period. Salespeople 
provide paid personal communication to customers, whereas publicity is commu-
nication through significant unpaid presentations 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 from paid communication sources. When using advertising, Internet 
sites, and sales promotions, companies can determine the message’s exact con-
tent and the time of its delivery. They have less control over the communication 
delivered by salespeople and have very little control over the content or timing of 
publicity and word-of-mouth communication. Personal selling comes out on top 
in flexibility because salespeople can talk with each customer, discover the cus-
tomer’s specific needs, and develop unique presentations for that customer. Not 
surprisingly, personal selling is the most costly method of communication. The 
average cost of a sales call can be 10,000 times more expensive than exposing 
that single customer to a newspaper, radio, or TV ad. 

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

 For example, when Stouffer’s introduced its new Spa Cuisine Classics, din-
ners that were inspired by chefs from wellness spas across the country, it used 
integrated marketing communications. Salespeople called on supermarkets and 

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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8 Chapter 1 Selling and Salespeople

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 tests 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. Although using salespeople in this 
example was an expensive part of the communication mix, it was important to 
do so to ensure that customers’ precise needs were met. 

 Many students think—incorrectly—that advertising is the most important part 
of a firm’s promotion program. However, many industrial companies place far 
more emphasis on personal selling than on advertising. Even in consumer product 
firms such as Procter & Gamble, which spends more than billions annually on 
advertising, personal selling plays a critical role. 8  

 Students sometimes also have the mistaken notion that the growing world of 
e-commerce and the Web as a source of information are causing the demise of 
salespeople. While the Web has drastically changed the life of a salesperson, sales-
people are not being completely replaced by all of the new technology. However, 
it is critical that the salesperson actually add value in this new reality. 

 Let’s look at this from another perspective—your own life. Have you pur-
chased anything from the Internet? Probably every student has—travel, music, 
clothing, books, and more. Have you noticed that, other than Internet services, 
everything you purchased on the Web existed in some form before the Web? Why, 
then, has the Web become such a ubiquitous place for commerce? Simple. The 
Internet makes information as well as products and services available the way the 
consumer wants them. Those who sell via the Web gain competitive advantage 
by selling the way the buyers (or at least some buyers in some situations) want 
to buy. 

 If salespeople want to sell effectively, they have to recognize that the buyer has 
needs that are met not only by the product but also by the selling process itself. 
These needs include time savings, shopping costs such as gas if they drive around, 
and others. Part of the salesperson’s responsibility is to sell the way the buyer 
wants to buy.   

  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 dif-
fer greatly from those of salespeople selling pharmaceuticals for Merck or paper 
products for Georgia-Pacific. Salespeople often have multiple roles to play, includ-
ing client relationship manager, account team manager, vendor and channel man-
ager, and information provider for their firms. 9  Studies have shown that when a 

salesperson’s role encompasses more than 
simply the selling function, the seller’s firm 
has more overall value. 10   

  CLIENT RELATIONSHIP MANAGER 
 Sales jobs involve prospecting for new cus-
tomers, making sales presentations, dem-
onstrating products, negotiating price and 
delivery terms, writing orders, and increas-
ing sales to existing customers. But these 
sales-generating activities (discussed in 

Chapters 6 through 14) are only part of the job. Although the numbers would 
vary greatly depending on the type of sales job, salespeople generally spend less 

 Sales reps help with 
installations to ensure 
proper use.   
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than 50 percent of their time on-site in face-to-face meetings with customers and 
prospects. The rest of salespeople’s time is spent in meetings, working with sup-
port people in their companies (internal selling), traveling, waiting for a sales 
interview, doing paperwork, and servicing customers. 

 Rather than buying from the lowest-cost suppliers, many buyers now are 
building competitive advantages by developing and maintaining close, coopera-
tive relationships with a select set of suppliers, and salespeople play a key role 
in these relationships. Salespeople help customers identify problems, offering 
information about potential solutions and providing after-sale service to ensure 
long-term satisfaction. The phrase often used to describe this is  customer- 
centric , which means making the customer the center of everything the salesper-
son does. 11  And buyers are demanding  24/7 service  (which means they expect 
a selling firm to be available for them 24 hours a day, 7 days a week). When 
salespeople fail in maintaining these relationships, the results are catastrophic. 
Research indicates that buyers worldwide are deserting firms they used to do 
business with in record numbers when their expectations are not met. For 
example, two-thirds of consumers surveyed cited poor service as the reason 
they left a provider in the last 12 months. 12  

 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. Progres-
sive selling firms like Standard Register and Johnson & Johnson’s Ortho-Clinical 
Diagnostics are beginning to implement  six sigma selling programs,  which are 
designed to reduce errors introduced by the selling system to practically zero. 
Chapter 14 provides more insights on developing ongoing relationships through 
customer service.  

  ACCOUNT TEAM MANAGER 
 Salespeople also coordinate the activities within their firms to solve customer 
problems. 13  Many sales situations call for team selling, and studies show that 
salespeople who attempt to go it alone (sometimes called being “lone wolves”) 
perform poorly, have lower job satisfaction, and have higher turnover inten-
tions. 14  An example of team selling occurred when Dick Holder, president of 
Reynolds Metal Company, spent five years “selling” Campbell Soup Company 
on using aluminum cans for its tomato juice products. He coordinated a team of 
graphic designers, marketing people, and engineers that educated and convinced 
Campbell to use a packaging material it had never used before. Approaches for 
improving efficiency by working closely with other functional units in the firm 
are fully discussed in Chapter 16.  

  SUPPLY CHAIN LOGISTICS AND CHANNEL MANAGER 
 Sometimes it is necessary to interact with other partners and vendors to meet a 
customer’s needs, and salespeople are often the key managers of these many rela-
tionships. With regard to  supply chain logistics , the management of the supply 
chain, if a customer buys a new jet from Boeing, with features that will be added 
by a third-party vendor, the salesperson will need to coordinate the efforts of 
the vendor with Boeing. 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, and I can’t be all things to all people. I can, however, create a team of 
specialists. For areas outside of my expertise, all I have to do is identify which 
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