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The following transcript is from the weekly class discussion for a Salesmanship 3400 12 week course. 

The discussion each week is based on the lesson from the book Sell (Reference: Ingram,  LaForge, Avila, 

Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013). The instructor, Ricardo 

McCoy, starts each discussion with a question taken from the week’s lesson, which will appear in a blue 

braces quote text box. The main post and subsequent responses dated with a time-stamp are from the 

author of this report, Kurtiss Jackson.  

For context, direct answers to question posted by another student are preceded by the comments from 

the student, posted after their name. All responses to these posts by the author of this report are 

designated by a dated, time-stamp. Some posts may be highlighted as case studies or secondary 

questions in a double-boxed text display for spatial convenience. Use these discussions in conjunction 

with the Salesmanship Course Report Part A to get the full perspective of what the author took from the 

text, lessons and instruction.  

This course report is compiled as a study guide for those interested in learning more about effective 

sales techniques. Use this guide as a marketing student or motivated sales representative eager to 

sharpen your sales skills. For the accompanying text, Sell, contact Cengage Learning at 

CengageBrain.com. 
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WEEK 1: SALES TECHNIQUES 

 

MAIN POST 7/17/2014 8:50:07 PM 

Adaptive selling allows personal communication to alter the 

sales presentation as needed and speak to the needs of the 

customer/situation. 

Stimulus response selling is the simplest method. The 

salesperson can use key phrases to elicit a predicted response 

from the customer.  This technique doesn’t work well with 

actively engaged consumers who will neutralize the message 

of the seller. This method calls for the salesperson to 

dominate the conversation, but unexpected interruptions will 

throw off the flow of the conversation. This method is less 

effective with informed consumers. 

The mental states approach is also a formula-based strategy 

of selling. It is based on the idea that “appropriate sales 

messages provide a transition from one mental state to the 

next. (Ingram, 2013)” This method forces the salesperson to 

plan their presentation ahead of the meeting with the 

customer and emphasizes the need for timing in recognizing 

the correct state a consumer is in mentally regarding the 

purchase.  

The needs satisfying method of sales relies on the customer 

responses unlike the previous methods which were more 

salesperson-driven.  This requires the salesperson to evaluate 

the needs of the consumer before presenting them with an 

item to satisfy it. This method is useful because it allows the 

customer to become more engaged in the process and direct the transaction more freely. 

The problem-solving technique is an extension of the needs-satisfying method but additionally offers an 

evaluation of the problem a consumer faces and offers alternative remedies. These remedies may even 

include knowledge about a competitor’s product or alternative ways to solve the problem.  This 

technique can be very time-consuming however. 

In consultative selling, the salesperson is a strategic orchestrator who uses the resources of the 

organization to guide the consumer through the selling process. As a business consultant, the 

salesperson becomes an expert on the consumers business. As a long-term ally, “the salesperson 

supports the customer, even when an immediate sale is not expected. (Ingram, 2013)” 

In personal selling, salespeople 

talk with buyers before, during, 

and after the sale. Alternative 

approaches to personal selling 

include stimulus response, mental 

states, need satisfaction, problem 

solving, and the consultative 

approach. 

What characteristics of personal 

selling contribute to its success or 

failure, and why? 

Briefly describe a situation in 

which a salesperson attempted to 

use one of the five personal 

selling approaches on you. Was 

this approach successful? Why or 

why not? 

As a salesperson, which approach 

to personal selling would you take 

and why? 
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As a salesperson, you would have to use a 

combination of techniques starting with the 

consultative approach then moving toward the 

stimulus response method after determining 

what the customer needed. Once it is clear that a 

specific need can be satisfied, the stimulus 

response method can be useful in the interest of 

time. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., 

South-Western, Cengage Learning, 2013 

RE: Main Post 7/19/2014 4:19:46 PM 

Using the consultative approach is probably the 

best way for a salesperson to assess the needs of 

a customer. By listening to the customer, the 

salesperson can find out what problem the 

consumer needs to solve. With a list of options 

available, they can then determine how to best 

satisfy the need. 

RE: Main Topic 7/19/2014 4:16:11 PM 

Getting to know the customer is a good way to 

understand their needs. It also makes the person 

more comfortable with the business and more 

willing to purchase products or services. 

  

A technique that has been used on me 

recently resembles need satisfying, 

problem solving or consultative selling. 

However, there was a slight twist. In 

purchasing a new monitor for an older 

desktop computer I realized I wasn’t 

getting the highest resolution because 

of an older video card. To fix the 

problem, I consulted a local computer 

repair shop. While using the 

aforementioned techniques, the 

process turned in to more of a confuse 

and suggest technique, where the 

salesperson detailed highly technical 

problems and solutions I didn’t 

understand. From this list of confusing 

jargon came the solution which was 

equally confusing. At a certain point I 

had to just o along and hope my 

system was fixed, which eventually 

took longer than I had hoped. This 

technique seems to be used a lot 

especially when a customer is 

unfamiliar with the technology that 

will solve their problem. 



SALESMANSHIP: The Sell Technique 2014 SUMMER 

 2014

 
WEEK 2: BUILDING TRUST 

MAIN POST 

Trust in a sales context to me, means receiving accurate 

information from a knowledgeable salesperson. Trust also 

means honest representation about the capabilities of the 

product or service I am requesting.  

 

If a salesperson gives me accurate feedback on my problem 

once I explain it to them, that is the first step. If they are 

able to give me a reasonable option to solve my problem, I 

can then start to trust them. When a person gives me 

options that aren't solely geared to the highest-priced 

option, I can also assume more trust in them. 

 

When fixing my computer recently I was forced to trust the 

opinion of a technician who ended up disappointing me. 

Because I lacked the knowledge to understand what my 

computer needed, I couldn't be sure if what I was being told 

was true. My emphasis was on speedy service and though 

the machine was fixed, it took much more time than I 

wanted it to. He compensated me by throwing in some 

extras like a new keyboard and HDI cables which still doesn't 

make up for the time I lost however. I do respect the fact 

that he tried to make up for it though. 

 

The main way I try to instill trust in my clients is by 

communicating confidence in my skills and knowledge of the 

task at hand. I first listen intently to what they think they are 

looking for. I then try to provide the best options which usually include price and speed of delivery. I also 

add in certain conveniences that other customers like as well, such as delivery within 48 hours of 

purchase and no deposit until job is designed and approved 

RE: Post Instructor McCoy  

Chaundra, I once had a salesperson who sent me a $10 refund in the mail.  When I called her to ask why 

I received a $10 refund, she mentioned that the item that I purchased went on sale for $10 less than the 

price I paid a few days ago.  She spoke to her manager to get approve to give me the extra $10 off. 

 

 

 

In today’s increasingly competitive 

marketplace, buyers typically find 

themselves inundated with 

choices of both products and 

suppliers. Buyers are constantly 

asking themselves whether the 

salesperson truly cares about 

them, and the salesperson can 

answer this question for the buyer 

by developing trust. 

What does trust in a sales context 

mean to you? 

What leads you, as a consumer, to 

trust or mistrust a salesperson? 

Has trust in a salesperson ever 

persuaded you to make a 

purchase? If so, what happened? 

As a salesperson, how might you 

create trust in an interaction with 

a buyer? How would you 

demonstrate your 
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RE: Post  7/26/2014 11:00:24 PM 

That's amazing. It shows that they valued the transaction and remembered you. It also shows that she 

was concentrating on the follow-up after the sale. The sales transaction between you wasn't over in her 

mind as a salesperson. She tried to establish a long-term sales connection by adding value to you as the 

customer in any way she could. Pretty good job of sales(wo)manship. 

