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PREFACE

Much of the Western world has experienced a rapid shift from a production-focused to a 
sales- and service-focused economy. Approximately one in nine people in the U.S. work-

force hold sales-related positions. In fact, selling is the second largest employment category in 
the United States, offering an enormous variety of different employment contexts and opportu-
nities to more than 20 million salespeople nationwide. Moreover, as sales researchers predict, 
this figure will continue to grow. Despite these staggering numbers conveying the importance 
of the sales function, business education has been slow to act to the market’s increased demand 
for highly trained salespeople. Fortunately, in the last decade, many business schools have either 
developed or begun to develop specialized courses and programs in sales and sales management. 
Given the high demand for skilled sales professionals, senior sales managers are highly enthusi-
astic about recruiting students from these programs, where many of these students are receiving 
multiple job offers with excellent earning potential.

Those seeking a job in sales are not the only ones who will benefit from learning how to 
sell. In fact, almost everyone these days uses traditional sales-related activities in their profes-
sional and social lives. People use a whole assortment of selling techniques in everyday life to 
persuade decision makers and advance their causes. According to Daniel Pink, the author of the 
best-selling book, To Sell Is Human, people are using about 40 percent of their time at work to 
engage in what he calls “non-sales selling”—persuading, convincing, influencing, and moving 
others in ways that do not involve anybody making a purchase. Moreover, people across a wide 
variety of professions spend about 24 minutes of every hour influencing or moving others, and 
they consider this time investment crucial to their success.1 Selling is increasingly becoming a 
master skill for success in the 21st century.

This paradigm shift, in which selling has become an integral part of the social and business 
life, has coincided with another major revolution—the dramatic change in ways in which people 
access information. The information age has transferred the power from sellers to customers. 
Today’s customers can easily compare the offerings of different sellers through various online 
methods and choose those offerings that best suit their needs. For example, a recent Google 
shopper sciences study discovered that, on average, customers gather information from ten dif-
ferent sources before making a decision. In the business-to-business selling context, research 
estimates that approximately 60 percent of a customer’s buying decision has been completed 
digitally by decision makers before they reach out to a sales rep. Given this shift, the true value 
of a salesperson lies in the co-creation of value with the customer.

Another phenomenon that has received less attention in the press is the shift in sales force 
composition from field sales to inside sales, thereby lowering the sales costs by more than 
50% (on average, an outside sales call costs $308, whereas an inside sales call costs only $50). 
Research by ZS Associates indicates that 40 percent of large companies in the technology arena 
are shifting from the field to inside sales. COVID-19 has accelerated this process. While before 
COVID-19, more than half of sales were made by outside sales teams, when the pandemic hit, 
almost 90 percent of sales moved inside. The primary enablers of this change are the easy-to-
use online videoconferencing and webinar communication tools, which are a good substitute for 
face-to-face meetings and give customers the comfort of purchasing and collaborating remotely.

The simultaneous shift towards co-creation of value and inside sales represents a dichot-
omy in sales function and is a manifestation of changing customer preferences. In order to lock 
their customers in and create and deliver superior value in times when customers have more 
choices and fewer switching costs, salespeople are adopting a partnering style of selling to build 
long-term, strategic relationships with their customers. Having these long-term relationships is 

1 Daniel Pink, To Sell Is Human: The Surprising Truth about Persuading, Convincing, and Influencing 
Others (NY: Riverhead Books, 2012), pp. 19–25.
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important, as it is more profitable for companies to retain existing customers than it is to acquire 
new customers. The pivotal role of a partnering style of selling in today’s highly competitive 
business environment is a common theme throughout the 15th edition of Selling Today: Partner-
ing to Create Value.

