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Dear Colleagues,

We strongly believe that sales is at the heart of modern business. Understanding and using the aspects 
of sales in order to improve for-profit businesses, not-for-profit organizations, and students’ career 
prospects is a critical educational activity. Such an understanding is relevant to any undergraduate 
student, regardless of their functional area of academic focus.

Our goal is to introduce the first professional selling text that captures the importance and 
opportunities of sales in a way that is fully relevant to today’s business students and business 
professionals. We want this product to enable professional selling instructors to have accomplished 
these three key objectives by the end of the course:

•	 Provide knowledge leadership in the area of professional selling, with content that is high 
quality and socially responsible.

•	 Engage students through modern and relevant examples and leave them with the 
understanding of the critical role sales plays in their lives.

•	 Integrate the themes of a traditionally organized sales text with cutting-edge digital resources 
to help students develop a deep, thorough understanding of this complex discipline.

We are very excited about the future of sales and grateful for the opportunity to help colleges and 
universities throughout the world develop the next generations of great salespeople. We have worked 
carefully to produce an integrated print and digital experience for you and your students. We trust that 
it will help inspire students to explore and apply the sales experiences they need in order to leave 
your course prepared for their future coursework and careers. It is our sincere hope that this new 
product, Professional Selling, will engage your students and demonstrate the universal importance of 
professional selling . . . because everyone is a salesperson!

Thank you for your consideration and enjoy this preview!

C. Shane Hunt	 George D. Deitz	 John D. Hansen
Idaho State University	 The University of Memphis	 The University of Alabama at Birmingham



As a learning science company, we create content that supports higher order thinking skills.
Within McGraw Hill Connect®, we tag content accordingly so you can filter your search, assign it, and 
receive reporting on it. These content asset types can be associated with one or more levels of Bloom’s. 

The chart below shows a few of the key assignable marketing assets with Connect aligned with Bloom’s 
Taxonomy. Take your students higher by assigning a variety of applications, moving them from simple 
memorization to concept application.
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Smartbook 2.0 personalizes learning to individual student needs; continually adapting to pinpoint 
knowledge gaps and focus learning on concepts requiring additional study.

These activities help make the connection between theory and application through matching, ranking, 
or grouping activities.

Short, contemporary videos provide engaging, animated introductions to key course concepts. 
Available at the topic level. Perfect for launching lectures and assigning as pre-or post-lecture.

Video Cases, featuring real companies, are assignable with corresponding comprehension questions 
that help students analyze and understanding key concepts. 

These auto-graded, marketing analytics activities challenge students to make decisions using metrics 
commonly seen across marketing professions. The goal of these activities is to give students practice 
analyzing and using marketing data to make decisions.

SmartBook 2.0

Click & Drags

iSeeit! Video Cases

Video Cases

Marketing Analytics Exercises

Need Help With Your Course?
We’ve created a collection of tools and resources designed to 
make your life easier! Get a syllabus guide, learn how to set up 
your course, and prep for success at supportateverystep.com
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PREFACE
The role of selling in our economy and our lives continues to grow. Numerous textbooks 
and sales courses introduce students to the best practices and importance of sales 
professionals to every organization. Students and professors want—and deserve—learning 
and teaching experiences that engage and empower them to appreciate and choose selling 
as a profession.

At conferences and teaching symposia across the country, and through surveys of 
students in the professional selling course at several universities, we have gathered 
feedback about products available for the professional selling course. Three themes 
emerged:

	 1.	In a field in which digital resources are becoming more central to the selling 
process, instructors want  digital resources that will help familiarize students 
with the processes and tools they will need in their careers.

	 2.	Textbooks need to be right-sized—only long enough to provide content needed 
by the instructor and the student.

	 3.	Content must relate to students’ goals and lives to engage their interest. It should 
be closely woven, avoiding random use or needless repetition of sales terms 
and topics.

Our text and its accompanying digital resources aim to meet the challenges and 
needs of instructors as well as students. Its goal is to deliver the most relevant content, 
in the most engaging format possible, with a complete set of digital resources, to help 
students from all backgrounds and all career aspirations learn the science—and art—of 
selling. Along the way, students will come to appreciate that sales is essential to their 
careers and businesses and to society as a whole.

Professional Selling Is for Students
Your students will find that this text is:

•	 Logically designed for student engagement. Most existing sales texts present the 
subject matter as various selling “silos.” Ours, instead, follows a logical sequence 
of chapters: Chapter 1 sets the stage by showing that everyone in every organi-
zation is in sales. Often, students who feel little affinity for sales are taking the 
course only because they “have to.” Chapter 1 shows students, from the very 
first day of class, the relevance of sales to them—strengthening their personal 
engagement with the text and the course. Chapters 2 through 7 then follow a 
structured, logical flow of the selling process, taking students through the steps 
successful salespeople will use in today’s marketplace. Chapter 8, “Profitology,” 
addresses pricing and the use of analytics in sales. Chapters 9 and 10 address 
related aspects of achieving success in a sales career: how salespeople are com-
pensated (Chapter 9) and the psychology of selling (Chapter 10). Also, rather 
than covering ethics as a stand-alone chapter, we integrate this critical concept 
into every aspect of professional selling, reflecting the reality of this issue in 
the lives of salespeople.

•	 Value-oriented. This text provides students with a powerful toolkit of sales knowl-
edge that will help them and the organizations they work for. It combines the 
most current research with practical examples. In addition, we have built the text 
to work seamlessly with McGraw-Hill Connect® in a way that no sales product 
on the market can match: We have developed examples, exercises, and role plays 
at the same time as the text, and they are integrated into every chapter.
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•	 Focused on multiple sales roles. The bulk of the content shows the importance 
of sales in for-profit businesses. But we also include content relating to fund-
raising sales roles in not-for-profit organizations. In addition, we emphasize that 
career success will be partially determined by how well students tell their per-
sonal narrative and sell themselves to employers, investors, and graduate schools.

As students learn how to apply selling skills to their own lives, they will be more 
engaged to understand the discipline for all that it has to offer. They will finish the 
text and the course with a thorough understanding that professional selling is essential 
to organizational success, whatever one’s role in an organization.

Professional Selling Is for Instructors
Instructors will find that our text is:

•	 Right-sized for various course settings. The first thing you’ll notice when you 
look at the Contents listing (page XV) is that there are fewer chapters than is 
the case with most other products for the professional selling course. Our text 
contains 10 chapters—a length that instructors we surveyed consistently voted as 
the most desirable number. The 10-chapter length makes the content very man-
ageable for instructors to cover in various course settings: traditional 15-week 
semester, 10-week quarter, 7-week online, or 5-week summer course formats.

•	 Readable and relevant. To promote engagement, we have written for today’s 
students in a casual but business-professional style. The chapters consistently 
provide examples of how theory interacts with practice in organizations that 
are interesting and relevant to today’s students. Many chapters include exam-
ples of scripted dialogues, which give students the flavor of a salesperson’s voice 
and approach.

•	 A potential recruiting tool. With this text, you will give students content that 
will encourage them to learn the best practices, strategies, and careers that are 
part of professional selling. We’ve seen in our own experiences that the text’s 
content, combined with interesting online materials, ultimately will lead to 
more sales majors and minors and to increased student credit hours.

•	 Fully integrated with online support materials. The text’s authors themselves 
have carefully developed chapter content in conjunction with related online 
support materials. This fully integrated package, delivered on MHE’s Connect 
platform, is a significant step up from the current sales-course standard in terms 
of teaching and support materials for the classroom. For those who are teaching 
online courses of professional selling, our product provides an unprecedented 
amount of Connect exercises and content. This wealth of material dramatically 
increases the instructor’s ability to engage students regardless of physical 
location.

In sum, this new text for the professional selling course represents sales in a fresh, 
practical way. It illustrates to students the impact of sales skills on their lives and 
careers in all types of businesses. It shows that sales is not just a core business activity 
but is an essential business skill for every organization and individual—relevant for 
students in any major.

Chapter Features
The pedagogical features in our chapters are crafted around teaching and learning 
preferences in today’s classroom:

•	 Executive Perspective. Each chapter begins with a senior manager’s perspective 
on the role of sales to his or her business. We have recruited highly successful 
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senior managers from a wide range of backgrounds outside of sales, including 
finance, operations, accounting, publishing, and politics. They represent a vari-
ety of industries and sales situations—insurance, telecommunications, building 
materials manufacturing and supply, the wine and spirits industry, healthcare, 
and nonprofit fundraising. The perspectives of these executives illustrate the 
need for successful leaders—from any background and in any organization—to 
be effective salespeople who can lead and achieve their firm’s goals.

•	 Today’s Professional Perspective. Each chapter also contains a profile of a 
recent (within five years) college graduate. These dynamic and diverse young 
professionals provide on-the-ground details of their work in a sales career. They 
also emphasize for students the utility of using on-campus job fairs, networking 
events, and internships to find first jobs in sales. Their profiles provide an 
engaging contrast with the Executive Perspectives boxes and resonate with 
students.

•	 In-chapter Connect Assignments. Three Connect Assignments per chapter pro-
vide immediate online opportunities for students to review and practice content 
they’ve just learned. These exercises appear at the end of key content sections 
in each chapter.

•	 Ethics coverage. Ethics is an essential element in professional selling as well as 
in AACSB assessment requirements. Every chapter of the text includes real-
world discussion and examples of business ethics, highlighting how ethical 
issues permeate selling decisions.

•	 Career Tips. Each chapter ends with advice that can help students master the 
sales process. These career tips from leading sales executives and sales instruc-
tors will help students develop skills that will be beneficial throughout their 
professional lives.

•	 Standard learning format. Chapters are structured around a standard learning 
format: Learning Objectives, Chapter Summaries, and Key Terms. The learning 
objectives, using Bloom’s taxonomy verbs, break chapter content into manage-
able chunks and give students and instructors concrete goals for learning.

•	 Rich end-of-chapter assignment material. Each chapter ends with a rich set of 
review and assignment material: Discussion Questions help students expand their 
thinking just a bit past the chapter content, putting their learning into context. 
An Ethical Challenge presents a situation related to chapter content that asks 
questions to help students think through ethical issues involved in selling deci-
sions. The Role Play sets up a situation in which students practice being either 
the seller or the buyer and then reflect on the situation and provide feedback to 
the class. The Sales Presentation is available in Connect and typically asks stu-
dents to provide a short (three- to five-minute) sales presentation. All end-of-
chapter assignment material has been written and developed by the text’s authors.

Supplements Package
HDH Professional Selling is committed to having the best supplements package in the 
professional selling text arena. It offers a total learning experience that integrates text 
content, Connect exercises, and social media throughout the life of the product.

•	 Instructor’s Manual
•	 PowerPoint Presentations
•	 Test Bank and Quizzes
•	 Video Library
•	 Connect Content Matrix: Looking to see a listing of all of the assignable assets 

available for a particular chapter or learning objective? Look no further than the 
Connect Content Matrix, found in the Instructor Resources listing to the left.
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•	 Marketing Insights Podcast Series: Go beyond the text! Our Marketing Insights 
Podcast Series connects you to sales content intended to inform, educate, enter-
tain, and inspire. Updated regularly with timely topics, these seven- to ten-minute 
podcasts were created by marketing and sales professionals with you in mind. 
Available on iTunes, Spotify, Google Play, and Stitcher to go with you wherever 
you go.

•	 Weekly Article Recommendations from the Textbook Authors via Social Media: 
Go to our website, huntmello.com, or follow author Shane Hunt on Twitter 	
@drshanehunt.

Conclusion
We strongly believe that sales is at the heart of modern business. Understanding and 
using the aspects of sales in order to improve for-profit businesses, not-for-profit orga-
nizations, and students’ career prospects is a critical educational activity. Such an 
understanding is relevant to any undergraduate student, regardless of their functional 
area of academic focus.

Our goal is to introduce the first professional selling text that captures the impor-
tance and opportunities of sales in a way that is fully relevant to today’s business 
students and business professionals. We want this product to enable professional selling 
instructors to have accomplished these three key objectives by the end of the course:

•	 Provide knowledge leadership in the area of professional selling, with content 
that is high quality and socially responsible.

•	 Engage students through modern and relevant examples and leave them with 
the understanding of the critical role sales plays in their lives.

•	 Integrate the themes of a traditionally organized sales text with cutting-edge 
digital resources to help students develop a deep, thorough understanding of 
this complex discipline.

We are very excited about the future of sales and grateful for the opportunity to 
help colleges and universities throughout the world develop the next generations of 
great salespeople. We have worked carefully to produce an integrated print and digital 
experience for you and your students. We trust that it will help inspire students to 
explore and apply the marketing experiences they need in order to leave your course 
prepared for their future coursework and careers. It is our sincere hope that this new 
product, Professional Selling, will engage your students and demonstrate the universal 
importance of professional selling . . . because everyone is a salesperson!

C. Shane Hunt
Idaho State University

George D. Deitz
The University of Memphis

John D. Hansen
University of Alabama at Birmingham

x	 Preface

hun38598_fm_i-xxii.indd   10 9/15/20   6:13 PM



xii

Affordable solutions, 
added value 
 
Make technology work for you with  
LMS integration for single sign-on access, 
mobile access to the digital textbook,  
and reports to quickly show you how 
each of your students is doing. And with 
our Inclusive Access program you can 
provide all these tools at a discount to 
your students. Ask your McGraw Hill 
representative for more information.

65%
Less Time
Grading

Laptop: McGraw Hill; Woman/dog: George Doyle/Getty Images

Checkmark: Jobalou/Getty ImagesPadlock: Jobalou/Getty Images

Instructors: Student Success Starts with You

Tools to enhance your unique voice
Want to build your own course? No problem. Prefer to use our 
turnkey, prebuilt course? Easy. Want to make changes throughout 
the semester? Sure. And you’ll save time with Connect’s auto-
grading too.

Solutions for  
your challenges
 
A product isn’t a solution. Real 
solutions are affordable, reliable, 
and come with training and  
ongoing support when you need  
it and how you want it. Visit www.
supportateverystep.com for videos 
and resources both you and your 
students can use throughout the 
semester.

Study made personal
Incorporate adaptive study resources like  
SmartBook® 2.0 into your course and help your  
students be better prepared in less time. Learn  
more about the powerful personalized learning 
experience available in SmartBook 2.0 at  
www.mheducation.com/highered/connect/smartbook
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Effective tools for efficient studying
Connect is designed to make you more productive with simple, flexible, intuitive tools that maximize 
your study time and meet your individual learning needs. Get learning that works for you with Connect.

Everything you need in one place 
Your Connect course has everything you need—whether reading on 
your digital eBook or completing assignments for class, Connect makes 
it easy to get your work done.

“I really liked this 
app—it made it easy 
to study when you 
don't have your 
textbook in front of 
you.”

- Jordan Cunningham,  
  Eastern Washington University

Study anytime, anywhere
Download the free ReadAnywhere app and access your 
online eBook or SmartBook 2.0 assignments when it’s 
convenient, even if you’re offline. And since the app 
automatically syncs with your eBook and SmartBook 2.0 
assignments in Connect, all of your work is available 
every time you open it. Find out more at  
www.mheducation.com/readanywhere 

Top: Jenner Images/Getty Images, Left: Hero Images/Getty Images, Right: Hero Images/Getty Images

Calendar: owattaphotos/Getty Images

Students: Get Learning that Fits You

Learning for everyone 
McGraw Hill works directly with Accessibility Services 
Departments and faculty to meet the learning needs 
of all students. Please contact your Accessibility 
Services Office and ask them to email  
accessibility@mheducation.com, or visit  
www.mheducation.com/about/accessibility  
for more information.
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Prospecting and 
Qualifying

Chapter 2

Learning Objectives
After reading this chapter, you should be able to:

	LO 2-1	 Describe the importance of prospecting, the challenges associated with 
prospecting, and why many salespeople are hesitant to prospect.

	LO 2-2	 Contrast the hunting and farming sales orientations, and explain the role 
inside sales can play in prospecting.

	LO 2-3	 List the steps in the prospecting process and the necessary requirements for a 
lead to be qualified as a prospect.

	LO 2-4	 List common lead-generation methods.

	LO 2-5	 Explain the activities involved in formulating a prospecting strategy.

	LO 2-6	 Explain the importance of salesperson ethics in prospecting for new 
customers.
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Describe your job.
Currently, I am the co-owner of Southern Grit, a concrete-
coating startup located in Birmingham, Alabama. We spe-
cialize in concrete coatings as well as polishing concrete 
for the residential and commercial markets.

How did you get your job?
I attended the University of Alabama, and the first job I 
landed out of college was with a finance company. Look-
ing back, I don’t know why they hired someone with a gen-
eral management degree to manage accounts and 
conduct internal-account audits. I must have done a good 
job selling them on myself.

A few years into this position I discovered that I didn’t 
love what I was doing. I looked at my manager’s position 
and on up the continuum to the vice president’s position, 
and I didn’t have the desire to do any of their jobs.

One day, during lunch with a coworker, I was intro-
duced to someone who worked for DEWALT. I couldn’t be-
lieve that I was sitting in an office looking at numbers and 
he was driving around to accounts in a cool-looking yellow 
DEWALT truck, selling power tools. The passion and enthu-
siasm that he had when describing his job to me were 
contagious. Instantly I knew that this was something that 
I would love to do! I did everything in my power to figure 
out how to secure a job with DEWALT. Several months later 
I got an interview and had an offer letter for a sales-rep 
position calling on The Home Depot in Birmingham, AL.

