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Detailed List of New Features 
NEW Role Plays— with Purina One SmartBlend Dog Food and Gartner as new products. As 

before, product selections for role plays allow for reseller and end-user scenarios. Gartner was chosen as 
the end-of-chapter role play and as Role Play 2 in the Role Play Section so that faculty could prepare 
students for the National Collegiate Sales Competition, as well as use videos from the competition so 
that students can visualize a strong sales call. Both Gartner and NCSC faculty supported the 
development of these role plays, with completely new buyer scenarios.  

NEW Chapter- Opening Profiles - all chapters open with a real salesperson or sales manager’s 
perspective on the chapter. Each profile is new and original to this edition, and we’ve also integrated 
the profiles into each chapter as a running example to increase this feature’s functionality. 

NEW “Sales Technology” – boxed features boxed features in each chapter, most new to this 
edition, that illustrate how technology is used and some of the challenges that technology creates. 
Whether it is CRM, campaign management, or GIS tools, students will be introduced to new technology 
here. 

NEW Minicases  - each chapter has a new or significantly revised minicase as well as favorite 
minicases to choose from. 

NEW “Building Partnerships - boxed features that provide more detailed examples of chapter 
material and present chapter material in a slightly different light. 

NEW “From the Buyer’s Seat”— technology, economy, politics—all of these affect buyers, too. In 
each chapter, we offer a boxed feature that highlights the world of the buyer, aiding future salespeople 
in understanding that world. 

 
Retained Features 
SmartBook tailors content to the individual student - As part of McGraw-Hill Education’s Connect, 
SmartBook prepares students for class, guiding them through the chapters and highlighting what they need 
to learn and helping them study more efficiently and effectively. SmartBook is proven to strengthen 
memory recall, keep students in class, and boost grades. By helping students master core concepts ahead of 
time, SmartBook enables instructors to spend more meaningful time in the classroom. Through real-time 



reports, instructors can also track class or individual student performance on chapter topics or completion of 
chapter readings. 
 
Connect – Instructors Manual includes additional in-class activities, additional role play scenarios, small 
group practice exercises (with instructions for student evaluations), PPT slides, and a completely rewritten 

test bank.  ep at mhhe.com/rep 

Chapter by Chapter Changes 
Chapter 1 – Selling and Salespeople 

• Highlights studies which show that 50% of college students, regardless of major, go into sales at some point 
in their lives 

• Discusses most recent changes in types of sales jobs available and which are declining in importance 

• More discussion about the actual impact of emotional intelligence skills 

• Many new references based on latest research in the field 

• Increased emphasis on the importance of generating customer value 

• The concept of omni-channel customers is introduced here and discussed throughout the book. 

• Increased coverage of inside salespeople, with an emphasis on their value to the organization and that this is 
a coveted job post college 

• More fully introduce the topic of sales analytics 
 
Part One – Knowledge and Skill Requirements 
Chapter 2 - Ethical and Legal Issues in Selling 

• Updated examples, such as the Wells Fargo false accounts case 

• Updated research, such as showing the effects of ethical and unethical sales behavior 

• Emphasis on the organizational influences affecting ethics, tied to selection of companies for which to work 

• Introduction of business practices like “service level agreement” and “NDA” 

• Updated legal requirements and examples, particularly in the area of privacy  
 
Chapter 3 -  Buying Behavior and the Buying Process 

• Updated statistics on government purchasing levels 

• New examples, such as the detailed and illustrated Smithfield example 

• Greater emphasis on buyer use of omni-channel digital resources throughout the purchase cycle 

• Chapter ties together concepts such as service level agreement and sales/marketing alignment from buyer 
perspective 

• Updated and stronger discussion of buyer loyalty 

• More emphasis on how to use a multi-attribute matrix to develop sales strategy  
 

Chapter 4 - Using Communication Principles to Build Relationships 

• Highlights recent findings on the impact of communication skills 

• Clarifying using the speaking-listening differential to a salesperson’s advantage 

• Many new references based on latest research in the field 

• Updated information on social media and use of technology tools (including text messages) 

• Mention the potential rudeness of a salesperson casually using a smart phone while meeting with a 
customer 

• Best practices on voice mail messages are updated 

• New insights into effective use of emails 

• Tips on how to discover an email address are offered 
 



Chapter 5 - Adaptive Selling for Relationship Building 

• Clarification of what an outlined presentation consists of 

• Discuss differences between millennials and other groups 

• Introduces the Challenger Sales Model as one approach to adaptability 

• Updated CRM information and systems and provide examples of what can be stored in the system 

• Many new references based on latest research in the field 

• Discuss other sales training process models like Accenture and Miller Heiman 

• Updated examples of social style types 
 

Part Two - The Partnership Process 
Chapter 6 - Prospecting 

• Updated examples throughout the chapter. 