The primary goal of each revision of Selling Today is to develop the premier research-
backed text available, and the most practical and applied text available in the marketplace. The 
revision process begins with a thorough review of several hundred articles, books, and research 
reports. We also study popular sales training programs such as Conceptual Selling, SPIN Sell-
ing, Integrity Selling, Trusted Advisor, and Solution Selling. Major corporations throughout the 
world such as Microsoft, Marriott, Principal Financial Group, UPS, Wells Fargo, and Xerox use 
these training programs. Of course, reviews and suggestions by professors and students influence 
decisions made during the revision process as well.

Staying on the Cutting Edge: New to This Edition
The business environment and research on personal selling and sales force management contin-
ues to experience significant changes. Our primary goal as researchers, practitioners, and consul-
tants in the field of selling is to provide a cutting-edge treatment of the field. The 15th edition of 
Selling Today describes what ramifications the information age has for the selling world and how 
sales professionals must cope with new issues arising from the information revolution with an 
ethical, customer-centered mindset. The most significant changes in the new edition include the 
following (videos are available in the MyLab™ and eTextbook):

	d Chapter 1 addresses the impact of artificial intelligence on the role/value of salespeople 
and explores the impact of the COVID-19 pandemic on opportunities for women in sales 
occupations.

	d Expanded discussion in Chapter 2 of the strategic/consultative-selling model addresses how 
advances in technology have revolutionized consumer buying behavior and the role of elec-
tronically mediated interactions.

	d The updated Global Business Insight box in Chapter 3 on doing business in China references 
recent drivers for companies to leave China.

	d The new Reality Selling Video for Chapter 6 features Bolaji Ayodele, a senior Business 
Development Representative for Autodesk. Autodesk is an American software corporation 
that makes software products and services for architecture, engineering, construction, and 
other industries. Bolaji’s video shows an example of the new role of Business Development 
within companies.

	d Chapter 8 offers expanded discussions of business and government buyer behavior and the 
diminished role of information asymmetry in the typical buying process with two new figures.

	d Chapter 9 coverage of sources of prospects and accounts addresses the role of marketing and 
prospecting with the weight customers place on online resources (supported by two new fig-
ures) and the use of lead scoring models.

	d New coverage of digital presentations in Chapter 10 highlights the challenges of capturing the 
prospect’s attention and attracting interest. In addition, the Selling in Action box in Chapter 
10 now includes a discussion of business card rituals in Japan.

	d The four-part model in Chapter 11 has been updated to reflect new developments in sales 
such as changes in product knowledge and how it impacts product configuration and solution 
selection.

	d Chapter 12 introduces modern product demonstration software.
	d The new Reality Selling Video for Chapter 14 features Maria Candurin, a Sales Development 

Representative for Starburst. Starburst provides optionality for accessing data at scale without 
having to move data. In this video, Maria shows an example of calling potential clients.

	d The new Reality Selling Video for Chapter 17 features Justin Bremer, the Vice-president, 
and Regional Sales Leader at Fidelity Investments. Fidelity Investments offer financial plan-
ning and advice, retirement plans, wealth management services, and a wide range of other 
financial services to customers. In this video, Justin shows how senior leaders can coach 
salespeople to improve their sales calls skills through role-play.
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	d Reality Selling Role-Play and Video Scenarios study guides have been updated in  
Appendix 1 for the relevant new Reality Selling videos.

	d Extensive referencing of academic articles found in the Journal of Personal Selling and Sales 
Management, Journal of Marketing, Harvard Business Review, and others have been brought 
up to date. Topics and trends in selling garnered from numerous trade publications such as 
Selling Power, ThinkSales, Value Added 21 Selling, Sales and Marketing Management, and 
The American Salesperson have been integrated throughout the 15th edition.

	d An updated Glossary appears at the end of the book for quick reference.

Developing Employability Skills
Selling Today’s video-based sales training support is unparalleled as a teaching and learn-
ing resource. Two different video series in this title’s MyLab—Reality Selling Today and 
Adaptive Selling Training—provide a grounding in the skills and role-playing experiences 
students need to be prepared for successful careers in the modern-day sales environment.

