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Adoption rates of new technologies. (Vol 5, Mod 3, Seg 2)

Appointments — Set an advance appointment. (Vol 5, Mod 5, Seg 3)

Ask — We sell more by ASKING than by TELLING. (Vol 5, Mod 6, Seg 1)
Attitude — Importance of attitude during down times. (Vol 5, Mod 12, Seg 1)
Attitude — Importance of when dealing with change. (Vol 5, Mod 2, Seg 2)
Balance — Set goals in personal and professional areas. (Vol 5, Mod 12, Seg 2)
Bidding — After | request a bid, get back to me. (Vol 5, Mod 7, Seg 3)
Bidding — If you miss, try again next time. (Vol 5, Mod 7, Seg 3)

Bidding — The bidding process. (Vol 5, Mod 7, Seg 3)

Buying influencers — Economic Buyers. (Vol 6, Mod 3, Seg 2)

Buying influencers — Every person is an influencer. (Vol 6, Mod 3, Seg 2)
Buying influencers — find the right person to talk to. (Vol 6, Mod 3, Seg 2)
Buying influencers — Technical Buyers. (Vol 6, Mod 3, Seg 2)

Buying influencers — The “Coach.” (Vol 6, Mod 3, Seg 2)

Buying influencers — User Buyers. (Vol 6, Mod 3, Seg 2)

Buying signs and signals. (Vol 5, Mod 8, Seg 3)

Cell phones — using to provide follow-up service. (Vol 5, Mod 10, Seg 2)
Change — Coping with change. (Vol 5, Mod 2, Seg 2)

Cold calls — From the customer’s perspective. (Vol 5, Mod 5, Seg 3)

Cold calls vs. referrals. (Vol 5, Mod 11, Seg 1)

Commitment — Determining when he’s ready to buy. (Vol 5, Mod 8, Seg 3)
Commitment — If we don’t ask, sales will not happen. (Vol 5, Mod 8, Seg 1)
Commitment — Techniques for gaining. (Vol 5, Mod 8, Seg 2)

Commitment — What if the answer is NO? (Vol 5, Mod 8, Seg 3)
Commitment — Why salespeople fail to ask. (Vol 5, Mod 8, Seg 1)
Competitive — Goal oriented people are very ... (Vol 5, Mod 12, Seg 2)
Conferences — Interacting with customers. (Vol 5, Mod 10, Seg 2)
Consultants and Specialists - Strategic implications. (Vol 5, Mod 2, Seg 3)
Customer Service — A strategy for problem resolution. (Vol 5, Mod 9, Seg 2)
Customer Service — Expectations when | call. (Vol 5, Mod 9, Seg 2)
Customer Service — The necessary mindset of CS reps. (Vol 5, Mod 9, Seg 2)
Customer Service — The role of agri-business CS Dept. (Vol 5, Mod 9, Seg 2)
Early Adopters — (Vol 5, Mod 3, Weg 2)

Efficiency and profit — the focus on. (Vol 6, Mod 2, Seg 2)

E-mail — using to provide follow-up service. (Vol 5, Mod 10, Seg 2)
Emotional buying decisions. (Vol 6, Mod 3, Seg 1)

Field Marketers are — Facilitators. (Vol 6, Mod 2, Seg 3)

Field Marketers are — Influencers. (Vol 6, Mod 2, Seg 3)

Field Marketers are — Problem Solvers. (Vol 6, Mod 2, Seg 3)

Field Marketing — Segment, Focus, Target. (Vol 5, Mod 4, Seg 2)

First impressions — Preparing for introductory calls. (Vol 5, Mod 5, Seg 2)
Focusing — On product / service bundles. (Vol 5, Mod 4, Seg 2)

Goals and their relationship to business success. (Vol 5, Mod 12, Seg 2)
Good ol’ Boys. (Vol 6, Mod 2, Seg 1)
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5011 Helping — Selling is helping people succeed. (Vol 5, Mod 1, Seg 1)

5052 Ice breaking — Put the prospect at ease. (Vol 5, Mod 5, Seg 2)

6022 Ideas — customers want ideas that will make them money. (Vol 6, Mod 2, Seg 2)
6013 Integrity Selling. (Vol 6, Mod 1, Seg 3)

5012 Internet — Implications for agri-salespeople. (Vol 5, Mod 1, Seg 2)

5043 Key Account Worksheet. (Vol 5, Mod 4, Seg 3 — No Video)

5023 Key Accounts — Strategic implications. (Vol 5, Mod 2, Seg 3)

5042 Key Accounts — Targeting for market development. (Vol 5, Mod 4, Seg 2)
5032 Laggards — (Vol 5, Mod 3, Weg 2)

5032 Late Majority — (Vol 5, Mod 3, Weg 2)

5121 Long-term perspective. (Vol 5, Mod 12, Seg 1)

6031 Loss — Fear of. (Vol 6, Mod 3, Seg 1)

5043 Market Development Plan. (Vol 5, Mod 4, Seg 3 — No Video)

5052 Mental Preparation — Show an expectant attitude. (Vol 5, Mod 5, Seg 2)
6031 Motivation of Buyers. (Vol 6, Mod 3, Seg 1)

