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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1 – I – Selling is considered either a methodical approach based on basic concepts that can easily be taught and transferred, or an abstract approach based on the seller's experience. There are four theories, AIDA theory and Right Set of Circumstances theory are seller oriented, the Buying Formula Theory is buyer oriented, and the Behavioral Equation Theory emphasizes the buyer’s decision process but also takes the salesperson’s influence process into account.
The AIDA Theory (Attention, Interest, Desire, and Action) states that a client goes through four different stages before finally responding satisfactorily to the product, therefore, he should be led comfortably through all four stages. In the first stage, making a good first impression is crucial to grab the client's attention and put him in a receptive state of mind. Once attention has been gained, it is important to maintain interest. This can be achieved by allowing the client to handle and experiment with the product, or by presenting the product's technical information in a enthusiastic manner that is easily understandable by the client. The third task is to convert that interest into desire to purchase the product.  The sales person must create enough desire in the customers mind such that he immediately has to buy the product. In this stage it is important that any questions or objections are carefully handled as answers to objections need to meet the client's satisfaction. Finally, if the presentation is performed correctly, the client will be ready to buy. In cases that the client is hesitant, action must be induced. However, after the sale has been made, the salesperson should ensure that the customer is satisfied with the product.
The Right Set of Circumstances Theory states that if the right circumstances prevail in a given selling situation, then the client will respond in a predictable way, i.e. if a sales person presents the right appeals in the right situation, then the desired response will occur. This is a seller-oriented theory and it emphasizes that the sales person must control the internal and external factors of a situation in order to result in the sale of the product.
The Buying Formula Theory states that the buyer’s needs or problems receive major attention, and the sales person’s role is to help the buyer to find solutions. This theory is based on the fact that there is a need or a problem for which a solution must be found which would lead to purchase decision. The solution is made up of two parts: The product itself, and the particular brand name. The sales person must emphasize the needs of the consumer and the benefits of the solution in such a way that will cause the client to purchase the product.
The Behavioral Equation Theory explains buying behavior in terms of purchasing decision process, viewed as a phase of the learning process. The learning process includes four elements: Drive (strong internal stimuli that prompts buyers’ response, such as striving for status or social approval), Cues (weak stimuli that determine when the buyer will respond. Triggering cues activates the decision process), Response (what the buyer does), and Reinforcement (any event that strengthens the buyers’ tendency to make a particular response). These four elements are incorporated into the behavioral equation represented as: B = P × D × K × V, where "B" is the act of purchasing, "P" is the buyer's response tendency, "D" is the buyer's present drive level, "K" is the value of the product as perceived by the buyer, and "V" is the intensity of all cues.

1 – II – Personal selling is a face-to-face method in which one party uses skills and techniques for building personal relationships with another party that results in both parties obtaining something from the interaction. The purpose of this methods is to convince the buyer to accept the seller’s point of view or to convince the buyer to take a particular action. 
The responsibility of the sales person is to keep the customer informed about the product or service or to convey a message in a convincing manner to the potential customer. In order for this function to be performed correctly it is necessary that the salesperson acquired relevant training in developing and conveying the message in a manner that suits the needs of the individual customer.
This promotional method is generally the most flexible way to deliver a promotional message because the sales person is able to customize the presentation to meet the customer individual needs, unlike advertising messages delivered through mass media where the same exact message is transmitted for all potential customers. Additionally, this method also allows for immediate feedback. A good example of personal selling is found in department stores on the perfume and cosmetic counters. A customer can get advice on how to apply the product and can try different products.
The main differences between personal selling and sales promotion are relating to the message and the duration of the activity. In personal sales the message is transmitted in a personal way and it is tailored to the listener, while in sales promotion activities the message transmitted in an impersonal way and it is the same message for all listeners. Regarding the duration of the activity, personal sales are a continuous activity while sales promotions are a temporary effort to increase immediate sales. Besides these characteristics, personal sales also involves higher costs since sales persons are paid for full-time permanent positions and traveling costs, and the number of customers reach are fewer than in sales promotions activities. Personal Sales are better utilized to sell products with high unit costs and that are slower to move, while Sales Promotions are better used to temporarily increase the number of sales and to clear excess inventory.

