Chapter 6

Creating Product Solutions

True/False

1. Olin Mathieson, a major chemical corporation, regularly checks with customers to get their reaction to services offered and to keep real needs in perspective.

T
144

2. A solution is a mutually shared answer to a recognized customer problem.

T
131

3. With fewer products being introduced in the marketplace today, it is easier for customers to decide what to buy and who to buy it from.

F
133-134

4. A benefit is whatever provides the customer with personal advantage or gain.

T
149

5. The product selection process is often referred to as “product configuration.”

T
134

6. In the field of personal selling, customers represent an important source of product information.

T
147

7. A general benefit shows how a feature can be helpful to a buyer, but it does not relate to a specific need expressed by the buyer.

F
149

8. Some people start businesses hoping to have some effect on society’s ills.

T
130

9. The product features of fashion apparel, which are mostly intangibles, usually cannot be converted to buyer benefits.

F
150

10. Prospects are likely to use past performance of a company to evaluate the quality of the current product offering.

T
142

11. Developing a product strategy involves studying your product and company features but does not involve configuring value-added solutions.

F
130-131

12. One way to neutralize a competitor’s proposal that beats your price or terms is by employing a value-added approach.

T
145

13. Before teaming up with another company, the strategic alliance buyer will want to learn a great deal about the firm the salesperson represents.

T
142

14. Plant tours do not represent a good source of product information.

F
147

15. Salespeople who can develop a sales proposal that contains specific information on return on investment are more likely to get a favorable response from key decision makers.

T
141

16. The Gear for Sports Company communicates a clear statement of values to its employees.

T
142

17. Australians tend to be modest people who often root for the underdog.

T
145

18. Decision making authority in the area of pricing gives the salesperson more responsibility but less power.

F
140

19. Product literature and advertising are primarily designed to appeal to consumer emotions and, therefore, have little product information of value to a salesperson.

F
146

20. In the mutual fund segment of the financial services industry there are over 7,000 products available.

T
133

Multiple Choice

Select the response that best answers the question or completes the statement.

21. Throughout the sales presentation, it is usually best to:

a. discuss the weakness of competing products.

b. discuss competing products even if you are not familiar with these items.

c. refuse to discuss competing products.

d. avoid shifting the focus of attention away from your product to competing products.

* 145

22. _______ is/are a collection of beliefs, behaviors and work patterns held in common by people employed by a specific firm.

a. A mission statement

b. Organizational values

c. A company philosophy

d. Organizational culture   * 142

23. Effective written proposals include the following parts:

a. budget, objective, strategy, schedule, and rationale.   * 136

b. facts, assumptions, price, strategy, and schedule.

c. objective, strategy, price, schedule, and assumptions.

d. strategy, tactics, price, rationale, and schedule.

24. Which of the following statements is true about products and product knowledge?

a. Respondents to a Learning International study felt that training should stress company history over any other area.

b. Research conducted by Whirlpool Corp. indicates that product knowledge received the least attention by firms in their study.

c. Complexity and variety of products available and the increasing number of new products complicate the buying process.   * 134

d. Knowledge of one’s product or service is not important in all areas of professional selling.

25. Which of the following is an example of a bridge statement?

a. “You will get good gas mileage when you buy this car.”   

b. “We have trained services technicians, which means you will experience less downtime.”   * 150

c. “This hotel has 24-hour room service and free parking.”

d. “These are the finest fund-raising donuts you can buy.”

26. When customers ask, “What is the anticipated rate of return on this mutual fund?,”  they are requesting product information from the category of:

a. product application.

b. manufacturing process.

c. product design.

d. performance data and specifications.   * 138

27. When doing business with Australians, the following tendency is true:

a. Australians do not like firm handshakes.

b. Australians want to get to the point.   * 145

c. Australians will be impressed by displays of wealth.

d. Australians are formal.

28. Successful sales presentations convert product features into:

a. closed sales.

b. product applications.

c. buyer benefits.   * 149

d. selling appeals.

29. The speed rating assigned to a motorcycle tire is an example of product:

a. benefits.

b. features.   * 149

c. applications.

d. qualities.

30. Paula Hillison sells a line of copy machines that feature a “quick change” toner cartridge. The empty toner cartridge can be replaced quickly, without any mess, in a matter of seconds. Which of the following statements represents the most effective presentation of this feature?

a. “We have recently developed the only office copy machine that features a quick change toner cartridge.”

b. All of our copy machines are equipped with a quick change toner cartridge, which means you no longer waste time replacing an empty toner cartridge.”   * 150

c. “After years of research and development, our engineers developed a quick change toner cartridge.”

d. “If you purchase one of our copy machines, you will enjoy the benefits of a quick change toner cartridge.”

