
Preface
A personal selling textbook suitable for the twenty-first century must offer stu-
dents a blend of time-proven fundamentals and new practices needed to suc-
ceed in today’s information economy. The third Canadian edition of Selling
Today: Creating Customer Value provides comprehensive coverage of consulta-
tive selling, strategic selling, relationship selling, partnering, value-added sell-
ing, and sales force automation. These are the major developments that have
transformed personal selling from “peddling” to a new level of professionalism
that has dramatically changed the way products are sold around the world.

The new age of personal selling requires that we build on past improve-
ments and adjust to the changes that have accompanied the age of informa-
tion. Learning how to manage and communicate information to customers
within a high-trust working relationship is one of the major challenges fac-
ing salespeople today. Personal selling in the age of information also involves
fulfilling customer expectations through strategic alliances. These alliances,
which represent the highest form of partnering, are growing in importance.
Strategic alliances have created a new selling environment that requires the
use of advanced customer relationship management (CRM) technology. The
fundamentals of CRM represent an important feature of the third Canadian
edition of Selling Today: Creating Customer Value. A number of important
components have been retained from earlier Canadian editions.

1. The four broad strategic areas of personal selling, introduced in
Chapter 1, serve as a catalyst for skill development and professional
growth throughout the textbook. Success in selling depends heavily 
on the student’s ability to develop relationship, product, customer, 
and presentation strategies. Salespeople who have achieved long-term
success in personal selling have mastered the skills needed in each of
these four strategic areas.

2. Personal selling is presented as a set of transferable employment 
skills needed by four groups of knowledge workers who often do not
consider themselves salespeople: customer service representatives; 
professionals (accountants, consultants, lawyers, etc.); entrepreneurs;
and managerial personnel. Success in each of these employment areas
requires mastery of many of the skills used by sales professionals. This
new feature helps develop a higher level of motivation among class
members who may be uncertain about a career in personal selling.

3. This edition continues to maintain an applied focus. There are
increased and new application exercises at the end of many chapters,
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many new Internet exercises, sales planning forms for all stages of the
selling process, and a new role-play exercise at the end of Chapter 3.
There are many Canadian real-world examples that build the reader’s
interest and promote understanding of major topics and concepts.
Examples have been obtained from a range of progressive organizations
(large and small) such as Xerox Corporation, Janssen-Ortho, Windsor
Factory Supply, CanopCo, Red Carpet Food Services, and many oth-
ers. Web sites are provided for most of these companies as well as for
organizations of interest to sales people.

4. Selling Today provides a three-dimensional approach to the study 
of ethical decision making. One dimension is a chapter on ethics
(Chapter 5) titled “Ethics: The Foundation for Relationships in
Selling.” The second dimension involves the discussion of ethical
issues in selected chapters throughout the text. The authors believe
that ethics in selling is so important that it cannot be covered in a 
single chapter. The third dimension is an exciting business game, 
entitled Gray Issues—Ethical Decision Making in Personal Selling and
available in the Instructor’s Resource Manual. Participation in this
game provides students with an introduction to a range of real-life 
ethical dilemmas. It stimulates in-depth thinking about the ethical
consequences of their decisions and actions. Students play the game 
to learn without having to play for keeps.

Improvements in the Third Canadian Edition
The age of information is creating a new economy that offers salespeople
many challenges and exciting employment opportunities. The third
Canadian edition of Selling Today: Creating Customer Value describes how
sales professionals are adjusting to this new economy and creating value for
their customers. Several important improvements appear in this edition and
in the support materials. The most significant changes include the following:

1. The focus of the text has changed from “Building Quality Partnerships”
to “Creating Customer Value.” With many lower cost methods for
handling customer transactions, salespeople today must demonstrate
how they can create value for customers through value-added selling.
Throughout the text, we discuss how salespeople can create value for
their customers. A growing number of customers are seeking a cluster
of satisfactions that include a quality product, a salesperson who is
truly a partner, and outstanding service after the sale. The salesperson
is usually in the best position to discover what adds value (in the mind
of the customer) and then determine ways to add value.

2. New boxed inserts have been added to every chapter. The “Selling is
Everybody’s Business” boxed inserts illustrate how sales-related skills
have been employed in unique situations to demonstrate to students
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Many companies have codes of ethics that define acceptable

behaviours in their business relationships. When a vice-president at

Wal-Mart Canada demanded a secret kickback in exchange for busi-

ness, Montreal-based Fame Jeans Inc. refused to pay. Fame’s busi-

ness with Wal-Mart dropped from $10 million to $3 million a year. An

unnamed Toronto-based supplier did pay a kickback, reported to be

two percent of the value of sales to Wal-Mart.

