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ASSESSMENT 5

Answer the following questions:
	
1. Short questions                                                                                      12   
	
i. Identify major tools used in sales promotion

The major tools used in sales promotion are Consumer promotion, Trade Premium and Sales Force Promotions.  They offer an indirect and non-personal promotional effort in a limited period of time that makes advertising and personal selling more effective, offers an incentive and prepares the ground for future expansion of business. They are:

1- Consumer promotion 
There are two types. Direct premium: Consumer purchasing incentives (Eg. Price deals to boost sales) or Quantity deals (bigger quantity for the same price) and Conditional Premium: The buyer has extra activity, for example Coupons, Exchange Schemes, (old product for new one); Refill Packs; Money back offer; Money Refund offer; etc





2- Trade Premium
These incentives are obtained to obtain maximum cooperation from dealers. For example: Merchandise Deals, Price Deals; Gifts to Dealers; Merchandising Allowance; Cooperative Advertising and Dealer Contest where sales are indirectly promoted on internal store display and the winner receive cash or other attractive prices.

3-  Sales Force Promotions
Large proportion of the companies with Fairs and Exhibitions may be organised at local, regional, national or international level to introduce new product with free samples.  

ii. What is personal selling?

Personal Selling is a face to face selling technique in which a salesperson uses his/her interpersonal skills and personal touch to convince the customer to buy a product or service. 

The job of a sales person can be persuasive, to sell or simply to inform. But it can be an expensive promotional tool because the salesperson has to be trained according to the product or service and to control/tailor the message to suit the client.

This tool, personal selling is the most flexible way to deliver a message and it is a regular and continuous activity. The salesperson develops a personal relationship with the client adapting to their needs. And in some occasions the flexibility of travelling from customer to customer to deliver the message is necessary.
 
Personal selling is an important selling tool involved the 4ps of marketing: product, price, place, and promotion. An advantage of personal selling is that the sales person gets a direct feedback from the customer which it is very valuable for marketing purposes.

iii. How personal selling differs from sales promotion?

Sales Promotion and Personal Selling are two similar concepts that a salesperson gets involved with on a regular basis, but in reality they are different actions. Sales promotion is aimed at all potential customers, is short term and is not personalised whereas personal selling is aimed at specific clients, is a long term investment and is highly personalised to tailor the product to the customer. 

Sales promotion is defined as any promotional effort in a short period of time to boost sales. The product cost is relative low and easy to use, for example television, newspapers or magazines adverts or posters in shops. Sales Promotion is a motivational tool, crucial to supply information of existing products and create awareness but it is impersonal and does not provide feedback. Personal selling, however, develops a long term relationship which focuses on continuous and regular sales to existing customers and developing specific new target customers and provides feedback for product development.


iv. Outline the key qualities of a good salesman.

The qualities that make a good salesperson depend to some extent upon the product being sold and the type of activity being undertaken (Eg. order taking, order getting or sales support). However, there are some key qualities that all salesman need. They include:

-Physical Qualities. First impressions in front of the client are crucial. Appearance is one of the most important qualities. Good salesman display good health, a positive mental attitude, appropriate clothing to the type of customer, approachable and friendly.
-Communication ability is a two ways process. Good salespeople must have the qualities to present themselves with a controlled voice and be a good listener and be both ‘Enthusiastic’ about the product and the company and have ‘Empathy’ with the client.
-Mental qualities such as analytical ability, conceptual skills and quick thinking are essential for a good sales person. The ability to resolve problems to the client is also very important. Education that provides knowledge and experience of the product is the minimum requirement but usually also good salespeople will need a relevant degree.
-Taking the initiative is crucial for a sales person. Finding new ways for selling a product with good manners (Courtesy) and handle different opinions with respect are essential skills to have. Honesty and integrity are also a must skill for a salesperson.

2. . Explain the following theories of selling?                		10   

a. Buying formula theory

This theory is based on the buyer perspective: the buyer has a problem and the seller has the solution. This theory is based on the thinking that the buyer decision to make a purchase is based on buyer need. The salesperson’s role is to identify and emphasise needs and to provide the solutions that will satisfy the customer that their needs are being met. It is often represented as:
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The sales process using this theory involves two parts: the product and the brand name.