7/26/2014 10:45:05 PM 

You could develop a reputation as being the salesperson with good ethics. You could add value to your 

clients by being honest and trustworthy. However, your sales probably won't be as good as the others, 

depending on the business. If repeat customers are not frequent like in car sales, only the close matters. 

For repeat business like high end fashion or computer equipment, trustworthiness can have more of an 

effect. 

 

.  

 

Low Assertiveness 

High Assertiveness 

Slow-paced 
Cooperative 

Avoids Taking Risks 
Supportive 

Team Player 
Nondirective 

Easygoing 
Reserved in Expressing Opinions 

Fast-paced 
Competitive 
Takes Risks 

Independent 
Directive 

Confrontational 
Forcefully expresses Opinions 
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High Responsiveness 

Low Responsiveness 

Amiables 

-Relationship-
Oriented 

-Slow-Paced 

Expressives 

-Relationship-
Oriented 

-Fast-Paced 

Analyticals 

-Task-Oriented 

-Slow-Paced 

Drivers 

-Task-Oriented 

-Fast-Paced 

Task-Oriented 
Guarded and Cool 

Rational 
Meticulous Organizer 

Inflexible Regarding Time 
Controlled Gesturing 

Nondirective 
Formal 

 

Relationship-Oriented 
Open and Warm 

Emotional 
Unorganized 

Flexible Regarding Time 
Highly Animated 

Spontaneous 
Informal 

High Responsiveness 

 High Assertiveness Low Assertiveness 

 

Low Responsiveness 
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WEEK 3: IDENTIFYING BUYER NEEDS 

MAIN POST 

A needs gap arises when a person perceives their desired 

state to be significantly different from their actual 

state.  This gap can manifest from the preference for a 

state beyond what is now being experienced by the 

individual. The need can also arise from the desire to 

maintain a certain level of acceptance when the individual 

feels they are falling below that range. These needs can be 

identified by a salesperson with industry knowledge who 

questions the buyer on what their needs are. 

There are five basic needs that a buyer will want to satisfy. 

First there are situational needs which must be satisfied 

due to particular circumstances i.e. the need for a tent 

because of an upcoming camping trip. Functional needs 

satisfy a core task or function the buyer wants to perform. 

Social needs fulfill group acceptance functions. 

Psychological needs affect internal feelings of comfort and 

emotional feelings of stimulation. Knowledge needs are 

related to the desire to be informed. Of these needs, 

knowledge seems to be the most far reaching. The forums 

to represent knowledge through anything from speeches to 

newsletters, training seminars and formal instruction, 

knowledge are a commodity that can never run out. Just 

the idea that new people will always have to relearn all the 

lessons of the past from growing food to building cars, 

shows that knowledge will always be a commodity. It is an internal commodity that everyone has to a 

lesser or greater degree. One way to sell information is to dress it up and make it look visually appealing. 

In creating the layout for a magazine design recently, I made use of the client’s specifications to create a 

visual backdrop to all the material they presented me. Through the use of color, photos, geometric 

patterns and various fonts I can help the concept of each page stimulate the reader into a longer view 

time. 

If a buyer has multiple needs, the salesperson should present them with options and alternate plans on 

how to carry out each choice. The buyer can be given alternatives on how to satisfy their needs along 

with recommendations by the salesperson on which path might be more beneficial. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

 

Generally, buyer needs can be 

divided into the following 

categories: situational, functional, 

social, psychological, and 

knowledge needs. 

Discuss the following: 

How can you identify a buyer’s 

needs gap? 

Of the five need types, which 

seems the most powerful? As a 

salesperson, how would you sell a 

product or service to a buyer with 

this need? 

Suppose a buyer presents more 

than one type of need. How 

should the salesperson assist a 

buyer with multiple needs? 
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RE: MAIN POST 8/3/2014 10:39:25 PM 

Sometimes asking open-ended questions will reveal the importance of each characteristic of the 

product. Analysts will be able to evaluate answers to determine how to rank the features of a product 

for promotion. 

RE: Main post 8/3/2014 10:42:16 PM 

Situational characteristics will vary with each type of product. There may be seasonal needs that arise 

like with the use of snow tires or suitcases for a trip. Depending on the need and the product, a 

salesperson will have to find out what criteria will be used to choose a particular product. 

  

javascript:toggle(8000008505960,true);
javascript:toggle(8000008506199,true);


SALESMANSHIP: The Sell Technique 2014 SUMMER 

 2014

 

WEEK 4: UNDERSTANDING PURCHASE DECISIONS 

MAIN POST 8/8/2014 1:00:00 PM 

The two-factor model is a condensed version of the multi-

factor model of buying which includes not only functional 

needs and psychological needs but also, situational needs, 

social needs and knowledge needs. To an organization and 

an individual customer, these secondary buying needs are 

going to take up less than 50% of the buying habits. The 

majority of the time, both organizations and people will 

mostly concentrate on satisfying functional needs and 

psychological needs. For organizations, around half of their 

buying decisions will be based on function while only 25% of 

the time will they be concerned with psychological needs. 

The remaining quarter of time will be divided between 

situational, social and knowledge needs.  For the individual, 

functional needs will be lessened by the increase in 

psychological and social needs mainly. There will also be 

increases in situational and knowledge needs as well. 

The two-factor model concentrates on the main needs which 

must be satisfied, which are psychological and functional 

needs. These two aspects are almost polar opposites in that 

they satisfy needs not present in the other category. 

Functional needs deal with the basic product attributes that 

comprise its purpose. For example, when purchasing a food 

product, it must meet the standards one expects, have 

uniform characteristics that allow me to distinguish it from 

others and perform the way you need it to when preparing it. 

Psychological needs come from feelings of reassurance 

provided by the seller. Their knowledge about the product, 

innovative promotion, excitement added to the product and 

its use expressed by a salesperson or friendly customer 

service one experiences when they buy, add to the 

fulfillment of those needs. 

Buying can also be categorized into three types of decisions. 

The straight rebuy is a decision based on past performance of 

the product and satisfies and recurring need that does not 

require information searches or much new information other than sale priced promotions. A modified 

rebuy may require more information, some consideration of new alternatives and moderate financial 

According to the two-factor 

model, the buyer’s analysis 

separates the seller’s offerings 

into two primary groupings of 

factors: functional attributes and 

psychological attributes. These 

factors can impact all three types 

of purchasing decisions. 

Think of a store you shop at 

frequently and use your 

experiences there to answer the 

following questions. 

Think back to the last item(s) you 

purchased at the store. 

How would you use the two-

factor model to evaluate your 

experience? Address both the 

functional and psychological 

elements of the model. 

Based on this model, were you 

satisfied with your experience? 

Why or why not? 

Based on your experience at the 

store, which of the three types of 

purchasing decisions would you 

be most likely to make there next 

time and why? 
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risk that is not a concern of the straight rebuy. Lastly, a new task purchase accompanies the onset of a 

new need and therefore requires the maximum amount of information, consideration of alternatives 

and most financial risk because the product is untested. When shopping for groceries, most of my 

shopping is geared toward the straight rebuy or modified rebuys to satisfy reoccurring needs. While the 

influx of new information from media or prominently displayed promotions can influence a new task 

purchase, I tend to purchase similar items over and over. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

RE: Main Topic 8/8/2014 1:07:20 PM 

There is a big difference in functional and psychological needs that is left up to the sales staff. Great 

service can be a plus even when the store can't satisfy your particular functional need. Like when the 

salesperson gives you back the useless trade without Misty noticing. That is a purely psychological need 

satisfaction not only for Misty who feels good about the experience but for you when you know a 

salesperson is trying harder to give you those intangibles. Sometimes I blame the employees, especially 

ones who act immature when it comes to customer satisfaction. Other times I blame the management 

for not being critical enough in their hiring or payment structure to get people who want to do a good 

job. 