It was Wal-Mart Canada that initiated the inquiry into the business

dealings, and the executive involved was immediately fired. The

suppliers involved likely would not have talked to police if it were not

for pressure exerted by Wal-Mart to do so. Wal-Mart buyers are

known to decline even a free lunch, in case this is viewed as bribery.

Wal-Mart has been pushing this investigation, according to industry

observers, to uphold its reputation for strict ethical business prac-

tices. Detective Inspector Stephenson, who investigated the case

said, “Wal-Mart was concerned and felt it was wrong——if some-

thing wasn’t done about it, who’s to say the accused wouldn’t just

go somewhere else and do the same thing again?”1

Later in this chapter, we will look at a number of factors that affect

ethical conduct in the selling environment.

Making Ethical Decisions
Making ethical decisions is a daily reality in the field of per-
sonal selling. In every selling situation salespeople must judge
the rightness or wrongness of their actions. As in any other
professional field there is the constant temptation to compro-
mise personal standards of conduct to achieve economic goals.
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CHAPTER 5

Ethics
THE  FOUNDATION FOR RELAT IONSHIPS  IN  SELL ING

Learning Objectives

When you finish reading this chapter, 

you should be able to

1. Discuss the influence of ethical decisions

on relationships in selling

2. Describe the factors that influence the

ethical conduct of sales personnel

3. Compare legal versus ethical standards

4. Explain how role models influence the

ethical conduct of sales personnel

5. Discuss the influence of company policies

and practices on the ethical conduct of

salespeople

6. Explain how values influence behaviour

7. List three general guidelines for 

developing a personal code of ethics



that the skills learned in personal selling are applicable at every level of
an organization, and often by people who students may not recognize
as needing selling skills. The “International Business Etiquette” boxed
inserts include examples designed to sensitize students to the impor-
tance of recognizing and accommodating differences across cultures
when selling in international markets. The number of “Selling in
Action” boxed inserts has been increased, and these include examples
of inspiring and interesting contemporary selling stories and tips and
techniques important to various aspects of personal selling.

Organization of This Book
The material in Selling Today is organized around the four pillars of personal
selling: relationship strategy, product strategy, customer strategy, and presen-
tation strategy. The two chapters that make up Part I set the stage for an in-
depth study of the four strategies. The first chapter describes the evolution of
personal selling from 1950 to the present and introduces the four strategies.
The second chapter gives students an opportunity to explore specific career
opportunities in the six major employment areas: service, retail, wholesale,
manufacturing, as an independent agent, and as an inside salesperson. Career-
minded students will also find the first appendix, “Finding Employment: A
Personalized Marketing Plan for the Age of Information,” very helpful.

Research indicates that high-performance salespeople are better able 
to build and maintain relationships than moderate performers. Part II,
“Developing a Relationship Strategy,” focuses on several important person-
to-person relationship-building practices that contribute to success in per-
sonal selling. Chapter 4 examines the influence of communication styles on
relationships between customers and salespeople. Chapter 5, a new addition
to Part II, focuses on sales ethics and the importance of ethical sales behav-
iour for establishing and building customer relationships.

Part III, “Developing a Product Strategy,” examines the importance of
complete and accurate product, company, and competitive knowledge in
personal selling. A well-informed salesperson is in a strong position to apply
the fundamentals of consultative selling.

Part IV, “Developing a Customer Strategy,” presents information on
why and how customers buy, and explains how to identify prospects. With
increased knowledge of the customer, salespeople are in a better position to
achieve their sales goals.

The concept of a salesperson as adviser, consultant, and partner to buy-
ers is stressed in Part V, “Developing a Presentation Strategy.” The traditional
sales presentation that emphasizes closing as the primary objective of per-
sonal selling is abandoned in favour of three types of need-satisfaction pre-
sentations. Here, the salesperson is viewed as a counsellor and consultant.

Part VI includes two chapters: “Management of Self: The Key to Greater
Sales Productivity,” and “Management of the Sales Force.”
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Learning Tools That Enhance Instruction
The third Canadian edition of Selling Today includes several learning tools
that will aid both teaching and learning. The design and development of
these learning activities was influenced by experiences acquired by the
authors in over 1000 seminars, workshops, and conferences.

1. An optional role play and simulation provides students with a realistic
opportunity to apply major concepts presented in selected chapters.
They are given information about a selling position in the service
industry and required to make several critical decisions and complete 
a number of tasks. All materials needed for both salesperson and 
customer roles are provided in this easy-to-use exercise. Easy-to-follow
instructions are provided in the text at the end of Chapters 1, 6, 10, 11,
12, 13, 14, and 15. These instructions refer to “Partnership Selling: 
A Role Play/Simulation for Selling Today,” included on the CD-ROM
that is provided with each text. The role play and simulation provides a
bridge between classroom instruction and the real world of personal selling.