This position was a perfect fit. It was the first time I 
could say I truly loved what I was doing. I enjoyed the peo-
ple, culture, and products, and I was learning something 
new every single day. Over the next several years I moved 
with DEWALT from Birmingham to Houston, ultimately land-
ing at the corporate office in Towson, Maryland.

During my tenure at DEWALT, I was promoted through 
the organization—from sales representative to territory man-
ager, operations manager, and marketing manager roles. 
And, yes, I loved every single position I had. While I was a 
marketing manager in Towson, my wife and I decided to try 
to move back to the Southeast to be closer to our families. To 
this day, deciding to leave Towson was the hardest profes-
sional decision I’ve made. I put out some feelers and landed 
a pharmaceutical sales position with Eli Lilly and Company 
back in Birmingham. Calling on physicians to drive demand 
in the pharmaceutical industry wasn’t very different from sell-
ing to The Home Depot. I was in sales, learning new prod-
ucts in a new industry, and facing new challenges.

One evening I received a call from Newell Rubbermaid 
asking me to come to Atlanta to discuss an opportunity 
they had open at The Home Depot. I took a trip over to 
Atlanta and was ultimately offered the position of Strategic 

Executive Perspective . . . because everyone is a salesperson

Account Manager of Hardware & Home Improvement 
Sales at Newell Rubbermaid. This was a wonderful career 
opportunity, and the people and culture at Newell Rubber-
maid were a perfect fit. 

Upon accepting the offer, we packed our bags and 
moved the family to Atlanta. I loved working with Newell 
Rubbermaid and, once again, loved what I was doing. Over 
the course of the ten years I was in Atlanta, I made a few 
career changes, ultimately working with Bradshaw Home 
Products as Vice President of sales, running the Hardware 
& Home Improvement division. I continued to love what I 
was doing. During my last few years at Bradshaw Home 
Products, Laura and I were very fortunate to be able to re-
locate back to Birmingham so we could be close to our 
families and continue to raise our family of five. 

After being back in Birmingham for a few years, I de-
cided to partner with a friend, Brett Hubbard, who had re-
cently sold a family business. The timing was perfect for the 
next chapter in my career. We launched Southern Grit, a 
startup company focusing on concrete coatings and polish-
ing concrete. We love what we do!

What has been most important thing in making 
you successful at your job?
Love what you do.

What advice would you give future graduates 
about a career in sales?
Take your time and do your due diligence when making a 
career decision. Make a list of pros and cons as well as a 
five-year plan supporting your career decision. Don’t get 
distracted by chasing a title. Try your hardest, do your best, 
and the VP, GM, or CEO title will come to you. When you 
get the title, you will realize that the title isn’t important—it’s 
what you did to get there that is important. Also, value the 
people and experiences throughout your career.

What is the most important characteristic of a 
great salesperson?
Don’t be afraid to make mistakes. You will fail and make 
mistakes during your career. If you don’t, you’re not trying 
hard enough. Learn from your mistakes and leverage them 
to make you a better person. With this being said, don’t 
make the same mistake twice.

George E. Hayes
Co-Owner
Southern Grit

George E. Hayes
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24	 Part One Finding Customers and Developing Relationships

AN INTRODUCTION TO PROSPECTING
Prospecting is the process through which salespeople identify and engage with new 
customers or new areas of business with existing customers. It is one of the more 
challenging tasks that salespeople are asked to perform. For most, it is not the most 
enjoyable part of the job, partly because it is not easy and the potential for rejection 
is high. Yet, many would argue that prospecting is one of the most important things—if 
not the most important thing—that salespeople do.

The Importance of Prospecting
Why is prospecting so important? Why does it play a critical role in determining sales 
success? First and foremost, there can be no sale if there is no customer. In this way, 
prospecting is the lifeblood of the sales organization. It is the process that produces 
a continuous flow of organizational customers and business opportunities. Without 
this flow, the organization and its sales force would cease to exist. There would be 
no need for either.

Moreover, at the individual salesperson level, salespeople must prospect to help 
ensure the attainment of their sales goals. In most sales positions, salespeople are 
given a quota, or a quantifiable sales goal for a given time period. Many factors can 
affect whether salespeople achieve their quotas. At its core, though, the sales role 
ultimately requires that salespeople be able to sell more to their existing customers 
while also identifying and engaging new customers. Experienced salespeople will tell 
you that consistent goal attainment requires both of these things—you cannot focus 
on one to the neglect of the other. Just as salespeople must be able to manage their 
existing customer relationships, they must also be able to prospect for new ones.

Think, for example, about your university. Countless individuals work in develop-
ment, where they focus on fundraising to support capital campaigns. These individuals 
understand the importance of prospecting; they will cultivate relationships with poten-
tial donors for extended periods of time before ever making a request. For them, the 
ability to identify the right people as donors plays a critical role in determining their 
individual success—and the success of your university.

Thus, sales success requires an ability to prospect for new business. Salespeople 
who assume that they will be able to attain their goals by simply selling more to all 
of their existing customers are not being realistic. This will not happen. While they 
may have some customers who buy more over time, they will also lose some custom-
ers due to attrition, a reduction or decrease in number. There are a variety of reasons 
for this attrition. For example, customers may be dissatisfied, they may hit a rough 
patch or go out of business, or they may cease operations in the category the sales-
person sells in. Whatever the reason, a certain level of attrition is inevitable and to 
be expected. As a result, a certain level of prospecting is required. Through new 
customers and growth opportunities, prospecting can help offset the challenges cus-
tomer attrition will inevitably present.

This chapter focuses on the prospecting process. Understand that while some may 
think of prospecting in terms of new customers only, prospecting also occurs when sales-
people sell new products or services to their existing customers. That said, our focus in 
this chapter is on the process through which salespeople identify and engage new custom-
ers. In the following section, we discuss the challenges associated with prospecting.

The Challenges Associated with Prospecting
The things that are most important in a job are often the most difficult. Such is the 
case with prospecting in sales. It is not easy and, for most, it is not fun. In fact, many 
salespeople will tell you that prospecting is the most challenging thing they are asked 
to do in their job.

LO 2-1

Describe the importance of 
prospecting, the challenges 

associated with prospecting, 
and why many salespeople 

are hesitant to prospect.

prospecting
The process through which 
salespeople identify and 
engage with new customers or 
new areas of business with 
existing customers.

quota
A quantifiable sales goal for a 
given time period.
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Why is this? Why can prospecting be such a 
daunting task? First, prospecting can be a very 
inefficient activity compared to others performed 
by salespeople. In fact, in some instances, sales-
people are happy with a success rate of 10 per-
cent when prospecting. This may mean that only 
1 out of 10 prospects is receptive to a meeting, 
or that it takes 10 attempts to secure a meeting 
with a particular prospect. At this rate, sales-
people invest a great deal of time against what 
can seem like minimal returns. This challenge 
has only become more pronounced with the 
recent onset of the global coronavirus pandemic. 
Buyers have become even more difficult to reach, 
and those operating in economic sectors that 
have slowed are hesitant to invest given the 
uncertainty that looms in their businesses.

One reason for prospecting inefficiency also contributes to the overall challenge 
that prospecting can present: Buyers are often hesitant to explore the possibility that 
they have a need for the product or service. Think about your own interactions with 
salespeople who have attempted to sell you something in the past. Perhaps at first 
you did not think you needed what the salesperson was selling. You were skeptical, 
in part because you did not want to dedicate the time that a conversation would have 
required. Although professional buyers are seeking to enhance the effectiveness and 
efficiency of the companies they work for, they are subject to this same thinking. 
Buyers are not only inundated with requests for meetings from salespeople but also 
limited by time constraints and therefore not able to accept all of these requests. As 
their time is valuable, they have to make decisions about which salespeople they are 
or are not going to meet with.

Moreover, the consultative-type sales approach also plays a role: Salespeople are 
anxious to talk with prospects about the problems the prospects are facing in their 
business. But because most buyers already have a long list of problems to address, it 
is only natural that they will be hesitant to engage in conversations about additional 
problems. In fact, experienced salespeople often state that the greatest objection they 
must overcome when prospecting stems from this issue. It simply is easier for a buyer 
to do nothing than to do something. Indeed, we are often comfortable accepting the 
status quo as long as we do not believe that there are any grave consequences associ-
ated with doing so. Given this human inclination, it is important that salespeople 
attempt to quantify the opportunity costs, or the costs associated with doing nothing 
or with other alternatives, for the buyer. In many instances, these costs are much 
greater than the costs associated with implementing a solution.

A final point: Salespeople may have to overcome issues based on the company they 
sell for or the products and/or services they sell. Perhaps the buyer has never heard of 
the selling company. Perhaps the buyer has had a negative experience with the selling 
company in the past. Perhaps the buyer favors a different product or solution instead. 
Perhaps the buyer has a strong personal relationship with a different salesperson. What-
ever the reason, issues such as these can make the prospecting process very challenging.

Why Salespeople Are Hesitant to Prospect
Taken in their totality, all of these factors contribute to the fact that the rejection 
rates when prospecting can be very high. Many people believe salespeople to be 
immune to rejection, but this is typically not the case. Most of us do not like to hear 
“no.” Rejection wears on us, and it carries an emotional toll than can be demoralizing. 

opportunity costs
For the buyer, the costs 
associated with doing nothing 
or with other alternatives.

SDI Productions/iStockphoto/Getty Images
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Because of this, some salespeople can become hesitant to engage in the prospecting 
process. Salespeople may even struggle with call reluctance—an avoidance of customer 
interactions—when prospecting.

Experienced salespeople who have grown accustomed to the prospecting process 
and its challenges will tell you that prospecting success requires repetition. It requires 
consistency and a strong persistence. Moreover, salespeople have to stay mindful of 
the fact that rejection is not personal. It is business, and a natural part of the pros-
pecting process that must be dealt with.

Salespeople may also be hesitant to prospect because they feel 
it will take too much time away from their existing customer rela-
tionships. Given the heightened service requirements salespeople 
must now meet in order to effectively manage these relationships, 
this concern is legitimate. Customer retention takes time and 
effort, and salespeople have to avoid becoming complacent and 
taking their relationships for granted. Because of this, some are 
wary of allocating too much time to customer acquisition.

This time allocation imbalance is shown in Figure 2-1. The time 
required to manage existing relationships often far exceeds the time 
allocated to customer acquisition. This is a slippery slope, however: 
Some customer attrition is to be expected even when salespeople 
are doing all they can to ensure the continued development of their 
existing customer relationships. Thus it is important that sales-
people strike the right balance when managing the amount of time 
they invest in their existing relationships against the time they 
spend prospecting.

To help ensure an adequate focus on these two activities (cus-
tomer acquisition and retention) at the organizational level, sales 
leaders have begun differentiating sales roles based on activities 
performed. We discuss this in the following section, with a particu-
lar focus on the hunting and farming sales orientations. We also 
discuss the explosive growth seen in inside sales, a function that 
in recent year is often tasked with prospecting.

Assignment 2-1
The Challenges of Prospecting
Please complete the Connect exercise for Chapter 2 that focuses on 
the challenges associated with prospecting. By understanding why 
salespeople struggle with prospecting, you will gain insight into how 
salespeople can be more focused and reduce call reluctance.

MATCHING PERSONAL STRENGTHS 
TO PROSPECTING ROLES
We have seen a dramatic evolution in sales over the past decade. For one thing, 
salespeople have assumed the role of trusted advisors in the relationship-development 
process. For another, the sales field has also evolved in its understanding of the dif-
ferent skills required for success across the different types of sales roles that exist. 
There has been a growing realization that, to enhance organizational effectiveness and 

call reluctance
An avoidance of customer 
interactions.

®

LO 2-2

Contrast the hunting and 
farming sales orientations, 
and explain the role inside 

sales can play in prospecting.

FIGURE 2-1 �Time Allocation 
Imbalance: Customer 
Acquisition versus 
Customer Retention
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efficiency, salespeople should focus on those activities at which they are most profi-
cient. In  fact, many now believe that sales success is a function of fit between the 
salesperson and sales role. Not surprisingly, salespeople are far more likely to succeed 
when placed in roles that fit their strengths.

Hunting and Farming Sales Orientations
As it relates to prospecting, different salespeople have different orientations that make 
them more or less likely to succeed when seeking out new customers. Specifically, 
researchers have identified two orientations: hunting and farming.1

	•	 A salesperson with a hunting orientation tends to focus more on securing new 
customers through lead generation, prospecting, pre-call planning, and deliver-
ing sales presentations.

	•	 In contrast, a salesperson with a farming orientation tends to focus more on 
selling to existing customers by building long-term relationships.

In essence, hunters excel at identifying and engaging new business; farmers are more 
adept at managing existing relationships.

Some salespeople are inherently oriented to both types of activities. Others tend 
to favor one orientation over the other. This is fine. Neither orientation is better than 
the other—both are needed for the firm to succeed. The key lies in salespeople know-
ing their own strengths, and management placing them in roles that leverage these 
strengths.

One way to discover your strengths as a salesperson is through a professional 
assessment. GrowthPlay (www.growthplay.com) is a sales consulting firm that assists 
firms with this process. Specifically, GrowthPlay provides an assessment designed to 
assist both the firm and the salesperson in understanding what role best fits the 
salesperson. Similar in nature to the hunting and farming orientations, GrowthPlay’s 
assessment differentiates new-business developers from account managers. New-business 
developers, like hunting-oriented salespeople, uncover new opportunities. They pro-
mote company offerings, focus on prospect-conversion processes, develop a presence 
in competitive markets, and expand coverage beyond the existing customer base. On 
the other hand, account managers, like farming-oriented salespeople, increase pur-
chases and expand sales to current customers. They are proactive in strengthening 
existing customer relationships, focus on meeting existing customer needs, and assume 
the responsibility of handling special requests to solve existing customer problems. 
The GrowthPlay assessment provides firms a means through which they can practi-
cally differentiate the hunting and farming sales orientations, ensuring that the right 
people are assigned to the right sales roles.

The Role of Inside Sales in Prospecting
From a functional perspective, another trend in recent years involves the explosive 
growth in use of inside salespeople. As discussed in Chapter 1, inside salespeople 
perform selling activities at the employer’s location. They differ from their traditional 
outside counterparts in that they interact with customers only remotely, though 
phone, email, text, social media, the internet, or some other form of remote technol-
ogy. Thus, while outside salespeople visit their customers onsite, inside salespeople 
do not. Inside sales forces are most effective when they work closely with the outside 
sales force. Indeed, in some instances, inside salespeople prospect to identify poten-
tial new customers, who are then handed off to an outside counterpart to further 
develop the relationship. In most instances, one inside salesperson will support mul-
tiple outside salespeople (e.g., one inside salesperson may work with three outside 
salespeople).

hunting orientation
A focus on securing new 
customers through lead 
generation, prospecting, pre-
call planning, and delivering 
sales presentations.
farming orientation
A focus on selling to existing 
customers by building long-term 
relationships.

inside salespeople
Salespeople who perform 
selling activities at the 
employer’s location, typically 
using email and telephone.
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The use of an inside sales force has 
become increasingly common for several 
reasons. First, inside salespeople, com-
pared with their outside counterparts, are 
incredibly cost-efficient. Inside reps are 
able to interact with a large number of 
customers without the expenses typically 
associated with travel. Second, many firms 
have come to understand that using inside 
as well as outside sales forces allows for a 
better division of labor. Inside salespeople 
can handle certain sales responsibilities 
while outside salespeople handle others. If 
these responsibilities are allocated cor-
rectly, the firm can not only become more 
efficient but also ensure effective manage-
ment of the overall sales process.

As an example, a firm could differenti-
ate customers based on sales and profit-

ability potential, and have inside salespeople interact with lower-potential customers 
while outside salespeople interact with higher-potential customers. Or, as was previ-
ously noted, the firm could differentiate the various steps in the sales process and have 
inside salespeople handle certain steps while outside salespeople handle others.

From a prospecting perspective, inside salespeople will often perform the activities 
required to initiate a relationship. They will, for example, contact potential customers 
via phone or email and engage in an initial qualifying conversation. If sales potential 
does indeed exist, the inside salesperson will transfer the prospect to an outside 
salesperson for an onsite meeting.

Many companies have now established inside sales positions as an introductory 
role for newly hired salespeople. New hires will begin in an inside sales position, 
learning more about the company and customer base, and will eventually transfer to 
an outside sales position when performance merits a promotion. Inside salespeople 
tasked with generating leads may be alternately referred to as sales-development 
representatives.

We have seen significant growth in the use of inside sales forces in recent years. 
In fact, the U.S. Department of Labor has estimated that 750,000 new inside sales 
positions will be created between 2013 and 2020.2 The American Association of 
Inside Sales Professionals (www.aa-isp.org), which was created in 2009 as a support 
mechanism for inside salespeople, now has over 12,000 members. The association 
has approximately 60 chapters that span the globe, staffed by individuals who vol-
unteer to keep those in the industry abreast of the latest trends and best practices 
in inside sales.

THE PROSPECTING PROCESS
Throughout this chapter, we have referred to prospecting as a process. This process 
is depicted in Figure 2-2. As shown, the process begins with lead generation. As not 
all leads are created equal, salespeople must prioritize the leads and then qualify them 
to determine which are actual sales prospects. From there, to ensure effective time 
management, salespeople should prioritize their prospects based on importance. Last, 
once they then have a list of prospects that are ranked by importance, salespeople 
should plan calls—taking the necessary steps to ensure they are prepared to meet with 
the sales prospects.

sales-development 
representatives
Inside salespeople tasked with 
generating leads.

