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Unit 1: Introduction to Selling and Marketing Concepts

Learning Objectives:

1. Describe the characteristics and uses of selling by recognizing its role in
contemporary business environment and acknowledging its role as an
instrument for organisational growth.

2. Trace selling from the way it used to be to current methodologies, Identify a few
significant milestones in making sales a profession.

3. Contrast SELLING and MARKETING, explaining the ways in which the two are
similaryet have differentroles in business strategy.

4. Evaluate the influence of selling on commerce and society, including the
positive effects of good selling practices on economic activity (economic result:
added value through output) customer satisfaction( social outcome), and
creation of social value(haunted by your soul outcomes).

5. Discuss the role of sales from a strategic perspective within organizations and
its relationship to corporate strategy, as part of creating sustainable competitive
advantage over the long term.

6. Look at sales in action with the Amul case study and understand how sales
practices vary between India’s rural and urban markets.

Content:

1.0 Introductory Caselet

1.1 Nature, Scope, and Objectives of Selling
1.2 Evolution of Selling

1.3 Selling vs. Marketing

1.4 Role of Selling in Business and Society
1.5 Sales as a Strategic Function in Organizations
1.6 Case Study

1.7 Summary

1.8 Key Terms

1.9 Descriptive Questions

1.10 References
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1.0 Introductory Caselet

Ayoung and fresh out of MBA Rohan Mehta was hired as Sales Trainee ata firm then
classified in mid-sized consumer goods. And on his first day, he was asked to
accompany his manager to a distributor in its semi-urban market. Those “micro
moments of discouragement,” she believes, were because the distributor was balking at
taking on the company’s new product — customer demand might not be there and it
would face fierce competition from incumbent brands.

As Rohan watched, his boss - with the order and fistful of money from Rakesh in front
of him - smoothly detailed how the product had been designed with local tastes in
mind, flaunted pictures of the stick plans for programs that were hatched by the
company’s “back-end team” and assured the distributor on deliveries. He also
explained how the distributor margins would be retained and made it a win-win.
Persuasive by its clarity and determination, the distributor agreed to place a trial order.

Rohan turned the matter over in his mind that night as well. He viewed the transaction
as less of a “sale of product” and more as trust, value creation, fulfilling what the
distributor needed to get done along with getting done what the company wanted
accomplished. He learned that selling was a skill, a process that involved more than
convincing someone to buy something — it had to be rooted in an understanding of
what makes the customer tick, and one that needed to support marketing and other
organizational goals even beyond those on the sales floor.

Rohan came to see, after a few weeks, that selling had divergent purposes at his
company. “Sales team in Urban is super focused on brand differentiation and digital
engagement, whereas rural we focus on trust by leveraging personal credibility & being
part of community. He also saw that sales was tightly interwoven with marketing,
operations and even finance — demonstrating that selling was at the core of business
prosperity.

Rohan’s story illuminated the evolving nature of sales: not as a means to persuade, and
certainly not just as a way to convince people to spend money, but rather as a
consultative exercise that offers strategic value to business and society in the long run.

Critical Thinking Question

Ifin the case of Rohan and his boss, persuasion was a significant influence then what
about the Harvard Distributors agreement between them —was it an exclusive result of
selling to one another or did selling actually play a wider strategic role in delivering
mutual value? Justify your answer with examples.

1.1 Nature, Scope, and Objectives of Selling
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1.1.1 Meaning and Characteristics of Selling

Selling is the bedrock of business: it links the company with their customer. At its heart,
selling is about convincing people to buy your product and helping them make an
intelligent purchase that meets both their needs, as well as those of the seller. Itis
definitely not just about selling anymore and convincing somebody to buy, which is
very narrow thinking on what “selling” actually means in the modern era, where it’s
more about relationships and the long term value of living up to a promise.

Critical Components of the Definition of Selling

Key Aspects of Selling

Exchange of Value

Core transaction of goods for
compensation

\ Process Orientation

" Steps leading to successful
E transactions

Human Interaction

Communication and

relationship-building
Creating Solutions
Addressing problems with
tailored offerings

Adaptability to changing
markets

Fig.1.1 Key Aspects of the Meaning of Selling

Exchange of Value

Selling is atransaction where a particular good, service, oridea is exchanged with its
customer for money. It's not just about whether trading will occur: like all trade, itis a
two way street.

Process Orientation
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Selling isn’t something you “do,” it is a procedure that you proceed through prospecting,
when a sale comes to terms, and then management of these same if not more
systems. Everything matters when building trust and policy.

Human Interaction

At the end of the day, selling is people. It’s about knowing what does the customer
wants and how does he feel and what would he like to have.” Listening, Empathy and
communication skills are at the heart of selling.

Creating Solutions

With a focus in modern selling on “solving customer problems,” pushing a productis
out. Today, a salesman is more of an advisor/consult that helps you derive the best
solution while buying.

Dynamic Activity

And it changes with the market, customer behavior and technology. It's also been
shifting from conventional door-to-door to e-commerce and social sale.

Characteristics of Selling

e Customer Focus -the new way is selling by doing what expressions require for the
customer, not what | want!

* Persuasion: You need to be able to drive decisions through facts, benefits, and
establishing trust.

¢ Mission: While mission varies among professions, for accountants and product
managers selling shares serves some greater good.

¢ Ethical obligation: Ethical sales, honesty, fairness and transparency that lead to
either long-term relationship with buyers.

¢ Sales And Marketing Alignment: The links between sales activity to ensure it adheres
to the broader commercial and marketing strategy of the organisation.

Illustrative Example

Consider the introduction of an insurance product. The salesman’s role is not to sell at
all, but to understand a family’s financial needs, educate on risk management and
send them in the direction of the proper policy. This is an example of how selling is a
combination of persuasion, solution and responsibility.

1.1.2 Scope and Importance of Selling

Z"—.I turnltln Page 6 of 32 - Al Writing Submission Submission ID  trn:oid:::3618:127503677



z'l_.l turnitin  Page 7 of 32- Arwriting Submission Submission ID _ trn:oid::3618:127503677

The field of selling cuts across industries, markets, and places. It includes everything
from personal selling in a retail store to massive, complex sales of industrial equipment.
Selling isn’t restricted to goods; you also sell on services, ideas and causes.

Scope of Selling
Consumer Goods Sales

Selling goods such as FMCG, Electronics, Apparels or household items. Here we know
salespeople are trying to understand consumer preference and establish loyalty.

Industrial and Business-to-Business (B2B) Sales

Entails selling equipment, raw materials or services to other businesses. This involves
a stronger grasp of the technical aspects, negotiation and relationship management as
well.

Service Selling

And as | have described in an article on for banks (and it applies to any industry where
you are selling anything), banking is actually a product we buy - particularly when it
comes to solutions not just a commodity. Trust and credibility are most important in this
aspect.

Direct and Personal Selling

Direct communication with customers, eg visits or the use of telemarketing and door-
to-door sales.

Digital and Online Selling

Due to the popularity of e-commerce and social media, digital commerce is crucial. It
pools digital marketing and direct-to-customer interaction on virtual platforms.

Nonprofit and Idea Selling

Speaking of selling, it occurs not only in commercial contexts; from political
campaigns to social causes and charity, all good sales must motivate.

Importance of Selling

* Income employees: Sales are the bloodline of every organization. If you don't sell, the
greatest product in the world will not get paid.

¢ Market Development: Sales serve as a point of entry into new markets by providing
information and encouraging demand.

e Customer Development: Sales is an integral aspect of customer development, which
can lead to more sales in the future and drive referrals.
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* Feedback Loop: Staff on the ground act as bridge between customers and the
company, contributing useful sense data for product development and branding.

e Competitive Differentiation: In competitive marketplaces, good selling can be the
difference between winning an order and losing a sales call-Good selling is the lone
remaining basis for who buyers will trust.

Illustrative Example

Much of the success of Indian dairy cooperative Amulis attributed to its powerful
selling in both urban and rural India—but also around the world, including Africa. By
communicating quality and value to small retailers and consumers, Amul turned its
selling function into a national movement.

1.1.3 Objectives of Selling in Business Context

The purpose of sellingis more than just the sale. They encompass the broader
business and strategic goals of sustained organizational growth.

Core Objectives
Revenue and Profit Maximization

Atthe end of the day, sales is about generating revenue for a company. Profits are like
blood to an organization.

Market Penetration and Expansion

Superior selling allows organizations to capture more market, enter a new line of
business ortap into a customer base in a different geography.

Customer Acquisition and Retention

The point of sale is not only to acquire new customers but to continue feeding the ones
you already have with value.

Building Brand Loyalty and Trust

One more final objective is to establish long-term relations and make the customers
happy so they will stay with you.

Creating Demand

Sometimes — especially with breakthrough products — customers don’t know they
want your product until you show it to them. Selling is generating demand Selling is a
function of creating and shaping demand.

Feedback and Market Intelligence
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Salesforce representatives are also privy to a wealth of information on customer
desires, competitor activity and emerging trends. This supports informed decision-
making.

Contribution to Organizational Strategy

Disposal is consistent with the company’s strategy. Whether you want to be the
premium brand, low price provider or product innovator, that supports the positioning
of your company including all that you do.

Extended Objectives

¢ Educating the Buyers: In more complicated verticals like healthcare or financial
services, selling is very much about educating buyers to inform them about what the
risks and benefits are and how your product actually works.

e Ethical Trading: Buying and selling are done under premised legal issues, without
using, or exploiting the same for sustainable consumption.

* The aspect to be most noted is the social element: When done with respect by the
people for other human beings, Selling is a contribution to society enabling society to
have what it needs; basic goods and services.

Illustrative Example

Consider the smartphone industry. Companies like Apple and Samsung rely on selling
not only to strike deals but also to convey innovation, generate aspirational value in
products and lock customers into ecosystems of services. They aim for a few things:
make money, expand into other markets, keep customers coming back and lead in the
market (she will address these points as well).

1.2 Evolution of Selling
1.2.1 Barter System and Early Exchange Models

Selling as an activity can be understood since the time of barter system where the
services/products were exchanged for something, which has a value in society and
was commonly used for selling years ago. Prior to the advent of money, people and
societies exchanged goods and services based on barter. Barter was not simply the
trading of surplus goods; it also entailed the earliest form of selling, as it had to be
negotiated and persuaded and involved value.

Under barter, one would trade a good for another. A farmer who raises more grain than
he needs can trade the excess for tools from a blacksmith or cloth from a weaver.
Trades like this required a lot of trust and understanding that the player is being fair as
well. In modern transactions, a standardized form of currency provides uniformity
across trade. In prehistory and during most of human history, however,heterogenous
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goods were exchanged and the value of goods was based on personal interactions or
how much wool you had left over after making that fine hat for your favorite girlin
accounting. Value was relative to the situation, the want felt and the rarity of an item
(which made selling in primitive society more difficult than at first sight it seems).

Characteristics of Early Exchange Models

* Trade on the Basis of Demands: Exchanges were made because one party required
what the other had to offer. You knew selling was finding and meeting a need.

¢ The Core Skill of Negotiation: In the absence of listed prices, every transaction was an
opportunity to haggle. Sellers had to convince people of the value or necessity of what
they were selling.

¢ Localized Markets: Transactions frequently took place in villages, tribal or small
community-based exchanges where social relationships affected trust and exchange
behaviour.

¢ Social and Cultural Context: Trade relations in the context of a community are often
strengthening such relations that are related to rituals, tradition and social hierarchy.

Challenges of the Barter System

* No Common Measure of Value: It was always a challenge to assign value to products
(how many bags of grain were equivalent in value to a goat).

¢ Indivisibility: Some goods, including cattle and some types of grain, were so big they
couldn’t be used in small change.

* Double Coincidence of Wants: In order for barter to work, both parties had to desire
what the other party was offering at the same time.

The limitations of such systems eventually gave birth to commodity money, and
monetary currencies. The notional technological method in which goods and services
are exchanged - barter, for example - had changed: thanks to postal services, the
telephone and shipping routes previously unthinkable. The foundations of selling are in
these early transactions where trust, relationships, and perceived value drove the
transaction. Even in modern economies, trust-based relationships still matter more
than anything else.

1.2.2 Selling in the Industrial Era

The logging will be the industrial revolution that was straddled in between 18th-19th-
and very early 20th century where a fundamental shift happened on how product were
produced, promoted and sold. The age of mass production, thatreplaced hand craft
production, exponentially expanded the boundaries for the sale of goods. Suddenly,
trade was no longer a few skilled handcrafted product trickling through small
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communities. Rather, it would be a matter of shoving mass-produced goods onto
market shelves — the bigger and further away the better.

Central Aspects of the Industrial Age
Mass Production

The advent of machine manufacturing allowed for such products as textiles, steel and
consumer goods to be mass produced. This demanded organized selling systems to
take the product from factory to consumer.

Retail and wholesale networks make their appearance

This created important intermediaries in the form of distributors, wholesalers and
retailers. Businesses used these networks to provide products and services within the
urban and rural settings.

Professional Salespeople

Commerce became arespectable profession, the art of selling. It was time that door-
to-door salesman, traveling agents, and store clerks had some influential competition
in selling purchasers on the advantages of new wares.

Advertising and Branding

Modern advertising was born in the Industrial Age. Sellers advertised their products in
newspapers, posters, and billboards. Coca-Cola, Kodak and Procter & Gamble
appeared, demonstrating the growing role of brand identity in sales.

Standardization of Prices

Fixed prices didn’t exist in barter or early trade, before the Industrial Era. It less-
brokered the negotiation element of selling, and pushed more on persuasion,
differentiation and value-added services.

The Role of Selling in the Machine Age
e Salesmanship served as the bridge from mass production to mass consumption.

|t generated the demand inundating Americans by exposing them to products they
had never seen.

*Selling fuelled consumer culture, in which goods were associated with social status
and a way of life.

The Industrial Revolution transformed simple trading to planned mass distribution.
Selling ceased to be ad hoc and became a professional function which drove
economic expansion and materially influenced the nature of modern consumer
behaviour.
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1.2.3 Shift toward Relationship Marketing

“By the mid-to-latter part of the 20th century, businesses realized that selling could not
be justabouttransactions.” The emergence of the competitive and maturity markets,
both home to pickier consumers, underscored the importance of cultivating such
relations.

profitable clients. And so the concept of relationship marketing was born, a sea change
in how selling was conceptualized and carried out.

Features of Relationship Marketing
Customer-Centric Approach

They stopped worrying solely about their next sale, and started thinking more about
customer satisfaction and keeping their customers coming back for more. The job of
selling now required listening, understanding and matching solutions.

Trust and Credibility

Trust was now the basis of productive selling. Salesmen were advisers, consultants or
problem- solvers — not just persuaders.

After-Sales Service

Engagement Post-purchase engagement has been important to selling, from routine
maintenance to customer support and loyalty programs.

Emphasis on Retention

Businesses learned that keeping customers was cheaper than finding new ones. So the
selling strategy turned to long-term commitment.

Integration with Marketing

Relationship based marketing began to mix sales with marketing. Customer
relationship management (CRM) applications are now widely used to capture, store,
and analyse customer information.

Impact of Relationship Marketing

* Encouraged repeat business and referrals.

¢ Established followers who would expressively share products without being asked.
¢ Raised the value of a customer over his or her lifetime to an organization.

Relationship Marketing Relationship marketing was an evolutionary phase in the
ongoing development of selling. It turned sales reps from order-takers to strategic
assets that created long-term value than chasing short term revenue.
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Did You Know?

The concept of “relationship marketing” 87 first came into focus in the late 1980s when
academics and practitioners started to place greater importance on long-term
customer loyalty rather than short term sales. Research indicated that it could cost five
times more to bring in a new customer than to nurture an existing one, the economy of
which makes relationship-focused selling a solid strategy.

1.2.4 Sellingin the Digital and Al-driven Era

The 21st century has ushered in a dramatic transformation in selling, largely driven by
the digital revolution and advancements in artificial intelligence. Traditional face-to-
face selling is stillimportant, but digital platforms, data analytics, and Al technologies
have reshaped how businesses connect with customers. Selling is no longer limited by
geography, time, or human capacity; it has become global, real-time, and highly
personalized.

Features of Digital Selling

1. E-Commerce Platforms

E-commerce platforms like Amazon, Alibaba and Flipkart give access to millions of
customers directly. Secondhand trading now occurs at scale, with no physical borders.

Social Media Selling

Facebook, Instagram and LinkedIn allow you to make think-on-your-feet feedback with
your customers. Influencer marketing has grown into an effective sales tool where
people make purchases based off of personalities.

Data-Driven Insights

Big companies analyze consumer data On this massive scale, organizations analyze
individual online buying patterns. Now, predictive selling, targeted ads and
personalized recommendations are a cornerstone of digital strategies.

Artificial Intelligence in Selling

Al-enabled chatbots, virtual assistants and recommendation engines deliver greater
customer engagement. Al software helps forecast customer demand, automates
responses and executes simple sales.

Omnichannel Experience
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Today, consumers expect consistent environments not only online but also offline and
in stores. Digital selling has a unified front where one-touch points to ensure that
experiences are delivered consistently.

Importance of Al in Selling

o e Automation: Al takes the monotony out of, for example, qualifying leads and
following up.

* Personalization: The better it understands us, the more Al enables personalized
offerings.

¢ Efficiency: Accelerate the sales process time with precise forecasting and rapid
responses.

e Scalability: Enterprises can handle millions of exchanges at once.
Emerging Trends

* VOICE COMMERCE: The use of smart speakers, such as Alexa or Google Assistant, to
sell things.

¢ Virtual Reality Sales: Shoppers can try out products in virtual settings.

¢ Ethical Al: As automation increases, companies have to make sure there’s
transparency and fairness in digital selling.

Selling in the digital and Al era is no longer about efficiency, (well sort of), but also
about building hyper-personalized, data rich trust-based relationship at scale. It is the
most recent chapter in breaking down the sales process, combining technology with
age-old truths of knowing what the customer value and how that can be delivered.

1.3 Selling vs. Marketing

1.3.1 Distinctions Selling and Marketing There are many differences between selling
and marketing.

In ordinary speech, both selling and marketing are frequently used as synonyms;
however, in the 'biz' consulting world | move in they mean two very different things, with
their own unique goals strategies and approaches. Selling focuses on convincing
customers to buy a product or service and marketing is about much more than just that,
itincludes all other activities which happen long before the sales exchange and even
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after the purchase has been made. Itis important to be aware of the distinction
between these two terms as you develop strong business strategies.

Focus and Orientation

Selling Orientation: It is concerned with the transfer of product or service from the
seller to buyer. It focuses on meeting short-term targets like monthly sales volume,
working off excess inventory or closing deals. The question to answer is: “How do we
get the customer into a buying mindset?”

¢ Orientations in Marketing:On the contrary, marketing is long-term oriented and
customer-oriented. Itis the awareness of customer requirement, providing products to
fit them with clear communication and satisfaction. Marketing is strategic and future-
oriented.

Time Horizon
¢ Selling: Short-terms, transactional and focusing on making a sale now.

* Marketing: Long-haul, value-based and focused on preserving the growth of the
brand.

Approach

¢ Selling: Depends a lot on sales gimmicks, negotiation and sometimes high pressure
tactics to sell a product.

e Marketing: It depends on research, customer segmentation, positioning and creating
value to draw in customers willingly.

Activities Involved

e Sales Activities: Prospecting, lead generation, call preparation, presentations/power
point skills, objection handling and closing sales.

* Marketing and Sales Actions: The research of the market, developing a product,
pricing, selling promotion, and distribution by branding and interacting with customers.

Outcome
* Sales Result: Generates income for the business by closing sales.

* Marketing Impact: Generates customer value, loyalty and competitive edge, which
translates the same into revenue model.

Example

If a company launched a new skincare product, their sales team’s job is to convince
retailers and consumers to buy on the spot. The marketing organization, by contrast,
research consumer preferences, designs packaging, develops pricing strategies and

Z"—.I turnltln Page 15 of 32 - Al Writing Submission Submission ID  trn:oid:::3618:127503677



z'l_.l turnitin  Page 16 of 32 - Al Writing Submission Submission ID _ trn:oid::3618:127503677

communicates the product’s benefits via an advertisement while ensuring that the
company can deliver on its brand positioning over time.

The difference here is that selling is part of the larger marketing process. Selling gets
you a quick buck; marketing is there for longevity, constantly meeting the needs of
buyers in your customer base.

1.3.2 Areas of Overlap and Integration

Although not cut form the same cloth, sales and marketing are two very intertwined
functions. In reality, however they overlap so much and need to be integrated in order
to have a successful business. Whereas marketing is creating awareness, interest and
demand, selling turning that demand into money. These are two components of the
same process, and good organisations align their operations with this.

Overlapping Areas
Customer Focus

selling and marketing are both about meeting the needs of the customer. Marketing
determines and describes those wants, while selling ensures their provision through a
personalised exchange process.

Brand Image Creation

Its salespeople are also the public face of the corporation. While they are designed by
marketing, every sales interaction builds or erodes the brand.

Feedback Loop

Sales team members are involved first hand with customer feedback on products,
pricing and competition. Marketing leverages this information in strategy, campaigns
and product design.

Promotional Activities

Leads are generated by marketing campaigns and nurtured into conversions by sales
reps. As an instance, promos promoted by advertising should be communicated and
implemented efficiently by the sales teams.

Importance of Integration

* Message Consistency: All of your customers need to receive the same information,
whether they interact with a sales contact or view a marketing touch.

¢ Investment and Capital Efficiency: Marketing spend and sales targets must be in
unison.
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e Customer Experience enhancement: Effortless cooperation creates a sensation of
being central and real, of mattering, and of being understood at every pointin the
customer’s journey.

¢ Higher Profitability: Studies show that firms that work better together have higher
customer retention and better revenue growth.

Illustrative Example

In the automotive industry ads show new cars boasting features, safety ratings and
deals. Sales staff follow up these messages when potential buyers visit the show room
to answer detailed questions and offer test drives. The end result of this integration is a
use that’s more consistent, and therefore inspires customer confidence, which in turn
equals higher sales.

So, the boundary between selling and marketing is pervious in many places, and
integrating both isn't a luxury — it's a necessity if you want to be successful.

1.3.3 Role of Selling in the Overall Marketing Strategy

If marketing plans are what paint the picture and build blueprints for accessing target
audiences, selling is the true delivery engine that makes these plans real. Without
selling, the best marketing plan is probably an academic exercise. Sales organisations
guarantee that the brand promise is maintained on a customer level and according to
this make sure that organizational goals are reached through continuous contact of
their sales.

Role of Selling in the Marketing Effort
Implementation of Positioning

A productis placed in the customer’s mind as either: premium, affordable, innovative
or reliable by marketing. This positioning is solidified during interactions with the
salesperson. Luxury automobiles sales personnel sell with an emphasis on their limited
quantity and personalized customer service to match premium position.

Lead Conversion

Marketing delivers these leads through ads, promotions, and digital campaigns. Sales
teams determine the value of these leads and turn them into paying customers, putting
forth your whole marketing process.

Customer Education

Salesmen reduce technical information, functions and benefits to customer benefit
terms. This educational role assists the marketing goals of communication through
making sure customers get it, they really “get” how valuable the productis.
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Relationship Building

Such initiatives can entice consumers early on, but lasting loyalty is built through one-
on-one selling. Sales people develop these relationships and the business is more likely
toreturn as well as refer other business.

Market Intelligence

Sales reps communicate to RdE on the fly competitor news, changing customer needs
and market trends. This insight allows marketing entities to take actions on optimizing
strategies, repositioning products and generating targeted campaigns.

Revenue Realization

It’s marketing campaigns that are lived experiences — they deliver value (and revenues).
Sales Sales is the amount of money a business receives from its customersin
exchange for the sales of goods or services (as opposed to revenues, which refers to all
income that a business receives).

Extended Roles of Selling

¢ Helping With New Product Launches: Marketing launches a new product; sales
teaches customers and retailers how to use it.

¢ Crises Management: When a company is hit with negative news stories, the
salespeople soothe nervous customers and restore trust on the street level.

¢ Raising CLTV: By cross-selling and upselling, B2B sales enhance the combined value
of each customer over time, helping with overall marketing objectives.

Activity for 1.3

Put yourself in the shoes of a company that’s rolling out an ecofriendly household
cleaner. Your marketing department created a promotion stressing good health and
being environmentally friendly. Imagine you are part of the sales team...sit down and
write out your pitch to a local supermarket manager to put the brand on their shelf.
Imagine how you would respond to the marketing message, overcome objections and |
also want you to highlight: Customer value Profit for the retailer. Share perspective with
colleagues and determine how selling supplements the marketing plan in this
particular case.

1.4 Roles Selling Plays in Business and Society
1.4.1 Selling as a Link between Producers and Consumers

Trade acts as anindispensable link between producers and consumers. Producers can
produce products and services, but without selling them efficiently these wares cannot
get totheir buyers. Not only does sales movement products and goods through
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distribution channels efficiently, it also add value for both buyer and seller. In some
ways, selling is the exchange that turns the production into consumption and allow
companies to deliver on their mission.

Communication Channel

Selling — Producers get to tell customers about the characteristics, advantages and
feather gerance of their products. It turns jargon into something customers can hear
and understand. A producer

could innovatively design a product with innovative features, however unless these
features are communicated in a powerful manner when selling, customers may
perceive them as irrelevant.

Matching Needs with Offerings

Selling is finding the need of customer and fixing it with your product. There may be a
new product that a consumer does not even realize might solve an acute problem, and
itis the salesperson’s job to make that match. For example, a farmer may not be aware
of how the latest irrigation technology saves water and can increase crop yields untila
salesperson shows it to him.

Information Feedback Loop

Selling brings product to consumers as well as feedback to makers. Sales have the
direct link to buyers and would have feedback on what they like, what is wrong, and who
are their emerging demands. Producers use these feedbacks to optimize product
design, price and quality of services.

Reducing Market Gaps

Selling shortens the interval between production and utilization. Producers may be
distant from consumers, yet through trading networks — which can include
wholesalers, retailers and online platforms — goods even find their way to remote
locations. Sales brings about inclusiveness by bringing products within the reach of
various sections of society.

Value Addition through Relationships

Selling is not just about the sale. It builds trust and loyalty between a maker and a
consumer. Satisfied customers are repeat purchasers, and additionally advertise the
business by word of mouth. So, selling is an instrument, and it doesn't make an
exchange better only— it makes relationships richer and more enduring.

Put another way, selling is what makes money an indispensable filtering mechanism
between the world of what gets produced (by producers) and the world of consuming
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(of consumers). Take away this relation, and production would cease; for what would be
the use of the former in the absence of the latter?

1.4.2 Contribution of Selling to Economic Development

Commerce is a revolutionary factor in the life of any civilization. It creates demand,
creates jobs, maintains industries and fuels sectoral growth. Production is creation of
economic capacity and selling is utilization of that capacity by ensuring that things in
fact, get through trade channels.

Stimulating Demand

The sales activity creates awareness and persuades people to buy. Along the way, they
create demand for goods and services to drive up production. More demand comes in
and that leads to investment into industry, so you build new factories and gentrification
of industry takes place.

Employment Creation

The selling activity is conducted by millions of professionals all over the world, ranging
from sales reps, distributors and retailers to digital marketers and customer service
staff. Directly, jobs outin the selling ecosystem help to keep our economy moving
forward.

Revenue Generation for Businesses

A company can never make money —the quality of product does not matter at all until
you sell well. Sales are the foundation of profitability, and profits fuel research,
innovation and growth.

Encouraging Competition and Innovation

Exchange encourages competition by allowing several producers to offer their
products in the marketplace. This competition forces firms to innovate, produce higher
quality goods and services and offer them at lower prices to consumers, all of which
makes markets work better.

Expanding Market Reach

Producers can also reach new customer bases, both in the United States and around
the world, by selling. The export-led selling opens external earning avenue and
enhances the economy's stand in international commerce.

Enhancing Standard of Living

Selling serves to expand the marketplace of things that better life. The same is true of
low cost medical care, financial products and new technology — they all get to the
consumer by persuading people to buy them, which raises overall living standards in
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society Onkeydoke | November 22 2014 at 03:44 PM They also have to persuade loads
of other people.

Government Revenue and Infrastructure Growth

The more transactions are sold, in turn generating taxes. These funds are then
reinvested in infrastructure, health and education that help stimulate economic growth.

Example

In countries such as India, the expansion of selling network in rural areas has been
instrumental in development. Enterprises that sell fertilizer, consumer goods and
mobile telecom services have changed countryside economies by stimulating both
demand and employment.

This is why selling isn’t just a business process; but rather the foundation for economic
growth and prosperity.

1.4.3 Ethical and Social Dimensions of Selling

Selling is not just a business; it has moral and social commitments. As the saleis a
process that influences human decisions, it may have positive and negative
consequences. Fair selling guarantees the rights, transparency and respect to the
consumers and social responsible selling cares about th e society.

Ethical Dimensions

Truthfulness in Communication

It is salesperson’s job to give the consumers appropriate information on what they are
buying and not hype or false product information. There is, however, a dark side to
misrepresentation in that it can - and probably will - undermine trust and even lead to
legal claims.

Fair Pricing

Unfair marketing should not trap the customers by manipulating prices or hidden costs
for it to be sold to them. Ethical pricing builds long-term credibility.
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Respect for Customer Autonomy

Sales should enable people to make a sound decision without being bludgeoned or
manipulated. Pressure tactics may get quick results, but they also can damage
relationships over time.

Confidentiality of Customer Data

Alongside digital selling, safeguarding customer data is an ethical requirement. Misuse
of personal fata can be distrust-breach and reputation-damaging.

Social Dimensions

Promoting Responsible Consumption

Selling should push customers to use products responsibly and sustainably. For
example, firms that distribute medicines must guide people correctly in order to
prevent the misuse.

Contribution to Social Welfare

Numerous organizations connect their sales approaches with social campaigns, such
as fundraisers for environmentally friendly products or education through its sales
model.

Cultural Sensitivity

Ways of selling should respect tradition and shouldn't try to sell products thatcan be
detrimental to social values.
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Inclusive Selling

Access to products in lower-tier markets such as rural and low-income is a driver of
social equality and growth.

Challenges in Ethical Selling

e Sales targets pressure representatives into crossing ethical lines.

e Ethics become murkier than ever when viewed through the lens of globalization, as
norms differ from one part of the world to another.

* New digital practices, including persuasion through algorithms, bring new ethical
challenges of consumer manipulation.

Example

The moral compromises of selling are never more evident than in the tobacco industry.
Although itis legal to do so, advertising tobacco conflicts with social responsibility in
view of the health damages caused. On the flipside, a company such as TOMS Shoes
tie sales directly to social good by giving one pair for every pair sold and make selling
synonymous with contributing positively to society.

Did You Know?

In the late 1960s and early 1970s, ethical selling began to gain prominence as
consumer rights movements became more vocal. During this time, truth-in-advertising
laws and codes of conduct for sales professionals were introduced, focusing on the
values of honesty, openness and responsibility in selling.

1.5 Sales as a Strategic Function in Organizations
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1.5.1 Selling as Part of Corporate Strategy

Selling is not an ancillary or separate endeavor in today’s business world. It has
transformed to be a strategic role that leads the corporate strategy and impacts on
organizational performance. Selling is the interface between the firm and its
environment through which customers, competitors, suppliers, and regulators are
influenced. It does so by presenting critically important market intelligence that helps
businesses stay current, customer-centered and financially sound.

Sales As Vision For The Corporate Vision

Sales is instrumental in converting the company’s vision into tangible results. A
corporate play of the market has expansion, profit, branding and customer
engagement objectives. Sales translates these big goals into what they will mean at a
customer level. Without sales, the strategies and tactics of a company’s leaders are
merely theoretical.

Market Positioning through Sales

How an organization sells conveys its positioning. For instance, luxurious brands focus
on exclusivity and intimate selling experiences while low-priced firms focus on
affordability and broad reach. Sales tactics are, therefore, primary drivers when it
comes to some of the ways a company wishes to be viewed by the market.

Linking Strategy with Execution

Corporate strategies outline the battlefield, but it’s sales that actually fights onit. Itisin
prospecting, presenting, negotiation and relationship building where the sales team
turns plansinto actual results. They make certain that strategic objectives like market
share gains or new products launched come to life the day they are planned.

Sales as a Feedback Provider

That sense, from having a feedback to the market centrally strategic contributions,
selling does it bring. Salespeople are speaking to customers and competition all day,
every day — a veritable intelligence treasure-trove. Such feedback would also help firms
to personalize pricing, tweak product features and experiment with new channels.

Risk Mitigation through Sales Strategy

Selling is how you manage the risk of your corporate strategy. For instance, as sales
teams begin penetrating a new market, they measure interest and supply early
indicators that enable companies to pivot before making much larger investments.

That’s because selling is not a solo act; it resides within the framework of corporate
strategy. It’s about making sure the company strategy happens because of execution,
positioning, feedback and risk management.
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1.5.2 Alignment of Sales with Marketing and Business Goals

An organization's performance will be most effective when its sales service is well-
aligned with marketing objectives and overall business aims. If marketing is navigation
through segmentation targeting and positioning, than sales is the more tangible force to
get there. It is absolutely essential that they are aligned if you wantto ensure that
marketing and sales are not throwing time and money at each other and the customer in
irrelevant or outdated ways.

Shared Objectives

Sales and marketing have to have shared goals that directly correlate with the
company’s business strategy. For example, if the corporate objective is to grow a
business into developing countries, marketing can concentrate on brand-promotion
campaigns while sales could be building distribution channels and relationships.
Alignment ensures that both functions work toward the same goal.

Consistency in Messaging

One key area of convergence is messaging. Consistency of collateral A customer will
get a similar message when they see an advert, go to a promotion or call up someone in
sales. Misalignment causes confusion and lack of trust.

Integration of Processes

e ¢ | ead Gen and Conversion: marketing creates leads with funnels and the sales team
qualifies and converts them into customers. Switching smoothly between these two
tasks could make the device more efficient.

e Customer Journey Management: The responsibility of the customer experience from
aware to buy, and beyond to post-sale; both sales and marketing lead this effort
together.

* Performance Measurement: The metrics including customer acquisition cost and
lifetime value are shared, so each function measures success in a common language.

Role in Business Goals

Being aligned with the business helps to guide everything you do towards either
profitability, market share or innovation. For example:

e [f the objective is profits, sales teams are focused on upselling and cross-selling.

¢ |f a market penetration is the target, sales tactics put prospecting and promotions
front and center.

e If the aim isinnovation, sales teams gather learnings to help develop products.

Technology as an Enabler
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The use of CRM systems, data analytics and combined dashboards enable alignment
by permitting sales and marketing access to common information. This minimizes
repetition and offers a single customer view.

Alignment is not only about synchronization, it is about generating synergy. Sales and
marketing are better together When they both work towards a common goal, the impact
of sales and marketing will each be compounded by the other to achieve overall
business objectives across the board.

1.5.3 Modern Sales Force as Strategic Business Partners

The sales force has change dramatically. Historically, salesmen were perceived as
mere transaction agents whose purpose was to close the deal and shift stock. But
today the savvy sales force serves as a strategic partner, adding value to customers
and the company’s strategy for years to come.

From Transactional to Consultative Selling

Today consultative selling scriptis used by sales people who are consultants.
Customer requirements are considered and tailor-made solutions are recommended,
not simply trying to flog a product. This change is part of a larger move to focus on
customer success, rather than one-time sales.

Strategic Role in Customer Relationships

Salespeople build lasting relationships, which create brand loyalty, repeat business
and referrals. They are the voice of a company to the customer, and also the voice of
customers to a company. Their promise of value is to ensure that the customer finds
additional value besides the product.

Contribution to Business Growth

Modern sales forces contribute to:

¢ Growing Revenue: By cross-selling and upselling.

¢ Market Expansion: By bringing companies into new geographies and segments.

¢ Innovation: By presenting offered, customer feedback to RCD and as input into
product development.

Collaboration with Other Functions

They also collaborate with sales, marketing, operations, finance and customer service
to develop strategies. They're not just sales guys, they do cross functional strategy too.

Use of Technology and Data
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Today, salespeople rely on tons of digital software and technology, including their CRM
application and analytics. These help those companies predict what their customers
will do, tailor solutions and become more efficient. Al and automation also enhance
their strategic capabilities.

Becoming Business Advisors

Already, in sectors like IT, healthcare and finance, “Salespeople are also consultants
who help businesses build stronger day-to-day operations while reducing exposure to
risk and accomplishing long-term goals.” Their expertise and insight renders them
nothing short of the client’s business partner.

The sales force is no longer just a tactical need today — it ‘is a strategic advantage.
Sales Organizations deliver Competitive Differentiation through the combination of
customer centricity, data-driven intelligence and collaborative capability that builds
sustainable value over time.

Knowledge Check for 1.5

From the foregoing, it is clear that selling as a thread, serves a useful purpose in
corporate strategy by:

a) Advertising only

b) Customer persuasion

c) Market feedback

d) Product design

When the sales and marketing are aligned, you have:
a) Faster hiring

b) Consistent messaging

c) Price reduction

d) Shorter contracts

Which of the following is one of the primary functions of a sales force today?
a) Pushinginventory

b) Acting as advisors

c) Avoiding marketing

d) Reducing costs only

Sales technology is used to support:
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a) Manual reporting

b) Predicting behavior

c) Reducing employees

d) Creating products

If the other company objectives are more profit focused, sales goals should be:
a) Cross-selling

b) Branding only

c) Market surveys

d) HR training

1.6 Case Study / Activity: Sales Journey of Amulin Rural & Urban India

Amul, India’s mosticonic dairy brand is an outstanding model of how the best of selling
strategies adapts with two varied above definitions about rural and urban market.
Conceived in 1946 as a cooperative of mass movement by the state of Gujarat, Amul
from being justthe supplier to the local dairy farmers grew into an all-India household
name. The sales record of the car that meteorically crashed into history, however,
teaches another major lesson in tactics for different types of consumers.

Rural Sales Strategy distribution to out of the way places

Amul was soon to discover that organized brands had neglected rural India. The other
plan, he said, involved putting in place a huge cold-chain infrastructure for reaching
milk and dairy products even to the backend villages. The village level distributors
played a key role in ensuring access.”

Trust and Community Engagement

Selling in the countryside was less about generating ads and more about establishing
trust. Amul relied on its cooperative radar to build trust. The brand was a seller of more
than just dairy products; it was a friend to farmers’ living standards.

Affordable Packaging

Price sensitivity was a bigissue in rural India. Amul started to market small, affordable
packs (like a single-use sachet of milk or butter) which quickly became very popular
anglo lower-income households and helped them increase penetration.

Education and Awareness
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Sales agents demonstrated to rural villages how to be hygienic, eat well and the
advantages of processed dairy goods. This solution selling technique boosted
resistance from consumers hesitant to take to branded dairy.

Urban Sales Strategy
Brand Positioning

Amul positioned itself in urban India as a contemporary, trustworthy and innovative
brand. It diversified into not only basic dairy products but also cheeses, chocolates, ice-
creams and beverages as the tastes of consumers changed.

Retail Penetration

Amul found a place in every nook and cranny of the cities from kiriana store to malls.
High visibility meant there was always a steady reminder of the store.”

Advertising and Promotions

The Amul girl campaign proved to be one of India's iconic image in advertising. Urban
sales were driven by mass media and billboards to reenforce the loyalty of consumer
segment.

Premium Product Variants

To serve the middle- and high-income consumers, Amulintroduced premium lines
such as probiotic yogurt, low-fat products, and exotic cheese. Urban selling therefore
straddled the mass market and niche segments.

Lessons from Amul’s Journey
¢ Sales needs to be relevant in each local market; one size does not fit all.

¢ Rural sales were based on trust, affordability, and education. Urban sales are based
on branding, variety and convenience.”

e Strong distribution network is key to rural push and urban pull.

¢ Cohesive messaging and product quality create brand loyalty among disparate
segments.

This case brings forth the illustration of Amul’s sales story, which perfectly represents
this juxtaposition through the nobility that exists between rural participatory and urban
charm as a propagate of selling as both economy function and social practice.

1.7 Summary

Sellingis helping, educating and persuading customers to make decision that
produces mutual value.
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@ The selling concept is characterized by traits such as being customer orientated,
ethically responsible and flexible with market exigencies.

w Selling can be from goods to services to digital platform and even concepts.

wThe purposes of selling are to produce revenue, keep value in the system, and
advance the organization’s mission.

w The selling process has changed from the days of barter till digital and Al enabled.

w Relationship marketing placed trust, loyalty and commitment as key to
contemporary selling.

w Sales and marketing vary in the sense of their perspectives, but they do intersect in
certain ideas regarding customers’ satisfaction, feedback and promotion execution.

@ The place of selling in business is significant as it connects the producers with the
ultimate buyer and shows market expansion.

w Sales help in the economic development through employment generating, demand
creation, and upgradation of living standards.

e Ethical selling stresses honesty, openness and socially responsible behaviour.

w Selling is a strategic role that closely ties to corporate strategy, marketing goals and
company mission in general.

w Strategies followed by Amul in rural and urban areas are indicative that marketing
strategy varies to suit different market conditions for sustained growth.

1.8 Key Terms
Sales - The activities involved in persuading and helping people to buy things.
Barter System - Trading goods by trading one directly for the other).

And one more business term for you: Marketing — An all-encompassing business
function aiming at meeting customers’ needs.

Relationship Marketing — A sales strategy concentrated on trust, loyalty, and long-term
customer engagement.

CRM (Customer Relationship Management) — Tools and processes for organizing,
tracking, storing, retrieving customer data or may refer to company-client interactions.

Consultative Selling — A sales strategy based on problem solving and advisory services.

Distribution Network — Ways in which products are moved from producers to final
customers.
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Sales Strategy -Voluntary activities or practices to generate revenue and market share.

Economic Development —Increase in weath, employment opportunities and living
standards for residents that is driven by business activity.

Ethical Selling — Sales behavior thatis premised upon fairness, honesty and respect the
customer's rights.

Market Knowledge - Intel generated by selling for strategic business planning.

Value Creation -Providing the benefits and values that the customer wants and align
this with the needs of an organisation.

1.9 Descriptive Questions

Describe the types of selling, illustrating with appropriate examples.
Describe the impact of selling evolution on contemporary business.
Distinguish between sale and marketing. Discuss the overlapping areas.
Discuss the function of marketing in linking producers with consumers.
Whatis selling as a means of economic development in the society?

Critically discuss the ethical and social implications of selling, using appropriate
examples.

Describe how selling functions support marketing objectives and an organization’s
goals.

Take an example of Amul and explain the different selling methods in rural and urban
markets.
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5. Amul Official Website and Annual Reports (for case insights).

6. Srinivasan, R. Case Studies in Marketing. PHI Learning.

Answer Key to Knowledge Check (from 1.5)

1. c) Market feedback
2. b) Consistent messaging
3. b) Acting as advisors

4, b) Predicting behavior

5. a) Cross-selling
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Non-qualifying text, such as bullet points, annotated bibliographies, etc., will not be processed and can create disparity between the submission highlights and the
percentage shown.
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Unit 2: Importance of Selling Skills in Modern Business

Learning Objectives:

1. Discuss how sellingis a life skill and explore the contributions of persuasion,
negotiation, and communication to success both professionally and personally.

2. Explore how selling fits into the world of entrepreneurship and start-ups,
demonstrating how founders leverage selling to acquire customers, investors,
and strategic partners.

3. Compare and contrast selling services versus product sales, emphasising the
distinct challenges and tactics of each.

4. Analyse the influence of globalization on selling such as international selling,
global competition and e-selling.

5. Consider selling as a career Explore the variety of job opportunities, core
competencies and potential growth related to sales careers.

6. Do aself-evaluation/self-reflection as to strengths and some areas of
improvement in communicating, persuading and involving the customer.

Content:

2.0 Introductory Caselet

2.1 Selling Skills as a Life Skill

2.2 Role of Selling in Entrepreneurship & Start-ups
2.3 Selling Skills in Services vs. Products

2.4 Impact of Globalization on Selling

2.5 Selling as a Career Path

2.6 Activity

2.7 Summary

2.8 Key Terms

2.9 Descriptive Questions

2.10 References

2.0 Introductory Caselet
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Ananya, a 24-year-old engineering graduate who’d harboured the dream of setting up
her own tech company. She was a natural at birthing the new and the bracingly now, but
simply recognizing that something game-changing as her own wasn’t quite enough:
“Knowing what | had in my hands was one thing,” she says, of course. “The other thing is
how you convince people to believe.” She stumbled toward an articulation of the
product’s value in her first pitch to investors. The investors liked her technical know-
how but everyone passed on investing because of unclear communication and a lack
of compelling sales story.

Keen on learning, Ananya enrolled in workshops to learn sales and communication.
She also learned how to tailor her pitch depending on the audience — discussing the
nitty-gritty technical details with engineers, showing returns on investment to investors
and focusing on ease of use with potential customers. She showed that she could
listen, feel and argue with force in the way she communicated.

Ananya’s start-up was soon picking up pace. Her first investor came on board when
she started promoting the business problem her product solved, rather than
emphasizing its technical complexity. She won early customers by showing the real-
world benefits of her product with free trials as well as customer testimonials. Equally
as important, she also learned that selling was not limited to pitching her product—it
was just as necessary when wheedling with those suppliers, hiring talent and even
wowing her tiny team.

Ananya’s experience is a case in point to prove people not all salespersons are those
who have some sales job. Today, selling is a life skill that transcends contexts both
professional and personal. Whether it’s in business, service or international markets,
making the sell can make or break an idea.

Critical Thinking Question

For Ananya, would her success depend more on upgrading her selling skills or the
quality of her product? How do they both interplay into the success of a start-up?

2.1 Selling as a Life Skill
2.1.1 Selling as Communication and Persuasion

"Selling" is frequently misinterpreted as being only a commercial exercise that belongs
to the world of business. Actually, selling is at its root, the skill of communicating and
persuading to get someone to see things your way in a trusting relationship where both
win. The ability to sell - whether in everyday conversations or high-stakes negotiations—
enables us to articulate our ideas and opinions, foster relationships, generate vision,
empathy with others, have impact and influence.
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Selling as Effective Communication
Clarity of Message

One of the most important parts of selling is taking a complicated concept and making
it simple enough for your audience to understand. Itis true that no productoridea can
be effectively communicated without clarity —whether you are explaining the features
of a product or pitching a potential new idea at work, it is important to make sure your
listener understands what is being offered and its benefits.

Active Listening

Good salesmanship is at least 49 percent good listening! One must know what is
driving someone or what problems they are facing and why people prefer alternative
solutions before coming up with a solution. Listening is an act of respect, anditis a
precondition for persuasion.

Adapting to the Audience

Selling is about matching communication to the audience. And the same message
may need to be communicated differently to a colleague, a client or your boss. Such
flexibility can engender relevance and enhance acceptance.

Nonverbal Communication

“Language is a part of it and you’re using tone, body language and hand movements.
Both moral values: confidence, transparency and empathy are as communicated
without words so Mutum supposes, that the effect on criticism is credibility.

Commerce as Propaganda Influence without Violence

The moralis, persuasionisn’t lack of manipulation but giving them what they need and
want in the way that serves their needs and wants. EN Summary Ethical persuasionis
about being sincere and predictable in the long run.

Creating Emotional Connect

Effective persuasion is not just in the head; it’s in the heart. Stories, anecdotes and
metaphors close that distance and make the message more alive.

Overcoming Objections

Cognitive Resistance To convince others, one must be able to counter doubts and
objections with evidence, compassion and reason. It fosters trust and gives the other
an opportunity to make an educated decision.

Encouraging Action
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Ultimately, selling is all about eliciting a response, whether that means selling a
product, an idea or change. Persuasive talking translates knowledge into acceptance.

Extended Perspective

In a professional setting, it is the power of persuasive communication that separates
leaders from managers. It is leaders who must sell their vision to teams, investors, and
stakeholders. Likewise, in personal life, effective communication and persuasive
abilities can be used to resolve conflicts, strengthen relationships and open new doors
for you. So, sales as communication and persuasion is a broadly applicable skill
allowing people to achieve better results through more effective ideas transfer and
impact.

2.1.2 Application of Selling Skills Beyond Business (Personal, Social)

The Versatile Role of Selling Skills

A Personal
| Applications

Social
Applications

Fig.2.1. Application of Selling Skills Beyond Business (Personal, Social)

Sales Techniques goes far beyond the traditional environment of selling. Selling is
something that everyone does — without exception. So when you are influencing a
decision your friend makes, or helping make a decision in a meeting with several people
or presenting yourself in a social setting selling techniques come into play and
determine how effective you are personally and socially.

Personal Applications
Career Development

Fake it until you make it Job interviews are nothing but a sales pitch, where candidates
showcase their skills, achievements and what value they have to offer an employer.
Being able to sell oneself can make and break a career.

Self-Branding
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People are always representing their personal brand — how they speak, how they dress,
and the way in which they interact with others. Sales abilities assist in the facilitation
of this very personal brand to make favorable impressions.

Decision-Making Influence

In family and personal relationships, selling skills are used when making decisions —
although you may not realize it; for example, getting others to understand why your
vacation idea is best as opposed to theirs, debating over allocating funds in the budget
or trying to talk about what lifestyle will be.

Conflict Resolution

Empathetic, persuasive and skilled communicators are able to resolve disputes by
focusing on common ground and achieving win-win scenarios.

Social Applications
Community Leadership

In social organizations, NGOs or voluntary associations their leaders need selling skills
to raise funds, attract volunteers and persuade communities. Their knack for selling
you on a given vision does affect participation.

Advocacy and Social Change

Civic leaders and social workers use selling techniques to bring certain problems to
public attention as well as encourage mass action. They need to be able to persuade,
whether the audience is individuals or institutions.

Networking and Relationships

The art of selling in social media It’s all about networking, no doubt. Confidence to
engage with other people and to be able represent who you are or what you want,
opens up a world of opportunity.

Public Speaking and Influence

Politicians, educators and community members sell their audience onideas or policy.
They are no more successful than they can convince masses of people through their
speeches and interactions.

Extended Perspective

The employment of the skills of sale for anything other than business points to their
universal value.” Ateacheris a merchant of knowledge, she sells out to students by
ensuring the lesson is engaging. A doctor sells a course of treatment by inspiring trust
in the patient. Values and discipline are “sold” to children’s parents by persuasion not
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force. These are the core tenets of selling, regardless of industry, and they drive each
scenario.

