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Overview of Personal Selling Biomod, Inc.: Chapter 1: Role Play
Background
Biomod, Inc., a California-based manufacturer of educational models of the human body, has been in business since the mid-1960s. The company's products, sold primarily to middle schools in the United States, are available in plastic or as computer images. Accompanying products include lesson plans for teachers, and workbooks and computer programs for students. Biomod has enjoyed healthy sales increases in recent years, as schools increasingly integrated computer-assisted instruction into their curricula. Five years ago, Biomod began selling consumer versions of its models through selected specialty educational toy stores and recently began selling on its own Web site. In addition, Biomod is also selling on the Web through Hypermart.com and Ed-Toys. Further, Biomod has had discussions with Toys “R” Us, and the giant retailer seems eager to stock Biomod products.
Biomod has employed Zack Wilson, a recent graduate of San Diego State University, for the past six months. He has become familiar with all aspects of marketing the Biomod product line and is now the sales representative for electronic retailing accounts. Wilson is truly excited about his job, as he sees the explosive growth potential for selling Biomod products on the Internet. His first big success came when he convinced Hypermart.com to sell Biomod products. After all, Hypermart has the reputation in most circles as the premier electronic retailer. Thirty days after his initial sales to Hypermart, Wilson was thrilled to land Ed-Toys as his second electronic retailer.
There was no doubt about it—Zack Wilson was on a roll. Securing commitments from Hypermart and Ed-Toys within a month was almost too good to be true. In fact, there was only one problem facing Wilson. Hypermart had begun discounting the Biomod product line as much as 20 percent off suggested retail, and Ed-Toys was unhappy with the intense price competition. The following conversation had just taken place between Wilson and Ed-Toys buyer Andrea Haughton:
Haughton: Zack, your line looked really promising to us at suggested retail prices, but meeting Hypermart's pricing sucks the profit right out of the equation. Are you selling Hypermart at a lower price than us?
Wilson: Absolutely not! Hypermart just decided to promote our line with the discounts.
Haughton: So the discounts are just a temporary promotion? When will Hypermart stop discounting?
Wilson: Well, I don't really know. What I mean by that is that Hypermart often discounts, but in the case of the Biomod line, I've got to believe it's just a temporary thing.
Haughton: Why do you think so?
Wilson: Because they haven't asked me for a lower price. Like you, they can't be making much of a profit after the discounts.
Haughton: Well, Zack, we need to stop the bleeding! I can't go on meeting their prices. If they're not making money either, maybe it's time you get them to stop the discounting. Can you talk with them about getting up to suggested retail?
Wilson: Andrea, you know I can't dictate retail selling prices to them any more than I could to you.
Haughton: Nor am I suggesting you try to dictate prices. I am simply suggesting that you let them know that if they choose to go back to suggested retail, we will surely follow. If we can't sell at suggested retail, we will have little choice but to stop selling the Biomod line. I'm sure you can appreciate the fact that we have profit expectations for every line we sell. At 20 percent off, Zack, the Biomod line just doesn't cut it for us.
Wilson: Okay, I will see what I can do.
Later in the day, Wilson checked his e-mail and found a disturbing message from Barbara Moore, a Biomod sales representative for the retail store division. Moore's message informed Wilson that one of her key retailers had visited the Hypermart Web site and was extremely upset to see the heavy discounting on the Biomod line. Moore claimed that she was in danger of losing her account and that she feared a widespread outcry from other specialty stores as word of the Hypermart discounting would quickly spread. Moore strongly urged Wilson to do what he could to get Hypermart back to suggested retail. Wilson noted that Moore had copied both her sales manager and Rebecca Stanley, Wilson's sales manager, with her e-mail message.
The following day, Wilson called on Warren Bryant, Hypermart's buyer for the Biomod line. He conveyed to Bryant that Ed-Toys and some of the store retailers were upset with the discounting. Bryant shrugged off the news, commenting only that “it's a dog-eat-dog” world and that price competition was part of the game. Wilson asked Bryant if he was happy with the profit margins on the Biomod line, and Bryant responded that he was more concerned with growing Hypermart's market share than with profit margins. He told Wilson, “Our game plan is grab a dominant share, then worry about margins.” At this point, Bryant gave Wilson something else to think about.