LO 2-3

List the steps in the 
prospecting process and the 

necessary requirements for 
a lead to be qualified as 

a prospect.

antonioguillem/123RF
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Most people in sales view the prospecting process as a funnel through which the 
number of prospects dwindles as the process unfolds. Salespeople can pursue two 
schools of thought in the prospecting process:

	 1.	Salespeople should generate as many leads as possible, making the funnel very 
wide at the top, to transition an adequate number of leads into prospects.

	 2.	The very-wide funnel is an inefficient form of prospecting. People who hold 
this view argue that a wide funnel causes salespeople to waste time and effort 
working through many leads that do not have potential. Those with this perspec-
tive argue instead that it’s better to be effective at the various steps contained 
in the funnel, as opposed to simply loading the funnel with as many leads as 
possible at the top. Obviously, the second approach is more efficient, but it 
requires more skill on the part of the salesperson.

Whichever the technique, the end goal is the same: to generate an adequate level 
of new business. In the following sections, we discuss in greater detail each step of 
the prospecting funnel.

Lead Generation
A lead is an individual or organization that exhibits characteristics similar in nature 
to those exhibited by current customers. Thus, leads possess characteristics that 
would indicate the possibility that the individual or organization may be qualified as 
a prospect. For example, a firm may possess organizational demographics that are 
similar in nature to other firms who currently purchase from the organization. Obvi-
ously, those characteristics in no way guarantee that the firm will have a need for 
the product or service being offered. It simply means that similarities exist and that 
the firm may meet the requirements needed for designation as a prospect. As lead 
generation is the starting point in the prospecting process, later in the chapter we 

lead
An individual or organization 
that exhibits characteristics 
similar in nature to those 
exhibited by current customers.

Call
Planning

Prospect
Prioritization

Lead Qualification

Lead Prioritization

Lead Generation

FIGURE 2-2 The Prospecting Process
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will spend more time on this step, looking at the different methods through which 
leads can be generated.

Lead Prioritization
Not all leads are created the same; some have a higher likelihood of benefiting from 
the products and services provided by the firm. Therefore, to enhance efficiency, 
salespeople need to differentiate their leads based on the potential to ensure a greater 
return on the time they invest with them.

Leads can be differentiated in many ways. One of the most common ways is the 
inbound-lead versus outbound-lead designation. Inbound leads are those in which the 
lead initiates the interaction with the firm. Outbound leads are those in which the 
firm proactively contacts the lead. For example, if a buyer contacts the firm based 
on the recommendation of a colleague, the buyer and the organization he or she 
represents would be classified as an inbound lead. Conversely, if an inside salesperson 
proactively contacts this same buyer, with no initiation on the part of the buyer, the 
buyer would be categorized as an outbound lead.

Often, organizations have different processes in place for the management of 
inbound and outbound leads because the likelihood of success is much higher in the 
case of inbound leads. These leads are given a higher priority and are therefore acted 
upon more quickly.

The distinction between hot leads and cold leads is similar. A hot lead is an indi-
vidual or organization that has shown some level of interest in the product or service 
being offered. A cold lead has yet to demonstrate this interest. Thus, inbound leads 
are a type of hot lead; outbound leads are but one type of cold lead.

Salespeople tasked with following up on leads need to know how the leads came—
whether they are inbound or outbound, hot or cold. With that knowledge, they will 
be able to ensure that they are targeting the right leads in order to maximize efficiency 
in their prospecting activities.

Lead Qualification
Lead qualification refers to a process that is designed to differentiate leads from pros-
pects. A prospect is an individual or an organization that:

	•	 Demonstrates a need for the product or service being offered.
	•	 Possesses the authority and the ability to purchase.
	•	 Demonstrates both organizational potential and purchasing alignment.

For a lead to be qualified as a prospect, salespeople must be able to answer “yes” 
to the questions shown in Figure 2-3.

The first of these questions is easily the most important. Without a need, there is 
no reason for the salesperson to pursue the lead. Indeed, when prospecting, everything 
should begin with a determination of whether a need exists. Needs are the basis from 
which everything begins in the sales process—they provide a necessary foundation 
from which the sales process can unfold.

That said, buyers may sometimes be unaware of underlying, latent needs. In 
these situations, the salesperson can question the buyer to help develop a mutual 
understanding of the need. In complex buying situations, the need-identification 
process can extend for a considerable amount of time. It may take numerous inter-
actions for the selling and buying organizations to reach a final determination of 
the need at hand, and often multiple people will be involved on both the selling 
and buying sides.

inbound leads
Leads initiated by the potential 
buyer.
outbound leads
Leads in which the selling firm 
proactively contacts the lead 
(the potential buyer).

hot lead
An individual or organization 
that has shown some level of 
interest in the product or 
service being offered.
cold lead
An individual or organization 
that has yet to demonstrate 
interest in the product or 
service being offered.
lead qualification
A process designed to 
differentiate leads from 
prospects.
prospect
An individual or organization 
that demonstrates a need for 
the product or service being 
offered, possesses the authority 
and ability to purchase, and 
demonstrates both 
organizational potential and 
purchasing alignment.
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Beyond the need, it is also important the lead have both the authority and the 
ability to purchase. Salespeople should focus on two issues when addressing purchas-
ing authority:

	•	 Am I dealing with a decision maker?
	•	 From a channel-management perspective, is the lead eligible to purchase?

With respect to the first question, there is nothing more frustrating for a sales-
person than finding that he or she has been having conversations with someone 
within the buying organization who does not have the authority to purchase. Sales-
people must ensure that this person does indeed have the authority ultimately to 
authorize a purchase. While individuals who do not have purchasing authority may 
play a role in the decision-making process, they cannot be the sole point of contact 
for the salesperson. Salespeople must determine who the ultimate decision makers 
are and bring these individuals into the conversation at a very early point. This is 
critically important as it will help ensure efficiency through effective time 
management.

With respect to the second question, salespeople must also be aware of how a 
potential customer will be categorized from a channel-management perspective. 
What does this mean? In instances where selling organizations have different sales-
people selling to different types of customers within the same geographic region, 
salespeople have to be careful to ensure that they are funneling the customer through 
the proper channel. There may be instances in which the customer does not have 
the authority to purchase through the channel a particular salesperson represents. 

Does the lead have
a need for our

product or service?

Does the lead have
the authority to
purchase our

product or service?

Does the lead have
the ability to
purchase our

product or service?

Does the lead have
the potential

needed to justify 
an organizational

investment?

Does the lead have
a buying approach

that aligns with
our selling
approach?

FIGURE 2-3 Lead-Qualification Questions
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In these instances, the salesperson must transition that customer to the proper 
channel. As a simple example, let’s say there are two salespeople in a geographic 
region. One of these salespeople sells only to those customers who buy direct from 
the company; the other sells only to those customers who buy through a wholesaler. 
To understand which salesperson should sell to a particular customer, both sales-
people would have to make a determination of how that customer purchases (direct 
or through a wholesaler).

Once authority has been established, the salesperson must also determine 
whether the customer is able to purchase. In the consumer context, we tend to think 
of this in terms of the customer having the money required to make the purchase. 
This issue may also arise in the business context: smaller business customers may 
not have the financial resources a large investment requires. Even more common, 
however, are instances in which budgetary constraints limit an ability to purchase. 
In these instances, the customer may have limited financial resources due to major 
expenditures already planned. It is therefore important that the salesperson ask 
about planned expenditures, to determine their importance in relation to the need 
being addressed.

The final lead-qualification questions focus on the potential a lead possesses and 
the alignment that exists between the selling and buying organizations. In terms of 
potential, salespeople must understand that the prospecting process can require a 
significant investment at the individual salesperson and organizational levels. The 
most obvious example of this is time: Salespeople may have to spend considerable 
time developing and maintaining a relationship with the customer. This time is not 
free; there are opportunity costs in the form of forgone time investments that could 
be made elsewhere. From an organizational perspective, salesperson time is extremely 
valuable, given the costs associated with sales force management. As such, there 
may be instances in which leads meet the first three criteria (a need, along with 
the authority and ability to purchase), but just do not show the potential required 
to justify the resource expenditures needed to establish and maintain a 
relationship.

Salespeople should also seek to understand what type of approach the buying 
organization favors when working with suppliers, to determine whether this approach 
aligns with that of their company. As an example, there may be instances in which 
a salesperson comes to realize that the buying organization is very transactional in 
nature; in such a case, it may favor an arms-length approach and a reliance on 
power and an accompanying sense of supplier dependence to ensure desirable rela-
tionship outcomes. This buying approach might be perilous for the selling company, 
in which case the salesperson may think it best to focus on other prospects. Obvi-
ously, when making this decision, the salesperson would also have to take into 
account customer potential.

Prospect Prioritization
Given their time constraints, salespeople should next seek to prioritize the prospects 
they have identified. Prospect prioritization refers to a process through which sales-
people can rank-order prospects based on their desirability.

One of the ways to prioritize prospects is through the use of an ideal customer 
profile—a profile of organizational characteristics shared by current highly desirable 
customers. Salespeople can use this information to identify which prospects are most 
similar to these highly desirable customers. The prospects who are similar in nature 
to these customers would be given the highest priority. Thus an ideal customer profile 
provides yet another tool through which salespeople can ensure prospecting 
efficiency.

prospect prioritization
A process through which 
salespeople rank-order 
prospects based on their 
desirability.
ideal customer profile
A profile of organizational 
characteristics shared by 
current, highly desirable 
customers
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Sales Call Planning Template 
 
 
Customer:                                                  Call Date: 
Contact Name:                                          Call Time: 
Customer History (Relevant Notes): 
 
 
 
 
 
 
Call Objectives:  
Specific, Measurable, Actionable, Realistic, Time-Based 
 
Primary Call Objective: 

•  
 
Secondary Call Objective: 

•  
 
 
Anticipated Needs: 
 
 
 
 
Value Proposition (How do we meet these needs?): 

•  
•  
•  

 
 

 

 

 

SPIN Questioning Strategy 
Potential Situational Questions 
 

•  
•  
•  

 

Potential Problem Questions 
 

•  
•  
•  

Potential Implication Questions 
 

•  
•  
•  

 

Potential Need-Payoff Questions 
 

•  
•  
•  

 
Post-Call Follow-Up 
 
Task: 

•  
•  
•  

 

 
 
Responsibility: 

•  
•  
•  

 
 
Date: 
•  
•  
•  

Meeting Notes: 
 
 
 
 
 
 
 
 
 
 
 
 

-

FIGURE 2-4  SPIN Call-Planning Template

Sales-Call Planning
Once all prospects have been prioritized, salespeople should begin preparing for the 
sales call. There may be multiple salespeople involved in this planning process, par-
ticularly if an inside salesperson has identified and qualified the prospect. In these 
situations, the inside salesperson will have information about the prospect that should 
be shared with the outside salesperson. In complex sales situations, where team-based 
selling is more common, all sales team members must be provided this information. 
Communication across team members is key to ensure a shared understanding of the 
customer and situation.

Pre-call information can be organized in many ways. Figure 2-4 shows one exam-
ple: the SPIN call-planning template. As we will discuss in Chapter 6, SPIN is a sales 
methodology designed to assist salespeople in developing a questioning process that 
focuses on four question types: Situational questions, Problem questions, Implication 
questions, and Need-Payoff questions. The SPIN call-planning template provides an 
organizing document that salespeople can use to ensure adequate meeting prepared-
ness. The template forces salespeople to think through their primary and alternative 
call objectives, customer-oriented purpose statement, anticipated questioning strategy, 
and relevant organizational capabilities.

The template also requires that the salesperson gather information to ensure an 
understanding of the situation confronting the customer. Figure 2-5 provides examples 
of relevant buyer-level and organizational-level questions that salespeople should 
address when planning for the sales call.
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Assignment 2-2
The Prospecting Process
Please complete the Connect exercise for Chapter 2 that focuses 
on the prospecting process. By better understanding the prospect-
ing process, salespeople can better match their personal strengths 
to prospecting roles that increase their likelihood for success.

LEAD-GENERATION METHODS
We’ve seen that the overall prospecting process begins with lead generation. It there-
fore is important that salespeople identify and understand the different lead-generation 
methods they may use. Here, we present some common lead-generation methods. 
Because social selling has come to assume a more prominent role in sales in recent 
years, we begin with a discussion of virtual networking via social media.

Virtual Networking
Networking refers to activities through which individuals communicate to strengthen 
their professional and/or social relationships. When we say virtual networking, we are 
referring to instances when these activities take place via social media. As you can 
probably attest, we live in a virtual world. Many of us now spend more time managing 
our virtual relationships than we do managing our traditional relationships. While 

®

LO 2-4

List common lead-generation 
methods.

networking
Activities through which 
individuals communicate to 
strengthen their professional 
and/or social relationships.
virtual networking
Networking activities that take 
place via social media.

• How long has the buyer been with the organization?
• Does he or she have any history with the selling firm? If so,
  were previous interactions positive or negative?
• What personality characteristics does the buyer exhibit? Does the buyer seem
  more rational or emotional in his or her approach? Is the buyer someone
  who will move quickly?
• Does the buyer seem to favor individualistic or collective decision making? If the latter,
  who else may be involved on the purchasing side?
• Where does the buyer seem to be in the buying process? What information has
  he or she already gathered? How might this information benefit or hurt the selling firm?          

• What is the history of the customer?
• Who does the customer compete against? How is the
  customer positioned against its competitors?
• Does the customer have a history of purchasing in the
  product or service category o�ered by the selling firm?
• What marketplace trends or challenges may be a�ecting
   the customer?     

Organizational
Questions

Buyer
Questions

FIGURE 2-5 Call-Planning Questions
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social media usage has created opportunities and challenges in society, it has also 
altered the way salespeople prospect for new customers.3

Social selling, defined in Chapter 1 as the process of developing, nurturing, and 
leveraging relationships online to sell products or services, can be beneficial through-
out every stage of the selling process.4,5 Prospects today are sharing incredibly valuable 
information on their social channels. Salespeople can use information about customer 
needs and wants, detailed on public profiles, to send communications that are per-
sonalized, relevant, and helpful. Building a strong personal brand and network through 
social media channels allows salespeople to seek out introductions to new prospects 
through existing mutual connections.

How should you go about building this personal 
brand? First, whenever you meet someone interesting 
offline, extend an invitation to connect with them digi-
tally. With more than 600 million users worldwide, 
LinkedIn (www.linkedin.com) represents the most impor-
tant social platform for business networking. Although 
LinkedIn has generic invitation messages you can use, 
you will be much more successful if you personalize your 
outreach. Your new acquaintances will be more likely to 
accept your invitation to connect if it’s personalized. 
Also, their perceptions of your authenticity and profes-
sionalism will be much higher if you make an effort to 
connect on an individual level. For example, you might 
include details relating to your association and potential 
benefits for them from establishing an online 
relationship.

One of the biggest advantages of LinkedIn lies within its groups—of which there 
are currently more than 1.8 million. In most instances, salespeople can review the 
profiles of existing or prospective customers to see what interest groups they are active 
in. As an example, if the ideal target customer is a small-business owner, then the 
salesperson should search for groups relating to small businesses. Conversely, if the 
organization sells customer-service software, then salespeople should search for groups 
that are dedicated to customer-service managers. By advancing conversation within a 
group in a professional and helpful manner, the salesperson can effectively build cred-
ibility and recognition among group members, eventually resulting in new sales 
opportunities.

Traditional Networking
Traditional networking refers to face-to-face communications that are designed to 
strengthen an individual’s professional and/or social relationships. Because individual 
relationships can often provide the foundation for business relationships, traditional 
networking has long been a valuable lead-generation method in sales. Moreover, as is 
the case with virtual networking, traditional networking provides salespeople a means 
through which they can spread their individual and company brand awareness.

Referrals
A referral is a lead provided by an existing customer, based on a belief that the 
potential buyer may benefit from the products or services provided by the selling firm. 
Because potential customers are typically more receptive to salespeople who are reach-
ing out based on the suggestion of another customer, referrals are incredibly beneficial 
in sales. Moreover, existing customers are often most adept at identifying other busi-
nesses who might benefit from the products or services offered by the selling firm. 

social selling
A sales approach that develops, 
nurtures, and leverages 
relationships online to sell 
products or services.

traditional networking
Face-to-face communications 
that are designed to strengthen 
an individual’s professional and/
or social relationships.

referral
A lead provided by an existing 
customer, based on a belief that 
the potential buyer may benefit 
from the products or services 
provided by the selling firm.

Roman Pyshchyk/Shutterstock
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As a result, conversion rates  (a measure of the 
rate or number of leads that become actual cus-
tomers) from referrals are usually higher than 
conversion rates from other lead-generation 
methods. It is important that salespeople remem-
ber that customers are staking their reputations 
to the referrals they provide. Thus, salespeople 
must be factual in the way they represent any 
information provided by the referring customer.

Trade Shows
Trade shows are industry-specific events designed 
to bring selling companies and customers to the 
same location. Thus, customer interactions at 
trade shows differ from those at traditional sales 
meetings that are conducted via phone or on-site 
with the customer. Further, in most instances, 

selling companies will offer trade-show promotions to encourage customer purchases. 
Some customers will purchase almost exclusively at trade shows in order to take 
advantage of these promotions and their access to so many selling companies in one 
place.