RE: main post Instructor McCoy 

Glencia, I would like to add to your comments.  You mentioned, "They don’t have the consideration for 

the customer all the time and it shows. Sometimes they have the worst attitudes, and when they act like 

that, I don’t even order from them."  I can relate to your comments. 

 

Have you ever entered a business and no one approached you?  As I was walking out the door, someone 

look through the window as  I was leaving and hung the "Closed" sign on the door.  It was 6:30 PM and 

the store sign stated: "Open from 10:00 AM - 7:00 PM". 

 

RE: main post 8/8/2014 1:15:40 PM 

Most times when I shop, I want to be left alone. I like to browse at my own pace and I find it annoying 

when a person asks me what I need before I even get past the front counter. I would rather them just 

say "Good afternoon, sir" and let me ask them for help if I need it. I feel like they are trying to rush me 

when they ask unsolicited questions. Even a "If you need any help, feel free to ask" is better than "Are 

you looking for something in particular?" because sometimes I'm not. It doesn't make me feel like you're 

being helpful to ask what I want unsolicited. It makes me feel like the salesperson is trying to rush my 

decision. I don't like to be pushed into buying something and I don't like to be followed when I shop. 

That is very annoying. 
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WEEK 5: LISTENING TO A BUYER”S NEEDS 

MAIN POST 8/16/2014 7:57:37 AM 

Active listening is characterized by maintaining eye contact, 

evaluating the information given and asking questions which 

paraphrase back what was heard.  The listener could take 

notes to show they are listening to communicate that they 

are sensing what the person is saying. The listener can show 

they are interpreting the information by reiterating the 

information back to the subject for clarity. They can show 

evaluation of the message by summarizing the position of 

the subject after they are finished conveying the 

information. Responding non-verbally with smiles and nods 

can be shown to ensure that the message was received. 

Visual clues like smiling and maintaining a friendly posture 

can help ease a transaction. When a salesperson seems 

annoyed or rushed, the service output is decreased. Better 

sales can come with a better, more pleasant attitude. 

The top 5 nonverbal communication behaviors are 

1.       maintain eye contact without staring 

2.       facial expressions and smiling 

3.       good posture 

4.       open body language that takes proxemics or proper 

distance regarding personal space into account. 

5.       Nodding in agreement or rubbing of the chin to show 

consideration or contemplation of a question. 

Eye contact is good unless it becomes staring. I would rather 

a person not have a blank stare but instead look like they are 

contemplating my question. Eye contact is bit overused by 

salespeople as a go to response. Sometimes movement of 

the eyes indicates that a person is thinking about 

something.  

Case study: Melissa Clayton 

Sensing and interpreting groups or 

clusters of nonverbal cues can 

provide a reliable indicator of the 

underlying message and intent. 

Evidence shows that nonverbal 

behaviors carry 50 percent or 

more of the meaning conveyed in 

the process of interpersonal 

communication. 

As you discuss the following, 

please provide an example to 

support each point. 

How would you show a buyer you 

are using the four steps of 

effective listening? 

As a buyer, how have you been 

influenced by visual 

communication in a sales 

environment? 

Based on that experience, how 

would you use visual 

communication to drive future 

sales? 

Post a Top 5 list of nonverbal 

communication behaviors you 

could use to show a buyer you are 

listening to him/her. 
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We currently have an online store, but once we are able to afford a brick-and-mortar location things will 

change. However, as a buyer approaches me this is what will take place: I will start making eye contact 

and walk up to him or her and greet them with a smile and ask them how I can be of assistance to them. 

Then, I will continue to do so as I listen attentively. I know with a consumer if you just listen, they will 

tell you what they’re really looking for and what their psychological as well as social needs are. At this 

point I will answer any questions that may arise and interpret and explain to the best of my ability. I also 

know that people buy from salespeople they like and trust. Once I know what they are looking for it will 

be much easier. From this point I must now gain their trust while they are still in the purchasing decision 

stages. For instance, if he or she has pets and need to stay away from certain materials I will let them 

know that I also have the same situation because of my dogs and am very happy and confident with the 

set I have chosen. Finally, once they have made their decision I will offer the warranty to them, set-up 

time and date of delivery and take payment, and last but not least, shake their hands and thank them 

for their business. 

As a buyer I have been influenced by different ways of visual communication in a sales environment. I 

have been in stores where there are pamphlets to read about said product and pictures to look at as 

well. Also, if the salesperson doesn’t make and keep eye contact with me at all times, (which has 

happened to me before), I will walk out and go somewhere else where I feel appreciated and am shown 

courtesy the same. In addition to this, sales reps who do actual demos of the products and give out free 

samples of food products will keep me coming back. 

In my case the products being pet grooming sprays, I am about to start working the Mandeville flea 

market which is local to me. I will also be driving to Mississippi to a very huge well-known flea market 

and working out there. I will have a big, bright, and vivid banner across the front of my table and also 

fliers on it for the customers to take home. Also, there will be pamphlets given out when a bottle is sold 

that will talk about the products and the reasons and benefits of why we use coconut oil in all of our 

products. 

 Top 5 non-verbal communication behaviors that I can use to show a buyer that I’m listening to him/her: 

Eye contact 
Nodding my head in agreement 
Smiling 
Pointing 
Placing hand under my chin 
 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

RE: Main Post 8/16/2014 7:59:31 AM 

I agree stroking the chin to show contemplation of a question to be a good sign of deep thinking. It 

shows that the seller is thinking hard to consider your answer. 
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ADAPT Technique for Needs Discovery 

  

Assessment 

• Broad-based and general facts describing situation 

• non threatening as no interpretation is requested 

• open-ended questions for maximum information 

Discovery 

• Probing questions for information gained in assessment 

• discover problems or dissatisfaction that could suggest buyer needs 

• open-ended questions for maximum information 

Activation 

• Show the negative impact of a problem  revealed in the discover 
phase 

• Designed to activate buyer's interests in solving the problem 

Projection 

• Projects what life would be like without the problems 

• Buyer establishes the value of funding and implementing a solution 

Transition 

• Confirm buyer's interest in solving problem 

• Transitions to presentation  of solution 
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WEEK 6: PROSPECTING FOR CLIENTS 

MAIN POST 8/21/2014 8:25:04 PM 

The strategic prospecting process consists of identifying, 

qualifying and prioritizing sales opportunities. To identify 

qualified prospects that have the need, budget and authority 

to buy, salespeople can use several techniques for 

generating leads. They can use cold-canvassing by phone, 

email, referral or introduction. They can network around the 

centers of influence, use company records, go to trade shows 

and seminars, or use directories and commercial lead lists. 

Once a sales team develops an ideal customer profile or a 

way to rank the best prospects, they narrow-down and 

prioritize the leads they will pursue. The salesperson must be 

careful to pay more attention to the higher ranked 

leads.  Next, a sales dialogue should be prepared and tailored 

to each client based on their needs. A system to evaluate the 

best methods can consist of several things. 

First a tracking system that logs the organization, contact 

person, phone number, date of appointment, outcome of 

call, and the follow-up activity can be made on a 3x5 card, a 

phone, or computer. They could also use lead management 

software which can calculate and rate performance and 

closing rates. 

For most any product, this basic process can be adapted to 

help streamline the sales process. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

  

At each step of the strategic 

prospecting plan, maintaining a 

positive and confident attitude is 

essential. 

Select a product or service to use 

as illustration for your responses. 

If you were going to develop a 

strategic prospecting plan for this 

product, what goals would you 

include and why? 

What other components would 

you include in this plan, and why? 