Bryant: Hey, Zack, I noticed you guys are selling the same products on your own Web site as the ones we're selling on ours.
Wilson: True. What's the problem?
Bryant: Well, I just read in the trade press where Home Depot told their vendors that they don't buy from their (Home Depot's) competitors and that they view vendor Web sites as competitors to their retail business. Maybe we feel the same way. We sell on the Web, and if you do too, then you're really a competitor for us.
Wilson: Warren, you know that we do only a little volume on the Web. Our site is really more of an information site.
Bryant: But you do offer an alternative to other electronic retailers and us by selling on your own site. And by the way, don't your store retailers oppose your selling on the Web?
Wilson: At this point, most of them are small retailers, and frankly speaking, they view you as more of a threat than us selling on our own site. Besides, our store division salesforce is working on a software package that will enable our store retailers to easily set up their own Web sites over the next six months or so.
Bryant: Unbelievable! What you're saying is that another division in your company is creating even more Web-based competition for me! I thought we had a real future together, but I've got to do some heavy-duty thinking on that. Thanks, Zack, but I'm really busy and need to move on to some other priorities this afternoon. Call me if you have any new thoughts on where we go from here.
Wilson left Hypermart and began the hour-long drive back to the office. “Good thing I've a little time to think about this situation,” he thought as he drove along. “I need to talk with Rebecca Stanley just as soon as I get to the office.”


Role Play
Characters: Zack Wilson, Biomod sales representative; Rebecca Stanley, Biomod sales manager.
Scene 1: Location—Stanley's office
Action—Wilson explains to Stanley what has occurred with the Ed-Toys and Hypermart accounts. Rather than telling Wilson how to deal with Hypermart and Ed-Toys from this point forward, Stanley directs Wilson to devise his own strategy. Rebecca then tells Wilson that she would like to visit both accounts with him within a week, and that she would like to review his strategy for Hypermart and Ed-Toys within 48 hours.
Upon completion of the role play, address the following questions:
1. Is Stanley justified in telling Wilson to devise his own strategy rather than giving him specific direction at this time? What are the advantages and disadvantages of her approach? 
2. How could this situation have been prevented?
Scene 2: Location—Stanley's office
Action—Wilson presents his strategy to Stanley.
Upon completion of the role play, address the following questions:
1. What are the strengths and weaknesses of Wilson's interaction with Ed-Toys and Hypermart? 
2. What further suggestions can you make for dealing with Hypermart and Ed-Toys?
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[bookmark: N101B9]Building Trust and Sales Ethics: Chapter 2: Role Play
Brisbane Uniform Company
Case Background
Brisbane Uniform Company (BUC) specializes in providing uniforms to hotels and restaurants. BUC is a new company from Australia trying to break into the U.S. market. They have had trouble breaking into larger accounts (Marriott, Hilton, Sheraton) because as a new company, they don't have the name recognition in the United States.
As the account exec in the area, you have been working on a new Hilton hotel with over 5,000 rooms and 500 employees. Recently you submitted a proposal and the buyer, Mark Dunn, has told you he is leaning your way with the order. He also told you that this order must come off without a hitch as his hide is on the line if things go wrong. You know there could be a problem down the road as one of your unions has been negotiating a contract that is about to expire. The last time this contract came up, there was a strike and orders were backlogged for weeks. The hotel has many customized uniforms and has to have these for their grand opening in three months. What is your obligation to the hotel having this information? This order will make your year and probably send you on a trip to Rome for exceeding quota.
Role Play Activity
Location: Mark Dunn's office
Action: Role play a sales call with Mark Dunn addressing the issues in the case.