31. Which of the following is a buyer benefit that could be used by a person selling automobile tires?

a. steel belted

b. greater safety   * 149

c. service in all fifty states

d. 30,000-mile rating

32. Which of the following is NOT an example of performance data?

a. The AHAM certification seal.

b. A label on a storm window that indicates the product’s “R” value.

c. A window sticker on an automobile that lists the EPA gas mileage figures.

d. A list of product service centers available to customers.   * 138

33. Which of the following statements regarding product benefits is true?

a. People do not buy benefits, they buy features.

b. A benefit provides the customer with personal advantage or gain.   * 149

c. Prospects usually display equal interest in features and benefits.

d. A feature is whatever provides the consumer with personal advantage or gain.

34. Which of the following statements regarding general versus specific benefits is true?

a. An advantage statement for an important product feature that the buyer has not expressed a need for can be described as a general benefit.   * 149

b. A feature statement is general.

c. Benefit statements linked to the customer’s expressed needs are not especially effective in large or complex sales.

d. Statements can be a benefit even if it does not meet a specific need expressed by the buyer.

35. In terms of product knowledge, a salesperson:

a. can know too much about the products they sell.

b. is often better off appearing to be “in the dark” at times.

c. cannot, generally, know too much about the products they sell.   * 148

d. should provide the prospect with as little information as possible.

36. When developing a product strategy, the salesperson must:

a. use feature-benefit analysis.   * 148-151

b. review information on consumer motivation.

c. adopt the marketing concept.

d. adopt the double-win philosophy.

37. Ray Fernández is a sales representative employed by Computer Resources, a computer supplier that develops customer solutions that combine computer hardware, software, installation and training. When he brings together many parts of the company’s product mix in order to develop a customized customer solution, this is referred to as:

a. establishing a priority.

b. developing a product configuration.   * 134

c. qualifying product benefits.

d. quantifying product features.

38. A manufacturer tests, modifies, and retests an original idea several times before it is offered to the consumer. This process is called:

a. performance data

b. product application

c. product development   * 138

d. manufacturing process

39. Which of the following statements about the sources of product knowledge is FALSE?

a. Most companies prepare literature that provides detailed descriptions of their product.

b. Persons who actually use the product can be an important source of information.

c. Many companies believe that salespeople should visit the manufacturing plant and see the production process.

d. Plant tours would be of little value to people in retail and service selling.   * 146-147

40. Salespeople who love their products, and possess vast product knowledge, sometimes overload their customers with product data they neither need nor want.  This practice is often called a:

a. product-style selling.

b. marketing-style selling.

c. data dump.   * 151

d. customer overload.

Completion

41. The customer who asks, “How many miles per gallon does the Honda CRV get?” is requesting a type of product knowledge known as _______ _______.

performance data   138

42. The product selection process is often referred to as _______ _______. 

product configuration   134

43. A _______ _______ is a transitional phrase that connects a statement of features with a statement of benefits.

bridge statement   150

44. In a sales presentation, your knowledge of the product’s features and your company’s strengths must be presented in terms of the resulting _______ to the buyer.

benefits   149

45. _______ _______ is a magazine that tests products extensively and reports the findings in non-technical language for the benefit of consumers.

Consumer Reports   148

Short Answer

46. Developing a product strategy in the Strategic/Consultative Selling Model involves using three prescriptions for successful sales.  List each one.   132

1. Become a product expert.

2. Sell specific benefits.

3. Configure value-added solutions.
47. Discuss the advantages of having in-depth knowledge of your product.   152

A salesperson whose product knowledge is complete and accurate is better able to satisfy customers.  This is without doubt the most important justification for becoming totally familiar with the products you sell.  It is simply not possible to provide maximum assistance to potential customers without this information.  Additional advantages to be gained from knowing your product include greater self-confidence, increased enthusiasm, improved ability to overcome objections, development of stronger selling appeals, and the preparation of more effective written sales proposals.
48. The attitude you display toward your competition is of the utmost importance.  Every salesperson should develop a set of basic beliefs about the best way of dealing with competing products.  List four guidelines for dealing with the competition.   145 
1. In most cases, do not refer to the competition during the sales presentation.

2. Never discuss the competition unless you have all your facts straight.

3. Never criticize the competition.

4. Be prepared to add value.
Matching

For each descriptive phrase or statement in Group A, select the most appropriate answer from the items listed in Group B.

Group A 

49. Die cast aluminum wheels.

A   149

50. Best selection of motors in the area.

C   151

51. Helps you achieve a professional look at the office.

B   149

52. Each room is accessible to persons with physical disabilities.

A   149

53. Certified service technicians.

C   151

54. This product best suits your needs because…

E   150

55. Can be worn with the clothing you already own.

B   149

56. This investment will double every five years.

B   149

57. Our service personnel will keep your equipment in top running condition, which means less downtime and higher profits.

E   150

58. A neutral color.

A   149

59. This means to you…

E   150

60. Poly-cotton fabric.

A   149

61. We check periodically to ensure your complete satisfaction.

C   151

62. In the store, we sell hope.

B   149

63. This will provide you with…

E   150

Group B

A. product feature

B. product benefit

C. company feature

D. company benefit

E. bridge statement

1
38