Reality Selling Today Videos feature successful recent college graduates making sales 
calls, as they do on a daily basis in their professional personal selling careers. There are a 
total of 13 Reality Selling Today Videos, each providing a real-world example of sales careers 
and presentations. These video presentations are introduced in a chapter-opening vignette, related 
to the material presented in the chapter, applied with a case problem at the end of the chapter, and 
further used as a setting for detailed role-play scenarios presented in Appendix 1. In this edition, 
three new videos were shot “on-site” in settings where these successful salespeople and sales 
managers make their sales presentations and coordinate with their team members.

The professionally produced Adaptive Selling Training Video Series is the only custom-
produced video series available to accompany a textbook on selling.

	d Exclusive to Selling Today! Neil Rackham Selling Today/SPIN Selling Video. Utilizing 
the extensive research, writing, and worldwide consulting work of Neil Rackham, the authors 
have partnered with him to produce this exclusive video. Neil Rackham is one of the most 
recognized sales authors of all time. Celebrated for his pioneering book titled SPIN Selling, 
Neil is a sought-after expert who consults with global organizations on improving and stream-
lining their sales functions.

Presented in Chapter 11 “Determining Customer Needs with a Consultative Question-
ing Strategy,” the Adaptive Selling Today Videos feature Rackham providing cutting-edge 
information on the effective use of questions in Selling Today. Additionally, Neil shares his 
insights on the changing role of salespeople in an increasingly competitive marketplace. He 
further emphasizes the importance of sales education in the business curriculum. This is very 
useful information for instructors looking to introduce questioning methods or discuss the 
evolution of value selling.

	d Multi-part series produced and directed by Arthur Bauer, a well-known and widely 
acclaimed award-winning training-video professional. The videos present concepts 
in the text based on carefully written scripts and utilization of professional actors, and 
they are filmed in real, contemporary business settings. These professionally produced 
videos are also marketed and sold to sales training directors throughout the world, and 
they are used to train their salespeople in the skills critical to success in the profession  
of selling.

1.	 The video on the “Evolution of Selling” supports Chapter 2. This video outlines the entire 
history of selling using graphics depictions of sales throughout its evolution. This is very 
useful in showing students how the art and proactive of selling has evolved and remains 
important in this heavily digital age.

2.	 The video on building relationships, “Communication Styles: The Key to Adaptive 
Selling,” describes how to use behavioral psychology to build strong, mutually reward-
ing relationships. Designed to be shown when presenting Chapter 5, it discusses how 
to avoid style bias by understanding and flexing one’s style to adapt and communi-
cate effectively with the customer’s style. A web-based style assessment exercise titled 

Neil Rackham
Source: Courtesy of Michael Ahearne
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Communication Style Assessment is designed to discover one’s own preferred style as 
well as to discover the styles of those clients in the prospect database. To access the 
Communication Style Assessment and share it with your students, go to www.pearson 
.com/en-gb.html, search for this text and go to Additional Resources.

3.	 The video on “Questioning” presents a widely researched approach to discovering cus-
tomer needs using the consultative model. Shown when covering Chapter 11, application 
exercises at the end of the chapter apply and enhance the development of this critical, con-
sultative selling skill. Closely aligned with the four questions in the Spin Selling Model, 
professional actors show how each of these questions is effectively used in the sales 
process.

4.	 The video titled “Negotiations: Solving the Tough Points” supports the principles 
in Chapter 13 on negotiation. Using a medical equipment sales setting, professional 
negotiation strategies are dramatically presented for moving through the sometimes 
difficult process of answering customer concerns, moving the sale forward, and 
achieving a win-win solution.

5.	 The video titled “Ask for the Order and Get It” is built on the concepts in Chapter 14, 
“Adapting the Close and Confirming the Partnership.” This video is designed to visually 
and dramatically present the many methods for moving the sales process to a successful 
conclusion.