Equally important is the fact that prospects will often approach selling companies 
at trade shows. These prospects are lucrative in that they are proactively approaching 
the selling company—they are initiating contact. This willingness to make contact 
usually indicates a belief on the part of the customer that a need or problem exists. 
Because of this, conversion rates for prospects who initially make contact at trades 
shows are often higher than what is seen for other prospecting methods.

Cold-Calling
A cold-call is an unsolicited call or visit by a salesperson. While many have criticized 
cold-calling due to its inefficiency, sales organizations still use it as a means to identify 
new customers. In fact, as mentioned, many organizations now have inside salespeople 
handling cold-calls to enhance overall sales force efficiency.

You may think of cold-calling in terms of those bothersome phone calls you 
receive from telemarketers at the most inopportune times, but cold-calling is an 
accepted practice in many B2B contexts. In fact, even today, some organizations 
report higher than normal success rates in this context, particularly when there is a 
strong need for the product or service. That said, in relation to what we have seen 
historically, the percentage of firms now relying on cold-calling as their sole lead-
generation method has dropped significantly.

Websites
Another significant change in sales in recent years is that buyers are now proactively 
beginning their search process minus any salesperson involvement. To do so, buyers 
frequently interact with sales websites as they attempt to gather information. While 
company websites are not new, the fact that buyers are willing to rely on them almost 
entirely as they begin their search process is. When this occurs, selling firms can 
capture the buyer’s information and forward it to the appropriate salesperson to be 
acted upon. The buyer would be qualified as a hot lead, given that he or she initiated 
the search process.

However, at the same time, many selling firms have found that these buyers are 
significantly advanced in their decision-making process by the time any interaction 

trade shows
Industry-specific events 
designed to bring selling 
companies and customers to 
the same location.

cold-call
An unsolicited call or visit by a 
salesperson.
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occurs between the salesperson and the buyer. Salespeople should move quickly on 
leads generated through a company website, to ensure continuing interest and 
involvement.

Sales Directories
Sales directories are lists of leads that are typically compiled by third parties. Some 
of these lists are free to the public, but many third parties sell the lists. While the 
lists are beneficial in providing a large number of leads, salespeople will often com-
plain that the conversion rates for these lists are quite low. As a result, salespeople 
may spend a great deal of time working through a list to identify potential customers. 
Moreover, with advances in technology, many sales organizations and individual sales-
people can now compile their own lists and do not have to outsource the process to 
a third party.

Centers of Influence
A center of influence is someone who is both connected to and respected by a group 
of prospects. Salespeople who are able to build relationships with individuals who 
hold influential positions are often able to leverage the relationship to gain access to 
the group. In exchange, the salesperson may have to sponsor an event, financially 
support the group, or do something else to justify being granted access. However, 
particularly in instances when the center of influence has a wide reach and is able 
to draw a large number of prospects, such support may be an investment that is easily 
recouped. As an example, woodworking communities comprise individuals who create 
items from wood. Within these communities, woodworking experts will emerge and 
lead educational meetings. Salespeople representing companies that manufacture 
woodworking products will partner with these experts, sponsoring meetings in an 
attempt to build relationships with all attendees.

Noncompeting Salespeople
One of the things new salespeople quickly realize is that there is a bond among 
salespeople, particularly those who do not compete in the same category directly 
against one another. Noncompeting salespeople can be a valuable resource through 
which leads are generated. Typically, this occurs when the noncompeting salesperson 
is selling to the same types of customers, but to customers who are not currently 
purchasing in the category sold by the salesperson seeking the lead. In these instances, 
there is an expectation that this favor will be returned—that the salesperson seeking 
the lead will extend the same courtesy when the roles are reversed.

Marketing
Many of the lead-generation methods discussed in this chapter are also performed by 
marketing personnel. Historically, however, there has been friction between the two 
functions as it relates to this activity.6,7 Marketers can grow frustrated over the fact 
that the sales force does not act on the leads they provide. Similarly, salespeople can 
become frustrated over what they perceive to be a lack of quality leads. Because of 
this, salespeople are often slow to act on the leads their marketing counterparts 
provide.

It is important that the marketing and sales functions work together to better 
understand lead-generation issues and the factors contributing to these issues. For 
instance, if salespeople find that a very low percentage of leads generated by market-
ing are being converted into customers, the two sides need to talk so as to identify 
problematic patterns leading to the low conversion rate.

sales directories
Lists of leads that are typically 
compiled by third parties.

center of influence
Someone who is both 
connected to and respected 
by a group of prospects.
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In some larger companies, both the chief marketing officer (CMO) and chief sales 
officer (CSO) report to a chief revenue officer (CRO). The CRO has the task of driving 
company revenues while also ensuring coordinated efforts across the two functions. While 
this is happening at the higher levels of the organization, salespeople should understand 
that marketers can be a valuable source of leads in the prospecting process.

Assignment 2-2
Lead-Generation Methods
Please complete the Connect exercise for Chapter 2 that focuses 
on lead-generation methods. By better understanding how to gen-
erate leads, salespeople will be better prepared to begin the pros-
pecting process and ultimately close more sales.

FORMULATING A 
PROSPECTING STRATEGY
Although it is important for salespeople to understand different lead-generation meth-
ods, it is perhaps even more important to develop an overall prospecting strategy. We 
talk about such a strategy in the following discussion, highlighting key issues that sales-
people should be mindful of in their prospecting efforts. Consistent with Figure 2-6, we 
focus on four strategic imperatives that salespeople should address in sequence:

	 1.	Develop a prospecting plan.
	 2.	Allocate adequate time to the prospecting process.
	 3.	Track results.
	 4.	Evaluate lead-generation methods and overall prospecting processes.

®

LO 2-5

Explain the activities  
involved in formulating a 

prospecting strategy.

Track results

Allocate
adequate time

to the
prospecting

process

Maintain
a positive
attitude

Evaluate
lead-generation

methods and
overall

prospecting
processes

Develop a
prospecting

plan

FIGURE 2-6 A Prospecting Strategy
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We also discuss the importance of salespeople maintaining a positive attitude as they 
prospect for new customers.

Develop a Prospecting Plan
We’ve said that planning plays a critical role in determining success on sales calls. In 
addition, salespeople also need to develop a prospecting plan for their overall sales 
territory or, in the case of a key or strategic account manager (KAM or SAM), key 
customer. Part of this plan should be a strategy for developing new business through 
prospecting. Any prospecting plan should address questions such as:

	•	 What percentage of my existing customer base might I lose through attrition?
	•	 What percentage of business do I anticipate earning through new customers in 

the planning period?
	•	 On which prospects do I anticipate focusing my efforts?
	•	 What resources do I need to transition these prospects into customers?
	•	 What tactics will I employ to ensure that this happens?

From there, the salesperson should review the prospecting plan with his or her 
manager so that both agree on it. Equally important, the salesperson must regularly 
revisit the prospecting plan to ensure that he or she is taking the necessary steps 
required for success. A good sales manager will also hold the salesperson accountable 
to the plan and ask for periodic updates on it. In the absence of a prospecting plan, 
it is unlikely that the salesperson will do what is required to acquire new business.

Allocate Time
Converting accounts from the competition or working with them as they make the 
decision to invest in a new product category can be an arduous and time-consuming 
process. One of the challenges with prospecting is that salespeople are often hesitant 
to allocate adequate time to prospecting. As they set an overall prospecting strategy, 
salespeople must therefore decide how much time to spend seeking out new 
business.

As an example, a salesperson managing a territory may decide to spend one day 
per week handling paperwork, three days per week servicing and growing existing 
customers, and one day per week prospecting for new business. With this decision, 
the salesperson is planning to allocate 20 percent of the time to prospecting. The 
salesperson and sales manager could then discuss the adequacy of this time allocation 
against the amount of new business the salesperson needs to generate.

Track Results
“How am I doing?” Salespeople need to know, via a results-tracking system, how they 
are doing numerically in meeting their prospecting goals. They then can focus on the 
most efficient methods and make better use of the time allocated to prospecting. 
Fortunately, technologies such as customer relationship management (CRM) software 
provide salespeople a means through which this can now be done in a timely 
manner.

Evaluate Lead-Generation Methods  
and Prospecting Processes
Salespeople who track their prospecting results can evaluate the different lead-gener-
ation methods they employ and their overall prospecting processes. Just as salespeople 
seek to identify the most effective and efficient lead-generation methods, they also 

The Power of 
Prospecting
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look to refine their overall prospecting process. That is, through repetition, sales-
people will seek to master an overall process for interacting with potential new cus-
tomers. As an example, salespeople may have a script they use when cold-calling. By 
evaluating various cold-calling scripts, a salesperson can work toward developing a 
script that has the most impact when reaching out to prospects.

Maintain a Positive Attitude
Maintaining a positive attitude throughout the prospecting process is crucial (as high-
lighted by its position in the middle of Figure 2-6). As noted at the beginning of this 
chapter, prospecting is one of the more challenging activities salespeople perform. 
Rejection rates when prospecting are high, even for experienced salespeople. Yet 
prospecting is a necessary part of the job, and those who maintain a positive attitude 
not only make the job more enjoyable but also enhance the likelihood of prospecting 
success. As so many in sales will attest, your attitude toward a job plays a critical role 
in determining how well you will perform in that job.

ETHICS IN PROSPECTING
Ethical salesperson behavior is prerequisite for the development of any customer 
relationship, including throughout the prospecting process. Even the slightest hint of 
unethical behavior will undermine any prospecting activities; customers will not will-
ingly enter into a relationship with someone they believe to be of questionable ethical 
character. Salespeople should focus on four key ethical standards when prospecting.

First, as the initial step in the lead-qualification process, salespeople must be hon-
est in their assessment of whether a need truly exists. If there is no need, the process 
must stop. Attempting to sell a product or service to a customer when there is no 
need is unethical. There can be no gray area on this. A salesperson should never 
manufacture a need to gain a customer.

Second, when initially interacting with prospects, salespeople must be factual in 
their communications. When first meeting a new salesperson, it is difficult for the 
prospect to know whether the salesperson and organization he or she represents can 
deliver on the promises the salesperson makes. Uncertainty is high. Because of this, 
salespeople should avoid setting unrealistic expectations when communicating with 
prospects. Seasoned salespeople will tell you that honesty is always the best policy, 
particularly when first communicating with a potential customer.

Third, salespeople should be factual when providing information about the competi-
tion. Often, when salespeople are attempting to convert a prospect from a competitor, 
the customer will ask questions or make comments about the competitor. While it may 
be tempting to disparage the competition, salespeople should tread lightly. As is the 
case when describing what their firm can provide, salespeople should be factual in 
sharing information about the competition. If the prospect were to find that the sales-
person fabricated competitive information in an attempt to win the business, the pros-
pect would likely, in the future, question the integrity of the salesperson.

Fourth, salespeople must be careful to manage the integrity of the referral process 
when prospecting. When an existing customer provides a referral, he or she assumes that 
the salesperson will use the referral as intended. For instance, if a customer willingly 
provides a referral for a prospect, the referral should be used only with that prospect and 
not with others. Moreover, if the customer makes specific comments in support of the 
referral (for example, “Joe said that he thought you might benefit from our products or 
services as well, based on . . .”), the referral should be limited only to what the customer 
said. To embellish these comments or use a referral on additional prospects beyond those 
intended by the referring customer is unethical; it represents a breach of trust.

LO 2-6

Explain the importance of 
salesperson ethics in 
prospecting for new 

customers.
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Describe your job.  I’m a sales 
operations analyst at Ritter Com-
munications, a communications 
provider that offers business, resi-
dential, and wholesale customers 
internet, phone, video, and cloud 
services. My main responsibility is 
to provide our executive team with 
information to help them make 
data-driven decisions that in-
crease sales and improve effi-
ciency. I partner with our sales 
leadership to create and imple-
ment strategies that generate new sales leads, close more 
deals, shorten the sales cycle, and grow the overall enter-
prise sales channel. I inform and advise management on 
current business trends, risks, and opportunities.

Describe how you got your job. During my senior year 
in college, I had an internship with Ritter Communications. 
Through my internship, I was part of a sales-strategy team 
that bid on two multi-million-dollar opportunities to provide 
data service. Although I wasn’t the one who closed the 
deal, the team recognized me as a young, eager, and driven 
student whose talents and personality aligned with the 
needs of the company. Five years later, I have been af-
forded the opportunity to learn and grow my skill set in a 
variety of ways. I’m happy to still call Ritter Communications 
home.

What has been most important in making you suc-
cessful at your job? I’ve benefited from several opportuni-
ties to grow my business acumen and put my education to 
work, but my people skills have also been vital to my suc-
cess. We are an extremely team-oriented company. I try to 
be open to new ideas and learn from others. I work very 
closely with people who identify the same goals and finish 
line but have different ideas on how to get there. I have the 

ability to adapt to new situations 
and find common ground with 
people to achieve an objective.

What advice would you give 
future graduates about a ca-
reer in sales? Don’t focus on find-
ing the perfect job. Pay, location, 
and job responsibilities are un-
likely to be glamorous at first. Fo-
cus on landing a sales job with a 
company that will allow you to test 
your abilities, expose you to all 

parts of the business, and most important, make mistakes. 
With humility, realize you must start at the bottom and will 
hear a lot of no’s that first year. Your first professional sales 
opportunity will springboard you into many other ones if you 
are doing the right things. My biggest advice would be: don’t 
get discouraged—you are likely to find an exciting and re-
warding career in sales if that is where your passion is.

What is the most important characteristic of a great 
salesperson? I think great salespeople help leaders under-
stand problems and possible routes to be successful in a 
positive and honest way. While I’m invested in my own ca-
reer, the success of those I work with is even more important 
than that of my own. I was trained to be service minded, and 
I try to provide information and options to my clients. I’ve 
worked to develop winning strategies that benefit employ-
ees and customers, and I was raised to be humble and 
never forget where I came from. I’m very team oriented, and 
I want those around me to enjoy working with me. I think 
focusing on client problems and being someone others 
want to work with has helped me to be respected. I want to 
be a great salesperson who consistently uses my talent, 
experiences, and the lessons I have learned to make a 
difference in the lives of others.

Darrious Duffin

Today’s Professional Perspective . . . because everyone is a salesperson

Darrious Duffin
Sales Operations Analyst
Ritter Communications
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LO 2-1 Describe the importance of prospecting, the 
challenges associated with prospecting, and why many 
salespeople are hesitant to prospect.

Prospecting is the lifeblood of the organization; it provides a 
continuous flow of new customers and new business opportu-
nities. Without the customer, there is no need for the organiza-
tion. Salespeople must prospect on a regular basis to offset 
customer attrition.

That said, prospecting is one of the more challenging 
tasks of salespeople. Buyers are often resistant when ap-
proached by salespeople they do not currently purchase 
from. The rejection rates typically experienced when pros-
pecting can be quite high. Because of this, many salespeople 
are hesitant to prospect. They view prospecting as an ineffi-
cient activity in relation to those activities that are focused on 
retaining current customers and may even avoid prospecting 
due to a fear of rejection.

LO 2-2 Contrast the hunting and farming sales 
orientations, and explain the role inside sales can  
play in prospecting.

There has been a growing realization that salespeople should 
focus on those activities they are most proficient at to en-
hance organizational effectiveness and efficiency. The hunt-
ing and farming sales orientations capture this: Salespeople 
who have a hunting orientation excel at identifying and  
engaging new business; those salespeople who have a  
farming orientation are more adept at managing existing 
relationships.

Many firms are acting on information about salespersons’ 
individual strengths by developing both inside and outside 
sales forces. Inside salespeople interact with the customer 
only remotely, through phone, email, text, social media, the 
internet, or some other form of remote technology. Often, in-
side salespeople handle the initial steps contained within the 
prospecting process, eventually handing a qualified prospect 
off to an outside salesperson. Inside salespeople, who often 
are new hires, may also be referred to as sales-development 
representatives.

LO 2-3 List the steps in the prospecting process and 
the necessary requirements for a lead to be qualified as 
a prospect.

The prospecting process should be thought of as a funnel 
consisting of the following steps: (1) lead generation, (2) lead 
prioritization, (3) lead qualification, (4) prospect prioritization, 
and (5) sales-call planning. The number of leads and/or pros-
pects dwindles as salespeople successively move through 
each step.

The lead-qualification process is perhaps the most impor-
tant step in the prospecting process; it differentiates leads 

CHAPTER SUMMARY
from prospects and ensures that salespeople maximize their 
prospecting efficiency by focusing on the right customers. For 
a lead to be qualified as a prospect, salespeople must be able 
to determine that the lead has: a need for the product or ser-
vice; the authority to purchase; the ability to purchase; the 
potential needed to justify an organizational investment; and 
a buying approach that aligns with the company’s selling 
approach.

LO 2-4 List common lead-generation methods.

Because the prospecting process begins with lead genera-
tion, salespeople need to understand the different lead-gen-
eration methods. Popular lead-generation methods are virtual 
networking, traditional networking, referrals, trade shows, 
cold-calling, websites, sales directories, centers of influence, 
noncompeting salespeople, and marketing.