2.1.3 Building Confidence and Negotiation through Selling

Selling skills result into confidence and ability to negotiate. “Selling” means getting

out in front of people and taking responsibility for making shit happen. This is a lot of
repetition, which will bring confidence and practice to your negotiating skills in many
different scenarios.

Selling as a Confidence Builder
Overcoming Fear of Rejection

Selling is all about handling rejection and objections. Learning how to maneuver
through it gracefully builds muscle and confidence. So with rejection, at the very least
we learn, and it makes us stronger.

Enhanced Communication Skills

Confident communicating in group discussions, interviews and public speaking as well
as the ability to make your argument with clarity will come from this. People get more
comfortable in their own skin without even realising it.

Self-Efficacy

With each positive sales experience, the belief is built. People feel confident when they
see thatthey can change things, and fix them.

Professional Presence

It teaches us everything from assertiveness, body language and articulation, to building
a powerful personal presence. Confidence, in turn, enhances credibility.

Selling and Negotiation Skills
Win-Win Orientation

Negotiation while selling isn’t about winning over the other party, but about comingto
an agreement that works for both. This co-created method guarantees long-lasting
relationships.

Preparation and Strategy

Selling is away to force people to study and prepare for a negotiation. Assistance for
negotiations comes from information about customers’ profiles, competition products
and situational aspects.

Handling Objections and Compromise
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In negotiation, we’re dealing with needs and doing trade off. Selling is an education in
how to reframe objections, suggest alternatives and preserve good will.

Building Trust in Negotiations

Of course, trust is importantin negotiation. Its old-school sales methods also demand
something more: honesty, transparency and ethical persuasion to ensure that business
contracts are robust enough to last.

Extended Perspective

Negotiation is not for sale contracts only. It happens all the time, from the negotiation
of roles in a household to how work is divided up among teammates and even in
economic decision making. Would it be too much to expect at least a little bit of the
gentle art to enable men and women to see through the eyes of a shrewder negotiator,
with his greater confidence, their master’s plea in his own behalf; and even as they
listen acutely also to be just?

2.2 Role of Selling in Entrepreneurship & Start-ups
2.2.1 Selling as the Core of Entrepreneurial Success

Entrepreneurship is commonly identified with innovation, risk-taking and vision, but at
its core it’s all about selling. For any start-up or entrepreneur journey, selling isn’tone
of the functions, itis the artery that ensures an organization keeps going. Without
sales, no idea can thrive — not the world’s best innovation that cannot be monetised, or
is not sustainable and impactful.

Selling Beyond Products

To entrepreneurs, selling is much more than simply exchanging goods or services. They
are continuously pitching ideas, visions and value propositions to an array of
stakeholders. To prove any novel business case, customers have to be persuaded to
take something new for a spin, employees need convincing that the trade is worth it and
suppliers need confidence in the business’s long-term future. In every one of these
scenarios selling is as communication, persuasion and relationship building.

Customer Acquisition as Survival

The first problem start-ups encounter is getting customers. Entrepreneurs will also
need to raise awareness, build faith and convince individuals to take a chance on a
product or service that may not have attracted a following yet. Selling well is what
allows a start-up to go from idea to traction, in terms of acquiring those first customers
that will “prove” the business model.

Sales as Feedback for Innovation
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There is no better scholar for entrepreneurs to learn from than the interactions of
selling itself. Sales is intelligence Every sales call gives you information about customer
pain points, objections and needs. This input will help entrepreneurs tweak product
and services, pricing and delivery. We’ve seen plenty of successful cases when a
startup changes its original idea after learning from the sales process.

Building a Sales Culture

Unlike big companies that hire sales people to do sales, start-ups need everyone, even
founders and employees and interns selling. Especially the founder should practice
what they are preaching, be passionate, and show resilience and flexibility. But when
selling is a part of the culture, every interaction becomes an opportunity to build trust
and find supporters.

Extended Subpoints

¢ Networking and Alliances: With ability to sell entrepreneurs can network with different
organizations or form partnerships so thatthey can get a wider reach and more
resources.

¢ Personal Credibility: It's early, so it’s all about the degree to which investors and
customers believe in the founder more than they do in the product.

e Scalability: Effective sales processes help scale from a few clients to address bigger
markets.

At the core, selling is the lifeblood of entrepreneurship. Absent that, the best
innovation is unknown — and unfunded. But business owners who understand how to
sell earn more than just money — they win trust and respect, expand their client base,
and grow their business long term.

2.2.2 Fundraising and Investor Pitching as Selling Activities

Fundraising is one of key issues startups struggle with most and, atits heart,
fundraising is a complex form of sales. Instead of convincing consumers to buy
products, entrepreneurs have to convince investors they want their product is valuable
because the entrepreneur can leverage it into a meaningful vision and strategy to
attack a big market. Effective selling in this environment can make the difference
between whether a start-up raises the capital it needs to survive and expand or not.

Pitching as a Sales Process
The investor pitch is like the sales cycle:

* Prospecting: Sourcing the right investors that match start-up’s industry, stage and
values.
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¢ Preparation: Building a pitch deck that focuses on the problem, solution, business
model and market opportunity.

¢ Pitch: How to communicate the value proposition in a clear and succinct manner
particularly when time is short (like with these 10- minute pitches).

¢ Managing Objections- Addressing investor concerns around risk, scalability,
competition and business model.

¢ Closing: Making deals, with term sheets and contracts.

¢ Pitch: How to express the value proposition in a crisp, brief format, particularly when
given only a short time (as with these pitching in 10 minutes).

¢ Investor concerns rebuttals: Risk, scalability, competition and business model are
the market fears.

¢ Closing: Investing via term sheets and contracts.
Selling the Vision

This isn’t a mere product they’re buying, but an inspiring vision of the future. After all,
entrepreneurs must sell a story: the story of both opportunity and execution. And that
requires a finely calibrated balance of passion and pragmatism, of tantalizing the dream
one moment and providing the hard plan to achieve it the next.

Building Trust and Credibility

Trustis central in fundraising. Investors are investing in a business plan as well as in the
character, competence and tenacity of a founder. The sale is where this trust starts to
begin and things like unassertiveness, clarity or authenticity are going to help you make
a certain level of that trust.

Long-Term Relationship Selling

Donations are not the end of a one time transaction but the start of an ongoing
relationship. The entrepreneur must be able to prove that they can perform and
execute, communicate and meet investor rail for a long time.

Extended Subpoints

e Storytelling: Successful pitches are a story that sprouts seeds of imagination with
investors.

¢ Evidence-Based Persuasion: As storytelling grabs the heart, hard evidence reassures
the mind.

* Negotiating: Fund-raising is all about negotiation — for equity, control, valuation.
Selling skills will balance these conversations out nicely.
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Did You Know?

Studies indicate that investors typically make up their minds about whether they are
interested in a start-up pitch within the first few minutes. Body language, vision, founder
passion are as important as the financials themselves —that’s why selling is a crucial
skill to have when it comes to fundraising.

2.2.3 Case Examples of Start-ups Winning with Strong Sales Strategies

For a lot of businesses across industries, it is the sales ability of startups and not the
initial product that has been the key to entrepreneurship success. That’s all proof
things that selling is a critical ingredient to momentum, customers and scaling.

Case Example 1: Ola Cabs

Ola’s early success in India was built not only on its frugally disruptive form of ride
hauling, but by hard-nosed salesmanship. The company, meanwhile, enticed drivers on
to its platform by offering them incentives as it also sold the idea of hailing a cab via an
app to urban consumers. Using a combination of material persuasion, cooperation and
trust, Ola grew at breakneck speed even in the face of fierce competition that emerged.

Case Example 2: Zomato

Zomato- Beginning of its journey Zomato, a successful startup out of restaurant
discovery software began pitching itself by giving voice to both- the diner and the
eatery. It persuaded restaurants to sign up by offering them visibility, and it lured
consumers in with easy-to-use features and reviews. Its sales force was a big part of
how it lured thousands of restaurant partners onto the platform at warp speed.

Case Example 3: BYJU’S

On the edtech players deck, BYJU’S sailed with an aggressive and personalised sales
strategy. Its staff worked door to door, educating parents about how well the product
did its job. With their sales skills — mainly consultative selling — BYJU’S was able to
break through the parental barrier of skepticism and rally an army of intensive
customers amidsta hyper competitive market.

Case Example 4: Dropbox

Beyond borders, Dropbox also demonstrated how novel sales tactics could be used to
fuel growth without relying on traditional advertising. 8 To drive traction, the company
went for a referral-based selling system and encouraged users to refer friends in return
for

free storage. This IS a viral tactic where persuasion and the trust between friends are its
fulcrum, putting your customers in action to resell for you.

2.3 Selling Skills in Services vs. Products
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2.3.1 Unique Nature of Service Selling (intangibility, relationships)

PROPOSITION: Service marketing is radically different from product marketing because
of the distinctive characteristic of services that they are intangible, perishable and
variable. Unlike goods, services are intangible, intangible and cannot be stored or
owned as physical objects. This makes the job of sales people very challenging -
because they need to rely more on trust, credibility and relationship-building to
convince prospects.

Intangibility and Its Implications
Absence of Physical Evidence

Services cannot be test driven like products. For example, if you book a hotel room,
you can’t “try” the stay. Salespeople have to depend on descriptions,
recommendations, reviews, and promises to build trust.

Promise of Future Delivery

Service selling is often a matter of persuading customers to buy into the future. A
consultant who is selling consulting services can focus on offering proven expertise,
track record credentials and prior success to provide comfort for the spending of value
that will come later.

Managing Perceived Risk

Intangibility Seeing as there is no tangibility in services, the risk perception of
customers also tends to be high. For service selling we need mechanisms of reducing
this risk by guaranteeing a trial, strong brand or whatever.

Relationship-Centric Selling
Personal Trust and Rapport

In hospitality segments like health, education or finance, most business is centered
around trust on the part of consumers towards service providers. Developing strong
rapport and showing empathy are selling techniques that matter.

Long-Term Engagement

There are a variety of services that are being delivered over time—subscription, or
banking or consulting. You are making a sale not just once, but it’s the only active way
of ongoing cultivating to keep and refer.

Customization of Offerings

Services are customized unlike standardized commodities. Sales people have to be
good listeners and able to make appropriate suggestions. For instance, an insurance
broker customizes plans for the level of risk that an individual poses.
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Role of Service Quality
Consistency in Delivery

The service sales are based on the continued supply of the promised quality. Promises
are only as good as the service team delivering them. Where is sales and operations
alignment critical?

Customer Experience as Differentiator

Productis ultimately the experience of a customer, services just can’t be really
measured materially. Nice, Attentive, Sympathetic(and this is so itibits are sales
service!

Itis the human side of trust and relationships that service selling requires, which
requires this subtle mix of influence and credibility. It's not so much about sealing the
deal —its about establishing long lasting trust and confidence in the service provider to
deliver value for you, again and again.

2.3.2 Product Selling: Features, Benefits and, Demonstrations:

The fact that products are not in the form of a service means they can be experienced,
demonstrated and evaluated physically by customers. Although this does allow for
more semantic selling, it also makes it that much more necessary to differentiate the
SA's offering when compared with those of competitor offerings. Emphasis on features:

Physical properties: These can range from size, material and then design to the
technology being used. For example, a salesman talks with a customer about the
resolution of the camera and color fidelity. 2. Innovation and differentiation: Products
have to be sold as “distinctive” in one way or another | was. It might describe an
“energy- efficient refrigerator” or “all-

terrain shoe.” 3. Quality assurance: Certificates, guarantees and mock-ups
Construction professionals use certifications and warranties to illustrate quality. It
seeks to persuade customers. Highlighting benefits:

1. Translating features into value: Use appeals from “16GB RAM of this laptop” to
“Multitasking will be smoother and faster.” 2. Solving customer problems: Instead of
“water purifying machine”, a product is sold as “drink purest water with this machine”.
3. Creating emotional Value: Luxury watches symbolize status, and sports equipment
symbolizes passion. Role of demonstrations: 1. Tangible Experience: Test drive in the
automotive and retail business, free samples foster a tangible experience. 2. Reducing
Risk: Seeing causes less doubt and more faith. 3. Interactive Engagement: Customers
feel more involved when interaction is stimulated. supported extended subpoints e
Distribution and Accessibility ® After-Sales-service ® Promotions: Discount, bundle
offers, and festive offers. Conclusion: Accordingly, product selling prioritizes the aspect
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of transformation of tangible product features to meaningful customer benefits while
building confidence through demonstrations and promotions from the static
characteristics.

2.3.3 Comparing Skills Needed in Service vs. Product Selling

Selling skills are vital, but often much differentin service than product sales. These
differences are very important for salespeople who go back and forth among
industries.

Communication Style

e Service Selling: Depends on empathy, active listening and storytelling to mitigate
ambiguity around an intangible offering. For example, a lawyer sells expertise when he
tells you success stories of similar case histories.

* Product Sales: May involve communicating complicated technical specifications and
benefits. A car salesman emphasizes horsepower, safety features and miles per gallon.

Building Trust

¢ Service Selling: Focus on the personal trust being built through your own credibility,
relationships and reliable delivery of service.

¢ Selling Product: Customers often trust brands and product quality, they also trust
their guarantees.

Demonstration and Proof
Service Selling — Uses testimonials, references and service trials as proof sources.

¢ Product-based Selling: Requires visual demonstrations, free samples and product
showing.

Service Selling -Testimonials, reference and service trials used as sources of proof.

* BRAND-BASED SELLINGL|(Selling by Brand) Requires visual presentations, sample
products and entries product.

Negotiation Approach

¢ Service Selling: It requires customization and flexibility, and occasionally haggling for
certain client requests.

*Products: -agree on standardised selling and price with oracles, discounts or bundles.
Long-Term Relationship vs. One-Time Purchase

¢ Service Selling: Emphasizes the long-term relationship due to on-going services.
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* Product-centred sales: Although some products can be bought once and forgotten
about, many need repurchase and/or upgrades. This makes relationship management
increasingly important.

Activity for 2.3

Suppose you are assigned to sell two products, a health insurance cover (which is
basically a service) and a fitness smartwatch (product). Develop two separate sales
personalities: one that demonstrates trust, and educates for long-term gain of the
service; and another which persuades via features, demos, and “immediate” gain of the
product. Show your approaches to a group of peers and compare the skills, tone and
ways of communicating within each effort. Think about what selling was harder and
why.

2.4 Impact of Globalization on Selling
2.4.1 Selling in a Borderless World — The way and the challenges

Selling has become a worldwide affair due to globalization. Companies today conduct
business in an international environment where products and services can be
marketed and sold to people in many countries, sometimes simultaneously. This
provides for great opportunities of expansion and growth but also leads to challenges,
which require adaptive expertise and abilities.

Opportunities in a Borderless Market

Getting access to a larger customers base: Globalization allows companies to reach
new markets far from home. An Indian start-up can sell digital services to European
customers, or an American e-commerce company can tap into the Asian market. And
selling now could literally multiply overnight as the global markets of different countries
are opened up.

Economies of Scale Selling to markets abroad provides companies with an opportunity
to scale their business and increase the volumes producing in order to lower the cost
per product. Thisis in orderto keep pricing competitive and maximise profit.

Global Brand One perfecting the sales on a global levels is promotes brand recognition
from around the globe. For example, companies such as Nike and Apple derive a strong
amount of international brand awareness from their sales tactics that involve global
campaigns with consistent branding across borders.

Innovation Exchange

“When a company begins to sell into different countries, it becomes subjected to new
customer preferences and needs — this drives innovation and adaptation. Customers
abroad are often co-creators of product enhancements.
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Niche Market Opportunities Niche and even hobbies can still find a market globally.
Small communities like organic food market, eco-friendly product market and original
craft Makers can harness targeted selling power to reach customers with their
specialty goods all over world.

Challenges ina Globalized World Regulatory Hurdles

Each of the countries has their own appropriate law and legal systems controlling
product standards, safety requirements, advertisement and consumer rights. Avoiding
Penalty Sales teams have to take these regulations seriously in order to avoid
indeterminate multiples of the millions and potential jail time.

reputational damage. Intense Competition

Why as you are competing on the world stage, that international competition is not
some exception and also local competition will be just as tough to win against as the
moment those big boys turn their sights on them and with none of their vast brand
slugging power.

Cultural Sensitivity

Sales approaches have to reconcile with variations of cultural values as well as
language and purchasing behaviour. What resonates with consumers in one culture
doesn’t necessarily translate to another.

Logistical Complexities

Getting products through customs, following a supply chain and shipping times that
can wax and wane all are concerns about moving products over borders. These are the
factors behind customer satisfaction and sales achievements.

Currency and Economic FluctuationsFluctuating foreign exchange rates, and economic
instability in many parts of the world can impact price structures across the globe, and
consequently profitability.

2.4.2 Cross-Cultural Selling Skills

A clear consequence of the fact that we are a world society now is sales people have to
get better at interacting with other cultures. Trading with overseas buyers sellersE'in
trading with foreign buyers, again (not same as the former) sellers must change.

their Babel speaking and eager version in making friends, negotiation business,
interpersonal communication with various local culture. Selling Across Cultures The
two differentiator with the whole international selling effort is your capability sell
across cultures.

Importance of Cross-Cultural Sensitivity
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Contrastive Learning Styles Low-context cultures in contrast to high- context see Japan
and China as being verbose, overly- complicated or both readings formats that over-
structure (81) tries to tell readers what they should do next; structuring format users
have their understanding of the culture reduced, as the makers determined how much
background knowledge would be required. Description Low-context cultures such as
the U.S. and Germany place a higher premium on direct, non-linear communication.
Sales organizations must nail that message.

The relationship approach It is the case in some countries that business cannot be
accomplished without personal trust and relations. In these, efficiency and outcome
are paramount. Being aware of those expectations allows salesmen to adhere to what
the customer is willing to pay for.

Decision-Making Norms

Decision-making varies across cultures. Some want consensual systems in which all
players are present, while others place their faith in one province or the otherto move
swiftly and unilaterally. Now sellers will have to acknowledge and adjust to these new
ways.

Core Skills for Cross-Cultural Selling

ACTIVE LISTENING FHAKOTA METHOD Fishbowl+ Empathy "To understand that a user
sees your product through a cultural lens, you have to be able to walk and live in the
world from his eyes."

Adaptability

And it’s not just our delivery that has to change — the way we pitch, and even how we
conduct ourselves, will have to evolve. Making eye contact may denote confidence in
the west, but itis regarded as impolite in some Asian country.

Patience and Relationship Culture More relationship oriented cultures might slow the
negotiation down a tad. Growers need to have patience, trusting players and not
expecting instant gratification.

Seek Preparation Cross-cultural selling is not, however, something you can justjump
right into. And a not-insignificant amount of thatis learning the ways, the manners and
the business practices so you don’t inadvertently cause offense.

Examples of Cross-Cultural Selling

e ¢ A European company looking to break into markets in the Middle East must
understand that the business won’t get off the ground until all meetings begin with
entertaining and relationship-building.
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A U.S. sales executive in Japan will expect more formal introductions, higher status and
seniority lines of command and longer negotiation periods.

2.4.3 World Selling Through Digital and E-commerce Platforms

Technology and the rise of e-commerce make it all the much simplerto sell global
commodities in a world without borders. We have seen the transformation by digitally
selling -- everything from products to services; how they're marketed, bought and
delivered is completely revolutionized — consider it as a global sales strategy
reinvented.

Role of E-Commerce Platforms

Access to Global Customers Businesses can gain access to customers in various
countries with e-commerce sites such as Amazon, eBay and Alibaba. Artisans and
small players now have access the global market without having to have store fronts
abroad.

Reduced Entry Barriers Historically, entering international markets involved significant
investmentin infrastructure, distribution and marketing. E-commerce helps in bringing
down the barriers by offering convenient platforms for listing, transactions,

and logistics.
Customer Convenience

E-commerce is open 24 hours a day, seven days a week, allowing even global
customers to find and order what they want at their convenience. This certainly
multiplies number and size of transactions.

Data-Driven Selling

The commerce platforms offer valuable sales, customer and analytics data to sellers
who can then customize offerings, personalize communication and improve targeting
process.

Sales and the Digital Transformation

Selling Platforms are social media Instagram, Facebook and Linkedln have also become
instrumental selling platforms, where businesses can communicate with consumers in
real time or close leads

Artificial Intelligence

Al drives glocal selling with chatbots, personal recommendations and predictive
analytics so sellers can better predict what customers need from one region to the next.
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Digital Marketing Integration Sales are currently based on digital marketing, seo and
influencer marketing. These are resources by which you become visible and credible in
the noise of internet markets.

Digital Global Selling Trust & Security Pain Points

Fear of payment security and fear of not getting the real quality product could be some
of the reasons why customers hesitate to buy from overseas sellers.

Logistics and Delivery Issues

Cross-border shipping, customs charges and slower delivery times can diminish
customer satisfaction.

Cultural and Legal Barriers

Sellers selling digitally need to make sure they comply with different consumer
protection laws, online transaction rules and cultural preferences.

Extended Subpoints

* Mobile Commerce Expansion: As smartphones become used globally, the world is
doing more shopping on mobile apps and mobile-optimized websites.

¢ Virtual Demonstrations: With AR/VR, customers can virtual “try” products from the
palm of their hand/o where shop floor is located.

e Subscription Models: E-commerce allows for subscription models to be used, where
customers from around the world subscribe to digital/physical products.

Did You Know?

In 2023, more than 2.6 billion people globally bought items and services on the Web. E-
commerce accounted for upwards of 20% in total global retail sales, registering the
scale of activity engendered by digital platforms that are now among the most potent
agents for globalization in selling.

2.5 Selling as a Career Path
2.5.1 Opportunities for Sales Employment across Industries

Sales is one of the most dynamic and transferable careers in existence, and it spans
sector-agility job opportunities. Unlike other fields which have become absorbed into
certain industries, sales careers exist across the board, as every company — from
manufacturing and services to technology and non-profit — needs to sellin order to
make money.

Sales of consumer goods and the retail industry
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Indeed, a sales career in consumer goods and retail provides some of the most high-
profile opportunities. Here, the sales Rs 10,000 is in FMCG (fast-moving consumer
goods), fabric, electric and grocery products daily. Such jobs in this industry are based
on retail management, merchandising, distributor relations and brand promotion.
Success in the field is measured by one’s capacity to handle volume sales, negotiate
shelf space, and communicate directly with customers.

Sales in Technology and IT

Technology has exploded so much that incredibly niche sales positions exist out there.
You have to be more than just persuasive, though, if your product is in enterprise
software or cloud solutions or artificial intelligence tools or cybersecurity services: you
need technical strength as well. Practioners in this field are only too happy to see
themselves as “solution consultants” that bridge highly complex technology with the
needs and pains of real-world industry professionals.”

customer needs.

The occupation requires both selling with ethics and a strong product and trust-building
knowledgebase, as the stakes are people’s health and well-being.

Banking and Financial Sales

Sales people are needed in financial institutions (banks, insurance companies and
brokerages) to sell services such as credit cards, loans, policies and wealth
management. This is an industry that requires customer-first thinking, as financial
products usually entail long-term relationships. The key success factors are
relationship management and credibility.

Sales in Real Estate

In real estate, high value transactions are made where professionals sell private homes
or commercial properties. The success in this business rely on how well you can build
the relationship, negotiate and have knowledge of the market. Careers in real estate
can be high-paying, although success is not guaranteed. Many agents earn aregular
commission on the homes they sell, and they may also receive cash "bonuses" when
sales hit a certain level.

Sales in Start-ups and Entrepreneurship

In startup contexts sales roles tend to blend into business development. Professionals
are there to pitch products to customers, find partnerships and sometimes raise
investments. Sales positions at start-ups are learning curves on steroids, offering quick
career growth.

Extended Subpoints
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* Global Sales Careers: Globalisation has opened up positions in export—import sales,
international business development and global account management.

¢ Nonprofit and Social Enterprises: Even non-profit organizations need sales people to
sell their cause, solicit donations, and recruit volunteers.

e Career Mobility: A sales career can be a stepping stone into more senior positions in
the marketing department (eg head of marketing, country

manager, or CEO as they gain practice in leadership, negotiation and strategic thinking.

The breadths of sales careers can cut across many industries and offer different routes
to success, which is part of the reason why selling is one of the most flexible and
fulfilling careers around.

2.5.2 Skills and Qualities of Successful Sales Professionals

Sales careersis all about a balance between people, numbers and strategy. In contrast
to jobs in which only technical skills or experience are sufficient, selling requires a
whole lot more skill in the form of both emotional intelligence and professional
expertise.

Core Communication Skills
Salesmanship: Your sales are better through convincing language.
Active Listening: Customers can only be heard when they feel listened to.

From The messaging is adaptable: The language and tone for a CEO are different from
those used for a tech specialist, which are different, still, for a retail customer.

Relationship-Building Skills

Trust and Credibility: people not only buy goods, they also buy the person that sells
them.

Long Term Relationship: Business on a repeat or reference basis arises from the
consistent nurturing of relationships rather than transacting one off business.

Networking: Good salespeople use their network to drive business.
Analytical and Strategic Skills

Market Research: When a salesperson understands the products that competitors offer,
pricing trends and consumer responses to these products, they are better positioned to
sell their own product.

So Problem-Solving: Your customers are generally looking for solutions, and not
products. Salespeople need to understand the pain of customers and align that with
solutions they can deliver.
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Making Decisions Based on Data: With input from customers, sales reports and
analytics tools, drives decision-making and sales forecasting.

Personal Qualities

Resilience: Here’s the reality, sales jobs are full of rejection. Our own professionals
among us, they can’t succumb to desperation.

Self-Motivated: The positions are goal orientated so a constant drive and enthusiasm is
necessary.

2: Negotiation salespeople have to find middle ground between what the customer is
demanding and their company’s bottom line — enabling all wins.

Agility is the capability forresponse to volatile market conditions and technology
changes that necessitate flexible responses and strategies that can change through
time.

Technology Competence

The sellers of today should feel just as comfortable navigating the complexities of CRM
and social platforms as with virtual meeting tools. It is really so different from the past,
when knowledge of technology now appears to be just as significant as the ability to
read.

Extended Subpoints

¢ Etiquette: It is important to be ethical, honest and transparent as unscrupulous
selling techniques can destroy both personal careers and company's reputation.

¢ Emotional Intelligence: The ability to perceive and control one’s emotions (and the
customer’s) leads to rapport and decision making.

¢ Sessioning and Collaboration : Sales Reps often need to follow up with marketing,
operations, and finance teams which requires team work.

The best sales people are not smooth talkers, who simply Persuade people but are
Thinkers, Listeners and Ethical advisers with the intent to provide the customer with
Value.

2.5.3 Challenges and Myths about Sales Careers

While there are tremendous opportunities in sales, and the rewards are out of this
world — few people ever consider it as a career option due to misconceived difficulties
and myths. Having this knowledge is a must for those who are interested in pursuing
sales as a career.

Challenges in Sales Careers
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Pressure of Targets Sales is inherently performance-driven. Meeting monthly or
quarterly goals can be stressful, particularly in a competitive sector. But this pressure
also hones resilience and enhances problem-solving abilities.

Handling Rejection

Sales professionals encounter frequent rejection. Some customers also refuse sales
because they are unable to afford it or have no immediate need of the product. It's hard
not to take rejections personally.

Long Hours and Travel Most sales gigs are high on travel, wonky hours and days of
intense stress — especially in field sales. This can be a great tool to increase visibility
and establish connections, but it can also gradually erode work-life balance.

ATREND UP:Market is volatile as every day the market wants something else Every day,
this present market needs are correlating with another one that has nothing to do with it
at all VIBRANT MARKET NEEDS.

Myths about Sales Careers

Myth: It’s All About Sales Talk Reality: The mediocre reseller’s advantage is listening over
talking, problem-solving and demonstrating value—not talking a good one.

Myth: There is no Job Security in Sales Fact: On the other hand, you actually have quite
a bit of job security in sales - it is one of the few positions that creates cash. Sales rep
Hiring all the time.

Myth: Sales Is Unethical Fact: There’s no denying that there are unethical practices
within sales, but new-age selling is ethical — being open and honest and working hard
to gain and keep customers’ trust.

Myth: Sales Is a Recessive Personality Disorder Fact: Introverts can thrive in sales,
leveraging their acute listening skills and empathy to form lasting relationships.

Myth #5: Sales has limited growth potential Reality: Many successful CEOs and
business leaders got their start in sales because it provides an unmatched pulse on
markets, customers, and strategy.

Knowledge Check for 2.5

Whatis an industry that typically involves ethical selling because of itsimpacton
human health?

a) Real estate
b) IT services

c) Pharmaceuticals
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d) FMCG

The essential attribute that allows you to handle sales rejection:
a) Patience

b) Resilience

c) Punctuality

d) Creativity

Which competancy turn product attributes into valuable customer benefits?
a) Networking

b) Persuasion

c) Problem-solving

d) Negotiation

Which of the following is a sales representative myth?

a) Involves targets

b) Needs ethics

c) For extroverts only

d) Requires adaptability

What's the mostimportant digital enabler for today's salespeople?
a) CRM software

b) Word processor

c) Photo editor

d) Game app

2.6 Activity: Gauging Your Own Personal Selling Abilities

Do self-evaluation exercise on your own selling skills. Start by thinking of recent
scenarios where you had to persuade, influence or negotiate — maybe convincing a
friend, holding court in class or fighting for resources at work. Make a note of the
tactics you employed such as talking through pain points, or actively listening, or
addressing concerns. Then, rate yourself on a scale of 1 to 5 for major sales skills —
confidence, flexibility, emotional awareness, influence and resilience. Lastly, discuss
two of your strengths you want to enhance and two aspects which need improvement.
Share thoughts with peers for validation.
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2.7 Summary

w Selling skills are life skills that transcend business to include communication,
persuasion, negotiation and confidence.

w Selling is what entrepreneurs count on when it comes to products and services, as
well as partners, investors and employees.

I Investor pitching is, basically, a sales deed which needs vision, confidence building
storytelling and negotiating.

w For start-ups, one way of thriving is to incorporate good sales tactics in the growth
models.

Service selling is distinct because of its intangibility, variability, and the way in which it
depends upon long-term relations.

w Selling of goods focuses on features, demos and benefits translation for customer.

w Thanks to globalization, selling has become a borderless affair, presenting both
opportunities as well as challenges such as cultural sensitivity and competition.

w Sales are crosscultural and hence need to be flexible, empathising and understanding
between ranges of norms and expectations.

I1 Globalization, and in particular the percolation of digital and e-commerce platforms,
have precipitated global selling, by reducing barriers to entry and allowing for data-
driven approaches.

w Job opportunities in sales are available in various sectors such as tech, health care,
finance, real estate and consumer goods.

@ The Right mix of Communication Skills, Resilience, Problem Solving & technical
Strong sales men.

@ While it is true that sales have long been plagued by its fair share of misconceptions
and difficulties, no doubt the rewards and possibilities of a career in this field are simply
unparalleled.

2.8 Key Terms
Persuasion — The power of persuasion through communication and reason.

RELATIONSHIP MARKETING - Sales that concentrate on long-term trust and brand
loyalty.

Solution Selling — A sales technique that focuses on problem solving and advisory
services.
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Pitch Deck — An organized presentation by entrepreneurs to convince investors.

Selling Across Cultures — Adjusting your sales approach according to cultural norms
and practices.

E-Commerce - Internet based platforms which facilitate global trade of goods and
services.

CRM (Customer Relationship Management) - Computerized system for tracking
interactions with customers and keeping track of relevant data.

Active Listening — Giving full attention to what other people are saying, taking time to
understand the points being made, asking questions as appropriate, and not
interrupting at

Resilient — The capacity to stay motivated and effective after rejection, frustration or
derailment.

Sales Demonstration — Demonstrating a product in use to create confidence and
remove uncertainty.

Value Proposition — The distinctive advantage that a good or service has for customers.

Emotional intelligence — The ability to detect and control one's emotions in a way that
enhances relationships.

2.9 Descriptive Questions
Discuss how selling skills are life skills and apply to more than business environments.

Discuss the value of selling in the success of entrepreneurs, especially as it relates to
investors and customers.

Service Selling: Understand the difference between selling services and selling
products, including specific challenges in both.

Discuss the effect of globalization on selling in particular with reference to opportunity
and challenge.

Explain the primary intercultural competencies for successful global sales.

Assess global sales practices having changed under digital and e-commerce
platforms.

What is important for sales people to be successfulin business?

Discuss some of the common misconceptions and obstacles people believe pertain to
sales jobs, explaining how they can be overcome.

2.10 References
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1. Kotler, P., Keller, K. L. Marketing Management. Pearson Education.

2. Futrell, C. M. Fundamentals of Selling: Customers for Life through Service.
McGraw-Hill.

3. Jobber, D., & Lancaster, G. Selling and Sales Management. Pearson Education.

4, Rackham, N. SPIN Selling. McGraw-Hill.

5. Churchill, G. A., & Ford, N. M. Sales Force Management. Routledge.

6. Amul Annual Reports and Start-up Case Studies for contextual examples.

Answer Key to Knowledge Check (from 2.5)

1. c) Pharmaceuticals
2. b) Resilience

3. c) Problem-solving
4, c) For extroverts only
5. a) CRM software
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Unit 3: Types and Classifications of Selling

Learning Objectives:

1. Describe the various selling methods (3.1) and identify their suitability in
different business situations.

2. With Darch Newton's classification (3.3)", this one of McMurry C Arnold (Selling,
43) can be compared and contrasted, and significant differences pointed outin
relation to implications for practice"

3. Inthe light of changing customer behaviour, digitalization and global business
trends, evaluate new forms of selling (3.4).

4. Distinguish between inside sales and the field (3.5) and assess the advantages
and disadvantages of each to contemporary businesses.

5. Utilise theoretical learning to interpret and make sense of case stories (3.6) that
depict how various selling strategies are putinto practice in the real world.

6. Employ key terms of selling (3.8) correctly in formal and informal discussions
and in written reports to gain precision of meaning.

7. Consider descriptive questions (3.9) to stimulate critical thinking and deeper
insight into sales categories and tactics.

Content:

3.0 Introductory Caselet

3.1 Types of Selling

3.2 McMurry & Arnold’s Classification of Selling
3.3 Derch Newton’s Classification of Selling
3.4 Emerging Types of Selling

3.5 Inside Sales vs. Field Sales

3.6 Case Study

3.7 Summary

3.8 Key Terms

3.9 Descriptive Questions
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3.10 References

3.0 Introductory Caselet
“What’s Old Is New: How to Straddle Traditional and Digital Sales

Rohan Mehta, a sales manager in his mid 20s who works at Bengaluru headquartered
top SaaS based technology firm was elevated to lead a team of 12 sales executives
recently. His firm offers clients cloud-based customer relationship management (CRM)
solutions in everything from retail to healthcare.

Rohan sat in on client-facing meetings that his team conducted on his very first day as
a manager. What you found was radical difference in the way these executives sold.
Ananya, a salesperson spoke about gaining long-term trust with customers, by
explaining the minute details to them and being there for after-sales support patiently.
Another, Kunal, concentrated on closure speed infused with persuasive tools to
emphasize short-term offerings. Another, Priya, leaned heavily on digital channels to
reach prospects who were geographically remote and used LinkedIn, webinars and
virtual demos.

What Rohan understood was that the three selling methods were all valid - they just
happened to be 3 very different flavours of selling. Seeking to know how these
differences could be more fully understood, he went back to his management training
when he had first heard that McMurry & Arnold had mapped selling based on product-
complexity and salesperson-skill. He also remembered Derch Newton’s view, which
took into account the buyer-seller relationship.

What stood out to him the most was the acceleration of new selling paradigms,
especially digitally native models like social selling, inside sales and Al-powered selling.
His company had recently introduced virtual product demonstrations and predictive
analytics to reach customers more effectively.

As Rohan planned to address the team in their next town hall meeting, he wrestled with
a key challenge: How could he help his sales team strike the delicate balance between
old-school relationship building and newfangled technology-driven selling, to ensure
that all reps played to their strengths while keeping one eye on organizational goals?

Critical Thinking Question:

If you were Rohan, how would you build a sales process that blends legacy field sales
and cutting-edge digital selling approaches to best drive customer engagement and
conversion?

3.1 Types of Selling
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3.1.1 B2B (Business-to-Business) Selling

B2B Selling Defined B2B selling is a sales model in which one business sells products or
services to another business. This type of selling is usually more complicated than
consumer sales with multiple buyers, longer sales cycles, bigger order amounts and
increased customization.

Key Characteristics of B2B Selling

* Long Sales Cycle: B2B sales are generally not fast deals and can take weeks or
months to close because businesses do a comprehensive check on the vendors before
getting into a commitment.

e Complex Stakeholder Composition: Decisions are typically complex and involve
multiple layers of decision authorities such as procurement managers, technical
experts, finance officers and C-level executives.

¢ Relationship Orientation: A significant portion of B2B sales is about establishing
trust, credibility and long-term relationships.

e Complex Negotiation: Terms and conditions, guarantee or warranties the listis
endless.

¢ Personalization: Offerings can be customized to the particular needs of the customer.
Examples of B2B Selling

¢ A software firm hawking corporate-level CRM systems for banks and financial
institutions.

¢ A consulting company that provides strategic guidance to manufacturers.
e A packager offering bulk solutions to an FMCG company.
Subpoints to Elaborate B2B Selling

Value Justification: B2B buyers must be able to clearly see value drivers such as time
saved, cost savings orrevenue generated.

Trust and Credibility: Certainly for Individuals, but organizations need to build authority,
thought-leadership and trust.

Customer Retention: Long term cultivation through a quarterly review, continued
training and upgrades will be necessary for client retention.

Z"—.I turnltln Page 5 of 29 - A Writing Submission Submission ID  trn:oid:::3618:127517366



z'l_.l turnitin  Page 6 of 29 - Arwriting Submission Submission ID _ trn:oid::3618:127517366

Technology infousion: Touching clients through digital media (CRM, data analytics, Al
driven predictions) is crucial to set their expectations.

3.1.2 B2C (Business-to-Consumer) Selling

Business-to-Consumer (B2C) The direct selling of products to consumers. On the other
hand, B2C transactions can be shorter and simpler when compared to B2B; here
customers are more likely to pay attention on emotional appeal, comfort and pricing.

Key Characteristics of B2C Selling

¢ Shorter Decision-Making Process: The consumer generally decides more slowly than
the business buyer.

* Mass marketing: B2C sales often fall under massgeared marketing campaigns to be
able to cater towards larger crowds of customers.

* Emotion-Based Sales: Shoppers are influenced by branding and peer approval, along
with trends and emotion.

e Low Value, High Volume: Generally speaking has lower ticket sizes but higher
transaction numbers.

* Fewer Haggling: Prices are generally set, although sale prices and promotional deals
can offer some room to negotiate.

Examples of B2C Selling
¢ An online fashion retailer that sells clothes directly to consumers.

* A mobile network operator selling pay-As-you-go SIM cards. enetwork A (ideally
mobile).

e A car dealership that sells cars to consumers.

Subpoints to Elaborate B2C Selling

Customer Experience: Think about a seamless shopping experience, in-store and
online.” formal living space has been redesigned to offer more casual sitting options.

Omnichannel Presence: Combining bricks & mortar, e-commerce, and mobile apps.

Brand:Focus on brand accumnlation and long-term relationship with reward, after-sale
service, social interaction.
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3.1.3 C2C (Consumer-to-Consumer) Selling

C2C: Thisis aform of business in which consumers can trade with one another, such
as in anonline auction or forum. This structure of sharing economy has gained much
interest with the proliferation of (online-based) markets and peer-to-peer (P2P)
services.

Key Characteristics of C2C Selling

¢ Platform Based Transactions: Usually carried out on platforms like eBay, OLX or
Facebook Marketplace.

¢ Missing Formality: Contracts may not be signed.

* Trust Issues: Buyers and sellers depend a lot on the credibility, rating, review of the
platform.

¢ Variety of Products: It canrange from second-hand items to handmade goods that
are offered for sale.

* Resale prices: Prices are not fixed and haggling is the norm.
Examples of C2C Selling

* Ahomeowner trying to sell secondhand furniture online.

* A Airbnb rentalist.

¢ Independent contractors who are providing services on marketplaces such as Fiverr
or Upwork.

Subpoints to Elaborate C2C Selling

Intermediaries Online: Platforms are a recommender/Certifier and secure
payment/trust intermediation.

Community-Oriented Selling: Peer reviews and community ratings were essential for
credibility.

Informal Market Dynamics: Unlike formal B2B or B2C models, rules are often notrigid.

Scalability and Expansion: Some small businesses enter the C2C market before
developing itself as a full-blown B2C company.

3.1.4 Consultative Selling

Advisory sales is a human-first way of interacting with the customer - the vendor
provides only tailored responses to product requests. Here, the role of the salesperson
is one of adviser and consultant that develops a sense of trust and long-term
relationships with customers.
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Key Characteristics of Consultative Selling

¢ Service-based Approach: Producers put an emphasis on diagnosing the customer’s
headaches/hot buttons.

e Solution-Focused Dialogue: The only product recommendation is a truly Fit for
Purpose one.

¢ Long-Term Client: Is more interested in creating a customer relationship than closing
the immediate sale.

* The Heart of Trust: Credibility, competency and empathy are centralto sales success.
¢ High Involvement: Needs regular updates, monitoring and guidance.
Examples of Consultative Selling

¢ Afinancial adviser recommending investment portfolios customized to the client’s
risk profile.

* A health care equipment provider offering solutions after evaluating hospital needs.

¢ A company offering corporate training and workshops that is personalized according
to employees' skills holes.

Subpoints to Elaborate Consultative Selling

Good Listening: The person doing the selling needs to do more listening than talking.
Asking the Right Questions: The right questions reveal hidden requirements.
Advisory Role: The sales rep is a consultant.

Value over Product: Think trust, insights, long-term value > short term sales.

3.1.5 Transactional Selling

Transactional selling simply refers to the process of driving quick, one-off purchases
without concern for long-term customers. It’s best suited for cheap low- involvement
purchases the consumer is not going to lose sleep over.

Key Characteristics of Transactional Selling

¢ Value-Centric Selling: Buyers are searching for the best possible deal.
* One Nightstand: DS, thatis all.

¢ Volume Focus: Revenue is based on high transaction volume.

¢ Minimal Customization: Products are standardized.
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* Make Pre Sale Decisions Fast- We Make Pre-sale Decisions Quickly We Need Little
Convincing.

Examples of Transactional Selling

¢ De-rigueur-for-now retail store deals on day-to-day needs.

* Online discount-driven sales campaigns.

* Seasonal sales in shopping malls.

Subpoints to Elaborate Transactional Selling

Impulse Browsing: Typically is aimed at current and urgent consumer interest.

Limited Consumer Assistance: Salespeople concentrate on displays, promotions and
price cuts.

Fiercely Competitive Market: Price battles and promotions reign supreme.

How Technology Is Used: E-commerce sites create and execute on-demand
transactions by means of digital advertisement, one-click buying options.

3.1.6 Solution Selling

This solution selling is defined by finding business-wide challenges for the customer
and then selling a set of products and services in combination to address them. Itis
more about not trying to sell crap, but rather solving problems and doing so thoroughly.

Key Characteristics of Solution Selling

* Problem-Led - look at the problem you are solving for the customer, not the features
of your product.

¢ Package Offerings: Offering products and services as part of a package.

¢ Modification: Extensive customization available to fit application requirements.
¢ Consultative Dialogue: Focused discussions to identify the “real” issues.

¢ Greater Investment: These tend to be higher end and longer contracts.
Examples of Solution Selling

¢ AnIT company selling a bundle of software, hardware and managed services.

¢ A logistics company that folds up warehousing, transportation and inventory
management.
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¢ Atelecom company that sells corporate packages with internet, data security and
cloud storage.

Subpoints to Elaborate Solution Selling

Sticky Bundle: Many offerings bundled together to solve a pain.

Strategic Partnerships: Seller is now your long-time partner.

High switching costs: Solutions are hard to replace.

Increased ROI for Clients: Clients enjoy efficiency, scalability & high returns.
3.1.7 Key Account Management

Key Account Management (KAM) - the management of organizations' relationships with
its most important clients, also known as key accounts - is an essential discipline that
encompasses business-to-business selling and focuses on achieving long-term growth
and success. These accounts generate an enormous amount of revenue and brand
value.

Key Characteristics of KAM

e Strategic Importance- Key accounts typically account for 60-80% of a suppliers
revenue.

* Managed by Dedicated Account Managers: These accounts are managed by a
specific individual or special team that handles them.

* Bespoke Customisation: Products and services are tailored to individual customers.

¢ Collaborative Relationship: Entails shared planning, resource exchange, and co-
productivity.

¢ High Retention Focus: Opportunity dissatisfaction prevention to keep your
competitors from getting foot in.

Examples of KAM
¢ A multinational advertising agency that handles Coca-Cola’s global campaigns.

¢ A Fortune 500 client who had the accounts of its clients managed by a major IT
company.

¢ The pharmaceutical company that’s making long-term deals with hospital chains.
Subpoints to Elaborate KAM
Client Segmentation: Determining which clients are key accounts.

Networking: Fostering relationships on multiple levels within client organizations.

Z"—.I turnltln Page 10 of 29 - Al Writing Submission Submission ID  trn:oid:::3618:127517366



z'l_.l turnitin  Page 11 of 29 - Al Writing Submission Submission ID _ trn:oid::3618:127517366

KPIs are not just about earnings but about customer satisfaction and loyalty.

Innovation and Co-creation: Usually product development or process improvement
together.

3.2 McMurry & Arnold classification of Selling
3.2.1 Overview of McMurry & Arnold’s Framework

The McMurry & Arnold approach was developed in the mid 20th century, at a time when
industries were growing fast and businesses needed organised ways to deal with
increasing numbers of customers. They understood that not all sales had to be
handled the same. For example selling an insurance policy is entirely different from
trying to sell an industrial machine, and both are a world apart from peddling a bottle of
shampoo at the local retail outlet. This led them to the conclusion that selling
consisted of types.

It is not only the system of classifying but understanding and recognizing how pivotal
the salesperson’s position is. Some sales are just about the seller being an order-taker,
and other sales require that the seller be a problem-solver, consultant or relationship
creator. McMurry & Arnold examined the role of the salesperson in buyer influence and
classified selling based on this level of involvement.

Key Intentions Behind the Framework

To streamline training: By knowing what sort of selling they will be called upon to do,
companies can train salespeople accordingly.

To match strategies to market: Markets require different selling methods.

To set expectations: Sales teams should understand if their job is to create leads,
educate expectant parents or just close fast deals.

To help inthe classroom: The framework offered a systematic way to teach sales
management.

McMurry & Arnold, in short, gave selling a more definite form and extracted it from the
realm of instinctive phenomena. The transformation was essential to professionalizing
sales as a field of work, receiving academic recognition and organizing differentiated
strategies for organizations.

3.2.2 Characteristics of Each Category

In McMurry & Arnold’s model an additional selling category is included which also
highlights whether/how the exchange of information occurs between buyer and seller.
Although their original categories had minor discrepancies in wording according to
interpretations, the contents of their work are largely based on the following primary
ones:
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Trade Selling

* This type of salesperson focuses on maintaining strong, long-term relationships with
distributors, wholesalers and retailers.

¢ It’s about optimising frictionless product flow in the supply chain, not instant
transactions.

¢ Trade sellers often help with promotions, displays and inventory planning.

e Example: A sales person from an FMCG company has relationships with supermarket
chains.

Missionary Selling

¢ In missionary selling, the salesperson is not there to sell but to promote goodwill,
educate buyers and create awareness.

* Frequently heard in fields such as pharmaceuticals, where medical representatives
pitch drugs to doctors but do not actually make sales.

* The main thingis to give them a lift in the future demand.

¢ Must have excellent communication skills, ability to persuade and product
knowledge.

Technical Selling

¢ Products in this category are so complicated and technical that you need a lot of
expertise to describe them.

* The salespeople serve as advisers or consultants, explaining to the customer how the
product will solve their particular technical problem.

* For example, engineers who would be selling sophisticated machinery, IT systems or
scientific instruments.

* This selling requires technical knowledge and the skill to convert taxing features into
customer benefits.

New-Business Selling

¢ Spent too much time prospecting and acquiring new clients instead of servicing
them.

* This type of salespeople will experience rejection, but they should have resilience
and strong cold-calling skills.

e Example: Realtors contacting leads for property purchasing.

* The focus is on finding opportunities and extending market share.
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Order-Taking Selling

¢ This is the simplest type of selling, where a salesman just records and executes
orders.

e Often found in retail environments where customers go already knowing what they
want.

* The skill to deploy is that of efficiency, politeness and smooth transactions.
e Example: A store cashier or a call center agent who processes product orders.
Subpoints for Deeper Understanding

¢ Influence Required: There is a high degree of influence for missionary and technical
selling while there is low persuasion needed in order-taking.

e Level of Expertise: Technical and consultative selling requires more skill than the
regular trade sales.

¢ Time Horizon: Some the orientations are short-term sales focused (order-taking)
others are long-selling focused (missionary, trade).

* RISKY: There is a higher risk for buyer in expensive or complex purchases, which
makes the role more challenging.

3.2.3 Relevance in Modern Selling Practices

Despite having crafted their system decades ago, the McMurry & Arnold typology
remains applicable in contemporary markets. The terms of the categories might have
changed, but the concepts are still valid.

And the constantly changing sales world in which we live today — marked by
globalization, digital transformation and evolving consumer expectations —has only
further proven their system model’s value.

Relevance in Current Business Context
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Key Elements of Modern Business Strategy

Training and Adaptability
Education Across Industries

The ability to
adjust strategies
to fit different
sectors

Providing learning
opportunities to
improve skills

Hybrid Selling Integration with
Models Digital Tools
Combining Incorporating
traditional and technology to
digital sales enhance business
methods processes
Skills Evolution
Focusing on Developing new
customer needs competencies to
and satisfaction meet changing

demands
Fig.3.1. Relevance in Current Business Context

Industry Agnostic Flexibility: Regardless of sector, such as pharma, IT, retail or FMCG -
every one of category has direct resonators to modern selling roles.

o Missionary sales is visible in influencer marketing and brand advocacy.

o Sell what is technical seen in IT consultancy and services SaaS, while using products.
o Retailand supply trade sell-out continues.

Integration with Digital Tools:

o Tech sales have experienced a step-level change with CRM, virtua demos and Al
recommendations. § Stabilization of IT market in tech reselling/purchasing.

o Intermediaries have taken to the web as e-commerce sites are once again
automating, rather than facilitating transactions.

o Sales via missionary is now upended to the digital channels where content marketing
(and webinars) do much of same function.