2. Most chapters feature three or four boxed texts,
focusing on the themes “Selling in Action,” “Selling
is Everybody’s Business,” “International Business
Etiquette,” or “Building Relationships
through Technology.” These explore current
real-world examples of what the student is
learning throughout the text. This feature
gives students a contemporary look at per-
sonal selling. Each chapter also includes the
following special features that aid the teach-
ing and learning process:

• a list of learning objectives to help the 
student focus on the important concepts;

• definitions of key terms in the margins
next to where they appear in the text;

• a summary that provides a brief review 
of the most important ideas presented;

• a list of key terms that follows the 
chapter summary;

• a set of review questions that reinforce
the student’s understanding of the major concepts presented in 
the chapter;

• a series of field-based application exercises that will provide students
with opportunities to apply concepts and practices presented (each
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The stress-related tension that surfaces in our lives can

be a barrier to effective interpersonal relations. The psy-

chological problems that can result from too much stress

are anxiety, depression, instability, and reduced interest

in personal relationships. The authors of The One-Minute

Manager Gets Fit have identified four moderators of

stress. When these four are in good working order, they

can help prevent stress from turning into strain.

1. Autonomy is a sense we get on weekends of being

able to do what we want. Autonomy can also be

working independently or having the necessary

skills and qualifications to be able to move from

one job to another.

2. Connectedness relates to the ties we have with those

around us. People with a high sense of connected-

ness feel they have strong, positive relationships in

all areas—at home, at work, and in the community.

3. Perspective has to do with the meaning of life—the

direction, the purpose, the passion that you feel for

what you are doing. It keeps you from letting little

things get you down. Because you are looking at

the big picture, normal strains of daily life do not

get blown out of proportion.

4. Tone is your energy level, your physical well-being

and appearance, and how you feel about your body.

By having better tone, a person can definitely improve

self-esteem and, in doing so, help moderate stress.c

SELLING IN ACTION

Four Moderators of Stress

INTERNATIONAL BUSINESS ETIQUETTE

Selling In France
France is Canada’s third largest trading partner in Europe.

Technological and scientific exchanges between the two

countries have been increasing, and there has always

been and continues to be a strong tourist trade as well.

Currently, France has a low unemployment rate as the

country has legislated a 35-hour work week in 2001 for all

companies with more than 20 employees. If you wish to

sell in France, here are some tips on business etiquette

for you to consider.

• Business meals should not be hurried. Canadians may

“eat to live,” but many French people “live to eat.” Wine

is very common, even at lunch. The French view wine

as an appetite stimulant and an aid to digestion.

• The French culture is a more formal culture. Maintain

certain formalities, such as using last names, even

after you have established a working relationship.

• The French care strongly about their language. Learn

some basic French and to use it whenever you can.

• If you are invited to a French home, it is appropriate to

bring flowers. But, bring an odd number and do not

include chrysanthemums.c

Today, salespeople are challenged to manage a steady

stream of information about customers (needs) and

products (solutions). From this stream of information,

the sales professional must select product information

that will be relevant to a specific customer and deliver

the information in a manner that the customer can

understand. CRM assists the busy salesperson by pro-

viding tools that can collect information and link it to

those who need it. Most CRM systems can receive and

organize information from e-mail, from Web sites, and

from the files of reference material that are kept within

a company’s information system. Sales professionals

can add value to this information by summarizing, com-

bining, and tailoring the information to meet a cus-

tomer’s needs.

When new product information is received,

databases of customer data can be quickly searched to

find those customers who might have an interest. The

new product information can be merged into an e-mail,

fax, or letter to that customer, along with other informa-

tion (benefits) that help the customer assess its value.

Later, the CRM system can display a follow-up alert,

while reminding the sales professional of the informa-

tion that was shared with the customer. (See the exer-

cise Informing Customers with CRM on page 170 for

more information.)

BUILDING RELATIONSHIPS THROUGH TECHNOLOGY

Managing New Product 
Information With CRM

Susan Abramson and Rachel McGarry are two great gals.

They first met while improving their interior decorating

skills at Seneca College, and soon became friends.

Susan and Rachel were quick to recognize they had other

complementary skills, and in 2002, they decided to offer

decorating and organizing advice for homeowners.