Organization of This Book
The material in Selling Today continues to be organized around the four pillars of personal sell-
ing: relationship strategy, product strategy, customer strategy, and presentation strategy. More-
over, in the 15th edition, we emphasize ethical selling as an important factor within which all the 
four strategies should be embedded. Part 1, “Developing a Personal Selling Philosophy,” includes 
Chapters 1 and 2 and sets the stage for an in-depth study of these strategies. The first chapter 
provides a contemporary definition of selling and gives students the opportunity to explore career 
opportunities in the information age, while the second chapter describes the evolution of personal 
selling associated with the information revolution.

Research indicates that high-performance salespeople are better able to build and main-
tain relationships than are moderate performers. Part 2, “Developing a Relationship Strategy,” 
focuses on several important person-to-person relationship-building practices that contribute 
to success in personal selling. The influence of ethical selling as the foundation of successful 
relationships is discussed in Chapter 3. Creating value with a relationship strategy is discussed 
in Chapter 4. Chapter 5, “Communication Styles: A Key to Adaptive Selling Today,” intro-
duces communication styles, explains how to build strong relationships with style flexing, and 
provides a web-based assessment that enables one to discover their own style and the style of 
others they will be working with. To access the Communication Style Assessment Exercise 
online and share with your students, go to www.pearson.com/en-gb.html, search for this text 
and go to Additional Resources.

Part 3, “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 configure value-added product solutions for a customer’s unique needs. 
The importance of having expert product knowledge as well as knowledge of competition and 
industry trends is discussed in Chapter 6, while Chapter 7 explains how to sell with a value-added 
strategy.

Part 4, “Developing a Customer Strategy,” presents information on why and how custom-
ers buy, and also explains how to identify prospects. With increased knowledge of the customer, 
salespeople are in a better position to understand a customer’s unique wants and needs and to 
create customer value in the multi-call, lifetime customer setting. Chapter 8 sheds light on con-
sumer- and business-buying behaviors, while Chapter 9 describes the strategies used to develop 
prospects and accounts. Appendix 2 provides students the opportunity to assume a new sales posi-
tion as Regional Account Manager, taking over an account base with 20 existing clients/prospects. 
Students assume responsibility for developing sales strategies and tactics to move these prospects 
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through the six-step sales process presented in the text. Regional Account Management Case 
Study exercises at the end of   Chapters   9  –  15   challenge students to properly apply the sales process 
they are studying to their new role as a Regional Account Manager. 

 The concept of a salesperson as an advisor, consultant, value creator, and partner to buyers 
is stressed in Part 5, “Developing a Presentation Strategy.” Emphasis is placed on the need-
satisfaction presentation model as well as on ways to provide outstanding service after the sale. 
  Chapter   10   introduces the concept of adaptive selling as a useful strategy to approach customers.   
Chapter   11   explains how to identify customer needs with a consultative questioning strategy 
and   Chapter   12   discusses the role of a consultative presentation in delivering value to the 
customers. The principles of formal negotiations as a part of a win-win strategy are discussed 
in   Chapter   13  , while   Chapter   14   focuses on proper attitudes and strategies to close the sales. 
  Chapter   15   finishes Part 5 by discussing the role of customer service in building sustaining, 
profitable relationships with the customer. 

 Personal selling is one of the few professions that inherently requires a great deal of self-
discipline. Part 6 focuses on managing self as well as others by discussing the four dimensions 
of opportunity management in   Chapter   16   and the fundamentals of sales force management in 
  Chapter   17  . 

 The 15th edition features three Appendices.   Appendix   1  , “The Reality Selling Today 
Role-Plays and Video Scenarios,” includes 13 role-play scenarios that provide students with 
the opportunity to, of course, sell. Due to the rise of multiple-account management as one 
of the key sales roles in many organizations today, the 15e includes   Appendix   2  , which is 
devoted to a multi-chapter case study on regional account managers’ daily challenges and 
responsibilities. 

