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5.0 OBJECTIVES 

After studying this unit, you will be able to: 

• Explain the personal selling process; 

• Describe the importance of personal selling; 

• Describe prospecting and its need in personal selling; 

• State the relevance of planning the sale 

• Describe the different approaches to selling- Personal selling as well as 
B2B selling 

5.1 INTRODUCTION 

After being introduced to the fundamentals of personal selling and its various 
aspects in the previous unit we come to the all -important task of 
understanding the sales process. 

The steps explained are general in nature and could vary from one 
organization to the other and would also be dependent on the nature of the 
customer, the type of product being handled and the type of business the firm 
is dealing in. 

One important advantage of personal selling is that the selling pitch can be 
adjusted and individualized to the prospect. Once the prospect's needs are 
determined; the sales pitch can be altered accordingly. Unfortunately, 
personal selling is extremely expensive. As noted previously, door-to-door 
selling is disappearing in the area of consumer marketing. This is, however, 
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not true in the area of business-to-business marketing. Companies selling 
complex products such as printing presses, buses, jets, computer systems, 
power plants and other expensive "installations" usually use salespeople to 
sell their products. These salespeople are compensated quite well and a large 
number of them are college graduates. In this unit, you will learn the steps 
that are followed to sell a product or services.  

5.2 WHAT IS PERSONAL SELLING PROCESS? 

The personal selling process is a method through which a salesperson has 
direct access to consumers and interacts to convince and draw his attention in 
building interest in the product or services, he intends to sell. In several other 
sales situations the salesperson can obtain information on the background of 
the customer as well as his needs. How-ever in retailing, the sales person 
directly interacts and needs to create interest to sustain the selling process. 
This means that: in personal selling, time is a critical factor and therefore the 
salesman has to make a good impression within the given time. The personal 
selling process 'thereby involves a high level of skill. In the current retailing 
context, personal selling involves the process of sales facilitation. The 
salesman has to do the role of a consultant to advise the customer on the right 
product and services. 

5.2.1  The 12-STEP Selling Process  

Determine Your Best Client Profile 

Determine the markets in which the type of people who fit the Best Client, 
Profile work, live and play. Generally, it is also found through their income 
pattern and consumption pattern with luxuries attached to it.  

Research Your Prospective Clients 

Compile a bank of names of people who fit Your Best Client Profile, 
including recommendations. This is through first identification of which type 
of customers you look for then with the help of research, pinpoint the type of 
customers you should look for.  

Approach Your Prospective Clients 

Send a pre-call letter/introductory leaflet/newsletter. If possible, include a 
handwritten introduction for the client. 

Prepare For Your Calls 

Ensure that all possible homework has been done before you go for the sales 
call. Review the client history and ensure that all tools are handy and 
available with the salesman. 

Call to Set a Time for an Introductory Meeting (Preferably for a 
Morning) 

Calling in advance to set a time would help to show seriousness and would 
also convey the message that you value the other person’s time. 
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Steps in Selling-IAttend Your Introductory Meeting 

It is important to keep time and be on time for the introductory meeting. 

Apply the Prospect Filter 

Utilise the MAN concept (Money, Authority and Need) to judge whether you 
are targeting the right person. 

Attend a Planning Meeting (If required) 

Present Your Options in Person 

It is okay to send the information by post or mail but a personal presence 
adds a lot of value to the whole. 

Get the Order 

Be crisp and always on the lookout for signals that will help you close the 
sale 

Obtain Written Recommendations 

Once the order has been secured, ask for recommendations and references 
that would help gain inroads to other clients. 

Apply n Effective Client Service Program 

Aim at a long-term client service to gain clients in the long term. 

5.2.2  Preparing for Selling 

Before we talk of the process the salesman needs to get a few things in place 
namely: 

The Right Mental Attitude 

Every salesperson's responsibility is not only to believe their offer but to 
project their belief so that it is felt by the buyer. (Some sales staff give the 
impression that they are doing the customer a favour when they serve.) The 
ability to project this belief tends to vary according to one's current mood - 
therefore the salesperson must strive to maintain an attitude of optimism all 
the time. 