What method would you use to 

evaluate your plan? 
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Case Study: Selling an Intangible Item Instructor McCoy 

RE: Selling an Intangible Item 8/21/2014 8:34:20 PM 

I don't think it will be much different because you a still satisfying a needs gap. The need just may be 

intangible like the assurance of feeling that you are covered by insurance. It is also similar to selling a 

service like house cleaning or skill instruction/training/education. If there is a need, then the solution 

can be sold to satisfy it. 

RE: Selling an Intangible Item Joyce Palmer 8/20/2014 2:26:30 PM 

Professor McCoy, 

 

I do not think that it should be much difference in tangible or intangible, You are still going to have to 

contact the customer. You will need to show them something, If it is insurance, you will need to still 

prove the information to the new or potential customers about how the type of insurance will benefit 

them in the short as well as the long term. You should still do a log on the contact. Sales is sales just 

providing different type of products. Some items you can touch and see then there are other where you 

will just have to understand and hope that they work.  

RE: Selling an Intangible Item Instructor McCoy 

Joyce, that is the answer I was looking for.  It doesn't matter if the item is tangible or intangible.  You 

should use the same successful strategies to ensure a positive transaction for the client. 

RE: Selling an Intangible Item 8/21/2014 8:51:27 PM 

A friend of my sold insurance by watching the newspapers for the news of fires in the area. He and other 

adjusters would jockey to help people put in claims or amend their existing policies. He was also the first 

person to tell me about renter's insurance when I first got a store front location and how cheap it was 

for apartments. I always thought that would be a good thing to promote to renters because it was at 

such a cheap rate for extensive coverage. Now some car insurance dealers offer renter's insurance with 

their auto policy. 

  

Greetings, 

To get this week's discussion started, I would like to ask the class a question: 

Do you think it is more difficult to sell an intangible item such as insurance compared to 

a tangible item?  Please explain?  How would you prospect if you were selling an 

intangible item compared to a tangible item? 
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WEEK 7: CREATING SERVICE VALUE BEYOND THE PRODUCT 

MAIN POST 8/26/2014 9:48:44 PM 

Recently I went to a restaurant recommended to me by a 

friend who raved about the food. Since I wanted to get 

take-out I went to the counter to order where one person 

was being waited on and another person was about to place 

an order. Since there were two cashiers, one was getting 

food while the other began to take the other person's 

order. As the woman took the order, she talked very low in 

contrast to a huge fan that was blowing near the counter. 

The customer had to keep repeating herself and strain to 

hear the cashier's reply who seemed like she was oblivious 

to the noise of the fan. As the man behind the counter 

finished up the previous customer's order another woman 

walked in behind me to order food as well. Instead of the 

man taking my order after I had already been waiting for 

about 5-10 minutes, he asked the woman behind me what 

her order was. At first I was shocked by the blatant 

disregard for my patronage of their business, but I didn't say 

a word. I just laughed and left. Because of that incident, I 

have no interest in eating there at all anymore.  

 

The man behind the counter probably focused in on the 

woman behind me first because she was attractive or could 

have mistakenly thought I was with the woman ahead of 

me, but he should have asked me if I was being helped 

before he went to the next person in line. Even while I waited the cashier could have greeted me or said 

"I will be with you in one moment sir." 

 

Customer service is very important when it comes to restaurants because that added value is why I 

don't mind spending money on them. For fast food polite service is sometimes less important than 

speedy service and I don't always mind if they are trying to be quick. It's when I get neither that I walk 

out. Only if I am really craving something that I can't cook myself will I be willing to put up with poor, 

slow service. 

It's probably just that the management doesn't understand good business practice. A well-run and 

efficient take-out service is a great benefit to most sit-down establishments. One restaurant named 

ChiChi's near me has a whole separate entrance and room for their take-out orders. I was pleasantly 

surprised to see that process in action. 

Customers differ in how they 

define value; salespeople must 

understand each customer’s 

concept of value so that they can 

establish sales dialogues that are 

clear, credible, and interesting. 

Discuss the following: 

Describe an experience in which a 

salesperson did not focus on you, 

the customer. 

How did that make you feel? 

How did it affect the sale? 

What specific things could the 

salesperson have done differently 

in order to make you feel like he 

or she was focusing on you? 
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DISCUSSION #2: UNDERSTANDINGBUYER MOTIVATION 

MAIN POST 8/26/2014 11:08:23 PM 

A buying motive is “a need-activated drive to search for and acquire a solution to a need or problem 

(Ingram, 2013).” Rational buying motives are engaged by the functional features of a product or service. 

These motives are associated with the cost of a product, and 

the value or quality of services rendered by the 

product. Emotional buying motives are associated with the 

intangible benefits of a product like security or status. These 

motives are harder to ascertain and more unfamiliar to the 

business-to-business salesperson who deals more with those 

using rational motives to buy. 

To change the direction of a sales presentation to make it 

more effective one could start by analyzing the motives of 

the buyer. If the buyer is relying on strictly rational motives 

one could emphasize the features with a short video of the 

product in action. If the motives are emotional, examples of 

success stories or failure stories of companies in the past 

from the field could inspire the buyer to assess the needs of 

their company more critically. 

The salesperson should be positive, polite and considerate of 

the buyer’s time, knowledge and status in the buying team. 

Respect should be paid to their position and specific needs. 

In person, as opposed to over the phone, a person can use 

non-verbal cues like smiling, nodding, showing concern or 

deep consideration of what the prospect is saying. These 

aspects can be conveyed visually. The body posture, tone 

and proxemics of the physical interaction will affect the 

dialogue unlike on the phone.    

Reference 

Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., 

South-Western, Cengage Learning, 2013 

 

"Looking Big" Instructor McCoy 

I find it interesting when a salesperson starts trying to sell 

me the product or service "immediately" instead gaining my 

In addition to providing spoken 

support for sales dialogues, 

salespeople may also need to 

include additional support, such 

as audio-visual content, printed 

collateral material, third-party 

research studies, or testimonials 

from satisfied customers. This 

information can be conveyed over 

the phone, via mail, email, or in 

person. 

Please respond to all of the 

following prompts in the class 

discussion section of your online 

course: 

Discuss the following: 

What sales tactics would you use 

to address a buyer’s emotional 

motives? What about rational 

motives? 

Of the two, which seems most 

difficult to address and why? 

Suppose a customer is not 

responding to your prepared sales 

dialogue. What could you do in 

the middle of a presentation to 

change its direction and make it 

more effective? 

What tactics would you use to 

make a sales dialogue seem 

genuine? 
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trust in him or her, the company, and the product or service.  Unfortunately, most salespeople that I 

know believe in quantity instead or quality.  Although it is just my opinion, the Internet and the current 

"fast-food" mentality of the majority of the population has made getting to know the customer a "lost" 

art.  As I mentioned in a previous most, I try to build a rapport with my clients.  This may sound "corny", 

but I try to treat my clients as "family".  Although my marketing consultancy services are competitive, I 

do not compete on price.  I have refused business if I will not be making a profit (this does not include 

my volunteer work which I do for free).   

 

For example, if a person that is trying to do business with me hands me a business card that includes 

(name of business)@aol.com or (name of business)@yahoo.com, I tend to believe that this business is 

"small potatoes" or not very business savvy.  If you are "serious' about your business, you should have 

(name of business)@(name of business).com.  Which looks more professional, tomlewis@aol.com 

or tomlewis@greatproducts.com?  Most of I business comes from help small businesses identity.  When 

I am selling my marketing consultancy services, I mention to my clients, "My job is to make your small 

business look big".  I do this by helping him or her create a professional identity.  I think this is a great 

way to build trust and rapport with the potential client/customer. 