 The popular   Appendix   3   allows students to integrate and apply what they have learned from 
this textbook in all four strategic areas of personal selling. The 15th edition features a luxury beach-
front resort and convention center with an interactive simulated website for use in student sales 
presentations. To access additional materials for   Appendix   3  , go to  www.pearson.com/en-gb.html , 
search for this text and go to Additional Resources.  

   Building on Traditional Strengths  
Selling Today: Partnering to Create Value  has been successful because the authors continue to 
build on strengths that have been enthusiastically praised by instructors and students. Previous 
editions of  Selling Today  have evolved by tracing the trends in professional selling and highlight-
ing the most critical areas for salesperson success. This edition provides material on a number of 
evolving and important concepts. 

1. The partnering era  is described in detail. Partnership selling principles, so important to 
today’s successful selling and marketing strategies, are presented and clearly illustrated 
throughout the text. Strategic alliances—the highest form of partnering—are discussed in 
detail.  

2. Value-added selling strategies  are presented throughout the text. Salespeople 
today are guided by a new principle of personal selling:  Partnerships are estab-
lished and maintained only when the salesperson creates customer value . Cus-
tomers have fundamentally changed their expectations. They want to partner 
with salespeople who can create value, not just communicate it. Value creation 
involves a series of improvements in the sales process that enhance the customer’s 
experience.  

3. Ethics as the Foundation of Selling Today  Ethical selling is highlighted in 
  Chapter    3  , “Ethics: The Foundation for Partnering Relationships that Create 
Value,” as well as throughout the book.   Chapter   3   addresses the many ethical 
lapses existing in the business world and emphasizes the need for a highly ethical 
interaction with customers as the starting point of all relationship development, if 
one is to build long-term, partnering-style selling relationships. Moreover, the eth-
ics assessment at the end of the chapter and new text models are used to highlight 
an emphasis on ethical selling. 

interaction with customers as the starting point of all relationship development, if 

ics assessment at the end of the chapter and new text models are used to highlight 

Presentation
Strategy

The Relationship Strategy

Ethics—The Foundation for Partnering
Style Interactions that Create Value

Product
Strategy

Customer
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4. CRM (Customer Relationship Management) Systems boxed features.  The CRM has 
been updated and enhanced by exposing users to a broad-based application of today’s best-
selling CRM applications. In   Chapter   1  , we introduce the use of popular CRM systems, such 
as Salesforce, NetSuite, Siebel, and Sugar CRM, through our popular boxed inserts. Then in 
  Chapter   2  , we provide instructions for the use of a regularly updated 30-day  Salesforce.com  
free trial as well as access to training videos for the software. Additional CRM boxed inserts 
appearing throughout the text show how salespeople apply customer relationship manage-
ment software to improve their partnering strategies. 

 Additionally, students can experience the importance of CRM Contact Reports and 
accompanying Notes Windows with the 20 regional accounts presented in   Appendix   2  , The 
NewNet Systems Regional Accounts Management Case Study. They soon realize the value 
of information entered into CRM systems as they analyze account metrics, prepare reports, 
and move their new accounts successfully through the sales process.  

5. Updated Social Selling Today boxed features.  Social media is playing a larger role in 
Selling Today . The 15e boxed inserts reflect strategies utilizing social media for selling 
in today’s information-driven business world. Informing students how social networking 
applies to personal selling, these succinct inserts identify how social media networks, such 
as Facebook, Twitter, LinkedIn, and YouTube, can be used effectively in the selling process.  

6. Real-world examples , a hallmark of previous editions and a contin-
ued focus in this edition, build the reader’s interest in personal selling 
and promote an understanding of the major topics and concepts. With 
opening vignettes at the beginning of each chapter that put students in 
the shoes of the salesperson, and role-plays that allow students to uti-
lize the skills they have learned, the real-world examples truly enrich 
the overall learning experience. Additional real-selling examples have 
been obtained from a range of progressive organizations, large and 
small, such as Emeco Ltd.; Whirlpool Corporation; UPS; BKM Total 
Office; Mutual of Omaha; Design Display, Inc.; Baxter Healthcare; 
Marriott Hotels; and Nordstrom.  