Customers who contract with 2 Great Gals can

expect a visit from both gals. Susan, the gal with the busi-

ness skills, says, “We spend the first half of the consulta-

tion doing a ‘walk through’ of the house and asking lots of

questions. We need to know who lives there, what they

value, and how they use their home. Do they have chil-

dren? Pets? Do they entertain a lot? How is the home situ-

ated for natural sunlight? It’s a very consultative process.”

Rachel, the gal with the artistic skills, says,

“Once we have enough information, we can begin to

explore ideas with the homeowners. Before we leave, I

prepare a customized attractive binder with drawings

and visuals to help them implement the decorating and

organizing ideas we discussed.”a www.2greatgals.com

SELLING IS EVERYBODY’S BUSINESS

Two Great Gals



chapter includes at least one Internet exercise and Chapter 3 and
each of the six chapters in Part V include a Role-Play Exercise); and

• a case problem that permits students to analyze and interpret actual
selling situations. Each case problem is based on a real-life situation.

4. Every chapter features an insight on the use of sales force automation,
now referred to as Customer Relationship Management (CRM)
Technology. The trend toward greater use of technology to improve
personal selling effectiveness has grown extensively during the past
three years and will continue to in the years ahead. In response to this
important trend, the third Canadian edition features 17 “Building
Relationships through Technology” insights. Each insight explains how
salespeople use sales automation to improve quality in the selling
process. Optional, easy to complete “Customer Relationship
Management (CRM) Application Exercises” have been expanded in
this edition to 16 chapters, and CRM Case Studies now appear at the
end of 8 chapters. These interactive exercises give students the oppor-
tunity to use the Windows® version of the highly acclaimed ACT!
Contact Management Software program developed by Pat Sullivan
and Mike Muhney, leaders in the field of sales force automation.

The software is included on the CD-ROM that accompanies the text.
Please read the instructions in Appendix B for installing and using this customer
relationship management software.

The ACT! Contact Management System features a prospect database
and other information to be used by students as they make a range of deci-
sions regarding qualifying prospects, approaching prospects, the sales pres-
entation, demonstration, negotiation, closing, and servicing the sale.
Students can print prospect profiles, sales letters, and telephone contact lists;
conduct key-word searches to find important references in the database; and
do many other things. Simple single-stroke instructions are provided that
enable students to experience the many advances in sales automation.

Supplements
Selling Today: Creating Customer Value, third Canadian edition, is accompanied
by a complete supplements package.

INSTRUCTOR’S MANUAL

The comprehensive Instructor’s Manual includes detailed presentation out-
lines, answers to review questions, a trainer’s guide for the “grey issues” sell-
ing ethics game, suggested responses to learning activities, copies of
printouts for Sales Automation Exercises, detailed instructions for using the
video case problems, and a complete trainers guide for using the role play
and simulation.
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TEST ITEM FILE

The Test Item File contains over 1,000 multiple-choice, true/false, and essay
questions. Each question is rated by level of difficulty and includes a text
page reference. It is available in both printed and electronic formats.

Pearson TestGen—The Pearson TestGen is a special computerized ver-
sion of the Test Item File that enables instructors to view and edit the existing
questions, add questions, generate tests, and print the tests in a variety of for-
mats. Powerful search and sort functions make it easy to locate questions and
arrange them in any order desired. TestGen also enables instructors to admin-
ister tests on a local area network, have the tests graded electronically, and
have the results prepared in electronic or printed reports. Issued on a CD-
ROM, the Pearson TestGen is compatible with IBM or Macintosh systems.

CBC/PEARSON EDUCATION CANADA VIDEO LIBRARY

Pearson Education Canada and the CBC have worked together to bring seg-
ments from the CBC series Venture to support this text. All programs have
extremely high production quality and have been chosen to relate directly to
chapter content. (Please contact your Pearson Education Canada sales rep-
resentative for details. These videos are subject to availability and terms
negotiated upon adoption of the text.)

ELECTRONIC TRANSPARENCIES IN POWERPOINT AND

TRANSPARENCY MASTERS

Over 200 PowerPoint transparencies, including figures, graphs, and key con-
cepts featured in the text, are available electronically.  

COMPANION WEBSITE

The Companion Website at www.pearsoned.ca/manning is a handy refer-
ence for students. The site provides video resources and an online study
guide that includes chapter quizzes and application and Internet exercises.
The Virtual Marketing Library lists annotated weblinks organized by key
areas of personal selling, providing a great source of valuable information
right at the user’s fingertips.