The Evolution of Skills: What Makes Up a Great Modern Seller The modern seller
combines old categories and new practices. For instance:
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o The technology-adept salesperson must be a “digital native” who is comfortable
making virtual sales calls.”

o Selling through missionary is now disrupted to digital channels where content
marketing (and webinars) has much of the samerole.

The Evolution of Skills: The Anatomy of a Great Modern Seller A great modern seller is a
hybrid: part background and experience, part new organization. For instance:

o The tech-savvy salesperson is a “digital native” — one that feels at home connecting
with customers by video.

o A trade sellis taking place: a seller is driving an engagement with data driven insight,
rather than just managing a relationship well.

Customer-Centric Strategy: The framework is centered on stages of customer
engagement, and as we all know —in today’s world it’s all about experience. Whether
selling is transactional or consultative, companies have known for years that you
should adapt to the way your customer wants to buy.

Hybrid Models: In truth, today’s sellers often span a few of these categories. A rep can
be a new-business seller as well as consultative or technical one, based on the buyer’s
needs. This hybrid of leaves a trail of how prophetic is McMurry C Arnold’s taxonomy,
even as markets change.

Training and education: Sales training programs across the gambit of industries still
incorporate this framework to support learners in making meaning for themselves
about all the various selling roles they may have opportunity to engage with and then
transition into (as a specialist).

3.3 Derch Newton’s Classification of Selling
3.3.1 Overview of Derch Newton’s Approach

In this sense, Newton developed his world view of selling predicated on the premise
that the activities a salesperson engages in will be vastly different across relationship
orientation, sales-process complexity, and degree of persuasion. Unlike customary
models, which focused on industry or transaction-type selling categories, Newton’s
taxonomy got into the intellectual and strategic nitty-gritty of what defines effective
selling.

The thinking that underpins Newton’s categorisation is based on the concept that you
can’t deliver effectiveness for sales with a one-size fits all approach. There are skills,
tools and approaches required for each type of selling. For example, selling a
commodity consumer good such as the simplest product at Tesco on an everyday basis
requires speed, efficiency and cost-effective pricing.(RuntimeObject300) Selling a high
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value technologically sophisticated solution such as launching a satellite into orbit
requires consulting skills, technical expertise and relationship building.

Core Principles of Newton’s Approach

Differentiation and sales by complexity: Sales is differentiated on the basis of product
standardization orthe extentto which they need to be explained and customized.

Buyer-Needs-Oriented: Newton made a point that the seller has to alter their approach
depending on how much information, involvement and decision-making style of buyer.

Multiple Role Recognition A salesman could be a facilitator, adviser, problem-solver or
an order- processor at different times.

Fluidity: Newton’s hierarchal system was meant to be a living, breathing thing that
could adjust with the marketplace — changing as his overall business changed.

Newton’s model shifted sales research from being transaction focused to customer
focused... and it helped companies navigate their way by executing strategies that were
in sync with the buyer. It is therefore very relevant for sales education and training, as it
focuses on the pragmatic role of adaptation.

3.3.2 Types and Features of Newton’s Classification

Darce Newton identified 6 personality selling styles and their key traits. These
categories of transactions will emphasize the extent to which seller position, buyers
expectation and market conditions shape sales transactions.

Creative Selling
¢ Inthe business of ‘creating new demand’, not satisfying existing demand.

e Salespeople must be able to identify needs that the customers may not even realize
they have.

* Requires some creativity and salesmanship in spinning new options.

e Example: Selling smart home automation systems to customers unaccustomed to
such technology.

Competitive Selling
* Emphasis on winning out over competing products in a crowded field.
e Count one: Sales reps must sell on price, features or quality of service.

Demand generation driver of sales drivers that require ongoing (versus one time)
demand generating initiatives, and strong negotiation skills are a plus.
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e Case: The smartphone race and the end of early information disclosure around
technology. Service-Oriented Selling

* Specialised on after sale service & customer relations.
e Salespeople aren’tjust salespeople but customer advocates.
* Bet on retention, satisfaction and long-term trust.

e Example: Auto companies offering extended warranties and service plans.
Developmental Selling

* Requires establishing markets and educating customers.
e Salespeople are educators; they raise consciousness and mold future demand.

¢ Heavily intersects with missionary selling, but is broader — trying to shape industry
levels of adoption.

e Example: The renewable energy companies that lobbied in favor of use of solar power
in developing nations.

Order-Taking Selling

* The simplest type of selling with the sales person merely writing orders.

¢ Key is efficiency, politeness and the flow of service.

¢ Best for low involvement products with established demand.

e Example: sales people in grocery stores or websites. Consultative or Advisory Selling
* Positions salesperson as a trusted adviser.

¢ Understanding of the customer complexities and need for transition.

¢ Works for high-value, complex purchases, such as enterprise software or financial
services, like real estate.

¢ Builds confidence in information as itis deposited.
Features of Newton’s Classification

¢ Variety of Roles: Newton recognized there were several sales roles from order-taker to
consultative.

¢ Generalization: Model is general for long and forecast horizon as well as across
sections.

e Strategies and Tactics Blend: It alternates between short-term tactical transactions
and long-term strategic relationships.
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e Skill-based: Each stage requires a distinct skill set in sales - depth of product, ability
to negotiate and empathy.

In dividing-selling by these dimensions, Newton has given us an elastic model that
applies to both old and new styles of selling as well as given clarity to the aspiring
salesperson about how the seller they are going to become (or hire) are going to be
organized.

3.3.3 Applications in Contemporary Sales

Newton’s classification remains so highly relevant in today’s sales environment
because it emphasis flexibility and situational selling. Today’s markets are certainly
different— more dynamic, competitive and technology-driven —than the world in which
Newton operated but the spirit of his classifications is a guiding star for businesses.

Relevance to Digital Transformation
¢ That stuff is now handled for us by e-commerce platforms and chatbots.

e Siec previously wrote how creative and developmental selling have morphed to digital
marketing and then onto influencer campaigns.

¢ Consultative sales has gone broader and deeper with digital advisory platforms and
Al-powered recommendations.

Training and Skill Development

* From the view of training salesmen, we still organize these capitalist relations by
social reality logic of Synergistics Culture Concept; we explore how to be adaptable.

¢ For example: role-play scenarios representing competitive selling environment
versus service-selling environment.

e Companies use this model to design sales staff roles that will lead with their
strengths, like placing more relationship-oriented sellers in service selling.

Customer-Centric Business Models

* Today’s customers want personalization, which cements enduring loyalty. Which is
exactly what we find with Newton’s service and consultative based categories.

e Companies make stronger connections and recurring revenue, by integrating
customer experience strategy.

Cross-Industry Application
e FMCG: Greater order taking, greater competitive selling.

e Technology — Requires consultative and developmental selling.
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* Health: Service sales translate to trusted relationships and continued care. Hybrid
Selling Models

¢ Indeed, in practice salespeople often use the multiple categories jointly.
* For example, an investment consultant might use consultative and service selling.

* The hybridation highlights Newton’s foresight in recognising selling to be situational,
rather than static.

Strategic Insights for Organizations

¢ Helps firms in determining categories of customers and structuring the distribution of
sales efforts.

¢ We can make order-taking (and have senior salespeople do consultative selling)
automatons of ourselves.

¢ Improved productivity and customer satisfaction can be achieved by aligning sales
strategies with Newton's approach.

Relevance to Modern Challenges

¢ In brutally competitive markets, tactics like price wars and feature battles are
commanded by Newton’s law of “competitive selling.”

¢ Market creation is dependent for development in industries such as green tech on the
use of “developmental selling”

* For organizations rooted in providing positive customer experiences, “service-
oriented selling” leads to retention and loyalty.

Newton's categorisation has withstood the test of time and still, when applied today
inside an organisation it works very well. It still influences curriculum in business
schools, corporate training and applied sales management.

3.4 Emerging Types of Selling
3.4.1 Inbound Selling

Inbound selling is a complimentary sales approach thatfocuses on pullingin
interested prospects, rather than pushing a direct sale. In contrast to redundant push
models of the past, inbound selling more clearly fits with the notion that today’s buyers
are in high-control. They can easily find information on the internet, compare options
and in many cases already know a lot before they talk with someone from the sales
team.

Core Principles of Inbound Selling
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Content Attraction: Companies create blogs, videos, e-books and webinars to attract
potential customers by providing them with informative content.

Developing Trust Early: Sellers create credibility when teaching and helping
prospective buyers.

A Customer-centric Approach: Inbound selling is about solving buyer problems, not
make quota.

Engagement and Nurturing: Prospects are nurtured over time through personalized
communication.

Conversion Support: Seller gives a personalized offer only if the buyer is motivated.
Stages in Inbound Selling

e Stage 1: The prospect is aware they have anissue and starts researching. Sellers offer
content like blog posts or videos.

e Consideration facilitates The the prospectis comparing options. Sellers supply in-
depth guides, case studies or webinars.

¢ Decision: The buyer is prepared to buy, and the seller supplies showings,
consultations or market-based prices.

Tools and Techniques

e CRM systems that can follow buyer journeys.

¢ |eads nurturing with marketing automation platform.

e Use social media to stayin front of your audience.

e Search engine Optimization (SEO) to drive traffic onto your platform.
Applications

Inbound selling works for industries where buyers spend a lot of time researching
before buying — Saa$, education, healthcare, and finance. It lowers resistance because
the consumeris in control of what happens.

Further Elaborations

¢ [nbound selling takes patience and continuous value. It’s not necessarily about
hitting the jackpot in the short term, but rather building a solid pipeline.

* Success is measured through metrics, such as lead nurturings duration, percent of
engagement and organic conversion rates.

e A primary issue is the coordination of marketing and sales teams so leads are handed
off smoothly.

Z"—.I turnltln Page 20 of 29 - Al Writing Submission Submission ID  trn:oid:::3618:127517366



z'l_.l turnitin  Page 21 of 29 - Al Writing Submission Submission ID _ trn:oid::3618:127517366

3.4.2 Outbound Selling

Outbound selling is the traditional sales approach where a seller actively sells to
potential buyers, usually in person or over email. Note: itis also called a push type
strategy since the seller uses promotion to push product towards the customers.

Core Characteristics of Outbound Selling

Outreach Proactively: Sales reps reach out through cold calls, email, door-to-door
visits or advertising.

High Outreach Volume: Usually you need to reach many prospects to get conversions.
Lots of pitching right away: Outbound is about the selling, not the relationship.

Targeted Prospecting: Salesperson find potential buyers through research, databases or
purchased lists.

You need processes: Scripts, templates and follow up sequences are you friends.
Stages of Outbound Selling

* Prospecting: Finding leads by target demographics, industry or any behaviors they
have.

¢ First Contact: Introducing yourself via cold call, email or social networks.
¢ Elevator Pitch: A pitch of value to the buyer directly.

* Overcoming objections: Reducing buyer fears and skepticism.

¢ Sale Close: Completing the sale and securing buyer’s commitment.
Tools and Techniques

¢ Sales intelligence tools for lead discovery.

e Segmentation of customer data for targeted marketing.

¢ Effective cold calling and cold emailing techniques.

¢ Trade shows and events, to find new audiences.

Applications

Outbound sales is especially beneficial when:

¢ Expanding into new markets where the brand is little known.

¢ Introducing new products that buyers may not have heard of yet.

¢ B2B industries in which direct engagement speeds the decision journey.
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Further Elaborations

¢ Outbound selling work can yield quick results but takes a thick skin because of the
many rejections.

* Good outbound sales don’t work if you can’t personalize; a generic approach simply
doesn’t fly.

e Outbound selling, when paired with analytics, can be tailored for improved success
rates.

e Critics say it can feel invasive, but when practiced ethically, it has remained a potent
tool.

Did You Know?

“Hybrid sales approaches became quite fashionable during the pandemic as
organizations went digital. Homebound audiences were engaged with inbound
channels like webinars and blogs, while outbound outreach kept us linked personally.
The combination proved more robust than dependence on just one, and changed the
way international sales were managed.

3.5 Inside Sales vs. Field Sales
3.5.1 Characteristics of Inside Sales

What does inside sales mean? Inside sales is the practice of selling products or
services remotely, rather than at a customer’s business or residence with technology
serving as an interface between the representatives and prospects. This business
model has expanded tremendously with the evolution of telecommunications, internet
access, and digital media.

Key Characteristics of Inside Sales

Remote communication: Inside Sales A pattering of channels is required for an inside
sales role i.e phone calls, emails, video chatting and chat systems.

Powered By Technology: You’re intechnology — a CRM, marketing automation and
analytical tools to manage leads and track process are all non-negotiable.

High Volume Outreach: Without having to travel, salespeople are able to connect with
more potential customersinless time.

Use scripts, templates and presets to standardize your follow ups.

Shorter selling cycles: Particularly valuable in the sale of low- to moderate-complexity
goods.

Advantages of Inside Sales

Z"—.I turnltln Page 22 of 29 - Al Writing Submission Submission ID  trn:oid:::3618:127517366



z'l_.l turnitin  Page 23 of 29 - Al Writing Submission Submission ID _ trn:oid::3618:127517366

e Scalable: Sales reps can cover more accounts and larger territories without an
increase in travel costs.

¢ Cost Savings: Eliminate travel, lodging and on-the-ground visits.

¢ Insights from Data - Advanced tracking to track interactions and preferences of the
customers.

¢ Flexibility: They can work with clients in any time zone.
Challenges of Inside Sales
¢ It’s so impersonal: The lack of physical touch may diminish intimacy.

¢ Technological Dependence: The move to digital involves a strong and proficient digital
infrastructure.

e Complicated Products: It might be less effective when selling a highly bespoke or
technical product that needs demonstrating.

Extended Points for Elaboration

¢ Inside sales may work especially well for SaaS products, online education and
insurance, as well as other industries where everything can be done virtually.

* The pandemic sped it up: Here’s how inside sales got its time in the sun and proved it
could work even in some of the world’s most traditional B-to-B environments.

e Companies are combining inside sales with digital marketing efforts to a greater
extent

3.5.2 Characteristics of Field Sales

Field sales, or outside sales, is a salesperson that meets face-to-face with the client.
Selling is one of the oldest and most trusted disciplines, especially for high-value,
highly complex or relationship sales.

Key Characteristics of Field Sales

Direct Contact with Clients: Sales representatives meet clients in their offices, homes
or other locations.

Building Relationships: Google seems to be more about long relationships, trust
building and repeat customer traffic.

Personalization: Presentations and solutions are adapted to real-time interactions.
Consuming: Demands a lot of time for travelling and logistics.

Extended Sales Cycles: Quite often required for high-ticket or highly complex products.
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Advantages of Field Sales

Better Associations: Trust and credibility is developed through face-to-face
communication.

¢ Well-suited for complex sales: You can show, you can discuss technical and problem
solving.

¢ Increased Close Rates: Personal attention typically equals better conversions.

eCustomer Insights: Understanding customer needs better by being close to their
environment.

Challenges of Field Sales
¢ Expensive: The cost of travel, accommodation, and meeting makes it expensive.

¢ Low Reach: They can reach out to far fewer prospects in the same time thaninside
sales.

¢ Relying on Availability: Scheduling can result in downtime just to line everyone’s
agendas.

3.5.3 Compare: Efficiency, Cost and Customer Relationships

Sales efficiency, cost and relationship management Typically when organizations talk
aboutinside vs. field sales the debate comes down to three important things: 1.
Efficiency —it’s more effective to put a salesperson in front of multiple customers than
have them travel the country meeting people one-at-a-time. Each method has its pluses
and minuses depending on the goals of the organization, amount of product complexity,
dynamics of your market.

Efficiency

¢ Inside sales is great for efficiency, as you can run a ton of prospects at one time.
Sales are shorter, processes are more structured.

* Field sales, although slower, is better at establishing credibility and solving complex
client problems. It is less butitis better.

Cost

¢ Inside sales is much less expensive with no travel costs or logistical overhead. Teams
can be scaled without corresponding cost."

¢ Field sales is resource intensive. Costs are associated with travel, lodging and
entertainment, which limits its scale. Nevertheless, the high-dollar contracts frequently
are worth the investment.
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Customer Relationships

¢ Relationships are formed by inside sales with the predictable, interactive and virtual
ease. Less intimate, but effective with regular touchpoints, too.

*You develop a lot more personal relationshipsin field sales. In some sectors it’s trust
that really matters, and field sales relationships are irreplaceable.

Additional Considerations

¢ Hybrid model: Many companies use a combination of inside and field sales, in which
inside sales focus on lead generation and nurturing, while field sales concentrate on
managing accounts or closing large, complex deals.

e Technology: Inside and field sales teams are utilizing the same technologies—CRMs,
video technology, analytics dashboards—to support their work, leading to greater
consistency.

e Market Trends: Inside sales is becoming more important in digital fast markets and
Field sales continue to dominate in traditional verticals.

This analysis demonstrates that no model has an advantage over the otherin all
circumstances. It depends on strategy, clientand product mix of the organization. The
majority of modern businesses benefit from combining the two for greater effect.

Knowledge Check 1
Choose the correct option:

Which of the following is a key feature of inside sales?
a) Face-to-face

b) Remote calls

c) Travel visits

d) On-site demos

Field sales is ideal for:

a) Low-costitems

b) Mass outreach

c) Complex deals

d) Routine orders

Which of the following are significant cost advantages of inside sales?

a) Travel savings
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b) More demos

c) Long meetings

d) Personalized gifts

An integrated approach of both inside and field sales benefits organizations by:
a) Avoiding CRMs

b) Increasing costs

c) Balancing reach

d) Eliminating teams

What type of sale leads more frequently to trust-building?
a) Inside sales

b) Field sales

c) Email campaigns

d) Automated bots

3.6 Summary

w Sales is a broad discipline with many differences by what type of product you sell,
needs customer have and the markets are in.

w classified by McMurry & Arnold and includes such categories as trade selling,
missionary selling, technical selling, new-business selling and order-taking.

w Derch Newton categorizes creative, competitive, service, developmental, order-
taking and consultative selling.

w Models such as Inbound, outbound and blended sales techniques are governing the
digital world.

venes Sellinglnbound sales draws and engages prospects using value-centered content
and a buyer-focused process.

w Outbound selling is when salespeople proactively contacting potential customers
through phone, email and other direct methods.

w Mixed models apply inward and outward strategies to optimize between
effectiveness and personalization.

Shopping B2B online is based on remote communication, technology and broader
markets.
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w Sales in the field is about being face to face with customers, relationship building,
and complex deal processes.

w Inside sales versus field sales requires different level of efficiency, cost, and
relationship with customers, so many organizations employ mixing approaches.

e Contemporary sales is becoming more customer centric with the aid of technology
and analytics.

w Modern brand case histories demonstrate the practical application of theory to
selling.

3.7 Key Terms

B2B (Business-to-Business) Selling — Sales transactions that involve two businesses,
often dealing with larger contracts and sales cycles.

B2C Sale - This refers to the direct selling of a business to its end consumers.
C2C Selling - Consumer-to-consumer transactions, typically via the Internet.

Consultative Selling — Sales tactic which orientates around fixing the customer's
challenge.

Transactional Selling — Fast sales calls with an emphasis on speed and quantity .
Solution Selling — Offer solutions, not just products to customers’ needs.

Key Account Management - Concentrated managment of high-value customers in
long-term relationships.

Missionary Selling: Non-selling activity whose purpose is to generate good will or build
a corporate image.

Inbound Selling — Selling through content, education and digital engagement with
buyers.

Outgoing Sales — Going after the sales and contacting the customers directly.
Internal Sales - Ditto, but from that day onwards you will live in Virtual Reality.

Field Sales — Selling that takes place in person and focuses on building relationships
and high-value deals.

3.8 Descriptive Questions
Describe McMurry & Arnold’s typology of selling including examples from the industry.

What are the major forms of Derch Newton’s categorization and how we utilize them in
current sales?
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Compare and contrast Inbound vs Outbound Selling Pros and Cons.

Assess the significance of hybrid sales models in today’s customer focused business
landscape.

Contrastinside and field sales in terms of efficiency, cost, and customer relations.

Discuss the difficulties that arise when your sales people are asked to use
transactional selling and how these differ from consultative selling.

Discuss the relevance of key account management for corporate sales.
Talk about how digital is affecting new ways of selling.

3.9 References
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Answers to Knowledge Check

Knowledge Check 1:
1. b) Remote calls
2. c) Complex deals
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3. a) Travel savings

4, c) Balancing reach

5. b) Field sales
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Unit 4: Attributes and Competencies of a Successful Salesperson

Learning Objectives:

1. Encapsulation of the personality characteristics relevant to sales performance:
Resilience, adaptability and integrity.

2. Learn common sales skills like Communication, negotiation and problem
solving, then apply them inreal life sales situations.

3. Discuss the contribution of emotional intelligence to improved customer
relationships based on awareness, empathy, and relationship management.

4. Consider how the business environment in China has evolved and changed with
time. To what extent is trust still so heavily bound up with personal relations?
How do you think cultural sensitivity and ethical behaviour contribute to trust
formation and maintenance of long-term relationships in the Chinese market?

5. Adoptalearning mindset that values adaptability, continued education and
keeping up with industry changes.

6. Investigate how motivation and goal-setting impact the performance of
individuals and their ability to achieve organization-wide sales goals.

7. Userole-plays that mimic buyer and seller scenarios to more accurately
evaluate sales performance.

Content

4.0 Introductory Caselet

4.1 Essential Personality Traits of a Salesperson
4.2 Core Skills for Sales Success

4.3 Role of Emotional Intelligence in Selling

4.4 Ethical and Cultural Sensitivity

4.5 Continuous Learning Mindset in Sales

4.6  Self-Motivation and Goal Orientation

4.7 Summary

4.8 Key Terms
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4.9 Descriptive Questions
4.10 References

4.11  Activity

4.0 Introductory Caselet

So when Ritika Sharma, a sales executive in the Indian arm of a global consumer
electronics company got her first assignment in the field — she is part of the
company’s fast growing phone and accessories business unit; this was her maiden field
stint— she was on cloud nine. Smart Home Products launch and had Ritika oversee
the placement of their new division into all high end retail owners. On paper, she was a
great hire — an M.B.A. in marketing, product training and all the smart sales tools she
would need to be successful.

Butin her first month on the job, Ritika would learn that being book smart and knowing
the bells and whistles of a technical product was only part of what led to successin
sales.

In early discussions with clients, she learned that even though she had been taught
how to present, “l was falling on my face when | was going out and connecting with
buyers in the field,” she said. Her responses, they said, sounded scripted and did not
communicate to them that they were coming from someone who understood the
situation. Others blamed her articulate but naive, culture-blind outreach to customers
overseas. Ritika was growing more and more demotivated with each rejection, she later
found it difficult to be positive because fucking long plateau.

Her boss knew she had difficulty mastering those qualities (and didn’t excel in either).
He stressed other things too, beyond know- how. He said emotional intelligence,
resilience, ethical behaviour and flexibility were as important as persuasiveness.

bR

“Selling is so much more than ‘closing deals,”” he wrote; it was about building trust,

maintaining honor, and learning from every introduction.

Ritika started to wonder what the delta was between those sales people who were
successful. She found herself thinking her most successful crew members were those
who had struck a similar balance: personality and values, set of core skills and work
ethic — palm to the metal. In the end, it was evident that sales success is a mix of
mindset and behavior, continuous learning — not technical acumen alone.

Critical Thinking Question
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If you were Ritika, what measures would you take in managing the match between
building deep product knowledge and growing a network of customers?

individuality and emotional intelligence to create long term customers?
4.1 KEY PERSONALITY TRAITS OF A SALESMAN
4.1.1 Confidence and Enthusiasm

Confidence and excitement are frequently referred to as the two “engines” of sales
success. Trusted — Confidence; Passion and Belief.Information sharing -Enthusiastic,
you believe in what you sell. These traits are infectious: customers often reflect the
salesperson's energy and enthusiasm.

Critical Elements of Trust in the Sales Process

Product Mastery: True confidence is from deep understanding of the product. A
product is easier to offer when a salesperson understands the technical specifications,
applications and competitive comparison.

Confidence in Communication: Good speaking ability, calm voice and body leadership
are indication that you are an authority figure. Trust is much more likely with those who
present ideas clearly and confidently.

Objection Handling: Confidence to face the objections of a customer without a second
thought. Instead of reacting defensively, they treat the concerns as chances to educate
and convince.

Resilience: Confidence makes sure rejection is not the source of self-doubt. Sales can
be a grind and with failure more prevalent than success, developing confidence in
yourselfis the key towinning long-term.

Importance of Enthusiasm

¢ Passion for the Product: Passion is proof of belief in a product, so if you're passionate
about your offering, the customer can trust that it's valuable.

e Agood impression is the first step.

e Motivated in Difficult Times: It also keeps enthusiasm level high to keep pushing when
sales cycles are long and/or losing comes often.

e ¢ Briefing solution/relationship with the Customer: This Author has observed an
interesting phenomenon in relation to staff who are enthusiastic and treat customers or
shoppers as special —notjust any sale.

Further Elaboration
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¢ If confidence without any enthusiasm can sound mechanical or cocksure, then
enthusiasm lacking in confidence can seem artless or over the top. The dynamic of the
interaction between those two makes integrity.

¢ Confidence comes with training and preparation and experience; enthusiasm forms
by attaching to the mission of the company, such as it is, and believing in its purpose
(or at least a little in what you’re selling).

* These attributes can be cultivated with continual product training, motivational
meetings and supportive feedback that will reinforce positive behaviour.

4.1.2 Integrity and Reliability

Truth and faith are the ethics that underlie selling. In a fast and furious marketplace
with too many options, perhaps the pace of ‘Google’ to obtain information, trust
doesn’t happen over time without truth and predictability. It keeps everyone honest,
and the reliability ensures they are doing what you said they should do.

Core Aspects of Integrity

Credibility- Good description of product function and dis-function helps prevent
disappointment and defend the company name.

Good Behaviour: Integrity is when you respect your customers’ privacy ditch the short-
cut manipulation and play fair.

Value Based Selling — You can’t sell integrity (Smoke and mirrors may work in the short-
term but these people are not buying bandaids). They are long-term players, not day
traders.

Honesty: Honesty in word, price and service after the sale develop trust. And the
honesty and transparency are appreciated by customers versus shifty promises.

Reliability as a Trust Builder

¢ Honor Your Promise — Integrity is a demonstration to the customer thatyou are
delivering on your promise, whether that be services or information provided or
deadlines met.

¢ \professionalismis found in the quickness of responding and being willing to follow
up.

¢ Love ‘em and Leave ‘Im: Reliable salespeople become your consultant as opposed to
a one-time huckster. It’s why customers return to them — they can rely on receiving
what is promised.

* Good name: When their employees are consistently reliable, companies get a good
name inthe market.
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4.1.3 Empathy and Customer-Centric Approach

Vocabulary empathy the ability to identify with and understand another’s feelings.
TASK: Word Meaning 1. Empathy is equally applicable in sales. It gets people to
connect

and listen, hear what they wantvs. need and allow your reaction to be formed by their
decision, not someone else’s. Buyer-centric is different from empathy, it requires the
buyer’s need to be at the epicenter of his or her experience.

Customer-Centric Approach

¢ Value centric vs product push: Nobody wants to be a product pusher, so “solution
provider” is not the way to go for both your customers AND their prospects.

¢ Long-term thinking: Loyalty and mutual self-interest are created by serving the people
thatitis constructed to serve (customers, employees or investors) rather than seeking
short-term gain.

* Feedback looped in: Customer centric sales reps are requesting and taking action on
your feedback, to make the way you interact with them even better.

¢ Anticipatory Support: Itis not only justabout pre-empting the customer from beingin
“trouble already”, it’s definitely more than customer centric.

Further Elaboration

e Empathy can also elevate sales from transactional to relational. Customers know
when itis really being felt and in return customers feel heard and loved.

e Listens to customers This is a consultative/solution sale and the sales rep is more of
an educator than a persuader.

e Empathy training for a company’s sales personnel results in fewer clients to defect,
slows customers’ tendency toward defection from the brand and word-of-mouth
recommendations made in support of the company.

e Empathy is also a kind of resilience: Salespeople who lead with empathy, and treat
buyers more like people, tend to derive more personal satisfaction from their jobs.

4.2 Core Skills for Sales Success
4.2.1 Communication and Active Listening

The key to a strong sale is good communication. Our leaders and salespeople should
not just communicate well or articulate a message clearly, however, they should make
the message vibrate. Communication in sales is a two-way street and while it’s
important to be articulate when discussing something with a customer, so too must you
listen as well to what the customer needs, wants....or objection they may have.
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Key Aspects of Sales Communication

C- Crystal Clear: You only need to turn complex attributes into simple and valuable
from customer perspective. When salespeople are able to address prospects in plain
language, they educate about where a specific offering fits and build trust.

Non-verbal Communication: You can’t stress enough how your body language, eye
contact and tone of voice is communicating to buyers who you are.

Under warrant in one impression confidence verging on familiarity only is implied.

Story Telling Sales people who can wrap their products up in intriguing stories that
buyers can relate too, have the edge due to emotional connection.

Creating the Message: Everyone is concerned about Something. So language and
message are carefuly chosen to be relevant.

Importance of Active Listening

¢ Better Customer Insight: Listening helps the salesperson to understand what the
customer is saying and not really saying.

¢ Relating: When you listen, you are telling your customer that you care about them by
wanting to hear what they have to say and trust can be built up over time.

e Uncovering and Addressing Objections: Locating objections your prospect didn’t
share withyou.

¢ To listen: As you listen and the client answers their own questions, they divulge in a
more organic way what motivates them and how they make decisions.

Further Elaboration

¢ Active Listening — Summarizing what the customer has said for comprehension,
knowing in depth what questions to ask and being patient with responses.

e Communication is not speak and listen, it’s like a highway running between these two
poles — the better you are at being responsive (comes from understanding) listener
first on that highway.

* THE investment in TEACHING the sales team how TO listen is phenomenal and
customer satisfaction skyrockets as genuine connections are formed that last.

* The great undertaking to self-isolate in the digital age now allows you to communicate
across all channels — over the phone, on video calls, through email and of course, on
social media. A sales person must adjust their personality to whatever medium they are
on, with an emphasis on clarity and empathy.
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4.2.2 Persuasion and Negotiation

Without the art of persuasion and negotiation, sale agents can hardly live - these
connect immediately between uncertain customers and a final approval.

“In persuading the customer, we employ motives so attractive and powerful that they
are bound to actin changing the old feeling of not wanting for your goods to the new

‘wanting’.”), whereas in negotiation, both parties come into agreement at a certain
middle Terms.

Core Dimensions of Persuasion

For everyone: Persuasion could also integrate a Digiday, mini-case study or best
practice data/logic/idea based argument.

Emotional Pulls: People buy on feelings (trust / safety etc or aspiration) as well as
rational thought.

Social Proof: Before/After /Testimonials, reviews and affirmations are often very
convincing.

Scarcity and Urgency: The more scarce somethingis, the quicker people will jump on
it. Key Aspects of Negotiation

e Setting Objectives: Successful persuasion and negotiation begins with listing
customer requirements, barriers and any objections.

In the meantime firmness is also doing so by unlocking the door to corporate intention
and meeting customer need. The salesperson must also be creative in structuring win-
win deals.

¢ Value confidence: Good negotiators have to be confident that, whatever they are
selling, is valuable, so as not to give it away too cheaply.

* Close: Adeal ends, with both sides claiming victory. Further Elaboration
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¢ You can slide from unauthentic persuasion to manipulation and burn a building full of
long-term trust to the ground. You earn trust and loyalty one compelling reason at a
time.

* More than price Price is not all that needs to be negotiated for, it might include
delivery dates, service contract, warranty terms and conditions and after sales service.

* Remember culture; the way people negotiate varies by region and industry. The power
to see difference is something.

— Sophisticated sellers draw on frameworks like the “win-win approach” and the
“integrative negotiation” to prevent relationships from fracturing every time their
trajectory winds through a business goal.

4.2.3 Adaptability and Resilience

Adaptability and Resilience

Adaptability

Ability to adjust to new conditions

@ Resilience

Capacity to recover from difficulties

@ Core Aspects of Adaptability

Key elements enabling adjustment

Core Aspects of Resilience

&
Essential factors for recovery
‘ \ Deeper understanding of both concepts
Fig.4.1. Adaptability and Resilience
Adapt or die — never has the saying been truer than in today’s business world, where

things move faster and more erratically than ever before. Variety comes in market trends
and variety in consumer needs and the org itself.

by comparison, how much one can bounce back from setback, including rejection and
how much one can motivate themselves in times of pressure. Overall, it’s a mix of
these things that make sales people effective despite whatever.
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Core Aspects of Adaptability

Variation in sales training Flexibility: A good salesman cannot be robotic and should
change his selling style according to product, market or customer situation.

Tech-adept: They are sales aces who can learn all the new gadgets. “They’ve never
used CRM software or Al analytics or a digital messaging tool when they were younger
because itdidn’t exist, but they are open to that,” says Langley.

Attunement: Read the Seller’s move so they would underSTAND how to calibrate their
conversational “feel”, content and approach.

Learning Orientation: Adaptable,Open-minded individuals get feedback and learn from
what works and what does not work.

Core Aspects of Resilience

* Rejection: Salesmen and saleswomen get rejections in the hundreds before anyone
says yes. They can keep healthy and happy with resiliency.

e Mental Toughness: A quality salesperson can take the heat and last long enough not
to burn out.

¢ Goaldirected persistence: Resilient people do not give up when thwarted, but have
the long view.

e Optimism: There is where optimism bounces back most easily, in bad times. Further
Elaboration

¢ The flexibility to enable salespeople to sell into multiple markets, and make rapid
course corrections in response to unforeseen developments — say, the unexpected
entry of a new competitor or sudden shifts in customer budgeting priorities.

* Resilience does not mean ignoring the fact that you might fail; it means allowing
yourself to understand what you can learn from failure in order that you can step in
again with even more strength.

Adaptability grows from innovative cultures; resilience is fostered through mentoring
programs, recognition initiatives and mental health.

¢ Adaptability with resilience is a particularly valuable skill in industries with long sales
cycles or frequent dislocations, such as technology, health care and real estate

Extended Insights

¢ Agile salespeople do extremely well in mixed sales models, for which inbound,
outbound and digital selling intersect.
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¢ Self-motivation and resilience are related topics. People who genuinely believe in
what they are doing are much quicker to bounce back from defeat.

¢ Fluidity-and-resilience is the exact dynamic that allows sellers to stay focused on the
customer even in challenging times.

Did You Know?

Studies demonstrate that salespeople who have high levels of adaptability and
resilience outsell their peers by nearly 20% in industries with regular market upheaval.
“Those qualities not only help them manage rejection but also to recover more quickly,
and that gives their organizations a competitive advantage.”

4.3 Emotional Intelligence and the Process of Sales
4.3.1 Understanding and Managing Emotions

Sales environments are emotionally charged. Both customers and salespeople bring
baggage to these interactions — customers may come with expectations, anxieties or
skepticism, while the salesperson has goals, competition and rejection. So emotional
intelligence is very important in balanced involvement and effective functioning.

Key Aspects of Understanding Emotions

Emotional Self-Awareness: sales professionals must be able to recognize how they feel,
whether it’s excited (e.g., with a customer who clearly wants their product,) irritated
(when customers are over-qualified and cranky) or terrified; and how these feelings
affect what they do. Anxiety can cause a dynamic more like freewheeling heckling of a
speech, while over- confidence can make it seem as through the seller is absolutely
certain that everything will work out in his favor.

Customer Emotional Empathy As salesperson you could read how to know if your
customer gives weak or no sign when the feeling has been heard on their liberals:
speaking, behaviour and a very attitude.

Identify Emotional Triggers: As sales people, there are specific things that often tend to
“trigger” us — defensive listening responses to aggressive clients’ questions, push back
from the client on price, etc. — identifying these things can help keep our cool.

Managing Emotions in Sales

e Control Your Responses: A salesperson who doesn't let his or her feelings get in the
way is one that you can rely on not to "split" when times are tight. An where your
customer is complaining to you, and you are not also replying with a comment at the
same time for something even a small bit better.

TAGS:anxietyarousalemotionsexcitabilityteaching1 Introduction We have embraced a
modern understanding of effective elds such as sport, business and medicine see [10]
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which show that the way teachers steady their emotional state is essential for good
performance in any given lesson —whether it be to control excitement in order to hold
students' attention; or to contain aggression in order to direct critical thinking.

e Mindful Skills: Stoic psychologists say that abilities like mindfulness, preparation and
re-framing are potent tools for maintaining control of your emotions.

Further Elaboration

e Emotionalintelligence and management allow salespeople to stay evenly keeled no
matter the circumstances. Customers want to do business with people who are calm
and positive in the face of adversity.

e Emotion identification also enables salespeople to personalize their approach. For
instance, a cautious client may require support and time while an enthusiastic client
would prefer quick-back-and-forth interaction.

* Businesses could teach salespersons to be more emotionally aware through role-
plays, simulations and reflective exercises that tease out emotionalreactions in given
situations.

4.3.2 Building Rapport and Trust

One of the key uses of emotional intelligence for sales reps is to build rapport and
trust. People being sold to are more likely to buy from people they believe listen to what
they say, show them empathy and generally care about them. Rapportisn’t formed
through logic and reason —it is based on an emotional connection that is heightened
through El.

Elements of Building Rapport

Active Listening- The salesperson should listen to him/her carefully without
interrupting and empathize the customer. This makes very respectful and caring
impression.

Mirroring and Matching: Tactfully matching tone, body language, and communication
style allows the customer to feel heard. For example using a professional tone with
business clients and using colloquial language for personal buyers.

Sincerity: People can tell fakeness in an instant. Authentic salespeople build better
emotional connections.

Personalization— Customizing recommendations to show a reflection of the customer
paints that you are listening and builds trust.

Importance of Trust in Sales
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¢ Extended Relationships — Force = Reorders C+ Referrals to System Lower
Dependence on Endless Prospecting .empty List

e Awarranty and peace of mind for a buyer: A shopper with trust in the salesperson will
be less anxious about making a decision.

¢ Credibility Breaking Down Objections: When salespeople are seen as trustworthy for
saying what they have to say, overcoming objections meets with far less opposition.

¢ VValue Beyond Product: Customers are more likely to regard salespeople as advisers
instead of high-pressure sellers or brokers if they trust them.

Further Elaboration

¢ [t takes patience and emotional attunement to develop rapport. Rushing or pushing
too hard compromises trust.

e Salespeople can sense when a customer is checked out, distrustful or uneasy and
modify their tactics to reestablish trust — emotional intelligence helps them in this
process.

* There are additional complicated layers in cross-cultural selling; knowledge of cultural
norms and showing deference is essential to gain trust in different markets.

e Companies that build a culture of customer-centricity through training, mechanisms
for feedback and acknowledgement have an environment where connection comes
easily.

4.3.3 Conflict Management in Sales Interactions

Conflictis inevitable in a sale, whether it’s about negotiating price, lack of delivery;
unmet expectations or the customer being dissatisfied with your promised
performance. Emotional intelligence is fundamentally important to the management of
these conflicts if they are to be resolved positively and relationships and future
prospects maintained.

Sources of Conflictin Sales

1- Price: Customers can perceive the offering as being expensive comparing with
competitors.

Gap of expectation: The customer expectations and the product performances do not
meet which usually is followed by dissatisfaction.

Case of misunderstanding: Misunderstandings about information can resultin a lack of
trust or understanding.

Cultural/Ethical Misunderstandings: Insensitivity to cultural norms or ethical
considerations will cause conflicts to escalate.
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El and Conflict Management

e Empathy in Acknowledgment: Validating and acknowledging that customers have a
right to be frustrated will save you from having to escalate. Forinstance, stating, “I
appreciate that this delay impacted your business” recognizes their point of view.

e Patience: El allows salespeople to have patience under stressful situations, as they
know that the problem will be addressed in a professional manner (MIT).

* Problem-Solving Mindset: Emotionally intelligent salespeople don’t finger point but
rather take a cooperative approach in seeking solutions.

* Respect: Respectful communication even when there is conflict spares each one’s
dignity and keep the relationship form breaking apart.

Further Elaboration

¢ Salespeople are better at remaining calm and persistent in navigating bad interactions
without burning bridges, as they have emotionalintelligence.

¢ Conflict can be good (when itis done well, conflict can actually make a relationship
stronger by "showing" you are reliable and dedicated).

¢ Leaders are instrumental in developing conflict resolution abilities by providing
coaching, scenario-based training and mentoring.

¢|n sales team environments, El helps to manage conflict among sales teams
members encouraging collaboration and better group performance.

4.4 Ethical and Cultural Sensitivity
4.4.1 Ethical Decision-Making in Sales

Ethics in sales is the practice of conducting selling on moral standards, values and
conventions. Success-driven sellers are commonly challenged with choices where
short-term profits can compete with high-trust intentions. The capacity to manoeuvre
such situations honourably is an important part of career success.

Key Aspects of Ethical Decision-Making

Truth in Advertising: Salesmen have to tell the truth about product limitations and
warranties. Exaggerating advantages or concealing defects is a loss of credibility.

Pricing transparency: There is nothing to like about hidden costs, opaque discounts or
inarticulate terms. [Follow these three simple rules to become a better leader.]

Ethical salespeople don’t hide costs.
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: 1) Customer Autonomy (Let The Customer Decide): Don't try to "manipulate" the
customer. Instead of feeding the buyer, sellers should arm them with obstacles and
data (anecdotal or otherwise) to chew on.

Confidentiality and Security: The number one thing most businesses worry about today
is that you do a lot of business online, and so it’s your responsibility to take care of
customer datain aresponsible way. The privacy is violated by non-authorized readings
or leaking of the data.

Challenges in Ethical Sales Practices

e Targets: Targets can also put pressure on the sales force to cut corners and tell a few
white lies.

e Cutthroat Niches - If you are in a highly competitive market, there will be some who
will take the low blows to tear down their competition.

® Cross-Cultural Norms What works in one culture isn’t necessarily right in another,
clouding the calculus for decision making.

Extended Elaboration

¢ Ethical decisions are made within a particular context, notin the abstract. For
instance, gifting a client might be appropriate in one market but end up being
categorized as bribery in another.

e Firms are instrumental in creating ethical climates by offering training, transparency
policies and accountability systems.

* When salespeople consistently behave ethically, buyers are many times more likely to
perceive them as advisors rather than simply another seller, meaning stronger influence
over what is finally decided.

4.4.2 Cultural Awareness in Global Selling

In an interconnected global economy, salespeople are more likely to work with
prospects across a variety of cultures. Cultural consciousness is the ability to think, act
and directly deploy their resources To recognize, respect and adjust to values across six
ways: communication patterns, Values system and business fixes. Cultural differences
are a minefield of potential for misunderstanding, offense and lost business.

Core Dimensions of Cultural Awareness

Styles of Communication: Some cultures value direct, assertive communication while
others appreciate subtlety and nuance. Salespeople have to sell the other way.
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Decisive Theories: Some cultures rely on decisions being made Bodensee partners
Uche all members of a group, other cultures have elite individuals using their powers to
make group wide decisions. Time Sense: This one, some places are just more likely to
be uptight about being on time than others. A failure to communicate about time
management can negatively affect a relationship.

Business Etiquette: Greeting etiquette, dress code, gift giving and rules for eating
together vary from country to country. Understanding these practices creates rapport.

Challenges of Cross-Cultural Selling
e Stereotypes: Index of bias of the stereotype with respectto cultural variables.

e Linguistic Boundaries: May result in misunderstanding due to the language
differences.

e Cultural Bias: The moment a salesperson tries to impose their cultural values upon
them they risk alienating the client.

4.4.3 Building Long-Term Relationships through Ethics

They will have to know that ethically and culturally itis the right thing, but a good best
practice for sustainable business. Loyalty to the salesperson or firm increases when
customers perceive fairness, trustworthiness and respect.

Ways Ethics Foster Long-Term Relationships

Efficacy and Trust Honesty is ethics Ethical salespeople recognize that honesty pays,
they have respect for the truth and promote trust.

Customer Balance: Honesty and truthfulness mean repeat business and referrals.

Building Reputation: Ethical ways contribute to the firm’s market reputation, and play
an important role in bringing new business.

Less Friction: Sellers can anticipate better when they go about things in a fair way what
objections and arguments will be thrown at them.

Cross- Cultural Sensitivity As The Essence Of Inter-Personal Raport.

¢ Sensitivity to cultural norms conveys humility, something the human factor may be
able to mediate.

* \When salespeople are culturally competent, they can tailor special solutions for
customers, making them happy.

¢ "Impact of Cross-Cultural Awareness on Multinational Team's Cooperation and
Performance in a Coalition Environment"

4.5 Continuous Learning Mindset in Sales
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We are no longer selling and convincing like in the old glorious days of sales, or poor
images on shining products. Selling in the post-modern era is essentially about
customer psychology, digital and data and value.

consultative approaches. Here is where the demand for up-to-the minute skill set
would kick in. The Real Reasons We Need To Learn MoreTokenNameAnd the reason
we’re not still doing it

Changing Customer Expectations: Today's customers demand personalised offerings,
instant response times and effortless digital experiences. To create it, the sales force
will need to learn empathy, active listening and digital communications.

Market Forces: Who “wins”? The salesperson (or customer service rep) who can
texture a sale uniquely where there are choices and others competing for the same
dollars.

And that somethingis storytelling, negotiating and the art of relating.

Technology Integration The ‘old school’ sales rep never truly required it, but today’s
selling tools - CRM and data dashboards to reporting driven by Al will force us to
understand the tech we rely on. Salespeople get stale without practice.

Global Selling: This flexibility and fluency in language will be critical as we grow the
business abroad.

¢ Consultative Sales — Transformation from product to value sale.
¢ Analysis: Turning the voice of customer into focused strategies.

* Negotiation C Persuasion: Sales skills for generating greater value from your
encounters with smart buyers.

e Team player- Must be effective working as a team member with marketing and product
development and customer service.

Further Elaboration

¢ Development of skill must be an ongoing, not a one-off process. Skills can be kept
fresh with micro-learning modules and regular workshops, or even real-time coaching.

e Companies that invest in the growth of their employees skills see lower employee
turnover since sales professionals feel valued and prepared for the future.

e Self-driven developmentis equally important. Sales reps who own their learning,
whether via reading, networking or certifications for example, routinely outperform
peers.

The bottom line is proficiency insures agility: it enables sellers to adjust themselves
within different clients and changing business models.
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4.5.2 Leveraging Technology and Al Tools in Sales

Sales Tech has changed the way salespeople are interacting with their customers, how
they are managing pipelined, and even closing deals. By automating the mundane to
predicting what’s next, technology and Artificial Intelligence (Al) allows salespeople to
work smarter, notharder. Learning to use these tools is one of the key components of
that growth mindset of learning.

Ways Technology Enhances Sales
Customer Relationship Management (CRM):

Contemporary CRMs such as Salesforce, HubSpot and Zoho CRM keep customer data
in one place, keep a record of conversations with each contact and set reminders to
follow-up.

Example: A salesperson will be able to view the full interaction history with a client in
Salesforce and therefore provide a pitch customized based on past conversations and
behavior.

Artificial Intelligence and Machine Learning:

Al tools such as Gong. io, or Salesforce Einstein sift through volumes of customer data
and learn to predict customer behavior, recommend next best actions and automate
lead scoring.

Example: Gong can examine recorded sales calls to identify which phrases or themes
result in better conversion rates, enabling reps to hone their messaging.

Sales Automation:

Platforms like Outreach. io, Salesloft and Mailchimp that automatically send personal
emails, book meetings and update CRM records.

Example: Arep can program Salesloft (s szle16) to drip cold leads with email
sequences, so it frees up time for warmer follow-ups.

Virtual Engagement Tools:

Products such as Zoom, Microsoft Teams, Intercom and Drift enable virtual selling via
video calling, live chat and Al-powered demos.

Example: A SaaS business leverages Drift’s chatbot to respond to prospects in real-
time and book product demos on autopilot.

Data Analytics and Insights:

You should be able to generate real time, sales dashboards in tools like Power Bl,
Tableau or Google Data Studio
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performance tracking and strategic planning.

Illustration: Aregional sales manager leverages Tableau to see how sales are trending by
geography and can adjust how resources should be allocated accordingly.

Importance of Adopting Technology
e Efficiency:

Automation tools help decrease the amount of grunt work by, say, having reps finally
stop manually typing up notes from meetings using Al transcription services like Otter.
ai.

* Personalization:

Tools such as Dynamic Yield or Adobe Experience Cloud can help deliver personalised
content and recommendations at scale.

e Scalability:

One rep canhold down a hundred or more accounts using CRM work-flows, email
cadences and Al-powered lead prioritization.

¢ Predictive Capabilities:

Utilities such as Chorus or Clari use real-time sales activity datato predictrevenue and
identify deal risks.

Challenges in Adoption
¢ Learning Curve:

Licensing a tool such as Salesforce can require months of training, and misuse may
reduce productivity in the short term.

e Overdependence:

If your emails are automated by Al, you run the risk of communication sounding robotic
or unpersonable, and can damage personal connections.

e Data Security Concerns:

Tools need to abide by laws, such as GDPR or CCPA; otherwise, the mishandling of
customer data can lead to legal troubles.

4.5.3 Keeping Up With Industry and Market Trends

The sales environment changes rapidly. Consumer preferences change, competitors
force innovation and external factors such as economic cycles or regulations affect the
marketplace. That being the case, sales people already need to instil a culture of
learning and agility in order to stay current. Why it matters. 4 Reasons To Keep Up: 1.
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Customer relevance. Customers feel that a sales rep understands their industry or
issues. You then can, if you are more engaging in abundant dialog through being
educated.

meaningful conversations. 2. Competitive differentiation.

* Salespersons who participate in thought leadership by sharing insights from an
organizational or personal standpoint enhance their love of credibility.