The sale that is started with the right mental attitude will give a buyer the 
positive, optimistic mood which, in turn, will ensure the right mental attitude 
towards the salesperson. 

Judgement - (Common-Sense) 

So very necessary but unfortunately not common! 

Good judgement can only be developed by practice & experience in sales. 
However, a salesperson has unlimited opportunities for the exercise of 
judgement. As and when objections get raised, the salesperson learns how to 
exercise judgement in handling them based on the past learnings  

The Power of Persuasion 
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Remember that in selling you do not argue, you take part in a conversation. 
The salesperson confronted by a buyer has a listener who is not inhibited by 
any rules from interrupting. 

The salesperson should, wherever possible, set his/her sales presentation at a 
conversational level and by question and interest bring the buyer into the 
conversation. 

Aim To: 

• Make people believe you 

•  Make people like you 

•  Make people listen to you 

Warning 

You can possess the right mental attitude, have good judgement and powers 
of persuasion but without motivation you could still fail. Motivation is the 
major reason for success or failure in selling. When you are trying to 
influence or motivate others to accept your proposition, it is practically 
impossible to do so unless you are motivated yourself. 

Product Knowledge 

Some products sell themselves at particular times of the year. But the vast 
majority of products and services are in direct competition with one another 
and therefore it is up to the sales person to present products and services in an 
imaginative and convincing manner. 

In this section we are going to deal with product knowledge - how do you get 
to know your products? Where does the information come from? How do the 
products work? How do we carry out a demonstration? The most important 
thing here is knowing your competitor’s products & services they are offering 
and pricing will always create some benefit to sales person while having 
conversation with the customer. 

TELL 

• You give information about the product or service. 

• You can clarify areas of customer doubt. 

• You can explain in greater detail complicated points. 

• You can try and persuade the customer to buy. 

ASK QUESTIONS? 

• To find out the customer's needs, ask questions  

•  Probe more and let the customer explain his requirement. When it comes 
to probing asking the right and relevant question is the key.  

SHOW PRODUCTS 

• You can present one by one. 

• You can display the products. 
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Steps in Selling-I• You can select a few or all of your products. 

• You should do some comparison and benefits against competition also, if 
required.  

DEMONSTRATE 

• Let the customer taste, handle or move the product. 

• You can demonstrate the operation of the product, or show the product 
out of its wrapper. 

• You can ask the customer to try out the product. 

Motivated people motivate others by their very presence and in turn create 
positive, working conditions, which makes hard work enjoyable. Personal 
motivation begins with believing in yourself, your organisation and the 
product or service being sold. 

At the start you would need to be able to answer the following questions 

What do we know about the product in terms of: 

• Uses, sizes, prices, colour, material, availability, qualities, discounts 

• Its composition 

• Appearance and handling 

• Health and Safety factors 

• Operation 

• Reliability and service 

• Delivery 

• Installation 

• Maintenance and Insurance 

• Guarantee 

• Credit facilities 

Check Your Progress 1 

1. Once the prospect's needs are determined, the sales pitch can be 
............accordingly. 

2. There are ..............steps in the Personal Selling process 

3. The four main components of communicating product knowledge are 
................................... ........... and ................ 

4. You can possess the right mental attitude, have good judgement and 
powers of persuasion but without ....................you could still fail. 

5.3 PERSONAL SELLING PROCESS – B2B 

A big advantage that can happen to the organization/individual involved in 
personal selling is that the sales story or pitch can vary and is adjusted as per 
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the individual or organization across the table. Sales people are involved 
(through personal selling) right from selling a pin to an aircraft. 

It is important to understand how the sales takes place at the ground level. 
After all, the sales person spends 75% of the time in the process. It is 
equally important for both sales person and sales managers because all the 
investments in time and effort take place in this process. 

The process can be divided into various steps. It is good to note here that this 
is only indicative. The steps can be likened to a chain, each link of which 
must be closed successfully in order to proceed to the next stage but just like 
a chain, there has to be an overlap. Steps in sales process is given below: 

1. Prospecting 
2. Pre approach-planning the sale . 
3. Approach 
4. Need assessment 
5. Presentation 

5.3.1 Prospecting 

This is the first step in the process, focusing on the development of a list of 
potential customers also called prospects. Thus, prospecting is a method by 
which sales persons identify the customers who may need the product and 
can afford it. There are two steps involved here identifying leads and 
qualifying leads. 