Accolades for Selling Today
Selling Today has been the recipient of many accolades over the years. Three
of the most important honours will be of interest to current and potential
adopters. Selling Today was selected by Intelecom for use in its telecourse
entitled The Sales Connection. An esteemed panel of business and academic
professionals spent over two years and $1-milllion to develop this important
new college course. Selling Today was also selected by Certified Marketing
Services International for use with the first international program for sales
certification. The International Organization for Standardization (ISO)
authorized CMSI to develop and administer this important new program.
The major objective of this certification program is to increase the standard
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of excellence in the field of personal selling. Sales Links/Mentor Associates,
a popular Internet Web site for persons involved in major account selling,
sales training, and sales optimization selected Selling Today as the best over-
all textbook covering the field of personal selling.

Acknowledgments
Many people have made contributions to the third Canadian edition of Selling
Today: Creating Customer Value. We are very grateful to Jack W. Linge, who con-
tributed significantly to the development of the sales force automation case
study, which is an important addition to this textbook. Special recognition is also
extended to Cadalyst Resources and Contact Software International for assis-
tance in developing materials used in conjunction with the third Canadian edi-
tion. The text has been improved as a result of numerous helpful comments and
recommendations. We extend special appreciation to the following reviewers:

Bill Lucas, Mohawk College; Padma Vipat, Douglas College; Judith Koch,
Grant MacEwan College; Barbara Eddy, Sheridan College; Florence Israel,
Seneca College; and Doug McLean, Sprott-Shaw Community College.

The Search for Wisdom in the 
Age of Information
The search for the fundamentals of personal selling has become more diffi-
cult in the age of information. The glut of information (information explo-
sion) threatens our ability to identify what is true, right, or lasting. The
search for knowledge begins with a review of information, and wisdom is
gleaned from knowledge (see model in margin). Books continue to be one
of the best sources of wisdom. Many new books, and several classics, were
used as references for the third Canadian edition of Selling Today. A sample
of the more than 100 books used to prepare this edition follows.

Blur: The Speed of Change in the Connected Economy by Stan Davis and
Christopher Meyer

Data Smog: Surviving the Information Glut by David Shenk

The New Strategic Selling by Robert B. Miller and Stephen E. Heiman

Selling the Invisible by Harry Beckwith

Working With Emotional Intelligence by Daniel Goleman

Psycho-Cybernetics by Maxwell Maltz

The Double Win by Denis Waitley

Zero-Resistance Selling by Maxwell Maltz, Dan S. Kennedy, William T. Brooks, 
Matt Oechsli, Jeff Paul, and Pamela Yellen

Messages: The Communications Skills Book by Matthew McKay, Martha Davis,
and Patrick Fanning

Spin Selling by Neil Rackham

The Power of 5 by Harold H. Bloomfield and Robert K. Cooper

Secrets of Closing the Sale by Zig Ziglar
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Sales Magic by Kerry L. Johnson

The New Professional Image by Susan Bixler and Nancy Nix-Rice

Complete Business Etiquette Handbook by Barbara Pachter and Marjorie Brody

The 7 Habits of Highly Effective People by Stephen R. Covey

Integrity Selling by Ron Willingham

Selling With Integrity by Sharon Drew Morgan

Thriving on Chaos by Tom Peters

Changing the Game: The New Way to Sell by Larry Wilson

The Circle of Innovation by Tom Peters

Business @ The Speed of Thought by Bill Gates

Consultative Selling by Mack Hanan

The 10 Natural Laws of Successful Time and Life Management by Hyrum W. Smith

Personal Styles and Effective Performance by David W. Merrill and Roger H. Reid

The Versatile Salesperson by Roger Wenschlag

The Butterfly Customer by Susan M. O’Dell and Joan A. Pajunen

Making Contact by Barry Siskind

Seminars to Build Your Business by Barbara Siskind

Secrets of Power Presentations by Peter Urs Bender

Secrets of Customer Relationship Management by James G. Barnes

The Salesperson’s Handbook by Cy Charney

Stop, Ask, and Listen by Kelley Robertson

How to Make Hot Cold Calls by Steven J. Schwartz

If you were arrested for selling, would there be enough evidence to convict you
by Ian Selbie

Up your bottom line by Bob Urichuck

No B.S. Sales Success by Dan Kennedy

The EQ Edge by Steven J. Stein and Howard E. Book

An Investment in the Future
Charles Schwab, the great industrialist and entrepreneur said, “We are all
salespeople every day of our lives, selling our ideas and enthusiasm to those
with whom we come in contact.” As authors, we suggest that you retain this
book for future reference. Periodic review of the ideas in this text will help
you daily in areas such as

• interviewing for new jobs in the future

• understanding and training salespeople who work for you or with you

• selling new ideas to senior management, co-workers, or employees you
might be supervising

• selling products or services that you represent as a salesperson

We wish you much success and happiness in applying your knowledge
of personal selling.
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