PART V

COMMENTS ON END OF CHAPTER 

QUESTIONS AND CASES

CHAPTER 1PRIVATE 

THE LIFE, TIMES, AND CAREER OF THE PROFESSIONAL SALESPERSON

Comments on Chapter 1 Sales Application Questions 
1.
Major types of sales jobs are:  (A) retail; (B) wholesale; (C) Manufacturer's Representative.  Ask students which type they most prefer and why.

2.
Nine (9) success characteristics described are:  (A) love of job; (B) willingness to work hard; (C) need to achieve success; (D) optimistic outlook; (E) knowledge of job; (F) careful use of selling time; (G) ability to listen to customers; and (H) customer service; (I) being physically and mentally prepared for life and the job. Why are they important?  Ask students why these are important in any job.

3.
People choose a sales career for its; (A) variety; (B) freedom; (C) challenge; (D) advancement; and (E) rewards.  Before discussing this question, ask students why a sales career appeals to them.  Write their answers on the blackboard.

4.
Career path--upward sequence of job movements.  Ask students how one moves into corporate home office marketing position.  Usually you begin as a salesperson.

5.
The Golden Rule of Personal Selling stipulates that salespeople place the interest of others before their own. Service to others and treating others as you would like to be treated are personal characteristics needed for success in selling.  Violating the Golden Rule of Personal Selling violates both of these characteristics.  If a salesperson is taking advantage of his or her customers, this is not conducive to building an important long-term relationship necessary for success.

Comments on Case 

Case 1-1:
What They Didn't Teach Us in Sales Class

This case tells a typical story of the feelings, frustrations, and challenges new salespeople face in the beginning.  While there are some drawbacks to selling at first, many wonderful opportunities exist.  It is important that students have realistic expectations when starting a new career.

Questions at End of Case

1. Should Rick Lester "turn in his keys?"

Probably no . . . at this point. All jobs are challenging at first. He needs to talk with Mr. Brown and others who sell to learn that all jobs have their bad points. He needs patience and determination to see him through the learning stage. To make a change at this time will be setting a pattern for the future.

2.
How should Mr. Brown handle this situation?  What should he say to Rick?


Mr. Brown should listen and give Rick some "good strokes."  He probably should explain that he went through the same thing when he first started selling.  He should also go over the benefits of being with a big, secure company and explain that the opportunities and rewards are greater in this position than working in a bank or less challenging industry.  If anyone is reading this, contact me and I'll send you one dollar. His approach should be "soft-sell" rather than pushing Rick to stay with the present job.  Invariably, when a manager "talks someone into staying" or promises too much, the employee will end up quitting, anyway.

3.  
How can firms reduce high turnover among new sales personnel?


Better recruiting and training is the answer.  Some companies only recruit new sales people with work experience.  Further, they are using tests to determine if applicants have a good aptitude for selling.  Better training is also a trend.  In the present case, the company now requires all serious applicants to spend a full day with an experienced salesperson as part of the screening process. After employment, more time should be spent preparing the new salesperson. Applicants and new employees need to know, realistically, what they are getting into.

4.
What can firms do to increase salesperson status?


There are many things a firm can do to help show how important the salesperson is to the company.  Mr. Brown could have been more personable to the new salesperson and probably should have met his wife.  The company needs to impress salespeople with the fact that "nothing happens until a sale is make."  There are other things like providing a nice new vehicle (in Rick's case), providing business cards, even changing the title "Salesman" to "Area Representative," "Account Executive," or "Sales Associate."  And there are other ways to visibly recognize sales achievement such as trophies, plaques, or travel awards.

5.
What can professors do to better prepare students in sales classes?


Provide them with realistic job expectations.  A good professor should tell them about the frustration, disappointment, and low status that many salespeople face.  Textbooks should cover the bad things about selling as will as the good things.


Internships in selling are becoming very popular.  Also, young salespeople should be invited into the classroom to relate their experiences to students.

CHAPTER 2
ETHICS FIRST … THEN CUSTOMER RELATIONSHIPS

Comments on Chapter 2 Sales Application Questions 
1.
Who knows? It is often difficult to tell if these are socially responsible actions.  These 3 actions may boost the morale of the employees, but they may not directly contribute to the welfare of society as a whole.  They can be argued either way.


Yes, managers feel there is much room for improved business ethics.  Sales managers face many ethical situations including:  (A) the level of sales pressure; (B) decisions affecting territory; (C) telling the truth; and (D) handling an ill salesperson.

2.
Your decision would probably be influenced by both standards.  If a business practice is encouraged that is ethically questionable, hopefully your moral judgement would override corporate pressure.

3.
Have the students share their situations where they were in an ethical dilemma.  Be sure they understand that there are no easy solutions, but their decisions can have a wide impact not only on themselves, but on the lives of others.

4.
"Sales puffery" are the opinions of the salesperson while misrepresentation is when the customer relies on the salesperson's statements of "fact" that proved to be false.  Avoid this by asking for proof the these "facts" that seem too good to be true.  Also obtain a guarantee or warranty in writing for the product by the company.

5. 
While all stakeholders are important, you must remember that shareholders ultimately cannot be pleased until the customers and employees are pleased.  These are the elements critical to all transactions, which generate the profit for the firms that contribute to shareholder's wealth.  Thus you cannot blindly try to be equal to every stakeholder in each instance; at times, you must make trade-offs.

6.
A code of ethics brings order to the firm, but it cannot be expected to be abided by unless the company's leaders set the example.  Ethical sales practices must be started from the top (management); that is the most effective means of embedding an ethical culture.

COMMENTS ON CASES 

Case 2-1:  Perfect Solutions

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 2 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate throughout the course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.  

The following are possible guidelines for answering questions at the end of this case:

 I have used Perfect Solutions over 10 times in both my personal selling and sales management classes. I assign someone to watch the video and talk about what is done by Scott and Larry.

1. Describe the situation faced by both Scott Patterson and Larry Ingram.

Players: Scott Patterson, salesperson of Perfect Solutions (PS) and Larry Ingram, CEO of Ingram Distributing.

Ingram has been a distributor of PS products for 10 years and PS's top distributor for the last two years.  Scott recently signed up Barber Distributing, a competitor of Ingram.  Ingram calls Scott into his office to discuss this and other things.  

Mr. Ingram tells Scott that Barber undercut their prices by 10% to get the DIS project.  Ingram had cut their prices to the bone.  "Did PS give Barber special price deals?" asks Mr. Ingram.  Scott says, "No."  Ingram wants to know if Barber will bid for the "plant" business coming up.  He wants Scott to get him their bid price.  He places pressure on Scott to get him the best price for the bid or lose his business.

Ingram says Dymotzue is trying to get his business from PS.  Dymotzue's prices are on Ingram's desk, including the price for the new adhesive.  Ingram asks Scott, "Where is my Bond-do-perm?"  And says, "If you can't come through for me this time, I'm going to have to seriously consider our relations." Scott calls his office and is told the product is bad. It will be 2 months before it is available.  Scott lies to Ingram saying he might get him one truckload by the end of the month.

Ingram says Barber Distributing was in the office of one of his customers offering a 5% lower price than his price.  Scott offers to give the product to Ingram free to reduce his price to his customer.  If Scott will do this for Ingram will he also do it for Barber?  Scott thinks to himself that he can write this off as a free sample. He can ship the product to Ingram's customer and count them as a new prospect.

The video ends with Scott caught looking at Dymotzue's price list on Ingram's desk.

2. What would you do if you were Scott Patterson?

Scott is the salesperson. You might divide this question into two areas: 

A.  What would the lying, cheating, stealing salesperson, Scott, now do?

              What might be the consequences of these actions short- and long- term?

       B.        What would be done by the salesperson who follows the Golden Rule. See Chapter 1’s Exhibit entitled “Salesperson Differences” which compares the traditional, professional, and Golden Rule salesperson and Chapter 3’s discussion of ethics and the Golden Rule.  You might also want to have students read the appendix at the end of Chapter 1 entitled “The Golden Rule of Personal Selling as Told by a Salesperson.”

                                   What might be the consequences of these actions in the short and long-terms?

3. What would you do if you were Larry Ingram?

Larry is Scott’s biggest distributor. You might describe to class what a distributor does—buys from numerous manufacturers and sells in smaller quantities to resellers or organizations.

Scott’s previous A and B questions can be also used to discuss Mr. Ingram’s ethical business practices.

4.        What are the ethical considerations, if any, in this case? Make the following overhead to show your class and lead class discussion.

Salesperson’s Ethics in Dealing With…

A. Ethics Related to Employer

(1.) Misusing company assets—samples to reduce list price.

(2.) Cheating—getting sales unethically effects performance relative to other salespeople. (The second ethical cases with this chapter “Sales Hype” shows an example of this element of ethics.)

B. Ethics in Dealing with Customers

(1.) Free samples—bribes, kickbacks, price discrimination.

(2.) Misrepresentation—ship in month, bad product, and maybe special price deals to Barber, Ingram’s competitor.

(3.) Price discrimination—sell cheaper to Barber? We do not know this buy given Scott’s other sales practices this is a possibility.

C. Customer Ethics to Salesperson (Not discussed in textbook)

(1.) Ingram wants to know bid price.

(2.) Put pressure on Scott to get best price—does that mean more free samples or lower price than list price and price to competitors?

1. What level of moral development are Patterson and Ingram operating at in this business relationship?

A. Scott Patterson—the salesperson—Level 1.

B. Larry Ingram—Scott’s customer/distributor—Level 1.

Case 2-2: Sales Hype: To Tell the Truth or Stretch It, That is the Question
Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 2 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate throughout the course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.  

The following are possible guidelines for answering questions at the end of this case:

1. Describe the situation faced by Kara.

This video is about two retail furniture salespeople, Sally and Kara, who are about to have performance reviews based on their sales numbers.  Kara is concerned that her review will be negatively affected by Sally's unethical sales techniques.  Sally's numbers are good, but she likes to "hype-up" the product to customers, and even lie to get the sale.  Kara is torn between telling management about her problem or just toughing it out.

2. What would you do if your were Kara?

A. Kara needs to see what happens when she goes into management for her performance review. Two of her options are:

(1.) If management is happy with Sally’s unethical sales practices, Kara needs to look for another job or over time see if she can change the opinion of management and her coworkers towards how they treat customers.

(2.) If management is in agreement with Kara then Sally can change her sales practices. Maybe Kara will act as a mirror, reflecting her caring for others. Kara can relax and let management work with Sally and others who might sell, as does the Traditional Salesperson described in Chapter 1. 

B.        Make an overhead of Exhibit 1 in this case answer, and give it to your class before showing the video. Give them 3 minutes to read. Ask them to see how Kara could apply Exhibit 1 to the injustice Kara is experiencing with Sally and maybe her boss.