What is a lead? The name of a person or an organization which when dealt 
with over time may become a customer/consumer. Reasons why new 
names are needed are: for increased business and to replace customers who 
might be lost over time. The prospect must not be confused with the lead. 
Lead can be considered as a suspect, i.e. suspected of being a prospect. Once 
the lead has been qualified, it becomes a prospect. 

Prospecting is the process of acquiring basic knowledge of potential 
customers for the product. One can break down business in a given 
geography by industry, revenue, and number of employees. One can approach 
the defined market via either mailing or telephone canvassing. Canvassing is 
either done by the salesperson or through the    sales support person.   It is an 
important element in increasing sales productivity. 

The next step of qualifying the potential customer is often included in the 
prospecting process. Qualification is a means of quickly determining two 
facts. First, is there a potential need for your product? Second, is the 
prospect capable of making a purchase decision? Specifically, does he or she 
have the decision authority and the financial ability to acquire your product? 
The process of qualifying business can be called as MAD. This implies 
Money, 'Authority and Desire to buy. 

In some organizations, prospects are rated A, B, C, D and so on based on the 
probability that they will purchase and the amount they are likely to spend. 
As is clear, the higher the probability and the amount to be spent, the better 
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Steps in Selling-Itheir rating. In many firms; prospects who plan on buying the product within 
3 months are classified as "hot leads." 

Prospecting would require the following: 

• Referrals from the customer – These are probably the most credible 
source of leads. Customers would be willing if they are happy with the 
value and worth of products and services they have been offered. 
Depending upon the nature of the persons concerned, it might come 
automatically or could need a bit of a nudge. 

• Referrals from internal company sources such as the sales manager, the 
marketing department, or the telemarketing department – Customer 
inquiries may be generated from company advertising, direct mail, 
company websites, trade shows, and even servicing efforts. Such sources 
could provide approximately 30 percent of their leads. 

• Referrals from external agencies – Some companies turn to outside 
agencies for the generation and qualification of leads. This trend is on the 
upswing due to an increasing number of organisations, which typically 
provide a list of leads for reasonable fees. 

• Published directories – Trade associations, the Government, local 
chambers of commerce, and the yellow pages all are good sources of 
prospects. Many of the directories are available on the Internet. 

• Networking by the salesperson – Salespeople often use their friends and 
acquaintances to make new contacts. Professional and civic 
organizations offer opportunities to meet new people who may be 
potential customers or who may be able to provide leads. 

• Direct marketing has major role in creating prospects – To be effective 
one needs a careful development of lists to be utilized. Offering such lists 
has literally become an industry. Advantage here is the low cost of the 
effort. 

• Although indicated earlier, one must again emphasise the role of 
telephoning and telemarketing in creating such lists. Issues of privacy 
and irritation so caused have to be kept in mind. 
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PLEASE NOTE THAT THE ROLE OF THE RETAILER IS TO: 
CREATE 
• MAINTAIN 
and 
• PROFIT from 
SATISFIED CUSTOMERS 

Check Your Progress 2 

1.  The sales person spends ………….. of his time in the sales process 

2. There are ………………steps to the B2B personal selling process 

3. is the process of acquiring basic knowledge of potential customers for 
the product 

4. The process of qualifying business can be called as …………………… 
and ………………………………… 

5.3.2 Approach 

The steps include information gathering and understanding the relevant 
facts about the prospects, their needs and their overall situation. 

The salesperson should be aware of the mental stages through which a 
customer goes in deciding to buy. It tends to follow this pattern: 

1. Interest aroused  "That's an interesting idea…" 
2. Knowledge added "I see it works like that…" 
3. Adjustment to needs "That would enable us to economise" 
4. Appreciation of suitability "It would actually fit into the room 

quite well…" 
5. Desire to posses "I think we need to have one .." 
6. Consideration of cost "Can we afford it – can we afford not 

to have it…" 
7. Decision to buy "It offers great benefits in labour and 

costs…: 
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Steps in Selling-IWhat is required is to understand the customer's business - size 
purchasing, practices, individual buying process, formal and informal 
influence on purchase. As all the purchases are handled by an individual, it 
would be useful to be familiar with the background and personalities. For 
the current customer, it is critical to understand the history with the company   
understand all purchases and satisfactory or unsatisfactory cases. In a 
similar manner when looking at a new customer, it is critical to find out 
the current source of supply and the level of satisfaction or otherwise. 