RE: "Looking Big" 8/31/2014 9:37:01 PM 

Information that I learned this week about emotional versus rational motives would have helped me last 

week. I normally approach businesses with a rational approach aimed at reasonable prices for design 

and promotional services. After reading the chapter however, I realize now that this client was more 

interested in "looking big" and gaining a status that was at least in part, emotionally motivated. I could 

have sealed the deal more easily by appealing to these needs alone. Although I got the account, I may 

have wasted some of my time appealing to the rational when he was really interested in changing his 

status or "looking big." 

RE: "Looking Big" Peter Muigai 

I 'agree a business email needs to look savvy. However, name of a business at end of the email makes it 

look like spam mail. We need to make people trust spam as valid marketing messages by more 

marketing activities. In addition, these activities will induce more sales. 

RE: "Looking Big" Instructor McCoy 

Peter, it is also important to understand what triggers spam.  Part of my responsibilities at my "day job" 

is to implement and monitor email campaigns.  Therefore, it is important to make sure that your email 

campaigns look valid and personalized.   

 

More on Being Prepared Instructor McCoy 

Adding to my previous post ("Being Prepared"); I would like to add to how I use sales material to gain 

the trust of the customer.  The initial material that I send to the client is not "sales material".  I consider 

mailto:tomlewis@greatproducts.com
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this information "value-added".  This means, the information is about the customer and not about me.  I 

try to present information that may help a client's business grow.  For example, this may include "white 

papers" on his on her business.  After I secure his or her trust, I use a "soft sale" approach that is backed 

by relevant information based on ROI (Return on Investment).  I never "beg" to get a client. 

 

RE: More on Being Prepared 8/31/2014 9:29:29 PM 

I have started doing the same thing in my business. I first offer the client information that is useful to 

them whether they use my service or not. I have been able to use information from my marketing 

classes that help me with this because I do graphic design and promotional campaigns for customers. A 

client I picked up 1 week ago needed a sign for outside his store. I gave him a range of services he had 

questions about but included information about how to develop budgets for advertising and how to 

develop new markets as well. The information seems to work well so far. I plan to prospect for clients by 

giving out this type of information to businesses on a weekly basis as I gather more intel on who fits my 

client profile. 
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WEEK 8: EFFECTIVE SALES DIALOGUE 

MAIN POST 9/6/2014 9:19:14 PM 

An individual sales dialogue would take place between the 

salesperson and the buyer(s). A group dialogue might 

include current suppliers as well as competitors. The 

individual sales dialogue allows the buyer to be more 

focused on one objective or product line. In this scenario 

the salesperson will have more attention of the buyer. 

To make a sales dialogue effective, one could use the 

check-back technique of seeking feedback from the buyer 

periodically. These conformation questions can ensure that 

the sales effort is collaborative and it also increases the 

interaction.  The salesperson can also use their time to 

emphasize only the confirmed benefits that a buyer has 

indicated interest in rather than wasting time discussing 

others. 

Two good strategies to use are comparisons and 

supporting product claims. With comparisons or analogies 

the buyer’s understanding of how the product will satisfy 

their needs will be increased. A good analogy of how a 

similar product helped a similar business will provide an 

example of how the product could help the buyer. Backing 

up the claims with statistics or case histories of how the 

product has worked for people will also bolster the claims 

with proof. Many buyers in business situations rely on numbers to prove their expenditures so number 

can always help. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

RE: Week 8 Class Discussion Instructor McCoy 

Chrisitan, I appreciate your comments concerning the importance of visuals.  However, I think some 

people may spent too much time showing visuals without engaging face-to-face with customers.  In 

sales, I use visuals as a tool to help me with my sales presentation.  This does not include handing the 

customers brochures and/or a sales sheet while I am presenting the product of service to him or her. 

 

RE: Week 8 Class Discussion 9/6/2014 9:23:17 PM 

Visuals are very important, but preparing them is very involved and takes in-depth information to 

prepare correctly. A visual presentation for a particular client can take days to complete and will only be 

Sales dialogues should engage and 

involve the buyer. One key means 

of engagement is generating 

buyer feedback. 

Which type of individual or group 

sales dialogue would you rather 

facilitate, and why?  

What strategies would you 

employ to make that sales 

dialogue effective? 

Select at least two strategies and 

provide at least two reasons to 

support each strategy. 

How would you generate buyer 

feedback in a group sales dialogue 

versus in an individual dialogue? 
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worth it if it is meant for more than just one person to view. A large meeting is good for a visual 

presentation because it may hold the attention longer and more intently than merely speaking. If it is 

just one person, usually a brochure or a series of simple charts can work better than a full PowerPoint 

presentation. 

"Big Picture" Instructor McCoy 

I think communication and understand the "big picture" is important in any successful organization. 

When I was working at Federal-Mogul, we had cross-training programs. The programs allowed you to 

work a week in another department. I had the opportunity to cross-train in the pricing, manufacturing, 

sales, and marketing departments. Unfortunately, the majority of the employees did not take advantage 

of the cross-training program and the program was cancelled. However, because of the contact I made 

when I was participating in the cross-training program, I was promoted within 6 months to a new 

department. : ) 

 

RE: "Big Picture" 9/6/2014 9:28:56 PM 

Knowing how the whole company operates is very useful information for someone in sales, marketing 

and PR. The person is able to accentuate the most favorable aspects of the business to clients while 

understanding the interplay of the parts to make the company work as a whole. Budgeting for a product 

line is determined by a host of different factors, many of which must be considered to find out where 

profits can be generated. The sales, marketing and PR teams are some of the people most connected to 

the outside consumer so their understanding of the not only the product but the consumer as well helps 

make the company grow. 
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WEEK 9a: DEALING WITH SALES OBJECTIONS 

MAIN POST 9/12/2014 8:22:37 PM 

A sales objection can become an opportunity for several 

reasons. The objection can be used as a boomerang to show 

why that feature will satisfy a particular need that the buyer 

did not realize. A costly product may be justified by the 

quality of the product which makes it last longer. The 

objection could also provide an opportunity to bring up a 

third-party reinforcement. Another buyer's similar objection 

can be used to illustrate how they were satisfied in the end. 

Sometimes, however, a sales objection can be too much to 

overcome. If a person has a loyal relationship to another 

buyer or they do not have a budget for the product, they 

may refuse to buy. There could even be idiosyncratic 

reasons why the person objects to buying, like superstition 

or stereotyping. These objections may not change too 

readily.  

EXAMPLE. A salesperson has to inform me of extensive 

features my new computer system would be able to 

perform in order to get me to purchase a new system. Only 

credible information on the performance features could 

influence me to buy the system.  

RE: Main Topic Instructor McCoy 

Hello Lynette, and All ~ 

 

Lynette, I was in an intense meeting last week with a 

"major" client. The client was not happy with the current 

performance of a campaign that ran (and we deployed) 

earlier in the year. My job was to present the metrics and 

add insight to what we learned and how we will work to 

improve going forward. The client was happy (slightly) with 

my presentation of the finding and decided to approve another campaign. 

 

After the meeting, one of my co-workers (who is a big "Star Wars" fan) mentioned that I put the "Jedi 

Mind Trick" on the client. Well, for lack of a better work, I stated that I try to give relevant facts and 

follow up on my promise. This is part of persuasion and social influence. 

 

RE: Main Topic 9/12/2014 8:41:34 PM 

Salespeople should be grateful for 

objections and always treat them 

as indications that the prospect 

needs more information; if the 

salesperson provides the correct 

information, he or she is moving 

closer to gaining the sale. 

Discuss the following: 

In your opinion, what makes a 

sales objection an opportunity? 

Provide two examples and 

explanations to support your 

point. 

Is a sales objection ever too 

difficult to overcome? Why or why 

not? 