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Understanding Buyers: Chapter 3: Role Play
Candoo Computer Corporation
Background
As a salesperson for Candoo Computer Corporation (CCC), you have just received a call from your regional manager regarding a program now underway at one of your key accounts, Farmland Companies. Farmland is a national insurance company with agency offices spread across the United States. The company is in the early stages of designing and specifying a computer system that will place a computer in each agency office. The system will allow each agency to develop, operate, and maintain its own customer database to provide better service to customers. In addition, by linking through the CCC mainframe, agencies, regional offices, and CCC headquarters will be networked for improved internal communications and access to the corporate database.
Current Situation
You have serviced this account for several years, and CCC equipment accounts for the biggest share of computers now in place at Farmland—some 35 to 40 percent of all units. As reflected in your share of this account's business, you and CCC have a good reputation and strong relationship with Farmland. In talking with Aimee Linn, your usual contact in the Farmland purchasing office, you have learned that this agency network system is the brainstorm and pet project of Mike Hughes, a very “hands-on” CEO. Consequently, the probability of the system becoming a reality is high. While faxing a complete set of hardware specs to you, Linn has also let you know that, although Kerri Nicks, director of the Farmland MIS department, is actually heading up this project, the national agency sales director, Tim Long, is also very active in its design and requirement specifications. His interest stems not only from wanting to make sure that the system will do what is needed at the corporate, regional, and agency levels but also from the fact that he brainstormed and spearheaded a similar project two years ago that was never implemented. The previous effort did not have Nicks’ blessing, and it became a political football between the two departments. Each department wanted something different, and both sides accused the other of not knowing what it was doing. Primarily, because the CEO has commanded that it will be done, both sides seem to be playing ball with each other this time.
Linn did hint at one concern, however; although corporate is designing and specifying the system, each agency has to purchase its units out of its own funds. Although the agencies exclusively represent only Farmland Insurance products, each agency is owned by the general agent—not Farmland. Some of the agents are not convinced that the system is worth the projected price tag of $3,500 per system, and Farmland cannot force them to buy the systems.
As with other selling opportunities with Farmland, this has all the makings of a decision that will be made as a result of multiple inputs from an assortment of individuals across the company—a buying team of sorts. As the salesperson having primary responsibility for this account, how would you go about identifying the various members of the buying center? Using the worksheet provided, respond to the following activities.
Role Play
Characters: Yourself, salesperson for the Candoo Computer Corporation; Aimee Linn, purchasing manager for Farmland Companies; Kerri Nicks, director of MIS for Farmland Companies; Tim Long, national agency sales director for Farmland Companies; and Mike Hughes, CEO for Farmland Companies.
Scene 1: Location—Linn's office at Farmland Companies.
Action—You, as the Candoo Computer salesperson, are entering the first 
meeting with the Farmland buying team. Your goal for this first sales call is to establish rapport with each of the buying team members and identify the needs and expectations that will determine the purchases for this project. Identifying these needs and expectations is critical so that you can work with your own technology support people and develop a customized system as a solution to Farmland's needs. 
Join with a group of fellow students to role play this first sales call and demonstrate how you would (a) build rapport with the team members, (b) identify the needs and expectations the team members have for this information technology project, and (c) bridge the gap between the sales manager and the MIS director that seemed to kill the project once before.
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Scene 2: Location—Aimee Linn's office at Farmland Companies.
Action—Based on the needs and expectations discovered in your first sales call, you have worked with your support team at Candoo Computers to develop a customized system meeting Farmland's primary needs. You are now making a follow-up sales call for the purpose of presenting your proposed system and making the sale.
Upon completion of the role play, address the following questions:
1. In what way would the different communication styles of the buying team members present complications in the critical stages of building rapport and discovering the buyers’ needs and expectations? 
2. How can a salesperson effectively build rapport with a team of different individuals that have large variations across their communication styles? 
3. In a buying team situation, it is typical that certain needs will be championed by specific members while other members will be vocal in support of other needs the solution must address. How might a salesperson best present the proposed package of features and benefits and recognize the relevant interests of the different buying team members? 