7. The Reality Selling Video Role-Plays in   Appendix   1   , in addition to the role-play exercises 
and video case problems, remain an invaluable resource for instructors. Each scenario in 
  Appendix   1   gives students the chance to assume the role of a salesperson in selling scenarios 
that are relevant to today’s competitive environment. These role-play scenarios build on what 
students learned in the Reality Selling Video sales presentations and interviews. The detailed 
salesperson/customer role-play scenarios use the actual products and sales positions of the 
salespeople who appeared in the Reality Selling Videos. Websites of the companies the stu-
dents will be using to role-play their sales presentations are supplied in order to learn appropri-
ate amounts of product and company information. The Reality Selling Video interviews and 
sales presentations provide the necessary background and contextual information for students 
to use in both selecting the scenario and conducting the role-play. The Reality Selling Role-
Plays are also specifically designed to prepare students for professional selling role-play com-
petitions at annual college and university competitive event conventions. Refer to the following 
links for more information on the leading sales competitions at the college and university level: 

d     http://coles.kennesaw.edu/ncsc/   
d    www.universitysalescenteralliance.org/sales_competitions.html   
d    https://www.deca.org/wp-content/uploads/2016/09/CGuide_2016-17_ProfSales.pdf   
d    http://rbisaleschallenge.wpunj.edu/   
d    https://kelley.iu.edu/GlobalSales/students/competitions/page15657.html     

8. The NewNet Systems Regional Accounts Management Case Study in   Appendix   2  .  For 
the first time in a personal-selling textbook, students are exposed to the strategic sales-
planning responsibilities associated with moving multiple accounts successfully through the 
sales process for a company called NewNet Systems.   Appendix   2   features the challenges 
and responsibilities of a regional account manager selling to 20 accounts with a projected 
total sales of $1.8 million. Training future salespeople on these planning responsibilities is 
extremely important as the demand for account managers in today’s businesses is burgeon-
ing. Moreover, a recent study suggests that account managers spend 74 percent of their time 

140    PART 3 • dEVEloPing A PRoduCT STRATEgY

a product goes through from the time it is first introduced to the market until it is discontinued. 
As the product moves through its cycle, the strategies relating to competition, promotion, pricing, 
and other factors must be evaluated and possibly changed. The nature and extent of each stage in 
the product life cycle are determined by several factors, including the following:

1. The product’s perceived advantage over available substitutes
2. The product’s benefits and the importance of the needs it fulfills
3. Competitive activity, including pricing, substitute product development and improvement, 

and effectiveness of competing advertising and promotion
4. Changes in technology, fashion, or demographics14

As we attempt to develop a product-selling strategy, we must consider where the product is 
positioned in terms of the life cycle. The sales strategy used to sell a new and emerging product 
is much different from the strategy used to sell a mature, well-established product (Figure 7.2).

Selling New and Emerging Products Selling strategies used during the new and emerging 
stage (see Figure 7.2) are designed to develop a new level of expectation, change habits, and, 
in some cases, establish a new standard of quality.15 The goal is to build desire for the product. 
Highly talented and resourceful salespeople are needed during the product initiation phase.16 
Salespeople must be resourceful, possess information regarding every aspect of the product, and 
be able to present a convincing value proposition.17

When Brother International Corporation introduced its line of Multi-Function Center (MFC) 
machines, the goal was to convince buyers that one machine could replace five separate machines. 
However, before buyers would give up their copy machine, fax machine, laser printer, and other 
machines, they asked some hard questions. Is a multi-function machine reliable? Does the quality 
match that of the current machines? Finding the best machine for each customer is challenging 
because Brother offers more than 10 different MFC models from which to choose.