• Updated best days to prospect, based on research 

• Point to Chapter 15 for more details on account development 

• Emphasizes that salespeople should not only rely on social media (a fear that some trainers have, given the 
nature of college students today) 

• Interaction tips with using social media with top executives 

• Given the nature of the developing interface between marketing and sales, reorganized the discussion of 
types of prospecting that are joint ventures (enterprise account sales/marketing teams)  

• Telemarketing is now intertwined in the functions that are using it (inside sales, marketing).  Focus is more 
on the use of inside salespeople. 

• Hints on how to develop expertise, that can be used for prospecting purposes, especially for new 
salespeople right out of college 

• Added more examples of effective/ineffective writing in sales letters section 

• Much more information about lead qualification including data verification, fraud screening, and 
grading/scoring 

• The use of sales analytics in lead management systems 
 

Chapter 7 - Planning the Sales Call 

• Updated based on research and with new examples throughout. 

• Clarify that a salesperson does not need, nor is expected to know, all information about a prospect and the 
firm 

• Discusses that some information will be learned during the call itself 

• Updates reference to telemarketing changed to the use of inside salespeople 

• Add new quotations that strengthen the text 

• Updated information on best days to make prospecting calls 

• The use of social media to help provide information for making an effective call 

• Clarifies that seeding occurs not only in pre-meeting planning, but throughout the account life 
 

Chapter 8 -  Making the Sales Call 

• Provide actual examples of a customer need 

• Reinforced that much of SPIN (SP) can be found in pre-call planning, rather than in the sales call itself 

• Added concept of Agenda/Sell/Summary as one way to layout presentation 

• Discussion of generational differences (Millennials, etc.) 

• Use of social media in presentations 

• Updated examples used 

• New academic references used 



 
Chapter 9 - Strengthening the Presentation 

• Much more information on the use of storytelling and sources students can go to in order to improve their 
skills 

• How to effectively use handouts has been strengthened 

• More business math and formulas are presented 

• How to use new technology has been added 

• New examples are provided 

• Latest academic research is added 
 

Chapter 10 – Responding to Objections 

• Expanded discussion of the price objection, especially as it relates to the heating up of international 
competition 

• Updated examples are provided 

• Latest academic research is added 

• Provide concrete examples of probing questions that can be used to discover the reasons for objections, 
especially as related to price objection 

 
Chapter 11 - Obtaining Commitment 

• Updated statistics on closing and the effects of poor closing 

• Updated technology coverage 

• New illustrations of closing methods 

• Added latest in academic and practitioner research 

• Greater integration through new examples in “Selling Yourself”  
 

Chapter 12 – Formal Negotiating 

• More discussion about adapting based on cultural differences 

• Stress the importance of realizing that it may be best to stop negotiating rather than accept less than our 
minimum 

• Greatly expanded section on negotiation contract clauses that are often added that can trigger certain 
events (like price increases) 

• Discussion of force majeure 

• Discuss the importance of post-negotiation evaluation and reflection 

• Latest research is reflected in the chapter 

• New examples throughout 
 

Chapter 13 - Building Partnering Relationships 

• Latest practitioner research and application of CLV and CRM 

• Updated academic research 

• Updated technology coverage 

• Added coverage of “customer onboarding” 

• Discussion of latest practices in customer satisfaction and customer experience management 

• New examples throughout 
 

Chapter 14 - Building Long-Term Partnerships 

• Introduction of the Internet of Things, and how that is influencing repurchase behavior and customer 
relationships 
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• Updated technology discussion with regard to customer follow-up and retention strategies 

• Recent research findings update the customer satisfaction discussion 

• New examples, particularly international examples 

• Strong discussion of internal partnerships to deliver optimal service with new examples, setting up Chapter 
16 

 
Part 3 – Salesperson as Manager 
Chapter 15 - Managing Your Time and Territory 

• Updated “value of time” example, coupled with discussion and example of complacency  

• Updated examples throughout 

• Current sales technology discussed 

• Stronger discussion regarding the use of CRM systems, based on research and examples 

• Greater guidance on use of email 

• Integrated most recent academic research on CRM usage 
 

Chapter 16 – Managing Within Your Company 

• Updated academic research on ethics and corporate culture/sales manager relationships 

• New examples, particularly in the area of sales and marketing alignment 

• Application of Service Level Agreements (see Chapter 2) to internal partnering 

• Integration of new examples and research into CRM and its use in sales management 

• Updated discussion on virtual teaming and technology 

• Latest academic research is included 
 

Chapter 17 – Managing Your Career  

• In addition to new opening profile, new quotes from Mark Hurd, CEO of Oracle who began his career in sales 

• Latest industry research on success characteristics and job trends 

• Updated technology references 

• Emphasis on building a personal brand and managing professional social media identity 

• Integrated latest academic research 