Of these, virtual networking has exploded in popularity in 
recent years due to the rise in use of social media. Further, the 
marketing department often assumes the responsibility of 
generating sales leads through use of one or more of the 
methods presented in the chapter. There is a need for market-
ing and sales to have a strong relationship within the organi-
zation and for salespeople to act on the leads their marketing 
counterparts provide them.

LO 2-5 Explain the activities involved in formulating a 
prospecting strategy.

Prospecting success requires a strategy. There are four 
key activities when formulating an overall prospecting 
strategy: (1) develop a prospecting plan; (2) allocate ade-
quate time to prospecting; (3) track the results; and 
(4) evaluate the effectiveness and efficiency of the differ-
ent prospecting activities. Finally, and critically, salespeo-
ple must also work to maintain a positive attitude as they 
prospect for new business, given the challenges prospect-
ing can present.

LO 2-6 Explain the importance of salesperson ethics in 
prospecting for new customers.

Ethical salesperson behavior is prerequisite for the develop-
ment of any customer relationship, including during the pros-
pecting process. If prospects have any questions regarding 
the ethics of a salesperson in their initial interactions with the 
salesperson, they will not willingly enter into a relationship 
with the salesperson. When prospecting, ethical salespeople 
will only: (1) Attempt to sell their product or service if a need 
truly exists. (2) Be factual in their communications regarding 
what the salesperson and selling firm can provide. (3) Be 
factual in their communications related to the competition. 
(4)  Use referrals in the manner intended by the referring 
customers.
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KEY TERMS
prospecting (p. 24)
quota (p. 24)
opportunity costs (p. 25)
call reluctance (p. 26)
hunting orientation (p. 27)
farming orientation (p. 27)
inside salespeople (p. 27)
sales-development representatives  

(p. 28)

lead (p. 30)
inbound leads (p. 30)
outbound leads (p. 30)
hot lead (p. 30)
cold lead (p. 30)
lead qualification (p. 30)
prospect (p. 30)
prospect prioritization (p. 32)
ideal customer profile (p. 32)

networking (p. 34)
virtual networking (p. 34)
social selling (p. 35)
traditional networking (p. 35)
referral (p. 35)
trade shows (p. 36)
cold-call (p. 36)
sales directories (p. 37)
center of influence (p. 37)

DISCUSSION QUESTIONS
	1.	 Prospecting can be a challenging activity in sales be-

cause of the high rejection rates salespeople experi-
ence when prospecting. Think of instances when you 
have experienced rejection in your life. How were you 
able to overcome this rejection? How might the lessons 
you learned through these experiences benefit you if 
dealing with rejection in a sales role?

	2.	 We differentiate the hunting and farming orientations in 
the chapter. Considering how these orientations were de-
scribed, do you think that you have more of a hunting 
orientation or a farming orientation? Why do you feel this 
way? What specific characteristics do you possess that 
would cause your thinking on this issue?

	3.	 If you were to begin a career in sales following gradua-
tion, what benefits would you see in starting in an inside 
sales position? How might experiences gained in this 
position benefit you in the future?

	4.	 Think about some of the things you are currently doing 
to build your network via social media. Might you be 
able to do some of these same things if you were at-
tempting to build a virtual network in a sales role? Which 
virtual-networking activities can be applied in both your 
personal and professional life? Conversely, are there 
some things you do when building your personal net-
work via social media that should be avoided when 
building a professional network? If so, why?

2014 Alliance has made or helped others make at least two 
million cold-calls that violate the TSR, including more than a 
million calls to numbers on the Do Not Call Registry.12 Some 
consumers were reportedly so frustrated by the volume of 
calls that they scheduled an installation just to plead in per-
son for the calls to stop.13

Questions
	1.	 Clearly, the decision by Alliance and its leadership team 

to prospect in this manner represents a serious ethical 
breach. That cannot be debated. Why, though, would 
Alliance do this? What do you think would cause a com-
pany to act so egregiously?

	2.	 How does it make you feel about the company? How 
would you react if a company were treating you in that 
manner? Would you ever purchase from the company?

Although not as popular as it once was as a lead-generation 
method, many firms still use cold-calling when prospecting 
for new customers. While some business customers are ac-
cepting of unsolicited sales calls, such calls are a source of 
immense frustration for consumers. Because of this, the 
Federal Trade Commission (FTC) amended the Telemarket-
ing Sales Rule (TSR) in 2003 and created a Do Not Call Reg-
istry.8 Although that registry now includes nearly 230 million 
telephone numbers,9 illegal robocalls remain a problem. 
They constantly disturb consumers’ privacy and are fre-
quently used to deceive and defraud consumers.10 In fact, in 
2017 alone, the FTC received more than 4.5 million robocall 
complaints.11

Alliance Security (www.alliancesecurity.com) has been a 
particularly egregious perpetrator. The company, which in-
stalls home-security systems, cold-calls when prospecting 
for customers of the systems and associated monitoring ser-
vices. The FTC recently filed a complaint alleging that since 

ETHICAL CHALLENGE
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ROLE PLAY
While role plays are critical in helping you develop your sales 
skills, understand that simply having someone assigned to 
you as a customer in a role play is not realistic. Instead, in real 
life, you will prospect in order to find customers. This is often 
the greatest challenge salespeople face. Indeed, the suc-
cess rates most achieve when prospecting are much lower 
than the success rates typically seen on actual sales calls.

This role play exercise will give you an opportunity to prac-
tice cold-calling skills. For the role play, you will be able to set 
the scenario. You should select the company that you are rep-
resenting and the company and individual you are cold-calling. 
The class should be divided into teams of three. Each student 
within each team should first develop a cold-calling script that 
he or she will use during the role play. Your script should:

	 1.	 Identify the salesperson and the selling firm.
	 2.	 Establish initial rapport.
	 3.	 Provide a value statement to motivate interest.
	 4.	 Be customer-oriented.
	 5.	 Respectfully request action on the part of the prospect.

An example of a script is shown below. Numbers corre-
lating with each of the criterion listed above indicate where 
that criterion is met.

SAMPLE PROSPECTING SCRIPT

Hi [Prospect Name], my name is [Seller Name]. I am a lo-
cal representative with the [Seller Company] [1]. How are 
you today? [2]

Great, I was referred to you by John Doe at the XYZ 
Corporation. John and I have been working together for 
a number of years, and he suggested you as someone 
who might benefit from the types of products and ser-
vices we provide [3]. Do you have a few moments to 
spare?

Thanks. I know you are busy so I will be sure to re-
spect your time.

First, rest assured that my intent in this conversation 
is not to sell you anything. What I would like to do, with 
your permission, is set up a meeting to see if there might 
be some level of fit between our companies, and to see 
if we might be able to help you address some of the is-
sues you face [4]. For example, John has told me time 
and again that one of his goals as a retail buyer is to in-
crease sales, and over the past two years we have gen-
erated approximately two million dollars in additional 
sales at his account [3]. Again, however, my goal for this 
meeting would simply be to determine whether a fit ex-
ists between our companies. I will not attempt to sell you 
anything. Such meetings usually last 30 minutes. Might 
there be a time that works well for you? [5]

For each of the role plays, one student acts as the 
seller, another acts as the prospect, and the third critiques 
both the script and the quality with which it was delivered. 
Students should exchange roles for each successive role 
play.

For the Connect assignment in Chapter 2, students will get practice prospecting for companies who 
might purchase a product or service they currently use.

First, think of a product or service you use on a regular basis. Next, use one of the lead-generation 
methods presented in the chapter to develop a list of at least five companies that would potentially 
benefit from the product or service. Most of you will probably use social media or the web to generate 
the list.

You should be prepared to discuss exactly how you conducted your research and what organiza-
tional characteristics were important in leads being included on your list.

SALES PRESENTATION
®
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CAREER TIPS
John Hansen
Marketing Professor 
University of 
Alabama—Birmingham

How Much Prospecting 
Will I Do?
Although you may not know it yet, 
many of you will accept jobs in sales 

following graduation. While the goal is to have multiple 
job offers from which you can choose, deciding between 
sales jobs can be difficult. There are many factors to con-
sider, including one that is the focus of this chapter—the 
amount of prospecting that will be required.

Most outside sales roles require territory manage-
ment, where the salesperson manages customer relation-
ships within a given geographic territory. When examining 
job opportunities, it is important you know how much pros-
pecting is going to be required in a territory. In some  
instances, a territory will have a strong “book of business”— 

an existing set of established customer relationships. In 
other cases, there may be very few existing relationships 
within the territory. Obviously, if you acquire a territory 
where this is the case, you are going to have to prospect 
for new business in order to grow the territory. Although 
you will likely have prospecting goals in an established 
territory as well, you are likely to spend more time manag-
ing relationships that have previously been established.

Is one type of territory better than the other? Not nec-
essarily, although most graduates would prefer to step 
into a situation in which they are working with existing 
customers. That said, and as was discussed in the chap-
ter, the key lies in knowing who you are: What do you 
excel at? What do you need to improve upon? If you excel 
at activities that require a farming orientation, you would 
be better served in a territory that has an established 
book of business. Conversely, if you exhibit characteris-
tics that align with a hunting orientation, you may excel in 
a territory that requires a great deal of prospecting.

Because this is an important decision, you should 
also talk with your professors, as they will able to provide 
additional insight based on their knowledge of the hiring 
company.

John Hansen
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Sales-Presentation 
Strategies

Chapter 5

Learning Objectives
After reading this chapter, you should be able to:

	LO 5-1	 Describe the three main types of sales presentations.

	LO 5-2	 List activities that are useful in preparing effective sales presentations.

	LO 5-3	 List reasons for sales-presentation failure and strategies to prevent 	
such failures.

	LO 5-4	 Describe the importance of nonverbal behaviors in sales presentations.

	LO 5-5	 Name elements of effective virtual and team-sales presentations.

	LO 5-6	 Describe the impact of storytelling on sales presentations.
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Describe your job.
I am a contractor salesman for 84 Lumber Company, a 
building-materials supply company that owns and oper-
ates over 250 stores throughout 30 states. In most types 
of sales jobs, there are two types of positions—specialists 
and generalists. Specialists focus primarily on limited prod-
ucts or markets. For example, a specialist in my industry 
might sell one specific building product to residential build-
ers only. Generalists sell a wide array of products to a wide 
array of markets. I’m a generalist: I sell framing materials, 
windows, doors, and interior trim materials to residential, 
multi-family, and commercial contractors. I sell multiple 
brands within each of those categories and products.

With such a wide variety of products, it is vital that I 
have product knowledge on each one, to stay ahead of my 
competition. Though I sell to all types of contractors, the 
bulk of my business is framing materials for residential 
home builders. Using their sets of house plans, I determine 
the type and quantity of lumber and materials needed to 
build the house.

How did you get your job?
In my previous job I worked as a manufacturer’s represen-
tative (a specialist) for a weatherization company. In that 
job, I was selling to the largest residential home builder in 
my market. The key decision makers for this builder told 
me that their lumber salesman was looking to retire, and 
they asked if I wanted to make a change to supplying their 
framing materials. They said the traits they want in their 
lumber salesmen were the traits they saw in me. The re-
wards and opportunity of this new job were more than I 
could dream of. While I truly hated the thought of leaving 
the manufacturer that was so good to me, it was a no-
brainer to switch to this job in lumber.

What has been most important in making you 
successful at your job?
As a generalist, I have to do multiple things: provide excel-
lent service, know my products thoroughly, understand 
and analyze prices to maximize revenue for my company 
while also being the most competitive to the builder, and 
keep strong relationships. Overall, to do those things, I 
wake up each day with the mindset of “how can I earn your 
business?” for each existing customer. Everyone knows 
the Golden Rule: “Treat others as you would want to be 
treated.” For me to be successful in sales, I believe in a 
salesperson’s Golden Rule: “Treat customers as they 
would want to be treated.”

Executive Perspective . . . because everyone is a salesperson

What advice would you give future graduates 
about a career in sales?
As a salesperson, always remember that “perception is re-
ality” to your customers. To get that customer, stay persis-
tent, professional, and be a solution to the current obstacles 
they’re facing. There is always going to be a “buy time” for 
your customer. Just because the customer said “no” doesn’t 
mean there isn’t a future moment when he or she will say 
“yes.” Once you have that customer, if you show you are 
honest, hard-working, responsive, and ultimately their part-
ner, it is going to be hard to lose that customer.

Also, no matter how successful you are in sales, be that 
much more successful in your personal life. Never get so 
caught up in work that you miss out on creating memories 
with your family and loved ones. Find a job that makes you 
happy, with a work-life balance. You will one day retire from 
your career, but you will never retire from being a great 
spouse, parent, and friend.

What is the most important characteristic of a 
great salesperson?
A stellar reputation in your industry is important. Sales
people who display drive and professionalism, who do 
what they say they’re going to do, who help their custom-
ers grow their business, and who show no complacency 
will eventually get talked about in the industry. The most 
rewarding sales I make come not from cold-calling a com-
pany, but come when a company calls me looking to do 
business because of what they’ve heard about me. At that 
point, the sky is the limit.

What advice do you have about making sales 
presentations and visiting with individual 
customers?
I would encourage everyone to really understand each 
customer individually. One customer might like a good 
price and to be taken out to dinner from time to time. An-
other customer might expect great service and your ability 
to answer any question about the products you are selling. 
I take pride in understanding my customer and in under-
standing what I need to do, specific to them, in order to fit 
into their success.

Lance Gooch
Contractor Sales 
Representative
84 Lumber

Lance Gooch
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TYPES OF SALES PRESENTATIONS
The sales presentation is the delivery of product information relevant to solving the 
customer’s needs. As the “main body” of the sales call,1 it can be the most challeng-
ing, rewarding, and enjoyable aspect of the buyer-seller interaction. The sales presenta-
tion with a prospective buyer is a crucial stage of the selling process.

Sales presentations can be formal or informal, in front of a single buyer or an 
entire company. They can take place in a board room, a lumber yard, or just about 
any place you can imagine. Regardless of the setting, salespeople who are prepared 
and who select the most appropriate type of sales presentation can increase their 
likelihood of closing the sale.

Developing a sales-presentation strategy begins with choosing one of the three 
main types of sales presentations: memorized, formula, and need-satisfaction presenta-
tions. It is important for salespeople to consider which type of presentation will be 
most persuasive to their customers. Persuasion is a communication process by which 
you motivate someone else to voluntarily do something you would like them to do. 
Each of the three types of presentations provides different advantages and disadvan-
tages and can be appropriate for different products, industries, and salespeople with 
different levels of experience. The biggest difference among the three methods is the 
percentage of conversation controlled by the salesperson.

Memorized Sales Presentations
In a memorized sales presentation, the salesperson presents the same selling points in 
the same order to all customers. This type of presentation ensures that salespeople 

will provide complete and accurate information 
about their product or service. A memorized 
sales presentation typically involves the salesper-
son talking 90 percent of the time and listening 
only around 10 percent.

A memorized sales presentation is often ben-
eficial for new salespeople. It helps them speak 
intelligently about different products and gives 
them confidence. Pharmaceutical salespeople 
often use this technique because they can deliver 
accurate technical information to doctors in a 
short period of time. This type of presentation 
is also used in telemarketing and direct sales.

However, the effectiveness of the standard 
memorized presentation is limited. It offers no 
opportunity for the salesperson to tailor the pre-
sentation to the needs of specific customers. In 
addition, some buyers view a memorized sales 

presentation as amateurish, since the salesperson is not focused on providing a cus-
tomized solution for the buyer’s organization. Also, it is difficult to persuade custom-
ers who have complex buying needs without a greater percentage of the presentation 
being dedicated to listening to their specific problems.

Formula Sales Presentations
The formula sales presentation begins to shift the focus more to the customer. In a formula 
sales presentation, the salesperson follows a somewhat less structured, prepared outline, 
allowing more flexibility and opportunity to gather customer feedback. It still focuses on 

LO 5-1

Describe the three main types 
of sales presentations.

sales presentation
The delivery of product 
information relevant to solving 
the customer’s needs.

persuasion
A communication process by 
which you motivate someone 
else to voluntarily do something 
you would like them to do.
memorized sales 
presentation
Sales presentation in which the 
salesperson presents the same 
selling points in the same order 
to all customers; typically 
involves the salesperson talking 
90 percent of the time and 
listening around 10 percent.

formula sales presentation
Sales presentation in which the 
salesperson follows a 
somewhat less structured, 
prepared outline, allowing more 
flexibility and opportunity to 
gather customer feedback; 
typically involves the 
salesperson talking 60–70 
percent of the time and listening 
30–40 percent.
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the product, but it encourages the customer—through questions, trial closes, and objec-
tions—to become more involved in the presentation. The talk/listen ratio changes to more 
listening (30 to 40 percent of the time) and less talking (60 to 70 percent of the time).

Formula sales presentations are based on the simple acronym AIDA, which sums 
up the buying process: The salesperson must get the customer’s attention, create interest 
in the product, develop a strong desire for the product, and move the customer to 
action (to buying the product). The salesperson controls conversation during the 
presentation, especially at the beginning. Formula presentations allow for the smooth 
handling of anticipated questions and objections from the customer, which increases 
customer involvement.

Formula sales presentations are ideal for a variety of organizations and brands. 
For example, Procter and Gamble might encourage the use of formula presentations 
by its salespeople. The object for consumer-products salespeople is often to persuade 
customers to carry more of an existing product, such as more sizes of Crest toothpaste 
or greater inventories of Bounty paper towels. A highly structured formula presenta-
tion, which hits specific selling points in a predetermined order while still soliciting 
customer feedback, can be very effective. The key to the success of the formula 
strategy is customer knowledge, since the presentation itself is relatively inflexible.