4. [bookmark: N1027F]What suggestions do you have for improving the presentation of the proposed solution and maximizing the positive involvement and buy-in of the different team members? Understanding Buyers: Chapter 3: Continuing Case
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Communication Skills: Chapter 4: Role Play
AppLab Services
Background
AppLab Services specializes in providing wireless information technology for businesses having 10 to 500 employees and needs for wireless communication, information processing, and digital data transmittal. The company offers a full range of services ranging from the one-time design of applications for smart phones and digital devices to the design and building out of full enterprise systems. As a business development specialist for AppLab, you are making an initial sales call to Mark Crandall, technology manager for Southwest Claims and Adjusters, LLC. As a preferred provider for inspection and adjusting insurance claims across the southern U.S., Southwest serves as an outsource provider of claims and adjusting services to many of the top 25 property and casualty insurance companies and has experienced rapid growth over the last five years. The company currently employs 65 people: 50 adjusters out in the field, 10 assistants located at company headquarters in Tulsa, and 5 administrative and executive staff members.
The purpose of this initial call is to assess Southwest's current use and needs for wireless communication and data services. According to the initial information you gained from a short phone conversation with Crandall, Southwest is currently using a variety of different smart phones on Sprint's cellular and data service. However, they are exploring the combination of custom designed apps with the new iPad 2 for use by their adjusters in the field. This combination would enable adjusters to complete and submit data forms complete with pictures and eliminate the added processing required in their current use of paper-based forms and records. During the phone conversation, Crandall mentioned that some of the benefits are obvious; nevertheless they have concerns about the custom apps and transitioning to a fully digital system.
Role Play
Location—Mark Crandall's office at Southwest Claims and Adjusters.
Action—Role play this needs discovery sales call and demonstrate how you might utilize SPIN or ADAPT questioning sequences to identify the needs and concerns of the prospect.
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[bookmark: N101B8]Strategic Prospecting and Preparing for Sales Dialogue: Chapter 5: Role Play
PROSPECTING AND GAINING PROSPECT INFORMATION
Background
Preston Adams has just completed the sales training program for the Office Equipment Division of Xerox. Adams has been assigned a territory in Illinois that includes the metro areas of Bloomington, Decatur, and Peoria. The company once commanded a significant market share in these markets. However, due to a problem with a previous salesperson in these markets three years ago, Xerox has not been directly working this particular region of central Illinois. Although there is a large number of Xerox machines still in use across this territory, it has been a while since a salesperson has called on any accounts. As with any geographic area, there have likely been a lot of changes with existing companies moving or even going out of business and new companies opening up.
Current Situation
Adams's sales manager, Eric Waits, is coming in two weeks to spend three days in the field with Adams calling on prospective accounts. Adams is working to develop a list of leads that he can qualify and then contact in order to set up the sales calls he will be making with his manager.
Role Play
Situation: Read the Role Play Prospecting and Gaining Prospect Information above.
Characters: Preston Adams, salesperson for Xerox Office Equipment Division; Jerri Spencer, office manager with purchasing responsibilities for Peoria-based McKelvey and Walters, Attorneys-at-Law.
Scene: Location—Preston Adams's office at Xerox Business Machines Division. Action—In the course of Adams's prospecting activities, Spencer and the McKelvey and Walters law firm have come up as a strong prospect for Xerox's new line of professional copiers. McKelvey and Walters operate a large office in Peoria that occupies most of two floors in the Planter's Bank Building and a branch office in Bloomington. They were previously a customer of Xerox, but the information that Adams has obtained indicates that they are using an unspecified variety of different brands of copiers.
Role play the phone conversation between Adams and Spencer as Adams introduces himself and his company to Spencer, gathers needed information to better qualify the prospect, and asks for an appointment for an initial sales call.
  
[bookmark: N1028D]Planning Sales Dialogues and Presentations: Chapter 6: Role Play
Kindle versus Nook
Background
For this role play, students will assume one of three roles: (1) sales representative for Amazon's Kindle; (2) sales representative for Barnes and Noble's Nook; or (3) a buyer for a major university that is considering the purchase of e-readers for students. Prior to the role play, all students should conduct a comparison of the features and benefits of the Kindle and the Nook. To do the comparison, begin by using a search engine such as Google. Enter “Kindle vs. Nook” to find features and benefits of both products.
