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Question 1:1: Define Exchange Theory: (3)

Exchange Theory is an idea in economics that states that we aim to deal with people who can provide us with reward or renumeration equal to, or greater than, the costs accrued in the process. One must assess whether doing business will equate to greater or at least equal value. This cost-benefit analysis is similar to ideas such as game theory in weighing up the most beneficial partnerships or prospects.

Question 1:2: How can we make reciprocity work for us? (3)

In 1971 Robert Trivers published “The Evolution of Reciprocal Altruism” which was influential in economics for revealing how altruism (giving, sometimes sacrificially, without expectation or request of repayment) and cooperation can benefit individuals [see Kishtainy et al, 2014]. In customer focused selling this helps us see how reciprocity can benefit individuals and businesses by instilling the sense of exchange from a place of kindness and generosity. If we are generous with our talents, giftings and time, if we are generous without expectation of repayment (altruistic) and if we show respect then we can make reciprocity work for us. This is also much like the well-known “Golden Rule”: treat other people the way you expect to be treated.


Question 1:3 Define the theory of Responsibility Assumption: (3)

Dale Carnegie in his best-selling book “How to win friends and influence people” detailed the idea of responsibility assumption which outlined how our actions are ultimately responsible for what we receive in our lives. Throughout the book this ranges from our mindset approaching situations, our intentionality, our listening ability, our choice of words and our personal motivations. [see Carnegie, 1998, page 63] What it centres on is that we take responsibility for taking charge of making things better rather than waiting for the world to align itself to our needs or desires.

Question 1:4: What is Consultative Selling? (3)

Consultative Selling (otherwise known as Customer Focused Selling) means applying a customer focus or directive to every sales opportunity that comes throughout its process. This entails focusing on what the customer needs and proactively exploring their challenges with them. Ultimately we take the approach of problem-solving and serving with generosity and kindness over the now-outdated hard selling approach. It is designed to generate positivity and has a long term customer goal in building relationships. Built into this is the sense of personal positivity in letting the customer know that you like what you do and are delighted in being able to help customers solve their problems.

Question 1:5: Define Disclosure. What are the two significant ways of becoming self-aware? (3)

Disclosure as an idea is rooted in authenticity, which at a base level means being real with other people. It essentially means that the more authentic, or real, we are then our relationships will be strengthened over time. This involves thorough self-examination and having conscious competence in how we relate.

It also involves being wise on sharing appropriate information about ourselves. There is a degree of openness and vulnerability, alongside being aware of how we extend ourselves towards others.

Question 2: What influences people in the way they form relationships? (7)

There are 8 influences of people in the way they form relationships:

1. Appearance: This is physical attractiveness and presentativeness which, although subjective, gives positive or negative impressions. If we take care in being approachable and impressive then it benefits our relationships, and likewise the reverse is also true.
2. Similarity: We are attracted to those who share the same passions, interests, tastes and backgrounds. In this case what we have in common builds and strengthens relationships.
3. Complementarity: This can be defined as being able to fit the need or challenge that a person is facing. Here you can create interest in building a relationship as you have something to offer them. 
4. Reciprocity: As mentioned in a previous question, when we offer something it can generate a sense of paying back or being generous for what you have received in the past. This can grow relationship based on kindness, sharing and giving. 
5. Competence: People are attracted to impressive talent, skill, knowledge or ability. When you can do something amazing, or something that works consistently, then people will want to be around you and build relationship. Likewise, the reverse is true. Knowledge always breeds influence. 
6. Proximity: this is simply how closely people live to each other. Closeness is a gateway to business.
7. Exchange: If you are energy efficient, cost-effective and reliable then business and relationship grow as you are worth the person’s time and effort.


Question 3: Discuss the Johari Window concept in detail (8)

The Johari Window, named after Joseph Luft and Harry Ingham in 1969 [Arnold 2016, chapter 6] is a concept based on self-awareness. It details our self-knowledge versus our blind spots and therefore what our weaknesses are in relating to others as well as personal growth. 

The window contains 4 quadrants or panes which each represent our personal awareness in 4 very distinct areas: what is known to self and others, and what is hidden from self and others. These are listed as ‘open’, ‘blind’, ‘hidden’ and ‘unknown’.

The ‘Open’ quadrant details what is known to us and others. The ‘Blind’ quadrant represents what others know about us but we don’t realise about ourselves. The ‘Hidden’ quadrant is what is known to us but not known by other people. Finally the ‘Unknown’ quadrant of the window represents what is not known by either ourselves or by others. Areas which are hidden require a relationship of depth and trust to be opened up. The blind area requires feedback, vulnerability and personal reflection. Unknown areas require much exploration and proactivity to uncover and as relationships grow they become known. As all of these 3 areas grow, the quadrant of knowledge that is ‘open’ inevitably grows as well and self-awareness develops greatly.

Looking back at the importance of authenticity in disclosure we can see self-awareness as invaluable in our efforts in customer service, relationship building and customer focused selling. This will require continually asking for feedback and implementing what we learn about ourselves.

All of this helps to develop efficiency, personally and corporately, as it takes energy to hide, as well as to remain blind or hidden, in our lives. We become more streamlined in our communication once we overcome these. This also unlocks greater information to ourselves and others allowing for more efficient and deep relationships. This aids disclosure which in turn aids business and productivity.
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