What are the disadvantages of the formula sales presentation? The first is that the 
structured outline might not be effective if the salesperson does not know the pros-
pect’s needs. Salespeople might need the customer to talk a majority of the time in 
order to better understand the prospective buyer’s needs. In addition, the formula 
sales presentation is often not ideal when dealing with a complex selling situation 
such as selling a technical product or selling to a large group.

Need-Satisfaction Sales Presentations
In a need-satisfaction sales presentation, the salesperson first probes into the needs—
both stated (expressed) and unstated (latent)—of the prospective buyer. The sales
person then gives a sales presentation that shows how the product will satisfy the 
customer’s needs. Over 60 percent of a need-satisfaction presentation is dedicated to 
listening to the customer to learn more about their specific problems.

The need-satisfaction presentation allows a salesperson to develop a customized 
solution for the buyer. Think about a few positive sales experiences you have had as 
a customer; it is likely that one or more of those involved a salesperson asking ques-
tions and helping find the best product for your need at that time. Or, in a B2B 
setting, a salesperson visits a major financial company. In conversation, it emerges 
that the company has not changed its market segments for some time, mostly because 
it has been focused on short-term operational issues. In the presentation, the sales-
person shows data on a competing firm that has used a new strategy to eat away at 
this company’s customer base. When the customer starts getting worried, the sales-
person talks about the need for more specific market details and rapid analysis. When 
the customer asks how this can be achieved, the salesperson introduces the CRM 
system he or she is selling.

The more interactive nature of a need-satisfaction presentation can be intimidating 
for a new salesperson. Less-experienced salespeople are often nervous in this type of 
presentation, knowing they will need to listen carefully and then quickly craft a 
response using what they’ve just learned. Training and experience can help sales-
people feel more comfortable giving up control of a majority of the presentation.

Each of these sales-presentation methods can be very successful. It’s also true that 
each can fail miserably. The decision as to which sales-presentation method to use 
should always be focused on (1) the strengths and weaknesses of the salesperson 
presenting, (2) the preferences of the potential buyer, and (3) the specifics of the 

need-satisfaction sales 
presentation
Sales presentation in which the 
salesperson first probes into the 
needs, both stated (expressed) 
and unstated (latent), of the 
prospective buyer; typically, 
over 60 percent of the 
presentation involves listening 
to the customer to learn about 
their specific problems.
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product being sold. Salespeople should think through each of these variables. Each 
time, you should be able to explain the decision to yourself, a colleague, or a manager 
as to why you chose a specific presentation method for a specific customer.

Connect Assignment 5-1
Sales Presentations
Please complete the Connect exercise for Chapter 5 that focuses 
on types of sales presentations. Deciding which type of presenta-
tion is best suited for different types of potential buyers will help 
you customize your sales strategy to maximize success.

PREPARING THE SALES PRESENTATION
Regardless of sales-presentation type chosen, salespeople must actively prepare in 
order to achieve an effective presentation. Where do you start? A logical first step is 
to develop a customer-value proposition, which is a statement of how the sales offering 
will add value for the buyer and/or the buyer’s organization. For example, a retail 
salesperson visiting with a customer about purchasing a new iPhone has to persuade 
the customer of the value of the product relative to other smart phones and the value 
compared to the older iPhone the customer currently uses. The salesperson is trained 
to present many aspects of customer value: the value proposition in the design of the 
new device, the ease of use that has been a cornerstone of Apple’s success, the better 
camera (which might be especially important to a customer who has children or is 
active on social media), and the aspirational qualities that a new iPhone offers. For 
long-term success in relationship selling, it is essential to properly define the customer 
value of your company’s products during the limited time of a sales presentation.

With the customer-value proposition in mind, 
the salesperson can begin to prepare a sales pre-
sentation. Salespeople use a variety of activities 
to improve the quality of a sales presentation: 
identify the customer problem, plan what you 
want the customer to remember, consider a 
product demonstration, provide slick data, and 
practice through role play.

Identify the Customer 
Problem
At the heart of modern selling is the ability to 
come up with solutions to problems for custom-
ers that provide benefits for the customers or 
their organization. So, an activity essential to 
preparing an effective presentation is to clearly 

identify the problem you are seeking to solve for the customer. Being able to state 
the problem is almost as crucial as knowing what destination to type into digital 
mapping software.

Most sales presentations, at some point, cover features and benefits. Features are 
factual statements about the characteristics of a product, such as how many pages a 
machine can print in a minute or the how long the battery life of a cell phone is. 
Benefits are the added value that a feature provides for the customer.

®

LO 5-2

List activities that are useful in 
preparing effective sales 

presentations.

customer-value proposition
A statement of how the sales 
offering will add value for the 
buyer and/or the buyer’s 
organization.

features
Factual statements about the 
characteristics of a product.
benefits
The added value that a feature 
provides for the customer.

36clicks/123RF

hun38598_ch05_098-118.indd   102 8/21/20   3:15 PM



	 Chapter Five  Sales-Presentation Strategies	 103

When preparing a sales presentation, it is important to think through how the 
product will benefit someone else’s business or life. New salespeople, especially, spend 
so much time talking about product features that they fail to draw a connection to 
the benefit of solving the customer’s problem. For example, imagine you are selling 
a local lawn care service. The sales presentation might take place in a short conver
sation on a homeowner’s front porch. To address the benefit your service would 
provide, you would want to mention the homeowner’s problem of needing their lawn 
taken care of while providing the benefit of saving a couple of hours per week for 
the homeowner to spend more time with family or pursue other interests.

Too often, even experienced professionals start a sales presentation by talking 
about the solution they are offering rather than the problem they are solving. If sales-
people are presenting to outsiders, or even high-level leaders inside their own com-
pany, they might not have been closely following the development process of a specific 
project. If salespeople don’t explain the context and why it matters upfront—that is, 
the problem and benefits the sale will deliver—they risk buyers tuning out early on 
because they are not sure if the salesperson’s idea is relevant.

Plan What You Want the Customer 
to Remember
Great presentations are memorable. When preparing a sales presentation, spend time 
thinking about what you want the customer to remember. Focusing on key words, 
phrases, or images during the presentation can be critical to the customer remember-
ing the information after the presentation. Customers will use these memories as they 
make purchase decisions.

Being memorable does not have to be saying something funny or wearing some-
thing outlandish. Presenting product information that solves a specific customer prob-
lem and helps the business be more successful is likely to be something remembered 
long after the meeting has ended. If you intentionally plan for a memorable takeaway 
message, you are more likely to make it happen.

Consider a Product Demonstration
A product demonstration shows the customer how the product works; it is one of your 
best sales tools if you have a high-quality product. A product demonstration helps get 
a prospect interested and excited about the proposed solution. It is also an effective 
way to address the prospect’s specific product-related concerns. Research suggests 
that over 50 percent of potential buyers want to see how the product works during 
the first sales call.2

The most important thing to remember if using a demonstration is this: You must 
be certain the demonstration will work. Few things can ruin a sales presentation faster 
than a failed demonstration. For example, if you are showing how a new car feature 
will supposedly make life easier for a buyer only to have that demonstration fail, the 
customer will wonder if the salesperson is competent and if the car is best for them. 
If you are going to do a demonstration, be sure to practice it multiple times.

Provide “Slick” Data
A previous chapter discussed the need for salespeople to have technological knowl-
edge. When planning your sales presentation, think about how to put that knowledge 
to work using “slick,” cutting-edge data-visualization techniques. Data visualization is 
the presentation of data in a graphical format using visual elements like charts, 
graphs, timelines, and maps. Such elements add interest to a presentation; they replace 
data in boring tables or basic charts that a customer tunes out. Potential buyers need 

product demonstration
Sales presentation that shows 
the customer how the product 
works.

data visualization
The presentation of data in a 
graphical format using visual 
elements like charts, graphs, 
timelines, and maps.
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to have a good grasp of the data in order to make purchasing decisions. If the sales-
person can transform data into a super clear picture for customers, they can quickly 
see how value is being added. What’s needed is data presented in a form that captures 
the scope and urgency of the buying decision. Figure 5-1 shows an example of data 
visualization used during a sales presentation. Great data visualization might even be 
part of the memorable takeaway discussed earlier.

If your data visualization skills aren’t all you want them to be, don’t hesitate to consult 
others in your selling organization for a bit of help. You might even consider taking a 
course at a local community college or other school to help develop those skills.

Practice Through Role Play
As you know from earlier chapters, role play involves acting out conversations, atti-
tudes, and actions, in a make-believe situation, in an effort to understand a differing 
point of view. Role play can be a very effective activity in preparing a sales presenta-
tion. In role play, a salesperson can:

	•	 Practice a sales pitch with a trusted colleague and ask for feedback on ways to 
improve the presentation.

	•	 Develop the best wording to use during a sales call. Top-performing salespeople 
are up to ten times likelier to use collaborative words and phrases than are 

role play
Acting out conversations, 
attitudes, and actions, in a 
make-believe situation, in an 
effort to understand a differing 
point of view.

FIGURE 5-1 � Data Visualization of Customer Complaints

Crystal-K/Shutterstock
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low-performing salespeople. Role play can help you practice using words like 
“we,” “us,” “our,” and “together” (instead of “you,” “I,” “me,” and “your”) to 
win over prospective buyers.

	•	 Practice a response to potential objections of the buyer.

Through role play, you can gain confidence in your sales presentation, enabling you 
to decrease uncomfortable or tense body language and increase a feeling of calm.

None of these activities guarantees that a sales presentation will be a success. 
However, salespeople who do not use activities like these to prepare their presenta-
tions greatly reduce their likelihood of closing the sale.

WHY SALES PRESENTATIONS FAIL
A bad sales presentation can greatly reduce the likelihood of closing a sale. Sales 
presentations can fail for almost limitless reasons, but there are a handful of common 
problems that salespeople should work hard to prevent.

Technical Problems
In today’s connected world technical problems sometimes happen, and that’s okay. 
What’s not okay is when the problems could have been easily prevented with the right 
preparation. Don’t waste a prospect’s time fiddling with a cable or screen-sharing tool. 
Salespeople should run through all the technical aspects of their presentation well 
before the appointed time.

A salesperson should always have a backup plan in case the wi-fi does not work 
or a bulb in the projector burns out. Always have a hard copy of the presentation as 
a backup. Also, an increasing number of salespeople carry with them their own 
portable projectors. If handled well, technical problems can show potential customers 
your thoroughness and professionalism. That demonstration might ultimately get you 
closer to closing the deal.

Poor Presentation Skills
Another reason for presentation failure is poor presentation skills. For example, talk-
ing with your back to people is unprofessional and often viewed by the buyer as rude. 
This often happens when salespeople look back to read directly from their PowerPoint 
slides. Buyers can easily become frustrated if 
they think a salesperson is wasting their time 
simply reading the words on the screen, which 
they could have read on their own.

Sometimes the setup of the room in which 
the presentation takes place can hurt sales reps 
if they’re not careful. Salespeople should be very 
intentional in avoiding this problem. For exam-
ple, a sales presentation at a table with a U-shape 
can put your back to half the audience if you 
walk too far into the center during the presenta-
tion. Use the front of the room as much as pos-
sible, and move deliberately from side to side, 
turning slightly to face each buyer as you speak. 
Also, plan to be at the center of the table when 
delivering the most important points of the 
presentation.

LO 5-3

List reasons for sales-
presentation failure and 
strategies to prevent such 
failures.
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Irrelevant Information
All potential customers value their time. Too much irrelevant information about your 
product, service, company, or yourself during the sales presentation can reduce the 
likelihood of success. For example, imagine you sell a low-cost cell phone. If you go 
into a long-winded pitch about your company, its financial data, and other details that 
are not of interest to someone wanting to make a simple purchase, you may lose the 
sale. Often, by talking too much and sharing irrelevant information, a salesperson can 
bore prospects so much that they decide not to buy.

Unethical Behaviors
When making a presentation, salespeople should understand the difference between 
persuasion and manipulation. While persuasion will be expected, manipulation will 
be perceived as offensive. The difference between persuasion and manipulation is 
often based on intent. “Good intentions” mean “in the prospect’s best interest.” Con-
versely, if the salesperson’s intention is to maximize his or her own benefit—even at 
the expense of the prospect’s, if need be—any persuasion effort will be perceived as 
manipulation.

Another common unethical behavior in sales presentations is not fully disclosing 
information. Customers do business based on what is outlined in the contract. If 
salespeople omit information when agreeing to contract terms, they can catch the 
buyer off guard and hurt their business, not to mention damage the long-term relation-
ship. Knowingly withholding important information included in a contract with cus-
tomers is shady.

AT&T was accused in 2018 of using unethical sales tactics when presenting to 
potential customers about using the DirecTV Now streaming service. The salespeople 
told customers during their presentation that they could try out DirecTV Now for a 
month without paying; the salespeople said they would cancel their trials before they 
turned into paid subscriptions. In some cases, the cancellations never happened, and 
people started paying $35 a month for the service without having agreed to become 
subscribers. AT&T ultimately fired at least six people over the unethical tactics. For-
mer salespeople at the company said managers had encouraged unethical tactics in 
order to hit sales quotas.3

International and Intercultural  
Communication Challenges
International salespeople need to be able to communicate effectively in culturally 
diverse sales settings.4 To succeed in international and intercultural interactions, sales 
professionals need to be highly competent in communication.5 Research suggests that 
in international sales presentations, the most important communication skills are 
related to building and maintaining relationships, personal-selling skills during the 
sales process, and foreign-language skills.6 In an increasingly global business environ-
ment, salespeople should seek training, practice, and advice in developing their com-
munication skills to be more successful in different cultures.

While language and culture can be barriers to international sales, the complexities 
of selling in a global market reach far beyond correct translations. First, salespeople 
must do their research: It may be useful to compare one’s own approach with those 
of other companies and sales teams that have been able to sell internationally with 
success. Much international sales aptitude involves being able to effectively share 
information across the company. Having a cloud-based customer relationship management 
(CRM) system that updates across global boundaries is essential. Accurate information 
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on the global supply chain, sales pipeline, accounts, and shipments will decrease 
overhead. The CRM data will also provide information to make sales presentations 
more comprehensive and effective.

Salespeople should also work to develop their intercultural communication compe-
tence, which is the effectiveness of skills, attitudes, and traits for building successful 
cross-cultural interaction. Several skills are particularly beneficial for developing inter-
cultural communication competence:

	•	 Cultural awareness. Cultural awareness involves the ability to stand back from 
ourselves and become aware of our cultural values, beliefs, and perceptions. 
Individuals with cultural awareness tend to be able to predict the effects of 
their behavior on others. They are more likely to modify their behavior after 
they learn something about other cultures.7

	•	 Cultural sensitivity. Cultural sensitivity is the ability to understand the value of 
different cultures and be sensitive to the verbal and nonverbal cues of people 
from other cultures.8 Individuals with high cultural sensitivity display values 
such as open-mindedness, high self-concept, nonjudgmental attitudes, and social 
relaxation. Salespeople will benefit from spending time researching and visiting 
with people from other cultures. 

	•	 Cultural adroitness. Cultural adroitness refers to an individual’s ability to reach 
communication goals while interacting with people from other cultures. Indi-
viduals with high cultural adroitness quickly learn how to act effectively when 
in a new cultural environment. When salespeople know what to do and what 
not to do during a sales presentation, they will be able to communicate more 
effectively without offending any parties.9

Despite the care that salespeople take to prevent problems that cause presentation 
failures, mistakes occur. Salespeople with virtually any amount of experience can 
share stories about mistakes they made and problems that arose during a presentation. 
For example, in Hong Kong, business people typically prefer sales presentations and 
proposals to begin in general terms before transitioning into the narrow details. A 
new global salesperson could have a presentation that is customized for a specific 
audience with lots of details at the beginning, but it could have been more effective 
and well received if he or she had begun with more general terms.

Regardless of the level of preparation, it is important to maintain composure and 
professionalism. If you say something that is potentially offensive or ethically question-
able, correct that mistake immediately. If you can tell from the customer’s body 
language that you might be sharing irrelevant information, shift back to the focus of 
the presentation as quickly as you can. Salespeople have a healthy fear of making a 
mistake during a presentation, but they should always be prepared to try to correct 
that mistake as quickly as possible. Understanding verbal and nonverbal cues in inter-
national sales presentations will improve the likelihood of presentation success.

Connect Assignment 5-2
Unethical Sales-Presentation Practices
Please complete the Connect exercise for Chapter 5 that focuses 
on avoiding unethical practices in sales presentations. Understand-
ing the responsibility of making a sales presentation for an organiza-
tion and common ethical mistakes will help you develop an ethical 
framework when dealing with potential customers.

intercultural communication 
competence
The effectiveness of skills, 
attitudes, and traits for building 
successful cross-cultural 
interaction
cultural awareness
The ability to stand back from 
ourselves and become aware of 
our cultural values, beliefs, and 
perceptions.
cultural sensitivity
The ability to understand the 
value of different cultures and 
be sensitive to the verbal and 
nonverbal cues of people from 
other cultures.
cultural adroitness
The ability to reach 
communication goals while 
interacting with people from 
other cultures. 