Role Play
Characters: One Kindle representative, one Nook representative, and a buyer for the university
Scene 1: Location—The buyer's office
Action—Both sellers present their products to the buyer with a focus on explaining their product's benefits to the buyer.
Questions
After completing the role play, address the following questions:
1. Did the sellers demonstrate that they knew the difference between features and benefits? 
2. Did the sellers have sufficient information to be convincing? 
3. Can you suggest additional ways that the sellers could improve their sales communications?
[bookmark: N102F4]

[bookmark: N101C6]Sales Dialogue: Creating and Communicating Value: Chapter 7: Role Play
All Risk Insurance and National Networks
Background
The All Risk Insurance Company has 3,200 sales agents spread across five regions that cover the United States. They are moving toward the development of a national network that would tie each of the agent offices together with the regional offices and corporate headquarters. The improved communication capability will allow all company personnel to have full access to customer records and form the core of a comprehensive customer relationship management system that is to be rolled out in 18 months.
Current Situation
Jim Roberts is a network account specialist for National Networks, a specialist in large corporate network solutions, and has been working with the technology-buying group at All Risk Insurance for several months now. Roberts has worked through several meetings with the buying group members and has a meeting scheduled for next Wednesday to present his recommendations and demonstrate why they should select National Networks as the supplier for this sizable project. Joyce Fields (director of information systems), John Harris (comptroller and CFO), Mike Davis (director of agent services), and Dianne Sheffield (director for customer services) will make the final decision. Roberts also knows that there is one other competitor who will be making a presentation in hopes of landing the project. The equipment both vendors are proposing is virtually identical due to the detailed specifications that All Risk Insurance had included in the RFP. Prices are also likely to be pretty similar. The decision will most likely come down to the services each competitor includes in their proposals. Based on the information that Roberts has collected from different sources, he has come up with a comparison of customer services of National Networks and the competitor (see the table on the following page) offer.
Role Play
Situation: Read “All Risk Insurance and National Networks” background and Current Situation.
Characters: Jim Roberts—salesperson for National Networks; Joyce Fields—director of information systems for All Risk Insurance; John Harris—comptroller and CFO for All Risk Insurance; Mike Davis—director of agent services for All Risk Insurance; Dianne Sheffield—director for customer services for All Risk Insurance
Scene: Location—A conference room at All Risk Insurance.
Action—As described, Jim Roberts is presenting the National Networks proposal for a corporate computer network linking All Risk Insurance's corporate offices with each of its five regional offices and 3,200 sales agents out in the field.
Role play Roberts's presentation of each of the feature-benefit sets incorporating sales aids suitable for use in the group presentation.
	Features
	Capability of National Networks
	Capability of Competitor
	Benefits

	Service and repair centers
	175 affiliated service and repair centers across the United States
	21 affiliated service and repair centers across the United States
	Ensures fast and reliable repairs for hardware and software

	Installation and testing
	Installation and testing done by National Networks employees
	Installation and testing outsourced to several different companies
	Knowledge that all installations will be done the right way

	Customer call center
	24 hours, 7 days per week, and staffed by National Networks employees
	24 hours, 7 days per week, and staffed by an outsource commercial provider
	Knowledgeable staff always available to assist All Risk Insurance employees with problems




[bookmark: N101BF]

Addressing Concerns and Earning Commitment: Chapter 8: Role Play
MUNCIE FENCING
Background
Muncie Fencing has been a family-run business for over 100 years. Jerome Johnson's greatgrandfather started the business putting up fences for farmers. Today they do commercial and residential fencing and over the past two years added an invisible fence franchise that has turned into about a third of their business. Muncie Fencing takes an advertisement out in the Sunday newspaper that encourages people who are interested in a fence to call in. Muncie Fencing has a long list of customers and prospects that they can cold call on. They do have a small ad in the Yellow Pages and they have relied on word of mouth. With the downturn of the economy, business has slowed quite a bit and Jerome has found prospects are very hesitant to spend money at this time. Jerome has two college interns in his office that answer the phone and follow-up on leads that come in.