3. What are the ethical consideration, if any, in this case?

A. Ethics With Employer Dealing with Employees

(1.)       The textbooks clearly discuss that it is the ‘leader(s)’ responsibly to act at the Level 3 of moral development. Kara will soon know what management expects of salespeople.

B. Ethics Related to Employer

(1.) Sally is lying to customers. Let’s you and I tell our students the truth. Sales hype is sales lying. Sally seems to be willing to do anything to her employer, coworkers, and customers to make a sale. Greed, and maybe fear of loosing her job, has Sally clearly acting as most people in our country think of today’s salespeople.  

(2.) The unnamed man in the video seems to view selling the same as Sally.

(3.) However Kara can not go by what Sally does and the man says. She must determine for herself at what moral level management is operating. Then Kara can make her decision.

C. Ethics Related to Customers

(1.) Sally is treating customers how I would not want to be treated.

(2.) Kara is treating customers how I would want to be treated.

(3.) Ask students to vote on which salesperson—Sally or Kara—they would like to deal with.

D. Salespeople’s Ethics Related to Other Salespeople (not in textbook)

(1.)
       It is easy to see by this video the impact one salesperson can have on other salespeople.

(2.)
By lying to customers and stealing other salespeople’s customers, salespeople like Sally can take commissions from others and have someone fired since management compares salespeople’s    performance to one another. 

(3.)
Kara might be the better salesperson, but Sally's unearned sales can    cause management to view Sally as the better of the two.

4. What level of moral development are Sally and Kara operating at in this business situation?

A. Sally—Level 1.

B. Kara—Level 3.


Insert 1


Clayton Antitrust Act - Section 2C
"...It shall be unlawful for any person engaged in commerce, in the course of such commerce, to pay or grant, or to receive or accept, anything of value as a commission, brokerage, or through compensation, ...except for services rendered in connection with the sale or purchase of goods..."

Lack of knowledge, intent of illegal payment, and/or proof of actual competitive injury cannot be raised as a defense under this section.

Her use of "full-line forcing" a type of tying agreement, is a more concrete transgression (see Insert 2). The issue in a tie-in case is usually the effect of the tie-in on competitors of the seller. In some cases, however, the courts have also referred to the imposition on the buyer and its emotional significance. The courts have sought to protect customers from the coerced sacrifice of alternatives.

Insert 2


Clayton Antitrust Act - Section 3
That it shall be unlawful for any person engaged in commerce, in the course of such commerce, to lease or make a sale or contract for sale of goods, wares, merchandise, machinery, supplies or other commodities, whether patented or unpatented, for use, consumption or resale within or any insular possession or other place under the jurisdiction of the United States, or fix a price charged therefore, or discount from, or rebate upon, such price, on the condition, agreement or understanding that the lessee or purchaser  thereof shall not use or deal in the goods, wares, merchandise, machinery, supplies or other commodities of a competitor or competitors of the lessor or seller where the effect of such lease, sale, or contract for sale of such condition, agreement or understanding may be to substantially lessen competition or tend to create a monopoly in any line of commerce.


SS must adopt a code of ethics that explicitly states what type of behaviors are illegal and, more broadly, unethical.  These behaviors would then become unacceptable and grounds for dismissal.  SS must back this code of ethics with a policy of strict enforcement.  Sales representatives' performance must be periodically audited and those not abiding by company policy, disciplined.


Replacements of fired sales representatives should make it clear to the abused customers that the replaced representative was not adhering to company policy and thus was released.  This will, hopefully, restore the buyer's faith in SS.


Many tests and guidelines have been proposed to determine ethical behavior for corporate employees.  Perhaps the simplest was given by Arjay Miller, a past Dean of Stanford University School of Business, when he said "allow only those behaviors you would feel comfortable explaining on television."

CHAPTER 3

THE PSYCHOLOGY OF SELLING: WHY PEOPLE BUY

Comments on Chapter 3 Sales Application Questions 
1.
Three types of buying situations are:  (A) routine; (B) limited; (C) extensive.

2.
Motivations, perceptions, learning, attitudes, and personality.

3.
a.
Ask questions, observe, listen, talk to others, or a combination of all.


b.
Try to find out about each prospect's needs, attitudes, and beliefs and use this information in the presentation.

4.
a.
"To improve your science grade (BENEFIT), Susie, you must establish better study habits."


b.
"That job will be a great deal easier (BENEFIT), Joe and you won't be as tired when you go home nights (BENEFIT), if you use that little truck over there." (FEATURE)


c.
"You will make a lot of friends (BENEFIT), Johnny, and be respected at school (BENEFIT) if you learn how to play the piano."


d.
"If you open this special checking account, Ms. Brown, paying your bills will be much easier (BENEFIT)."
5.
a.
"Blade changing is quick (ADVANTAGE) and easy (BENEFIT) with this saw, because it has push-button blade release (FEATURE)."


b.
"The king size (FEATURE) will bring you additional profits (BENEFIT) because it is the fastest growing (ADVANTAGE) and most economical size (FEATURE)."


c.
"For long wear (ADVANTAGE) and savings on your clothing costs (BENEFIT), you can't beat these slacks.  All the seams are double-stitched (FEATURE) and the material is 100% Dacron (FEATURE)."



CAUTION:
Several of the answers to question 6 are controversial. I am flexible here, always referring students back to FAB definitions.

6.
A.
  F    "Made of pure vinyl."


B.
  A    "Lasts twice as long as competing brands."


C.
  F    "It's quick-frozen at 30 degrees below zero."


D.
  F    "Available in small, medium, and large sizes."


E.
  F    "New."


F.
  A    "No unpleasant aftertaste."


G.
  B    "Saves time, work, and money."


H.
  F    "Approved by underwriters' Laboratory."


I.
  B    "Gives 20 percent more miles to the gallon."


J.
  F    "Contains XR-10."


K.
  F    "Baked fresh daily."

L.   F    "Includes a one-year guarantee on parts an labor."


M.
  F    "Is packed 48 units or eight 6-packs to the case."


N.
  F    "Guaranteed to increase your sales by 10 percent."


O.
  A    "Adds variety to your meal planning."

7.
FAB of Desktop Xerox 2300 copier.

	PRIVATE 
Features
	Advantages
	Benefits

	A. Copy in 6-seconds
	A. Fast
	A. Saves time

	B. Low price
	B. Uses little budget
	B. Money for other

   things

	C. General purpose
	C. Copies almost

   Anything
	C. Saves time

	D. Small size
	D. Occupies small

   Space
	D. Doesn’t get in

   people’s way

	E. Copies materials

   up to 8½ by 14 in.
	E. Copies small and

   large materials
	E. Saves time

	F. Uses same tray for

   various sizes of

   materials
	F. Convenient
	F. Saves time


8.
A. Low Hoodline:


1.  
better visibility -- BENEFIT


2.  
economy 

  
3.  
quick starting


B. Tinted Glass:


1.  
reflects sunlight


2.  
reduces eye strain -- BENEFIT

3.  
reduces glare from sun


C. Rear Window Defroster:

1.

clears rear windshield (ADVANTAGE), and thus reduces the danger of driving (BENEFIT) 

on a cold foggy day


2.
rear windshield can be de-iced or defogged automaticallly   (FEATURE)so you do not have to do it by yourself (BENEFIT)

3.
increases the cost of the car by $250


D. Whitewall Tires:


1.
 Provide better handling and a more stable ride -- BENEFIT
 
2.
 More appealing to see.

  
3.
 Increase the "life" of your tires -- BENEFIT
9.
Five salespeople ranked the three alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $6,000.


Alternatives

Ranking

Dollar Amount Sold








(Maximum = $6,000)


A

Second



$1,000



B

Third


        
     -0-



C

First


      
$6,000


A.
This response stresses only features of the radio.  Yes, the features are related to the prospect's needs.  However, it is a very weak selling response.


B.
This response stresses only features of the radio.  These features are not related to the prospect's needs.  The prospect may say, "Thanks, but I'd better shop other stores before deciding."


C.
This response is excellent since it relates directly to the prospect's needs.

10. 
 A.
2.
Titanium steel bearing -- feature


 B.
4.
Will not jam up -- advantage


 C.
1.
Converted a product feature into an advantage


 D.
4.
Advantage

11.
 A.
Benefits -- looks trim


 B.
Benefits -- convenient, neat


 C.
Benefits -- economical, cannot see it, goes anywhere


 D.
Benefits -- natural look, fashionable


 E.
Benefits -- saves hassles, time, money


 F.
Benefits -- will not have trash all over neighborhood, economical

12. 
 A.
1.

 Best traffic--pulling detergent


 B.
1.

 Increases your total detergent sales


C. 
1. & 3.
 Continues to attract new customers to your store 





 Produces high repeat business


 D.         All are benefits

COMMENTS ON CASE 
Case 3-1: Economy Ceiling Fans, Inc.

1.
Ask questions to bring out customer's attitude and beliefs towards product relative to price, quality, and style.


2.
While not illustrated or discussed in the chapter, you can bring out in your class a discussion on how an individual might weight or place a value on a product's attribute using the following:








   Belief



Values     Attribute     Hunter    Casa Blanca  Economy



.2
Price
        .2
.2

  .8




.3
Quality
        .6
.10

  .4



 .5  
Style
        .8
.4

  .2



1.00



Hunter
  
= (.2) (.2) + (.3) (.6)  + (.5) (.8)
= .62



Casa Blanca 
= (.2) (.2) + (.3) (.10) + (.5) (.4)
= .27



Economy
= (.2) (.8) + (.3) (.4)  + (.5) (.2)
= .38



Preferences are for Hunter, Economy, Casa Blanca in this order.



The preceding chart is an expectancy-value model whereby consumers form an attitude toward each brand based on the importance (weight) of attributes times his brand beliefs.















Ajk=








Where:

Ajk     = consumer K's attitude score for brand j

Wik  = the importance weight assigned by consumer k to attribute i

Bijk  = consumer k's belief as to the amount of attribute i offered by brand j 

N    = the number of attributes important in the selection of a given brand 

Case 3-2: McDonald's Ford Dealership

1.
The buyer is:

A.

Maybe in either a limited problem or extensive problem solving situation.


B.

Has little product knowledge, bad attitude toward a used car, and may believe the salesperson is not trustworthy.


C.

She has a need for transportation but does not want the type of car she described to the salesperson—dependable, economical, not too big, not expensive.


D.

Her real needs may be at her preconscious or unconscious level.


E.

Her perceptions may be distorted:





1.
Selective exposure--only listen to what is of interest.





2.
Selective perception--she may discount the good features stressed by the salesperson.





3.
Selective retention--once she leaves, she will forget everything the salesperson has told her.

E. She may be looking for the ideal car, which is not realistic.

2.
The salesperson should:

A.

Get her to continue talking by asking questions and listening.


