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Abstract This research explores the communication-centered commonalities of
selling and teaching. A conceptual model positing professor used selling activities
of prospecting and follow-up positively impact student perceptions of instructor
responsiveness, pedagogical affect, and likelihood to enroll is empirically tested.
Modality type, professor communication style, and timing of appeal are shown to
have moderating effects, indicating that selling activities can be beneficial across
course formats, before or during a class, and virtually or in person. Using a scenario
methodology with a sample of 274 online and ground students, results show prom-
ise for educators using selling activities as a communication tool in any subject.
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