Once this basic background work has been completed, it is important to 
define the objective for meeting the customer. It need not necessarily be 
to close or complete the sale on each call. The Sales person should like to 
have some type of commitment to move the sales forward. Once the 
movement is on, it can establish into a creeping commitment and normally 
result in a positive outcome. It is suggested that any agreement on action 
helps to move the sale forward. It is important to recognize the differences 
across selling situations and preparations for meeting should be made 
accordingly. 

Please Remember the more you know about the Prospect and his current 
and future needs, the better and easier it is to 

5.3.3  Approach 

Cold calling or calling without any appointment is not looked upon nicely 
as business etiquettes and throws the salesperson and the organization that 
he 'represents in very poor light. 

Further it is also a waste of time, money, energy and effort to find a person 
with the authority to listen and place the order. 

It is always better to fix an appointment before meeting a prospect. This 
would give an opportunity to the sales person to spend some more time to 
study the needs and prospect's background before any commitments are 
made. 

Determine sales Develop Develop Develop sales 

Making an appointment to see the customer increases the chances to have 
the attention during the meeting. It is understood it would also depend on 
the nature of the organisation and the person being sent. This becomes far 
less important in an ongoing relationship. Even here a formal appointment is 
suggested where one is talking of introducing a new product. 

A good approach makes a favourable impression and establishes some 
degree of rapport between sales person and the customer. Drawing 
attention to the products while handling a sample or highlighting the benefits, 
would increase the interest. 

The approach takes only a few minutes but it can make or break the entire 
appointment. A failure at this stage can result in not only particular 
person losing an opportunity but can even amount to selling organisation 
finding it extremely difficult to get an opening again. The importance of 
this approach therefore needs to be stressed again and again. 
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5.3.4 Need Assessment 

Products are required to solve problems. This is obvious in a business 
situation but important for all buying situations. Need assessment is the 
stage where buyers needs are understood in depth. This is almost like a 
voyage or discovery in the context of a new product or a new customer. 
The More the questions asked, the better would be the information. Some 
typical questions are given below: 

• Factual questions clarifying the current situation. This clarifies the mode 
in which the products could be used. Good quality research at pre 
approach stage would reduce such questions. Typical examples are 
(a) how often (b) who is involved and (c) how much. 

• Questions discover unmet needs, dissatisfaction or dissonance 
being experienced currently. Examples can be (a) which part of the 
process (b) level of satisfaction with the deliveries (c) service quality 
from the current mode. 

• How important are the problems being faced by the client in the 
context of the total business. One would be stressing the losses likely to 
occur by non-resolution of the problem in time. Examples can be (a) 
impact on quality and consistency (b) consequence of delays in supplies 
to operation etc. 

• Confirmation from the customer in their interest in discussion and 
solutions on being offered. 

This is an extremely important phase of discussion. The effort has to be to 
uncover the needs so that the specific solution can be worked out. This would 
also help in proper planning for having the right level of impact during 
the classical presentation stage which follows. 

5.3.5 Presentation 

In this, the sales person performs a very important task. The prospect is 
told a story wherein the benefits of the product are highlighted. 

This is primarily a discussion of products, features, advantages and benefits 
that are important to the customer. Here one can refer to the previous chapter 
where the method has been discussed. A typical product feature, advantage 
and benefits is given below: 

Product Feature Advantage Benefit 
Copy machine Ten service reps Fast service Saves time 

Motor oil Rust inhibitor 
 

Oil and engine 
Have longer life 

Saves money 

Forklift One-month trial Ensures product 
Meets needs 

Saves money and 
time. 