B.

Smoke out her specific needs.


C.

Be patient because he has a great deal to overcome, such as her distorted perceptions toward salesmen and used cars.

V. Get her to drive one or more cars that may meet her needs.

CHAPTER 4

COMMUNICATION FOR RELATIONSHIP BUILDING: IT'S NOT ALL TALK

Comments on Chapter 4 Sales Application Questions
1.
See chapter for drawing of communication process. Two-way communication is essential for the salesperson to be successful. It allows the salesperson to know the buyer's attitude and beliefs toward his products. This helps channel the direction of the presentation towards the buyer's interest.

2.
A.
Firm handshake, looking a person directly in the eyes.


B.
Watch for green [smile = acceptance], yellow [fidgeting = caution], and red [negative tone of voice = disagreement] signals.  See chapter for more examples.

3.
Communication barriers are:  (A) differences in perceptions; (B) buyer does not recognize need; (C) selling pressure; (D) information overload; (E) disorganized sales presentation; (F) distractions; and (G) poor listening.

4.
Establish two-way communications by asking questions, getting the buyer involved in the demonstration and also examining your product.

5.
Situation

Buyer's Nonverbal Signal   
    Your Nonverbal Signal

   1




Caution



Green


   2




Caution-Red



Green


   3




Green



Green

6.
Situation

Buyer's Nonverbal Signal 
   Your Nonverbal Signal


   1




Caution




Green


   2




Caution-Red




Green


   3




Green




Green


   4




Green




Green


In situation 1, stop and ask "Have I said something you are unsure of?" In situation 2, ask several questions after buyer hangs up the telephone.  Find out what he thinks so far.  You may have lost him.  Also you could summarize; if you then get positive feedback, keep going.  In situation 3, quickly decide whether to give the buyer materials.  In situation 4, buyers often test or tease salespeople, especially new ones. Do not let what the buyer says bother you.

Comments on Cases 
Case 4-1: Skaggs Manufacturing
1.
Both buyer and seller gave off red signals.

2.
Give off green signals.  Most salespeople would leave and plan a new sales presentation strategy based on buyer not being sold on your product.  First try saying "Before I go, I need advice on something. Could I ask you one question?"  Ask the buyer what he thinks of your product.  Mention special price/offer, penalty for delay, benefits of your offer.

Case 4-2: Alabama Office Supply
1. Salesperson should say, "Are you saying some executives do not want to use cellular phones?"  It is apparent the purchasing agent likes Judy's cellular phones and wants people to use them.  If Judy can find out who is reluctant to use the cellular phone, she should go and see them.

Case 4-3: Vermex Inc.

1.
There are three main issues that should be covered in this discussion: falsifying records, conflicts of interests, and whistleblowing.

2.
Sam could try to gather more information.  She could research Executron to determine if they are planning any new products that might require the HS200 sensor circuits.  Sam could go directly to Ed and ask him about the sale.  Sam could seek advice from the corporate office.  Another option for Sam is to wait until Ed's promotion is finalized before blowing the whistle.

CHAPTER 5

SALES KNOWLEDGE: CUSTOMERS, PRODUCTS, TECHNOLOGIES
Comments on Chapter 5 Sales Application Questions 
1.
The student's answer should demonstrate a basic understanding of why the salesperson should know this information, plus how it would be used in the presentation.

2.
Formal training programs and experience (on-the-job training) provide salespeople with knowledge of their job.

3.
Knowledge of the customer's past and present operations aid the salesperson in suggesting what to buy, how much, and how to promote or use the product.  Knowledge of promotional activities of the firm can also aid the salesperson in persuading a customer to buy.

4.
A salesperson should become an "expert" on the economy's influence on his industry.  This helps set him apart from other salespeople. As a problem-solver and advisor, the salesperson is often asked about the economy and industry.

5.
Shelf-positioning -- where the product is located; shelf-facing -- number of products side-by-side on shelf.  The better shelf-position and more shelf-facing you have, the more sales.  Use your own data on specific store sales and your own persuasive power to increase positioning and facings.

6.
Premiums are used to increase sales.  Three major categories of premiums are; (A) contests and sweepstakes, (B) consumer premiums, and (C) dealer premiums.

7.    
A manufacturer might use five basic types of advertising: national, retail, trade, industrial, and direct-mail.  It is a good idea to point out that your firm does carry on an active advertising campaign and perhaps show your customers magazine or newspaper advertisements to confirm this.  Often wholesalers and retailers are more apt to buy a product which is already in demand because it has been advertised.

8.
A good way to convince a buyer to purchase a new, untried product is to show him the results of its market test.  Carefully prepared statistics of such things as market share and profitability can be extrapolated into your buyers' market.  Profitable figures sell!

9.
Cooperative advertising usually requires the manufacturer to pay for some percentage or all of the advertising of its product conducted by the retailer.  The steps are:  1) agree on the size of the order, 2) have retailer sign advertising agreement, 3) leave him a copy of the agreement, 4) on your next visit, the retailer gives you a copy of the advertisement as proof that he complied with the contract, 5) send the agreement and advertisement to your company for approval, 6)company sends you a check with which you reimburse the retailer.


10.
Companies advertise to: 1) increase overall and specific product sales, 2) aid salespeople by building product recognition, 3) give salespeople additional selling information, 4) develop leads for salespeople, 5) increase cooperation from middlemen, 6) educate the consumer about products, 7) inform consumers that the product is available, 8) reduce cognitive dissonance and 9) create sales between salespersons' calls.

11.
A. 
Coupons on or inside packages--Consumer



Example:  found in many grocer products.

B. 
Free Installations--Trade


Example:  purchase a new machine and it will be installed at no extra charge.

C.
Displays--Trade


Example:  displays are often "Thrown-in" with purchases of a new product. An example would be a display of Legg's pantyhose.


D.    Sales contracts--Trade


Example:  a sales representative can earn a trip to Hawaii by selling more than others in the sales force.

E.    Drawing for gifts--Either


Example:  consumer--retail store often conduct drawings;



Trade--could be done to add "excitement" to a sales meeting.


F.    Demonstrations--Consumer


Example:  test-driving a car.


G.    Samples--Usually Consumer
Example: a sausage maker may set up a table in a grocery store  to distribute bite-sized nibbles of his product.

H.
Special pricing--Consumer or Trade
Example:  consumer--buy three shock absorbers, get the fourth  free; trade--for every three cases of beer the 
retailer buys,  he gets one case free.

12. Netiquette is the use of etiquette on the Internet.  The need for it in sales mostly arises when using E-mail.

13. There are numerous things that a salesperson can do to make sure that their phone is not a distraction.  The ones listed in the book are:

a. Use the Caller ID feature to screen your calls because the person you are with is the most important person to talk to.

b. Use text messaging if you are expecting important information while in public.

c. Turn off your phone during meetings, sales calls, and presentations.

d. Don't engage in cell yell.  Most cell phones have sensitive microphones that can pick up even a whisper.

CHAPTER 5 APPENDIX

SALES ARITHMETIC AND PRICING
Comments on Chapter 5 Appendix Sales Application Questions 

1. Discounts represent a reduction in price from the list price.  The main types of discounts are: quantity, cash, trade, and consumer discounts.  Quantity discounts are offered when buyers purchase large quantities of a product.  Cash discounts are allowed for prompt payment.  A trade discount is used when the manufacturer reduces the price to middlemen (wholesaler, distributors) as compensation for the service they perform.  Consumer discounts are one-time price reductions offered in hopes of increasing sales to consumers. 

2. The salesperson should mention the discount in the middle of the presentation.  If he/she waits too long to present this selling bonus the customer may lose interest.

3.





Manufacturer

Wholesaler 

Retailer


Percentage markup

$ 4.00


$ 2.00



$12.00


on Selling Price


$10.00 = 40%

$12.00 = 17%

$24.00=50%


Percentage markup

$4.00


$ 2.00



$12.00


on Cost


$6.00 = 67%


$10.00 = 20%

$12.00=100%

4.
 .25



 .50



$1.00
    
1.25 = 20%


1.50 = 33%


$2.00  = 50%

5.
A manufacturer might use five basic types of advertising: national, retail, trade, industrial, and direct mail.  It is a good idea to point out that your firm does carry on an active advertising campaign and perhaps show your customers magazine or newspaper advertisements to confirm this.  Often wholesalers and retailers are more apt to buy a product which is already in demand because it has been advertised.

6.
List price – standard price charged to customers.  


Net price – price after allowance for discounts.


Zone price – determined by geographical location.


FOB shipping point – buyer  must pay transportation charges.


FOB destination – seller pays all shipping costs.

7.
A.

Noncumulative discount is being offered.




$45,000/50 = $900/unit; cost has been reduced 10% per unit.


B.

You are offering a cash discount which will reduce the cost by 2%.  Total cost under terms of 2/10 net 30 is:




150 @ 10 =  $1500
   $5000





 

x.98
         x.95




  

 1470  +  4750 = $6220




If the Storage Bin does not pay until the 25th day it will receive no discount and the total cost will by $6500.


C.

You are offering a cumulative discount.  The total cost will be reduced by five percent.




10 @ $3000 = $30,000




15 @ $3500 = $52,000




   

   $82,500



  
Discount              x  .95




   

   $78,375


D.

Both offers represent types of noncumulative discounts.




Buy 11--Get 1 Free

10% Off




1/12 = 8.3% discount
discount = 10%

8.
EC 600 Generator.

	
PRIVATE 

	Less than 10
	10 - 20
	PRIVATE 
More than 20
	Present Generators

	Purchase price
	$70,000
	$65,000
	$58,000
	$65,000

	Yearly oper. Expense
	$3,000
	$3,000
	$3,000
	$5,000

	Expected Life
	10 years
	10 years
	10 years
	7 years

	Total oper. Expense
	$30,000
	$30,000
	$30,000
	$35,000

	Total cost of each generator
	$100,000
	$95,000
	$88,000
	$100,000

	Ave. cost/year
	$10,000
	$9,500
	$8,800
	$14,285


Note:
The higher annual operating expense and shorter life of 


the competitor's generators gives your product a distinct 


advantage no matter how many generators are purchased!

1. A value analysis determines the best product for the money. It is the "business proposition" in industrial selling.

Comments on Cases 

Case 5A-1:  Claire Cosmetics
1.
The "key" is that Jane should do her homework well in advance of the meeting.  She should hint at some of the upcoming promotions on this product to her customers, although being careful not to "spill the beans" before the campaign is actually underway.  She may see that her customers will, in fact, be receptive to a new promotional offer, and this in itself may help to reduce her nervousness.

2.
By discussing the program, however vaguely, with her customers, Jane may begin to get a feel for what they really expect to get from a new promotion.  She may uncover areas that are really important to her clients.  For example, some buyers may see a new floor display as bothersome, and in the way of customers.  It is best to consider her client's needs, not her own speculations, for her presentation at the sales meeting.