1 – III – The difference between the buying formula theory and the behavioral equation theory is that each one focuses on different parts of the selling process. The Buying Formula Theory focus on the buyer’s needs, and the sales person’s role is to help the buyer to find solutions, while the behavioral equation theory is more similar to the Right Set of Circumstances Theory in the sense that it focus on the circumstances of the situation. The former focuses on the product, and the later focus on the buyer. For example, a potential buyer looking to purchase a car. The buying formula theory would focus on highlighting the car's features and characteristics, such as miles per gallon, security system, etc. Factors that meet the particular needs of the driver, e.g. if the driver likes to go camping, mentioning that the car has four wheel drive or the superior trunk space to transport materials. On the other hand, behavioral equation theory could focus on mentioning credit options, that at this particular time is the best time to purchase the car for a number of reasons, how owning the car would send a particular message about the driver, etc.

1 – IV – The Personal Selling process is composed by seven steps:
Prospecting - The process of looking for and checking leads, and determining which firms or individuals could become customers, i.e. a person or an institution who is likely to be benefited by the product the sales person wants to sell and can afford to buy it. These leads may be sourced from trade journals and trade directories, advertising inquiries, business sections of newspapers, trade shows and even present customers. Once prospects are identified, they must be classified by their needs, their ability to purchase, and the potential sales volume.
Pre-Approach - The process of gathering more detailed facts regarding the individual clients, in order to develop a tailored approach. It provides additional qualifying information (such as background, product needs, personal characteristics, etc.), it helps design an effective approach strategy, it provides better planning information, and helps avoiding errors.
Approach - The process of making initial contact with the prospect. It is the manner in which the sales person approaches the prospect, and how his interests are addressed. This process will utilize the information gathered during Pre-Approach to facilitate conversation and build rapport. The quality of the first impression will determine whether the salesperson will be able to develop an ongoing relationship with the prospect.
Sales Presentation - The process of communicating the product's benefits and explain appropriate courses of action to the prospective buyer. It involves persuasive vocal and visual explanation of the business proposition, and it should be done in a relaxed atmosphere to encourage the prospect to share information in order to establish requirements. Effective presentation has the capacity to convince the customer of his sales proposition, and creates and holds the interest of customers towards the product. The AIDA selling theory is particular effective in grabbing the prospect's attention and move it towards the desire to take action.
Handling Objections - The process of addressing any reservations regarding the purchase, and remove any prospect's uncertainty. It requires the sales person to pay attention to objections and learn the reason for resistance or delaying of the purchase from those objections. Overcoming objections is a delicate stage that makes or breaks the chain of the selling process.  It is the creative task of bringing the customer to the sales track once again. The salesperson should avoid getting into an argument to prove a point, because he can may win the argument, only to end up losing the sale.
Closing - The process of drawing the presentation to its conclusion and inducing purchasing action. All the previous stages have been designed to induce the prospect to make decision to buy so that a sale can be concluded. The success on those early stages will dictate the success of this closing stage. A trial close can be used to ascertain whether a prospect is willing to buy the product or not.
Follow Up - The process of checking if the product have been received in good conditions, determine the level of customer satisfaction with the product, etc. The sale does not complete the selling process, and following up with the client is important and useful to establish long-term business relationships. It helps to secure repeat sales, identify additional prospects, and to evaluate salesman's effectiveness. The customer should be reassured that he has made the correct buying decision, and the sales person will always be ready to help in case of any future problem.

1 – V – The Approach stage is the step where the sales person begins to build a relationship and the gathering of facts about the client continues. A good approach is crucial to the success of the sale because it will determine how the client sees the sales person, which in turn will determine how credible the client believes the information provided to be. On the other hand, the Presentation stage is the step where the sales person communicates the product's benefits to the client. A good presentation is crucial to the success of the sale because it take the initial interest of the client and drive it towards the closure of the sale. The difference between these two stages is that the approach stage focus on how the client sees the sales person, while the presentation stage focus on how the client sees the product itself. If the sales person creates a good impression and a good image of himself, it will be easier for him to navigate the rest of the stages, and will affect the success of the presentation. 