®
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NONVERBAL COMMUNICATION  
IN SALES PRESENTATIONS
Before we get too far from the topic of why sales presentations sometimes fail, we 
should briefly address the topic of nonverbal communication. Nonverbal communication 
encompasses the behaviors such as eye contact, posture, and facial expressions by 
which people communicate in ways other than words. Such behaviors, often referred 
to as body language, are very important in effective sales presentations. Salespeople 
should have an understanding of their ability to communicate—both positively and 
negatively—through body language. Let’s look at a few nonverbal behaviors to master 
in a sales presentation.

Eye Contact
Eye contact can be a powerful tool when used correctly. The selling process is all 
about making connections, and eye contact is a big part of that. If you are having a 
conversation with a friend, for example, you probably face him or her directly and 
make regular eye contact. By making eye contact in a sales presentation, you are 
relating to your audience and increasing engagement with them in an effort to better 
get your message across.

It is important, however, not to overuse eye contact. Salespeople should not make 
potential buyers feel they are competing in a staring contest. If you make eye contact with 
a prospective buyer who quickly looks away, be cautious; some people feel uncomfortable 
with eye contact. In some cultures, direct eye contact is considered inappropriate.

Posture
The best posture for a sales presentation is typically to keep one’s head up and 
hands open. A posture that is professional and relaxed can help prospective buyers 
feel more comfortable. Keeping your head level and angling toward prospective 
buyers when you talk can help develop a more comfortable atmosphere for the 
presentation.

Posture is also important when the potential buyer is speaking or asking questions. 
Slouching or leaning back on a chair during a sales presentation can make it seem 
like the salesperson doesn’t care or doesn’t take the meeting seriously. Instead, sit up 
relatively straight and face the buyer, to show that you are highly involved in the 
discussion. This posture communicates confidence and also shows the prospects that 
you respect their time and take the meeting seriously. 

Finally, be careful about crossing your arms protectively in front of your body 
when a potential buyer is speaking. Many people interpret crossed arms as a signal 
that the listener is not open to what the speaker is saying. Even if you don’t mean 
the crossed arms in that way, it’s better not to risk giving that wrong message.

Facial Expressions
In sales presentations, salespeople should also be aware of any artificial or unfriendly 
facial expressions they might be making. The role-play practice discussed earlier is a 
good way to identify any such issues and work to improve them. Salespeople should 
practice smiling during presentations. Don’t smile as if your face is frozen (like the 
Joker from Batman movies), but develop a warm, friendly, pleasant smile that can 
make prospects feel more comfortable.

Similarly, there are several facial expressions that salespeople should avoid. Frown-
ing projects a negative energy or moodiness that can be troubling for potential buyers. 

LO 5-4

Describe the importance of 
nonverbal behaviors in sales 

presentations.

nonverbal communication
Behaviors such as eye contact, 
posture, and facial expressions 
by which people communicate 
in ways other than words.
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Arching eyebrows is another common mistake that makes salespeople look surprised, 
questioning, or unsure of their solution.

Connect Assignment 5-3
Nonverbal Communication
Please complete the Connect exercise for Chapter 5 that focuses 
on nonverbal communication during a sales presentation. Under-
standing the impact of nonverbal signals can help salespeople 
be  more effective in building trust and developing customer 
relationships.

VIRTUAL AND TEAM-SALES 
PRESENTATIONS
Much of our discussion of sales presentations has sounded like the salesperson will 
be in a one-on-one discussion with a single potential buyer. If you embark on a sales 
career, you undoubtedly will do many such sales presentations. But it also is true 
that such traditional sales presentations are becoming less common in modern 
business. Research from Salesforce has found that 58 percent of individual consum-
ers and 77 percent of business buyers feel that technology has changed their expec-
tations of how companies should interact with them.10 During the COVID-19 
(coronavirus) pandemic, businesses of all sizes and and across industries were 
forced to quickly pivot to virtual selling (see Figure 5-2), and many were unprepared. 
Sales meetings that might once have been face-to-face and sealed with a handshake 
were now taking place over Zoom calls. 

As technology plays a bigger role in the sales process, face-to-face opportunities are 
declining. In their place, virtual as well as team-sales presentations are increasing.

Virtual Presentations
Even though relationships are fundamental to long-term sales success, research shows 
that sales reps are spending more time in front of screens doing virtual presentations—
online presentations in which the host and audience attend the presentation remotely. 
From 2016 to 2018, virtual connections with customers increased 3.2 times more than 
in-person meetings with customers.11 Then during the COVID-19 pandemic in 2020, 
over 90 percent of B2B sales organizations transitioned to a virtual sales model during 
the crisis.12 Screen-to-screen selling might be convenient and cost-effective, but the 
concept of building relationships might be lost if the salesperson doesn’t inject some 
personality into the sales process. Regardless of how they interact with salespeople—
whether in person or through digital media—customers continue to prize a personal-
ized and consultative selling process.

If you use virtual presentations in your selling (or any) career, you will want to 
focus on increasing engagement and eliminating distractions. Mastery of those two 
elements will increase the likelihood of success.

Increase Engagement  In another chapter, we defined customer engage-
ment as the connection that exists between the salesperson, the selling firm, and 
the customer. Achieving engagement is especially important to think about in virtual 

®

LO 5-5

Name elements of effective 
virtual and team-sales 
presentations.

The Marketing 
Impact of 
COVID-19

virtual presentations
Online presentations in which 
the host and audience attend 
the presentation remotely.
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sales presentations. Too often, it is something many salespeople take for granted 
will occur.

How can you increase engagement in virtual presentations? Take advantage of your 
virtual-presentation tools to make the audience feel like they are sitting right next to 
you every time you present. Use engagement technologies like live Q&As, surveys, 
polling, and chats to make your audience more involved in your presentation. Be 
careful, though, not to use silly questions just for the sake of having people interact. 
Use interactivity to build engagement only when it adds value to the audience.

Eliminate Distractions  Many of the people attending a virtual presentation 
will be listening to it through headphones, so every noise they hear will be noticeable. 
To ensure that such noises do not distract the audience (or yourself), use the follow-
ing guidelines:

	•	 Remove rustling papers and email pop-ups, and silence your mobile devices.
	•	 Ask another member of the sales team to serve as a moderator to field incom-

ing questions from your attendees.

Source: Ryan Gavin, Liz Harrison, Candace Lun Plotkin, Dennis Spillecke, and Jennifer Stanley. “The 
B2B digital inflection point: How sales have changed during COVID-19.” April 30, 2020. https://www.
mckinsey.com/business-functions/marketing-and-sales/our-insights/the-b2b-digital-inflection-point- 
how-sales-have-changed-during-covid-19.

What has your company done to adjust your sales model for COVID-19? % of respondents

All field sales transitioned
to working via video-
conference/phone

Partial sales force
working via video-
conference/phone 

Face-to-face sales
force working in tandem
with web sales

Nothing, all field sales force
is still visiting customers

Doesn’t apply, only have
a fully remote sales force
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FIGURE 5-2  Sales-Model Adjustments for COVID-19
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	•	 Make whatever arrangements are needed 
to prevent mid-presentation interruptions, 
such as a dog or cat (or child) coming 
into the picture.

Team Selling
Traditionally, the sales profession has not encour-
aged a great deal of collaboration. Many students 
know only the negative competitiveness displayed 
in movies such as Glengarry Glen Ross or Boiler 
Room, with salespeople striving to meet individ-
ual goals. But that culture is slowly starting to 
change, and for good reason. Research suggests 
that salespeople who collaborate with their 
coworkers increase overall sales performance. Sales reps who collaborate more often 
also win more often. This success, especially in more complex selling situations, has 
led to an increase in team selling. In team selling, a salesperson works with experts 
from across the firm to support new-customer acquisition and ongoing customer relation-
ship management.

Team selling often results in customers seeing the organization they do business 
with as one entity, delivering personalization across their entire experience with that 
company. To enable this, selling teams embrace a free and open internal flow of 
customer data. Indeed, 81 percent of teams say a connected view of customer data 
is important.13 Top teams are more than twice as likely as underperformers to have 
the integrated systems that are critical to such a view.

Despite its benefits, team selling can lead to additional challenges. Think about 
any group presentation you have been involved in during school and the process 
to decide who would present which part. Now imagine if millions of dollars were 
at stake based on your presentation. Would that change who should do the 
presentation? Where would you put your best presenter—first or last? Who would 
be responsible for answering questions? The power of team selling is real, and 
the  likelihood of success can be increased by making strategic decisions about 
the  team.

Define Each Team Member’s Role  In most cases, one central person 
should lead the sales presentation. This choice is dictated by the goal of the call and 
the team’s expectations of the prospect. For example, if it’s a technical call, the sales 
engineer might lead.

The person who acts as a leader sets the agenda, asks the questions, and controls 
the call. Supporting persons can participate on certain questions when their expertise 
is relevant, but they should generally remain in the background. A person in the sup-
porting role should listen, take specific notes, chat ideas directly to the lead, or just 
act as an extra set of ears to make sure the prospect is on track.

Carefully Assemble the Team  Don’t neglect thinking about group size, 
personality traits, and skill strengths. Design a team with a combination of people 
who have gravitas, technical knowledge, effective sales techniques, and management 
skills. Also keep in mind buyer needs, team dynamics, and group structure when 
forming teams. Weigh the options of a two-person versus a five-person team, for 
example.

team selling
A sales approach in which a 
salesperson works with experts 
from across the firm to support 
new-customer acquisition and 
ongoing customer relationship 
management.

Sellwell/Shutterstock
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Today’s Professional Perspective . . . because everyone is a salesperson

Taylor Schneider
Sales Consultant 
Tennis Australia

Describe your job.  I’m a sales 
consultant for Tennis Australia. 
Since its beginnings in 1904, Tennis 
Australia has developed into a 
multi-million-dollar business, mar-
keting tennis as a sport and a 
brand, and staging international 
events including the Australian 
Open. I sell corporate hospitality for 
the Australian Open here in Mel-
bourne, Australia. We reach out to 
clients who have been coming to 
the tournament for decades, and 
we service new business as well.

How did you get your job? Play-
ing soccer brought me to Australia. 
When I first arrived, I stayed with a 
host family of a player who was on 
the under-12-year-old team spon-
sored by my soccer club. They were a lovely family, and I 
spent a lot of time with them, which naturally created a great 
relationship. Several years later, I was working in a job that I 
didn’t really like; I wasn’t passionate about what I was doing 
and I didn’t believe in the business. I remembered talking with 
the dad of my Australian host family about what he did, so I 
reached out to the family and he was able to get me an inter-
view. I ended up getting the job.

What has been most important in making you suc-
cessful at your job?  The most important thing about 

making me successful at my job is 
belief in myself: believing that I 
have what it takes to be successful, 
unique, and great at my job. This 
was my first big sales role, and I 
honestly had no idea what I was 
doing. My thoughts created my re-
ality when I began not only thinking 
but really believing I could be great 
at this.

What advice would you give 
future graduates about a ca-
reer in sales? When looking for a 
job after graduation, go for what 
you are passionate about and 
something you care about. I have 
grown up playing sports, so natu-
rally sport is something I care a lot 

about. Even though I have never played tennis, the atmo-
sphere in my workplace and around what we are doing is 
amazing.

What is the most important characteristic of a great 
salesperson?  When you have a career in sales, the most 
important thing is to be organized. Organization is beneficial 
not only for yourself and your productivity but also in building 
trust between you and your clients. Staying organized en-
ables you to track your contacts effectively and builds integ-
rity in your brand as a salesperson.

112

Taylor Schneider
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STORYTELLING IN SALES  
PRESENTATIONS
Storytelling has been around for centuries. The use of storytelling for selling enables 
sales representatives to build relationships with customers and prospective customers, 
to stand out from competitors, and to sell products and services effectively.

Storytelling is on the rise in face-to-face as well as virtual-selling channels. Suc-
cessful sales representatives can no longer merely talk about the features or benefits 
of their product (or service, event, cause). Instead, they will benefit by telling a con-
vincing and memorable story that conveys relevant information to the customer or 
prospect. Stories enable salespeople to emotionally connect and engage with custom-
ers and prospects. As powerful communication tools, stories add value to the sales 
presentation.14

Benefits of Storytelling in Sales
Why tell stories? Storytelling in sales adds multiple benefits including capturing the 
attention of the audience, motivating individuals and groups to take action, and mak-
ing data and facts come to life.

Good Stories Capture the Attention of the Audience  When 
facts and data are framed within a compelling story, the salesperson will hold the 
listeners’ attention and help them connect bits and pieces of the story to their context. 
This results in better retention.

Imagine you are a fundraiser at your university making a sales presentation to a 
donor about potentially endowing a scholarship by giving $25,000 to the university. 
You are more likely to succeed if you can tell a story about how endowed scholarships 
have changed the lives of actual students. For example: Rebecca was a nontraditional 
accounting student who had exhausted all of her financial aid options; despite a high 
GPA, she could find no way to pay for her final semester of college. When she 
received the $2,500 scholarship from a donor, she became emotional as she thanked 
the donor for giving her the chance to finish her college education. The following 
year, Rebecca sent a thank-you letter to the donor saying she loved the job she found 
after graduation and that she was now making more money than anyone in her entire 
family had ever made.

Good Stories Motivate Individuals and Groups to Take 
Action  Stories are effective in sales presentations because they often trigger emo-
tional responses, and emotions drive many consumer decisions. This is especially true 
for nonprofits in their fundraising efforts; they are often in the “business” of creating 
stories of perseverance, hope, and new beginnings. Nonprofits tend to have readily 
available the content for powerful impact stories that focus on changing the world. 
Such stories can lead to large donations, new scholarships, and program support that 
will create similar stories for future generations. Regardless of the nonprofit’s focus, 
stories can be an incredible tool for fundraising, raising awareness, mobilizing volun-
teers, and building trust.

When developing a story for a sales presentation, salespeople should think about 
a decision maker’s or potential donor’s pain points and personal goals. A visceral 
response to a story is what often will inspire the sales prospect to take action.

Good Stories Build Trust and Rapport  One way to establish cred-
ibility is to start the sales pitch with a story that features a previous success. If you 
can convince a prospect to trust you, you have a chance to persuade him or her that 

LO 5-6

Describe the impact  
of  storytelling on sales 
presentations.
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your product is worthwhile. Referrals from a trustworthy source can be meaningful; 
84 percent of all B2B sales start with a referral.15 A story can help prove the product 
is worth the investment—because it has already delivered results in another instance.

Good Stories Make Data and Facts Come to Life  Stories are 
how we best learn and visualize information. Often, it is through stories that facts 
and raw data gain meaning. Stories can simplify and clarify even the most complex 
information and make it more interesting. Additionally, stories help people remember 
what they’ve heard. Salespeople need to become expert storytellers, or “story-sellers,” 
by mastering the skill of telling persuasive stories.

Selling Yourself with Stories
Before we leave the topic of storytelling, let’s apply it to the product you will be sell-
ing throughout your life—yourself. Whether you are planning a career in sales or not, 
storytelling is a powerful skill to acquire. Sooner or later, we all must sell ourselves. 
As you complete your college education, think about and develop stories that share 
something about you and your personal journey that would make future employers 
more likely to hire you or future employees more likely to work for you.

LO 5-1 Describe the three main types of sales 
presentations.

The sales presentation is the delivery of information relevant 
to solving the customer’s needs. Salespeople who are pre-
pared and select the most appropriate type of sales presenta-
tion can increase their likelihood of closing the sale. 
Developing a sales-presentation strategy begins with choos-
ing one of the three main types of sales presentations: memo-
rized, formula, and need-satisfaction. The salesperson should 
consider which type of presentation will be most persuasive 
to their customers. Persuasion is a communication process by 
which you motivate someone else to voluntarily do something 
you would like them to do.

In a memorized presentation, the salesperson presents the 
same selling points in the same order to all customers. In a for-
mula presentation, the salesperson follows a somewhat less 
structured, prepared outline in making a presentation, allowing 
more flexibility and enabling the salesperson to gain some 
customer feedback. In a need-satisfaction presentation, the 
salesperson probes into the stated as well as unstated needs 
of the consumer and then gives a sales presentation that shows 
how his or her product will satisfy the customer’s needs.

LO 5-2 List activities that are useful in preparing 
effective sales presentations.

Regardless of the type of sales presentation they choose, sales-
people must actively prepare in order to achieve an effective 
presentation. A logical first step is to develop a customer-value 
proposition, which is a statement of how the sales offering will 
add value to the buyer and/or the buyer’s organization.

CHAPTER SUMMARY
Salespeople can use a variety of activities to improve the 

quality of a sales presentation: identify the customer problem, 
plan what you want the customer to remember, consider a 
product demonstration, provide slick data, and practice 
through role play.

LO 5-3 List reasons for sales-presentation failure and 
strategies to prevent such failures.

A bad sales presentation can greatly reduce the likelihood of 
closing a sale. There are a handful of common presentation 
problems that salespeople should work hard to prevent: tech-
nical problems, poor presentation skills, sharing irrelevant in-
formation, unethical behaviors, and international and 
intercultural communication challenges.

LO 5-4 Describe the importance of nonverbal 
behaviors in sales presentations.

Nonverbal communication, often referred to as body lan-
guage, encompasses the behaviors such as eye contact, pos-
ture, and facial expressions by which people communicate in 
ways other than words. Salespeople should have an under-
standing of their ability to communicate—both positively and 
negatively—through body language.