Case 5A-2:  McBath Women's Apparel
1.
Lynn should not approach Ms. Bruce with an all or nothing proposition because she has proved in the past that she will say no.  She should stress the benefits which Federale will receive from carrying a new line.  She should tell Ms. Bruce about the great sales increases other stores have experienced, and that the display will be small and will make shopping easier, not more confusing, for her customers. Also, tell of the advertising campaign, and special promotions planned which should further help sales.

2.
Quantity discount - $10 off-invoice for each display purchased.


Cash discount - 2/10 net 30.


Trade discount - 20% off to retailers.


Consumer discount - $1.00 off coupons in local newspapers.


The trade discount may be the most effective because if offers a substantial advantage over the other discounts.  The consumer discount would probably be the least effective because the retailer would get no immediate benefit from it, since it is naturally supposed to benefit consumers.

3.
Sales and profits cause people to buy and thus price is extremely important.  These discounts will be a major "reason to buy."

Case 5A-3: Electric Generator Corporation 
1.
Thorough background of company, its operation, present generators used, and its buying policies are several factors helping to formulate a sales call plan.

2.
The value analysis will be the main selling tool Sandy will use in her presentation.  It must show how the reduced maintenance costs of her generator will quickly off-set their higher price. 

Case 5A-4: Frank's Drilling Service

1.
A value analysis






Competitor's


Frank's

Drilling costs


.90x10,000 ft=$9,000

$1x10,000 ft=$10,000

Personnel cost


$1,200x24 hrs*=$28,800

$1,200x24 hrs*=$28,800  

@ day              


@ day


     
@ day

Total personnel 


$28,000x16 days =$460,800
$28,800x12days = $345,600

costs

Total costs


$469,800 ($9,000+$460,800) 
$355,600($10,000+345,600)     

Frank's savings = $114,200 ($469,800 - $355,600) for 1 well.

Savings for 12 wells = $1,370,400.

2.
Fast and efficient service (features) which save time (advantage) and money (benefit).

*Assumes drilling 24 hours each day.

Case 5A-5: FruitFresh Inc.
1. There are three issues that should be covered in this discussion: unscrupulous competitors, misrepresenting products, and determining proper business practices in areas where there is little governmental oversight or inadequate testing or regulation.

2.
Perry could advertise that FruitFresh is the first company to make its juice out of 50% recycled materials Perry might work through FruitFresh's legal department to report Cainer's misrepresentation of  its product as "all natural" to the Federal Trade Commission (FTC).  Another option is for Perry to suggest that research and development continue working on perfecting the recycling process.

CHAPTER 6

PROSPECTING—THE LIFEBLOOD OF SELLING

Comments on Chapter 6 Sales Application Questions 

1.
The prospect has been "qualified" as having the potential to buy.  The lead, or suspect, is suspected of being a prospect.  To qualify a potential customer, follow the MAD sequence:

A.
Does the prospect have the Money to buy?

B.
Does the prospect have the Authority to buy?

C.
Does the prospect have the Desire to buy?

2.
A.
Prospects are found everywhere.  Depending on what you sell, everyone could be a prospect.

B.
Prospecting methods are the cold canvas, endless chain, group, public exhibitions and demonstrations, center of influence, direct mail, and telephone (including telemarketing).

3.
Using the telephone Yellow Pages, and observing the business are two of the easiest ways to uncover leads.  You would have to contact them to see if they would be a true prospect.

4.
A.
"I sell paper and metal containers designed to save your company money.  Companies like yours really like our products.  Could you help me talk with Mr. Firestone?"

B.
Say the first two sentences above and then say, "Do you feel I should call back this afternoon or tomorrow?"

5.
A.
Local banks, Better Business Bureau, and Dun and Bradstreet can all provide information.  If the sale is large it would be best to check out the customer.

B.
The customer benefit plan would be similar for each sales call.  Each plan should include (1) FAB; (2) marketing plan; and (3) business proposition.

COMMENTS ON CASES 

Case 6-1: Canadian Equipment Corporation

1.
Five salespeople ranked the four alternatives, with “C” ranked the best.  People who choose this alternative sold the maximum dollar amount of $1000.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $1,000)

A


Second


                          $500

B


Third



                 -0-

C


First



             $1,000

D


Third



                 -0-

Getting by the receptionist or switchboard operator, at times, requires a certain amount of skill.  Too often, a salesperson unequipped to handle the protective front line can get bogged down and fail before he even has a chance to see the prospect.

A.
This method is not as good as “C”, but it is a good second choice.  Make her feel important, build  up her ego by taking time (if `she can afford it) to give her a meaningful message. Don’t get trapped into telling her everything.  She can’t do the buying.  Whet her appetite and get her on your team.
B.
We’re afraid that under normal circumstances this answer will provoke the typical response: “We don’t need any.”  You can rest assured that the hurried, often protective switchboard answerer will try to get rid of salespeople.

C.
This is the best answer because it’s direct and to the point.  You really haven’t told her what the product is so it’s difficult for her to say the company “doesn’t need any.”  Secondly, you have given her some of the benefits; hopefully she won’t want to take the responsibility for her company missing out on them.  Thirdly, you’ve repeated your request for her to direct you to the purchasing agent (or reasonable facsimile).

D.
Same as B.

Case 6-2:
Montreal Satellites
1.
Salesperson:
Hello Mr. Butler.  My name is         with Montreal Satellites.  I met with Jeff Sager last week and installed a satellite in his home.  His family really loves it.  Have you seen it?

Salesperson:
I’d like to set up a time to stop by your home or office and visit with you about our program you may find of great benefit.  It’s not really important to me that we do business; all I ask is if you appreciate the time we share together, if you feel that you benefit from the time we spend together, and most important, if you respect my integrity, you would be willing to pass my name on to a friend or business associate who may also benefit from my services just as the Sagers did. Is that fair enough?

2.
It’s often impossible to say exactly where the request for referrals should come.  However, 
somewhere say something like:

Salesperson:
My success and the success of my business is totally dependent upon getting quality referrals from my clients.  I realize that you will introduce me to your friends, family, and business associates only if the quality and integrity of the service I 
provide surpasses that to 

which you’ve grown accustomed.  If I do a good job for you, Mr. Butler, would you be willing to provide names of others who would also benefit from my services?

Either now or later in the presentation, hand pen and paper to Mr. Butler and ask him to write 
down names and telephone numbers.

3. 
Salesperson:
Mr. and Mrs. Butler, I’m sure by now you realize I work through referrals.  You see I work very hard to help my customers as I’ve done for you (pause) and I’d like to do the same for your friends.  Who could you recommend I contact?

4.
Salesperson:
Hello Mr. Butler.  This is           .   As I promised when we first did business, I’d check with you periodically.  Do you have any questions?  Is there anything I can do for you?

Respond to the client’s needs, if any, as appropriate.  End your follow-up by requesting referrals one more time:

Salesperson:
I’ll let you go now.  Don’t forget, you’ve got my number if you need any help. Please keep me in mind when talking to your friends and business associates.  As 
you know, Mr. Butler, I depend on quality clients like you to keep me in business.  One of the reasons I work so hard to help my customers is because of the people you refer to me. Your referrals are really appreciated. (Pause). Mr. Butler, is there anyone you feel I should help? (Pause) Thank you very much! I look forward to seeing you soon.  Goodbye.

CHAPTER 7

PLANNING THE SALES CALL IS A MUST

Comments on Chapter 7 Sales Application Questions 
1.
Elements of sales call planning are:  (A) determining the sales call objective; (B) developing or reviewing the customer profile; (C) development of a customer benefit plan; and (D) the development of the individual sales presentation.

2.
The customer benefit plan for a General Foods' salesperson includes suggestions on how the reseller can sell the products to his customers.  IBM suggests how the product will be used within the firm.

3.
The prospect's five mental steps in buying are:  (A) Attention; (B) Interest; (C) Desire; (D) Conviction; and (E) Purchase.  The actual mental decision to buy is said to occur in the conviction.

4.
Sales call objective; product to sell; customer profile; product's FAB marketing plan; business proposition; suggested purchase order.

5.
The buyer does not say "no".  Once he does, it is much harder to change his mind.

6.
The sales presentation represents 7 steps within the selling process.

7.
The selling process refers to a "sequential series of actions by the salesperson which leads toward the customer taking a desired action and ends with a follow-up to ensure purchase satisfaction.

Selling Process


                 Mental Steps
1. Prospecting

2. Preapproach

3.
Approach
Attention, Interest

4.
Presentation
Interest, Desire

5.
Trial Close
Desire

6.
Objections
Desire

7.
Meet Objections
Desire, Conviction

8.
Trial Close
Conviction increases

9.
Close
Action

10.
Follow up

8.
Caution--these answers are controversial among students.  It is difficult to know which stage is represented.  I am using them for discussion purposes only.

A.
Attention

B.
Desire (or interest)--Prove it!  (Advantage)

C.
Interest (or desire)--So what?  (Feature)

D.
Interest

E.
Desire

F.
Attention

G.
Conviction

H.
Interest

I.
Attention

J.
Conviction--A buying signal

K.
Desire

L.
Desire

M.
Attention or interest--hard to tell

9.
The student needs to refer to both Chapters 6 and 7.  You would need to know such things as:  (A) promotional activities planned for the product, such as advertising, coupons; (B) special prices and discounts available; and (C) past sales of the product.

Feature


Advantage


Benefit
Nationally advertised

Sell more


Make more profits

Price discount


Can reduce price

Draw customers

COMMENTS ON CASES 

Case 7-1:  Ms. Hansen's Mental Steps in Buying Your Product
1.
The salesperson's first statement is to get a reorder.  The second statement concerns the primary objective of the call--sell new distribution of family size Tide.  Since P&G salespeople call on the same customers routinely, the customer profile has been developed.  It was reviewed before the call.  The third and fourth comments present the marketing plan.

2.
Feature--family size Tide

Advantage

Benefits--additional sales and profits.

3.
A.
Ms. Hansen's first reply--Action stage on reorder.

B.
Ms. Hansen's second reply--Interest stage.

C.
Ms. Hansen's third reply--Interest stage.

D.
Ms. Hansen's fourth reply--Desire-Conviction.  This is a buying signal, so time to ask for the order.

4.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $8,000)

A


Second




$2,000

B


Third




$2,000

C


First




$8,000

D


Fourth


  
  
    -0-

E


Fourth
               
  
                 -0-

Five salespeople profiled in the text ranked the five alternatives with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $8,000.

A.
You might want to further explain the benefits of your marketing program.  This could help you close the sale.  However, it is not the best course of action.

B.
If still unsure of the buyer's attitude, you might probe more using another trial close such as "Does the concept sound good to you?" 