4.6 Self-Motivation and Goal Orientation

4.6.1 Setting and Achieving Sales Targets As mentioned many times by experts, goal
setting is the core of sales management. In the absence of clear objectives, sales
efforts can often become a wild-goose chase,’ with no means to measure success! In
this regard, targets are motivating benchmarks focused on specific outcomes.
Characteristics of Effective Sales Targets S for Specific and Measurable. A target that is
too broad, such as “increase in sales,” will not be effective. Instead it must include
amounts, targets, and types of customers, for example, “grow enterprise accounts 15%
this quarter.” Realistic yet Challenging. Goals that are truly out of reach destroy the
morale of sales reps, and those who are not hard enough to stop stimulating the best
effort. The right combination motivates people to strive for their full potential. Time-
bound. Without deadlines, your sales targets are not urgent to complete. Quarterly,
monthly, or weekly goals ensure ongoing performance. Aligned with business strategy.
The objectives should be aligned with the overall company’s objectives, which may
include entry into a new market or increase the sale of the existing product. Steps to
Achieve Sales Targets. For a fact, success is a ladder that cannot be climbed with the
hand in the pocket; hence, the need for a structure to help ensure one reaches the top
safely: ® Decide and Prioritize. “In this case, cutting projects into small goals will pave a
way for gradual advancement.” For example, having a weekly target for client meetings
provides towards quarterly revenue objectives. ® Follow your progress.

Target hitting can also be excelled by motivating peers. “The recommendation of best
practices to one group by another, in a way that reintegrates those other groups, could
strengthen practical moral reasoning.” Lastly, agility is key. When the market changes,
the goals of reaching the goal should be reminded to the salespeople who need to
change course without losing focus on where they are headed.

4.6.2 Overcoming Rejections and Maintaining Motivation

Rejection is inevitable in sales. He does have a sincere love for others, don’t get me
wrong, but he’s also scared to death the offer won’t be taken...etc) Every salesman
(regardless of their closing abilities) will run into prospects that simply cannot be
closed- money is too tight, other priorities, no perceived need. The distinction
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between a successful salesman and everyone else is they know how to work through
rejection and remain ready.

Psychological Impact of Rejection
* Repeated pushbacks may lead to self-doubt, anxiety and demotivation.

* Some sales people will get defensive and accostive increasing an already removed
customer base.

¢ Others may recoil, scaling back their prospecting work and undermining
performance.

Strategies to Overcome Rejection
Reframing Rejection
Seeing rejection as feedback not failure helps you grow.

“If a customer doesn’t like your software solution sales pitch, you can look at the
comments and learn thatit didn’t provide enough of an ROl argument,” for instance.
This information helps to craft future pitches more compelling financially speaking.

Resilience Training

Practices that develop emotional stamina, such as mindfulness, positive self-talk and
stress management. Example: A sales rep does a quick mindfulness exercise before
making cold calls to center herself, and recites affirmations like “Each no gets me
closer to a yes” to stay positive after being rebuffed several times.

Continuous Prospecting

While nobody likes to be rejected, maintaining a healthy pipeline makes sure that
rejection doesn’t put the brakes on momentum.

Example: After losing a major client, a B2B rep immediately follows up with 10 new
leads from LinkedIn Sales Navigator, lessening the blow of the loss and making sure to
stay in an active stance.

Seeking Support

Advice and support from mentors or peers can also be encouraging, and have practical
value.

Example: A junior sales and trading person has a deal blow up on them, and they go talk
to a senior colleague who

has something in common with a similar past experience — and how it ultimately led
to an improved opportunity. This lifts spirits and regains perspective.
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Maintaining Motivation

* Passi on: Sellers who can make whatever they do meaningful to them at a very
guttural level ( helping people, innovating new technologies, making the future better)
will be motivated' from within' rather than by their pay packet.

* Provocation Response : Attractive cues in career (reward/recognition/prospects)
generate levels of motivation.

¢ Take Uplifting Sips of Those Small Victories The morale-boosting punch of small
victories is immeasurable.

® Success visualization: Picture a positive outcome and focus your thoughts on
positive, successful performance. Further Elaboration

e There will be more motivation in some periods than others with your situation: It’s just
about the habits that are going to keep you up when the motivation isn’t there.

¢ “Inspiring environments:” Businesses can use training, celebration of success and
their cultural environment as inspiration.

* Awell-considered rejection can add to credibility as well. And courteous follow-ups
make a positive impression on customers who then may return to you when their
fortunes change.

4.6.3 Developing a Growth Mindset

the growth mindset — a phrase coined by the psychologist Carol Dweck, who has
defined it

—is the belief that you can develop your skills and understanding considerably if you
putin effort. In sales, a growth mindsetis the choice to turn challenges into
opportunities for learning.

The Art of Failure: They do not take a “no” as the final word, they try to understand why
itis not working and then use that learning when making their next offer.

Challenge taker Bad prospects or too saturated markets are challenges notreasonsto
stop.

The Path to Mastery is Hard: Reps with Grwoth Mindset know the harder you work and
learn, the closer You get to Win!

Right and wrong is all over the map here.” As forinput: They’re not ducking criticism;
they’re actively seeking it — from their superiors, co-workers and even customers.

Benefits of a Growth Mindset
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¢ Tolerance for ambiguity: You never know what the market — or even a customer, will
throw at you.

— will desire next.

* They can keep it up: They chip away at their goals, they experience setbacks and
disappointments and yet somehow manage to stay enthusiastic over years and even
decades.

¢ Creativity: Growth mind setters experiment with new ways to do things, new
approaches or tools.

* Model the other side well — Contributory staff affirm and support one another in ways
that foster development.

Further Elaboration

e Growth Mindset doesn’t just happen. Sales reps need to confront fixed beliefs like “I
am not good at negotiation,” and replace them with “My ability to negotiate is
something that | can practice and get better!”

* Businesses can culture growth mind-sets by rewarding effort, learning and
collaboration, not just achievement.

¢ A culture of experimentation drives sales teams to test and learn without fear of
failure.

* When you pair growth mindset and resilience, sellers can not only survive setbacks
but flourish because of them.

Knowledge Check 1

Choose the correct option:

What are the things that make sales target work?
a) Vague goals

b) Easy wins

c) Clear deadlines

d) Random efforts

How do | deal with rejection in sales?

a) Ignore feedback

b) Reframe as learning
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c) Avoid prospecting

d) Argue with clients

What type of motivation keeps salespeople going the longest?
a) Intrinsic drive

b) Cash rewards

c) Quick wins

d) Fear of loss

What do we focus on in a growth mindset?
a) Fixed abilities

b) Avoiding risks

c) Effort and learning

d) Short-term gains

Which habit helps maintain motivation?

a) Avoiding challenges

b) Celebrating small wins

c) Ignoring setbacks

d) Reducing goals

4.7 Summary

1. Thereality of sales success lies in personality traits exhibited by each individual,
including confidence, enthusiasm, honesty, dependability and the ability to
empathize with customers.

2. and Hyper attentive is something #wellness #5 hot skills for wellness
professionals from wellness facilitator and author#3 Active listening Core
competencies such as communication an sales peoplc can connect to clients
when they master these skills.

w Persuasion and bargaining play an vital role in shaping decisions and
seeking win-win solutions.

@ Flexibility and tenacity allow salespeople to work in dynamic-markets,
while recovering from adversity.

@w Emotionalintelligence is central while assessing emotions, creating
rapport and handling conflicts.
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3. 1.ETHICAL DECICION MAKING AND RELATIONSHIP MARKETING MUTUALITY
Responsible deciccion making is guarantee of transparency, equity and
credibility in the sell system.

4. wCultural awareness is important for the global sales, and teaches
professionals to adapt to different communication patterns and customs.

@ Longterm selling relationships are based on honesty and cultural
sensitivity.

@ The growth mindset helps salespeople remain competitive by
consistently refreshing their skills, usingtechnology and knowing what’s
happeningin the market.

5. Self-motivation and goal orientation-are one's own lung in sales.

w Cultivating a growth mindset will help business development reps (BDRs)
welcome challenges and learn from their failures.

e Practical simulations, role-plays etc.. Are included which help
to record practical application of theoretical concepts.

4.9 Descriptive Questions

1. Describe how having confidence, integrity and empathy can influence the
success of your sales person?

2. Explain the role communication and attentive listening play in developing a
lasting customer relationship.

3. Discuss how the power of persuasion and negotiation impacts on the sales
process, with specific examples.

4. Explain how emotionalintelligence can be used in conflict resolution during the
sales process.

5. Considerthe significance of ethical and culturally sensitive decision making in
global selling environments.

6. Describe the ways technology and Al are changing selling and why salespeople
need to be constantly learning.

7. Consider how salespeople can overcome rejection and stay motivated.

8. Whatis the growth mindsetin sales, and how does it contribute to personal and
professional success?

4.10 References
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Answers to Knowledge Check

Knowledge Check 1

1. c) Clear deadlines

2. b) Reframe as learning

3. a) Intrinsic drive

4, c) Effort and learning

5. b) Celebrating small wins
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Unit 5: Psychology of Selling — The Art of Persuasion

Learning Objectives:

1. Explain buyer psychology and motivation theories and what they look like in
buying decisions.

2. Describe the stages in the consumer’s purchasing decision process and
recommend to a retailer how it can adjust its sales efforts based on each stage
of the process.

3. Leverage using Templates and Persuade in typical sales situations ethically.

4. demonstrate the power of employing storytelling as a vehicle to both engage
and make people feel.

5. Think about how social proof and authority play a role in credibility and trust
building during sales conversations.

6. How to Combine Psychology with High-Impact Sales Techniques and Sizzle the
Room with Your Own Story

7. Length2Adam Markel Session Description: Learn how adding in psychological
principles can help you tell a more powerful story in addition to learning super
selling strategies.

8. Try hands-on demonstrations and exercises to test the power of stories, data
and peer pressure to sell.

Content

5.0 Introductory Caselet

5.1 Understanding Buyer Psychology and Motivation
5.2 Consumer Decision-Making Process

5.3 Persuasion Models

5.4  Storytelling in Sales

5.5 Role of Social Proof and Authority

5.6 Summary
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5.7 Key Terms
5.8 Descriptive Questions
5.9 References

5.10 Activity

5.0 Introductory Caselet

Arjun Malhotra, a senior sales representative for a luxury car company, was preparing
for a key appointment with a prospective client. The client, a successful business
owner, was fascinated with luxury cars but nervous about purchasing one. Through this
sale, Arjun realized that just by numbers like horsepower, mileage or safety features
would not make any difference. To do so, rather, would be a matter of hitting on what
motivates the user at a deeper level - emotional and decision-prompting triggers.

When Arjun went to meet the client, he didn’t want him to start off with any technical
details. Instead, he asked questions about the client’s lifestyle, dreams and values. In
their conversation, Arjun came to understand that cars for the client were a status
symbol, sign of personal achievement and happiness from driving rather than being
‘just’a mode of transport. Arjun realized this and moved away from his position. He
told of one owner-worker who purchased the same model to celebrate a milestone and
how the car became a symbol of achievement for that entrepreneurially minded driver.

To reinforce his argument, Arjun added testimonials from the who’s who of
professionals driving that particular model (wherein he has also generated some social
proof: C authority). He had used some old-fashioned psychological sales techniques
— making the client feel special by creating a sense of exclusivity and tying the
purchase to how it was a reflection of what that client wanted. The last thing the client
said to me atthe end of that call is he was starting to see himself in the car, listening to
what his friends and neighbors tell him about how proud they are.

This goes to show that sales effectiveness is less about the information, and more
about getting into the buyer's brain and creating a story that evokes emotion while
influencing decision making through credibility — as well as your ability to gain trust.

Critical Thinking Question

If you were in Arjun’s shoes how would you merge knowledge (specifications, pricing
and warranty) vis-a-vis psychology (stature, emotions and reviews)? How do you want
the customer to make a well-informed decisions?

5.1 Understanding Buyer Psychology and Motivation
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Buyer psychology is all about the cognitive, emotional and behavioral processes that
occur within people's minds when they make buying decisions. A crucial factor that
influences such decisions—why buyers go for one product, why they postpone or hurry
a purchase, why they are loyal to some brands, and frequent contempt the other ones—
is motivation. When salespeople understand what buyers are thinking and why, they
can better focus their efforts on the buyer’s wants and needs— thereby targeting both a
consumer's logical reasoning process and emotional buying motives.

5.1.1 Buyer Behaviour - Needs and Wants

Buyer Behaviour in Marketing

Creating value propositions

Extended Elaboration and relationships

Tailoring strategies to meet

Implications for Sales treeds: A warnte

Focusing on desires for
satisfaction

Understanding Wants

Recognizing essential
requirements

Core motivations driving
purchases

Fig.5.1. Needs and Wants in Buyer Behaviour

The needs versus wants philosophy is at the heart of buyer psychology. Needs are
basic for the human being to survive, whereas wants are part of our learned behavior in
the culture. Sales reps who differentiate and associate solutions into these buckets
have an edge when shaping the way people think.

Understanding Needs

Physiological (Basic) Needs: Food, shelter, clothing, health. The buyers of such
products are not only driven by the need, but also by the affordability and what is easily
available.
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Safety: People are also concerned about Security and stability, like insurance, safe
cars, or a stable home.

Social : Humans are social animals and frequently our purchases are a reflection of the
need for belonging or acceptance. Fashion items, social media platforms and
restaurants satisfy these.

Esteem Needs: These include the needs for recognition and self-esteem. This level
tends to like the finer things in life, or products that are high-end, luxury items and
certificates would appeal to this level.

Self-Actualization Needs: These are the highest-level needs, where buyers desire
personal growth and fulfillment. This encompasses education, art, health and
experiences.

Understanding Wants

¢ Must haves: Wants go beyond the minimum needs, and can be shaped by culture,
trends, advertising and peer groups. For example, you need to eat food, but you want to
eat the new-fangled thing at the snooty restaurant.

¢ \WWants are more flexible and variable; they evolve over time and differ from person to
person.

Implications for Sales

e Salespeople should understand if the buyer is most influenced by logic or by
emotion, and they should adjust their approach accordingly.

¢ In B2B sales, there are rational (verbalized) excuses but emotional such as “the trust
in the relationship” is decisive.

e Emotions play a greater role thanthe rationalin B2C sales. Especially in lifestyle and
luxury sector.

Extended Elaboration

eKnowledge of customer needs and wants: An announcementin the previous E360
Post, Unboxing What Your Customers Really Want, | dive into research on customers'
demographic, psychographic and lifestyle habits.

* The techniques of marketing frequently turn wants into what we are led to perceive as
needs, increasing the urgency of making non-reversing purchases.

e Discovery of hidden needs - needs customers don’t know they have. These require a
solution which means opening new markets or opportunities that were not readily
available before.

5.1.2 Emotional vs. Rational Buying Motives
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Purchase predispositions are guided by a blend of emotional and rational factors.
Whereas, rational motives are the result of logic, facts, and functional benefits where as
emotional motives stem from feelings, dreams and psychological stimuli. Balanced
knowledge of both is essential for effective selling.

Rational Buying Motives
Price and Value: Prospects weigh cost and perceived value.

Quality and long-lasting: Rational reasons place an emphasis on reliability, lifespan,
and function.

Useful and Functional: Buys focused on use value and ability to solve problems.

Risk Aversion: Warranties, safety serves and guarantee's are what buyers consider to
reduce their uncertainty.

Emotional Buying Motives

Status-Seeking: Luxury brands, gated memberships, or premium experiences satisfy
identity.

Protection and Security: Insurance, safety equipment or health care plans target
“protective” side.

Love and Belonging: Gifts, family-products, social activities all act as emotional
convectors.

Beauty products: If purchased for aesthetics, style or creativity, consider the emotional
motivations behind your purchases.

Rational and Emotional Balance

¢ Even in the most rational of purchases (like industrial machinery), emotional factors -
trust in the salesperson and security about purchasing from that brand - come into

play.

*Yet emotional purchases like luxury handbags are generally rationalized after the
purchase with explanations like “durability” or “investment value.”

Implications for Sales

eSales representatives should determine whether the buyer is influenced most by logic
or emotion and tailor their approach accordingly.

¢ In B2B sales, rational reasons prevail but emotional aspects such as trustin a
relationship are the key deciding factors.

¢ Emotional aspects weigh heavier than rational factors in B2C selling, especially in the
lifestyle and luxury domain.
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Extended Elaboration

* Neuroscience studies demonstrate that emotions strongly influence the decisions we
make, even when buyers think they’re being rational.

¢ Advertising often fuses the two by presenting information in emotionally engaging
narratives.

¢ |[dentifying the leading reason in every situation allows sales reps to craft
personalized compelling sales scripts.

5.1.3 Role of Perception, Attitudes, and Beliefs

Buyer behaviour is largely influenced by perception, attitudes and beliefs. These are
the mental constructs that shape how buyers process information, form perceptions,
and make choices.

Perception in Sales

¢ Definition: Perception is how consumers organize and interpret information from the
environment to understand what is happening around them.

¢ Determinates of Perception: Promotions, packaging, hearsay and personal use.

e Examples: Brands can use a modern design as a means to attract the perception of
innovative, while eco-packaging might maintain an appearance with sustainable
practices.

¢ Implication: A salesperson must control the perception of the customer by making
what a brand promises match up with what it delivers.

Attitudes in Sales

¢ Definition: ATTITUDES are predispositions toward products or brands that work to
shape feelings, evaluations, and behaviour.

¢ Elements: Cognitive (thoughts), affective (feelings) and behavioural (behaviours).

e Examples: A consumer may think a brand is high quality (cognitive), that they feel
good about owning it (affective) and keep on buying it (behavioural).

¢ Implication: The changing of the mindset or attitude of customers creates uphill sail,
this might require promotion via information dissemination, demos or reference
endorsement.

Beliefs in Sales

¢ Definition: Beliefs are what individuals think or accept as true about products,
companies, and markets.

Z"—.I turnltln Page 8 of 27 - Al Writing Submission Submission ID  trn:oid:::3618:127517365



z'l_.l turnitin  Page 9 of 27 - Atwriting Submission Submission ID _ trn:oid::3618:127517365

e Sources: Past experience, cultural norms, advertising and peer pressure.

e Examples: A consumer might believe that organic products are healthier, or local
brands are a better value.

¢ Implication: Sales message often wears a belief veil. It may be easier to slip products
inside pre-existing schemas than it is to chip off bits or disconfirm them, and the latter
requires sure-handed persuasion.

The Interrelationship of Perception, Attitudes and Beliefs

e Attitude is a function of perception or Perception creates attitude and both influence
belief. When a positive belief is constructed in awareness of the professionalism of
salesperson, favourable attitudes toward company are created and perceived
credibility thereby enhanced.

e [tis in many cases hard to “flip” a negative, however much we may argue rationally.
Ultimately, it’s all about brand belief and good business practices.

Extended Elaboration

¢ Sellers need to recognize any biases holding their customer’s buying beliefs hostage
(stereotypes, previous experiences or selective attention).

¢” Attitudes and beliefs are more difficult to change than perceptions. It takes time
commitment, trust- earning and sometimes social proof to change.

e Cultural influences also go a long way in determining how individuals perceive and
what they believe, so cultural sensitivity is par for the course when it comes to sales
psychology.

5.2 Consumer Decision-Making Process

The consumer decision making process is a series of sequential tasks of the buyer
which explains how buyers proceed from recognizing a need (problem) to the purchase
and evaluation of product. Salespeople need to know about this process because it
enables them to match their strategies with the customer’s mental journey. AIDA
Model, Buyer Journey, Post-Purchase Behavior — Three major concepts to grasp this
process There are three key frameworks that you need to get grips with the buying
process and they’re known as the AIDA model, the Buyer Journey (Awareness,
Consideration, Decision) and Post-Purchase Behavior.

5.2.1 AIDA Model (Attention, Interest, Desire, Action) This model is used to measure the
effectiveness of advertising in achieving its objectives: awareness and interest
generation (light industrial services of success for light industrial tow trucks).

The AIDA modelis one of the longest serving models used in sales and marketing. It
describes the sequence of steps that takes a customer from a newbie shopper to an
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actual buyer. Simple as it is, that’s still crazy relevant info for anyone trying to get
attention in a crowded market.

Attention
The firstisto get the customer’s attention to a product or service.
¢ They include advertising, promotions, digital marketing and individualized outreach.

¢ In the digital age, attention doesn’t last long, so creativity, relevancy and a good aim
are all that matter.

Interest

* There after when the focus is obtained, the salesperson must cultivate actual interest
in product.

¢ Description: This is through explaining features, adding value and benefits as well as
telling stories.

e Engagament may be sustained through webinars, content marketing and educational
presentations.

Desire

* From essentially being a consumer who is two shades of grey apart from the interest
stage to seven shades inclined towards ownership.

e Salespeople leverage emotional hot buttons, social proof and personalization to drive
desire.

¢ For example, connecting the product with status or self-expression, or lifestyle can
transform fascination into aspiration.

Action

* The last stage is when the customer takes actual action — makes a purchase, sighs a
contract or subscribes.

e Salespeople must make the process frictionless, calm fears and promise guarantees
or flexible payment terms.

Elaboration
* The AIDA model is not strictly linear; individuals can vacillate between stages.

¢ In selling today, digital channels typically shorten the buying cycle, taking buyers from
attention to action sooner.

¢ Butthe reality is: without attention and wanting action very seldom occurs.
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5.2.2 Buyer Journey: Awareness, Consideration, Decision

The buyer journey builds upon AIDA with a focus more on customer needs. It highlights
the process by which clients ‘progress’ from one need and expectation stage to another
and that sellers need to adjust their selling response accordingly.

Awareness Stage
* The buyer comes to learn they have a problem or opportunity.
* They don’t even know they want your product at this point- So, so are researching.

¢ Sales tactics should be about education, sharing useful information and establishing
your credibility not making a pitch.

Consideration Stage

* The buyer becomes conscious of their problem, and begins to search for possible
solutions.

* But here salespeople have to show that their product is one of the best 72 answers.
* Demos, use cases, comparisons and stark value propositions are the norm.
Decision Stage

*The customer is down to two or three choices and is ready to make a decision.

* Thisis where good persuasion, trust factors and reassurances (e.g. testimonials,
clear pricing guarantees) come in handy.

* Salespeople need to clear up any last-minute doubts and ensure the purchase
processis smooth.

5.2.3 Post-Purchase Behaviour

The consumer buying experience doesn’t end at checkout. Post-purchase behavior
greatly affects brand loyalty, repeat purchase and word-of-mouth recommendation.
For sales reps, the important part here is to keep these relationships alive and well.

Cognitive Dissonance

¢ [tis common for customers to experience a lack of confidence after making the
purchase, what we call buyer’s remorse as well.

* They’ll second-guess whether making the purchase was a good idea, especially any
high-stakes or messy buy.

¢ Salespeople can mitigate this by building trust, staying in touch and emphasizing
value.
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Customer Satisfaction

¢ Levels of expectations satisfactions/dis-satisfactions, will affect future purchasing
behaviour in the product or service.

¢ Highly satisfied residents grow loyalty, leave positive reviews, and refer prospects.
* Discontent could result in complaints, returns or bad reviews.
Role of After-Sales Support

¢ Installation, training, warranties or customer service help to instill confidence in the
customer.

* Prompt support shows dedication beyond the sale.

¢ One-time buyers can become repeat customers when they receive personalized
follow-ups, thank-you notes or exclusive offers.

Impact on Future Decisions

¢ Enjoying the product experience forges brand advocates, who are able to persuade
other prospective purchasers through testimonials and word-of-mouth.

* Negative experiences can thwart not just the customer, but their entire network from
making future purchases.

Extended Elaboration

* Engagement after purchase is critical, particularly for models in which the renewal or
upgrade will be impacted by customer delight.

e Snuff out customer revenue for longer-term heavy flow: Business that invest in
customer success teams, loyalty programs and regular communication will see higher
long-term revenue streams.

* The behaviour after the purchase is also followed by cultural and personal values. In
some markets, transactional satisfaction means much less than establishing long-term
trust and ongoing relationships.

5.3 Persuasion Models

The science and the art of persuasion for changing human behavior and decision
making. In the sales context, persuasion models help us understand why customers
say “yes” to certain proposals, how these decisions are influenced and which
psychological mechanisms at play. One of the most common models, and popular
used asina practice tool for sales till date is Robert Cialdini’s “Six Principles of
Influence”. These principles -- reciprocity, commitment and consistency, social proof,
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authority, liking, and scarcity -- offer salespeople actionable tools to earn trust, shape
perceptions, motivation of buyers toward closure.

5.3.1 Cialdini’s 6 Principles of Influence — Overview

A popular psychologist named Robert Cialdini identified them as six principles of
influence that are responsible for the psychological “shortcuts” people use when they
are making decisions. These are not gimmicks, but ingrained social and cognitive
forces that shape our decisions.

Reciprocity

* They tend to reciprocate favours or kindness. When sales reps offer something of
value — a piece of information, a free trial or personalized service, for example —
customers tend to feel driven to give back.

e Mutual support fosters goodwill and disarms resistance by making customers more
amenable to interaction.

Commitment and Consistency

* People are eager to be consistent with what they have previously committed
themselves to. Even low-risk initial commitments, like signing up for a newsletter, can
result in higher-risk future ones; for example, buying.

¢ Salespeople take advantage of this by prompting for the small yes.
Social Proof

* When they can’t decide, people look at what others are doing. When others respect
a product, it makes it feel less risky — and more legitimate.

¢ Real-life examples compliment and reinforce this principle.
Authority

¢ People are more responsive to experts or trusted voices. Authority signifies
competence, dependability and credibility.

e Certification, endorsements or affiliation with other reputable organizations
establishes authority.

Liking

e Customers are more likely to purchase from salespeople they like or have a
connection with. Liking is established by rapport, shared values, or even feeling sorry
for someone.

¢ Relationship, warmth, sincerity enhances this principle.
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Scarcity

* Perceptions of scarcity or exclusivity drive urgency. Scarcity breeds F.O.M.0O., or fear
of missing out, which helps users make decisions quickly.

limited time offers, special editions or low stock notifications are a good implement of
this principle.

Extended Elaboration

* The six principles will share the burden of persuasion; for instance, social proof can
exercise authority when experts are endorsing.

e Ethical application is essential. Abuse, like the fake scarcity and phony endorsements
may work but are not sustainable forever.

e Sales training courses based on Cialdini’s principles enable practitioners to ethically
and powerfully lead customers.

5.3.2 Reciprocity, Commitment, and Consistency

The initial two principles (reciprocity and commitment/consistency) are groundbreaking
for setting the stage of persuasion in sales.

Reciprocity in Practice

* Give Before You Get: “Try this free consult if you book your initial exam with me,”
giving information that’s helpful.The more information someone has to give a deposit,
the better it works. And they have this pressure to do something back in action or
purchase.

¢ Building Loyalty: Giving away some post-sale surprises, such as help or out-of-the-
blue discounts, has a way of creating loyal customers.

e Cultural Salience: Reciprocity is more salientin societies that hold beliefs about
social obligation and exchange.

Commitment and Consistency in Practice

¢ AFootinthe Door: Itis easier for a customer to commit to a larger task (buying the
license) after making smaller initial commitments (wasting under-1-hour of time to
attend a demo).

e Commitment in Writing: Decisions are more easily sustained when they are written.
Some sellers will ask for the confirmation in writing, some verbally.

¢ [dentity Matching theory: When the buyers perceive that the product reflects them,
they want to act consistent with that manner. For example, if someone signs up as a
premium member, they may be more likely to purchase something else that’s premium
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5.3.3 The Four Social Influence Practice: The practice of the Four Social Proof,
Authority, "liking", and Scarcity

The other four principles — social proof, authority, liking and scarcity are indispensable
in convincing people to buy — particulary when they are unsure or have many choices.

Social Proof

e Customer Reviews: Nothing gives encouragement to a potential buyer like the
testimony of a happy customer.

* The Case Studies: Living proofs of how doing it right pays off in the real world.
* Friends Matter:Popular recommendations and ratings are relied upon most by buyers.

¢ Digital Impact: Online reiews and crelates complexities; rawn micro-influencer
emarks are modern-day manifestations of social proof.

Authority

* Recommendations from Experts: You can always trust the agencies, awards or
recommendations from industry when you look for credibility.

e Source credibility: When greeted with confidence, the perception of expertise is
reinforced082hGuidedVisit9.

¢ Reference from a Trustworthy Source: Any ties with reputed companies or features in
publications can only do good.

Liking
e Rapport: The personal connection brings the humanity to the front.

e Similarity and Relatability: Likeness tends to be a strong indicator of relationship
success: The more similar two people are in terms of their interests, backgrounds or
values, the more likely they are to like each other.

e Genuine Empathy: A buyer can see right through a “caring” salesperson. Scarcity

e Offers Available for a Limited Time Only: Scarcity leads to quicker purchase
decisions.

¢ VIP Access: They invite you to be a VIP or an early bird getting the worm.

e Stock Restriction: pressure shoppers to buy what they think is in short supply because
it’s thought to be in greater demand.

Extended Insights

* These four principles reinforce each other. Forinstance, a social proof coupled with
an authoritative voice is a lot more convincing than either one alone.
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¢ Ethical considerations remain crucial. False scarcity or phony endorsements may
work to sell a customer in the short term, but this will tarnish your reputation.

e [tis also important to comprehend cultural contexts. Social Proof may play a bigger
role in collectivist societies and authority and scarcity are likely to be the primary
values in individualist societies.

"Activity: Persuasion In Action - Applying the Four Fundamentals.”

Divide learners into small groups. Each group is assigned a product (such as a new
fitness app). They must come up with a brief sales pitch that utilizes social proof,
authority, liking and scarcity. These could be testimonials (social proof), a
recommendation from a personal trainer (authority), friendly copy (liking) and an offer
with a short deadline for discount pricing (scarcity). After sharing out, the class
discusses what was most convincing and why.

5.4 Storytelling in Sales

Since ancient times, and probably long before that, it has been a common
understanding: storytelling is highly-effective communication. In sales, ittransforms
facts and figures into narratives that address customers in their hearts and minds.
Stories do what the body does in terms of creating an experience so powerful to relate
to that you can employ examples while engaging multiple sense pathways, as opposed
to force-feeding information down people’s throats or hitting them with more specifics.
The right story can make your brand stand out, reduce resistance and tip the decision to
buy inyour favor by speaking directly to what motivates a buyer on an emotional level.

5.4.1 The Influence of Storytelling on CustomerONSEM customers can be influenced
by stories

Humans are wired for stories. Science tells us that stories engage the brain in a way that
facts and knowledge alone do not, meaning they are better remembered and more
easily internalized than matters of fact. In sales, that’s why you would learn how to tell
a story because it’s such an influential lever in getting people to make a purchase.

Why Stories Influence Customers

Cognitive engagement -- Facts usually only engage the logical brain, while stories can
also engage imagination: how someone might see him or herselfin a story and feel its
implications.

Memory of the message: Buyers are 22 times more likely to remember a story over just
the facts, which helps them remember your brand and product.

Simplify: If you can simplify a complex concept with an example, analogy or some form
of applied real-world context.
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The Emotional Story: Stories elicit chuckles and take buyers on an emotional ride.
Examples of Influence in Sales

¢ Atech company can post a customer’s progress from operational disarray to
something resembling order thanks to the use of its solution.

e Luxury watch brand who can tell the stories of craftmanship and heritage that go into
every watch to create an emotional message of pride and status.

Extended Elaboration
e Stories diminish skepticism by rooting assertions in an identifiable context.

* There is a higher chance that customers will retell these stories to friends, leading to
natural word-of-mouth marketing.

e|n competitive markets, storytelling is what separates brands that could be seen as
relatively similar in terms of their product features or price.

e Stories are also dual-purpose, hitting both rational (to show the benefits) and
emotional (to talk about the struggles and triumphs).

5.4 Storytelling in Sales

From the time of the ancients, and even before that, storytelling has always been
perceived as an incredibly effective form of communication. In sales, it turns facts and
figures into stories that speak to customers in their hearts and minds. Storiesdoitina
way of creating experiences that people can relate to, and show the value by giving
examples while evoking multiple senses, not like cramming information down buyers’
throats or overloading with more details. A good story can set your brand apart, lower
resistance, and tip the scales toward purchase by hitting the buyer’s motivations where
they feel.

5.4.1 The Influence of Storytelling on Customers

Humans are wired for stories. Neuroscience explains that stories stimulate the brain in
a way facts alone do not, allowing them to be remembered and internalized more
effectively than facts. In sales, this is a good reason to use storytelling as a powerful
lever for manipulating people into purchases.

Why Stories Influence Customers

Cognitive Engagement: Facts tend to only appeal to logic, but stories engage
imagination, how one can see themselves in the story and feel the results.

Memory Recall: Consumers are 22 times more likely to remember stories than facts
alone, so the audience remembers the brand and product.
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Make Complex Ideas Simple: If you can simplify a complicated idea with an example,
analogy or some real-world situation.

Emotional Appeal: Narratives trigger laughter and provide buyers with an emotional
rollercoaster.

Examples of Influence in Sales

e Atech company can post a customer’s progress from operational disarray to
something resembling order thanks to the use of its solution.

e Luxury watch brand who can tell the stories of craftmanship and heritage that go into
every watch to create an emotional message of pride and status.

Extended Elaboration
e Stories diminish skepticism by rooting assertions in an identifiable context.

* There is a higher chance that customers will retell these stories to friends, leading to
natural word-of-mouth marketing.

*|n competitive markets, storytelling is what separates brands that could be seen as
relatively similar in terms of their product features or price.

e Stories are also dual-purpose, hitting both rational (to show the benefits) and
emotional (to talk about the struggles and triumphs).

5.4.2 Elements of an Effective Sales Story

Not every narrative affects customers the same way. Great selling stories have certain
qualities that make them engage, credible and human.

Key Elements

Characters to relate with: You have to, at a client level, understand how the hero is--who
typically will be also a customer who faced that same problem.

Conflict/Problem: A compelling story anchors in the pain point/problem to be solved.
This establishes relevance.

Solution Agency: The product or service is the connector or a facilitator which helps in
solving the problem.

Resolution and Outcome: The resolution makes a real difference, in that someone is
happier, more productive, or successful as a result.

Emotional High Point: A story should also have a moment at which you can feel the
tension physically ease, or that makes you excited or inspired.

effective sales stories.other constructs.
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* Rawness: Wanting to be authentic: the effort for visceral-ism through simulated life
experiences, testimonials or case studies that make the characters have afeel of being
real.

e Language: Get to the point, omit anything you did not need to deliver the message.

* Relevance: Afable has to be relevant to a customer’s specific situation, industry or
dreams.

¢ Pattern & organisation: Writing a beginning, middle and end are sequenced in a way
that makes sense.

Extended Elaboration

* Personalization strengthens the story. For example, customizing examples that are
very relevant to your customer’s industry adds impact.

¢ Using a data point in a narrative context adds authority. Forinstance, “Our client
increased productivity by 30% when they began using our product” combines story
with evidence.

e Salespeople need to rehearse delivery; tone, pace and enthusiasm play big roles in
how stories land.

e Compelling stories suspend customers’ attention and curiosity for the duration of the
conversation.

5.4.3 Using Narratives to Build Emotional Connection

There is something about stories that make them particularly powerful in making
emotional connections because they engage the heart as well as the mind. Emotionally
engaged customers are more likely to trust, buy and stay loyal to a brand. Stories make
the sales process a more human experience; they are about relationships, not
transactions.

Ways Narratives Build Emotional Connection

Shared history: They relate to stories of other people who have been in similar
positions.

Empathy and Identification: The central character being relatable, drives a connection
where buyers find themselves in the same situation that helps build empathy.

Alignment: Stories which reflect a company's values —i.e. sustainability, innovation —
build connections with customers who also hold those values true.

Emotional Resonance: Having stories thatinspire hope, relief, joy or pride can nudge
decisions more effectively than logic alone.
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Applications in Sales

¢ A health product company could tell the story of how a customer regained
confidence through wellness solutions.

¢ A financial adviser could offer anecdotes about families who have gained stability
through long-term planning.

¢ Atech company could share a story about how a small business grew into an
international player because of its products.

5.5 Social Proof and Authority in design The concept of social proof has been studied as
a factor influencing Users’ perceptions over some extent of time to induce a positive
interaction with system (Botha et al., 2014).

Humans are social animals, the choices they make are influenced by others' behaviors
and attitudes. (After all, when people are buying, they like to know that others just like
them have bought and enjoyed something!) Equally, they use authority and trusted
sources to confirm their decisions. Social proof and authority are powerful
psychological motivators when it comes to sales, because they decrease uncertainty
and help people make confident decisions.

5.5.1 Testimonials, Case Studies, and Referrals

Testimonials, case studies and references — are three forms of social proof when it is
about sales. They serve as proof positive thatreal people have left the realm of the
theoretical and reaped actual benefits from a product or service, which means potential
buyers are more comfortable moving ahead.

Testimonials

¢ Definition and Usefulness: Testimonials are pronouncements by satisfied clients
about the value of their work. They add to the realism and make it easier to identify
with.

* Forms: These can be brief written statements, video recordings or online ratings.

* Impact: Hearing from another customer is more powerful than hearing marketing,
because the former seems less likely to be a biased opinion.

Case Studies

¢ Definition: Case studies are narratives that feature real world situations or uses of
products or services to demonstrate their value.

e Format: A good case study has a section on the customers’ pains, challenges or
issues; our recommendations or solution to the challenge, and outcomes.
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¢ VValues: They serve both to provide credibility and as a new set of storytelling tools, a
way for stories to illustrate change happening in other countries.

¢ Longevity- Detailed use case narratives are highly compelling in B2B buying because
buyers want proof of results before parting with big bucks.

Referrals

¢ Definition: Referral It's a form of marketing where your clients who are happy about
the products/ service they received refer them to their network mates.

¢ Referrals are King: Referral is the King, well because its coming from a point of trust
between refererrer and potential customer.

e Structured Referral Programs: Some companies offer discounts, loyalty points or
special deals in return for shares.

Further Elaboration

¢ By having all of the above — testimonials, case studies, and referrals — you have built
a level of credibility that operates on many fronts.

¢ Digital platforms break through: Online reviews and posting by friends on social
media, influencer endorsements — these push beyond the traditional purview of
testimonials and referrals.

¢ Sellers should also select the most relevant and powerful testimonials and case
studies for their prospects to ensure they resonate even more.

e Authenticity is critical; fake or over-the-top reviews can actually backfire and
undermine trust.

5.5.2 Authority and Credibility as Persuasive Strategies

Where social proof is about watching what those around us are doing, authority
leverages a trusted expertvoice to make recommendations. When you are
recommended to someone or a company who has heard that you know etc C they are
much more likely to trust.

Authority in Sales

e Share Expertise: By showing that you’re knowledgeable about the product and your
industry, sales people gain authority.

¢ Credentials and Honors: Esteem from respected organizations and other authorities
enhances perceived expertise.
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* Thought Leadership: You build credibility by writing articles, giving speeches or being
profiled in respected media.

Credibility in Sales

* Message Consistency: Where you’ve been sold to by a sales person and they actually
deliver what was promised, your credibility is good for the rest of time.

Professional: These three factors serve to make you look more professional.

¢ Third-party endorsement: Associating with top brands or experts adds credibility.

¢ Third-party endorsements: Aligning with popular brands or experts lends credibility.
Extended Elaboration

¢ Authority is effective when customers have a complicated decision to make that they
don’t know much about (financial services, healthcare, technology solutions).

¢ However, authority must be genuine. Today's customers do their homework and can
spot puffery orwindow dressing.

Credibility is cumulative; it accumulates through demonstration of competence and
reliability in many interactions.

¢ Sales companies can boost credibility by prepping staff members to act as
consultants, not just people who conduct transactions.

Mixing of Authority and Social Proof

e Authority and social proof can be mutually reinforcing. So when a productis
endorsed by an expert (authority) and many contented customers stand up for the claim
(social proof), it leads to more persuasion.

¢ Selling tactics that weave data-driven expertise together with humanizing anecdotes
are particularly effective.

5.5.3 Building Trust through Social Validation

Trustis the base for good well done Business, social proof bring up it like no others. To
see that others — especially individuals with whom buyers can feel connected — have
felt good about the purchase is calming.

Forms of Social Validation

Network Endorsement: If it’s good enough for friends or colleagues, then a product
must be trustworthy.

Community Adoption: The more people using a productin groups creates momentum
and legitimacy.
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Influencer Endorsement_: People feel more safe and secure about using a product if
somebody they trust approves of it, such as a celebrity or opinion leader._

User-Generated Content: Authenticity with photos, reviews and user stories.
Mechanisms of Trust-Building

* Reducing Uncertainty: Social validation provides a level of comfort to buyers that they
are not making uncertain or lonely decision.

¢ Building Confidence: Witnessing success from others raises buyer’s confidence in the
product itself.

¢ Based upon Emotional Comfort: Part of a community of users feels safe and similar.
Extended Elaboration

e Hardwired to seek approval: “I mean, Instagram and the internet are not real!.” 2\spar
Itis addictive: Just like heroine. * Luisa Lyon/Social validation has never been more
relevant than in digital life. Several factors such as an online rating and review can
actually make a customer think or dismiss from buying the product.

* Negative social proof (like being able to see complaints) undermines trust very fast so
manage your reputation.

* Businesses can encourage social proof by building customer communities, promoting
the sharing of feedback and real experiences.

* The social proof thing has an element of culture as well. In collective social cultures,
group consensus has more impact on individual choice than it does in individualist
social cultures and authority can have a more dominant role.

Trust and Loyalty

e Trust gained through social proof lasts beyond the first purchase. Appeals torepeat
purchase, loyalty, and advocacy.

¢ Loyal customers become advocates, which creates more social proof and a circle of
validation.

* The long-term relationship is cemented when the company continues to provide such
positive relationships that mirror the validation thatthe customer saw.

Knowledge Check 1
Choose the correct option:
What is the best definition of a sales case study?

a) Customer survey
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b) Detailed success story

c) Market report

d) Product brochure

What is the most effective way to increase a salesperson's authority?
a) Dress code

b) Humor skills

c) Certifications

d) Silence

Which of these provides an illustration of social validation?
a) Sales targets

b) Peer reviews

c) Product price

d) Cold calls

Why is credibility vital to persuasion?

a) Reduces cost

b) Builds trust

c) Speeds process

d) Avoids effort

Whatingredient with a recipe of authority makes persuasion rise?
a) Scarcity

b) Social proof

c) Urgency

d) Discounts

5.6 Summary

The psychology and motivation of buyers dictates how needs, wants, feelings and
attitudes affect the purchase process.

Reasoned and emotional reasons are the drivers of a purchase, they typically both
cooperate toward buying rationalizations.
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Perceptions, attitudes and beliefs are extremely important to how purchasers will view
sales materials and product offerings.

Models like AIDA and the Buyer journey help to illustrate this consumer-purchasing
process.

Post-purchase actions drive loyalty, advocacy and lifetime customer value.

Cialdini’s six principles, in particular, Persuasion models offer practical ways of making
decisions ethically.

Reciprocity, commitment, and consistency set a basis for trust and further
involvement.

Psychological triggers such as social proof, authority, liking and scarcity are used to
instil a sense of urgency, lower uncertainties and build trust in sales.

By entertaining through story you turn information into something human, that impacts
on the emotions of customers and makes lasting impressions.

Great stories have human people to whom we can all always relate.”

Which is exactly why spread through each of them the story of your brand is so crucial
— stories are what evoke connections with buyers and build long-term loyalty.

Proof and authority, which is often conveyed through social proof such as testimonials,
referrals or endorsements, will help reduce uncertainty and rationalize the customer’s
choice.

5.7 Key Terms

Buyer Motivation — The psychological force that directs the consumer and purchaser
behavior.

Needs - basic necessities required in order to live or operate.
Wants - needs influenced by culture, preferences and lifestyle.

Reasonable Motivations — Sensible reasons for making the purchase, like cost,
specifications or practicality.

Emotional Motivators — The emotions which cause consumers to purchase, like pride,
fear or acceptance.

AIDA Model - A model explaining the buying process that stands for Attention, Interest,
Desire and Action.

Buyer Journey — Awareness, consideration and decision stages through which buyers
pass before making a purchase.
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Post Buying Behavior — Customers’ response and assessment after purchase that
affect their satisfaction too loyalty.

Persuasion Models — Systems that model the psychological triggers which drive
decision-making.

Reciprocity — The idea that when people are given something, they feel obligated to give
something back.

Proof — Validation of a decision by demonstrating what other people have done, said or
endorsed.

Authority — Power resulting from specialist knowledge, credibility or position.
5.8 Descriptive Questions

Discuss the concept of buyer psychology and what is the difference between needs
and wants while giving examples suits that.

Examine the impact of logical and emotive purchasing motives on consumer attitudes.
Determine the AIDA model and how it relates to today's digital sales world.

What are the stages of the Buyer Journey, and how does your sales approach vary
between different stages?

Discuss the six principles of persuation as set forth by Cialdini and their relevance to
sales.

Consider the importance of storytelling in generating emotional relationships with
customers.

Explain how social proof and authority minimize buyer uncertainty.
Illustrate the significance of post-purchase activity in creating loyalty and advocacy.
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Answers to Knowledge Check

Knowledge Check 1

1. b) Detailed success story
2. c) Certifications

3. b) Peer reviews

4, b) Builds trust

5. b) Social proof
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Unit 6: The Personal Selling Process

Learning Objectives:

Describe the series of steps in selling and show how these sales stages build
customer relationships and help salespeople get the order.

Leverage successful prospecting and lead generation best practices to find new
customers.

. Show the effective methods for pre-approach/ approach so you can have great

first contact and immediate credibility.

. Create compelling sales presentations and demonstrations, customized to the

customer's requirements.

. Comperes approaches to overcoming objections and converting customer

skepticism into opportunities to persuade.
Use closing skills to end the sale efficiently without damaging customer
confidence.

. Appreciate how follow-up and after-sales service contribute to customer loyalty

and repeat business.

Content

6.0 Introductory Caselet

6.1 Step 1: Prospecting & Lead Generation
6.2 Step 2: Pre-approach

6.3 Step 3: Approach

6.4 Step 4: Presentation & Demonstration
6.5 Step 5: Handling Objections

6.6  Step 6: Closing the Sale

6.7 Step 7: Follow-up & After-sales Service
6.8 Summary

6.9 Key Terms
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6.10 Descriptive Questions
6.11 References

6.12 Case Study

6.0 Introductory Caselet

Ravi Sharma had only been a for few days when he go his first field assignment. His
offerings of smart home devices were a fairly new product category in his market. Ravi
soon discovered that, while the demand was there, success would not be as easy as
showing product functionality.

His first battle was prospecting: figuring out which households and businesses were
most likely to turn into adopters of smart devices. Though cold calls brought in a few
leads, Ravi was finding more success from referrals of happy customers. Once he had
a list of leads, he entered the pre-approach stage: collecting information about
potential buyers’ needs, budget and decision-making behavior.

But when Ravi did start meeting prospects, his approach was crucial. Formal was
easier for some customers than others; they preferred informal, unguarded
conversation. He was the recipient of product briefings and demonstrations — and the
end result for him, Hair said, was “a carefully curated direction” focused strategically
on the 2021 push toward “smart” devices with benefits such as convenience, energy
savings and safety. People got excited by the hands-on experiences where they could
use their voice to control devices.

But if ever there was a way to invite the typical objections at this early stage, they came
in short order. Many customers were concerned it would be expensive and would
compromise data privacy, or they didn’t want to deal with the installation hassle. Ravi
calmly addressed and negated these doubts, bringing in a mix of facts, testimonials and
assurances that even the most skeptical became ardently interested. When the time
came, he added closing techniques — limited-time offers and simple purchase
agreements — to secure sales.

Key, Ravididn’t stop at that.

He followed up with customers for customer service and post-sale support, to
troubleshoot installation problems and ensure satisfaction. Inspired by the
professionalism of his early customers, several of whom referred him to friends, he
repeated the cycle with increased credibility.

This proves that selling effectively is not an event but an organized approach that needs
to be done persistently with adaptability and customer focus.
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Critical Thinking Question

As Ravi, in which stage of the sales process would you think to be most important for
longer term success and how best can Kodak ensure excellence in that stage?

6.1 Step 1: Prospecting & Lead Generation

6.1.1 Identifying Potential Customers

Refining Customer Identification

Market
Segmentation

Fig.6.1. Identifying Potential Customers

Source
Identification

Target.ed )
— =&e

Customer
Profiling

Broad
Audience
Identification

Sourcing prospective customers is about more than creating lists of contacts or
companies at random. Itincludes looking comprehensively at markets, segmenting
audiences and identifying the individuals or companies most likely to buy a product or
use a service.

Market Segmentation as a Basis

e Segmentation breaks down the market into groups that have similar features like
demographics, psychographics, behavior or geography. For instance, a fitness
equipment provider may focus on promoting to health conscious young urban
professionals between the ages of 25 and 40.

¢ Successful segmentation lowers wasted effort by concentrating sales energy where it
is likely to be productive.
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Customer Profiling

¢ A customer profile is a detailed description of an ideal purchaser including income
and industry, their decision- making role in the purchasing process, buying behavior
and motivation.

¢ Profiles are living things; they change with the times, and may be impacted by trends
and competitive moves or new technologies.

Sources of Potential Customers

¢ Internal Lead Sources: Warm leads are from your existing databases, previous
customers and inactive accounts.

e External Prospects: Trade leads, social inquiriers, advertising responders and
purchased lists are external prospects.

¢ Referrals: Happy customers or other business connections can be a great source of
high-quality leads and prospects because the trust is already there.

Extended Elaboration

¢ Looking for prospective buyers also happens inthe pain points. “For example, in the
world of B2B sales, a manufacturing company that wrestles with supply chain
inefficiencies is excellent prospects for logistics software.

* Salespeople need to be attuned to shifts in the marketplace. When new rules arise,
businesses typically look for solutions to become compliant — and new opportunities
are created.

e Lifestyle trends in the consumer market, like an increased awareness of eco-issues,
mean there is ademand for environmentally friendly products. Salespeople who can
spot these shifts early have a competitive advantage.

6.1.2 Qualifying Leads

Not everyidentified prospectis worth pursuing. Perhaps they lack the budget,
authority or desire to go forward. Lead scoring helps the salespeople spend their time
and dinero on prospects most likely to pan out.

The BANT Framework

Budget: Can the lead afford to buy?

Authority: Is this the person who controls or influences the decision?
Need: Is there areal need forthe product within their organization?

Timeline: Does the decision have an expiration date or deadline?
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Other Qualification Models
e CHAMP: Scanning for challenges, authority, money and prioritization.

e MEDDIC: This sales qualification acronym stands for metrics, economic buyer,
decision criteria, champion within the organization.

Lead Scoring

¢ Behavioural (attending webinars), engagement (downloading whitepaper) and fit (fit
with target profile) scores can be calculated.