The two interns also make outbound calls to customers and leads they have secured from their ads. The interns are very frustrated because they have encountered a great deal of sales resistance. Jerome asked them to keep track of the objections they have encountered and reported to him the following:
“I'm not sure I'm ready to buy at this time. I'll need to think it over.”
“Your price is much higher than I thought it would be!”
“One of my friends said you didn't do a very good job on his fence.”
Role Play
Location—Jerome Johnson's office
Action—Role play Jerome and his interns discuss the sales resistance and how they are going to overcome each objection (use LAARC).
[bookmark: N10209]

[bookmark: N101F3]Expanding Customer Relationships: Chapter 9: Role Play
Midwest Live Bait and Tackle, LLC
Background
Midwest Live Bait and Tackle, LLC, located in St. Louis, Missouri, is a regional wholesaler of live bait and tackle to bait shops and service stations in Missouri, Illinois, Arkansas, Kentucky, and Tennessee. Known for its high-quality live bait, reasonably priced tackle, and good customer service, the company has been able to maintain a steady market share over the years. Its five salespeople have been primarily responsible for selling and servicing the company's current accounts. This involves making sure that customers have bait and tackle when needed, assisting them with merchandising and pricing, and ensuring their complete satisfaction.
Wanting to retire, the owner recently sold the business. The new owner was very ambitious and had big plans for expanding the company's market share. He felt that the quickest and most efficient way to move in that direction was to have his current salespeople actively pursue new accounts. Thus, he mandated new customer quotas, compensated salespeople for achieving targeted growth goals and threatened their jobs if minimal new account requirements were not met.
Current Situation
Dan Chub has been a sales representative for Midwest for over five years. Until the new ownership, he enjoyed his job very much and made a good living doing it. With his fourth child on the way, a poor economy, and a tight job market, Dan did not want to jeopardize his position with the company and reluctantly went along with the new changes. However, he was very concerned with how much time prospecting for new business was taking. He felt it may be endangering his current customer relationships. What follows are excerpts from a recent conversation with Earl Carp, a very significant customer, especially considering he sold bait and tackle out of his service station convenience store:
Earl: Dan, I've been having some problems recently with the minnows you've supplied for me. Some loss is typical, but lately the loss percentage has increased. What's going on here?
Dan: I don't know Earl. None of my other customers are having problems with their minnows. You're making sure that you don't add chlorinated water when replenishing your minnow holding tanks, aren't you?
Earl: Of course! I recently refurbished my tanks and added a new oxygen system. Maybe that has something to do with the increasing loss. Could you check it out and see what you think?
Dan: Just let me know how many minnows you think you lost and I'll see what I can do.
Earl: Okay, but since this has been going on for the last couple of weeks I was just hoping you might be able to give me your thoughts on my new system. By the way, that new line of fishing poles doesn't seem to be moving very well. How are they moving for your other customers?
Dan: I haven't heard much about those, so I guess they are moving okay.
Earl: Do you have any ideas on how I might improve my merchandising so I can move more of them? Perhaps my price point is too high. What do you think?
Dan: I'm really busy today Earl. I have several stops yet to make and I need to call on a couple of new prospects in the area.
Earl: You're not planning to supply my competition down the street, are you?
Dan: I don't know Earl. I've got to make a living, too, you know.
Earl: Last week you promised to bring by some of those new plastic cricket containers you were telling me about. Did you bring any of those for me to examine?
Dan: Oh no, those completely slipped my mind.
Earl: Hmm. Well, certainly you brought me the crayfish you promised me last week. I've had customers coming in every day asking for them. Also, how about those waterdogs we talked about? I've been getting some requests for those.
Dan: I should have told you sooner, but our usual crayfish supplier is having difficulty getting us as many crayfish as we need. I know you wanted 500 but I think I can give you 100. I thought we'd have the waterdogs by now, at least that is what I was told. We're still waiting.
Earl: Dan, I'm beginning to wonder how much you value my business. If you can't take care of me any longer, maybe I need to look for someone who can.