C.
It is time to close by saying "May I enter the six cases of family size Tide in the order book now?" or "Will six cases be enough?" or "With your sales being really up, should we use six or eight cases?"

Case 7-2:  Machinery Lubricants, Inc.

1.
Ralph should have:  (A) visuals, such as pictures of the storage system; (B) a suggested location; (C) a prepared value analysis such as the following:

20,000 gal @ $1.39 = $27,800

20,000 gal @ $1.25 = -25,000

       savings = $ 2,800

The cost of the new arrangement will be $2,795.  By saving 14 cents per gallon of lubricant purchased, the system will pay for itself in the first year.  Also there will be other savings and advantages:

* no lost oil left in bottom drums

* no more $20 deposit/drum (and the risk of losing the deposit with lost/damaged drums)

* less order processing, reduction in storage space, less handling of oil

(Overall, there should be a substantial cost savings from the purchase.)

Case 7-3: Telemax, Inc.

1. There are three issues that should be covered in this  discussion: methods of gathering and using competitor intelligence, protecting proprietary information, and responding to timing pressures versus quality assurance.

2.
One of Ellen's options is to use her available time to gather more information about PCI's product and  its release date, without  using unethical methods.  Another option is for Ellen to set meetings with the directors of the other departments (for example, quality assurance) and discuss if there are any safe methods to speed up the development process.  Ellen may want to rethink the marketing campaign for Stardust to account for the fact that PCI may have a competing product.  Ellen may decide to hire external consultants or a private company to perform market research on PCI.  Finally, Ellen may want to ask Frank Cilento for information about PCI.

CHAPTER 8

CAREFULLY SELECT WHICH SALES PRESENTATION METHOD TO USE

Comments on Chapter 8 Sales Application Questions 
1.
Sales Presentation Methods are:  (A) Memorized; (B) Formula; (C) Need-Satisfaction; and (D) Problem-Solution.  See chapter for differences.

2.
Yes, the salesperson shows how the product will satisfy mutually agreed upon needs.

3.
When you already know the customer's needs, many times you can use a "formalized" sales presentation.  The salesperson can quickly go directly to the close.  Consumer goods salespeople who have called upon a customer several times frequently use this method.

4.
The salesperson needs to know the prospective buyer's background such as past purchases and likes and dislikes.

5.
Skillful questioning on needs and understanding the prospect's needs.

6.
See six steps to using the problem-solution presentation.

7. According to Exhibit 9-10, the salesperson should be getting the attention of the buyer and gaining their interest.

8.
The Formula method would be best according to the text and Exhibit 9-7.  This is best when used with a repeat customer, and the salesperson should be able to follow a less structured, general outline in making the presentation.

COMMENTS ON CASES 

Case 8-1: Cascade Soap Company
1.
Formula.

2.
Mike did a good job.  He has done his homework, presented a good business proposal, and effectively asked for the order.  Have two students read out loud in class.  Comment on each thing the salesperson and buyer are saying.

Case 8-2: A Retail Sales Presentation

Customer is looking at a display of Cross gold pens and pencils

Salesperson:
[giving a big smile]  Hello, my name is         are you looking for a pen and pencil set for yourself or for a gift?

Customer:
I'm looking for a graduation gift for my brother, but I'm not necessarily looking for a pen and pencil set.

Salesperson:
Is your brother graduating from college or high school?

Customer:
He is graduating from college this spring.

Salesperson:
I can show you quite a few things that would be appropriate gifts.  Let's start by taking a look at this elegant Cross pen and pencil set.  Don't they look impressive?  [Trial Close]

Customer:
They look too expensive.  Besides, a pen and pencil set doesn't seem like an appropriate gift for a college graduate.  [Objection]

Salesperson:
You're right, a Cross pen and pencil set does look expensive.  [Acknowledge objection]  Just imagine how impressed your brother will be when he opens your gift package and finds these beautiful writing instruments.  Even though Cross pen and pencil sets look expensive, they are actually quite reasonably priced, considering the total value you are getting.

Customer:
How much does this set cost?

Salesperson:
You can buy a Cross pen and pencil set for anywhere from $15 to $300.  The one I am showing you is gold-plated and costs only $28.  For this modest amount you can purchase a gift for your brother that will be attractive, useful, will last a lifetime, and show him that you truly think he is deserving of the very best.  Don't you think that is what a graduation gift should be like? [Trial close]

Customer:
You make it sound pretty good, but frankly I hadn't intended to spend that much money.  [Objection]

Salesperson:
Naturally, I can show you something else.  However, before I do that, pick up this Cross pen and write your name on this pad of paper.  [Demonstration]  Notice that in addition to good looks, Cross pens offer good writing.  Cross is widely acclaimed as one of the best ball point pens on the market.  It is nicely balanced, has a point that allows the ink to flow on the paper smoothly, and rides over the paper with ease.

Customer:
You're right, the pen writes really well.  [Positive buying signal]

Salesperson:
Each time your brother writes with this pen he will remember that you gave him this fine writing instrument for graduation.  In addition, Cross offers prestige.  Many customers tell us that Cross is one of the few pens they have used that is so outstanding that people often comment on it by brand name.  Your brother will enjoy having others notice the pen he uses is high in quality.

Customer:
You're right, I do tend to notice when someone is using a Cross pen.

Salesperson:
You can't go wrong with a Cross pen and pencil set for a gift.  Shall I wrap it for you? [Close]

Customer:
It's a hard decision.

Salesperson:
Your brother will be very happy with this gift.

Customer:
Okay, go ahead and wrap it for me.

Salesperson:
Fine, would you like me to wrap up another set for you to give yourself?  [Suggestion selling]

Customer:
No, one is enough.  Maybe someone will buy one for me someday.

Case 8-3: Negotiating with a Friend
1.
Barney’s objective is to sell his existing vehicle for enough to finance a new one.  He wants 
$2,000 but he knows the dealer will only give him $1,200.  He needs $1,500 to finance the new 
one.  Chances are good he will be satisfied with $1,500.

2.
Billie’s objective is to buy a good used car for her daughter for under $1,800.  She wants to keep a small reserve for repairs and enough to buy some snow tires.

3.
Points of conflict between Barney and Billie are most likely to be price and equipment to be included with the car.

4.
Barney’s power comes from having a car in good repair that Billie’s daughter likes, in Billie’s
price range.  Additional power comes from the fact that Barney’s car will also be attractive to 
others.

5.
Billie has power because there are many used cars in her price range to choose from.

6.
Billie also has power because time is important to Barney.

7.
Since Billie has 3 months to shop, time is less important to her.

8. Possible points of compromise include the price, whether or not the snow tires and/or stereo are included, and what can be done about the minor dents.  Many variations are possible and both parties should think them through before negotiations begin.

CHAPTER 9

BEGIN YOUR PRESENTATION STRATEGICALLY

Comments on Chapter 9 Sales Application Questions 
1.
Use questions to:  (A) obtain information; (B) develop two-way communications; and (C) increase participation.

Three rules for Using Questions:  (1) be able to anticipate answer; (2) wait for answer; (3) listen.

2.
Statement--"Mr. Buyer, you certainly have a thriving business."

Demonstration--(see chapter for example).

Question(s)--"Would you be interested in saving 20 percent on your next purchase?"

3.
Situation question (see chapter for examples)

Problem question

Implication question

Need-Payoff question

4.
A.
Direct

C.
Direct 

E.
Nondirective
G.
Redirect

B.
Nondirective 
D.
Redirect 
F.
Rephrasing


5.
Approaches "A" and "B" are good approaches.  They both summarize the customer's situation. Approach "C" is a weak opening statement.

6.        A.
Salesperson's first question is a problem question.

Salesperson's second question is an implication question.

Salesperson's third question is an implication question.

Salesperson's fourth question is a situation question.  (Also direct and qualifying).

Salesperson's fifth question is a need-payoff question.

B.
Move into the presentations.  If you are one of the first three people to call me saying you have read this, I will send you fifty dollars.

C.
Move back to a different "problem" question and cycle through PIN part of SPIN.

7. Salesman Cliff Defee is "telling" not "selling".  He should have asked questions concerning the construction foreman's experiences with the present equipment.

8.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $12,000)
A


Third


  

   -0-

B


First




$12,000

C


Second


 

$ 4,000

Five salespeople profiled in the text ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $12,000.

Questions are important tools for any salesman.  They help uncover needs and problems, obtain valuable selling information, qualify the prospect's interest and buying authority.  So, it pays to ask good ones.  Let's examine the three choices you were confronted with.

A.
This is a weak question because it asks for a "yes" or "no" answer--no more.  Remember, you wanted information and a "yes" or "no " is the bare minimum.

B.
This is a good question.  It's direct, well-aimed, and most importantly, it forces the prospect to talk about a specific problem.  An open-ended question (one that can't be answered by "yes" or "no") often provides additional information--things you didn't ask for--and this is a plus.

C.
This question is adequate, but lacking in some aspects.  It's open-ended and that's good--it'll encourage the prospect to talk.  However, it's too loose, too general.  It won't easily trigger the prospect to give you the information you seek.  And you do want to make it easy for him.

COMMENTS ON CASES 

Case 9-1:  The Thompson Company

SUMMARY
1.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $4,000)

A


Second




$1,500

B


Third


  

$  500

C


First




$4,000

Five salespeople profiled in the text ranked the three alternatives, with "C" ranked the best.  People who choose this alternative sold the maximum dollar amount of $4,000.

A.
This attention-getter is reasonably good because it points out a benefit to the buyer.  Under most circumstances it would capture his attention.  Further, the use of your product in the opener may also arouse his curiosity since she probably doesn't know what it is.  The weak spot here is "time and money."  Basically, time and money are benefits--but very general in nature.  "Time and money" is also a time-worn cliché which many sophisticated buyers have heard so often they automatically put up their guard when they hear it again.

B.
This attention-getter may do more harm than good.  First of all it sounds a little humbling to "beg" for a few minutes of time.  If your product is good (and it is!) then you deserve the time to tell your complete story.  It's up to you to motivate the prospect sufficiently so she wants to hear it.  "To talk about shelving" implies a friendly discussion and offers no benefit or motivation.  This type of opener may encourage prospects to say "I'm too busy right now."

C.
Curiosity and benefit are compelling attention-getters and this opener combines both.  It offers a benefit but doesn't say how it can be gained, thus arousing curiosity.  In addition, it asks a question--another useful device for getting attention.  A question usually demands an answer and when the prospect does respond he forfeits her divided attention.

Case 9-2: The Copy Corporation
1.
The salesperson is "telling" not "selling."  He/she should ask questions concerning the person's experiences with the equipment.

2.
Students can be asked for specific examples of questions, such as "Mr. Buyer, how have my copy machines been working for you?"