* The highest scoring leads receive direct attention, while those with lower scores go
into nurture campaigns.

Extended Elaboration

¢ Qualification saves time and resources by avoiding dead ends. For example, chasing
someone who is not the decision maker is a waste of time for where they should be
spending time.

¢ |t offers an indication on the prospect’s journey as well. One lead may be sales-
ready, but the others needs to be nurtured by marketing.

e Service-level agreements are often set between sales and marketing, on what a
qualifying lead is. This alignment suppresses friction to increase the conversion rate.

e Technology further refines qualification. Predictive analytics can predict which leads
are most likely to convert, based on past purchases and behavior.

6.1.3 Tools & Techniques for Prospecting

Contemporary prospecting is a mix of old-school techniques and new-school tools.
Today’s prospecting is a hybrid of old-school methods and new-school tools. How well
a salesrep is set up to use the right mix for their market drives volume and quality of
opportunities.

Traditional Techniques

¢ Cold Calling: If you do your homework, reaching out directly still can be effective.
Preparation and personalization increase success.

* Networking: Face to face meetings at trade shows, events or associational industry
may develop into a personal acquaintance with trust in your and your company.

¢ Direct Mail: Less office-friendly now but targeted physical mail can evade digital
clutter in some markets.

Digital Techniques
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* Social Selling: Reps can use channels like Linkedln to offer insights to prospects they
want to tar-get with the goal of building credibility.

* Email: Personal, value-based and targeted emails are still an effective prospecting
tactic.

¢ Marketing Content — Prospects discover you when they are seeking information
(whitepapers, blogs & webinars).

e Search Engine Optimization (SEO): Makes sure prospective customers discover the
company when internet researching problems.

Technological Tools
* CRM Systems: Manage customers, their touch points and pipelines.

¢ Sleep-Al C Automation: Analyze lead quality or qualification to automate who should
get a follow up —recommend next steps based on behavioral data.

¢ Analytics Dashboards - Get visibility to how prospects are consuming content,
performance of campaigns and patterns around conversions.

Extended Elaboration

*When tools are put together, the sum is greater than its parts. For example, a lead
produced by awebinar can be nurtured with customized calls.

* The balance of efficiency and sincerity that salespeople have to strike. Automation is
for Save time, Personalization is for trust.

e Continuous learning is critical. In an ever-evolving tech world, salespeople must pivot
as well as pick up new tools, or risk being left behind.

* There’s a perseverance aspect to effective prospecting too. Almost no prospects will
buy because of one promotion — so continued effort keeps the stream of opportunities
flowing.

6.2 Step 2: Pre-approach
6.2.1 Gathering Customer Information

The first step of the pre-approach is to gather customer information. Homework allows
the sales person to tailor his message, preempt objections and really demonstrate that
they understand their potential buyer’s world.

Types of Information Collected

Demography: Age, income, occupation & family status for B2C sales and company size,
industry & location for B2B sales.
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Behavioural Insights: What customers have bought before, what they prefer in terms of
brands, and the level of interest in related merchandise all give good indicators to what
future customer behaviour is.

Structure of Decision Making: In companies, they need to know who makes decisions
and influence them. This ensures that the seller is focused on the right people.

Customer Wants and Pains: The customer’s one of two “purchases” (the first being the
call itself), is that you are going to solve his problem.

Financial Status: Determining if the customer is able to afford the product saves time on
unqualified leads.

Sources of Customer Information

¢ Poorly Received In-House Databases: CRM applications are stores of historical
customer interactions and behaviours.

¢ Public Information: Company Web sites, annual reports, press releases and news
articles.

* Social media —these are platforms such as LinkedIn and Twitter, which provide tidbits
of what interest to the customer, their values and latest trends in initiatives.

* Broad Research: Casual chats and even nosy questions before the actual sales call
can give you good information.

Extended Elaboration

* The sales person feels more confident in themselves after obtaininginsight. When
they show understanding of the customer’s business or personal context, credibility
increases.

eAnd it prevents uncomfortable stumbles, like trying to sell a company a product it
doesn’t need or mispronouncing the name of an executive.

e Customer research is not static. “For preferences and conditions and ability to buy are
always fluctuating, so the salesperson should have frequent check-ups for new or
modified information.

¢ In cross-culture sales, the nationality and custom of customers are important factors
that must be placed into consideration to lead towards effective selling.

6.2.2 Researching Market and Competition

Understanding the customer is important, but so is also knowing what’s going on in the
larger market and competitive landscape. Although Da Vinci was notrelated to running
shoes, this article can about the importance of developing market and our competitors

Z"—.I turnltln Page 9 of 31 - Al Writing Submission Submission ID  trn:oid:::3618:127575325



z'l_.l turnitin  Page 10 of 31 - Al Writing Submission Submission ID _ trn:oid::3618:127575325

for showing how salespeople should place their product determinately showing the
difference between our product and competing products.

Market Research Focus

Trends and Growth: Knowing the latest in trends allows salespeople to match their
offerings to what is top of mind.

Customer Demands: Markets change as the habits of consumers change. For
example, sustainability and eco-friendliness now are critical purchasing criteria in
various sectors.

Regulatory landscape: The laws, safety policies or certifications may play a key role in
purchasing decisions.

Competitor Research Focus

Competitive Product Comparison: Knowing a competitor’s features, pricing and
warranty information, and service levels can be used by sales reps to emphasize
product advantages.

Opportunity & Threats: Understanding the strengths and weaknesses of competition
helps the salesperson to position their solution more effectively.

Market Positioning: Understanding how competitors are positioning themselves through
advertising and branding can also inform differentiation.

Sources of Market and Competitor Information

¢ Industry Reports: Volume demand is also based on the third-party publications,
industry journals and analyst opinions.

e Visit sites of your competitors also and see what they are promoting, the promotions
itself reveal strategy.

Customers also frequently mention competitor products in the conversations, so you
can see how things compare out there.

* Social Listening: Watching conversations on social media gives a view of competitor
perceptions and customer emotion.

Extended Elaboration

e Competitive analysisis NOT to imitate but POSITION. Sales reps position their
solution better Competitive Differentiation By showing that their solution more
effectively meets customer needs, sales reps differentiate themselves.
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* Market knowledge also makes possible to predict the objections. Forinstance, ifa
competitoris slashing prices, the salesperson might be prepared to point out better
quality, service or more savings in the long run.

e Growth industries are those where the market is changing so fast and the competitive
environment is evolving that you need to stay close to what’s going on. Salespeople who
make conversation relevant, timely and interesting come across as relevant and
authoritative.

e Competitor intelligence also enhances credibility. It is always attractive to customers
for a salesperson to admit that yes, the competitor has certain strengths, but they also
have their own and are confident about them.

6.2.3 Planning the Sales Call

The last element of the pre-approach is to plan your actual sales call. It ensures that
the exchange has real relevance on interactions, and is productive.

Defining Objectives

e Each sales call should have a purpose, whether it’s getting a meeting with a decision-
maker, presenting an offer or closing on the sale.

¢ Objectives should be achievable, measurable and relevant to the stage of the sales
process.

Structuring the Conversation
Introduction: Deciding on how to open a discussion and build rapport.
Needs Analysis: Drafting questions to discover what your customers need and want.

Value Proposition: Customizing product message to customer requirements and
competitive environment.

Engagement: Finding prompts to interact, whether a product demo or a visual aid.

Closing Intent: What you hope to achieve next, be it setting a date for another meeting
or leading the customer to make a purchase.

Anticipating Customer Reactions

* Rehearse prospective customer questions or objections and practice responses. 14
* You should also be prepared to expect the best and ready for a little momentum.
Practical Considerations

* Agreeing meeting details e.g. time, location, resources needed to be prepared
(presentation materials / product samples) etc.
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e Make sure you are prepared with all collateral materials whether they be a brochure,
data sheet or testimonial.

¢ Developing alternatives in the event of unforeseen changes, including cancellation or
meeting with other stakeholders.

6.3 Step 3: Approach
6.3.1 Making a Positive First Impression

The first impression hidden power They quietly layout how a customer perceives the
seller in mere moments. And these impressions can be difficultto overcome, so
salespeople must approach new prospects confidently and professionally without
wasting any of the prospect’s time.

Importance of First Impressions

¢ In common, whether they will keep talking to you based on the first impression they
make.

¢ Hit‘em with good vibes and trustworthiness and positivity impress your clients, are
more open.

* Negative attitudes can erect barriers difficult to overcome, even with a good product
or service in hand.

The firstimpression — what matters?

Dress and Act the Part: Dressing au fit to your customer’s industry and culture gives off
a professional vibe. Appearance, good grooming, posture and body language all
contribute to being in the present.

Confidence/Enthusiasm: You don’t wantto be in people’s face, but you do want to
show enthusiasm.

Pleasantness and Respect: A warm greeting, addressing customers properly (Mr., Ms.
etc.) and respect for their time tells them you are sincere in your mission to help.

Preparedness On time, materials in order and an understanding of customer
background = commitment.

Communication Factors

* Prozodia: Warm, confident tone that gives the impression of competence and
friendliness.

* Non-Verbal Cues: Eye contact, gesticulation and body orientation signal attention to
the other person.
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e Listening: When you let the customer speak first, or stop and ask an open-ended
guestion, a more conversational tone is set rather than being sold to.

Extended Elaboration

e Salespeople should weave their style to the context. A more formal approach may be
suitable for highly regulated industries such as financial services, or a less-stuffy style
could work in creative sectors.

¢ Cultural sensitivity also matters. Some areas the people like it, and others they don’t
tolerate it so much, unless you know them.

* Practicing self-awareness by watching one’s own expressions, rate of speech, and
energy levels helps to even out the playing field and prevents negative cues from being
unknowingly given.

6.3.2 Rapport Building and Relationship Initiation

After the first impression, what follows in the approach is rapport and relationship
building. RAPPORT Rapport is that feeling of connection, trust and ease between the
salesperson and the customer. And without rapport, sales conversations are
transactional conversation and with it can become a collaboration to problem solve
together.

Foundations of Rapport Building

Similarities: Finding something in common, whether it's an interest in sports,
experience, or value makes you feel understood. This might be industry news,
connections to other professionals or small talk about common interests.

Empathy: The ability to show true understanding of customer's needs or situation and
empathize goes a long way in gaining trust.

Active Listening: The ability to listen and comprehend what the customer is saying,
confirming or re-stating back for clarification, asking questions when necessary.

Personalization: Being able to personalize the conversation based on where a
customer is scaling allows them to see value rather than being lumped in with everyone
else.

Techniques for Relationship Initiation

* Opening Fodder for Conversation: Begin with pleasantries, a compliment or
something in the news to break the ice.
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e Thoughtful Questions®,: Ask questions that elicit deep answers, this is not ladies’
night!

e Mimicking: Subtly mimicking the customer in their body position or tone establishes a
subconscious rapport.

* MITICE Justto tell a little story, or some stories, that are possibly connected makes
conversation interesting and inviting.

Extended Elaboration

¢ Rapport building requires balance. Dampen the waters prematurely, “and you can
seem disingenuous; drench them and you risk formality and distance.”

¢ Trust is not a one-time thing. It’s something that needs to be fed and the length of a
sales relationship, both through what you do, naturally but also in follow- up,a sense of
caring for the success of the customer.

* Emotionalintelligence is necessary, because salespeople need to be able to read
cues and shift based onthe customer’s temperament at that moment.

¢ A good relationship re-plays the dynamic as more “partners working their way to a
solution” and less of salesperson vs buyer.

6.3.3 Different Types of Approaches

Salesmen may choose special strategy in sales with regard to customer, product or
situation. Each type of model has its own set of pros and cons, making the success of
one very situational based on how well it aligns with your customers’ expectations and
the nature of the offer itself.

Types of Approaches

Product Approach - The theorist demonstrates the product or offers a sample first. This
depends, of course, on the degree to which the product can be demonstrated and
tested effectively.

Benefit Lead: The ad launches by presenting the benefit or solution that the product
provides. That’s what hooks the customer right off.

Question Approach Beginning with the questions is a superb way to lead your prospect
into revealing his problem. You lead by creating a spirit of community.

Referral Technique: Tell Profits Method that someone they know and trust
recommended you, referral is the main key to access an account.

Compliment Tactic: Complement customer for their achievement or the success of
their organization in order to facilitate good will.
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Show Approach: Begin with a live show; it can be highly engaging, especially when
selling technical or cutting-edge products.

Survey Customer to Start Have your customer fill out an awareness survey, or short
assessment that will provide you with great information, but also gets them involved.

Choosing the Right Approach

* The method should coincide with where the buyer is. Like a question-type thing for
early-adopters and then a bit like the demo for close purchase.

¢ We must respect diversity in cultures, economies and people. Some clients love to be
told in no uncertain terms, some prefer a little back and forth.

¢ Salespeople often use hybrid techniques — for example, they take questions with
benefits combined to invent an individualized approach.

Extended Elaboration

¢ The efficacy of a tactic often comes down to preparation. You want to get the
customer engaged and thinking about their needs so that you can use the technique
thatis most applicable.

¢ Styles should not appear artificial or contrived. Authenticity and adaptability are key.

* Salespeople who have the freedom to try different techniques can eventually refine
their approach and find what works best in different scenarios.

* Being able to switch styles in the middle of a conversation is an essential skill. So let's
say, for example, a product approach isn't going to fly -- you can revert back to the
question approach and be sure to gain some back.

6.4 Step 4: Presentation & Demonstration
6.4.1 Communicating Product Knowledge

For the presentation to work, you must confidently communicate product knowledge.
Buyers frequently use the salesperson's degree of familiarity with the product and its
application to gauge trustworthiness.

Depth of Knowledge Required

Features : Sales people should have knowledge about the technical details and basic
features of the product.

BenefitsN Besides features you must be able to translate them into benefits for your
customer. For example a feature like, “cloud-based storage” has to be communicated
as “easy accessibilty and security for your files.”
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Use cases: Showcasing the product in action in other similar situations helps to validate
the real-life needs of clients.

Comparisons: Knowing what makes the product unique from other products can help
to assert differentiation.

Techniques for Communicating Knowledge

e Simple and Easy: The use of common language as opposed to jargon explains with
minimum confusion.

* ‘Needs’ driven: connect all aspects of knowledge to the customer’s unique needs
thereby personalizing the message.

* AHigh Dose of Confidence: If your tone and attitude are confident, they arouse the
confidence in the product.

¢ Interactive: Asking questions or allowing customers to try the product gets them
involved.

Extended Elaboration

* Product information is continually updated to provide new features, market trends or
technical advancements.

e Customers tend to get overloaded if bombarded with too many technical details, thus
knowledge transfer must trickle down selectively stressing the relevance.

¢ Disclosure of knowledge includes an honest appraisal of what we don’t know.
Admitting thatthe product has its limitations also builds credibility.

¢ Good sales people rehearse, yet they are flexible, adjusting the facts that are
unleashed depending on how a customer responds to their presentation.

6.4.2 Solution-Oriented Presentations

There's a reason we call it solution-based selling, and not product-based. A benefits-
based presentation is about customer pain and how the product solves it,instead of
feature descriptors.

Characteristics of Solution-Oriented Presentations
Customer-Focused: The customer’s issues and aims are central to the discussion.

Problem-Solution Format: The opening setting the customer’s problem followed to
positioning the product as a solution.

Value Promises: It focuses on the tangible results, for example, reduction in cost,
efficiency or competitive edge.
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Personalization: Presentation is customized to the clients industry, situation and
personal drivers.

Approaches to Solution Selling

¢ Advisory Selling: This salesperson partners with the customer to develop a solution
as an advisor.

e Measuring ROIl: Whether through data, use cases or forecasting, quantifying results.

e Scenario Demo: Demonstrating the product in different hypothetical or real-world
scenarios that relate to buyer pain points.

¢ Dialogue: Customers are encouraged to express their needs and co-create the
solution.

Extended Elaboration

* Presentations that focus on solutions depend upon good pre-approach research in to
the customers plans or needs.

* These demos build trust over time, since customers believe that the salesperson has
their best interest in mind.

¢ Solution-oriented selling also wants premium pricing, but it’s based on perceived
value and customers recognizing that they’re not just buying the physical product.

¢ Sellers need to walk a fine line of customizing without creating one-offs that do not fit
within the broader message of the organization.

6.4.3 Using Visual Aids and Storytelling

Slides that were logic-based along with emotional, and visual content are more
effective. They also take what would otherwise be an abstract benefit and turn it into
something real, using images and narratives (making the experience as close to
unforgettable as possible).

Role of Visual Aids

¢ Graphics and Diagrams: These summarize, compare or gain in conveniently
digestible form.

e Samples/Prototypes of Product: Allowing customers to see and touch, even use the
product if possible helps develop conviction.

¢ Instructional Videos Promo videos can be used if it is complicate or big productand
you do not wish to put directly in front.

¢ Infographics: Deconstruct the procession to show statistics. Role of Storytelling
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* Connecting Characters: The stories of others who are having difficulty with the job
provoke empathy.

* The shape of all journeys: good stories are about problems and solutions and
success, therefore you tell logic and emotion where they should head.

* Emotional Resonance: People feel something like relief, fulfillment or excitement that
sticks with the product.

e Combine with Facts: Stories are powerfulin so far as they can be supported and
validated by evidence.

Extended Elaboration

* The presentation should be subtended by visuals, not overwhelmed by them. The
salesperson is always the primary communicator.

¢ Visually too busy or text-heavy designs distract customers, while simple and focused
images help messages be understood.

e Use storytelling that is consistent with the customer’s reality. Stereotypical or
histrionic stories can seem forced.

¢ Pictures and stories allow for a balance between rational and emotional decision-
making.

“Activity: Demonstrate and Persuade — Your Story and Demo”

Divide learners into small groups. Each team is given a product or service (eg an app or
a health drink) to work with. What they have to do is prepare a 5-minute presentation
that delivers product knowledge, an argument-style pitch and the use of visuals or
stories. One participant gives the presentation; others play the role of customers,
asking questions and expressing reservations. Then the class reviews what were the
skills that made the presentation convincing and memorable.

6.5 Step 5: Handling Objections
6.5.1 Types of Customer Objections

Objections from customers are as many as they depend on the products, subject of
purchase and customer’s psychology. Identifying them allows salespeople to better
anticipate and respond accordingly.

Price Objections

e Customers frequently hear that the price is too high, especially when they are unclear
of the value of what they are being offered.
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* Such objections may be sincere (constraints of the budget) or strategic (the beginning
of a back-and-forth).

Salespeople need to distinguish between unwillingness to pay and inability.
Value Objections

e Customers may ask whether the product provides enough value compared with other
options.

¢ Objections could be about quality, longevity or long-term benefit.

¢ This behaviouris a result of salespeople paying too much attention to what they are
selling instead of why they are selling it.

Need Objections
e Some customers say they don’t have a problem for the being sold.

¢ This might stem from an unawareness of latent needs by such stakeholders, or a
belief in the adequacy of current solutions.

* Good questioning and probing frequently lead to the discovery of needs or wants that
the customer had forgotten.

Timing Objections
* Purchasers sometimes procrastinate, saying it’s not the right time to buy.

* These concerns could be a smokescreen for other issues —budget cycles, priorities,
doubts about the payback.

¢ Timing objections takes persistence, so it is useful to be sensitive without being
pushy.

Source Objections
e Customers may reject the salesperson, the business or brand in question.
e Why: Lack of trust, bad history, poor reputation.

* The key to overcoming these objections is establishing trust and proving that you can
be trusted.

Miscellaneous Objections

¢ Objections may be made on the basis of misinformation, rumors orirrelevant
reasons for refusal.

* These can be myths about the market, 'wrong' definitions or competitor
overstatement.
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Extended Elaboration

¢ Objections often intersect, e.g. price objections are regularly associated with value
perception.

* The nature of the objection can change within the sales talk. First a price objection
and then it turns into a need objection.

*Noting the objections from customers allows companies to refine and tweak product
offerings and sales training by recognizing patterns of objections that shape customer-
advisor interactions.

6.5.2 Psychological Aspects of Resistance

The psychology of objections is every bit as crucial as the flesh of their critique.
“Resistance

Fear of Risk
ePurchasing choices carry risk, monetary, practical and emotional.

* Customers are anxious about wasting money, making mistakes or being judged
negatively for their choices.

* Objections actin defines to perceived threat.
Loss Aversion

* Behavioural economics states that people fear loss more than they value an
equivalent gain.

¢ A customer may refuse to lay out $1,000 on something, even if it will save him $1,500
over time.

* This bias is what makes objections so often seem to fall on the side of cost when they
should lie on the side of benefit.

Comfort with the Status Quo

Many customers will favor existing solutions even if those options are flawed, since
change brings disruption or uncertainty.

¢ Objections are frequently permitting the discomfort of breaking established habits.

¢ Salespeople need to press on the pain of change to overcome this molasses-like
behaviour.

Scepticism

e Customers might push back because they are suspicious of being conned, or even
because of their past experiences with salespeople.
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* Mistrust is greaterin sectors with hard sell tactics or where misinformation is rife.
Ego and Control
* Objections can be a way for customers to try and gain control of the sales process.

* Resistance may relate to not wanting to seem gullible or be “sold" and scrutinizing
the salesperson's skill.

6.5.3 Techniques to Overcome Objections

If there is a magical formula of successful objection handling, it has always been a
combination between preparation and proficiency as much so as flexibility. A salesman
must choose the right method based on type of objection and customer’s attitude.

Acknowledge and Empathize

¢ First, empathize with the objection instead of dismissingit. “l can tellyou care” are a
few examples of this type of statement.

* Empathy lowers defensiveness and establishes a tone of collaboration. Clarify and
Probe

¢ Take most of the opposition and itis either vague or conceals deeper problems. Ask
simple questions like “Can you tell more about your worry?” reveals underlying doubts.

¢ Clarification ensures the salesperson is focusing on the cause and not just a
symptom.

Provide Evidence
e Corroborate assertions with testimonials, case studies, data or other evidence.

eEvidence debunks skepticism and creates credibility. Convert Objections into
Benefits

* Reframe objections positively. For example if the productis an expensive one then
highlight how much it saves money in the long run or it’s better quality.

¢ Perception of value is born when adversity becomes advantage.
The Boomerang Method

¢ Turn the objection around as a buying reason. If the customer’s objection is, “Your
productis too advanced for our team,” say something like, “That’s why we put so much
emphasis on our training program — to get your team up to speed as quickly as
possible.”

Postpone Tactically
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e If an objection can’t be resolved on the spot, defer it to a later pointin the
conversation when there is more trust.

¢ This is effective for objections on twisted facts.
Trial Close

* Ask questions that gauge customer readiness, such as “If we can change this
concern, do you feel good about moving forward?”

¢ Testinterest even when you are handling objections.
Build Trust and Transparency

¢ Instead of overpromising, acknowledge when there are limitations. People like things
that are honest, and honesty will usually trump minor flaws.

Extended Elaboration

* The appropriate objection-handling method will vary from situation to situation.
Aggressive application can kill rapport, and passive have the effect of diminishing
credibility.

e Salespeople are trained to handle objections through role-play, until the skills
become an instinct.

e Combining various persuasive techniques is often most successful; for instance, a
combination of empathizing, providing evidence and a trial close.

* You need to be persistent, tempered by respect. Causing the hand of a reluctant
customer may lead to one sale, but also potential long-term distrust.

6.6 Step 6: Closing the Sale
6.6.1 Trial Close

This trial close is one of many you can sprinkle throughout a sales conversation to
gauge how ready the customer is to make a decision. It’s not quite a final closing
attempt, butis more of a subtle and exploratory approach that lets the salesperson read
how receptive the prospectis to his message.

Purpose of a Trial Close
* To gauge customer response after delivering benefits or addressing objections.
¢ To discover any secret doubts that you would never otherwise hear about.

¢ To guide the user to psychologically conclude the process.
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Examples of Trial Close Questions

* “How does this fit with what you want?”

e “Could this delivery date fit your needs?”

¢ “Can you imagine this tool making your team more productive?”

e “If we were to take this specific concern off the table, would that make you
comfortable going ahead?”

Advantages of Using Trial Closes

* Prompts discussion, not the blind acceptance of one’s point of view.

* Relieves customers of the pressure by portraying the close as a conversation.

¢ Allows for objections to be addressed up front, rather than at the decision stage.
¢ Assists the sales rep in deciding between a final close and building more value.
Extended Elaboration

¢ Use the trial close throughout the sales process — not only at the conclusion. Once a
feature is presented, the salesperson can trial close to confirm relevance.

¢ A trial close that works continues to involve the customer and indicates movement
toward a decision.

* The customer who hesitates helps you identify what needs to be communicated
more or put at ease.

* Closing argument is not a sales pitch on TV —they must sound natural and
conversational. Customers may be annoyed by overuse or mechanical dispensing.

6.6.2 Assumptive Close

The assumptive close is when the sales professional assumes the client has already
decided to make a purchase. This method helps to avoid decision fatigue by leading the
customer through to taking action when they’re ready without asking for a decision.

Principle Behind the Assumptive Close

* People are sensitive to subtle signals of confidence. Pretending as if the decision has
already been made legitimize the act of purchase.

e Stops the "yes/no" struggle and helps create smaller decisions eg: product options,
delivery date or time, payment method etc..

Examples of Assumptive Close Statements

¢ “Would you like to set the installation/for next week or the following week?”
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¢ “With the higher plan or the lower plan?”

“We’ll deliver the first shipment to your office or warehouse?”
Advantages of the Assumptive Close

e Continues the conversation seamlessly from persuasion to action.
* Minimises dithering by restricting the customer’s choices.

¢ Believes that the product or service they offer in valuable and is something people
need in their lives.

Extended Elaboration

¢ The assumptive approach is suitable when you have developed trust and objections
have been dealt with. Trying to do so too soon could come off as pushy.

e Salespeople need to read the signals of customers closely. If the prospect is still
skeptical, even an assumptive close can result in them becoming oppositional.

* There are other versions of the assumptive close is filling out your order form, drawing
up a contract, or casually verifying details.

¢ Confidence and timing are essential. The strategy calls for a balance between
assertiveness and respect for the autonomy of the customer.

6.6.3 Creating Urgency and Scarcity

Urgency and scarcity is one of the best closing techniques. Consumers are more likely
to engage when they feel like putting off the decision diminishes value. This law is
based in a psychological effect called “loss aversion,” which is the idea of fearing losing
more than you hope for gain.

Forms of Urgency and Scarcity Tactics

Sense of Urgency: Time limited offers e.g. special discount offer only today and on first
few sales, promote action.

Scarcity Based on Quantity: When you focus on small stock or special limited editions,
your product automatically appears to be more rare and therefore more valuable.

Seasonal or Contextual Relevance: Associating offers with events, seasons, or
conditions in market makes it relevant and timely.

Urgency that is Personalized: This urgency formula should tie inthe urgency with a
need on behalf of the customer, for example “when you take action right now, our
project won’t be delayed launching.”

Benefits of Creating Urgency
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* Minimizes procrastination and hesitation when it comes to making a buying decision.
* Generates a psychological mind-set of FOMO (fear of missing out).

* Enables salespeople to accelerate the sales cycle without coming on too strong.
Extended Elaboration

e Urgency must be genuine. Fake scarcity — say a “limited stock” claim that is not real
— undermines trust if found out.

* True urgency is about sense of value, not pressure. For example, positioning urgency
around time-sensitive benefits (such as eliminating downtime) is more compelling
than simply offering discounts.

¢ Salespeople have to find the right mix between urgency and reassurance, so
customers feel empowered rather than pressured.

¢ Trying to appeal for urgency and social proof together is likely more effective. For
instance, “A number of companies in your market have already taken advantage of this -
and our advertising slots are filling up quickly.”

6.7 Step 7: Follow-up and After-sales Service
6.7.1 Importance of Post-Sale Relationship

The post-sale relationship is important to keep the client engaged and feeling special
even after adeal has closed. This is what makes the exchange not a one-time
interaction, but an ongoing (as well as eternal) relationship.

Critical Elements of the Post Sale Relationship

Retention: Keeping customers who’ve already bought is generally cheaper than finding
new ones. Post-sale relationships help prevent customers from churning.

Referral and Advocacy: Happy customers refer products to friends, becoming voluntary
brand ambassadors.

Cross-Selling and Upselling: It provides for the possibility of bringing higher value or
related products to the attention of a customer after their initial purchase.

Feedback to Improve: Continual clients furnish businesses with an understanding of
the customer's need that, in turn, allows for product improvement.

Salesperson’s Role
* You are sharing a proof of your commitment after the sale.

* Being proactive regarding product performance and customer satisfaction follow up
builds confidence.
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* Things that are personal, like thank-you notes or follow-up calls, serve to deepen the
relationship.

Extended Elaboration

e Customers increasingly value relational selling. What they want from brands is to be
humanized, not just seen as dollar signs.

¢ Because of digital, including tools like CRM systems, it is easier for sales people to
follow customer journeys and keep in touch with clients on a regular basis.

* Severe post-sale relatedness mitigates the risk of competitive exposure. A customer
who is made to feel valuable will hardly ever switch, no matter how low your price.

* “Subscription businesses in particular need strong post-sale connections to drive
renewals and decrease churn.”

6.7.2 Ensuring Customer Satisfaction

The notion that the customer is always right also applies to service after sale. No, it’s
notjust on target, itis frequently above and beyond the joy point.

Dimensions of Customer Satisfaction

Product - The product better work: Consumers have to believe that the product does
what is claimed in the lengthy sales message.

Quality of Service:Quick response,Professional assistance and good attitude. User
Friendly: Easyto use products and services equals good adoption experiences.

Solution: Responsibly resolve complaints or issues and taking responsibility for it.
Strategies for Ensuring Satisfaction

* Regular Check-ins: Sales people should check in with customers soon after they have
bought from you to make sure everythingis O.K..

e Customer Support Structure: Immediate assistance is provided with help desk
support, live chat supportand phone service support.

e Warranty and Maintenance: Warranties and maintenance ensures more reliability.

e Listening for feedback: Surveys, reviews or open conversations give the customer a
voice and yield respect.

Extended Elaboration

¢ Their clients’ happiness has to do with emotions as well as function. A friendly,
sympathetic service call could be the best answer to a minor product flaw.
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* Transparent communication is essential. Furthermore, informing passengersin case
of delays or other problems before they get serious is a way to gain trust.

e Technology is the driver: Artificial intelligence-based support platforms, mobile
applications and digital portals enable speedy and easy resolution.

e Consistency is crucial. But customers have that same omnichannel service
expectation, whether they are interacting with a sales rep ortechnical support.

6.7.3 Building Long-term Loyalty

After-Sale Service Last but not least go for the loyalty. Once users are loyal, they buy
the brand more often, recommend it and tend in general to be less price-sensitive as
they trust the product over time.

Elements of Customer Loyalty
Trust, Reliability Trustis earned by never letting people down.

e Emotional: This is a step beyond and refers to when the customer resonates
emotionally with values or experiences provided by the brand.

Reward and Recognition: Being rewarded for buying, through loyalty points, special
promotions and offers can help drive repeat purchase.

Personalized Engagements: When you personalize the experiences that are centered
around your product, people won’t go anywhere.

Approaches to Building Loyalty

¢ Loyalty Programs: Rewards are used to encourage customers in remaining loyal to a
brand.

e Community Building: Formation of forums, clubs or user groups ensures healthy
relationship with the customers.

¢ Ongoing client value: Products and services continually improve in usefulness.

¢ Anticipatory Service: The ability to anticipate customer needs before they are
articulated is dedication in action.

Extended Elaboration

¢ Building loyalty will take time and persistence. A single positive experience may result
in satisfaction, but loyalty is born out of multiple positive experiences.

* The loyalty of the heart often trumps the loyalty of reason. A customer might stick
around with a brand they love even when it gets undercut by competitors.
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¢ Long-term loyalty also changes the sales process. Customer sticksiness resultin
higher degree of cross- selling and less of upselling.

¢ In competitive markets today, companies specializing in after-sales relationships
frequently outperform businesses that are obsessed with hunting for new customers
only.

Knowledge Check 1

Choose the correct option:

What is the real benefit of following up post sale?

a) Increase price

b) Build trust

c) Cut costs

d) End relationship

What is the most important to customer satisfaction?
a) Product performance

b) Advertising

c) Cold calls

d) Discounts

What motivates the best in long-term customer loyalty?
a) Quick wins

b) Rewards only

c) Consistent value

d) Heavy promotions

Why is customer retention important?

a) Cheaper than acquisition

b) Requires no effort

c) Eliminates service needs

d) Reduces product cost

What is atechnique that helps develop emotional loyalty?

a) Random offers
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b) Frequent calls
c) Shared values

d) High pressure

6.8 Summary

w Sales process is designed in to seven better steps, right from the prospecting till
follow up and after sales support.

w Prospecting & Lead Generation: Experienced in building leads database and
qualifying it to lead into pipeline.

w In the pre-approach stage, customers inform themselves about their needs and
potential solutions in order to be able to ask informative questions when they meet with
salespersons.

The approach also communicates the attitudes of trustworthiness and openness
through framing or entry relationships, initial treatment and engagement strategies.

w Speeches and demos inform about product info, emphasize solutions, use images or
stories for effect.

@ Overcoming objections turning a no into ayes by acknowledging customer fears and
proving them wrong.

w Close techniques include trial closing, assumptive closing, and using urgency to
compel the marketing person to commit.

And finally, timing and conviction matter greatly during the delivery process;
zCustomers must feel should be directed not sold to.

w The follow-up and after-sales service preserve the relationship other than
transaction, ensuring satisfaction from the customer and confidence.

Customer satisfaction depends upon quality of service being offered time and again;
fast problem fixing, continuous upgradations.

w Developing loyalty means building an emotional connection, delivering ongoing value
and using acknowledging tactics.

w Organisations who invest in the “after-sale relationship” will encourage referrals,
cross-selling, and life-long advocates.

6.9 Key Terms

Prospecting - Finding potential clients who are in need of a product or service.
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Qualifying: Determining if customers have the budget, authority, need, and timeline to
buy.

Pre-approach - The planning period that includes customer analysis and planning of
the sales call.

—The first encounter with prospects to make an impression and establish rapport.

Presentation — Ability to effectively communicate product knowledge, benefits and
solutions.

DEMO - Actual display of product features and benefits to create conviction.

Handling Objections - Attending to a customer's need and turning doubts into
acceptance.

Trial Close — A subtle question or cue in order to gauge the readiness to sign.

Assumptive Close —Assuming that the prospect has decided to buy and treating
decisions as if they are already done.

After-sales Service — Anything done after sale to ensure customer satisfaction and
repeat business.

Customer Retention — How to keep existing customers coming back Keep Reading.

Loyalty — The enduring emotional and psychological attachmentfrom customersto a
brand.

6.10 Descriptive Questions

Discuss why prospecting and lead generation are critical components of a successful
sales pipeline.

Explain how the pre-approach lays the groundwork for successful customer
connectivity.

Consider the various approaches salespeople use and which are most effective in
different situations.

How do you structure product presentations to get beyond features and into customer
solutions?

Explain the psychological elements of resistance and discuss how they impact
customer objections.

Assess strategies like trial close, assumptive close and creating urgency in closing
sales.

Describe the role of after sales services in customer satisfaction and loyalty.
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Explain the importance of follow-up in today’s competitive, relationship-focused
marketplace.

6.11 References
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Answers to Knowledge Check

Knowledge Check 1

1. b) Build trust

2. a) Product performance

3. c) Consistent value

4, a) Cheaper than acquisition
5. c) Shared values
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Unit 7: The SPANCO Model and Closing Techniques

Learning Objectives:

Describe the SPANCO model and its role in how to structure a sales cycle, so
that it can be managed well?

. filter out and implement prospect qualifying criteria to differentiate high-value

leads from time-wasting tire-kickers.
Experiment with different closing tactics, and gauge which works best for
various sales situations.

. Show how to handle and turn around encounters with bad customers, yet

remain professional.

. Combine models, qualification tools and closing techniques into a practical

method for reaching sales targets.
Put learning into practice with role-playing scenarios that reflect SPANCO-
based sales calls.

Content

7.0 Introductory Caselet

7.1 The SPANCO Model

7.2 Prospect Qualification Criteria
7.3 Closing Techniques

7.4 Handling Difficult Customers
7.5 Summary

7.6 Key Terms

7.7 Descriptive Questions

7.8 References
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7.9 Activity

7.0 Introductory Caselet

“Converting Prospects to Clients: With SPANCO”

Meera Verma, a sales executive in one the top IT solutions firms, was tasked with
cracking new business from a mid-sized logistics company that had started exploring
digital transformation. The client had known it wanted to automate its supply chain
activities but was a technology and vendor agnostic.

Meera adopted the SPANCO PROCESS—Suspect, Prospect, Approach, Negotiation,
Closing and Order—to treat the lead process in an organized way. She started with the
logistics company as a suspect, and classified it as a prospect once she established
budget, authority and need. In her approach stage, she secured an appointment with
the company’s decision makers and showed them case scenarios of other similar
companies that had successfully implemented her business’ solutions.

The negotiation stage proved challenging. The client had issues with pricing and long-
term support. Meera chose notto defend her position, but took their criticism
positively instead given transparent costs and flexible payment. She also highlighted
the strength of her company’s after-sales service, with references from satisfied
customers.

After the timing was right (a point when Meera knew it was favorable to close) a pilot
project with clear success metrics — that substantially reduced the perceived clients’
risk. The client concurred and upon successfully piloting the solution, ordered a full
install.

However, not everything went smoothly. The client’s company had initially found
resistance from a senior executive within the firm, who was worried about disrupting
current operations. Meera dedicated time to listening, empathizing, and telling her
colleagues how the technology would make workflows easier instead of adding
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complexity. This tenacity eventually got the executive on board and transformed what
could have been a wall into an advocate for the solution.

This is an example of the value of models such as SPANCO, how relevant it remains that
we have a clear definition criteria, and successful closing in terms difficult costumer
management during travel.

Critical Thinking Question

Since about claims offices exist in the United States, equalling about 10 claim swingers
per city or location even larger cities may have 50 claim swingers, that might be viewed
as a critical mass and would justify establishing an office if local reception to this new
kind of business were favourable.

7.1 The SPANCO Model

7.1.1 Suspect - Identifying Potential Leads

The suspect stage means creating a list of potential leads that might use your product.
At this point, there is no indication of interest or ability to purchase; the goal right now
is merely to create a universe of potential buyers.

Characteristics of Suspects

¢ They are part of a demographic that fits the company’s ideal audience.

* They might know about the product or not.

* They haven’tinteracted with the salesperson yet, and have notindicated any
purchase intent.
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Methods of Identifying Suspects

Market Research: Compiling market studies, trends and demographic indicators to
identify potential markets.

¢ Advertisements & Campaigns : Create wide spread mouthpiece to entice huge
audience collection.

* Networking and Referrals: Through connections, extend the number of peoplein a
network.

¢ Exhibitions &Trade Shows: Participate exhibitions to capture your buyers.

Extended Elaboration

¢ It is about quantity over quality at this point. The intention is to cast the net as wide as
possible and to have as many suspects on board.

e Software, such as CRM systems, aid in organizing and monitoring this reservoir.

e Suspects will never convert, butthey are the gateway to lead qualification.

¢ Build a big and broad suspect list to keep prospects coming into your funnel.

7.1.2 Prospect — Qualifying Leads

After suspects are qualified, the next step is to qualify them to prospects—Ileads with
real potential to be customers. A lead is someone who shows interest in a product or
service but prospects show both the need and the willingness to buy, which makes
them worthy of a salesperson’s time.
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Criteria for Qualification

Budget - Is the lead a project with budgets?

Authority — The individual is a decision maker or influencer.

Demand- Is there truly a need for what you’re selling?

Timeline — Are theyin a hurry oris there an established purchasing window?

Techniques for Qualification

e Lead supporting, one on one discuss to reveal requirements:

e Tracking digital activity, such as downloads, attending a webinar or making an inquiry.

¢ Using lead scoring models to sort leads based on demographics and behavior.

Extended Elaboration

* Prospects require personalized attention. They are not suspects, they are genuine
business opportunities.

¢ Qualification avoids wasting resources on leads that probably won’t become
customers.

e Salespeople must also factor potential for long-term value, not only immediate
purchase.
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¢ Qualifying the prospect works effectively as a way to measure efforts on sales against
marketing, because both have understood what qualifies qualify leads.

7.1.3 Approach - Initiating Contact

Interaction starts at the approach stage. The aim is get in contact, leave a great first
impression and create interest on the product or service.

Critical elements of an effective strategy

Prep — Researching the best about prospect’s company, industry and challenges prior
to touching dial.

7.1.4 Negotiation — Addressing Needs & Creating Value

The Negotiation Cycle

e
@

2 3 4 5
Explore Find Solutions Foster Achieve
Options Collaboration Outcomes
P Select the most ’ : e
Identify the needs Generate a variety of ?enefrc\al agreement  pnooyrage Reach effective and
and desires of all potential solutions or all parties teamwaork and mutually beneficial
parties involved. innovation. agreements.

Fig.7.1. Negotiation — Addressing Needs & Creating Value

Negotiation is where sellers and buyers meet in the middle, agree terms, and close a
deal that’s profitable for both. It's not just about price, it’s also about value generation
and relationship.

Nature of Negotiation
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¢ Discovery: What the customer lies awake thinking about, their top priorities, and
where they draw the line.

¢ Collaborative: Involving the customer to create a solution, not requiring one-sided
agreement.

¢ Best: The equilibrium between company and customer. Aspects of Negotiation
Price — Including price, discount, payment terms.

Value Prop - Reinforcing the value behind why it is priced this way. Personalisation —
Customised products and services to suit what the customer requires. Risk Evasion —
Including: Warranty, guarantee or service contract.

Extended Elaboration

* Negotiation requires patience and flexibility. Salespeople need to step back, stop
fighting and think long-term.

¢ Active listening, empathy and teaming up to solve the problem are all indispensable
for achieving win-win outcomes.

e Salespeople must know the ins and outs of their product so that they can negotiate
with certainty.

¢ Trust is a by-product in many cases of successful negotiatiating and aids and abets
later stages.

7.1.5 Closing — Securing the Commitment

Itis the trial-by-fire of all SPANCO, where the possible becomes client. It’s simply
about getting that yes and closing the deal.”

Closing Techniques
e Trial Close: Checking for readiness by asking a suppose question.

e Assumptive Close: It is considering that the sale has already been cleared by the
prospect.

e Alternatives Near: Two solutions, both resulting in a sale.

¢ Urgency Close: Giving reasons for the prospectto act now. Challenges in Closing
e Salesmen may feel vulnerable and be reluctant to agree to a “decide” process.

* Prospective clients may hesitate over a final few doubts or a harbinger of risk.

¢ Timing or pushing too hard can ruin the relationship. Extended Elaboration
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¢ “Closing,” as an event, is the continuation of everything that comes before it.
e Confidence, lucidity and empathy is key if one hope to inspire trust.

* Prospects have to be led into a position where they believe that it is their decision, not
a decision placed on them by the salesperson.

¢ A strong closing leaves both an afterglow, sowingthe seeds for next rounds.
7.1.6 Order - Finalizing the Sale

Regards to the order stage of the SPANCO model, all is formalized right here are
finalized and documentation is finished so as transaction will take place. While it may
seem like administrative work, it is an important step in solidifying the new relationship
and in making sure things run smoothly on delivery.

Activities at the Order Point

Signing of agreement/s — Making it official by ink.

Processing Orders — Facilitating with logistics, invoicing and order shipment.
Customer Onboarding — Provide training, on-site installation or set up as needed.

Service Team Handover — Making sure that the after sales service is ready to take on the
customer.

Importance of this Stage

* Makes certain that no gaps remain between the expectations which were established
at negotiation and closing.

* Prevents or minimizes post-purchase dissatisfaction or conflict.

e Offers the first true taste of the company’s level of professionalism.

7.2 Prospect Qualification Criteria
7.2.1 Overview of the BANT Method

The BANT methodology, developed by IBM is a framework for qualifying leads. It
enables sales teams to evaluate the quality of prospects early on inthe sales cycle so
you don’t waste your time chasing down lousy opportunities.

Core Components of BANT
Budget — Does the client have money to buy what you are selling?

Authority — Does the person who is being interacted with have the power to make
buying decision?
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Need - Is there a genuine and time sensitive problem that your product can help the
prospect solve?

Timeline — Is there an urgency or a timeline that the prospect has to work with?
Benefits of BANT

¢ Clarifies and objectifies the assessment of leads.

* Focuses onthose opportunities with the greatest ability to obtain a commitment.
¢ Aligns sales and marketing by creating shared qualification criteria.

¢ Assists salespeople in adapting communication to prospects’ stage and readiness
level.

Extended Elaboration

¢ BANT is not a checklist, but a framework that you may or may not decide to use in
your situation. Potential deals might not fulfill four pillars but still could be possibilities.

e Contemporary interpretations of BANT ask AZ questions with empathy in mind, rather
than as a checklist of pleas.

e Sales departments can pair BANT with CRM technology to standardize lead scoring
and rank outreach efforts.

¢ Although BANT was created in the realm of B2B, it can be applied to B2C, especially
for high-value or complex transactions.

7.2.2 Budget and Financial Capacity

One of the most important factors in qualifying a lead is budget. A product might
perfectly fit a customer’s needs, but if the client doesn’t have the money to pay for it,
that sale gets shut down.

Key Considerations in Budget Assessment
e Budget: Are funds available for this opportunity.

Spending Capability: Does the entity/person have resources to use, even if nothing is
designated?

¢ VValue Misconception: Many times its not a problem with the budget, but if your
prospect sees the value in your product.

Approaches to Evaluating Budget

¢ The direct ask: Posing sensitive questions around budget points or financial priorities.

Z"—.I turnltln Page 11 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127575326



z'l_.l turnitin  Page 12 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127575326

* Perceived ability to pay based on the size of the organization, previous purchases or
industry; Perception.

e Segmentation Analysis: Knowing what the usual budget are standards in a specific
industry or demographic.

Extended Elaboration

¢ Budget opposition is usually traceable to value. A customer can have no budget but
will drum up money if they see value in the product.

e Salespeople should distinguish “no budget at all” from “budget not allocated yet.”
The former is still negotiable but needs to be converted through planning.

* Provide accessible alternatives or diversified payment plans to overcome financial
hesitancy.

¢ In B2B sales, you need to know how to read fiscal calendars and purchasing cycles in
order to better assess budget availability.

7.2.3 Authority and Decision-Making Power

You could simply talk to a person who has no authority to order and purchase the
product; such action can prolong or even kill your sales system. So figuring out how to
get in front of the right decision makers is a huge part of qualifying.

Types of Roles in Decision-Making
Decision-Making Unit: The final power in approving a purchase.

Influencers — people whose opinion influence the decision, and even if they don't have
authority.

Gatekeepers — Those who regulate access to decision-makers, like assistants or
managers.

Users — People using things that work and might have seen similar issues before.
Strategies to Assess Authority

¢ Pose questions such as “Who else is going to be a part of this decision?”

e Looking at org charts or company hierarchies.

¢ Developing relationships with different actors to really understand the process behind
decision-making.

Extended Elaboration

e Power isn't always in one person's hands. And in many companies, decisions are
reached by committee or cross-functional team.
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¢ Influencing early influencers and users results in internal advocacy, which pulls over
final decision- makers.

¢ Misidentifying authority wastes time. Presentations may be made to people who are
unable to authorize sales.

¢ Building trust among gatekeepers can be essential, because they are the ones who
decide whether access to decision-makers is possible.

7.2.4 Need ldentification

It goes without saying thatthe prospect needs to have a real need for what your selling,
otherwise you won’t convert. Effective qualification is about discovering and matching
up with customers' needs.

Steps in Need Identification

Pain Points —Why does your customer need a solution?

Rating Priorities — How urgent or crucial are these issues?

Matching Solution — Does the platform specifically solve them?

Methods to Uncover Needs

* Ambiguous Questions: Questioning about problem areas, objectives and dreams.

e Observation & Research: Observation of consumer actions, market situations and
competitor voids.

¢ Diagnostic Tools: Administration of a survey, audit or assessment instrument to raise
awareness about needs.

Extended Elaboration

* Needs may be explicit (customers say them) or latent (customers do not know them
until they are taught).

e Savvy salespeople regularly reveal latent needs that open opportunities even rivals
can miss.

* Needs differ in focus: some are practical (efficiency, cost), others are emotional
(status, convenience).

e |t provides salespeople with the ability to tailor presentations, and as a result make
them relevant or resonate with prospects.

7.2.5 Timeline and Urgency
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The last letter in BANT stands for timeline, meaning when the prospect wants to make a
decision and why. A lead that has an immediate need is much more likely to close
sooner than one on anindeterminate timeline.

Factors Influencing Timeline

* Business Needs: Deals may also be expedited if you have some projects with limited
timelines.

e Seasonality: Some companies buy for fiscal or seasonal reasons.

e Trigger Events: The need to respond to market shifts, competitors, or changes in the
business may drive a sense of urgency.

¢ Level of Readiness: some prospects are in the “I’m thinking” stage while others are
ready to act.

Strategies to Assess Timeline

¢ Asking questions like “When do you need this solved by?”

¢ Taking all the signs, like RFP deadlines, public announcements or budget approvals.
¢ Prioritizing prospects closer to decision-making via lead scoring.

Extended Elaboration

¢ A long runway isn’t necessarily a no-go but it calls for cultivating with ongoing
engagement.

e Your urgency will go up and down with all sorts of external forces. What are “cold”
prospects today might be “hot” tomorrow.

* The salespeople need to balance patience with persistence — engage but don’t
intrude.

* Between the ability to accurately assess timelines, your resources can now be
targeted on prospects who are most likely close and in a position to give short-term
money while keeping long term in the funnel.

“Exercise: Qualify Your Prospect- How BANT Works in the Real World”

Divide learners into pairs. One plays the part of a salesperson, and the otherone as a
prospect with different profiles (budge constraints, unclear authority, strong need or
longer timeline). BANT questions must be answered by the sales rep to determine
qualification: Budget, Authority, Need, and Timeframe (i.e., urgency). Following role
play, they explore which criteria proved easiest or most challenging to discover and the
influence of qualification on what they decided.

7.2.5 Timeline and Urgency
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The last metric in BANT is timeline—Do you know when this prospect wants to make a
purchase decision? Looking for someone with an immediate need is going to convert
much easier than someone who doesn't know when they're looking to move.