Describe an experience you had 

with a salesperson who 

anticipated and overcame your 

concerns about a product. Why 

did the salesperson need to do 

those things to close the sale? 
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I agree with the idea that sometimes the salesperson must know when it's "a good idea to end the sales 

calls with a opening to do further business when the time or whatever factor issue is resolved". At a 

certain point the salesperson could just be wasting both of the parties time and energy. Good 

prospecting should eliminate those who are not ready to buy, but in case it doesn't, a salesperson must 

listen to all the cues which signal a weak prospect.  

CASE study: Minnie Bates 

 In your opinion, what makes a sales objection an opportunity? 

An objection gives you the opportunity to convey more knowledge and information about the product 

or service to the person objecting, and it allows you to check off their concerns by directing your 

answers to that concern.  Once you knock off all of their concerns by answering their questions and 

objections, use that time to further inform them about the product and the benefits of buying it.  I think 

that if a customer is objecting, then they most likely will buy the product or service in the end. 

 Provide two examples and explanations to support your point. 

Example 1:  A customer says, “I like the car, but it is a hybrid and would be expensive to maintain and 

repair.  Also, it would not be able to do the speed limit on the interstate”  

                      The salesman answers, “On the contrary, the savings in gasoline would be huge and the 

hybrid doesn’t need that much maintenance.  And it comes with a 5 year warranty.  Electric is cleaner 

and better for the environment and it can reach speeds of 65 mph or better.” 

                     Giving the customer a factual answer to their objection can open the door for the person to 

decide to buy the car based on the facts given by the salesperson.  If the objection is answered 

satisfactorily, the customer will be convinced that the hybrid will be easy to maintain and will live up to 

the claims about its performance. 

 Example 2:  The customer is skeptical about hiring a company to do their taxes by objecting that they 

don’t need any problems with the IRS and cannot afford any penalties and the cost of preparation is 

expensive. 

                     The tax preparer would reply, “It is really worth the money because the company will stand 

behind you and will give you a guarantee that if there is a problem, we will pay the penalty for you. Our 

preparers are all certified and licensed and will get you the most refund back that you can qualify for.” 

                    By letting the person know that the preparers at this company are certified and licensed and 

guaranteeing that they will stand for you if the IRS has any inquiries, will soothe the person’s concerns, 

and will often convince them that the money is worth the relief from doing their own taxes and the risk 

to them is minimal.  They will allow the tax preparer to do the taxes.              

 Is a sales objection ever too difficult to overcome? Why or why not? 
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            As long as the objection is within the actual limits of the ability of the company, then the 

salesperson can overcome the objection by making it an opportunity to win the confidence of the 

customer to the point that they will buy the service or product in question.  The salesperson must be 

knowledgeable and have facts and be ready to support them with a computer or tablet to show the 

information in writing to the customer or allow the customer to research on their own. 

 Describe an experience you had with a salesperson who anticipated and overcame your 

concerns about a product. Why did the salesperson need to do those things to close the sale? 

 When I was looking for a car, the salesperson I spoke with, at one place I stopped, showed me a car that 

he thought I would like.  Turns out, it was a nice little sports car, but it was all wrong for me.  I wanted 

the security of a larger SUV and I wanted certain features.  As I was leaving, he asked if I would go with 

him to their other lot and I agreed.  There we found a car perfect for me, but I objected about the price 

being 3,000 too much.  We haggled and he explained that he could come down $1,200 and give me a 

good warranty (5 years) and a $200 gas card.  Well, that sold me.  

             The salesman needed to hear what I needed and then give me some assurance that the car was 

worth the money and a reduction in price, too. 

RE: Minnie Bates 9-1 9/12/2014 8:26:55 PM 

I don't think sales objections can always be overcome. Sometimes price or time constraints forbid the 

buyer from acting on the sale. Even though there may be a need, the limits of time and money can 

prevent a sale from happening. Salespeople should not try to make sales calls at the end of the day, 

especially on a Friday unless, scheduled, or during normal lunch breaks.  
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WEEK 9b: SALES OBJECTION SCENARIO 

MAIN POST 9/12/2014 8:52:24 PM 

A local mom and pop hair salon has just opened. It’s owned 

by a husband and wife. The wife is the senior stylist while the 

husband oversees the business operation and management 

duties. They have just finished the store and rely on previous 

client's of the wife and word-of-mouth. They know they need 

advertisement but the husband seems too overwhelmed by 

the daily operations to have time to talk. When he does have 

time to talk, he details how he wants the salon to grow and 

be perceived in the community. However, he does not know 

what kind of promotion he wants. How do you approach him 

to use the services of your advertising agency.  

Main Post Cindy Sanders 

Mr. Rutherford, I understand how Jamison Technology’s new 

wireless printers will improve printing quality and reduce 

time needed to print our bulk documents but you have to 

understand as a small law firm for us it just makes more 

sense to deal with the printers we have rather than make 

such a large investment the new printers. We can accomplish 

the reduction of time objective by adding a few more low 

cost printers in order to break up print jobs for half the cost 

of purchasing new ones 

RE: Main Post 9/12/2014 9:05:30 PM 

Though what is being stated seems like a price objection, it 

can be offset by addressing an unmet need objective. The 

cost of adding more expensive printers can be addressed by 

listening for other needs which have not been satisfied by the current products. The quality of upgraded 

products and compatibility with integrated technology may also be an added value the lower cost 

machines lack. The salesperson could emphasize the idea that although they were a small law firm they 

didn't have to present themselves that way. They could be a law firm that was smaller and more 

affordable or personal while it presented the image of professional respect from its larger counterparts. 

The image presented by more professional looking documents externally or in-house could change the 

perception of clients or employees.  

main post Brandi Rangos 

Buyers can use five types of sales 

resistance to put off salespeople: 

no need; product or service 

objection; company objection; 

price is too high; and 

time/delaying. 

Post a short paragraph taking the 

role of a prospective buyer who is 

raising a sales objection.  

Be clear about what the product 

or service is, and what has caused 

your objection. 

Select a peer’s original post (that 

is, a post written from the buyer’s 

point of view) and respond to it in 

the role of the salesperson . 

Identify what type of sales 

objection the buyer is raising. 

Respond to the objection and try 

to complete the sale. 
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I am looking to purchase a bedroom set. I need to have only a few pieces; bed, dresser, and side tables 

many places want to sell other items in a bedroom set.  I do not want to spend a great deal of money, 

low payments maybe optional. I need it to be a dark brown in color or stain to match the other furniture 

I already have. I also need to find a place that can deliver it around my time since I work constantly most 

places quit delivery at a certain time.   

RE: main post /12/2014 9:10:47 PM 

Since you already provided a great deal of information about the features and specifications, satisfying 

those should not be the main problem. The main objection might be in reference to time. The deal 

should be made emphasizing a delivery schedule based on your available time. If that time was best at 

night a special delivery should be part of the package. 
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WEEK 10: SALES FOLLOW-UP 

MAIN POST 9/17/2014 12:10:11 PM 

Good follow-up for me would include friendly, generic sales 

calls to find out how the product is working out, and if there 

are any new concerns. Several relationship-enhancement 

activities can go a long way to forging long-term 

partnerships with customers. Contacting the customer after 

the sale shows that you remember them and value their 

business. Expediting orders and monitoring installation and 

training customer personnel are also good methods to 

show that the salesperson is interesting in making the 

system work, not just sell it. Correcting any billing errors 

shows that the company is not trying to cheat the 

customer. The salesperson can also seek to solve any 

problems that need to  be resolved. 