Dan: I've been under a lot of pressure lately to get more done in the same amount of time. My new boss is driving me nuts! I definitely want your business.
Dan needed to hurry off to meet with a new prospect. He didn't have time to preview some of the new spinner baits his company was now carrying.
Role Play Activity
Characters: Dan, sales rep; Earl, service station owner
Action: Role play the meeting between Dan and Earl. This time have Dan handle the situation (i.e., respond) as a sales rep that takes customer complaints seriously and cares about providing great customer service.

[bookmark: N10404]Adding Value: Self-leadership and Teamwork: Chapter 10: Role Play
Payroll Systems, Inc.
Background
You are a business development specialist for Payroll Systems, Inc., an industry leader providing automated payroll processing and related record keeping for medium to large businesses having 15 or more employees. Your primary selling responsibility is new account development and working with existing accounts to increase share of account by selling them additional employment-related services. Account management and day-to-day servicing responsibilities are performed by a team of customer service representatives who work with customers through the phone and Internet. Due to a combination of rapid growth in the number of customers and several customer service representatives being new to the job, the resulting level of service provided by the customer service team has become inconsistent and all too often below the level you have promised to your customers. As a result, you are spending much of your time trying to patch over service shortcomings and working to win back accounts that have been lost to competitors due to the service problems. Not only are you losing business, but your own reputation—as well as Payroll Systems’ reputation—is beginning to suffer.
Role Play
In discussing these problems with your sales manager, it was decided that you would meet with the team of customer service representatives in order to discuss and find a workable solution to the problems.
Role play how you would approach and initiate a positive discussion with the members of the customer service team that would generate improved experiences and outcomes for your customers and Payroll Systems, Inc. Remember to employ Covey's six teamwork skills discussed in this chapter.
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Sales Management and Sales 2.0: Chapter 11: Role Play
Improving Sales Training
Background
Daniel Roche, national sales manager at The Widget Company, is concerned about his company's sales training program. The Widget Company is based in Milwaukee, but operates throughout the United States with 100 salespeople. Sales and profit growth has slowed in recent quarters. Some of this is due to the tough economic climate, but company studies indicate that customer satisfaction and retention rates have been declining. A sales organization audit identified potential problems with the current sales training program.
The audit indicated that current training costs are about 23 percent higher than other companies in the industry. The costs of bringing all salespeople to Milwaukee for face-to-face, centralized training, conducted by members of the corporate training and development division, was particularly high. The centralized training seemed to produce strong camaraderie and commitment among the members of the salesforce. In addition, most of the current training focused on the technical attributes of the products. So, it was also convenient to have training in Milwaukee, where the main development and testing labs and technicians are located. There are clear benefits to centralized training, but the costs associated with this approach are increasing rapidly.
The results from the audit also suggested that The Widget Company was overemphasizing product and technical training, and shortchanging business knowledge and consultative sales skills. There was not enough training emphasis on questioning and listening skills, presentation skills, and relationship-building skills. Many salespeople were dissatisfied with the sales training being offered and indicated that the lack of training in these areas put them at a disadvantage against salespeople from competing firms.
Current Situation
Daniel Roche has decided to bring a regional sales manager, field sales manager, and salesperson to meet with him in Milwaukee to determine the best ways to improve the company's sales training program. Each stage in the sales training process will be discussed at this meeting. The objective of the meeting is to develop a basic sales training improvement plan.
Role Play
Situation: Read the case.
Characters: National sales manager, regional sales manager, field sales manager, and Salesperson
Scene: The meeting takes place in the national sales manager's office in Milwaukee. Role play this meeting by discussing each stage of the sales training process from the perspective of the national sales manager, regional sales manager, field sales manager, and salesperson.
After completing the role play, answer the following questions:
1. What ideas were generated for each stage of the sales training process? 
2. How did the perspectives of the national sales manager, regional sales manager, field sales manager, and salesperson differ during this meeting? 
3. What ideas for improving the sales training program were agreed to during the meeting? Why?
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