LO 5-5 Name elements of effective virtual and team-
sales presentations.

As technology plays a bigger role in the sales process, face-
to-face opportunities are declining and virtual presentations 
are increasing. Salespeople who use virtual presentations 
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should focus on increasing customer engagement and elimi-
nating distractions in order to increase the likelihood of 
success.

Sales reps who collaborate more often also win more of-
ten. This success, especially in more complex selling situa-
tions, has led to an increase in team selling. The power of 
team selling can be increased by making strategic decisions 
before the presentation. Two such decisions are to define the 
role each member will have in the presentation and to care-
fully assemble the team in terms of group size, personality 
traits, and skill strengths.

LO 5-6 Describe the impact of storytelling on sales 
presentations.

The use of storytelling for selling enables sales representa-
tives to build relationships with customers and prospective 
customers, to stand out from competitors, and to sell products 
and services effectively. Storytelling is on the rise in both face-
to-face and virtual selling channels. Benefits of good storytell-
ing in sales include capturing the attention of the audience, 
motivating individuals and groups to take action, building trust 
and rapport, and making data and facts come to life. Storytell-
ing is a powerful skill for everyone because sooner or later, 
we all must sell ourselves.

KEY TERMS
sales presentation (p. 100)
persuasion (p. 100)
memorized sales presentation (p. 100)
formula sales presentation (p. 100)
need-satisfaction sales  

presentation (p. 101)
customer-value proposition (p. 102)

features (p. 102)
benefits (p. 102)
product demonstration (p. 103)
data visualization (p. 103)
role play (p. 104)
intercultural communication 

competence (p. 107)

cultural awareness (p. 107)
cultural sensitivity (p. 107)
cultural adroitness (p. 107)
nonverbal communication (p. 108)
virtual presentations (p. 109)
team selling (p. 111)

DISCUSSION QUESTIONS
	1.	 Imagine that you have been assigned by your university 

to sell an alumnus(a) of your school on endowing a 
scholarship for students. Which of the three types of 
sales-presentation strategies would you use? Explain 
why you chose that type of sales presentation and why 
it is better than the other two options.

	2.	 Pretend that you have decided to sell a model of car that 
someone in your family drives today. If you were giving a 
presentation to a room of prospective car buyers, which 
tools would you use in your presentation? What would be 
your customer-value proposition?

	3.	 In your experience, what is the most common reason 
that presentations fail? If you gave a sales presentation 
tomorrow, what steps would you take to make sure the 
presentation was a success?

	4.	 What nonverbal communication signals have the most 
impact on you as a customer? If you started a new job as 
a salesperson today, which nonverbal communication 
signal do you think you would struggle with the most? 
Explain your answer.

	5.	 Would you rather give a sales presentation in person or 
virtually using a web-conferencing service? Explain the 
reasons for your answer.

	6.	 Tell a story about something in your life that shares with 
a prospective employer information that would make 
him or her more likely to hire you after graduation. What 
characteristics about you does your story highlight (intel-
ligence, character, work-ethic, etc.)?

in part, salespeople pitching ideas in the hope that clients 
will trust them with their money. Many investors believe that 
their relationship with a financial adviser carries the same 
sort of solemnity as that of an attorney and client or of a 
doctor and patient. An attorney is bound to zealously repre-
sent you; a doctor pledges to do no harm. But the 

In 2016, the U.S. federal government announced its esti-
mate that Americans lose $17 billion a year to conflicts of 
interest among financial advisers. Wall Street banks and 
salespeople dispute that math, but a wave of research over 
the past few years has documented serious problems with 
how Americans get financial advice. Financial advisers are, 

ETHICAL CHALLENGE
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economics of the financial industry—fees, commissions, 
quotas—can end up standing in the way of the customer’s 
money-accumulation goals.

The so-called fiduciary rule, finalized under the Obama 
administration, sought to fix this disconnect. All advisers 
would be required to put clients first when handling retire-
ment accounts, which is where the bulk of everyday Ameri-
cans’ savings reside. However, the new administration 
ordered the Department of Labor to reconsider the rule, argu-
ing that tying the hands of advisers would limit investor 
choices, raise the cost of financial advice, and trigger a wave 
of litigation.

Offering financial advice is enormously profitable, with 
U.S. investment firms achieving operating profit margins as 
high as 39 percent, according to the CFA Institute. And 
once advisers collect enough client assets, they can get 
huge bonuses for switching firms (and bringing their cus-
tomers with them). Until recently, the going rate was a bo-
nus of more than three times the annual fees and 
commissions the adviser brings in the door; an adviser with 
$200 million under management could expect a bonus of 
$6.6 million.

Meanwhile, the total cost of bad advice given to con-
sumers—in higher fees and lower performance—is proba-
bly much higher than the $17 billion estimated by President 
Obama’s Council of Economic Advisers (CEA). The CEA 
figured investors are losing an extra 1 percent annually on 
$1.7 trillion in individual retirement accounts controlled by 

conflicted advisers. But IRAs represent just an eighth of the 
$56 trillion in financial wealth Americans control, according 
to Boston Consulting Group.

Many on Wall Street argue that strict regulations on fi-
nancial advice will make it less affordable for middle-class 
investors. The Securities Industry and Financial Markets 
Association wrote in a letter to the Labor Department that 
the fiduciary rule would “adversely affect the ability of mil-
lions of Americans to save for retirement, [and] increase the 
costs of retirement accounts while limiting access to advice 
and products.” But if advice as it currently exists is riddled 
with conflicts and hidden costs, supporters of the rule ask, 
should it even be called advice?

Questions

	1.	 If you were a financial adviser, what would be your sales 
pitch as to why an investor should trust you with his or 
her money?

	2.	 If a potential client asked you about your stance on the 
fiduciary rule, how would you respond?

	3.	 How might you go about building trust with clients who 
have lost money in the past?

	4.	 How would you address mistakes you make with existing 
clients?

Source: Ben Steverman, Bloomberg, June 7, 2017, https://www.bloomberg.
com/news/features/2017-06-07/fiduciary-rule-fight-brews-while-bad- 
financial-advisers-multiply.

ROLE PLAY
This role play will give you experience in presenting to pro-
spective donors. For this role play, half of your class should be 
development directors for your college or university, responsi-
ble for raising money for scholarships and endowed faculty 
positions for your school. Each salesperson should pick the 
scholarship, department, or program they are raising money for 
and develop a presentation to win over prospective donors.

The other half of class will be the prospective donors. 
Each donor has up to a pretend amount of $100,000 to do-
nate to charitable causes. Each donor will hear at least four 

different sales presentations and can raise issues that are 
important to them. At the end of the role play, each donor 
will decide how much money to give to each fundraising 
presentation and provide feedback about the choice to give 
to that presentation (or presentations) over the others.

At the end of the role play, both the fundraiser and the 
donor students should reflect on what made the biggest 
positive or negative impact and what they would suggest a 
fundraiser say and do when making a presentation to do-
nors of your college or university.

For the Connect assignment in Chapter 5, students will practice giving a presentation about their favor-
ite sports team or theater production. Prepare a three- to five-presentation on why a person should buy 
season tickets to a sports team (professional or college) you like or to a theater that offers season tickets 
for concerts and/or Broadway-style shows. Be sure to include at least one of the tools for sales presen-
tations you learned about in this chapter.

SALES PRESENTATION
®
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CAREER  TIPS
Lance Gooch
Contractor Sales 
Representative
84 Lumber

Taking Care of the 
People Who Take Care 
of You

Before 84 Lumber, I worked in sales positions for a large 
retail store and then for a professional sports organiza-
tion. In these roles, I’ve seen firsthand the importance of 
taking care of the people in the organization who have 
helped me have a successful sales career.

A career tip essential to being successful in sales is, 
“Take care of the people who take care of you.” In my in-
dustry, the people who load the lumber, deliver it, and do 
many small things to make our customers happy do not 
get enough credit for their outstanding work. I wanted to 
reward that work. So, I started a few years ago to get and 

hand out four season tickets to a local professional bas-
ketball team, to make sure the people who help me so 
much can have some fun R&R away from the lumber yard.

There are so many people in the organization whom 
salespeople depend on. These people could easily put 
their time and effort into helping salespeople other than 
me if I do not treat them the best I can. The people I work 
with are a massive part of my success, and I try each day 
to make sure they know how much I appreciate them. 
Many salespeople might consider contests as rewards 
for sales performance, but I think that random and per-
sonal rewards are better. Listen to your co-workers and 
find out what they like to eat, drink, and do in their spare 
time. Then, collect gift cards for coffee, restaurants, mov-
ies, and other rewards they like. These cards can be val-
ued at less than $20, but they can have a big positive 
impact. Have these rewards ready and find opportunities 
to appreciate an action for a job well done. Say thank-you 
to the employees who helped you, be specific about 
what you appreciate, and then give them the gift card. 
People who feel appreciated perform better, and sales-
people who understand this will do a lot better through-
out their careers.

Lance Gooch
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Personal Selling and Sales Force Management 
COURSE DESCRIPTION
Professional Selling provides an introduction to the personal selling process, the functions of sales management, and 
current issues including legal and ethical issues and the impact of technology as the topics relate to selling, the sales 
force, and sales management.

COURSE OBJECTIVES
• 	�Acquire an understanding of and appreciation for

the critical role provided by personal selling in
social development and business expansion.

• 	�Attain a realistic comprehension of the changing
nature of personal selling.

• 	�Understand the evolving strategic role and critical
importance of the selling function within an organization.

• 	�Develop creative, critical thinking and reasoning skills
for enhanced problem solving.

•	� Enhance written and verbal communication skills.

COURSE REQUIREMENTS 
Tests: Exams will be given on the scheduled dates in the syllabus (March 1 and May 3) in class. The tests will include 
material presented in class and covered in the book prior to the exam. The final exam will not be comprehensive. 
Students will be provided with answer sheets for each exam. 

Quizzes: There will be 4 quizzes given throughout the semester.  The 3 highest scores will be averaged and count for 
5% of the students’ final grade. Each of the quizzes will be short answer/essay and will cover 1 chapter.  The quizzes 
will be announced at least one week in advance.  If you miss a quiz, it can count as your dropped quiz.  There are no 
makeup quizzes.

Role Play:  Each role play assignment is designed to help students practice delivery of the sales message. There will 
be two role play exercises during the semester and each is worth 5% of your final grade (10% total).

Connect Assignments: McGraw-Hill’s Connect is a web-based assignment and assessment solution required for 
this course. Connect is designed to assist you with your coursework based on your needs. You will have 1-2 Connect 
assignments due each week.  As outlined in this syllabus, assignments will make up 15% of your overall course grade.

Learnsmart: McGraw-Hill LearnSmart is an adaptive learning system designed to help students learn faster, study 
more efficiently, and retain more knowledge for greater success.  It is an easy portion of your grade to score highly 
on as long as you put in the time and effort.  It will also help you score better on each exam (students who spend the 
required time in Learnsmart score 11% higher on average on each of my exams).

You are required to spend a minimum of 20 minutes in Learnsmart for each of the 10 chapters.  To get full credit, 
you must complete the required Learnsmart time for each chapter on a specific exam, before that exam date.  For 
example, to get full credit on Chapters 1-5, you will need to spend 20 minutes on each of those chapters before you 
take the mid-term exam on March 1st.  As outlined in this syllabus, Learnsmart assignments will make up 5% of your 
overall course grade.

Sample Syllabus

REQUIRED TEXTBOOK
Professional Selling, 
1st Edition (2021) 
C. Shane Hunt Ph.D.,
George Deitz Ph.D., and
John Hansen Ph.D.
McGraw Hill



	WEEK	 TOPIC

Jan 11-15	 Chapter 1 – Everyone is a Salesperson

Jan 18-22	 Chapter 2 – Prospecting and Qualifying (Quiz #1)

Jan 25-29	 Chapter 2 and Sales Presentation #1

Feb 1-5	 Chapter 3 – Engaging Customers and Developing Relationships 

Feb 8-12	 Chapter 3 and Role Play #1		

Feb 15-19	 Chapters 4 – Social Selling

Feb 22-26	 Chapter 5 – Sales Presentation Strategies (Quiz #2)	  

Mar 1-5	 Mid-Term Exam (Chapter 1-5)

Mar 8-12	 Chapter 6 – Solving Problems and Overcoming Objections

Mar 15-19	 Chapter 7  – Negotiating Win-Win Solutions (Quiz #3)

Mar 22-26	 Chapter 7 and Sales Presentation #2

Mar 29 - Apr 2	 Chapter 8 – Profitology

Apr 5-9	 Chapter 8 and Role Play #2

Apr 12-16 	 Chapter 9 – Sales Compensation and Career Development (Quiz #4) 

Apr 19-23	 Chapter 10 – �The Psychology of Selling: Knowing Yourself and Relating to Customers (Bengal Sales Challenge)

May 1	 Final Exam @ 3:30 PM (Chapters 6-10)

COURSE OUTLINE

Learn more or contact your local McGraw-Hill Representative
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Sales Presentations: Each student will be required to give (2) sales presentations during the semester.  
One will be recorded in Connect and one will be made in from of the class.  Each of these is worth 10%  
of your final grade (20% total).

Bengal Sales Challenge: For your final project, each student will participate in the Bengal Sales Challenge 
in April where you will compete against students across the Univ

GRADING
Connect Assignments	 15%
Role Play	 10%
Mid-Term Exam	 20%
Final Exam	 20%
Quizzes	   5% 
Learnsmart	   5%
Sales Presentations	 20%
Bengal Sales Challenge	 5%

TOTAL	 100%
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GRADING SCALE
A = 90% and higher
B = 80% - 89%
C = 70% - 79%
D = 60% - 69%
F = 59% and below



Learn more or contact your local McGraw-Hill Representative

®

85

INSTRUCTIONS ON HOW TO ACCESS THE MOODLE WEBSITE
1.  �Log on to your Moodle account through Bengal Web.  You will have a list of all your classes this semester  

that are using Moodle.

2.  Click on the link to MKTG 2225 to enter the online classroom.

ACADEMIC SUPPORT 
There are a variety of support services available to students including advising, financial aid, scholarships, jobs, 
career services and campus activities.  

TECHNICAL SUPPORT 
The web site for ISU information Technology Services is http://www.isu.edu/its/.  
There are resources to help you with the LMS (the Learning Management System ISU used is called Moodle)  
at the Instructional Technology Resource Center or ITRC site.  Students can find helpful handouts at the  
address http://www.isu.edu/itrc/m2/m2handouts_students.shtml. There is a help desk at 282-HELP (4357)  
or http://help.isu.edu/.

ADVISING HELP can be found on the ISU Internet site:  
The success center provides tutoring and other services for students and its information is located at  
http://www.isu.edu/success/cat/. 

The counseling and testing center offers variety of support services listed at http://www.isu.edu/ctc/. 

Scholarship information is located online at http://www.isu.edu/scholar/. 

DISABILITY AND SUPPORT SERVICES
Our program is committed to all students achieving their potential.  If you have a disability or think you have a 
disability (physical, learning disability, hearing, vision, psychiatric), that may need a reasonable accommodation, 
please contact the ADA Disabilities & Resource Center located in Rendezvous Complex, Room 125 at 282-3599  
or http://www.isu.edu/ada4isu/.

ACADEMIC INTEGRITY
Academic integrity is expected at ISU and the College of Business.  All forms of academic dishonesty, including 
cheating and plagiarism, are strictly prohibited, the penalties for which range up to permanent expulsion from the 
university with “Expulsion for Academic Dishonesty” noted on the student’s transcript.  You can take a tutorial at 
http://www.isu.edu/library/research/ait/aitsitemap.html. The benefit of the tutorial is that it can help clarify standards.
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Support at Every Step

SmartBook® adaptive reading experience, integrated data analytics, and adaptive learning/study tools  
(via Connect and free SmartBook app, iOS and Android).

LMS-integrated Connect™ platform, with a variety of WCAG 2.0 compatible Application Exercises, 
featuring videos with captions and transcripts.

14-day Courtesy Access at the start of each semester, with low-cost print upgrade option for students  
who want a full-color printed version of the text.

7 days/week Customer Experience Group student tech support (online, email, phone).

Student Resources

Faculty Resources

Connect’s AACSB-tagged quiz and test banks provide an easy testing solution, with reports like  
theCategory Analysis Report saving time by providing a one-click solution for displaying mastery  
of objectives at the individual, section, and course levels.

Connect’s At-Risk Student Report provides a visual indicator a way to close the gap with students  
lacking engagement.

SmartBook’s Most Challenging Learning Objectives Report helps both students and instructors  
make data-driven decisions about time spent studying and in the classroom, providing insight on  
the top content struggles for any given SmartBook assignment.

LMS Integration keeps everything in one single, secure place, with personal setup assistance and 
ongoing support from McGraw-Hill Education’s dedicated Implementation Consultants enhancing 
the seamless experience.

Comprehensive instructor resources and support, including Instructor’s Manual, PowerPoint slides, 
engaging activities and more.

Digital Success Academy Online Connect user guides, on-demand webinars, and how-tos.

Technical support (Customer Experience Group) by phone, email or real-time chat.

Customized First-Day-of-Class Resources, to ensure a smooth start to your term.

Digital Faculty Consultant network, for sharing best practices.

Analytics in SmartBook and Connect to help instructors tailor lectures and discussions, including  
but not limited to:
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