AIDAS approach is the cornerstone on which all the presentations are 
made. 
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Steps in Selling-IFrom the moment one begins to talk, it is important to capture the attention. 
This is extremely difficult in the context of customer being busy and having 
various other issues on their mind. Proper homework at pre approach stage 
and a satisfactory appearance should make it comparatively easy to get and 
retain the attention. 

Interest 
Once the buying motives are clear, these have to be used for capturing 
interest. At times this may have to be done during the meeting. This requires 
what is known as the capability of thinking while talking and walking. It is 
important to link the products benefits to the customer's needs. 

Desire 

If one has been successful in creating interest, a certain desire in further 
discussion and even interest in purchase should become obvious. 

Action 

This is the end product for everything that we have been discussing so far. 
The issue is that the story does not quite end with the culmination of sale. It 
has to be the beginning which needs careful cultivation and fulfillment of 
commitments; both specified and implied. 

Satisfaction 
Once the action has been initiate in terms of the product being sold, the sales 
person should be in touch with the buyer/consumer to know how the 
product is performing. This would go along way in terms of establishing a 
long term relationship. Most car manufacturers send a feedback form to the 
buyer to find details like dealer salesperson performance, dealer service 

Three types of sales presentations: 

Prepared Sales Presentation – The salesperson does almost all of the 
talking. Usually, the entire sales pitch is "canned," i.e., the salespersons 
memorize the pitch about what has to be sold. This approach is used by many 
telemarketers who try to sell an inexpensive product (e.g., home delivery 
of a paper or a warranty extension.). The telemarketers are not trained, other 
than being given a script to memorize, and have a very high turnover. The pay 
is quite low and semi trained people are often used. If you have ever seen it 
on TV or have received a call by a telemarketer trying to convince you to use 
a particular long distance service, you know what is being discussed. The 
telemarketers do virtually all the talking and have no interest in understanding 
(or satisfjmg) your needs. 

Need Satisfaction Approach - The customer does most of the talking and 
the salesperson attempts to understand the customer's needs. A problem 
solving approach is used. This approach is good for complicated and 
expensive products. Salespeople need extensive training for this approach. In 
fact, firms using the need satisfaction approach to selling may require a six-
month training period for their salespeople. If you get a job as a salesperson 
for IBM or Xerox selling high-technology products, this i s  the approach 
that you will be taught. 

Selling Formula Approach- This is in between the first two approaches. 
Salespeople are trained to use an approach similar to AIDAS (Attention 
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– Interest – Desire – Action- Satisfaction). The salesperson does most of 
the talking in the beginning of the selling pitch. Afterwards, the customer is 
brought into the discussion to help clarify his/her needs. The training is not as 
extensive as with the nesd satisfaction approach. 

5.5 LET US SUM UP 

The biggest advantage of personal selling is that the selling pitch can be 
adjusted and individualized to the prospect. Once the prospect's needs are 
determined, the sales pitch can be altered accordingly. 

In case of individuals following a typical sales-process it consists of 12 stages 
although it varies from one organisation to the other depending on the 
volume of sales handled, the nature of products and services, the type of 
clients being serviced etc. 

For the B2B selling process, this is made up of Prospecting, Pre -approach-
planning the sale, Approach, Need- assessment, presentation, meeting 
objections, Gaining commitment, Follow-up. 

Where prospecting is involved, i.e., a method by which sales persons identify 
the customers who may need the product and can afford it, the salesperson 
needs to also identify and quantify leads. 

The pre-approach stage involves information gathering and understanding the 
relevant facts about the prospects, their needs and their overall situation. 

At the approach stage it is important to call to fix an appointment rather than 
rely on cold calling. Fixing an appointment conveys a high level of 
seriousness and throws the organisation in very good light 

5.6 ANSWER TO CHECK YOUR PROGRESS 

Answers to activity 5.1 

1. Altered 

2. Twelve 

3. Tell, ask questions, show products and demonstrate 

4. Motivation 

5.7   TERMINAL QUESTIONS 

1. What are the steps in individual selling? How are they different from the 
B2B selling? 

2. Comment on the four components of communicating product 
knowledge? 

3. Comment on the AIDA approach to personal selling 
4. Explain the different types of sales presentations 




