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How Future Sales Leaders Compete
Sales students flock to the Russ Berrie Institute National Sales Challenge

It could be called the Olympics of selling.

In a large-windowed room at William
Paterson University in Wayne, NJ, 49
sales, marketing, and business students
from 18 colleges and universities around
the country congregate, ready to strut their
sales stuff.

From wall to wall, there are small tables
where representatives from such companies
as Enterprise, DHL, McKesson Pharmaceu-
tical, and Hess are prepared to field two-
minute pitches from a well-dressed cadre of
soon-to-be sales grads. When the buzzer
sounds, lines of hands shoot out for a quick
shake, and the self-promotion begins.

If selling actually had an Olympic level
competition, it would be the Russ Berrie
Institute (RBI) National Sales Challenge
(NSC), which was held November 8-10,
2007. William Paterson is home to the
Russ Berrie Institute for Professional
Sales, named for Russell Berrie, the plush-
toy magnate and benefactor of the RBI.
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At this inaugural event, which began as a
20006 beta test among William Paterson
students, competitors did their best to
show off their selling skills.

At the NSC, students participate in three
events. Sales Call Role-Play requires stu-
dents to engage in a 15-minute sales call
role-play with a business executive, which
is then scored on various criteria including
approach, needs identification, objection
handling, and close for next appointment.
Speed Selling looks much like the ubiqui-
tous speed dating. About two dozen tables
are positioned throughout the room. Each
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student meets with an executive for two
minutes, highlighting reasons why he or
she should be hired. Finally, the In-Basket
Sales Exercise gives students a taste of the
competing demands of daily sales life
arriving via email, voicemail, and memo-
randa. Under deadline pressure, they sort
through the information, prioritize the
demands, and make decisions.

All of this selling requires a great deal of
preparation on the part of both the stu-
dents — some of whom have been prepar-
ing for this event for several weeks — and
the sponsoring organizations, who field

A bird does not sing because it has an answer.