Factors Influencing Timeline

* Business Needs Drive Purchases: Projects planned for today and tomorrow tend to
motivate buys.

e Seasonality: Companies in some sectors actually buy following a fiscal or seasonal
schedule.

e Trigger Events: A change in regulation, competitive pressures or the organization itself
can produce a sense of urgency.

¢ Preparation Level: Some prospects are in the fact-finding stage; others are ready to
act.

Strategies to Assess Timeline

¢ Asking what the solution time line looks like “When do you need this Signed &
Delivered?

* Observing a signal like an RFP deadline, public announcement or budget approval.
¢ Lead scoring to the bottom of the funnel.
Extended Elaboration

¢ A long fuse is not, itself, disqualifying — but it requires a wellness-boosting strategy of
frequent handling.

* The degree of urgency can vary, based on external events. Cold prospects can quickly
become hot.

e Salespeople have to be patiently persistent, remaining at the table while also not
being quite so in-your-face.

¢ Real-time timeline evaluation to focus sales resources on those leads most likely to
offer short-term revenue, while maintaining long-term possibilities in the pipeline.

7.3 Closing Technique
7.3.1 Alternative Close

5) The Alternative Close - this is one of the techniques that are use most often, it’s to
give a customer two or more favorable options to choose from. Rather than inquire if
they would like to buy, the salesperson poses a question about how they want to
structure the purchase.
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Core Principle

¢ Giving the customer choices empowers them and yet allows the salesperson to help
narrow things down, but always both toward the sale.

¢ |t shifts the problem of “yes/no”to “AorB.”

Examples of Alternative Close

* “You want the regular package, oryou prefer that premium?”
¢ “Are we delivering this week or next week?”

* “In one payment or installments — which do you prefer?”
Advantages

e Subtly guides the customer through the decision making process, while giving them a
feeling of control.

¢ Reduces hesitation by simplifying choices.

¢ Effective for retail, subscription models where customers can choose from product
versions, orterms of paying.

Extended Elaboration

e Like any close the alternative close rely on timing - use it once the customer is
interested but hasn't committed yet.

e Offer too many choices, and a buyer is apt to become overwhelmed, so a
salesperson should present only two or three options.

e Salesmen also do not throw the options which is not good for organisation and does
not benefited to customer.

¢ This strategy is also applicable to avariety of industries, whether it be consumer
packaged goods or sophisticated B2B services.

7.3.2 Summary Close

The summary close above is when a salesperson reiterates the value they just created,
then asks for the order. It helps validate the value proposition, reiterating to the
customer why they were interested in the first place.

Core Principle

* The sales person reinforces both the emotional and logical reasons for acquiring by
recapping benefits.
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¢ |t offers reassurance while helping eliminate any remaining doubts by emphasizing
the benefits covered earlier.

Examples of Summary Close

* “So, with this plan you save 20% each year, you get 24/7 support and an easy
integration with your setup. Shall we proceed?”

* “You get free maintenance for two years, guaranteed energy savings and a product
warranty. Do you want me to draw up the paperwork?”

Advantages
¢ Aids customers who are undecided by aggregating all value points.
¢ Smooths the path from discussion to decision.

* Gives a chance to cement why we are the market leaders, and better than everyone
else.

Extended Elaboration

* The summary close is especially effective when selling to people whose thinking
leans towards the analytical or descriptive; it puts in place a structure to decisions.

* Three to five major selling points is a rule of thumb so that salespeople don’t
bombard the prospect with too much information.

e Summarizing respects the old or active listening, by indicating that the salesman
heard what the client told them.

e [t can, of course, be used in conjunction with other selling techniques (ie urgency
closes) to increase effectiveness.

7.3.3 Sharp Angle Close

A sharp angle close is deployed when prospects bring up something unexpected at the
last moment, usually related to a concession like a discount or an additional feature.
Instead of saying no, or chrge you on the spot, the salesman uses your request to close
the deal.

Core Principle

e Sometimes customers test salespeople with lines like, “If you can get me X, I’ll buy.”
The right angle near shutdown reverses it by approaching and actually ACCEPTING the
closing while denying feelings are there.

Examples of Sharp Angle Close

Z"—.I turnltln Page 17 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127575326



z'l_.l turnitin  Page 18 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127575326

e Customer: “So, you can do free delivery?

Salesperson: “l can get free delivery organized ... If we’re signing today.”

e Customer: “Can you discount it (the price) by 5%7?”

Salesperson: “l can give that discount, but only if you sign right now.
Advantages

¢ Positions salesperson as aggressive and knows its value.

¢ Stop the bottomless concession by tying request to the purchase decision.

e Turns progressiveness into an urgent project, without sacrificing fairnessin
negotiations. Extended Elaboration

¢ This nearright angle does require installation. Salespeople need to understand what
they can and cannot sell.

* When deployed thoughtfully, it can convert hesitant prospects into right-this-minute
buyers.

* However, abusing that power leads to customers who feel manipulated — so the
application should be sparingly used (but openly).

e Suited to the needs of B2B businesses - negotiation is a longer conversation and there
may be last minute surprises.

7.3.4 Other Effective Closing Techniques

In addition to the major methods, here are a few other closing strategies that
salespeople can tailor as needed. They are complementary to one another, thisis
important to maintain variety in a salesperson’s toolbox so they can address different
customers and situations.

Assumptive Close

¢ Entails treating as if the customer has already made the decision to buy. For instance,
“When willyou want us to arrange delivery?”

¢ Effective when the rapport has been established and client has given positive signs.
Urgency or Scarcity Close

e Suggests urgency by calling attention to limited availability or special offers. For
example, “This discount runs through Friday.

eUtilises herd mentality to get people to make decisions more quickly.

Takeaway Close
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* The salesperson takes away a component of the deal which generates distress for the
customer as they risk loss. Example: “If you’d like, we can take the extended warranty
off to lower your total.”

* Good with price-sensitive customers, but it should be handled carefully.
Balance Sheet Close

e Entails tabulating pros and cons with the customer to provide clarity. The salesperson
makes sure the benefits largely outweigh the disadvantages, and they arrive at a logical
decision to move forward.

Extended Elaboration

¢ Closing styles are best suited with certain types of customers. Logical buyers will like
closes that are more balance-sheet driven and the emotional buyer should respond
better to urgency closes.

¢ The art of the close is not to apply a technique consistently, but to adjust the dial,
based on signals from customers.

¢ The close should be the natural conclusion of the conversation, rather than a drop-
kick.

e It's crucial that exert pressure ethically — being pushy or using assumptive closes
can damage long-term relationships.

7.4 Handling Difficult Customers
7.4.1 Common Challenges in Closing Stages

The final stage is generally the trickiest part of the sales process. Thatis where all the
talks, speeches and negotiations need to lead. But it is also when consumer doubt
works against you.

Price Sensitivity

¢ Clients may abruptly object to the price after extensive discussion.

¢ That may be down to cost, better offers elsewhere or last-minute doubts over value.
Decision Paralysis

e Customers may suffer from a surfeit of choices or causes and experience decision
paralysis.

* People fear making bad decisions and frequently procrastinate until the last moment.
Hidden Objections

¢ Clients may store up issues until last minute even after clearing known concerns.
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e [tcould be thatthere are underlying objections having to do with trust, go-forward
model,or in-company politics.

Influence of External Stakeholders

¢ In business-to-business sales, new decision-makers might materialize at the last
minute with additional demands.

¢ In B2C selling, it’s the customer’s friends or family who can sway him into changing
his mind.

Timing Issues

¢ Clients might put off decisions with mentions of bad timing or what’s coming up next.
¢ This is often a cove for confusion, or lack of urgency.

7.4.2 Strategies for Overcoming Last-Minute Resistance

Last-minute pushback can scuttle a deal, if not handled properly. It's the salesperson's
job to work their customer through hesitation, and there is a methodical approach that
should be used when doing so without pushing too hard.

Active Listening

* Give customers the chance to vent 100 percent of their feelings before expressing
your own.

e Hearingis a sign of respect and can help avoid misunderstandings.
Reframing Objections

e Sell the objection as an opening. For instance, if a customer hesitates about the
cost, sell him on the long-term savings.

¢ Reframing gets the conversation off what the obstacle is and onto what you can do
aboutit.

Providing Proof and Assurance
* Overcome doubt with testimonials, case studies and guarantees.

* Block-and-tackle evidence gives those customers who are in need of affirmation the
tangible details.

Offering Flexible Options

¢ Options to pay in installments, the ability to purchase a smaller package or a trial
period all decrease the perceived risk.

e Customers appreciate options that align with their comfort level.
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Creating Urgency

¢ Signpost deadlines, countdowns to limited stock or price changes are good ways to
nudge a swift decision.

* The sense of urgency has to be real or you will undermine trust.
Using Trial Closes

¢ Asking questions like “If we address this issue, are you willing to go forward?” helps
test readiness.

¢ Trial closes push the conversation onward without demanding.
Empathy and Reassurance
¢ Acknowledge emotions and demonstrate understanding.

e Customers resist not so much because of your product, but in response to their
anxiety or uncertainty.

Extended Elaboration

* You have to be aggressive, but nottoo aggressive. Put pressure on for a decision and
you may get the deal, but at what cost in loyalty later?

e Last-minute pushbackis frequently a good sign of customer seriousness. Figure
skaters who aren’t serious about their sport seem to quit sooner.

* Resisting gracefully also adds to the seller’s credibility and transforms her/him into a
trusted advisor.

* Both emotional assurance (stories, empathy) and rational appeals (facts, figures) are
very often the best path to take.

7.4.3 Maintaining Professionalism Under Pressure

Of course, difficult clients challenge the salesperson’s knowledge as well as emotional
endurance. Keeping it professional under fire is a must for shielding one’s reputation
and gaining favour.

Emotional Control

¢ Salespeople must keep their emotions in check, maintaining cool headedness
without becoming frustrated or defensive.

¢ Maintaining your equilibrium takes tools to pause, do deep breathing or reframe.
Respectful Communication

e Courteous, firm and empathetic language prevents situations from escalating.
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¢ Arespectful voice builds trust, even in the midst of a blowout loss.
Patience and Persistence

e Hard-to-please customers may be taking longer to decide. Patience demonstrates
commitment.

* Persistence should be more about offering value rather than lightening the fires under
your ass.

Confidence without Aggression

¢ Sales representatives have to be confident about their product and solution.

e Confidence breeds trust, aggressiveness runs the risk of alienating your customer.
Adaptability

¢ Professionals need to be able to adapt their model based on the behavioral style and
personality of a client.

¢ Flexibility demonstrates skill and sensitivity.
Long-Term Perspective

¢ Loss of a deal is not the only factor here; professionalism allows for potential future
business.

¢ A graceful exit is often a good way to leave the door open forthem to come back.
Extended Elaboration

* Professionalism reflects the brand itself. One negative touch can taint an image well
beyond that individual customer.

¢ Salesfolk are the face of their business, which means they must be cool of head and
integrity.

* The most challenging customers can be the most loyal ones, if they feel respected
and heard.

¢ Taking courses to better understand emotional intelligence, conflict management and
communication aids salespeople in addressing pressure appropriately.

Knowledge Check 1
Choose the correct option:
What can be a general problem with closing?

a) Early objections
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b) Price sensitivity

c) Prospecting gaps

d) Product design

What is the one technique to get past last-minute resistance?
a) Ignoring concerns

b) Offering proof

c) Cutting calls

d) Ending talks

Maintaining professionalism under pressure requires:
a) Aggression

b) Emotional control

c) Quick exit

d) Silence

What does reframing objections involve?

a) Ignoring issues

b) Turning into benefits

c) Reducing options

d) Postponing talk

Why patience is important when dealing with difficult customer?
a) Saves cost

b) Shows care

c) Ends faster

d) Avoids effort

7.5 Summary

@ The SPANCO modelis a structured approach of dealing with the sellers’ sales activity
- from getting a lead till firming up an order.

w Target phase is looks for some potential leads but unqualified.
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@ Qualification Filters- Through BANT & similar frameworks, prospecting filters high
value opportunities.

Stage of the approach The stage of approach is important, for rapport must be built and
positive first impressions are essential.

w Negotiating is the process of matching customer needs with solutions and arriving at
a fair value and cost.

@ When you move on to closing techniques like alternative or summary and sharp
angle closes, your prospects have their noses rubbing against final commitment.

@ The ordering process guarantees a good recording of the sales, handling and transfer
to operation.

@ Qualification The process of determining a customer's budget, authority to purchase,
need for the product or service and the time frame in which they will make their
decision.

w Closing obstacles are frequently confrontation, secret objections or being stuck in
decision mode.

Businessman to keep calm under pressure and visualize (fantasize/slide show) what
you are going for.

w Flexible in the use of closing tactics to accommodate a variety of customer types.
w Great follow-up will lead to long term loyalty and referrals past the one sale.
7.6 Key Terms

SPANCO Model - A sales process that stands for Suspect, Prospect, Approach,
Negotiation, Closing and Order.

Suspect: A potential buyer, categorized as a part of the target market but who has not
been qualified yet.

Prospect — Lead to the level of from budget, authority, need & timeline perspective.

BANT - Stands for Budget, Authority, Need and Timeline — a framework to qualify leads
by.

Approach —The point at which the sales representative meets the prospect for first
time.

Negotiation —Dealing with objections, terms dialogue, and creating value together.

Closing — Obtaining the buyer’s agreement to buy once you have answered all their
questions.
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Alternative Close 4€“ A close giving the customer two or more positive alternatives.

It cannot shut/ The summary close — Reviewing the top benefits and then asking for the
order.

Sharp Angle Close — Using the last-minute customer demands to get commitment now.
Ordering Phase -The process of signing contracts, completing, and delivering.

Customer Push back - Hesitation or unwarranted objections from customers,
particularly in the improver stage.

7.7 Descriptive Questions

Describe how the SPANCO modelis important for planning sales process.
Describe how the BANT methodology assists in prospect qualification.
Discuss the benefits and challenges of alternative close technique.

What else does the summary conclusionto do inreinforcing the PO decision of a
customer?

Explain how to deal with last-minute objections to the final stage.

Why is staying professional in stressful situations important for the long-term
relationship with a customer?

Explain with simple examples the final outcome, Don’t you Like to close/ Why People
Failed to Close?

Assess the role of order in terms of customers satisfaction and loyalty.
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Answers to Knowledge Check

Knowledge Check 1

1. b) Price sensitivity

2. b) Offering proof

3. b) Emotional control
4, b) Turning into benefits
5. b) Shows care
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*% d e-l-ecnl-ed as A I Caution: Review required.

Al detection includes the possibility of false positives. Although some text in It is essential to understand the limitations of Al detection before making decisions
this submission is likely AI generated, scores below the 20% threshold are not about a student's work. We encourage you to learn more about Turnitin's Al detection
surfaced because they have a higher likelihood of false positives. e iies eitor s die dell

Disclaimer

Our Al writing assessment is designed to help educators identify text that might be prepared by a generative Al tool. Our Al writing assessment may not always be accurate (i.e., our Al models
may produce either false positive results or false negative results), so it should not be used as the sole basis for adverse actions against a student. It takes further scrutiny and human
judgment in conjunction with an organization's application of its specific academic policies to determine whether any academic misconduct has occurred.

Frequently Asked Questions

How should I interpret Turnitin's AI writing percentage and false positives?

The percentage shown in the AT writing report is the amount of qualifying text within the submission that Turnitin’s Al writing

detection model determines was either likely Al-generated text from a large-language model or likely Al-generated text that was '
likely revised using an Al paraphrase tool or word spinner.

False positives (incorrectly flagging human-written text as Al-generated) are a possibility in Al models.

Al detection scores under 20%, which we do not surface in new reports, have a higher likelihood of false positives. To reduce the
likelihood of misinterpretation, no score or highlights are attributed and are indicated with an asterisk in the report (*%).

The Al writing percentage should not be the sole basis to determine whether misconduct has occurred. The reviewer/instructor
should use the percentage as a means to start a formative conversation with their student and/or use it to examine the submitted
assignment in accordance with their school's policies.

What does 'qualifying text' mean?

Our model only processes qualifying text in the form of long-form writing. Long-form writing means individual sentences contained in paragraphs that make up a
longer piece of written work, such as an essay, a dissertation, or an article, etc. Qualifying text that has been determined to be likely Al-generated will be
highlighted in cyan in the submission, and likely Al-generated and then likely Al-paraphrased will be highlighted purple.

Non-qualifying text, such as bullet points, annotated bibliographies, etc., will not be processed and can create disparity between the submission highlights and the
percentage shown.
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Unit 8: Selling in the Digital Era

Learning Objectives

Discuss the idea of social selling and analyse how it is possible to develop
relationships, trustin an online context.

2. Leverage digital lead generation and nurturing techniques to turn online interest
into prospects that are qualified.
3. Explore how CRM and sales automation tools work to optimize processes and
boost productivity.
4. Look atthe e-commerce selling process and how it influences customer
convenience and behavior.
5. The crucial help of Al and chatbots in delivering improved customer involvement
and real-time customer support.
6. Distinguish hybrid sales models and learn how to mix online and offline
channels.
7. Combine digital tools, platforms and concepts to form successful sales
processes for the contemporary business world.
Content
8.0 Introductory Caselet
8.1 Social Selling
8.2 Digital Lead Generation & Nurturing
8.3 CRM and Sales Automation Tools
8.4 E-commerce Selling
8.5 Aland Chatbots in Customer Engagement
8.6 Hybrid Selling
8.7 Summary
8.8 Key Terms
8.9 Descriptive Questions
8.10 References
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8.11 Activity

8.0 Introductory Caselet

“Selling in the Digital Age”

Rohit Mehta, a midlevel sales manager at a consumer electronics company, was facing
an issue common at many companies these days. His company was based on the old-
school model of field sales and retail partnerships but shifting consumer habits had
diminished their effectiveness. There were shifts in consumer behavior — more time
spent online understanding products, comparing options on e-commerce sites and
interacting with brands on social media before making purchase decisions.

To pivot, Rohit went digital-first. His franchise had started to apply social selling
methods, getting customers and followers on Linkedln, Instagram and YouTube for
product demonstrations, testimonials and interactive content. Rather than letting
customers come into stores, the sales team formed relationships online, offering
insights that matched customer needs.

Meanwhile, Rohit invested in digital lead gen tools that hooked potential customers
with tantalizing website forms, ads and webinars. Leads were developed with
personalized email campaigns, followed and tracked by a CRM system that automated
the follow-ups and offered rich insight into customer behavior.

To grow faster, and to meet consumer demand for convenience, Rohit turned to e-
commerce sales via online marketplaces or its own direct-to-consumer website. In an
effortto increase engagement the service was equipped with chatbot powered by Al,
which worked as product and information discovery tool over pricing options.

But Rohit also knew that it wouldn’t make sense for every customer to switch
completely off traditional channels. And lots were still telegraphic: the demo was
physical and the touch in person. That approach has pushed him toward hybrid selling,
a concept that combines some online touch points with others in person — from going
into the shop to getting fitted for bespoke appointments.

After just a couple months of using the new solution, lead-to-customer conversion
rates were climbing higher and customers reported they had better experiences in-
branch and online.

Critical Thinking Question
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If you were in Rohit’s place, how would you determine the sweet spot between digital
tools (Al, e- commerce, social selling) and analog ones (face-to-face meetings, retail
presence) to reflect different customer demands?

8.1 Social Selling
8.1.1 Selling on LinkedIn

The most powerful site for a sales professional is Linked IN profile and for B2B Social
Selling — business-to-business, sales to have a direct conversation with the decision
maker’s Influencers, thought leaders, decision makers and people in Industry. How will
this credibility-driven environment — where trust, expertise and professional branding
matter more than direct persuasion — change the nature of truth?

| suspect the most rapid phenomenon among sales well, non-tech, at the very least that
we’re going to describe above would be the first to occur. The impression. On the
individual standpoint and practitioners as industry thought leaders’ front, they will start
telling their stories, experience, and know-how. How do you make the impression? On
LinkedlIn, this is achieved by seeking and reading the proper content; The sales reps are
already participating in the threads and groups, right? Yesterday, they began generating
great posts that resonate with their ICP. This way of making yourself visible shows that
you are knowledgeable in your niche. A curated feed with case studies, whitepapers,
and referrals adds the evidence that individuals need to exert social influence during
the research phase of their acquisition process.

Advanced search filters and LinkedIn Sales Navigator integration enable accurate lead
targeting by role, company size, geography and industry. When known, these potential
opportunities can be addressed with a customized connection request rather than a
general or forceful pitch. Building trust via personalised messages, celebrating
successes or offering helpful advice establishes a relationship over time.

The engagement levels that LinkedIn analytics supply, make it simpler for sales to
discover the right kind of prospects. Thisis a data-led method to make sure you
efficiently follow up your warm leads. As activity continues over time, authority will be
established as well as trust and long-term relationships.

Other extended strategies are to use Linkedln InMail for personalized reach-out, finding
mutual connections to make a warm introduction, speaking on panel discussions or
live sessions to increase visibility. Through the integration of these elements (credibility,
content and networking), LinkedIn allows professionals to solidify themselves as
trusted advisors - not simply transactional vendors.

8.1.2 Selling on Instagram

Instagram is very much the vehicle for B2C social selling, particularly in lifestyle-heavy
sectors such as fashion, beauty, health/fitness and food/travel. 'With that said,
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Picasso's software is constructed upon avisual-centric interface as well as sales
employees particularly being inspired to work with images.

Narratives and for engagement and emotional tie-ups. While text-based platforms have
an anonymity about them, the larger world of Instagram is all about visually sharing
your story: What are the products that make you feel real?

Sales reps use Instagram to showcase their brand personality as well as how people
are actually using the product in real life. In paying the influencers or sharing the UGC
(User Generate Content), tap into that.

For example, abeauty influencer might post short reels of makeup tutorials, while a
retailer may use story highlights to display customer testimonials.

And that goes further than product features and moves into the realm of lifestyle C
aspiration.

Existing online facilities in the platform such as polls, quizzes, live sessions and direct
messaging on Transition support two-way communications with prospects. These kinds
of features will better enable businesses to get a glimpse into their customer preference
and keep them entertain. It allows you to build your own DM reply that sales reps can
use to nurture relationships over the DM, and, consequently, reduce deal cycle time.

The e-commerce potential of Instagram has only further increased its selling power.
Buying is easy, thanks to product tags, in-app checkout and shoppable posts.
Salesperson can post , even their sales funnel's to catalogs or websites, they can
directly link the in the post. Indirect promotion through paid promotions and targeted
ads which amplify the reach and draw in followers based on similar interests, also has a
similar effect.

Expand the next level What we do: Measure post performance, engagement rates and
audience demographics using Instagram Insights. This will help to optimize towards
customer actions and retargeting content as it flows. Instagram is a game of
consistency and creativity, so sales dudes will have to hold an extremely strong
content calendar while maintaining the ethos of the brand. Through equal parts
storytelling, interactivity and commerce, Instagram can be more than a marketing
platform —it’s a direct selling tool.

8.1.3 Selling on WhatsApp

Whatsapp Its mandatory to think of Whatsapp as a very personal and direct social
selling when you are presenting yourself in markets in which it is the daily messager.
While other social channels are certainly helpful -— WhatsApp as a messenger is quick,
intimate and really makes the world small: it's great for maintaining heatin
relationships — providing the support we need to in real time.
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WhatsApp is for salespeople to “graft” a conversation that began elsewhere, orin
person. "Once there is familiarity and trust people will likely switch to WhatsApp for a
faster, more private conversation.

response. This gives people a voice of their own and allows those sales guys to come
back with more product info, catalo/quote/contents to send them over for.

promotions directly with customers. The (slightly more) relaxed feel of WhatsApp does
indeed lead to a sneakily less formal interaction with others, taking away the politey-
pants filter and inching us some way closer chatting like normal down-to-earth people.

Services like WhatsApp Business provide sellers with a professional profile, and the
ability to automatically greet customers, and label them for the sake of organization. It’s
always-on, catalos and quick-reply product where it doesn’t get any more efficient.”

Group broadcasts and lists enable salespeople to distribute offers to multiple
customers without spamming their personal chats. Live updates, order confirmations
and delivery notifications continue to build customer satisfaction.

WhatsApp also supports diverse media types (images, videos and voice notes) which
can keep your product presentation dynamic. For example, a real estate agent could
send video tours of properties or a retailer could share brief demos on new arrivals.
Customers may further provide instantaneous feedback or questions, thus making the
purchasing process more interactive and fast paced.

Advanced tactics are connecting WhatsApp to CRM systems or chatbots at scale,
which allow firms to follow up with customer interactions and automate some tasks.
But the path to success is finding strategy that can also include personalised
automation - because customers want care, not a robotic response. Trust and privacy
also have to be preserved - too much promotional content will make buyers very angry.

In the end, WhatsApp is most effective for lead nurturing, after sales service and
closing deals requiring more personal communication. When sales people have the
perfect mix of speed and convenience with human touch, they develop long term
customer relationships.

8.2 Digital Lead Generation & Nurturing

8.2.1 Strategies for Online Lead Generation
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Comprehensive Online Lead Generation Strategies

Search Engine
Optimization
(SED)
Interactive online sessions
Enhancing website visibility for lead engagement
in search results

Online Lead Generation

Targeted online advertising - Leveraging existing networks
campaigns for new leads

Fig.8.1. Strategies for Online Lead Generation

Social Media Campaigns

LinkedIn, Instagram or Facebook is commonly used for lead generation with targeted
ads, influencer cooperation and content without much interaction. Lead generation is
frequently associated with social selling strategies as informative content helps to
drive awareness and interest.

Email Marketing

Emailis stillan effective weapon when employed strategically. Personalized
campaigns and compelling content that is gonna make people stop scrolling. Sign-up
forms and gated content offer a means of creating lists of subscribers that feed into
nurturing funnels later.

Webinars and Virtual Events

Companies can position themselves as thought leaders and gather participant data
through hosting online events. Because people are already interested enough in
attending to register, they are considered high-quality leads.

Referral Programs

Digital referral programmes incentivise current customers to recommend your
products to their contacts — basing a lead on a mark of trust. These programs succeed
by creating incentives, such as discounts or rewards.
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Extended Elaboration

* Retargeting helps reach visitors of your website who left without buying, bringing
them back to make a purchase in the future.

¢ Well-conceived landing pages entice visitors to do what you want them to, whether
that’s filling out forms or downloading assets.

e Campaign A/B testingis also available to fine-tune strategy and lead generation
results.

* And measurement platforms for engagement keep strategies evolving on the basis of
what is working or not.

8.2.2 Content Marketing and Lead Magnets

Content marketing underpins online lead generation by giving before you expect to get
a sale. Through education, entertainment or problem solving, businesses gain
credibility, attention and trust. Lead magnets are a content marketing technique used to
gather contact information inreturn for something of value.

Content Marketing Approaches

¢ Educational Blogs — Content that educates readers on current industry trends, or
answers frequently asked questions can bring in organic views.

¢ VVideos and Tutorials — Animated explainers, demonstrations, and instructional videos
engage users by simplifying complex ideas.

¢ Case Studies and WhitepapersThey are offering in-depth knowledge that appeals
more to serious buyers who enjoy this level of detail prior to making a purchase.

¢ Infographics & Visual Content Bite-sized content that is visual and quick to consume
that appeals a time-poor audience whom are more likely to be shared.

Role of Lead Magnets

Lead magnets are valuable pieces of content given in exchange for user information
like name and email address. This can be a free eBook, checklist, template, trial or
webinar. This prompts visitors to submit their contact information leadingto a
conversion as potential clients.

Designing Effective Lead Magnets
* The benefit needs to be tangible and relatable to the audience.

¢ [t should be easy for them to obtain the lead magnet, usually via aform on a landing
page.
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* The content should address a pressing challenge or present an original insight that
leaves prospects feeling like they got some value out of it.

Extended Elaboration

¢ Lead magnets are also afiltering mechanism - Only the people really interested in
what you’re promoting will give their information, which results in higher quality leads.

¢ Interactive elements like calculators or quizzes that customise content enhance
interactivity and engagement.

* Ongoing tests of various formats show what works best with different audience
segments.

¢ Lead magnets need to be kept updated in order to stay relevant and credible as the
market inevitably changes.

8.2.3 Lead Nurturing through Digital Channels

Lead nurturing is the process of developing relationships with buyers at every stage of
the sales funnel and through every step of the buyer’s journey. Guided by regular
engagement, useful information, and tailored contact, nurturing continues to shepherd
prospects through the buying cycle until they’re ready to choose.

Email Nurturing Campaigns

Email sequences for the various stages of a buyer journey is one of most effective
nurturing tools out there. Younger leads could get educational material, and as they age,
they may commonly see product comparisons, case studies or exclusive offers.

Marketing Automation

Nurturing is made easier with an automation platform that serves the relevant message
at the most appropriate time. For instance, if a contact downloads a whitepaper, an
automated tool can send follow-up emails promoting similar resources and pushing
them further down the funnel.

Social Media Engagement

Attachment is also developed over time through continued social interactions.
Commenting on posts, adding expertise, and interacting helps keep the brand in front
of audience eyes.

Retargeting Ads

Because the ads are aimed at people who had already visited a website or interacted
with a post on social, a brand is kept top of mind. For the potential customer, retargeting
is a series of gentle reminders jamming them back into consideration.
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Chatbots and Al Tools

These chatbots offer immediate feedback to the queries and resources
recommendations. So there lays the urgency to getin touch because leads inevitably
go cold. Leads can be scored based on behavior with the help of Al tools, which only
makes nurturing that much more efficient.

8.3 CRM and Sales Automation Tools
8.3.1 Introduction to CRM in Sales

This week it’s about CRM ( Customer Relationship Management). It’s a software or
system that allows and oversees your company’s relationships with prospective and
current customers. At its core, a CRM is built to nurture prospects and increase sales.
How does it achieve this? It consolidates all customer information in one place for easy
access and automates sales pipeline activities.

CRMs make follow-up faster and more effective by allowing sales teams to keep tabs
on every phase of the customer lifecycle — from contact, to close, to post-sale.
Centralizing data — contact details for customers, notes from past conversations,
customer interests and past purchase history — to ensure your sales reps have a 360-
degree view of their customer base. It takes the guesswork out of ordering and offers
you a personal experience.

And one of the main jobs of CRM as it relates to sales, is fostering greater
collaboration. Your sales teams and marketing and customer service staff are all singing
from the same hymn sheet now, as client communications are simplified due to data
being held centrally. specialists); today, marketing can tell campaigns and they sell to
them right from the CRM systems themselves as well (and then use that data to warm
up leads prepackaged for sale by.

CRMis also great for forecasting and analytics. CRMs produce reports with which you
canview trends, sales cycles, customer touchpoints and pipeline stages.

With this information, sales managers can forecast revenue and detect bottlenecks or
make improvements.

CRMs also improve customer experience. By recalling your birthdays, preferences and
what you’ve purchased in the past, companies can tailor their offerings and
communications accordingly. This is to encourage them to come back again.

Extended elaboration:

*CRMs are connected to email, social media and other means of communications so
your outreach is allin one place.
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* Through mobile CRM apps, sales reps can make changes to customer records or
access them while out of the office.

¢ Action items in CRMs cut down on data entry by hand so marketers can think clearly
about their strategy.

e Small businesses derive value from simple CRMs whereas larger ones use more
sophisticated solutions with Al-based insights.

8.3.2 Salesforce: Features and Benefits

Salesforce is one of the most popular CRMs all over the world as it offers scalability,
flexible solutions and great capabilities. Organizations big and small use it to collect
leads, monitor performance, and increase customer engagement.

Features of Salesforce

¢ |Lead and Opportunity Management: With Salesforce, itis possible to recognize,
qualify, and track leads as they make their way through the sales funnel. It sends the
right salesperson for a chance and allows follow up to take place.

¢ Pipeline C Forecasting: As sales managers, this provides visibility to the current state
of projected revenue forecasts and pipeline health.

¢ Advanced analytics, meanwhile, are just beginning to reveal trends and blockages.

¢ Custom Dashboards — Build your own dashboards that help you keep track of the
metrics that matter most to your business.

¢ Integrationlt can integrate with many third-party apps such as email marketing
software, accounting systems, eCommerce and more.

¢ Mobile CRM: A sales-preventing mobile app.

e Feature (Einstein): Salesforce Einstein analyses customer data to do predictive
analysis of next steps.

Benefits of Salesforce

¢ "Automating "low value add" but tedious tasks such as data collection from ad
revenues, reminders and reporting.

¢ Provides a 360-degree view on customers, which leads to more personalization.
e Scale to the size of your organization, whether small or large.

e Empowers teamwork with shared dashboards and team performance tracking.
¢ Improves decision-making with advanced reporting and predictive analytics.

Extended elaboration:
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e Salesforce offers industry solutions enabling companies to specialize, targeting
healthcare, finance, retail and more.

e [ts AppExchange shop lets users purchase dedicated tools to broaden the range of
functions.

* Enable cloud data architecture from anywhere, with access and security by
Salesforce.

e Updates: Never miss out on the latest features with am constantly being updated!
8.3.3 Zoho and Other CRM Tools

Zoho CRM It’s another great pick that is especially suitable for small and midsize
businesses because it’s so affordable and user-friendly. And unlike Salesforce, which
is aimed at complex enterprise requirements, Zoho aims to offer workable solutions
with basic capabilities.

Features of Zoho CRM

¢ Lead Scoring: Points associated by behaviour and demographics to leads for
prioritizing outreach efforts.

e Workflow Automation — Automates the repeatable things such as email follow-ups,
data updates and task assignment.

e Communicate How They Want: Whether customers reach out via email, social
media, live chat or phone you can always respond to them from wherever you are.

e Al Assistant (Zia): Offers sales forecasts, sentiment analysis and conversion advice.

e Configuration: The system is configurable with business specific modules, fields and
reports.

¢ Integration: Seamlessly collaborates with productivity apps such as Google
Workspace, Microsoft Office and Slack.

Other CRM Tools

e HubSpot CRM: It’s free, and it integrates with your inbound marketing, so startups love
it.

¢ Microsoft Dynamics 365: It unifies CRM and ERP features, providing sophisticated
tools to large companies.

¢ Pipedrive: Emphasizes pipeline visualization and is easy to use with small sales
teams.

* Freshsales: Offers Al lead scoring and automation capabilities with affordable
pricing.
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Extended elaboration:

The size of the organization, its budget and industry-specific needs are all criteria for
choosing a CRM.

e Zoho or HubSpot are favored by scrappy businesses with not much money, while
Salesforce or Dynamics are preferred by serious enterprises!

® Open-source CRMs (such as SuiteCRM) allow a company to mould their CRM system
according to their requirements and have an in-house IT resource.

* Features, Scalability and integration capability are key elements to consider while
choosing CRM tool.

8.3.4 Sales Automation for Efficiency

Sales automation is a system that helps remove those fragile processes from your care.
This lets salespeople focus on more valuable work like relationships-building,
negotiation and closing.

Areas of Sales Automation

¢ Lead Management: automated method for capturing, scoring and then forwarding
leads to the correct sales representative.

¢ Emails Automation: Built-in pre-maid schedules to educate your leads using content
that tailored based on their actions.

¢ Follow-Up Reminders: Allow your CRM to remind you about calls, meetings and
follow-ups.

e Data entry: Automatically enter customer information from web forms and
communication apps.

¢ Quote Creation: Features offered to create custom quotes & proposals quickly while
reducing the manual work.

Benefits of Sales Automation

e Speeds up administrative tasks by being more efficient.

¢ Uniformity: Never miss a contact or opportunity.

¢ Increases forecast and report accuracy by feeding from actual timing data.
* Increases customer satisfaction with personalised and timely responses.
¢ Reduction in sales cycle through automating critical functions.

Extended elaboration:
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e Automation powered by A.l. can interpret customer patterns and recommend the
appropriate next step.

e Automation also enables multichannel outreach, meaning customers are reached
wherever they prefer.

* There is arisk of over-automation though, and as such a balance between automation
and human touch is necessary.

¢ |[tis essential to train sales teams in the effective use of automation tools for benefits
realization.

Learners are grouped team cars and receive a set of pretend leads (with names,
demographics, and purchase intent information). Each team should choose a CRM
(either Salesforce, Zoho or HubSpot) and map out how they would use that system to
follow-up with these leads. They should show lead capture, qualification, nurturing and
reporting. Then teams deliver their CRM strategy and describe how automation
boosted productivity and prevented missed opportunities.

8.4 E-commerce Selling
8.4.1 Amazon’s Marketplace Selling Model

Amazon revolutionized the way companies and consumers sold products online with
its marketplace model. It is not merely a store; it is also a digital marketplace where
sellers large and small can peddle their wares in front of hundreds of millions of
customers, and the economy provides about as many classrooms for how retailing
should work, might work, as human frailties can populate. This is an opportunity for
sellers who might not otherwise be able to afford to build or expand their own e-
commerce infrastructure.

Structure of Amazon’s Marketplace

Sellers types on Amazon There are two general types of sellers inthe Amazon
marketplace.

e First-Party Sellers (1P): These are vendors’ whose products are purchased by
Amazon. It sells stock to Amazon at wholesale prices, which then resells that stock to
customers under its brand.

¢ Third Party Sellers (3P): This is also any who lists their goods for sale on Amazon’s
platform, and often can control features like price and brand presence. Amazon pays
them a fee on each sale.

Fulfilment Models

Overall, there are two main options for order fulfillment that sellers can use with
Amazon:
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Fulfilment by Amazon (FBA)Sellers Fulfilment by Amazon (FBA) is a service we offer
sellers that lets them store their products in Amazon's warehouses, and we directly
pack, ship, and provide customer service for these products. Amazon handles storage
and packing for postage at delivery, as well as customer service and returns. The end
result is that it’s easier for smaller merchants to grow their businesses without such
processing headaches.

Merchant Fulfilment (FBM): Seller loads product on Amazon and stores inventory,
packs and ships. This structure provides sellers greater control, but it relies on a strong
logistics backbone.

Advantages of Selling on Amazon
¢ Global stage: Vendors gain access to Amazon’s international customers.

¢ Trust (and Credibility) — Trust in the Amazon name brings comfort to buyers when
ordering from 3P sellers.

e Marketing Help: This, along with other perks such as ads on Amazon, may be
obtained by sellers. com to support their brand.

e Logistical Work: The FBA is supposed to be the easier route, especially for small and
foreign sellers.

Challenges of Amazon Marketplace

¢ ¢« Heavy Competition: Keep in mind that with millions of sellers on Amazon, your
product may have a hard act to follow.

¢ High Commissions: There are also Amazon commissions which eat into sellers
margins.

¢ Policy Policy Limit: Amazon has strict policy, when you violate that there are your fair
chance to get suspend.

* Dependence: The heavy lifting that Amazon does makes it difficult for brands to be
independent.

8.4.2 Flipkart and Other E-commerce Sites inIndia

Founded inlIndiain 2007, Flipkart has become one of the largest e-commerce
companies there and a chief rival to Amazon. Its ascent is a testament to the rise of
digital retailin India, spurred on by greater adoption of smartphones, affordable
internet and consumer desire for convenience.

Flipkart’s Marketplace Model

Similar to Amazon, Flipkart runs a marketplace where third-party sellers list their
products across categories including electronics, fashion, home essentials and
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groceries. The platform links sellers to a huge customer base, allowing access to the
country’s growing online buyers.

Seller Support Systems

Support for new sellers on Flipkart: There are a number of tools and services that
Flipkart offers its sellers to help them succeed, such as:

¢ Flipkart Seller Hub: The app allows sellers to keep a track of all orders and also
enables them to manage the catalog and listings as well.

¢ Logistics Support (Ekart): Flipkart’s on-premises logistics arm takes care of shipping,
returns and last- mile delivery.

e Marketing Solutions: With Flipkart Ads, sellers can endorse their products to the right
audience.

Distinguishing Features of Indian E-commerce Companies

e Cash on Delivery (COD): Understanding that customers have a wide range of tastes,
platforms such as Flipkart Snapdeal Meesho etc offering COD to create trust.

* Regional Languages support: With regional languages support many platforms have
made the online shopping accessible!

¢ Festive Sales: Record number of customers pour in when offers and discounts are
given during specific days as for Flipkart’s Big Billion Days.

e Many Sellers: Indian platforms range from giant brands to tiny artisans, offering a
variety of goods.

Challenges for Sellers on India Platforms

e Competition, driven by the need to discount prices, is often cutthroat.

¢ Logistics challenges in remote locations may affect delivery time.

¢ Policy changes and compliance demands impose administrative overhead.

e Seller autotomy may be compromised if dependency on platform-pushed
promotions continues.

8.4.3 Direct-to-Consumer (D2C) Digital Selling

How direct-to-consumer (D2C) model is changing the ecommerce game The direct-to-
consumer (D2C) model is transforming e-commerce, giving brands the ability to sell
directly to consumer without any middlemen involved. Unlike marketplaces and sellers
that must rely on third parties D2C selling gives brands the power to control brand,
pricing, and interacting with customers all while owning the data.
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Core Characteristics of D2C Selling

* Brand-Owned Platforms: Companies sell to consumers through their own websites
and apps, not solely through marketplaces.

¢ Direct Conversations: Utilizing a direct line of customer communication through
email, social media and loyalty programs as a way to make the brand more human.

eData ownership: D2C brands hold the most valuable asset (customer behaviour data),
which influences the product building and its marketing plan.

Advantages of D2C Selling

e Complete control of the customer experience and your brand narrative.

¢ Greater profit margins as intermediaries are removed.

¢ Adjustment on pricing strategy promotion and packaging.

¢ Improved prospects for personalized features, including tailored recommendations.
Examples in Practice

In India, boAt (electronics), Mamaearth (personal care) and Lenskart (eyewear) are
some of the brands that have done well with D2C strategies. They rely heavily on digital
marketing, influencers partnerships and direct engagement with customers via social
media channels. Globally, brands including Nike have been focusing more on D2C
channels globally to wean themselves off of retailers.

Challenges in D2C Selling
¢ |tis also expensive to grab customers’ attention online.

¢ Legitimate businesses in logistics and fulfillment require considerable infrastructure
to satisfy customer expectations.

* When you do not have a platform where you can establish your brand presence, itis
paid out in terms of investment and energy — effort goes into building that trust.

* Small businesses are not well positioned to scale, absent funding.
Extended Elaboration

¢ D2C selling promotes innovation in packaging, customer service and loyalty rewards
to set yourself apart.

¢ Subscription models — most often attached to D2C brands — guarantee revenue
each month and customer loyalty.

e Social commerce strategies that see brands selling directly through Instagram or
WhatsApp, are feeding D2C success.
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* Bypassing marketplaces gives D2C brands their independence but also requires
them to handle marketing and logistics themselves.

8.5 Customer Engagement with Al and Chatbots
8.5.1 Purpose of Al in Customer Contact

Today's Artificial Intelligence (Al) Driven customer engagement: A world of
differenceToday, Al forms the core of modern day customer engagement which assists
organizations to understand and predict their customers’ needs in time to offer
personalized assistance.

Al shifts the customer game from human-centric, reactive to predictive, data-driven and
scaled.

Automated Customer Support

With basic queries like order tracking and return policy, product availability, you’ve just
overcome the first type of challenge Al-based programs are capable of handling. This
takes the pressure off frazzled meat-circuits and also means that customers are
getting instant help 24/7 — that is, until their chat bot of choice falls asleep face-firstin
a bowl of data.

Natural Language Processing (NLP)

Al Natural Language Processing (NLP) An Al system that understands the customerin
his language preference. Al-enabled software can interpret intent, which cannot be
performed by the legacy rule-based systems.

context and even sentiment. For example, an Al assistant can distinguish between one
customer’s question about “delivery time” and another customer’s complaint about a
“delayed delivery.”

Predictive Insights

Al analyses previous interactions, purchasing history and browsing behaviour to
anticipate a customer’s next want. An e-commerce company, for example, may suggest
items to a customer based on that person’s purchase history. This not only promotes
more engagement but also increases the opportunity to upsell and cross-sell.

Multichannel Consistency

Al enables companies to offer a unified experience wherever they can reach — whether
it’s on their websites, in mobile apps, across social networks or through call centres.
When data is taken across channels, Al can guarantee that a customer gets the same
answer everywhere she/he goes.

8.5.2 Chatbots for Lead Generation & Service
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One of the most popular use cases for Al in customer interaction is chatbots. They are
Al chatbot assistants that simulate conversations with humans in real-time, right in the
flow of work, to find useful information.

Lead Generation through Chatbots

¢ Lead Qualification: Chatbots ask certain questions to measure if the visiting person is
not at least he minimum of becoming a lead i.e. budget, interest and timeline.

¢ Data Collection: In useful (business) chat, some chatbots collect data like email
addresses, phone numbers and preferences.

¢ Assist and Guide: Chatbots can lead leads further down the sales process by
recommending products or sending users to specific services.

Customer Service via Chatbots

¢ Instant Response: FAQ Reply enables customers to get instant answers for the FAQs
round the clock and without the waiting time from a human agent.

¢ Task Automation: A chatbot can automatically order food, book an appointment or
process a return with no human intervention.

¢ Escalation: If questions get tough, chatbots backup the conversation and pass it to
human agents for continuity.

Types of Chatbots

Rule-Based Chatbots: Work on set flows, can be used to answer a list of FAQ.
Al-Driven Bots: Employ machine learning to get smarter with each answer.
2.5 Hybrid Models: Both approaches for both Reliability and Flexibility.
Extended Elaboration

¢ Chatbots are cutting operational costs as they deal with hundreds of simplistic
questions.

¢ They will contribute to the lead nurturing process by regularly engaging with their
audience until salesperson step in.

¢ Integrating with CRM always captures and processes leads automatically from
chatbots.

e Multi-Lingual Communication: Chatbots help in conversation across different
languages and global markets.

8.5.3 Personalization through Al
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The rich power of personalization is one of the biggest assets Al-equipped systems
have to offer us. Al doesn't provide canned communication; it tailor-makes its
interactions according to the particular profiles and deeds of customers.

Dynamic Recommendations

Al algorithms process data from browsing history, transaction trends and preferences
to suggest products that fit personal requirements. For example, streaming services use
A.l. to recommend shows based on viewing habits and e-commerce platforms suggest
products you might like based on past purchases.

Customized Communication

Al generates email campaigns, ads and website experiences Al tools shape email
campaigns, advertisements and website experiences. The personalized subject lines,
offers or landing pages that can be served up to customers — designed to appeal and
drive engagement.

Real-Time Adaptation

Al algorithms watch live interaction and make immediate changes if it sees what works.
Forinstance, if a shopper lingers on a pricing page, Al might prompt a chatbot to offer a
discount or other details to nudge toward purchase.

Behavioral Segmentation

Al makes micro-segmentation possible as you can start grouping consumers by more
nuanced behaviour rather than broad demographics. This offers brands the
opportunity to direct messaging that feels immediately relevant.

Extended Elaboration

¢ Al-driven personalization fosters deeper emotional connections between brands and
their customers, leading to higher loyalty.

e [t raises conversion rates, because there’s nothing more effective than personalized
recommendations.

* Personalization at scale where Al is used for personalizing at large due to large
customer base that cannot be handled manually.

¢ Data ethical aspects regarding data privacy and consent would have to be taken into
account when operationalizing Al- based personalization.

Knowledge Check 1

Choose the correct option:
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1. What enables Al to understand customer language and intent?
a) Data entry

b) Natural language processing

c) Email scripts

d) Basic coding

2. Which type of chatbot adapts responses using machine learning?
a) Rule-based

b) Hybrid

c) Al-powered

d) Scripted

3. What is the main role of chatbots in lead generation?

a) Collect payments

b) Qualify leads
c) Replace sales teams

d) Close deals

4, Which Al feature provides product suggestions based on purchase history?
a) Automation

b) Dynamic recommendations

c) Predictive pricing

d) Rule-based flows

5. Why is personalization important in Al-driven engagement?

a) Saves cost

b) Builds loyalty
c) Speeds shipping
d) Limits options

8.6 Hybrid Selling
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8.6.1 Blending Digital and Face-to-Face Selling

Hybrid sales is the blending of digital and in-person interactions to smooth, flexible
sales experience. This model recognizes that customer expectations have changed and
for some time constrained consumers they prefer the speed and convenience of digital
engagement versus the intimacy provided with face to face interactions. The best of
both worlds, hybrid selling allows salespeople meet customers where they are
comfortable.

The Need for Hybrid Selling

Hybrid selling is becoming increasingly critical in the post-pandemic world of business.
In times of physical contact limitations, digital selling volumes skyrocketed by video
calling, webinars or online demonstrations.

But as in-person meetings resumed,

customers were clear: They sought to have a mix — strong digital touchpoints for
expression, and personal engagementto establish trust.

How Digital Complements In-Person Selling

* The Point of First Contact: Face to face is where they first come in contact with your
church online, email, social media and internet ads are used to introduce them to the
fact that you exist.

¢ Virtual Demos: Sales teams can demo products at scale — and for free — via video
tools, webinars, and other platforms.

¢ Follow-Up: Auto-generated briefing reminders with personalized successor emails
help keep in- person engagement on the rise.

Customer Self-Service: Self-service tools such as online catalogues, FAQs and
chatbots run in parallel with salesperson support.

How Face-to-Face Complements Digital Selling

¢ Relationship Building: People buy from people, particularly if you’re selling something
high-value or complex.

¢ Tailoring: The physical stores are adaptive and can morph as the customers interact
with the landscape.

¢ Advocacy development: Contacts formed on social or at off-site meetings will carry
over into the virtual world, but it’s just more fun in person.

8.6.2 Challenges and Best Practices of Hybrid Models
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Indeed, hybrid selling has its own set of challenges. To align digital efficiency with
personal engagement, planning and training are needed — but also the proper
technology.

Challenges of Hybrid Selling

Hybrid Selling Has Hurdles, Too Of course hybrid sellingisn’t a perfect solution. And
the digital side that as productive as personal interaction takes planning, training and
the right technology.

Challenges of Hybrid Selling

Tech and Process Integration: Digital ecosystems may also sit in silos to the old sales
funnel, which can prove a fragmented journey for the customer.

Flexibility in sales team: Not all people are natural seller on both digital and face to fact
level, this gap of performance is a challenge.

Customer Priority: Some people can’t stand being all digital; others hate having to
transact in the real world. The balance is tricky.

Message consistency: Not paying attention, more than one channel may cause mixed
messages.

Resource allocation: It is not obvious where to invest between digital vs physical
presence.