Case 9-3: Electronic Office Security Corporation
1.
Most students say "Yes" this is a natural dialogue.

2.
Most students say "Yes" or "About right."

3.
Salesperson's SPIN questions based upon number by dialogue statements.

Statement
 1 -- Situation Question.

 3 -- 
"

"

 5 --
"

"

 7 --
"

"

 9 -- Problem

"

11 -- 
"

"

13 -- Implication
"

15 -- Situation
"

17 --
"

"

19 -- Problem
"

21 -- Implication
"

23 --
"

"

25 --
"

"

27 -- Problem
"

29 -- Implication
"

31 -- Situation
"

33 --
"

"

35 -- Problem
"

4.
Statement
 4 -- Buyer doesn't recognize need.

  
10 -- Important need stated but not recognized as something that could happen.

   
14 -- Important need stated but not recognized as something that could happen.

   
20 -- Important need stated and recognized.

   
22 -- Important need stated but not recognized as something that could happen.

   
24 -- Important need stated and recognized.  The presentation now begins to turn in the salesperson's favor.
Situation 
26 -- Important need stated and recognized.

   
28 --      "        "       "     "        "

   
30 --      "        "       "     "        "

   
36 --      "        "       "     "        "

5.
She did a great job of converting the buyer from the attitude of "I do not need a security alarm system" to "I have a security problem."

6.
Alternatives


Ranking


Dollar Amount Sold

(Maximum = $8,000)

A


Second




$1,000

B


Third


  

$  500

C


First




$8,000

D


Fourth


  

    -0-

Five salespeople profiled in the text ranked the four alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $8,000.

A.
It is possible to move on into your presentation.  The prospect does not recognize he has a problem and its implications.  However, you are not sure if he wants to solve his problem.

B.
You could continue to ask problem questions.  However, the prospect does recognize he has a problem and its implications.

C.
Yes, give your need-payoff question.

D.
Do not do this!  You have his attention and interest.  Keep on selling!

CHAPTER 10

ELEMENTS OF A GREAT SALES PRESENTATION

Comments on Chapter 10 Sales Application Questions 
1.
Alternative "A" is preferred since the prospect actually participates in the demonstration.

2.
Alternative "B" is preferred since you maintain control of the visuals.

3.
Briefly restate selling points that the prospect is interested in; get the prospect to participate; watch to see if you have regained the prospect's interest; if you have his interest, move into the presentation.

4.
The "presentation mix" consists of these six elements:  (A) persuasive communication; (B) participation; (C) proof statements; (D) visual aids; (E) dramatization; and (F) demonstration.  Visuals allow you to "show" and "tell" which greatly increases the effectiveness of your presentation.

5.
A.
Correct


C.
Not Correct


B.
Not Correct

D.
Correct

6.
Salesperson's first sentence--Restatement of the benefit.


Salesperson's second sentence--Expansion of the benefit.


Salesperson's third sentence--Proof of the benefit.


Salesperson's fourth sentence--Expansion of the benefit.

7.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $9,000)



A


Second

-0-




B


First

$9,000




C


Second

-0-


Five salespeople ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $9,000.


A.

Poor choice.  We can understand your concern about a poor looking presentation.  But what kind of impression would you create canceling your appointment two hours ahead of time?


B.

Good idea.  Let your prospect know you are concerned about doing things first class.  If anyone is reading this, please contact me and I'll send you fifty dollars if you are one of the first three. If your prospect's the least bit human, he'll understand the problem and won't hold it against you.


C.

I wouldn't.  You may think you can pass off the stains, but don't count on it.  Why take chances on making a poor impression.

Comments on Cases 

Case 10-1: Dyno Electro Cart Company
1.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $2,000)



A


First

$2,000




B


Second

$1,000




C


Third

$  500


Five salespeople ranked the three alternatives, with "A" ranked the best.  People who chose this alternative sold the maximum dollar amount of $2,000.


A.

No matter how easy the demo looks when you handle it, it will be more convincing if you can get the prospect in the act.  By doing it himself, the prospect will be intimately involved--he'll be interested, he'll see the benefits more clearly.  You will also have a better chance to eliminate or smoke out any hidden objections.

2.
Alternatives

Ranking

Dollar Amount Sold










(Maximum = $2,000)



A


Second

$0




B


First

$2,000


Five salespeople ranked the two alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $2,000.

A. There are some times when you may not want to get the prospect in the act. One example is when you're using catalogs, sales presentation binders--or any material that offers reading opportunities. If the prospect gets a chance to hold this type of material, he may start to read the fine print (you've lost his attention!), or if the sales aid has a number of pages, he can leap ahead and upstage you. In these cases, protect the continuity of your presentation by controlling the sales aid. (If there is something you want him to read, leave it with him to read when you're gone.) 

Case 10-2: Major Oil, Inc.

Note:
 This case is a greatly expanded version of 7-3 "Machinery Lubricants, Inc."  Case 7-3 has students thinking about planning the sales call.  This case has students evaluating the sales presentation.

1.
Overall Tim's sales presentation was well done.

2.
Tim should have:  (A) visuals, such as pictures, of the storage system; (B) a suggested location; and (C) prepared a value analysis such as the following:


20,000 gal @ $1.39 = $27,800


20,000 gal @ $1.25 = -25,000




  savings  = $ 2,800


savings of 14 per gallon x 20,000 = $2,800


The cost of the new arrangement will be $2,795.  By saving 14 per gallon of lubricant purchased, the system will pay for itself in the first year.  Also there will be other savings and advantages:


*
no lost oil left in the bottom of the drums.


*
no more $20 deposit/drum (and the risk of losing the deposit with lost/damage drums).


*
less order processing, reduction in storage space, less handling of oil.


(Overall, there should be a substantial cost saving from the purchase.)

3.
Follow-up after the sale to make sure the installation is done properly and that the buyer is satisfied with it.

Case 10-3: Dumping Inventory: Should this be a Part of Your Presentation?

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 3 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate within your course will help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.

This video listens in on a conversation between two salespeople for a toy company.  One of the salespeople has inside information on the development of a new version of a popular toy.  The new toy will be introduced in three months and customers will not be aware of this information for another two months.   One of the salespeople is concerned with his colleague's idea of "dumping" the inventory on customers.  The colleague wants to sell the remaining inventory of the soon to be out of date toy to boost his sales, even though he knows about the new version.  This problem concerns the salesperson because he depends heavily on the relationships he has with his customers.

The following are possible guidelines for answering questions at the end of this case:
Questions

1.  What are the ethical considerations, if any, in this case?

1. What are the ethical considerations, if any, in this case? (This case has issues somewhat like Case 3-2 Sales Hype. Both are in a retail sales setting.)

A. Ethics Related to Employer

(1.) Chapter 2’s discussion of ethics clearly shows the importance of the leader in operating at the Level 3 of moral development. By the sales manager (leader) asking the salesperson to operate at Level 1 the manager is hurting the reputation among coworkers. Level 2 and 3 salespeople may quite. Customers may not come back. Unethical treatment has a ripple effect throughout the community.

B. Ethics Related to Customers

(1.) The new toy will be introduced in three months and customers will not be aware of this information for another two months. One of the salespeople is concerned with his colleague’s idea of “dumping “ the inventory on customers.

(2.) Customers talk to other customers about their treatment. Salespeople also talk to other people, as their family and friends, about treatment of customers. Salespeople talk among themselves. Mistreatment of customers or employees has a ripple effect which is destructive to morale, turnover, motivation, satisfaction, customer loyalty. Sales come from selling new customers again and new customers. Present customers are responsible for bring in a portion of new customers. Wow! Is ethical treatment of all involved important.

C. Ethics Related to Salespeople

(1.)    Asking salespeople to use sales practices that are unethical have a destructive impact on                 salespeople. It influences their morale, motivation, satisfaction, turnover. It can negatively             influencing hiring and keeping salespeople even though they make a high income.
2. What level of moral development are Rob and Bill operating in this business situation?  Explain your answers.

      A.  The salesperson is operating at Level 3.
       B.  The sales manager is operating at Level 1. 
3. What would you do if you were Bill?
A. Bill, the salesperson, is operating at Level 3. He wants to do what is     

       best for the customer no matter what is said by his sales manager.  

B. Bill has to decide if he will follow the Golden Rule or follow the instructions of his boss.

4. What would you do if you were Rob?
A. Rob, the sales manager, may continue to pressure Bill and other salespeople to dump the inventory. We can be reasonably sure that Rob is asking salespeople to use other unethical sales practices. Rob is following the pattern of the traditional sales manager, as discussed in Chapter 1.

CHAPTER 11

WELCOME YOUR PROSPECT'S OBJECTIONS

Comments on Chapter 11 Sales Application Questions 
1.
You must determine why the prospect is stalling by asking questions such as "What are some of the issues you have to think about?"

2.
See if there are other products you can sell them.

3.
"A" is a lack of knowledge--needs more information.


"B" is not a feature wanted by the customer.


"C" is a lack of knowledge--needs more information.

4.
"A", "B", "C", and "E".

5.
No, Jamison did not handle the situation correctly.  You should not criticize someone as did Jamison.

6.
Alternative "C" is best since you must find out why he wants to "think it over."


Note:
This question is very similar to Case 11-2 "Central Hardware Supply."  I use them both in the same term.

COMMENTS ON CASES 

Case 11-1: Ace Building Suppliers
1.
Alternatives


Ranking


Dollar Amount Sold











(Maximum = $6,000)



A



Third


$  500




B



First


$6,000




C



Second


$2,500


Five salespeople ranked the three alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $6,000.


A.

Calling back in two months at the request of Mr. Newland is the path of least resistance--the easy way out.  While it may get you the order in the long run, it can also set up many obstacles.  A lot of things can occur in two months: a competitor could get in to see Mr. Newland: Aces' business could fall off: money may be tight, etc.  By waiting (without trying for an immediate order) you are encouraging problems.


B.

There's nothing better than a firm purchase order in hand.  Perhaps some good old-fashioned persistence would have done the job; after all, Mr. Newland said he liked the equipment, admitted that it would solve his problem and indicated that he would buy. Why not now?  If you can't get an immediate order, perhaps you can get one for delivery in thirty days ("Let's not wait until the last minute") or in sixty days.  At minimum, a stronger verbal commitment would help--to pin him down, to obligate him, and to bring him closer to that actual order.


C.

If you can't get the order now, a good alternative would be to telephone.  A personal call takes time, is expensive and can't accomplish much more than a phone call (especially when your objective is to get a "go ahead").  Why wait the full two months?  You'll probably need some time for delivery.  Besides, it's a good way to remind him that you're on your toes--anticipating problems and taking care of his needs.