Certain IT systems allow customers to connect with an 

extranet computer network that provides access to 

company information like spec sheets, product brochures 

and routine ordering. They might also have access to 24/7 

support online or be able to check the availability of 

products. Technology can lack personality and empathy. It 

might be perceived as cold and impersonal, unlike a 

physical salesperson that can listen to specific problems or 

interpret situations from what was inferred. They can also 

offer the customer a more nuanced approach to solving 

their individual problem instead of a one-size fits all 

solution. 

Reference: Ingram,  LaForge, Avila, Schwepker, Williams, SELL, 3rd ed., South-Western, Cengage Learning, 2013 

"Bribes" and "Treats" Instructor McCoy 

I am a "sucker" for small items of appreciation.  Ironically, I received a small gift in the mail from Everest 

a few months ago.  The gift was a buttercream frosted cookie from Cheryl's.  Inside was a note: 

Happy Holiday, Ricardo!  Thank you for everything you do for our students!  Everest University - 

I love it!  This shows me that Everest understands the importance of follow-up and treating people 

special.  : ) 

RE: "Bribes" and "Treats" 9/17/2014 9:36:49 PM 

Effective salesperson follow-up 

can include technology and should 

include specific components 

designed to interact, connect, 

know, and relate with customers. 

;Discuss the following: 

As a customer, what kind of sales 

follow-up would make you feel 

most valued, and why? 

As a salesperson, what kind of 

follow-up tactics seem like they 

might be the most effective, and 

why? 

As a salesperson, how could you 

use technology effectively during 

the follow-up process? 

What are the pros and cons of 

technology use in follow-ups? 
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How can you tell the difference between bribes and treats? When do rewards begin to push the 

envelope? Does it matter the particular industry? For example in the entertainment industry gifts are 

ridiculous. While I was working for a particular artist, we lived in a house in Alpine, NJ, which is one of 

the most expensive places in the U.S.. The house use was a "gift". We stayed there for months at no 

cost. In turn the artist might have performed in a particular place for free. If that was to happen in 

government, I think there would be a problem.  

RE: "Bribes" and "Treats" Instructor McCoy 

Hello Kurtiss, and All ~ 

 

Kurtiss, great insight!  Yes, sending gifts are now considered "bribes".  At my "day job", we can not 

accept any gifts that have a monetary value over $200.  However, I receive concert tickets, gift baskets, 

baseball tickets, etc., from my vendors.  I also think these are nice gestures.  Everyone likes to be 

"wowed".  : ) 

 

RE: "Bribes" and "Treats" Lynette Spangler 

I agree with you Professor, 

Everyone does like to be "wowed" and during my time in the wholesale business there were times that 

gifts were given that today I now think were most likely bribes from the customers that wanted 

exclusive rights to the first pickings of the loads of merchandise I was hauling. We received tips for 

handling certain merchandise that the customers were not able to get elsewhere. At that time I just 

thought that was appreciation for going the extra mile to find what they were looking for, but I now I 

see that going the extra mile for the customer does not mean making extra money, it really means 

customer satisfaction will bring in more business, word of mouth is better and a satisfied customer will 

more than likely tell everyone they know about their new purchase and talk about the extra effort given 

to find the product.. 

Effective Direct Mail Instructor McCoy 

Most people think that direct mail is not cost-effective or a "waste" of money.  This belief is not 

necessarily true.  I think that technology has helped to make direct mail more effective.  I think that the 

reason that the majority of people do not look at the direct mail he or she receives is because it is not 

properly targeted to him or her.  This is why segmentation is so important.  I work closely with a vendor 

that  I use to help me with segmentation efforts.  The segmentation vendor I use helps me segment the 

population in ways that you would never imagine.  

 

For example, I can segment only consumers who are close to retirement, like to vacation abroad, and 

enjoy watching the "Encore" channel.  The vendors that I use can narrow my target list down to the 

smallest detail.  The difference between a random mailing (that the majority of people will throw away) 
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compared to segmented mailing makes a big difference.  With a random mailing my response rate may 

be anywhere from 1 to 2 percent.  This is not too bad, but with a segmented list my response rate may 

be anywhere from 5 to 10 percent (based on the offer). 

 

RE: Effective Direct Mail 9/17/2014 12:32:59 PM 

When I create a direct mail ad I always try to include a special offer. That can sometimes attract more 

attention especially if its a good deal. Also the customer can tell from the response for the special if they 

ad is working. I also like to use language to target specific audiences. Pictures of people also reflect the 

audience you want to target. People like to see photos of others that they can relate to whether they 

are being shown as the customer or the business person selling the product.  

RE: Effective Direct Mail Instructor McCoy 

Hello Kurtiss, and All ~ 

 

Kurtiss, another good strategy is to print this information and create a "best practices" library.  I keep a 

file of interesting articles, "white papers", advertising samples, etc., to help me stay creative.  For 

example, I have used a technique I learned a few years ago.  I receive a letter in the mail and a crisp 

dollar bill was attached to the letter.  This immediate got my attention and I read the entire letter.  The 

letter mentioned that : "The dollar attached to this letter is not a bribe.  The dollar symbolize the money 

you can save by .............".  I have tweaked this example to target customers in my marketing 

consultancy business.  However, make sure you have a targeted list of prospects.  You do not want to 

waste money randomly sending money to everyone. 
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WEEK 11: SALES SELF-LEADERSHIP 

MAIN POST 9/25/2014 9:00:01 PM 

There are five sequential stages of self-leadership spoken 

about in the text.  

1 Setting goals 

2. Territory analysis 

3. Development and implementation of strategic plan 

4. Tapping technology and automation then finally  

5. Assessment and evaluation.  

For me the last stage is the hardest. As I find myself working 

toward goals, servicing clients and prospecting for new 

clientele, it is hard to slow down and evaluate. So much 

work in the present is consumed with providing service and 

looking for the next opportunity that critically assessing 

tactics seems like a waste of time. To combat this, I have to 

re-prioritize the need for evaluation to make it a benefit. The 

other thing I have to do is plan ahead with a system of 

evaluation to be used at a later date. Part of the problem 

with evaluation is not having a structure in place prior to 

needing it so that valuable concentration is not taken 

creating the criteria at the time of need. Developing a strategic plan for defining prospects comes most 

naturally to me. Expressing the need for marketing and promotion to a local business is not that hard 

when most of them basic strategic plans. 

Motivation Instructor McCoy 

I would like to share a story on how important motivation is to the "success" or "failure" of a business. 

 

A friend (client) of mine wanted to start a small, auto detailing business.  My friend (client) worked for a 

local auto dealership as a detailer.  When he was not working at the auto dealership, he made a few 

"extra bucks" detailing cars at his home.  His clients started informing other people that he did excellent 

work and his "weekend gig" started to grow.  Eventually, the dealership started to "funnel" premium 

customers to him.  Within a year, he leased a building and his business started to grow.  A few months 

later, he went out of business. 

 

The reason he went out of business becausee there "was not enough time in the day".  Basically, he 

Self-leadership requires 

mathematical, analytic, and 

strategic skills. To be successful in 

this area, people must examine 

situations objectively and adapt 

accordingly. 

Discuss the following: 

Which of the five stages of self-

leadership would you find most 

difficult to succeed in, and why? 

Describe at least two ways you 

could improve in these difficult 

areas. 

Which seems most natural to you, 

and why? 
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became so succesful that he could not detail all of the cars.  He hired a few employess, but they did not 

have the "quality of ownership" that he had when he detailed each car.  He did not have any 

management (or leadership) skills.  Ironically, a few of the employees he hired were jealous of his 

success.  Unfortunately, he was afraid to fire these employees.  He actually ask me to fire 2 

employees.  As his marketer (and friend), I helped him with this task.  It was not easy, but; business is 

business. 

Remember, "overnight" success can be "dangerous" if you are not prepared for it.  Also, not having 

motivated employees makes it difficult to stay successful. 