Making Hybrid Selling Work: Best Practices

e ¢ Customer-driven approach: Sale’s approaches must derive from customer needs
and virgin feedback statistically that can be displayed in surveys.

¢ Sales Team Training: They need to be training sales teams on digital communication
skills (virtual presentation, video etiquette), and how to communicate one-on-one in
person, face-to-face.

¢ Technology adoption: Committing to technologies such as fully integrated CRM and
automation help in capturing and syncing both online and offline touchpoints.

¢ Clear Channel Strategies: Determine which part of the sales process fit best for
digital versus in person. Therefore, lead generation can happen online but there are
cases where interactions face-to-face will work better.

e Same Experience: There should be no quality difference between the form in which
customers are interacted with and how you address them from channel to channel.

8.6.3 Future of Hybrid Selling
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Technology, evolving customer expectations and the ever more-muddled world of
business are driving future hybrid selling. Hybrids will remain the focus in sales as the
digital tsunami continues to rise.

Technological Advances

¢ Al and Data Analytics: The hybrid selling of the future will be Al-centric — from
predicting needs, personalizing interactions, to mundane tasks being handled by
machines.

e Omnichannel Integration: They also are demanding a “seamlessly connected” online
and in-person experience, facilitated by sophisticated CRM platforms.

Customer Expectations

* In a post-vaccination era, customers are going to want flexibility and they will expect
their sales forces to be tuned into both virtual and in-person interaction.

e Trust still matters for a lot, which is why hybrid-selling needs to find the intersection
between automation and human empathy.

e Speed and convenience will be table stakes—and require digital-first touchpoints
— though individual reassurance will always go a long way.
Organizational Shifts

¢ Organizations will invest in blended sales training, combining digital and human skills
among their salespeople.

e Sales organizations will be structured with digital sales teams specialized to
complement field reps of the past.

¢ Globalization will drive hybrid selling even more, as overseas customers may prefer
digital interactions but still need to visitin person sometimes.

Extended Elaboration

* The hybrid sale will be accepted as the model, and it will be builtinto company
culture.

¢ Firms that resist hybrid models may fall behind competitors that offer more flexible
arrangements for engaging.

* personalization at scale continues to grow in the future due to Al-driven insights that
promote individualised canvassing both online and offline.

*Pressed | Heat check Selling with a purpose as we return to businessTravel continues
its steady decline yet remains one of the most significant contributors to environmental
waste, which is wholly unsupported by new regulations or mandates.
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8.7 Summary

w Social selling uses platforms such as LinkedlIn, Instagram and WhatsApp to develop
relationships and generate sales.

https://www.linkedin.com 5) LinkedIn -#1 B2B Selling platform...Credibility, content
and networking are all very important here.

w Instagram is about visual story-telling, influencer outreach and shoppable posts
mainly for B2C selling.

@ WhatsApp facilitates individualized and direct interpersonal communication which
further cements trust and continuation care.

w Digital lead generation takes advantage of SEO, PPC, social media and webinars to
pullin leads.

@ Authority is built and customer data extracted via content marketing and lead
magnets.

@ Nurture prospects with email campaigns, retargeting, and automation till the time
they become a convertible lead.

w CRM integrations and sales pipeline software such as Salesforce, Zoho CRM (you
van also check the Top 10 Best Project Management Tools) and HubSpot flow ferrero
automated management of data and reporting.

w Sales automation eliminates repeated processes and hence, improves efficiency
and the customer experience.

@ Models of sellingin electronic commerce are marketplaces such as Amazon,
Flipkart, B2C platforms etc.

@ Al and chatbots can be used to assist customer engagement with the help of real-
time support, lead qualification, personalized responses.

w Hybrid selling transforms the digital-enabled convenience and face-to-face
relationship-building, further defining the new approach to the world of sales.

8.8 Key Terms

Social Selling —The practice of leveraging social media to interact directly with clients,
and push products.

Lead Magnet: A 180 A usefulresource thatis made available to the customer in
exchange for information.

CRM (Customer Relationship Management) — Software ortechnology used to manage
a company's customer data and interactions.
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Sales Automation — Solution that allows sales process to be automated for
effectiveness of work.

Marketplace Model -With this e-commerce model, third-party sellers list their
products on online platforms.

Direct-to-Consumer (D2C) - Brands that sell directly to consumers rather than through
third parties.

Chatbots - Al-driven interactive assets that engage with consumers on the fly.

Personalization — Modifying sales conversation with customers according tothe dataa
business has on them and their behavior.

Fusion shopping — A blend of digital interaction paired with physical buys.
Predictive Analytics — Al-enabled predictions on what customers willdo and like.

Omnichannel - A sales technique that combines online and offline aspects in an
integrated way.

Engagement - Interactions of trust and loyalty in your purchase process.

8.9 Descriptive Questions

What's LinkedIn social selling? How does it help B2B salespeople?

Explain value of content marketing and lead magnets in generating digital leads.

Why is CRM useful for the sales, marketing and customer service team collaboration?
Discuss the pros and cons of selling in Amazon or Flipkart marketplaces.

Explain what is the impact of Al and chatbots on today's sales rep engagement.

What are the biggest obstacles for hybrid selling and how can companies overcome
them?

Weigh the benefits between direct-to-your-customer selling and marketplace models.

What is the role of personalization and predictive analytics for customer experience in
digital sales?
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Answers to Knowledge Check

Knowledge Check 1
1. b) Natural language processing
2. c) Al-powered

3. b) Qualify leads
4, b) Dynamic recommendations

5. b) Builds loyalty
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Unit 9: Introduction to Negotiation

Learning Objectives:

1. Define negotiation, and describe the realms and goals of negotiation in
business.

2. Compare and contrast negotiation, persuasion, and compromise indicating
when each is appropriate.

3. Recognize and examine different negotiatin styles and remember how to use
them in the professional context.

4. Assess when negotiation is not an option and agree on other avenues to take.

5. Evaluate the how essential negotiation is in establishing relationships, conflict
resolution, and business success.

6. Usethe concepts applied in negotiation cases and business simulations.

7. Theories and practice of negotiation in different settings where legal rights are at
stake; emphasis on developing analytic skills to decide which negotiating
approach is likely to be most effective in a given situation.

Content

9.0 Introductory Caselet

9.1 Definition, Scope, and Objectives of Negotiation
9.2 Negotiation vs. Persuasion vs. Compromise

9.3 Types of Negotiations

9.4 Situations Where Negotiation is Not Possible
9.5 Importance of Negotiation in Business

9.6 Summary

9.7 Key Terms

9.8 Descriptive Questions

9.9 References
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9.10 Case Study

9.0 Introductory Caselet

“Negotiating Beyond Numbers”

Ananya Gupta, a senior sales manager at a manufacturing company, had been asked to
close a deal with a major retail chain. The agreement was significant because it
offered long-term revenue and increased brand exposure. However, challenges arose
quickly. The retail chain was demanding deep discounts, longer credit periods and
logistics support for free.

Ananya realised, this wasn’t just about the price and deals but a larger universe that
included value, trust and long-term relationships as well. Not to reject the demands
outright, but to stage, very carefully. She laid out the retail chain’s priorities and what
her firm could offer, then offered nonmoney concessions — promotion, flexible point-
of-sale delivery.

Ananya’s rhetoric was purposeful, tactical and a mix of persuasion and compromise at
the beginning of the negotiations. Her company’s product, she argued, would be higher
quality and more reliable, with the retailer’s risks of making mistakes handling it
reduced in order to persuade them that cost was not the only dimension by which they
should assess value. She was, at the same time, open on delivery but a “firm no” on
unprofitable discounts.

The exchange went on for several sessions, and occasionally the captive would be
brought to it. But — Ananya’s businesslike demeanor and demand for reciprocity
helped keep the conversations together, in a way. The sides eventually compromised —
modest discounts plus promotional support from the retailer. “For me it wasn’t a win-
lose, it was win-win and something positive.”

This case tells us that negotiation is much, much more than about price. It takes
homework, an awareness of one’s own needs, emotional intelligence and
understanding of what can be compromised and what cannot. The art of the
successful negotiation is often a game where the sides give and take, allowing one to be
tough and practical but protect long-term interests.

Critical Thinking Question

If you were sitting in Ananya’s shoes assessing what to let go in and what to hold out of
your final agreement, which elements would you be most willing to compromise on,
knowing the agreement must endure for the long-term benefit of your company?
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9.1 Whatis to be intents and purpose of Negotiation?
9.1.1 Meaning and Definition of Negotiation

Dialog the art and science of negotiation Negotiation is an organization, a dialogue by
which two or more parties try to reach agreement. Its not just a conversation on price
or contracts - it’s an intentional exchange of interests, positions and resolutions from
both sides. It usually requires persuasion, concessions and compromise in order to
come to an agreement that's satisfactory for all parties concerned.

Core Features of Negotiation

e Mutual Need: If the parties did not need anything from each other over which they will
negotiate, then they would have no reason to enter into negotiation.

¢ Conflict and Cooperation: Negotiation can be bornin conflict, but at the same time it
requires cooperation to address problems productively.

e Communication-Based: Good negotiations thrive on communication (verbal or not).
¢ Purposeful: By its nature, negotiation is not casual conversation.
Different Definitions by Scholars

e Some describe negotiation as “a process in which two or more parties exchange
ideas, proposals etc. to reach agreement on matters of mutual interest.”

* For others, it is “a process of give-and-take where both sides make concessions in
order to achieve a fair settlement.”

e A wider view of negotiation is “an interpersonal decision-making process necessary
whenever we cannot achieve our objectives by ourselves.”

Negotiation is as much art as science.” The science is the formal, strategic procedures
of entering conversations, models and analytic instruments. Among human relations,
emotional intelligence and the ability to deal with changes in situations, thatis the real
art. Negotiation theory and practice is conducted all around us, from the fine art of
horse trading on a Texas ranch to the statecraft of diplomats in New York; from the
Secure Office of the President at 1600 Pennsylvania Avenue in Washington, DC to the
bargaining table of an exurban real estate development; and from contests involving
national labour relations or international regimes to those involving family members,
business partners, or athletes.

Additional Dimensions
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* Negotiation is situational, and outcome varies on context, culture and relationship.
¢ It tendsto be iterative, with rounds of talk and counterproposals.
¢ |t can’t be about finding perfect solutions for one side and bad ones for everyone else.

¢ A sense of power, fairness and trust is a significant factor in how people perceive and
engage in negotiation.

9.1.2 Scope of Negotiation in Business and Daily Life

What is the scope of
negotiation?

Business Scope Daily Life Scope

Focuses on achieving
organizational goals and
resolving conflicts in a
professional setting.

Emphasizes personal
interactions and reaching
mutually beneficial
agreements.

Cross-Cultural Scope

Addresses complexities in
negotiating across different
cultures.

Fig.9.1. Scope of Negotiation in Business and Daily Life

The old man of the deal goes far beyond the boardroom and international treaties.” |
then take the view that it is concerned with all aspects of human affairs because people
and organizations are constantly situated in predicaments that call upon negotiation,
influence and decision.

Scope in Business

¢ Sales and Contracts: Sales reps-sign customers up on the dotted line to buy some
volume of whatever a company makes at price Y + for delivery on date Z.

¢ Work and HR: The world of pretend is ... oh, about as much the world of work itis non-
world of work (sorry).

Purchasing and Supply Chain: Organizations bargain with suppliers on price, quality
specifications or long-term contracts.
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e Strategic Alliance: Mergers and alliances prompt delicate negotiations over who owns
Responsibility and portions of the pie.

¢ Clientinteraction: Hearing out complaints, re-negotiating service contracts or tailor
fitting solutions will require negotiations.

Scope in Daily Life
Scope in Daily Life

¢ Family Decisions: We make money decisions, vacation decisions or how we live our
lives by consensus.

e Community and Society: NIMBYs in the neighbourhood who seek to control
resources, services or policy.

¢ Children: Students bargain with each other about sharing the work or with teachers
about due dates on projects.

e Consumer Settings: Negotiating price at a marketplace, signing a lease agreement, or
inquiring about an upgrade of internet service are commonly occurring negotiations.

Cross-Cultural Scope

Negotiation styles differ across cultures. In some societies relationship is the first
priority and business second, in others business trumps all. This cultural aspectis what
makes the negotiation complex, one can say flexible and requires a cultural
awareness.

9.1.3 Objectives of Negotiation

Negotiation is never an open-ended affair in which everything is up for grabs; it has a
goal to which it naturally tends, and it conforms to strategies in terms of which
decisions are made. Specific goals vary, depending on the context in which itis applied,
but common core goals exist both in the business and personal life.

Primary Objectives
Agreement to agree The main aim here is agreeing the negotiable elements.

Value maximization: Each agent wants to maximize his value and make the other one
feel as if he max the maximum possible.

Relationships Last: The negotiation isn’t there to just solve a problem of the moment,
but to maintain or possibly strengthen a longterm relationship.

Resolve Conflict: to resolve conflict, instead of letting it develop but channeling it
toward productive conclusion.
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What Good Negotiation Can Do: The best negotiation seeks win-win outcomes in which
both sides feel they’ve achieved their best possible objectives.

Secondary Objectives

* Expectation-Setting: Negotiations offer us a reference point to which we can hold
each otherand ourselves, removing ambiguity or room for error.

¢ Trust: Trustis the cornerstone of any negotiation, by being transparent in negotiations
trust is established between parties.

e Exploring Alternatives: Parties might discover during the course of negotiation more
creative methods to address their needs than initially crossed their minds.

¢ Interest protection: We protect the ‘must have’ or the bottom-line.
Strategic Considerations in Objectives

* Benchmarks have to be achievable: If the goals are impossible, there is a risk of
deadlock.

* The team must agree which objectives are must-haves, nice-to-haves, and items that
can be negotiated.

¢ What you lose today can be more than compensated in the long term, especially if it
is a strategic partnership.

¢ Knowing exactly what is to be achieved gives a sense of purpose, allows negotiators
to keep on track while under pressure and eliminates uncertainties.

9.2 Negotiation vs. Persuasion vs. Compromise
9.2.1 Distinguishing Negotiation from Persuasion

Negotiation and persuasion are two terms that are frequently confused when we talk
aboutthem in general conversation, but they are not the same and they serve different
functions. Both are essential skill sets for life, business and leadership-but they’re
based on very different principles and practice in beneficially distinct ways.

Nature of Negotiation

Negotiation is a dialogue between two or more people or parties intended to reach a
beneficial outcome over one or more issues where a conflict exists with respect to at
least one of these issues. It’s almost always a give-and-take in which sides make
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concessions, float alternatives and try to balance objectives. All concerned wantto be
certain not just that a deal is achieved but that it is satisfactory for everyone involved.
Negotiation stems from mutual interdependence - each side requires something from
the other.

Nature of Persuasion

Persuasion, on the other hand, is about changing someone’s attitude, belief or
behavior. The goal of persuasion isn't always compromise, but rather to persuade
someone toward a point of view or decision. I'm talking of course of pathos, logos,
ethos, and rhetoric to align the other.

Key Differences

¢ Objective: Negotiation is about agreement; persuasion is about getting someone to
accept asingle idea.

* Process: Negotiation is a back-and-forth characterized by discussions, and offering
concessions; persuasion is more top down and leans on influence.

e Power Balance: Nl is negotiated between parties, PN assumes that one party has
more power than the other in terms of authority and trust.

* Result: Negotiation tends to lead to compromise or win-win solution, while
persuasion will tend result in one party coming around to see it your way.

Examples

* Negotiation In sales negotiation is when two companies are deterring price of
something or delivery; they are negotiating.

* A marketing advertisement that convinces customers to purchase a new product
reflects persuasion.

Extended Elaboration

* Negotiation is by nature mutually beneficial while persuasion if used un-ethically may
sometimes be manipulative.

¢ Persuasion is commonly employed in negotiation to achieve such objectives: 3. A
negotiator can convince the other side of the worth of the proposal before having to
give away anything.

Both involve strong communication skills, but balances is key to negotiation whilst
persuasion relies on influence and conviction.

* Negotiation is best in situations that are focused n long-term relationship
development, while persuasion will work best when speedy decisions or behavior
change is the goal.

Z"—.I turnltln Page 9 of 25 - Al Writing Submission Submission ID  trn:oid:::3618:127582067



z'l_.l turnitin  Page 10 of 25 - Al Writing Submission Submission ID _ trn:oid::3618:127582067

9.2.2 Difference between Negotiation and Compromise

Negotiation and compromise are not one in the same, but they are related. Although it
is often seen as a sacrifice made and agreement reached during negotiation, the two
can never be interchangeable. It's important to understand the difference so you can
use them appropriately in your professional and personal life.

Nature of Compromise

Compromise is a process of mutual give and take by which the parties try to address
their differences. Very often it means that neither side gets all of what they want but
both get enough to resolve the issue.

Compromise is hence about finding a middle ground, where both sides cede some of
their demands in order to achieve peace.

Nature of Negotiation

Negotiation, meanwhile, is the general way in which two or more parties hold
discussions, especially in order to make an agreement. And you know while necessarily
leading to compromise, negotiation can also yield win-win results, where all parties get
much of what they wanted without giving up too much.

Negotiation is about creativity and problem solving, while compromise involves settling
by mutual concessions.

Key Differences
* Process vs. Outcome: Negotiation is the process, compromise may be a result.

¢ Attention: When negotiating, one focuses on position and interest-based exploration
and option generation; compromise refers to the quick resolution of dispute through
scoring a quick middle by splitting positions.

¢ Satisfaction: There can be satisfaction for both sides in successful negotiating;
compromise often leaves both parties unsatisfied as a result of concessions.

¢ Innovation: Negotiations can inspire new ideas; compromise generally fractures what
is already there.

Examples

e Two firms negotiating a potential partnership may discover new areas of joint
endeavour which meet the needs of both and this is negotiation, win-win not lose-lose.
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¢ A couple who agree to take turns for a vacation destination, each receiving one of his
two choices — but neither getting the No. 1 pick for either is “a good trade-off,” Dr. Stone
said.

Extended Elaboration

e Compromise can be quicker, when time has run out, or less is at stake. It prioritizes
disposing of cases rapidly rather than doing it right.

e Compromise is tactical and compromises can be instantaneous. ® Negotiations take
time and strategy; compromise is often pragmatic, immediate.

e Overdependence on compromise can result in less-than-ideal decisions, and some
more creative solutions are missed.

e Compromise may be a way to sidestep conflict in business, but if it’s relied on too
heavily, long-term profitability can suffer.

9.2.3 When to Use Each Approach

Suddenly, negotiation, persuasion and compromise are not three different things. They
are not in competition with each other, but rather reflect different options that can be
selected as appropriate to the context, goals and relationships.

Itis very important to know when to use those in making decisions and resolving
conflicts.

When to Use Negotiation

Negotiation is best suited for situations in which the parties are interdependent and
wish to make a permanent agreement. It works (or not) in the complicated situations
with many variables — like contracts or and partnerships and labor arrangements,
where each has some stake in what they get and lose. Bargaining can be helpful when
the relationship is moving forward and you want to preserve it.

When to Use Persuasion

Persuasion is useful if one party already possesses some authority, credibility or
expertise, and you need them to do something or think some way without a lot of small
talk. So do the statements of political leaders, marketing messages and public
relations campaigns.

Valid for rapid decisions or speaking to massive audiences when two-way debate is
unfeasible.

When to Use Compromise
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Compromise is best employed when time is limited, stakes are middling or the parties
are stuck. It offers people a way to defuse conflicts and keep the peace, if not well.
Compromise is

especially applicable to family, community or workplace conflict where relationships
are being given precedence over results.

Interplay Between Approaches

¢ Negotiation frequently includes an element of persuasion. A negotiator may use
rhetoric to emphasize the positive aspects of his or her proposal.

* Reaching compromise is too often an outcome of “I-failed-to-negotiate” rather than as
a strategic alternative that gets you what you want.

¢ Talented practitioners frequently move back and forth between these modes, in
response to cues from the other side.

Extended Elaboration

* The success of either approach will vary by culture. For instance, some cultures
highly regard the use of compromise, while others stress assertive negotiation.

* The approach you take depends on your emotional intelligence. By reading the other
side’s priorities, emotions, and willingness to cooperate you can choose between
negotiation, persuasion or compromise.”

e Hybrid strategies are common. A corporate executive might convince employees to
embrace changes around the company, drive a hard bargain with organized labor and
work out schedules that would at least partially satisfy different interests.

30¢ The decision ultimately depends on balancing long-term objectives with short-term
requirements and the specific strengths and limitations of each approach.

9.3 Types of Negotiations
9.3.1 Distributive Negotiation (Win-Lose)

The most common style of negotiation is known as distributive, or a “win-lose,”
variation in which one party’s gain is directly penalized by the other party. It usually
happens when there is a limited resource, like money, property or time that the parties
need to divide. The bargaining process tends naturally to the competitive side as there
is no way in which the resource can be enlarged.

Characteristics of Distributive Negotiation

¢ Fixed Pie Thinking: They believe that resources are fixed and limited, therefore the
more one has, the less the other will be able to get.
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e Narrow Focus: The intention is to have an instant success rather than being
concerned with long term relationships.

e Character: Parties tend to perceive one another as adversaries rather than partners.

¢ Information management: Failing to provide information, or exaggerating claims for
gain.

Examples

* Buying a car when the buyer wants to pay as little as possible and the seller wants to
charge as much as possible.

e Haggling over pay for a single freelance assignment, in which there’s little opportunity
to work together beyond getting the deal done.

Strategies Used in Distributive Negotiation
¢ Vesting: Establishing a high or low opening bid to affect the bargaining range.

e Concessions: Slowly giving away small points to look accommodating while
preserving key interests.

* BATNA (Best Alternative to a Negotiated Agreement): The development of alternatives
assures the negotiator that he is not locked into terms.

9.3.2 Integrative Negotiation (Win-Win)

The aim is integrative or “collaborative” negotiation: a process that creates value so
everyone at the table gets its needs met. While distributive negotiation assumes there is
a fixed amount of value (a "fixed pie") to be divided between the parties, integrative
negotiation often attempts to create value in the course of the negotiation ("expand the

pie").

* Double Win or Mutual Gains: Both parties end up as winners.

¢ Alliances: Parties cooperate, rather than compete against one another.

* Trust and Transparency: Open book will breed trust.

¢ Interests Versus Positions — Rather than digging in with unbending positions, the
process leads to a discovery of underlying needs.
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Examples

* Two companies coming together to grow as friends.

* A manager discussing with her team the possibility of flexible work hours as a means
to balance productivity and quality of life.

9.0.1 Multiparty Negotiations

Everything is relative Workings out among the parties or groups aren’t just between two
sides or perspectives, but among multiple. These are much more difficult negotiations
than the ones on one to one basis since coordinating, communicating and deal with
conflicts get harder.

Characteristics of Multiparty Negotiations
* Trade offs: There are trade-offs because each party might have conflicting interests.

¢ Coalition building: As small groups band together they increase their speed of social
change so as to aggregate way increasing each other's bargaining power.

e Complex Communication: Multiple voices and perspectives increase the risk of
miscommunication.

e Fluidity: There are potential spillovers between arrangements of two countries with
repercussions on others, so that change is constant.

Examples

¢ Negotiations for an international climate change pact between governments,
nongovernmental organizations and corporations.

* Business groups that are in talks with governments over infrastructure projects.
Challenges
* Agenda Management: Determining which issues to focus on can be controversial.

¢ Imbalanced power: Bigger or richer organisations might be able to dominate
discussions.

* Consensus: Usually, all parties must be willing to give a little in order to reach an
agreement.

Strategies Used in Multiparty Negotiations

e ¢ Solution: Creativity Identifying options that can be acceptable to all sides.
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¢ Transparency: Getting openness instead of “being let alone” — wehre truth is said.

¢ Evidence-based Leadership: Resolving conflicts based on what is known, not how
one feels.

Extended Elaboration

¢ Integrative negotiations have the most chance of creating powerful relationships that
last a long time because they are rooted in an incubator-like climate of trust and mutual
good will.

and that is slower than distributive negotiations because you have to allow time for
empathy.

¢ Realization of successful integrative outcomes necessitates an emotional
intelligence and cultural awareness that demonstrates the capacity to hear.

*|t’s good for both sides, and by that | don’t mean they each get everything they want
but rather the underlying interests of both are met.

9.0.2 Everyday Negotiations

But no such informal and regular negotiations of individuals (in daily life without the
structure provided by some business or political setting) exist in fact. They emphasize
that negotiation is an action anyone can pursue, not just high-powered executives or
diplomats.

Characteristics of Everyday Negotiations

* Casualness: Not casual as in, I-was-direct-messaging-my-friend-how-are-you-and-
accidentally-hit-send, but not everything has to be about trade-offs and decisions even
in text, if only for a chat.

¢ High Frequency, Low Stakes: The aims are not world-transforming, but they come and
come.

* Personal relationships: The other party is generally family, friends or co-workers.
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¢ Flexibility: Agreements are frequently won without entering into the strictures of a
formal procedure.

Examples

* Picking a destination with family members.

¢ Negotiating chores with roommates.

* Haggling with a vendorin atown market. Skills Used in Everyday Negotiations

e Listening Longer: The more you listen to the other person, the easier y’all can move
through it.

e Empathy: An understanding of feelings and relationships is essential to good flow.

* Problem-Solving: It’s when two sides are willing to bend that creative solutions tend
to arise.

¢ Conflict resolution: Arguments are addressed transparently and elegantly; you don’t
want a fight afterwards, after all.

9.4 Situations Where Negotiation is Not Possible
9.4.1 Legal or Regulatory Restrictions

There may be cases where negotiation is not possible since the issue is defined by
laws, statutes or regulations. In a world like that, the rule is law and there’s no real way
to change it, bend it or sit down at a table with somebody on the other side of it.

Nature of Legal Restrictions

Laws/regulations existto promote order, equity and conformity among industries /
societies. These laws are established by those in power and they ensure the people,
organizations, and communities are all kept safe. As laws are and can never be a
matter of negotiation, they have to be respected irrespective of one’s preferences or
business considerations.

Examples

e Color of law: Businesses need not be concerned with negotiating the terms under
which statutes will not apply. There may be arguments about disputes or clarifications,
but the obligation is not subject to bargaining.

¢ Kushandagum laws: The working minimum wage, the maximum number of hours to be
worked and safety standard are laid down by this law that an employer cannot bargain
below with his employee.
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e Environmental Compliance: Firms cannot compromise with emission
standards/disposal rules made by respective controlling authorities.

¢ [llegal Activities: Crimes such as theft and fraud (including corruption) can't be solved
by negotiation, for they are regulated by courts.

Why Legal Restrictions Block Negotiation

e Equality Before the Law: The law should treat everyone equally and not show any
preference.

e Security Equity Justice: It would be a bad idea to have negotiation as part of the law.

¢ Enforcement: The threat of fines, prison or a court-ordered share indicates that legal
responsibilities are not open to negotiation.

Extended Elaboration

* Even in cases of legal dispute where arbitration or mediation is an option, the system
they must operate within remains a legal one and cannot supersede statutory levels.

* Today’s companies can lobby for changes in laws or policies at a higher level, but
when it comes to day-to-day conduct, they are bound by the laws and regulations
currently on the books.

e Compliance regimes manage the operation and ensure all business practices
conform to legal requirements leaving no room for unauthorized negotiation.

* “Negotiate[ing]” legal obligations tends to resultin corruption, fines and reputational
harm.

9.4.2 Ethical or Moral Boundaries

Another category of not-negotiable is in the area of ethical or moral issues. Laws can
be decreed and enforced by the state, but ethics arise from social norms, culture
values or corporate mantra. These are benchmarks of what is acceptable or
unacceptable and in these cases flexibility or negotiation can breach basic trust or
integrity.

Nature of Ethical Restrictions
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Ethical limitations prohibit that people and entities do everything which is legal but not
ethical. Ethical considerations in many cases extend beyond legal obligation to promote
fairness, respect and accountability in the decision making process.

Examples

¢ Bribery and Corruption: A bribing of a supplier to obtain a contract is faced with the
challenge that ethical standards preclude bargaining on these conditions.

¢ Exploitation of Labor: Where laws are silent on some points, ethical business laws
stop the exploitation or underpayment of workers.

¢ False Advertising: If a company is trying to haggle with the customer about mandated
misleading information, then that's bad by default.

¢ Medical Practices: Doctors cannot negotiate standards of care that would put
patients’ lives at risk even if patients ask for it.

Why Ethical Boundaries Block Negotiation

-Trust/Reputation: Once the ethical comes in to play, trust is lost and long term value
worth much more than immediate gains.

* Expectations of Business Partners: Shareholders, employees and customers should
be able to expect that a company does business in an honest way.

e Social & Culture: Unethical activities impact society and destroy social peace.
Extended Elaboration

* Codes of Conduct are things within organizations that say what is right and wrong
ethically.

e Ethical leadership sets a tone and signals to employees that some boundaries should
not be crossed.

e Norms in corporate culture may differ among nations as to what is considered ethical,
but standards like integrity and fairness are universal.

* Negotiate — Ethics can even be a beacon in negotiation. Sometimes that is ethics,
that we all be fair and respectful.

9.4.3 Non-Negotiable Business Policies

Organizations also set up non-policy boundaries that are concrete along moral or legal
lines. These are the policies to be implemented for the sake of fairness, uniformity and
convenience. They set standards that you cannot bend for anyone without the
organization’s integrity suffering.

Nature of Business Policies
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Business policy is a guide for the promotion of enterprise activities. They minimize the
grey area and eliminate the risk of employees or managers playing it by ear. After such
policies are putin place, they are generally disseminated within the organization and it
is upheld for everyone across the board.

Examples

¢ Return and Refund Policies: It may be a store whose policy is “no returns after 30
days” that the customer cannot personally negotiate an exception to.

* Pricing Policies: Not all companies have the flexibility to revise prices on demand—
especially when they are fixed on products (and services, inthose industry sectors that
are regulated).

¢ Rules for Safety on the Job: Employees can’t trade safety inspections fora
convenience.

o RFE: 2N, EREINFRILERFIZEREF2—, MEMEAIFILFELIRMELD &
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Why Non-Negotiable Policies Exist

¢ Fairness Making exceptions will undermine customers’ or employees’ sense of the
impartiality.

¢ Risk Management: Policies are used to protect an organization from risks of a legal,
financial and/or a reputational nature.

* Operational efficiency: Processing single cases consumes time and material
resources, which are already deviated.

¢ Firm Image: Well- defined policies convey a professional and credible appearance to
the shareholders.

9.5 Importance of Negotiation in Business
9.5.1 Negotiation in Sales and Customer Relations

You know, sales negotiation is a central aspect of sales and one that straddles the
distance between what customers desire and what they need. Sales, for instance, is a
continuous negotiation between what the company wants to bill this quarter and its
client wants in value. But what emerges from those discussions is not merely the terms
of the immediate transaction (what will customer and company give in exchange for
what they get), it’s also their long-term relationship.

Key Aspects in Sales Negotiation
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¢ Terms and Conditions: Terms of payment, delivery date, lead times, guarantees and
service levels can be bargained in most cases to allow enough room but still protect
your business.

* One -size -fits -all: There are many customers that want a custom solution.
Negotiation also allows companies to experiment with how much customization is
possible, as well as profitable.

9.5.2 Role of Negotiation in HR and Employee Relations

Negotiation also is equally important in HRM as it has the tendency to harmonize
organizational goal with that of employee welfare. Resolving HR disputes has to do with
your terms of employment, working conditions and resolving disputes that can hinder
morale, productivity and employee retention.

Key Areas of HR Negotiation

e Compensation and Benefits: There’s often the pay, bonus or benefits arrangement
with employees. Surely a decent HR negotiator would be fair to their staff and consider
budget and organisational makeup!

¢ Policies at Work: Manager-employee dialogues should be taking place about itinerant
hours, or remote work or leave policies.

* Creative Problem Solving: Negotiation can resolve disagreements between
employees and/or employees and management before resorting to formal
grievances/lawsuits.

¢ Union relations: In work settings with a union presence, collective bargaining refers to
the organized negotiation of conditions of employment (such as hours of work, wages
and benefits) by an employer and a union.

Impact on Employee Relations

Negotiation gives employees the sense that they are being heard and appreciated,
enhancing employee engagement. When organizations sit down publicly and fairly, it
fosters trust in leadership and may be a marker of a healthy workplace culture. On the
other hand, unsuccessful negotiation has led to ill will and staff exit or industrial action.

Extended Elaboration

* Negotiation enables HR to help line staff build personal agendas together with
organisational ones by balancing productivity and satisfaction.

¢ |tis a systematic way of bringing about change (e.g. restructure or new technology)
without generating resistance.
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* Negotiating effectively with staff can stop the flow of talent — they are more likely to
remain if they feel valued.

e Empathy, listening skills and fair play: As a critical leadership toolin managing human
capital HR negotiation helps one to understand these personal relationship concepts
better.

9.5.3 Negotiation in Business Relationships: Partnering and Alliancing

Businesses create partnerships and alliances to achieve what they cannot be done by
themselves. Negotiation is a cornerstone in the formation of such alliances due to the
fact that it outlines who does what, how resources are apportioned, how profits are
divided and who takes responsibility for governance. The fate of many partnerships is
determined by the quality of discussions in the beginning.

Key Elements of Partnership Negotiation

¢ Defining Roles and Responsibilities: Business deals can set out the define role every
participant plays, such as money, knowledge/education, tech or market access.

¢ Fair PCRS (Profit and Risk sharing): Fair contracting eliminates short term exploits of
one- sided profiteering thatis not sustainable in the long run. PCRS.

¢ Intellectual Property and Confidentiality: Protecting & Sharing the IP- being able to
negotiate use of but also protections around your technology or that of another partner
is key in a tech/innovation-led partnership.

¢ Exit Strategies: Good dealmaking isn’t just about the present;it’s also about the
future, and how a company will eventually be dissolved or sold.

Importance in Alliances

By negotiating, it builds trust and promotes transparency with partners. And where
there are no clear deals, alliances can hit the rocks as partners squabble over what
they’re entitled to versus what they must bring to the table. Good negotiations is also
the basis for cooperation which allows partners to spend less time in their differences
and more together.

Extended Elaboration

* Partnerships can be mixed in culture, especially in international alliances.
Negotiation makes sure that these differences are honored and assimilated.

* Negotiation at an overarching strategic level allows smaller firms to establish the
terms which were enforced upon them by larger entities.

¢ Negotiation is a continuous process, as relationships develop with market changes
and agreements may need to be updated.
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e Skillful collaboration in alliances minimizes the chances of litigation and maximize the
likelihood that parties will achieve common goals.

Knowledge Check 1

Choose the correct option:

What is the primary function of negotiation in sales?
a) Maximizing profit

b) Building trust

c) Cutting costs

d) Closing fast

What HR category frequently becomes a structured negotiation?
a) Product pricing

b) Collective bargaining

c) Vendor contracts

d) Customer service

In partnerships, negotiation helps define:

a) Marketing ads

b) Roles and risks

c) Warehouse design

d) Product packaging

The results of bad HR negotiation:

a) More trust

b) Employee turnover

c) Higher sales

d) Stronger unions

Why are bargains so important in alliances?
a) Faster profits

b) Legal compliance

c) Transparency and trust
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d) Advertising reach
9.6 Summary

w Negotiation is an organized process in which two or more parties interact to resolves
conflicts, establish relationships, and make agreements.

wltis not persuasion, that focuses on modifying behavior or compromise which
stresses mutual concessions.

@ Negotiation types are: distributive (win-lose), integrative (win-win), multiparty and
everyday.

w Negotiation is not always feasible, particularly under legal constraints, ethical
restraints or non- nego! bushes policies.

w Good negotiation in Sales develop relationships with clients and trust as well as
value and profits.

@ HR- salary, working conditions, union contracts-negotiation impacts morale and
retention.

w Business partnerships and alliances are reliant on their ability to negotiate the
assignment of roles, responsibilities and risk-sharing terms.

(D)Not to engage in any conduct contrary to what constitutes good faith, fair dealing and
an equally open attitude in negotiations where the other party is justifiably relying on
this Clause;meet its obligations under contracts and agreements.

w Tripartite negotiations are complicated by the necessity for facilitation, coalition
management and consensus generation.

w Everyday dealings are the trainings for interpersonal skills and formal negotiations.

@ The true goals of negotiation are frequently the establishment of long-term
relationships and sustainable agreements.

w Effective negotiators are able to maintain a sense of firmness but are flexible in their
approach in order to reach win-win agreements.

9.7 Key Terms

Negotiation— A dialogue between two or more people or parties intended to reach a
beneficial outcome over one or more issues.

Persuasion — Convincing or influencing others’ beliefs or behaviors by means of logic,
emotion or authority.

Compromise — A settlement of differences in which each side makes concessions.
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Distributive Negotiation — This is a win-lose type of negotiation, where what one party
gains, the other loses.

Integrative Negotiation — A win-win approach in negotiating with the primary objective
of value creation for all entities.

Multiparty Negotiation — A prompt resolution of one or more issues that face
participants representing different groups with multiple and differing interests.

BATNA — Best Alternative to a Negotiated Agreement, the alternative if discussions fail.
Moral Limits — Moral constraints which limit what can and cannot be bargained.

Collective Bargaining — A formal HR discussion that involves and between employers,
and unions of employees.

Alliance Negotiation — Negotiating who does what and allocating resources in
alliances.

Definition: Conflict Resolution is the solution through win-win strategy by
negotiation;meeting between disputants with some agreed mediator to whom they
acknowledge,trust etc!

Win-Win —The result of a negotiation, positive goals are achieved by all the parties
involved.

9.8 Descriptive Questions
Define negotiation and describe how it is distinct from persuasion and compromise.

Explain what is meant by distributive, and integrative negotiations with relevant
examples.

Why are limits of law and morality considered not disputable in business cases?
Describe the significance of sales negotiation and client relationship management.
Discuss negotiation in HR, specifically employee relations and union negotiations.

What difficulties arise in multi-party negotiations and how can they be overcome
successfully?

Why is negotiation crucial to the longevity of business partnerships and alliances?
Talk about compromise as the reality that conclusions are built on.

9.9 References
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Answers to Knowledge Check

Knowledge Check 1

—

b) Building trust

b) Collective bargaining

)
b) Roles and risks
b) Employee turnover
)

A

c) Transparency and trust
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Unit 10: The Negotiation Process

Learning Objectives:

1. Considerthe importance of clear goals and objectives as preludes to
negotiation.

2. Compare negotiating styles, evaluate which style or combinations of style apply
for a situation.

3. Explain how research and data gathering affect the results of negotiation.

4. Offer negotiation tactics that includes the same number of firm and flexible
offers.

5. Look at possible closures, which result in final, lasting and mutually acceptable
arrangements.

6. Explainthe need for follow-up to maintain the relationship and secure
compliance after negotiation.

7. Putallthe phases of your negotiation into a model for lasting success!

Content

10.0 Introductory Caselet

10.1 Step 1: Setting Goals and Objectives

10.2 Step 2: Identifying Negotiation Styles

10.3 Step 3: Conducting Research and Gathering Data
10.4 Step 4: Bargaining and Exchanging Proposals
10.5 Step 5: Closing the Deal

10.6 Step 6: Post-Negotiation Follow-up

10.7 Summary

10.8 KeyTerms

10.9 Descriptive Questions
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10.10 References

10.11 Activity

10.0 Introductory Caselet

“Negotiating the Expansion Deal”

Rajat Malhotra, the business development chief of a medium-sized logistics company,
had been preparing to negotiate a partnership with the global e-commerce giant. It was
a big deal, one that would mean more business and international exposure. But Rajat
knew that loose negotiations, by not preparing properly to sit across the table in the
negotiation room, would not only cost him a deal but also even any other team will lose
their face amongst companies’ dignity.

He had some things he wanted to achieve from the relationship. The company could get
shipments on a basis prices that were fair and the chance for the business to grow
together.

The first thing Vince did when he started working with suppliers was to make a list of
what they had to do for it to work out well.

Rajat was more interested in having a relationship that would last a long time rather,
than just trying to make a quick profit.

Then he looked at how the other company handled negotiations. The team of this
person knew from before that talking to this person would be very argumentative. They
had to think of a way to respond to this person without being mean like they're. The
team did not want to fight in a bad way so they had to come up with a good plan to deal
with this person and what they say. The team wanted to stay calm and not be, like this
person who likes to argue and be combative.

Rajats work did not end there. He and a group of people did a lot of work on the research
side, which included getting information. They looked at what people were paying for
things what customers wanted how other companies were. The big problems, with the
global companys supply chain. Rajats company had a supply chain. With this
information Rajat could tell people that his company was reliable and would not cost
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much. He could sell the things about his company with confidence because he knew
about the reliability and cost of his company.

When the talks started the two sides began talking about what they wanted.

The company that lets you buy things online said it wanted to keep its prices low. Rajat
prattled on about how efficient his company is at delivering things to people when it’s
supposed to do that and how happy the people who buy from them are. Accepting what
the other side was looking to do instead, Rajat said maybe they could find some face-
saving ways for it all to come together. He recommended that they incrementally alter
the prices and offer rewards when things go well so both sides can feel good about
what was agreed to. The e-commerce company and Rajats company could both be
happy with this concept.

There was finally a deal when each side met in the middle.. Rajat did not settle there.
He made certain to check up after the negotiation. Rajat put everyone in writing
everything of the agreement. He organized a system to monitor what was going on, too.
It made things sound more professional.

It also made people feel better about working in the future. Rajat and the other side
were able to trust each other because of this. The agreement and the follow up made a
difference, in how people felt about the negotiation.

Negotiation is not something that happens once. Itis a process that takes time. You
have to get ready for it and be able to change your approach as you go. The thing to
remember about negotiation is that it is a process. Negotiation requires you to think
about what will happen in the run. Negotiation is, like a journey. You have to be prepared
forit.

Critical Thinking Question

Put yourself in Rajat’s shoes and describe how you might juggle the immediate need to
price competitively with the long-run goal of making your company profitable and
sustainable.

10.1 Step 1: Setting Goals and Objectives
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Achieving Success Through Goal Setting

4 Achieve Success
Realize the desired outcomes
through focused and aligned

fforte

elfort

sure goals are well-defined

and attainable

Recognize Importance

N

1 I understand Goals

Grasp the essence of clear goals
and their role in providing direction

Fig.10.1. Setting Goals and Objectives

10.1.1 Defining Clear Goals

Writing mandates is important when you are negotiating. If you do not know what you
want to achieve from the negotiation the person doing the negotiating will just talk about
things without a plan. This is like a boat that has no one to steer it. When you have goals,
you have a plan to follow. The negotiation goals help you decide what to do and what to
give up. The goals also help you figure out what to propose to the person. Negotiation
goals are like a map that shows you where you are going and how to get there. Clear
mandates and negotiation goals are essential, for a negotiation.

Nature of Clear Goals

As an end point in negotiation, a demand is not so much the price of something as it is
to what a party aspires and why that thing means something. It involves defining
quantifiable outputs (price, quantity, deadlines) and non-quantifiable ones
(relationships, reputation, trust). Clear goals also provide direction, so that even when
conditions become complicated (or adversarial), the negotiator does not lose his or her
bearings.

Importance of Goal Setting
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*Clarity of vision and confidence are really important. If one side of a discussion does
not have an idea of what they want and need then things can get confusing. The reason,
for this is that having a vision gives you strength. Clarity of vision is what makes you
confident. When you have clarity of vision and confidence you can really make things
happen.

* When we talk about something being Measurable, we are saying that the goals we set
are specific. This means that people who are negotiating can see how much they have
accomplished. They can do this by comparing what they have done to the standards
they decided on before they started. This is what Measurable is about it is, about being
able to see the progress of the goals that were set.

eStopping Short-termism: When people do not have goals they often agree to things that
look good now. Short-termism is actually bad for them, in the long run. This is why itis
so important to prevent Short-termism from happening.

¢ Getting rid of confusion: Goals help people who are negotiating to make their pointin
a way. This is because goals make it clear what the negotiators want to achieve so they
can present their case convincingly. The negotiators can then focus on what they want
which is to reach their goals. By doing this the negotiators can make a case, for what
they want and that is to get what they are trying to achieve their goals.

Techniques for Defining Goals

*The SMART Goals: Specific, Measurable, Achievable, Relevant, and Time-bound. For
instance, “cut the cost of supplies by 10% in the first year” is more powerful than
“reduce costs.”

*Means and Ends of distinction: Some people who negotiate do not understand that
what they are arguing about is not whether something will happen but Means and Ends
of distinction will determine how the negotiation will end. Means and Ends of distinction
could also just be steps to get to something important. For example getting out of a risky
situation, with Means and Ends of distinction.

eShortvs Long Term Goals/aims: Short term goals can involve immediate cost savings,
and long-term focus can concentrate on developing strong supplier relationships.

Extended Elaboration

¢ Both objective and organization strategy need to be considered at the same time and
negotiation cannot exist in avacuum independent of company vision.
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* Negotiators should identify negotiable essentials: essential goals (which cannot be
compromised) and aspirational goals, ideals that can be subject to some modification
or give on.

eGoals make us less anxious because they structure the unknown.

* They also enhance collaboration, because everybody on the negotiation team knows
what results are being pursued.

10.1.2 Establishing Priorities

Once goals are defined, the next step is prioritization. In the world of negotiation, not
all missions are equal, and few people get to have everything they want. Prioritization
ensures that negotiators focus on what matters most and also allows them to make
strategic trade-offs without losing sight of the bigger picture.

The Need for Priorities

Negotiation usually takes into account many variables, such as price, quality, time of
delivery, warranties. with others to be sure that all steps have been taken before
coming to a final decision on the resolution. Without priorities, negotiators could put
too much time into issues that don't matter or give away important goals .Priorities
establish a set of values, which in turn foster organized approach to decision-making.

How to Establish Priorities

* Require Wererat vs. Want Could: Requires x means that the listed objective must be
completed, and optional could trade line items.

*Ranking System: We can figure out the ranking by giving things a number or saying how
important they are like saying something is high, medium or low, in importance, which
helps us judge the ranking of the Ranking System.

* When we make a budget, we have to think about what's really important to us. We
have to decide what things we can give up so that we can get the things that matter
more to us. This is called making trade-offs. Budgeting for trade-offs is flexible because
we can change our minds about what's important and what is not. We can choose to
give up some things so that we can get things. This means that budgeting for trade-offs
is, about making choices and deciding what is worth sacrificing for the things that will
give us higher returns.
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¢ Internally alighed means that the team should be on the page. The negotiation team
needs to agree on the priority order so that everyone knows what is important. This way
the negotiation team can avoid sending signals and getting confused, about what they
want to achieve with the negotiation team. The negotiation team should make sure they
have a priority order that the entire negotiation team agrees on.

| think people will care more about having a stream of money coming in than getting a
few really big payments, with high profits. The stability of cash flow is what will be
valued, not the large-margin invoices. Having a cash flow is important because it means
you can always pay your bills on time.

*An employee negotiating with HR may value flexible hours over more lucrative
bonuses.

Extended Elaboration

* Priority is a great way to create value on the floor of groups, because if someone
knows what really matters most, it prevents a nice and tidy transactional splitin a
group about what will happen.

¢ It helps negotiators keep cool under pressure, since they have before them which
issues are worth fighting for and which can be let go of.

¢ Establishing priorities also prevents deadlocks. Separating nhon-core issues for
concessions allows negotiation to move forward when itis in danger of stalling.

¢ Priorities must remain dynamic. If those change — if, say, the market flips — then so
too might the pecking order of priorities.

10.1.3 Understanding BATNA (Best Alternative to a Negotiated Agreement)

The BATNA concept, introduced by Roger Fisher and William Ury in Getting to Yes, is a
core ingredient of successful negotiation. Itis the best possible outcome that a party
can expect when negotiating fails and an agreement cannot be reached. It offers a
reference point for assessing offers and can help negotiators refrain from accepting
bad ones.

Why BATNA Matters

¢ Empowerment: Having a BATNA imparts confidence at the table. When a deal fails to
meet more basic criteria, no negotiator is compelled to make it.
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e everage: A good BATNA provides negotiators with a position of strength since they
are not overly eager to make the deal.

¢ Decision making: BATNA is a negative standard of measure — we match proposals toit,
ensuring that our decisions are rational and not emotional.

¢ Risk Management: Knowledge is power and embarrassment, being aware of options
will prevent you from giving up too much just to “win” or avoid a loss.

Developing a BATNA

e Search for Alternatives: You may need new suppliers, customers, employers or
partners.

¢ Analyse Feasibility: Not all the alternatives can be possible to implement, perform a
judgement on costs, time and level of risk.

¢ Enhance BATNA: Build up alternatives prior to negotiating meeting in order to exert
pressure. For instance, many suppliers mean reliance on one less.

¢ Know the Other’s BATNA: How strong is your counterparty’s Best Alternative to a
Negotiated Agreement and where will it enable you to push them.

Examples

¢ Ajob candidate deliberating a salary offer could have another one in hand as a
BATNA, giving him or her power to decline unfair terms.

* When a company is in the process of bargaining with one of its suppliers, it can
improve its BATNA by creating alternative supplier capabilities.

Extended Elaboration

* BATNA must be real, not merely possible. Overstatement of alternatives can resultin
arrogance and broken deals.

¢ [f one’s BATNA is weak, negotiators have to concentrate on building relational and
persuasive power.

* Negotiations can sometimes uncover creative BATNAs, like other kinds of deals.

* BATNA is not“no deal” in negotiation, but instead the airbag that gives you clarity and
confidence for any final decision.
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10.2 Step 2: Identifying Negotiation Styles
10.2.1 Competitive (Win-Lose) Style

The competitive bargaining style, which is also called the win-lose approach is about
being forceful and taking charge. This style is used to get the deal possible for yourself.
The problem with this style is that it often means the other person gets a deal.When
people use this style they think that there is not enough to go so they try to get as much
as they can. They care more about getting what they want than about being friends with
the person. Competitive bar gainers like to win even if it means the other person loses.
They do not like to work to find a solution that is good for both parties. The competitive
bargaining style is, about getting the biggest piece of the pie and that is what
competitive bargains focus on.

Core Features of Competitive Style

eAggressive: Negotiators enjoy controlling the conversation, making non-negotiable
positions and deploying tactics such as anchoring.e Short term orientation: Interest in
short term gains rather than on long term relationships.

¢ Conflicting Styles: This style tends to result in confrontational environments which
make conflicts more likely.

e Power Dynamics: It feeds on when one party wants to exert power that it possesses.