The essential elements the salesman follows on this theory are:




-Strong external stimulation to create the buyer need and persuade the buyer that the product will satisfy that need.

- Creation of a pleasant buyer feeling of anticipated satisfaction by applying good personal selling skills to create confidence in the brand and the product.

-Creation of clear and strong association between product and brand, particularly if the brand has a strong market reputation with examples of where similar solutions to need have been achieved.

-Demonstration of how well the product matches the buyer’s need, for example, how easy it is to use and how economical it is.

-Risks include the possibility of dissatisfaction so a good salesperson will also reinforce how well the product continues to meet the need and be prepared to counter any points of conscious dissatisfaction the buyer may raise. 

b. The AIDA theory

This theory is based upon the salesperson matching their presentation to the changing mental attitude of the client. It identifies four stages: Attention, Interest, Desire and Action.

Attention: This is the first step to impress the client and get his or her focus on the product. A good first impression from the salesman is as important as a good presentation of the product in order to make the client receptive. Gaining interest in the product by using a short, clear statement of how it meets need is very important in this stage.
Interest: The second (difficult to sustain) task is to take the client to the next level which will be a stronger interest for the product. The salesperson’s enthusiasm needs to be contagious and client interest reinforced by handling/using the product and product reputation. 
Desire: The next step is convert interest into desire. The salesperson has to help customers realise why they need the product providing interesting information, benefits of buying it and showing the product being used with the results. Developing customer’s own natural sense of curiosity helps to visualise many ways the product can fit into their life. And desire is fulfilled when pleasure is achieved.
Action: is the final purchase of the product. Sometimes clients hesitate at the last minute thinking for example of similar products from other competitors. Offers such as on the spot discounts, loyalty cards etc., may overcome these objections to allow the final sale. 

General note: 

There are different views whether selling is an Art or a Science. Theories of selling focus mainly on the Science of selling but in practice the Art of selling is often thought to be equally important, for example the flair of a good salesperson comes from their feelings rather than from their theoretical knowledge. 


3. Outline the steps involved in personal selling.                                       8

The main objectives of personal selling are to seek potential customers, convert them into customers and to maintain/retain a satisfied customer. The process involves seven steps:

1- Prospecting
The process of searching for a new customer and generating leads who can authorise payment and are likely to be persuadable to do so.
2- Pre-approach
This is the phase where the salesperson studies the client’s background to get: 1-Personal information (age, hobbies, etc); 2-Background from client’s company (its suppliers and clients too); and 3-Find people who can influence the potential client to make a purchase. This information helps the salesman to target his/her client in a more selective way and personalise the direct approach with a common interest, either personal or professional.  
3- Approach
The first approach to the client will determine whether the salesperson is successful on an ongoing relationship. Previous research plays an important role in the first meeting to build a comfortable relationship and predict interesting solutions for client’s problems.
4- Sales Presentation 
Appearance, gestures and level of confidence when the salesperson speaks is a key to success. Two of the most popular methods used for presentation are: AIDA format (explained above) and the stimulus-response approach (to communicate the product message customised to the client, explaining the selling points to influence the purchase).
5- Handling objections 
Questions and objections from the client are normal and show how close the client is to making the purchase. Good product knowledge and clear identification of product to need is important to overcome these objections and personal selling techniques used to promote the salesperson’s brand over competitors. 
6- Closing the sale
[bookmark: _GoBack]This is the point at which the client is committed to the purchase. Sustaining momentum from the presentation to the contract signature is crucial so a good salesman has all the paperwork ready in advance and has checked that the person with whom he or she is speaking is authorised to make the purchase. The final point is to ask the client to sign the paperwork and this should flow from the presentation discussion.
7- Follow up
The success of placing an order from the client is not the end of the process. In fact, it is only the beginning. The relationship is sealed with a ring on the finger and it is up to the salesman whether the marriage is going to end in a divorce after the first year or whether he can keep the client interested enough to be loyal and continue the marriage for the long term. But for this last option, the marriage must remain exciting and attractive.
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