5122 Motivation, drive and energy. (Vol 5, Mod 12, Seg 2)

5062 Pain — Find he pain! (Vol 5, Mod 6, Seg 2)

6031 Pain — Find the pain! (Vol 6, Mod 3, Seg 1)

6031 Pain — Hope of. (Vol 6, Mod 3, Seg 1)

6021 Partners — customers today are looking for partners. (Vol 6, Mod 2, Seg 1)
6012 Passion — Selling with purpose and passion. (Vol 6, Mod 1, Seg 2)

5051 Planning — Some are better planners than others? (Vol 5, Mod 5, Seg 1)
5051 Planning & Organization — advice for non planners. (Vol 5, Mod 5, Seg 1)
5051 Planning, Organization, and Business Success. (Vol 5, Mod 5, Seg 1)

5053 Preparation — Demonstrating that you are prepared. (Vol 5, Mod 5, Seg 3)
5052 Preparation — Have a good reason to stop by the farm. (Vol 5, Mod 5, Seg 2)
5071 Presenting — Before you present, agree on needs. (Vol 5, Mod 7, Seg 1)
5071 Presenting — The transition from probing to presenting. (Vol 5, Mod 7, Seg 1)
5073 Pricing — Give me your best price the first time. (Vol 5, Mod 7, Seg 3)
5091 Problems and Complaints — Customer Expectations. (Vol 5, Mod 9, Seg 1)
5091 Problems and Complaints — The 1% Person | will call. (Vol 5, Mod 9, Seg 1)
5091 Problems and Complaints — Typical Examples. (Vol 5, Mod 9, Seg 1)

5053 Professional Image - (Vol 5, Mod 5, Seg 3)

5072 Proposals — Professional sales proposals. (Vol 5, Mod 7, Seg 2)

5072 Proposals — The importance of written proposals. (Vol 5, Mod 7, Seg 2)
5063 Questions — Benefit Matching. (Vol 5, Mod 6, Seg 3)

5063 Questions — Fact Finding. (Vol 5, Mod 6, Seg 3)

5063 Questions — Need Finding. (Vol 5, Mod 6, Seg 3)

5063 Questions — Need Finding: “Implication Questions.” (Vol 5, Mod 6, Seg 3)
5063 Questions — Need Finding: “Problem Questions.” (Vol 5, Mod 6, Seg 3)
5062 Questions — Put you in charge of the conversation. (Vol 5, Mod 6, Seg 2)
5062 Questions — They help you to find the PAIN. (Vol 5, Mod 6, Seg 2)

5062 Questions — Use to build the relationship. (Vol 5, Mod 6, Seg 2)

6031 Rational buying decisions. (Vol 6, Mod 3, Seg 1)

5071 Recommendations — Customers expect them. (Vol 5, Mod 7, Seg 1)

5111 Referral Selling. (Vol 5, Mod 11, Seg 1)

5112 Referrals — how to ask for them. (Vol 5, Mod 11, Seg 3)

5112 Referrals — When customers will (will not) provide. (Vol 5, Mod 11, Seg 2)
5023 Relationships — a desire for fewer relationships. (Vol 5, Mod 2, Seg 3)
5013 Rewards of a selling career. (Vol 5, Mod 1, Seg 3)
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6011
6011
5042
6021
5102
5103
5101
5021
5122
5121
5041
5041
5112
5061
5042
6022
5121
5103
5011
5031
5031
6032

Salesmanship defined. (Vol 6, Mod 1, Seg 1)

Salesmen — are they born or made? (Vol 6, Mod 1, Seg 1)

Segmentation of your market - (Vol 5, Mod 4, Seg 2)

Selling Stuff — vs. providing business solutions. (Vol 6, Mod 2, Seg 1)
Service — The different types of follow-up contact. (Vol 5, Mod 10, Seg 2)
Service — Ways to make your service stand out. (Vol 5, Mod 10, Seg 3)
Service after the sale. (ol 5, Mod 10, Seg 1)

Size of farms — Change is causing farms to get bigger. (Vol 5, Mod 2, Seg 1)
Slumps — Goals are a cure for the inevitable plateaus. (Vol 5, Mod 12, Seg 2)
Staying ‘up’, during ‘down’ times. (Vol 5, Mod 12, Seg 1)

Strategic Selling. (Vol 5, Mod 4, Seg 1)

Tactical Selling. (Vol 5, Mod 4, Seg 1)

Talk — Yes, I do talk to my neighbors! (Vol 5, Mod 11, Seg 2)

Talking — People prefer Talking vs. Listening. (Vol 5, Mod 6, Seg 1)
Targeting key accounts for market development. (Vol 5, Mod 4, Seg 2)
Technology — Increased complexity due to new tech. (Vol 6, Mod 2, Seg 2)
The normal ‘ups’ and ‘downs’ that are a part of selling. (Vol 5, Mod 12, Seg 1)
Training farm employees in the use of your product. (Vol 5, Mod 10, Seg 3)
Views of selling — How is agri-selling different? (Vol 5, Mod 1, Seg 1)
Wants and needs of farm buyers. (Vol 5, Mod 3, Seg 1)

Why people buy — I do business with people I like. (Vol 5, Mod 3, Seg 1)
Women — as buying influencers. (Vol 6, Mod 3, Seg 2)