Case 11-2:
Electric Generator Corporation (B)
1.
Alternatives


Ranking


Dollar Amount Sold











(Maximum = $10,000)



A



Second


$ 1,000




B



Third


-0-




C



First


$10,000


Five salespeople ranked the three alternatives, with "C" ranked the best.  People who chose this alternative sold the maximum dollar amount of $10,000.


A.

Don is not interested in the generator's capabilities or talking to an engineer.  He wants YOU to solve his problem. Talk with him.  Do everything it takes to solve his problem.  Only then can you sell him more products.


B.

Chicken!  You have to take care of Don's problems--NOW!  His project is in trouble because of your products.  Do not leave. Do everything it takes to solve his problem.  Only then can you sell him more products.


C.

Now your selling!  Get Don to discuss the problems.  Look into it. Do your best to take care of the problems.  Bring in people from ECG's engineering department—if needed.  Your company needs to know of the problems if the generators are defective. Once you have satisfied Don, then you can sell him additional products.

CHAPTER 12

CLOSING BEGINS THE RELATIONSHIP

Comments on Chapter 12 Sales Application Questions 
1.
"A" and "C" have the salesperson handling all of the "details," thus making it easier for the buyer to say "Yes."

2.
A--2

E--2


B--1

F--2


C--3

G--3


D--3

3.
C--not asking for the order.

4.
Yes, it's best to always ask the customer.

5.
True.  As soon as you have finished the presentation it is time to ask for the order.

6.
Visual aids can have a "trial close."

7.
A.
Alternatives 1 and 2 are correct.


B.
Alternative 3
8.
Alternatives B, E, and F.

9.
Yes, once you get the order, get out.  Do not give the customer an opportunity to change his/her mind.

10.
The salesperson should answer a question with a question such as "would you buy if they leave the rugs and drapes?"  If you teach selling and have read this far, let me know.  I'd like to buy you a Coke.

COMMENTS ON CASES 

Case 12-1: Skaggs Omega
1.
Alternatives


Ranking



Dollar Amount Sold












(Maximum = $1,000)



A








$    0




B



First




$1,000




C



Second




$  500




D



First 




$1,000

Five salespeople ranked the four alternatives, with "B" and "D" earning the maximum dollar amount of $1,000.


A.
This isn't much of a close.  It's weak and may encourage negative comments or objections.


B.
This is often called a "trial" or "choice" close.  It's a useful technique that can be used anywhere in a presentation.  By sending up a "trial balloon" you will feel for the prospect's attitude.  Simply give him a choice of two things relating to the order.  If he chooses either one, it indicates he's mentally purchased the kits (or is seriously thinking about an order) and you're on the way.  The trick is to give him a choice of two items (colors, sizes, models, delivery dates, etc.) but not "yes" or "no."


C.
Here you're giving him a choice of "yes" or "no" which is somewhat dangerous.  If he says "yes," fine.  But a "no" can be deadly.  Since you have a fifty percent chance of being turned down, we can only give you half the order.

2.
The close used here is called a "assumptive" close.  It's direct, it's positive, it's effective.  Just assume the prospect is ready to buy and ask him to take some specific action--like signing the order, giving you a purchase order, supplying credit reference, etc.  The important thing is to ask.

Case 12-2: Central Hardware Supply
1.

Alternatives


Ranking

Dollar Amount Sold












(Maximum = $3,000)






A



Third



-0-





B



Second



$1,500





C



First



$3,000



Five salespeople ranked the three alternatives, with "C" earning the maximum dollar amount of $3,000. 


A.
Gillespie seems to be wavering when he says "I'd like to think this over, however."  His stall or objection is certainly weak--especially when preceded by a commitment that your product will solve his problem.  If you accept his excuse, you could be in trouble.  He could have a valid reason for delaying, but if you don't find out what it is now, you may never have an opportunity to answer it.  Evidently there's something on his mind and it behooves you to find out what it is.


B.
Ignoring his "stall" (since it was expressed weakly) is a good technique in some selling situations. It's especially good when the objection or stall is a trivial one, or not expressed with conviction. You don't want to blow it up, or make it seem important, by discussing it.  In this case there may be something more serious on his mind.  It's a good secondary technique, however, so you should be rewarded for using it.


C.
This is a good technique.  Let him tell you what's holding him back.  Being an effective salesman requires lots of detective work.  If you ask tactfully, he's apt to tell you what you have to do in order to sell him!  "Thinking it over" is not important--the key is to find out exactly what he's got to think about.

Case 12-3: Furmanite Service Company—A Multiple-Close Sequence

1.
Label each of the selling techniques used by Chris.


S.
Let me summarize what we have talked about.  You have said that you like the money you will save by doing the repairs.  You also like our response time in saving the flanges so they can be rebuilt when needed.  Finally, you like our year warranty on our service.  (Summary of Benefits close)  Is that right?  (Trial close)

B.
Yes, that is about it.


S.
Gary, I suggest we get a crew in here and start repairing the leaks.  What time do you want the crew here Monday? (Assumptive close)


B.
Not so fast, how reliable is the compound?


S.
Gary, it's very reliable.  I did the same service for Mobil Chemical last year and we have not been back for warranty work. (Third party objection handling technique)  Does that sound reliable to you?  (Trial close)


B.
Yeah, I guess so.


S.
I know you always make experienced, professional decisions and I know that you think this is a sound and profitable service for your plant.  Let me schedule a crew to be here next week or maybe in two weeks.  (Compliment close combined with Alternative choice)

B.
Chris, I am still hesitant.


S.
There must be a reason why you are still hesitating to go ahead now.  Do you mind if I ask what it is?  (Question 1 of five-question sequence method of overcoming objection)

B.
I just don't know if it is a sound decision?


S.
Is that the only thing bothering you?  (Question 2 of five-question sequence)

B.
Yes, it is.


S.
Just suppose you could convince yourself that it is a good decision.  Then would you want to go ahead with the service?  (Question 3 of five-question sequence.  Note how it is phrased...you could convince yourself that...)

B.
Yes, I would.


S.
Gary, let me tell you what we have agreed upon so far.  You like our on‑line repair because of the cost you would save, you like our response time and the savings you would receive from the timely repair of the leaks, and you like our highly trained personnel and the warranty they enable us to give you.  Right?  (Summary of benefits.  If buyer answered yes after each part this would have been continuous-yes technique.  Note trial close)

B.
Yes, that's true.


S.
When would you like to have the work done?  If we wait too long, it will be difficult to get the repair crew here in the next two months.  (Standing room only)

B.
Chris, the proposition looks good but I just don't have the funds this month.  Maybe we can do it next month.


S.
No problem at all, Gary, I appreciate your time and I will stop back by on the fifth of next month to set up a time for the crew to start.  (Leaving on a positive note)
2.
Chris had no real weaknesses.  He closed in a low-key, natural, conversational manner.

3. Chris probably had closed enough, especially if his research on the firm verified that Chris was telling the truth when he said, "...I just don't have the funds this month.  Maybe  we can do it next month."

4.
I would use the "five question sequence" close again to verify if Chris really didn't have the money.

Case 12-4 Steve Santana: Pressured to Close a Big Deal

Cases entitled Perfect Solutions (2-1), Sales Hype (2-2), Dumping Inventory (10-3), and Steve Santana: Pressured to Close a Big Deal (12-4) were created from watching their videos. The write-up for each of these cases is an overview of the video. For this overview and example multiple-choice test questions for each case please see Part II of your IM entitled “Videos Accompanying ABCs of Relationship Selling Through Service, 9th edition: Outlines and Test Questions.” 

Taking two or three class periods (about 3 hours) to cover Chapter 3 “Ethics First…Then Customer Relationships” and using these four sales ethics cases where you feel appropriate within your course will  help ensure your class has a focus on business and sales ethics.  My Department and the Mays College of Business feel all classes should incorporate ethics. A College wide committee frequently asks for information on what each faculty member is doing in ethics within their classes.

The following are possible guidelines for answering questions at the end of this case:

Steve works for a pharmaceutical manufacturer.  The company is pressuring his division to increase sales.  Steve's boss, Rob, is suggesting some unethical tactics to get the Danson HMO business.  Closing this deal would take the pressure off the region, including Steve's boss.

Rob suggests that Steve go around Claire Manford, Danson's purchasing agent, and talk with their chief medical advisor. He then suggests placing Claire on their consulting board, which pays a nice fee to board members.

Claire says that she is the new fund raising chairperson for an Information and Referral Center for the Learning Disabled.  When Steve tells his boss that she mentioned they need $100,000 to get the Center started, Rob suggests giving them $10,000.  This would greatly help get their business.

Steve does not like any of these suggestions.  It is apparent he wants to conduct business in an ethical manner.  The video ends with Rob telling Steve that he must make the decision. If Rob's bosses find out that they are trying to "buy" the business, I wonder who gets blamed—Steve or Rob?
The following are possible guidelines for answering questions at the end of this case.

1. What are the ethical considerations, if any, in this case?

A. Ethics Related to Employer

(1.) Steve’s boss, Rob, such things as Steve bypassing Claire, the purchasing agent; indirectly bribing her by placing her on their board where she will receive a nice fee; and giving her $10,000 for her Disabled Learning Center.

(2.) Rob’s purpose is the problem. He wants to do these things in order to get something in return—Clarie’s business.

(3.) Rob is not a Golden Rule manager.

B. Ethics Related to Customer

(1.) Rob wants to place Clarie in a compromising position. Rob   

          wants to temp Claire with money and with her son’s disability.    

              Rob is a bad person to use a child.

C. Ethics Related to Salesperson

(1.) It seems evident that Rob want to influence Steve to close the  

              sale anyway possible.

(2.) One of the worst aspect of this situation is Rob is preparing   

              Steve to take the blame if Steve does not make the sale Steve’s  

              way or if Steve follows Rob’s  advise and bribes Claire or 

              makes a donation to her son’s Disabled Learning Center.

2. At what level of moral development are Rob and Steve operating in this business situation? Explain your answers.

A. Steve is operating at Level 3. He wants to follow the Golden Rule to make the sale.

B. Rob is operating at Level 1. He wants the business no matter what the method. He is even willing to sacrifice his subordinate, Steve, if things go wrong and Rob’s corporate superiors ask about why this customer was given or offered a fee or donation for her business.

3. What would you do if you were Rob?

A. Let Steve do what he was hired to do. Leave it up to Steve.

4. What would you do if you were Steve?

A. Steve should follow the Golden Rule. He should treat both the customer, Claire, and his boss, Rob, as he would want to be fairly and professionally treated.
CHAPTER 13

SERVICE AND FOLLOW-UP FOR CUSTOMER RETENTION

Comments on Chapter 13 Sales Application Questions 
1.
Follow-up refers to maintaining contact with a customer (or prospect) in order to evaluate the effectiveness of the product and the satisfaction of the customer.