In some cases, the new product is not a tangible item. Several years ago, IntraLinks closed 
its first big sale, a $50,000 contract, with J.P. Morgan. The company got its start providing 
the financial services industry with the secure transmission of highly confidential information 
across the Internet. Patrick Wack and his business partners convinced J.P. Morgan and other 
financial firms that they did not need to rely on an army of foot messengers and FedEx trucks to 

SELL ING IS  EVERYONE’S  BUSINESS 

Selling a New Product
Melanie Perkins is the CEO of Canva, an Australian graphic design software 
startup. Perkins taught students at the University of Western Australia how 
to utilize popular design tools such as InDesign and Photoshop, which many 
students found difficult to use. Canva was founded by Perkins in response to 
a market opportunity to provide a user-friendly design tool for both pros and 
non-designers. Perkins saw some early challenges when her new product pitch 
was rejected by 100 Venture Capital Groups. She was determined and created 
an online community around Canva prior to its launch, resulting in a waitlist 
of 50,000 individuals eager to try the platform. Perkins attended industry 
gatherings and networked with design leaders in order to market products. 
Canva is now valued at $26 billion, the biggest of any female-founded and 
female-led firm in the world and has increased the couple’s total net worth to 
an estimated $7.8 billion.

Source: Horacio Villalobos/Getty Images
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engaging in non-sales activities such as administrative tasks, traveling and waiting, and sales 
preparation. These figures attest to the fact that training and practicing effective management 
of these activities is crucial for future salespeople in today’s business context. These account 
management responsibilities are coded to each of the six chapters in Part 5, Developing a 
Presentation Strategy, a sales process unit which makes it easy for professors to assign and 
monitor, and excellent for in-person or online courses.

9.	 Appendix 3: Partnership Selling Role-Play. This text includes an exciting luxury beach-
front resort and convention center as the setting for the Partnership Role-Play. Selling Today 
is the only textbook that provides student exposure and experience to role-playing the entire 
consultative sales process from acquiring easy-to-learn product knowledge, initial building 
of sales relationships, discovering customer needs, and creating and delivering a technology-
rich sales presentation. Appendix 3 is a perfect fit for both in-person or online courses. Serv-
ing as an excellent capstone experience, students develop the critical skills needed to apply 
relationship, product, customer, and presentation strategies.

MyLab™ Marketing for Selling Today 15th Edition
MyLab Marketing lets instructors create a course that best fits the unique needs of their students 
and their curriculum. Each MyLab course has a foundation of interactive course-specific content—  
created by authors who are experts in their field—that can be tailored and assigned as needed. 
Digital tools activate learning, to more fully engage student learners and help them prepare for 
class. Videos, interactive figures, Dynamic Study Modules, Mini-Simulations, cases, short quiz-
zes and more enhance students’ understanding of core topics as they progress through the course. 
MyLab Marketing also provides data that allows instructors to see how their students are doing 
in the course, as they go, so they can decide what to teach and how best to teach it.

For this Fifteenth Edition, MyLab Marketing includes:

	d An enhanced, dynamic eTextbook that features interactive figures, embedded videos, and 
current events feature boxes.

	d New and updated Video Assignments help students connect key course concepts to real-
world events. These current events videos are featured alongside text-specific videos, illus-
trating the most important topics in the selling course. These Selling Today videos include 
Adaptive Selling Today Videos, Adaptive Selling Training Videos, Reality Selling Today 
Videos, and Reality Selling Today Role-Play Videos.

	d New Mini-Simulations are included for some chapters, putting students in the role of profes-
sional business people and giving them the opportunity to apply course concepts and develop 
decision-making skills through real-world business challenges.

	d New Communication Mini Sims aligned with Chapters 10–15 place students in real-world  
selling communication scenarios, and they let students edit and improve their business writing in an 
interactive, step-by-step setting.

	d New Case Study Library assignments are included for select chapters, challenging students 
to apply critical thinking to current business examples and scenarios.

	d New and revised Warm Ups, Study Plan questions, and Chapter Quizzes check students’ 
understanding of key chapter concepts.

	d New Dynamic Study Modules use the latest developments in cognitive science to help students 
study by adapting to their performance in real time.