Class:  How could my client (friend) have handled this situation differently? 

 

Thanks, 

Ricardo 

RE: Motivation 9/25/2014 8:39:46 PM 

The best advice for a person who has a craft, skill or ability that can be turned into a business is to take 

business management/marketing classes. The basic skills in things from sales to economics and 

accounting will give you an idea of how to run a business. As someone who had a storefront for 6 years 

until the recession hit in for the printing industry around 2007/2008, I always managed off of skill and 

experience rather than formal business training. Just because you have a business, doesn't mean you 

understand business and how it works. So before getting a place of his own, I would have suggested 

taking classes on business management. If this is not a possibility, he should have hired a competent 

store manager to oversee and help run the day to day operations. 

RE: Motivation Melissa Clayton 

Hello Professor, I think your friend (client) could have gone to school and received a degree in Business 

Marketing before he decided to go "full-time" with his business. Also, he could have written out a 

business plan which would have helped him tremendously because he then would have had goals and 

objectives set in place and in writing. It is ironic that you say his employees were jealous of him. We 

have a similar situation at my parent's gas station right now. Our employee is jealous of one of our 

customers because she comes in and spends so much money on scratch off tickets. I think this is absurd! 

How can you be jealous of someone who helps pay your paycheck? I just don't have that jealousy streak 

in me either, so maybe that's why I can't understand her ways of thinking. She has this lady ready to quit 

coming to our store. My Mom had a long talk with her this morning and we will see how it goes. Is there 

any other way she can handle this employee without getting rid of her or running her out the door 

because we really need her right now? 

RE: Motivation 9/25/2014 8:45:43 PM 

I definitely agree with you on going to school. I would recommend that to anyone going into almost any 

kind of business. And yes, specifically a Business Marketing degree because all business need to know 

how to market and manage their day to day operations. Your problem at the gas station may be similar. 
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Give her an extra hour or two of lunch to present a training video to her. It could be something about 

how to maintain good customer relationships or how service outputs create positive customer 

environments. 
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WEEK 12: SALES STRATEGIES 

MAIN POST 10/2/2014 10:12:26 PM 

There are four main sales strategies to consider. There is 

account strategy which focuses energy on classifying 

accounts into categories that distinguish more profitable 

accounts from less attractive ones. Relationship strategy 

is one where discernment between different customer 

relationship types is focused on. Selling strategy matches 

a selling strategy with a particular relationship strategy. 

Sales channel strategy concentrates on the various 

marketing channels present for customers from 

telemarketing to trade shows. The similarity is that they 

all use a categorization method approach to organizing 

sales. The emphasis is placed on narrowing the focus on 

specialized groups of customers to approach in a similar 

way with specific amounts of effort.  

 

The selling strategy is important to know because it 

organizes the approach for customer interaction. A good 

salesperson will know how to assess their customer’s 

needs and the best way to approach them. These 

personal relationships are what will generate the 80% of 

sales from the 20% of premium customers. With an item 

like clothing understanding the already tested channels of 

the fashion industry will be the focus. Therefore the sales 

channel strategy would be appropriate. For a digital 

catalog idea that is fairly new, an account strategy that 

targets certain portions of the market are very important 

to understand their new clients.  

 

Main Post Peter Muigai 

A sales strategy capitalizes on the important differences among the important individual accounts or 

groups of similar accounts. These accounts the "account targeting strategy is the classification of 

accounts within a target market into categories for the purpose of developing strategic approaches for 

selling to reach account group." Accounts allow sales managers to classify business relationships 

approaches according to 'how much'. While, "relationship strategy is a determination of the type of 

relationship to be developed with different account groups." Similar to account targeting strategy, 

relationships strategy "may range from a transaction relationship based on ease of acquisition and low 

The major purpose of a sales 

strategy is to develop a specific 

approach for selling to individual 

accounts within a target market. A 

sales strategy capitalizes on the 

important differences among 

individual accounts or groups of 

similar accounts. 

Discuss the following: 

In your opinion, what are the 

similarities and differences 

between the types of sales 

strategies? 

Which sales strategy are you most 

drawn to, and why? 

How is the sales strategy selection 

influenced by the product it 

promotes? 

Select two products from different 

industries and explain which sales 

strategies you’d use to promote 

them. 
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price to a collaborative relationship where the buyer and seller work closely together for the benefit of 

both business. “Selling strategy involves the planning of sales messages and interactions with 

customers." Pg 252 (Ingram, 2012.) Selling strategy is similar to relationship strategy, both accounts seek 

to satisfy and solve problems in business relationships. Lastly, sales channel strategy ensures that 

accounts receive proper selling effort and coverage." therefore, sales channel strategy is similar to 

"selling strategy as a consultative approach is most effective with the partnership and collaborative 

relationship strategy." Pg 253 (Ingram, 2012.)the sales channel strategy is what I'm most drawn to be 

cause it part of these other types of sales strategies and includes digital sales channels. Both allow in 

person and online sales channels. As a sales manager for education books and e-books I'd classify 

different accounts into categories such as the company sales-force and the internet. Account targeting 

strategy will allow me to find market segments that's satisfied with education books, they include 

colleges and universities. While, the relationship strategy will enable the selling process using the book 

shows/fairs, internet, media and social media to sell directly to student during enrollment and bypass 

other bookstores such as Barnes & Noble, Amazon, and Persons etc. 

References:  

Ingram, T. L. (2012). SELL. Mason, Ohio: South-Western Cengage Learning. 

RE: Main Post Instructor McCoy 

Peter, I recently read an article that JCPenny's may go with cashiers.  Unfortunately, I think that JCPenny 

is "forced" to do this because of the competition from Wal-Mart and Target.  However, I would no 

longer shop at JCPenny if I do not have anyone available to help me if I have a question.  In the "rush" to 

save money, quite a few retailers are forgetting about customer service.  Most customers (like myself) 

like to be treated as a "guest" when they enter a store.  If there is not one to assist me, why would I 

purchase any items from JCPenny offline when I can get the same customer service (none) online and 

probably get a lower price? 

 

Peter/Class:  What do you think about JCPenny's decision to go without cashiers?  IS this a good way to 

build relationships with the customer? 

 

RE: Main Post 10/2/2014 10:27:19 PM 

Businesses have to be innovative in this era to add value for customers. Customers have so many more 

options than they did before. Huge retail chains like JC Penny have to lead the way on innovation in 

some way to maintain their position. They may want to add on-sight alterations or on-site stylists who 

help pick the right clothes for you and your body type. That is what clothing sales people used to do 

effectively that distinguished them from catalog shopping. That would be a big difference from what you 

could offer on-line and encourage a person to buy clothes in person with someone experienced in 

making them look good.  
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RE: Main Post Instructor McCoy 

Peter, adding to your comments; I would rather have customers who are willing to pay a reasonable 

price for my services than customers who are looking for the lowest prices.  Heck, I once had a referral 

that I refuse to do business with.  The referral was "not serious" and was trying to find the lowest prices 

and was very rude.  Remember, your time is also valuable.  If you are spending time of prospects that 

are not serious, you are losing money based on the value of your time. 

 

RE: Main Post 10/2/2014 10:17:55 PM 

I agree. Haggling for the lowest price is a waste of time when the effort you put in to satisfying the client 

will be the same as if you charged a higher price. It is also a way to see if the client is serious about the 

job when you offer a fair market price. When people say they heard of someone who charges less, I tell 

them to get the service from that person instead. I don't really like trying to match prices. I usually offer 

an initial price that I don't mind coming down on a little. On the other hand if they come to me for a 

discount I offer my discount price based on the criteria (complexity, size, quantity) if they qualify for that 

discount.  
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