1 – VI – Order taking is the process where the customer approaches the seller. The seller waits for contact from the buyer and the buyer dictates the sale. The role of the order taker is more related with ensuring that the order is processed correctly and in a timely manner, and less to do with creative selling and collecting information used to approach the client. In this process, the customer decides the products required and the quantity of products ordered. On the other hand, in Order Getting the seller approaches the customer. This is not a routine job, and it is necessary for the seller to actively collect client information and develop approaching and selling strategies in order to move the product. The sales person must meet customers, promote the advantages of the product, and persuade the buyer to purchase the right quantity and volume of the product or service. Unlike order taking, this role is more related to creative selling, collecting client information, and assessing his needs.
Much like in Push and Pull Strategies, in order taking the client goes to the seller and to the product, while in order getting the seller and the product go to the client. For example, in a retail store, the order taker would be the cashier, who processes the sale after the client has selected the product he wants, and has no effect on which product the client purchases or the quantity. While the order getter would be a person working in a product counter handing out samples and demonstrations of the product, and interacting face-to-face with potential consumers. In this case, the order getter will have an impact in which product the client purchases, and in what quantities.


1 – VII – Different products and strategies require different skills and qualities. However, certain qualities should be possess by all sales persons. These qualities includes:
Health and Appearance - Sales activities generally involves great quantities of travelling. This requires the sales person to maintain a certain level of health in order to be able to keep practicing these activities in the long-run. Lack of health will also impact the seller capacity to focus and to properly perform selling activities. It is also important that the sales person maintains a good appearance because it will impact the buyer’s impression of him, and if the buyer has a negative impression of the seller, then he is less likely to purchase the product.
Communication Skills - Sales activities requires the sales person not only to speak but also to listen. Communication is an interactive activity, and for the seller to be successful, he must listen to determine the client's needs and objections, and be able to properly address those concerns without hesitation or doubt.
Mental Qualities - Sales activities requires the sales person to produce approach strategies, and to quickly reach solutions when interacting with the client. A salesperson should possess characteristics such as analytical ability, intelligence, etc. in order to be able to solve all problems the customer may have.
Education and Experience - Depending on the product and the target market, the salesperson should possess relevant education and experience that facilitates the sale.
Enthusiasm - The sales person should be enthusiastic and proud of the product he is selling. Lack of enthusiasm and energy will transmit a negative image to the client and he will feel discourage to purchase the product.
Courtesy - Sales are a personal activity, therefore, it is necessary that the sales person has good manners and common courtesy towards the client. This will create a positive image and the client will be more receptive.
Initiative - It is necessary that the sales person is able to pursue leads, collect information, and approach clients without being directly ordered to do so. Since sales person are mostly on their own without direct supervision, it is necessary that they are capable of pursuing sales activities on their own.
Empathy - The sales person should be able to see the problem from the client's perspective in order to reach a solution that will meet their criteria, and therefore, facilitate closing of the sale.
Dependability - The sales person must be able to handle non-routine problems and reach solutions on his own. Sales activities must not came to a halt due to the sales person inability to solve a problem.
Integrity and Honesty - Sales persons usually work unsupervised, and they have access to company's funds. Because of this, they must be honest in order for the company to put a certain level of trust on them.

1 – VIII – Consumer promotion tools uses incentives offered to the consumer for purchasing the product. These incentives can be divided in two types of premiums: Direct Premium, and Conditional Premium.
Direct Premiums offers the buyer an advantage at the moment of the purchase. For example, "Buy One, Take One Free" promotions, or when a product offers a sample of a different product with the purchase. In these cases, the buyer gets the premium straight away. The Direct Premiums can be further divided in two types: Price Deals, where the price of the product is reduced for a short time period, and Quantity Deals, where the product offers higher quantity for the same price.
On the other hand, Conditional Premiums require the buyer to perform additional actions in order to receive the advantage. For example, when the product offers an entrance to a contest. In this case, the buyer only receives the advantage if he wins the contest.

2 – Personal Sales in the pharmaceutical field are mostly aimed at the doctors, since they are the ones that dictate which drugs and medications the patients will be taking. When relating to pharmaceuticals, Doctors play the same role as an intermediary in the distribution channel, and patients will trust the drugs that they prescribe due to their expertise in the field. Patients also tend not to be detailed informed in the medication available, therefore, they will trust the information provided by the doctor. In this chain of information, it is the responsibility of the sales person to provide the doctor with detailed information, advantages, and usage, not only to persuade them towards a sale, but also so that they can pass that information onto the patient later on.
[bookmark: _GoBack]Approaching practicing doctors and relevant professionals in the medical filed can be done by one-on-one meetings sales persons will provide product information, answer questions on product use, address any objections, and deliver product samples. Beyond personal meetings at the doctor’s office, or during leisure time, conferences and symposiums can also allow sales persons to discuss with doctors about their preferences while a drug researcher presents a new drug to an audience.
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