Customer service refers to activities and programs provided by the seller to make the relationship a satisfying one for the customer. Examples in the book are warranties, credit, speedy delivery, invoices, financial statements, computer-to-computer ordering, parking, gift wrapping, and having items in stock.


Follow up and customer service are defined and discussed in Chapter 14. Most of this text refers to service in the context of making a contribution to the welfare of others. Two of the ways to help customers are through follow-up and making sure such items and activities as shown in the discussion of customer service meet customer expectations.


If we want to build long-term relationships, salespeople must put the customer’s interest first.

2.
Account penetration refers to the ability to work and contact people throughout the account, discussing your product.

3.
To help insure that your customers will continue to buy from you, you should:


A.
concentrate on improving your account penetration.


B.
contact new accounts on a frequent and regular schedule.


C.
handle complaints promptly.


D.
always do what you say you will do.


E.
service him as if he were a "king."


F.
show your appreciation.

4.
If you lose a customer then:


A.
visit and investigate.


B.
be professional.


C.
never criticize a competing product.


D.
keep calling on the customer.

5.
To help salespeople increase their customer's sales you can:


A.
develop an Account Penetration Program.


B.
examine your distribution.


C.
keep merchandise in the warehouse and on the shelf.


D.
fight for shelf space and shelf positioning.


E.
assist the product's users.


F.
assist retailer's salespeople.


G.
demonstrate your willingness to help.


H.
obtain customer support.

6.
Being a sales professional sets you apart from the rest of the crowd.  It aids in your sales success and, by being recognized as a professional, increases your chances of promotion within your company.

7.
Poor image loses many sales; no one knows how many since the customer will not tell the salesperson.  If anyone reads this, contact me and I'll send you ten dollars if you are one of the first three.

8.
Alternatives


Ranking

Dollar Amount Sold









(Maximum = $10,000)



A


Second



$   500



B


Second



$   500



C






    -0-



D


First



$10,000



E


Second



$   500


Five salespeople ranked the five alternatives, with "D" ranked the best.  People who choose this alternative sold the maximum dollar amount of $10,000.


A.
Tom may get mad if you wait too long to provide him service and cut his order down to $1,000.


B.
Tom would send back all merchandise and throw you out of the store when he next sees you.


C.
You shipped back the merchandise which canceled out your sale and maybe even future business.


D.
Your prompt service will save your sale and keep Tom as a customer.


E.
You should know what to do.  Do not delay!  What if you cannot reach your regional manager?

Comments on 
Case 13-1: California Adhesives Corporation

Note:  This is a real case.

1.
Marilyn must prove herself to each and every customer.  It may take several routine calls to establish trust.

2.
It took Marilyn over one year before many customers began to trust her.

Case 13-2: Sport Shoe Corporation

1.
Alternatives


Ranking

Dollar Amount Sold









(Maximum = $4,000)


A


Second



$ 1,500



B


First



$ 4,000



C


Third



-0-



D


Fourth



-0-


Five salespeople ranked the four alternatives, with "B" ranked the best.  People who chose this alternative sold the maximum dollar amount of $4,000.  Alternative "A" was second.  Both alternatives "C" and "D" were unacceptable to all five judges.

Case 13-3: Wingate Paper

1. There are three issues that should be covered in this discussion: distributor favoritism, personal business favors, and unreasonable distributor demands.

2.
George could refuse George's demands for special treatment.  George could discuss the situation with his boss or the owners of Wingate Paper.  George could extend the terms of the contract for Tom, allowing him more time to pay Wingate Paper for his order.

CHAPTER 14

TIME, AND TERRITORY, AND SELF-MANAGEMENT: KEYS TO SUCCESS

Comments on Chapter 14 Sales Application Questions 
1.
Traveling can be a large part of a salesperson's job.  This means time not spent in the office.  Thus, technology can be an efficient tool for communication.  Scheduling efficiency can be maximized by management software, while E-mail enables the salesperson to keep in contact with his or her associates and transport memos instantaneously.  The cellular phone can be helpful if a customer needs to contact the salesperson, but her or she is on a call.  These tools increase flexibility and efficiency, helping the salesperson more easily cater to the customer's needs in the territory.

2.
A "sales territory" comprises a group of customers or a geographical area assigned to a salesperson.  Please see chapter for why firms establish or do not establish territories.

3.
Please see chapter for elements of time and territory management.

4.
The undifferentiated selling approach says that you sell all customers the same.  The account segmentation approach says that you classify accounts from extra large to small and treat each group differently.

5.
A.
Break-even for a year would be:



Sales





=
$500,000



Cost of goods sold



=    
- 325,000







  
 
 $175,000



Gross profit % (175,000 ( 500,000)

=  
35%



Direct salesperson's cost



 
$35,000



BEP = $35,000 = $100,000



        
.35



If the salesperson sells $100,000 worth of merchandise, it will exactly cover the territory's direct costs for the year. 


B.
Break-even for the day is:



If the salesperson works 48 out of 52 weeks or 240 days each year, works 5 days a week, 8 hours a day and makes 5 calls per day, there are 1920 working hours per year (240 x 8 = 1920) and 1200 sales calls (240 x 5) made each year in the territory.



The break-even volume per hour is:  $18.22 = ($35,000 ( 1,920)



Break-even per hour = $52.05 = ($18.22 ( .35)



Break-even each day = $426.40 = ($52.05 x 8)


C.
Break-even each sales call:  $83.25 = ($416.05 ( 5)

6.
The key account refers to where the loss of this customer would substantially affect the territory's sales and profits.

7.
Refer to the "Territory-Time Allocation" section for the seven basic factors to consider in time allocation.

8.
The customer sales planning is where the "tire hits the road."  It is what all salespeople are trained to do.

9.
Scheduling refers to establishing a fixed time (day and hour) when the salesperson will be at a customer's place of business.  Routing is the travel pattern that the salesperson uses in working the territory. 

Comments on Cases 

Case 14-1: Your Selling Day: A Time and Territory Game

        First Day
Customer  
  
Sales
      Travel
        Sales
     
Time

Number    
=      Potential        Time     +     Time    
 =      (Minutes)

Home

 7

=      $ 4,000
3 x 15
+
30
 =
75

 3

=
  6,000
3 x 15
+
30
 =
75

15

=
  8,000
2 x 15
+
30
 =
60

11

=
 10,000
2 x 15
+
30
 =    
60

 8

=
  6,000
2 x 15
+
30
 =    
60

13

=
  8,000
1 x 15
+
30
 =    
45

14

=
  9,000
2 x 15
+
30
 =    
60

16

=
 10,000
3 x 15
+
30
 =    
75



$61,000




510

510/60 = 8 1/2 hours

Second Day
Customer
             Sales
 Travel
       Sales
         Time

Number   
 =      Potential    
  Time   +     Time    
 =     (Minutes)

Home

 1

 =      $ 4,000
2 x 15
+
30
  =
 60

 9

 =
  1,000
1 x 15
+
30
  =
 45

 4

 =
  2,000
2 x 15
+
30
  =
 60

 2

 =
  3,000
5 x 15
+
30
  =
105

12

 =
 12,000
2 x 15
+
30
  =
 60

 5

 =
  5,000
1 x 15
+
30
  =
 45

 6

 =
  8,000
1 x 15
+
30
  =
 45



$32,000




420

420/60 = 7 hours

Case 14-2:  Sally Malone's District:  Development of an Account Segmentation Plan
1.
Develop a table showing a salesperson's call cycle using the given call frequency patterns.

2.
This table shows how the call cycles for this example (territory) will be made up.
	Call Cycles
	
	
	
	
	
	

	
	
	
	
	
	
	

	Account 
	Number of
	Cycle 
	Cycle
	Cycle 
	Cycle 
	Cycle

	Classification
	Accounts
	1
	2
	3
	4
	5

	
	
	
	
	
	
	

	A
	10
	1-10
	1-10
	1-10
	1-10
	1-10

	B
	20
	1-10
	1-20
	1-10
	11-20
	1-10

	C
	45
	1-15
	16-30
	31-45
	1-15
	16-30

	D
	12
	1-3
	4-6
	7-9
	10-12
	1-3

	E
	10
	1-2
	3-4
	5-6
	7-8
	9-10

	Number of Calls
	
	40
	40
	40
	40
	40


	
	
	Exhibit 1
	
	
	

	
	
	
	
	
	

	Summary of Sales and Percentage by State
	
	

	
	
	
	
	
	

	State
	%
	$
	State
	%
	$

	Alabama
	0.5
	47,000
	Nebraska
	0.5
	47,500

	Arizona
	3.0
	285,000
	Nevada
	0.5
	47,500

	Arkansas
	0.5
	47,500
	New Hampshire
	0.0
	0

	California
	19.0
	1,805,000
	New Jersey
	2.5
	237,500

	Colorado
	8.5
	807,500
	New Mexico
	2.0
	190,000

	Connecticut
	0.0
	0
	New York
	10.0
	950,000

	Delaware
	0.0
	0
	North Carolina
	1.0
	95,000

	Florida
	3.5
	332,500
	North Dakota
	0.5
	47,500

	Georgia
	1.0
	95,000
	Ohio
	2.0
	190,000

	Idaho
	0.5
	47,500
	Oklahoma
	1.0
	95,000

	Illinois
	2.5
	237,500
	Oregon
	5.0
	475,000

	Indiana
	2.0
	190,000
	Pennsylvania
	3.0
	285,000

	Iowa
	0.5
	47,500
	Rhode Island
	1.0
	95,000

	Kansas
	0.5
	47,500
	South Carolina
	0.0
	0

	Kentucky
	0.0
	0
	South Dakota
	0.5
	47,500

	Louisiana
	2.0
	190,000
	Tennessee
	0.0
	0

	Maine
	0.5
	47,500
	Texas
	8.0
	760,000

	Maryland
	0.0
	0
	Utah
	5.0
	475,000

	Massachusetts
	0.0
	0
	Vermont
	0.0
	0

	Michigan
	4.0
	380,000
	Virginia
	0.0
	0

	Minnesota
	1.0
	95,000
	Washington
	5.0
	475,000

	Mississippi
	0.5
	47,500
	W. Virginia
	0.0
	0

	Missouri
	1.0
	95,000
	Wisconsin
	0.5
	47,500

	Montana
	0.5
	47,500
	Wyoming
	0.5
	47,500


Percentages rounded to the nearest half percent

2.  It may be seen from this schedule that all A accounts are called on in every cycle, the first ten B accounts in cycles 1 and 3, and the second ten B accounts in cycles 2 and 4.  Since the cycles are of two weeks’ duration, these accounts will be called on every four weeks according to the call frequency shown.  By definition, it takes one cycle to call on all A accounts (two weeks), two cycles for all B accounts (four weeks), three cycles for all C accounts (six weeks), four cycles for all D accounts (eight weeks), and five cycles for all E accounts (ten weeks).
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