Visit www.pearson.com/mylab/marketing to learn more about MyLab Marketing.

Selling Today Supplements
At www.pearson.com/en-gb.html, instructors can access a variety of print, digital, and presenta-
tion resources available with this text in downloadable format. Registration is simple and gives you 
immediate access to new titles and new editions. As a registered faculty member, you can download 
resource files and receive immediate access and instructions for installing course management content.

Park Shores Resort and Convention 
Center.
Source: Ken Howard/Alamy Stock Photo
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The following supplements are available to adopting instructors:

	d Instructor’s Manual. This downloadable Instructor’s Manual includes lecture outlines, 
answers to all end-of-chapter questions and case questions, detailed teaching instructions 
and answers for the three appendices, and additional activities and assignments for your 
students.

	d Test Item File. This downloadable Test Item File contains over 1,200 questions, includ-
ing multiple-choice, true/false, and essay-type questions. Each question is followed by the 
correct answer, the learning objective it ties to, the AACSB category when appropriate, the 
question type (concept, application, critical thinking, or synthesis), and a difficulty rating.

	d PowerPoint Presentations. This downloadable deck of PowerPoint presentations includes 
basic outlines and key points with corresponding figures and art from each chapter. These 
presentations are ready to use or completely customizable for individual course needs. The 
notes section of each slide provides additional explanations written for your students.

	d TestGen. Pearson Education’s test-generating software is PC/Mac compatible and preloaded 
with all of the Test Item File questions. You can manually or randomly view test questions 
and drag-and-drop to create a test. You can add or modify test-bank questions as needed. 
These conversions can be found within the Instructor Resources on pearson.com/en-gb.html.

The Search for Wisdom in the Age of Information
The search for the fundamentals of personal selling has become more difficult in the age of infor-
mation. The glut of information (information explosion) threatens our ability to identify what is 
true, right, or lasting. The search for knowledge begins with a review of information, and wis-
dom is gleaned from knowledge. Books continue to be one of the best sources of wisdom as are 
online links and videos. We provide an excellent array of support videos for various parts such as 
the Reality Selling section, making the 15th edition more practical and hands-on than any other 
textbook in the market. Many new books, and several classics, were used as references for the 
15th edition of Selling Today: Partnering to Create Value. A sample of the more than 40 books 
used to prepare this edition follows:

Working with Emotional Intelligence by Daniel Goleman

The Tipping Point by Malcolm Gladwell

Integrity Selling for the 21st Century by Ron Willingham

The Platinum Rule by Tony Alessandra and Michael J. O’Connor

A Whole New Mind by Daniel H. Pink

Rethinking the Sales Force by Neil Rackham and John R. DeVincentis

Business Ethics by O. C. Ferrell, John Fraedrich, and Linda Ferrell

Negotiating Genius by Deepak Malhotra and Max H. Baserman

52 Sales Management Tips: The Sales Manager’s Success Guide by Steven Rosen

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

Close the Deal by Sam Deep and Lyle Sussman

Complete Business Etiquette Handbook by Barbara Pachter and Marjorie Brody

Effective Human Relations—Personal and Organizational Applications by Barry L. Reece 
and Monique Reece

Emotional Intelligence for Sales Success: Connect with Customers and Get Results by 
Colleen Stanley and Jill Konrath

Business Ethics: Ethical Decision Making and Cases by O. C. Ferrell, John Fraedrich, and 
Linda Ferrell

First Impressions—What You Don’t Know about How Others See You by Ann Demarais and 
Valerie White

Hug Your Customers by Jack Mitchell

Insightful Selling: Learn the S.A.L.E.S. Formula to Differentiate Yourself and Create 
Customer Value by Adon T. Rigg
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