Applications
e Salary negotiations when a one-time deal is being sealed.
* Buyer sided bargaining in procurement contracts with multiple suppliers.

¢ Conflict management when settlementis notan option.

Extended Elaboration

e Competitive negotiators use tactics such as bluffing, deadlines and high starting
offers.

¢ This style, although effective with short-term, distributive types of negotiation can be
very damaging to relationships and reputations.

e Competitiveness, in multicultural contexts can be misinterpreted as aggression which
is ineffective.
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e|t works well in relationships where feelings are not a factor and itis purely
transactional.

10.2.2 Collaborative (Win-Win) Style

The collaborative approach (also known as integrative negotiation) works towards a win-
win solution where both sides feel they are better off. In place of dissecting a pie, and
hacking it up, collaborative negotiators attempt to grow the pie by addressing common
interests, creating both-win solutions and fostering good relations. This approach veers
in the direction of transparency, communication and relationality.

Core Features of Collaborative Style
e|nterest Based: Focus on unexpressed needs not fixed positions.

e Data Exchange: People who are donors talk to each other. Share information and their
concerns, with each other the donors do this so the donors can understand things
better.

eCollaborative Decision Making is great. When people from two groups work together
and think about things at the same time they can come up with new and innovative
ideas, for Collaborative Decision Making. This is because Collaborative Decision Making
allows people to share their thoughts and work together to find solutions. Collaborative
Decision Making is very useful when you need to make decisions.

¢ Win-Win is about finding a solution that works for everyone. This means that the
objectives are developed based on the goals of all the stakeholders, including the
people who will be using the Applications. The idea is to make sure that all the
stakeholders have goals that are taken into account when the objectives are being
developed for the Applications. This way the Applications will be useful, for all the
stakeholders.

*\We need to work with companies that really care about taking care of the earth. These
business partnerships should focus on being good, for the planet not just making a lot
of money quickly. We are talking about collaboration business partnerships that put
sustainability first even if it means they do not make as much money right away.

eCapacity proximity: Combining capabilities through consolidation and Charing' of
resources and functionalities.

eConversations about flex-time schedules or working in teams on the job. Extended
Elaboration
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* Nobody really wants to talk about it. The truth is that it takes time and patience. The
problem is that people have to work to make decisions and over the years this process
has become weak. Itis all about negotiation, by committee. That has just gotten worse.

¢ This helps to stop problems from getting too big because the people involved are
working together for the reason, which is the discord and they do not want the discord
to get out of hand.

*To succeed people, need to have a lot of intelligence. They also need to be able to
understand others, which is called empathy. They have to be good at talking to people,
which means they have good communication skills. People who make it have all of
these things, emotional intelligence and good communication skills.

*\Working with others is one of the best strategies when faced with complex, multi- issue
scenarios.

10.2.3 Accommodative Style

The accommodative style is about putting the other persons needs first rather than your
own needs. It is about trust and nonviolence. You work with the other person for the
greater good of everyone including the accommodative style.The accommodative style
may involve making a settlement that's not good for you but it is good for the larger
interest or for harmony, which is very important, for the accommodative style.

Core Features of Accommodative Style
*Relationship-Driven: More the idea of securing relationships than of accruing perks.

*To compromise: Both sides give the other side some of what it wants, butin return
receives something thatis wanted.

e Peacemaker: Being in peace is more important and desired than reaching an
objective.

¢ Flexibility: Positive negotiators are often open-minded and empathetic.

Applications
¢ Resolving conflicts within family-owned businesses.
¢ Negotiations in which one party has much less power.

e Customer service cases where good will on your side is worth more than profit.
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Extended Elaboration

* An accommodative style is appropriate when the stakes or issues are small, and/or
relationships are extremely important.

* Excessive use of this style can result in being manipulated or feeling taken advantage
of, if the other party does not make concessions.

e [t works in cultures where relationships are more important than individual
advancement.

* There's also a threat, paradoxical as it sounds, made by those who believe
accommodation will cost Donald Trump a future election.

10.2.4 Avoiding Style

The evading style consists of either refusing to negotiate or postponing the negotiation.
Instead of facing things head on, avoiders will evade the discussions in the hope that
problems disappear by themselves or become less severe over time. It is a sense that
is often perceived as weak but good at times tactically.

* Weak Assertiveness: Negotiators fail to request what they want.

e Low Cooperativeness: They also are likely to avoid other people’s issues.

e Deferred: It’s not addressed, butitis deferred or punted down the road.

¢ Subsequent Risk: One risk resulting from avoidance is avoiding a fight now.
Applications

* When there’s flaring of emotion and a need to cool down.

* Whenitis petty, or not worth your time.

* \When one needs more facts before you can leap in.

* When the power imbalance is so lopsided that engaging serves no purpose.

10.2.5 Compromising Style
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The compromise form looks for a ground where both sides back down to reach an
agreement. This approach is practical. It prioritizes speed over getting everything just
right. Unlike collaboration, which's about finding a solution that works for everyone
compromise is about giving up some things so that the compromise can work. In a
compromise you have to let go of some things to reach an agreement with the side and
this is what makes the compromise different from the collaboration, where people work
together to find a creative solution that is a win, for the compromise.

Core Features of Compromising Style

e Middle Ground: When people talk about the ground they think that one side will give
up a little and the other side will get a little. This means that both sides of the ground will
have to compromise so the middle ground is a place where one side of the middle
ground does not get everything they want and the other side of the middle ground gets
something. The idea of the ground is that both sides are willing to give up something, on
the middle ground.

eCentral Assertiveness: negotiators are mid-range in competitive measures for their
side and the other.

*Trade-Offs: When we make a trade-off each side has to give up something it wants so
that the other side will give up something they want too and that way everyone gets a
little of what the trade-offsre which is what trade-offs are all, about.

*Quickness: Compromise is faster than collaboration. Applications

* \WWe have some problems, between workers and bosses that need to be fixed fast.
eCommunity negotiations requiring temporary solutions.

*Business agreements in which one side lacks the full bargaining power.

Extended Elaboration

e When time is short, a compromise is useful; protracted negotiations are infeasible.

e |t's particularly good for situations where something is somewhat important to you
but it's not worth conflict.

* Too much compromise can lead to disappointment when people feel like they’re
giving up too much.

|t frequently acts as a fallback when cooperation is impossible.

10.3 Step 3: Conducting Research and Gathering Data
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10.3.1 Assessing Market and Industry Conditions

Step 1: Know your industry and market It is important to know about the overall market
before goinginto a negotiation. This evaluation is at the base of a successful
negotiation bid, pushing you to market and challenge limits and keep your offer
consistent with the reality of the business today.

In fact, in the marketplace an informed negotiator has power in that he can back his
claim with evidence and anticipate his counterpart's moves.

Why Market Assessment Matters

Performance Benchmarks: This positioned to know how other, similarly-situated
companies benchmark against your performance - so you “know” you are not
overpaying or short-selling a deal.

* Dynamic Game Theory —There must be some measure of what moves the others
make and a plan for what secondary offers will be received on the other side.

* Trends and Innovations: An awareness of new upcoming technologies, customer
demands or stand-ards etc is vital to be sustainable over the long term.

e Power Balance: The balance of power within the industry may be identifiable, that is
whether one side has supremacy as in a monopoly by suppliers or dominance of
customers.

How to Assess Market Conditions

e Economic Indicators: Rates of inflation, currencies and level of public demand in the
vicinity that can affect terms of negotiation.

¢ Industry Reports: Sector specific issues cover, average pricing, opportunities and
risks.

e Competitive Insight: Have an advantage in negotiation by knowing who else playsin
the space and where they play.

e Consumer Sentiment: One can argue for quality, delivery or pricing flexibility by
observing the antics of consumers.

10.3.2 Understanding Opponent’s Interests

A good negotiation isn’t me whipping out my sword and defending what | want. Itis also
about getting the human being. | need to understand what they are coming from and
what is pushing them to desire things. What do they have to come away with from this
negotiation? I’ve got to think about what | need to get out of it, too. A great negotiation
is where both of us are happy. | have to learn how to live with what the other person
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wants and Still get what | want. This is what you call win-win negotiations. It’s finding a
way for both people to be happy with the outcome.

Now here’s the thing, most people do a lousy job when they negotiate and here’s what
happens: most negotiators now I’m talking about the people who are actually doing the
negotiation they just get it wrong. This is the issue with most people who negotiate.

People just don’t think of that side of things. They only do what they want. The other
side of things is also worth considering. Once people know the side of things they can
come up with a whole range of fun solutions that please everyone. Understanding the
side of things is necessary, for creative solutions that benefit all— and that’s what the
other side of things can do for people.

Why Opponent’s Interests Matter

* When you think about what the other person wants you can focus on giving in or
responding in a way that matters to them. This is really important because it helps you
figure out what to do when the other person is making requests. Knowing what the other
side values most is key to making decisions about what to give up or what to say back,
to them.

*Trade-Offs: When the Trade-Offs are considered, after figuring out what is important to
the Trade-Offs, people who are negotiating can give up things that're not very important
to them in order to get the things they really want from the Trade-Offs, which are more
important, to them.

* When people know what to expect from each other and they get what they expect it
makes them feel good about each other. Expectations are important because if the
expectations of both sides are met people start to like and trust each other more. This is
how goodwill grows between people.

* They don’tfeel like they are pitted against each other as opposed to last time. The
pointis what both sides expect. People who satisfy these expectations are the ones we
feel good about in the relationship.

¢ Deals That Work for Everyone: The basic concept of negotiation is toreach an
agreement that works for both the other person and you. Put another way, integrative
bargaining centers on making mutually beneficial deals in which everyone gets what
they seek. When we bargain, what we are really trying to do is find a way to make deals
where everyone wins, which is the essence of successful integrative bargaining.

How to Understand Opponent’s Interests

Do Your Homework About the Business: Investigate what the company does, including
its business model, finances and customers.
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* Public Statements: Use reports, press releases and interviews to understand what is
important to them. These things tell you where the companys strategic priorities lie.
The strategic priorities are the things they say in statements, like reports and press
releases and interviews.

e|ndicators: You should pay attention to. Watch the indicators. The indicators are the
tone and the pauses in the voice of the person you are talking to. The body language of
the person you are talking to is also an indicator. These indicators will show you what is
most important to the person you are talking to. The tone and the pauses in the voice of
the person you are talking to will tell you a lot, about the indicators. The indicators are
very important when you are talking to someone.

eSecond Hand Sources: When other people like colleagues, suppliers or customers
give you their opinion you can find out things that are notimmediately obvious. These
people can tell you about problems with something that you did not know about before.
This is because Second Hand Sources, like these people can share information that you
would not have thought of on your own, which's really helpful, in figuring out what is
going on with Second Hand Sources.

Examples

¢ A seller who wants a price may also care about other things, like how fast they get paid
or how long the contractis, for the sale.

eSome employees who are talking about their salary with their boss may think that
having work hours is more important to them, than how much money they make. They
really care about work hours and salary but sometimes the flexible work hours are what
matter most to these employees when they are negotiating their salary.

Extended Elaboration

* There is a difference between what people say they want and what they really need. A
job is something that people ask for like "l want a price". But an interest is the reason
why they want it like "l do not have a lot of money to spend my budget is really tight". The
job and the interest are two things, like, in this case the job is "l want a discount" and the
interestis "my budget is tight" because people need to save money.

e Knowing what the limits are helps you not expect much. Your competitor might not be
able to make a deal happen because of rules they have to follow. They might not have
enough money, orit could be that it is just not possible for them to do it. This is why
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understanding constraints is so important, for the competitor and it helps with
understanding constraints.

*Promoting an empathy for the opposing side through active listening can reveal
unspoken needs that are vital to successfully negotiating.

10.3.3 Collecting Evidence and Supporting Information

The best people at negotiating are the ones who use facts and the information that
comes from these facts. Facts are what prove things show that someone is right and
give them a starting point, for making proposals. If someone does not have evidence to
back up what they are saying and they do not come to the negotiation with a lot of good
information then they look like they are not prepared. When this happens the other
person can easily say no to what they're proposing. Negotiators need to have facts and
good information to make their proposals strong. Facts and data are what make
negotiations successful. Itis very important for negotiators to have these things.

Evidence for Use in Negotiation

o Numbers are important. They include things like statistics and money. These
things along with what's normal in the industry make proposals stronger. Numbers like
these give people a reason to listen to proposals, about the industry and its standards
and money.

o I think itis an idea to share some stories, about how our product has really
worked for people. We should tell people about the times when our product did a job
and made a big difference. This way people can see that our product is actually
effective and itis not something we say. We can use these stories to prove that our
productis good and that it can really help people. User Stories and Case Studies are
very important because they show people that our product is not something we talk
about but it is something that really works.

o Legislations and Regulations: Compliance requirements or legal norms are
source of texts.
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o Evidence-in-Use: Production performance reports, order delivery records,
customer satisfaction ratings all are evidence of reliability.

Why evidence matters to people is that it helps us figure out what is true and what is
not. Evidence is, like a clue that we can use to make decisions. When we have evidence
we can see things clearly.

Evidence matters because it gives us the information we need to know what to do. We
use evidence every day to make choices. For example when we are trying to decide
what to eat for breakfast we think about what we have eaten and what we like. This is
using evidence to make a decision.

There are reasons why evidence matters.

* It helps us learn things

* It helps us make choices

* |t helps us stay safe

Evidence matters to everyone no matter who they are or what they do. It is a part of our
lives. We should always try to find evidence before we make a decision. Evidence
matters because it helps us do the thing.

*The intelligence can really help the negotiators. They will appear professional. They will
seem trustworthy and credible too. The negotiators will look very good, with this
intelligence.

* When we separate ourselves from our emotions we can look at things clearly. This is
like a divorce, between the self and emotions. The self and emotions are no longer
connected. Data helps to make this separation happen. It turns emotions into facts that
we can talk about in an reasonable way. This means we use evidence to support what
we are saying than just letting our emotions control us. The self and Data work together
to create a conversation that is based on facts, not emotions.
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* When we talk about defensibility having detailed records is a good way to handle
people who are asking for things they do not really need. This is because defensibility is,
about being able to say no to people who are making unreasonable requests and having
these records helps with defensibility.

* Persuasion: Proof has the ability to persuade people. He can make very good
arguments that can even convince his stubborn enemies to agree with him and see
things from his point of view the power of persuasion that Proof has is really strong.

How to Collect Supporting Information

* The Inside Track: You have to look at things — your financials, performance
dashboards and what your teamis telling you — to get the information that will help
you make decisions. The financials and performance dashboards matter because they
provide you with numbers and facts. There is also the team feedback, which is very
important, since it lets you know what your team believes about how things are
working. And you have to bear all these things in mind — from the financials and the
dashboards of performance, team feedback — to see what is really going on.

¢ Qutside sources: If your pursuit is to make the message sound really credible, then
you would go with market research studies from companies who do such things or
studies that universities or even the government have done. This makes people trust
what you are saying about the message. The message can be rendered more believable
with the help of these outside sources, for which market research firms, academic
studies or government reports serve the purpose.

e Case Comparisons: We can learn a great deal from other similar negotiations,
namely, what worked and what didn't work, and apply these lessons and benchmarks to
cases of the Case Comparisons.

¢ Documentation: When we write something down we remember what it was that we
wrote. People can look up the documentation this way. Give them the information
when they’re talking about something. The documentation is more of a reference, a
place for people to go and make sure everyone is batting from the same page. Using
documentation, we capture information in clear reports.

“Activity: Negotiation Research Simulation”

People work together in groups. They pretend to be companies. They get ready to talk
things over. Both sides need to understand what is going on in the market. They have to
figure out what the other company probably wants. Then they have to gather facts to
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support their company the negotiation company and the case of the negotiation
company.People are supposed to write down what they found out in a report. This report
should have the information why they care about this and the technical facts that
support what they are doing. After everyone presents the teams practice negotiating
with each other to see how well they can use the research to support their arguments.
The research project is an example of how being prepared and finding good facts can
help people get what they want when they are negotiating.

10.4 Step 4: Bargaining and Proposals Exchange

The negotiation is actually a process of haggling. This is when you stop reading and
starttalking to the person. You have to speak up, and you have to try persuading the
person to change. The point of the negotiation process should be to strike an
agreement. People tend to think of negotiation as shouting and banging on the table.
Negotiation is something that you’re doing every single day, it’s how important decisions
get made. You need the ability to read them and be smart about how you treat them.
Negotiating is an art that demands flexibility and emotional intelligence. You have to be
good, in short, at negotiation to get what you want.

Core Techniques in Bargaining

J Anchoring is really important. One of the things you can do in a negotiation is to
start with an offer. This is called anchoring. Anchoring sets the stage for the
conversation that follows. It gives a background to the discussion, about the
negotiation. Anchoring is what people remember when they think about the negotiation.

When people talk about something it is interesting to see how things work out. For
example, if someone wants to sell something and they pick a high price it can affect
what the buyer thinks is a fair price even if the seller does not get that much money in
the end. The buyer starts to think that the high price is what the thing is really worth so
they do not mind paying a little less for the thing because they think the seller is still
getting a deal. This is what happens with sales negotiations and an aggressive listing
price, for the thing that is being sold. The aggressive listing price has a way of changing
the buyers expectations even if the seller does not actually get the high price they
wanted for the thing they are selling.

eFraming: The way we present our ideas is just as important as the ideas themselves.
Think about it when we talk about something how we say it can make a difference. For
instance, imagine a person who is negotiating a deal. They could say "this option is
going to cost you money".. Instead, they say "this option will save you more money in the
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long run". This is an example of framing, where the focus is on the value of the idea,
which is that it saves money over time. The idea of framing is, about presenting our
ideas in a way that makes them sound more appealing like this negotiator who is
focused on the value of the option.

*Mirroring and Active Listening: Paraphrasing the other side's points or saying them
back helps build rapport, show attentiveness, and find interests hidden behind center
positions.

¢ Silence as a Weapon: When you are muted at the point in the conversation when he
will attempt to fill that silence. They will start talking. May even cede some important
information or concessions. That's because the absence of sound can be a weapon. As
a weapon, the quietis quite sneaky. It works very well. To use silence as a weapon is
one way to gain the upper hand. The other thing is: silence, as a weapon, that's
something you can also use to your advantage.

¢ And if we do want to get somewhere, we don’t rush in. Instead: we should take
precautions and be cautious. This is because moving around helps us to be strong and
flexible all at once. As | see it, we can make at least two moves here: if one of them
backfires then another should work for us. Then we can properly make sure we are
moving towards it. You’re not always going to be able to change everything: and
radicalism isn’t \u0O007always the best way, sometimes you just have to baby-step it
and see what happens. Thatis goingto make us strong and flexible, but that’s
important, because we need to be able to move forward and achieve things.

* Package Problems: When you bundle stuff, you can run into issues. You may have to
settle for some trade-offs. This implies that you will lose something on one issue but
more than make it up on another issue which is a lot more important in the case of
Package Problems.

10.4.2 Making and Countering Offers

And when we speak of negotiations, offers matter, a lot of what they offer. They are
what cause things to exist. When there is still an offer people are just talking about
ideas.” When someone makes an offer, it manifests what they truly want. It sets
boundaries. Allows the other person to respond.

Counteroffers are also useful. They demonstrate thatsomeone is willing to
compromise. And they help you figure out what the other person is willing to do. They
may help nudge people toward a solution. They are offers and counteroffers, the way
any conversation is. They help people arrive at common ground thatis good for
everyone.

Making Offers
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e Clarity: ldeas should be clear to understand. They should have no words to trip over
later. Proposals should be clear so that everyone understands what the proposalis.
This is designed to prevent arguments over what a proposal actually means. The
proposal shall be simple and unambiguous.

¢ Confidence is really important. People believe you are serious when you're speakingin
a loud voice.. It's also good to modulate your speech somewhat and put some feeling
into what you're saying. That’s why the confidence sounds more a natural thing. You
don't sound uncertain about yourself. Confidence is everything, So you should try to
sound confident while speaking.

Option Reasoning: Because people get proof like what they normally pay or how well
something has been doing then the offer becomes more believable and trustable. That’s
because people can tell that the offer is backed up by some facts, like what’s going on in
the market or how something has previously been performing. The more evidence that
you have to substantiate an offer the more credible it becomes. This is why evidence,
such as market rates or performance history is so critical when making an offer — it
helps you build credibility and trust with the people to whom the offeris being made.

*\When to make a bid is very important. The company making the bid can time it to set
the anchor. Sometimes it is better for the company making the bid to wait for the target
company. This is a strategy because it gives the company making the bid time to get all
the information they need about the target company. The target company is the
company that the other company wants to buy. So waiting for the target company can
be anidea.

Countering Offers

eAgree to Disagree: Politely acknowledging the other side’s offer before rejecting it
maintains good feeling.

* There are options when it comes to counteroffers. Counteroffers do not have to be a
fight that goes back and forth. You may be able to restructure the terms of the counter
offers and bring the hidden value of the counter offers into light. The counteroffers can
be a thing if you look at them in the right way.

¢ Pushing Boundaries: When you wait you are really seeing how far you can go with your
partner and what your partner is actually willing to do. You are testing the boundaries of
your partner. Finding out what is possible, with your partner.
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¢ In Conclusion of That: You have to think about this something that looks like a deal
might not be that great if someone buys it immediately. The thing is, a good deal is only
good if you really need it and you should not rush into buying something just because it
seems cheap. A good deal, like this is not always what it seems. You have to be careful
when you see something that looks like a good deal.

The anchoring effect is one of those things that happens in our heads where the first
offer you hear sets a baseline for how we respond to any other offers thatthen come
after it. Good negotiators are aware of the anchoring effect and adjust forit. They have
strong offers, but they don’t appear too aggressive and the result is that when they
counteroffer, it makes it more legitimate and emphasizes that there’s this real deal here
and something is really at stake with the anchoring. This is the anchoring effect at work.

10.4.3 Using Concessions Strategically

The point of negotiations is to find out where there’s common ground. Concessions are
the actions a negotiator can exchange to get. These concessions can be admissions.
Now admissions are often perceived as Achilles heels or weaknesses. If you use them
in the correct way, they have a lot of power. “Good negotiators will tell you that when
you do give, that’s not just something to throw around the room,” she said. You will do it
in a way that gets you something, right? Compromises are a part of that. What you
have to do is compromise in a way that seems like a trade. The idea is to find common
ground with the other person, and concessions may serve that purpose.

Principles of Strategic Concessions

Be sure to plan out your concessions. Concessions are not something you make up on
the fly.

There’s a way to think about concessions the way you think about game plan. You need
to know what concessions you’re willing to make and when.

Concessions should be thoughtfully and carefully crafted. That’s because concessions
can matter, in terms of the results of stuff.

So concessions should be. Not just improvised. This means spending time considering
what you can give up and how you want to actoniit.

Concessions are important. That’s how they need to be addressed, planned not ad
hoc.

e Tit-for-Tat Reciprocity: We give to others because we want something from them. This
is the so-called Conditional Reciprocity. Itis, like a trade. We do something for the
person and we get somethingin return. (You can see this in the quantity of orders we
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get not the size of things we "sell". Its the number of orders that really counts with
Conditional Reciprocity.

*Baby Steps: When we make concessions they add up and show that we are serious.
This gives us something to hold on to. That is a good thing. We can look at Baby Steps.
See that they are all, about making small changes that help us move forward with Baby
Steps.

eShowing You Are Willing To Make Sacrifices: When you make sacrifices a big deal that
shows you are serious about something. It makes the other person want to do
something for you too. Making sacrifices is a thing because it shows that you are really
committed to something. When you show that making sacrifices is important to you it
makes the other person think that you are a person who is willing to make an effort. This
is why making sacrifices is so important it shows that you are willing to give up
something for the sake of something, like a relationship or a goal and that is what makes
sacrifices so meaningful.

Types of Concessions

eEconomic: Slashing expenditures; lengthening payment dates or discounts.

*Non-Cash Offer gives some bonuses like getting your things shipped really fast or
having excellent support, from the people who sold it to you or even getting a guarantee
that lasts a lot longer for the Non-Cash Offer.

e Symbolic things are like gestures that people do to make others happy. These are
things like recognizing when someone does something or giving them a small reward.
Symbolic gestures like this help to build goodwill with the people around them.
Symbolic actions can really make a difference, in how people feel about each other.

Risks of Poor Concession Management

e Soft appearances mean that if you must give in a lot the other side will think they can
get a better deal from you. They will want to wait and see if they can get more from you
so they will hold out for a deal. This is because you are making a lot of concessions and
that makes them think they have the hand in the negotiation, which is, about the soft
appearances of the deal.

*The Streets of Concession are like one way streets. When we make concessions
without getting anything in return it is like a one-way street. The Concession Streets only
go one way. That is not good. We should be careful when we are on the Streets of
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Concession because unilateral concessions do not work well. The results of these
concessions are one-way results, which means they only benefit one side the
Concession Streets are not fair, to everyone.

*Trust Decay: When we accept things in a relationship that we used to think were not
okay it is a sign that the relationship is getting weaker. This is what | mean by Trust
Decay. Trust Decay happens when we start to accept items that were once not
negotiable. That is a big problem, for relationships. Trust Decay is an issue because it
means that we are letting things slide that we used to think were important and that can
hurt the relationship.

Extended Elaboration

¢ Good quality negotiators always have a small things they can give in on because they
want to keep things moving forward and make sure everyone stays happy, with the
negotiation. This way good quality negotiators can use these concessions to keep the
momentum going and the good will of the other person.

* Sometimes concessions are a way to shift the focus away from one thing and onto
something. This means that you give in on something that's not as important to you so
that you can get something thatis more important to concessions like concessions, in a
negotiation.

¢ Keeping track of what people have agreed to's really important because it helps both
sides recall what they said they would do. This way the people involved can avoid
disagreements on. Clear records of concessions are very useful, for this purpose as
they remind both parties of what was promised and this helps to prevent problems from
coming up in the future with concessions.

*\When negotiations are part of a long-term relationship, strategic concessions can be
as investments in goodwill to garner cooperation in future negotiations.

10.5 Step 5: Close the Deal
10.5.1 How to Recognize the Right Time to Close a Negotiation

While closing a deal should imply much more than just reaching an agreement, itis
essential to also know when to close a negotiation. Convincing the counterpartis not
the only challenge, as identifying the appropriate moment to terminate the talks is
equally as important. Hence, identifying this time is a matter of observation, intuition,
and experience. It can be stated that many negotiations fall apart not due to the
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disagreement. Still, the timing makes it to either close too quickly or late, allowing the
momentum to die.

The indicators of readiness may include:

e Convergence of interests. The parties’ preferences increasingly align and narrow,
which might indicate that the closing is forthcoming.

e Decrease in Resistance. The other part may become more amenable to receive
objections less preferably or decrease their impact.

¢ Repetition of points. When sides reiterate arguments rather than deliver new ones, it
often means that most of the topics have been addressed.

¢ Positive signals, such as nodding, an abated tone of the conversation, or expressions
of agreement.

There are several dangers to the poor timing of negotiations: closing too early can mean
that the counterpart moves away from a position of value, meaning additional benefits.
For example, settling for the first “fair” offer without examining alternatives is to
premature close. Simply, the delayed closure might imply that they become frustrated
with the prolonged talks, increase the expenses, or decrease goodwill. In some cases,
they may also attempt to retract some conditions that seemed favourable.

Strategies for recognizing the optimal moment also include:

¢ Trial closes include proposal of hypothetical conclusion: if we continue this course,
will you feel safe?

¢ Incremental agreements: completing minor issues makes the end negotiation easier.

¢ Reading emotions: they might offer clues on when to close, be it fatigue, relief, or
apparent satisfaction.

10.5.2 Techniques for Agreement Finalization

So what does it all mean, all this talking and negotiating. Is it actually going to turn into
something a commitment that people will stick to. The best deals are the ones where
both sidesre happy where everyone says yes and then walks away feeling good about
what they have agreed to. A good deal is one where people feel strong, about following
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through on their commitments, where they really mean to deliver on what they have
promised on the deal they have made.

Common Techniques

o The Summary Close: So we make sure to go over everything we have agreed on.
This way everyone knows what is going on. We are all, in agreement. The Summary
Close helps to prevent mistakes from happening because we all understand the thing.
We use The Summary Close to make sure The Summary Close really works for us.

* When you are being assumptive you act like you already have the deal. For example
you might say "We will deliver it how about week?" This way you are using the fact that
people like to keep moving to help you get what you want. The deal is the thing that's
important here and using this technique with the deal in mind can be very helpful, with
the deal.

o The Alternative Close: Offering the other side two favorable options with a follow-
up for each. For example, “Quarterly or monthly report?”

J The Balance Sheet Close: When you get the things and the bad things together it
can really help people see everything clearly. This can be a good thing, for The Balance
Sheet Close. ltis like The Balance Sheet Close gets a lot stronger when people look at
The Balance Sheet Close and understand it better.

¢ Conditional Close: This is when you take the deal if one or two things happen first.
Usually these are things that you cannot fix on your own with the resources and time you
have now. You need something to make the Conditional Close work. The Conditional
Close is, like a bridge that gets you to the closing but you have to meet those few
requirements first for the Conditional Close to happen.

Psychological Factors
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* Reassurances: People who have a stake in something often need to know that their
interests are being looked out for. When things are being finalized it should feel fair to
everyone involved. This is a time when we should all work together as partners. The
finalization process is, about being fair and working together in a partnership so all
stakeholders can feel reassured that their interests are protected.

o Developing Commitment: You are working on getting people to commit to
something by using language and talking about the good things that will happen in the
long run so they will want to sign up for Developing Commitment. This way you are
creating a sense of Developing Commitment that makes them feel like they are making
a decision.

"Making it Ours" is all about the person being a part of writing the rules or saying them
back to us, which is, like repeating the rules. When we do this we help the other person
feel like the rules are really theirs. This is how we get the other person to feel like they
own the rules. By doing this we are coaching the person to take ownership of the rules,
which is a big part of "Making it Ours".

10.5.3 Documenting the Agreement

When you write down a deal after it is established the deal becomes enforceable.
Everyone knows what they agreed to. The deal that is written down on paper is a fact. It
can never be disputed in the future. On the hand deals that are not written down can be
disputed and people may have different interpretations of the deal, which can lead to
arguments, over stupid things. Writing down a deal helps to avoid these kinds of
problems.

Importance of Documentation

¢ Legal Protections: The Legal Protections are really important because they help the
buyer and the seller. They keep the buyer and the seller safe from problems that might
come up with the Legal Protections in the future. This means that if the buyer and the
seller have any disagreements, about the Legal Protections they can use the law to
resolve their issues with the Legal Protections.
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o activity: This makes sure that everyone knows what we are talking about when
we use certain words. We want to make sure that everyone understands what sexual
activity means.

o Accountability: The plan has a list of things that people're responsible for and it
says when these things need to be done. This means that everyone who is part of the
plan will be held accountable for the things they are supposed to do and for meeting the
deadlines of the Accountability plan. The Accountability plan is very clear, about what's
expected of everyone.

¢ References: You can use these contracts for reference when you are negotiating
something or when you are checking on the performance of the contracts. This is really
helpful because it gives you something to look at when you are talking to someone,
about the contracts or when you are trying to figure out if the contracts are working like
they are supposed to. You can use the contracts as references to help you with this.

Elements of a Well Written Contract Documents

o People: “Who are the stakeholders?
o Scope of Agreement: Identifying the disputes settled and promises obtained.
o Conditions: Eg. price, timings, delivery dates, payment terms or any other

performance criteria.

o What If Things Go Wrong: This is where we talk about what happens if something
does not go as planned like if there are problems or if things get delayed or if we are not
sure about something with the project, such, as breaches, delays or things that're not
clear, which we can also call question marks.

J Signatures and Dates: Authorization, Consent and Legally binding. Best
Practices in Documentation
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* Precision is really important. We should not use words. Instead we should use
phrases that we can actually measure. This way precision is something that we can see
and track. That is what makes precision so useful. Precision is, about being clear and
exact and that is what we should aim for.

o The document needs to make sense. Not have any parts that disagree with each
other. We want the whole thing to be consistent and have no contradictions in the
document. This means that everything, in the document should work together and the
document should be free of contradictions.

* Review: People, on both sides should carefully go over everything. They should get
lawyers to look at it too if they need to.

¢ Division: We think that both parties should have a copy of the division, for their files.
The other party should get the copy of the division. This way both parties have the
division. They can refer to it when they need to. The division is important so we want to
make sure that both parties have the division and can use it.

Extended Elaboration

e Documentation should never be thought of just a standard operating procedure but it
is actually a part of the Documentation process itself the Documentation is what helps
us to understand and follow the steps of the Documentation.

¢ Digital contracts and e-signatures are really popular these days. They help get things
done quickly. At the time digital contracts and e-signatures keep everything legal. This is
very useful, for contracts and e-signatures.

¢. Written records are also important even if they are not formal like agreements you
make at work. Emails can help with this because they reduce the risk of people
misunderstanding what was said. This is especially true for things like workplace
agreements, where emails can provide a record of what was decided. Emails are a way
to make sure everyone is on the same page and that is why they are useful, for
workplace agreements and other important communications.
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o Regularly reviewing a contract to reflect any material changes is an effective way
to keep an agreement up to date and fair.

Knowledge Check 1

Choose the correct option:

"What is usually the signal to close?
a) New objections

b) Repetition of points

c) Raised conflict

d) Aggressive tone

Whatis assumptive close method?
a) Listing pros and cons

b) Acting as if agreed

c) Offering alternatives

d) Conditional signing

Why is it important to have parties document their agreement?
a) To create goodwill

b) To avoid disputes

c) To extend talks

d) To save time

What method for finalization class pros and cons to make sure decisions are made in
the right direction?

a) Summary close

b) Alternative close

c) Balance sheet close

d) Conditional close

What is the downside to opening too late?

a) Losing goodwill
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b) Leaving value unclaimed
c) Losing documentation

d) Extending negotiations

10.6 Step 6: Post-Negotiation Follow-up
10.6.1 Reviewing Performance and Objectives

Negotiations are not finished just because everyone agrees with a show of hands. The
performance review is an important part of what happens after negotiations. It helps
keep everyone on track to make changes and do what they said they would do. This is
the part where you go from having an agreement, on paper to actually doing what you
said you would do. You also need to think about what's going to happen next: Does this
deal really give you what you were promised?

Importance of Review

The company takes care to stay within the rules: when you do a deal with somebody,
you have to negotiate terms as in when you will need to deliver your goods how
frequently they are paid and what sort of service is owed. The company will regularly
check in to make sure it is doing what it said it would do, such as delivering the goods
on time and providing service. This is what we at the company call Compliance. The
Compliance rules matter, forthe company.

¢ Success Metrics: What You Value's What You Measure. When people negotiate they
need to see if the deal is really what the Success Metrics are all about. So if the Success
Metrics say that costs are the important thing then people have to check if the contract
actually helps save money with the Success Metrics in mind. The Success Metrics have
to show that the deal is good, for them and that is what matters with the Success
Metrics.

o Finding Problems In Agreements. Even when we think we have a deal there can

still be problems that we do not see. These problems can cause trouble on. We need to
look at the agreement again and make sure we find these problems so we can fix them.
We have to make these problems visible so we can make things right. The agreement is
not finished until we find and fix these problems. We must review the agreement
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carefully. Make sure everything is okay. Finding and fixing problems in the agreement
like loopholes is very important.

¢ Relationships- When we are upset then it is good to stay calm so that in our upset
state we do not harm the people whom we love and who are close to us like our friends
and family and this can be very important in preserving Relationships! It’s how we
handle our frustration in the moment that counts, and prevents Resentment and Trust
Damage in our Relationships.

Methods of Reviewing Objectives

*We rely on benchmarks such as cost savings, supply reliability and customer
satisfaction to help us see how well we are doing. These are the things that we use to
measure our performance, key performance indicators we might call them, such as
savings in cost and customer satisfaction.

* Reporting of Progress —We need to make certain that both sides are reporting in on
how they are doing. So we can all watch what is going on. Ensure that people are doing
what they stated they would do in the progress of progress reports.”

¢ Joint Reviews: When we have meetings with both sides it helps the people involved to
work together to solve the problems with Joint Reviews. This way Joint Reviews can
really help people find a solution that works for everyone, in the Joint Reviews process.

o Neutral Audits: When we have contracts or contracts that are hard to understand
we get a Neutral Audit from a third party to make sure everything is done correctly with
the Neutral Audits. This helps us with the Neutral Audits to see if we are following the
rules.

10.6.2 Maintaining Relationships After You Have Finished Negotiating

You have to keep working on the relationships you built during the negotiation process.
Maintaining relationships after negotiation is very important. This is because
negotiation is not a one time thing. You will probably have to negotiate with the people
again.
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Now what do you do to keep those relationships fresh. First, you must make sure you
do what you said you would do during the negotiation. If you do not, then the others will
not believe inyou. Keeping in touch after a negotiation is about trust.

You also must communicate with the people. Which means you have to talk to them
and meet with them. You’ve got to show them that you still value the rewarding
relationships you have established. It doesn’t work like that, negotiating then staying in
relationship is a lot of work to make it worth it, but it helps for future negotiations with
them.

Post negotiation, relationships are extremely critical, for business. It allows you to build
a reputation. You are more likely to want to do business with you when you have a
reputation. They more may be willingto bargain with you. That’s why relationships after
the negotiations are very important. Keeping relationships after you’ve negotiated is
something to consider.

“When we do a deal, the big mistake is to think that the deal — once you’ve, you know,
inked it and done everything that comes afteritis all something just to get worked out
later,” he said. And it is crucial to keep in touch with them after the transaction is
completed. This is a way to earn trust with those we’ve done the deal with. They will be
interested in doing business with us again.” We can also hire them for a while. Deal
making can be a good thing but only if we can remember those with whom we have
broken deals. The deal is important. Also important is the relationship we have with
those thatwe cut the deal, with.

Relationships matter a lot once we’re past the point where arguing with someone.
What relationships matter after we have dealt with one another? Because relationships
are what grease the wheels after the deal is sealed. We need relationships to frame
things while we are negotiating with someone and afterward, too.

Relationships matter because they help us to solve problems that come up after the
negotiation. When we have a relationship with someone we can talk to them and figure
out what to do when something goes wrong. Relationships also help us to build trust
with each other and trust is very important when we are working with someone.

Here are some reasons why relationships matter after negotiation:

* Relationships help us to communicate with each other better
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* Relationships help us to solve problems that come up

* Relationships help us to build trust with each other

* Relationships help us to work together smoothly

We should always think about relationships when we are negotiating with someone and
we should try to build relationships, with the people we negotiate with. Relationships
matter post-negotiation because they help us to achieve our goals and to be
successful. Relationships are what make things work. We need to take care of them.

* When a company does something for a customer after they buy something it creates a
good feeling. This good feeling shows that the company and the customer care about
each other and it is not about the customer buying something one time from the
company. The customer and the company are more than a one-time sale they are
important to each other. This is what we mean by a post-sale it generates goodwill,
between the customer and the company.

* Encourages Collaboration: Having a relationship with people really helps when you
need to solve problems at work. This is because you can talk to each other and figure
out what to do when you are doing your job. A good relationship makes it easier to work
together and find answers to problems. This is very important for people who work
together like, in an office. Collaboration is very important. It is good that decent
relationships help with this.

¢ This helps with Deals: When people know that you are good, at working with them
after a deal is done they feel safe and it makes them want to do business with you again
and it also makes other people want to work with you in the Future Deals.

¢ Less Conflict: When you have trust you do not fight much with the other person. You
are less likely to get into arguments with each other because you have trust. Trust helps
to reduce the number of fights you have, with the person, which is a good thing. You can
avoid a lot of problems when you have trust. That means you have Less Conflict.
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Ways to Maintain Relationships

¢ Staying Connected: You should make calls send emails or have meetings. This is a
way to show that you still care about something and want to be a part of it. Sending
calls, emails or meetings is important because it shows that you are still interested, in
Staying Connected and engaged with Staying Connected.

¢ Acknowledging Contributions: When you say thank you to the person for all their hard
work it makes them feel good. This is because people like to know that you value the
things they do. Saying thank you for the persons hard work is a nice thing to do. It makes
the other person feel happy. It is good for the relationship, with the other person.
Acknowledging Contributions is important because it shows that you care about the
persons feelings.

* Resolving Problems Diplomatically: When we resolve problems in a way it really helps
to build trust. Resolving problems diplomatically is very important. We should always
try to resolve problems because resolving problems diplomatically is the best way to
solve issues and make people happy.

o Offering a Helping Hand: When you do more than what you said you would do it
makes a difference. For example if you help someone with something or give them some
good advice it helps to make your relationship with them stronger. This is really good for
the bond between you and the other person. Offering a Helping Hand is, about doing
these little extra things that make a big difference.

10.6.3 Learning from Each Negotiation Experience

10.6.3 Learning from Each Negotiation Experience

Negotiations that do not work out are still useful. When people who negotiate think
about what they did they get better at negotiating and they come up with better plans.
This helps them when they have to negotiate. Negotiation is something that people can
learn from it is not something that happens once. Negotiations are a learning process
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because people can learn from their negotiations and get better at negotiating over
time.

Why Learning Matters

e Growth and improvement. We need to keep checking our Habits of mind to see what
we are good at and what we are not so good at. We have to find the gaps in our skills like
timing and persuasion and communication skills and things, like that. We need to work
on our Habits of mind to make them better.

o Better Strategies: When people who negotiate look at what's working and what is
not working they can think of better ways to negotiate in the future. They make
strategies, for the future negotiations by doing this. This helps the negotiators and the
negotiation process. The negotiation strategies get better because the negotiators are
always looking at the negotiation strategies and figuring out what to do.

o Avoiding Mistakes: When we record our mistakes we can make sure that the
same mistakes, with the recording mistakes will not happen again in the round of the
recording mistakes.

* When a company shares knowledge from one deal to the next it is creating something
called Institutional Knowledge. This is really good, for companies because it helps them
learn from what they did. Companies benefit from sharing knowledge across all the
deals they work on.

Methods of Learning from Negotiations

e Self-Reflection: | think about how | did asking myself if | met my goals. Did | really do
what | was supposed to do? | also wonder if | gave in easily. | mean did | give away much
of what | wanted? When | look back at my performance | ask myself these questions to
see what | can do better time. | want to know if | hit my targets and if | made the choices.
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¢ Debriefs: When the team talks after negotiating they get a lot of ideas about what
happened during the negotiation. The team discussions after the negotiation really help
them see the negotiation from different viewpoints and this is what makes the debriefs
so useful, for the negotiation team.

o You need to get really good at comparing things. When you look at how the other
people did in negotiations it can show you what works well in your industry. This is
called Comparative Analysis of negotiations. By doing a Comparative Analysis you can
see what the other side did during negotiations and use that as a standard to compare
yourself to the best, in the industry.

o Insights Tracking: Breaking out our insights into the negotiation log helps us to
track and manage which of our strategies are effective, and what we should do next.”

10.6 Summary

@ Guiding the discussion: By keeping our end objectives in mind, we can guide the
talks favorably for ourselves or our organization.

w Focusing suggests negotiators should focus on key priorities, while willing to trade-
offs in non-instrumental issues.

@ Knowing BATNA allows for best bargaining position and independent deal.

w Varying negotiation positions (competitive, collaborative, accommodative, avoiding
and compromising) which result in different strategies and results.

w Research — This can give you negotiating facts, makes the “Markets” and “Industry”
seem more real. Understanding what the other party wants will be instrumental in
designing win-win scenarios.

w Bargaining utilizes ploys such as Anchoring, Framing, and Silence to influence
negotiations.

w Strategic frames for making and responding to offers and counteroffers.
w Concessions must be considered, graded and timed to ensure progress.
@ Timing a close is important to avoid pre-term deals or late acceptance.

o The documentation should provide for clarity, legal enforceability and accountability
in deals concluded.
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w Post-negotiation follow-up—debiefing, relationship management and lesson
learning-contributes to long-term success.

10.7 Key Terms

© o N>

11

Setting Goals-Specifying what is to be achieved in negotiation.

Priority Ordering — Putting the most important goals in order of a hierarchies
priority ordering.

BATNA — Best Alternative to a Negotiated Agreement; what you get is talks
collapse.

Competitive Style -Win vs. lose orientation —Emphasis is on assertiveness and
control.

Cooperative Style — Strive for cooperation which can create a win-win situation.
Accommodative Style — Focuses on relationship and harmony over self interest.
Shunning style -- Walking away from or delaying talks to avoid conflict.
Compromise Fashion—The middle path arrived at through mutual concessions.
Anchoring — Establishing the initial offer as a reference point for subsequent
negotiations.

.Concession Tactics — The concessions that are planned in order to further

negotiations.

.Closing the Deal - Methods to help you obtain a verbal or written agreement.
12.

After-Action Review — Measure performance, results and lessons learned after
negotiation.

10.8 Descriptive Questions

1.

('U turnitin

Discuss on the significance of setting clear objectives and priorities before
negotiating.

Distinguish between competitive, collaborative and accommodative styles of
negotiation with illustrations.

How does BATNA help negotiators with power?

Explain the significance of market research and knowledge of opponent(s)
preferences to preparing for negotiation.

Discuss typical negotiating tactics and how effective they are in various
situations.

What is the importance of timing in closing negotiators, and what signals show
when itis time to close?

How does recording agreements help with accountability and future success?
Discuss the importance of post-negotiation follow up in maintaining
relationships and learning from experience.
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Answers to Knowledge Check

Knowledge Check 1

1. b) Repetition of points
2. b) Acting as if agreed
3. b) To avoid disputes

4, c) Balance sheet close

5. b) Leaving value unclaimed
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Unit 11: Communication Skills for Effective Negotiation

Learning Objectives:

1. Describe how verbal and non-verbal communication impact negotiations.

2. Use active listening and open-ended questions to discover interests and add
some clarity into what you negotiate about.

3. Show how to gain a connection and develop trust with others.

4. Read the body or emotional language to find subtext and intent.

5. Whatis therole of silence as a strategy to influence conversations and
outcomes?

6. Practice negotiation with communication strategies to be effective and gain
credibility.

7. Considerrole-play exercises to evaluate strengths and weaknesses in
negotiation communication.

Content

11.0 Introductory Caselet

11.1  Verbal and Non-verbal Communication in Negotiation
11.2 Active Listening and Questioning Techniques

11.3 Building Rapport and Trust

11.4 Reading Body Language and Emotional Cues

11.5 Importance of Silence in Negotiation

11.6  Summary

11.7 KeyTerms

11.8 Descriptive Questions

11.9 References

11.10 Role-play
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11.0 Introductory Caselet

“The Unspoken Signals”

At a big pharma/healthcare distributor negotiation, both sides sat down at the table
with clear positions. Although the distributor asked for a cheaper price to be
competitive in the market, they did not want to significantly reduce their margin and
make less money. Though the mood at first appeared frosty, many of the negotiations

)

advances were impelled not by what was said, but by unspoken signals.

For Ravi, the pharmaceutical company’s chief negotiator, there was more at his
disposal than just his scripted arguments. He observed speakers from the distributor
trading glances and leaning back whenever pricing came up, an indication of
discomfort and resistance. . Ravi, instead of pursuing why, stopped, strategically used
silence and shifted the conversation to quality assurance and long-term partnership.
Behavioral changes (leaned forward, nodded longer and more often, “softer” facial
expressions) suggested openness to content other than price.

While Ravi looked him in the eye, whispered gently in an attempt to render empathy
with his tongue. He would throw all of these very squishy questions in, then he would
trap the distributor to have to deliver more than just pricing — our schedule and how we
were going to get behind it. By being a listener and an acknowledger of those things,
Ravi helped build trust and establish a bridge so that the conversation could run both
ways.

“What really hit me is when Ravi started putting silence around a bundled offering.

At the beginning, the distributor had been incredibly nervous about this kind of thing,
and now it wasn’t so much saying no but often asking for a compromise. It also taught
me that good negotiation is not only about having a great argument but learning to
listen, read the non-verbal signals you're being given and taking your time etc.

Critical Thinking Question

If you were Ravi, how would you combine speaking persuasion with nonverbal and
silent persuasion to win without making a “deal” do it?

11.1  Verbal and Non-verbal Communication in Negotiation
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11.1.1 Role of Verbal Communication in Negotiation

Negotiations are based on verbal communication as they provide the most important
means for expressing needs, interests, and expectations. Communicationin a
negotiation simply isn't just talking, it's the ability to effectively state your case; askthe
right questions; to present evidence that convincingly supports; and refute (or at least
suppress) an opponent's arguments. Verbal communication is the process thata
listener judges on whether it was successful (i.e., constructive, confrontational, or
unproductive).

Clarity and Precision

One of the functions of speech is to provide clarity. Negotiators have to be particularly
careful with words that might be ambiguous, because unclear language can come
back to haunt us in misunderstandings or conflicts. Ability to clearly communicate
offers, counteroffers and conditions have these parties advancing towards a common
ground.

Persuasion and Influence

Verbal persuasion is a communication process, official negotiators deliver uppront
arguments in an effort to persuade the other side to agree with them. Telling stories,
justifying and selling benefits are verbal techniques that redirect attention from
positions to genuine underlying concerns. Intensity of usage: They know which
messages and levels of message intensity are most effective in promoting the
persuasion and reception episodic elements of a message.

Questioning Techniques

Questions are powerful verbal tools. An open-ended question invites discussion and
exposes motivation whereas closed questions test assumption or anchor detail.
Penetrating questions expose underlying issues, and clarifying questions help simplify
comments. Smart negotiators juggle various questioning styles to help them steer
conversations.

Managing Conflict Through Verbal Skills

Negotiations often involve disagreements. Orally, conflict is directed in a positive
manner. The process of depersonalization, appreciating the other party perspective and
transforming negatives into opportunities for success protects conflict from
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intensifying. For example, switching from adversarial language (“You are wrong”) to
cooperative terminology (“Let’s consider another perspective”) allows the negotiation
to remain constructive.

Extended Elaboration

* Being an effective communicator also means responding to verbal communication in
ways that demonstrate you are listening —including restating or summarizing the other
party’s message.

e Trustis built by using positive affirmations - such as emphasizing fairness or mutual
gain.

¢ Etiquette as a professional, cordial greetings and courtesies create the mood for
negotiations.

* The right choice of words and the formality of a language, cultural sensitivity in the
word choice can make or break an understanding.

11.1.2 Non-verbal Communication: Gestures, Posture, Tone

The “silent language” of negotiation is non-verbal communication. This can be non-
verbal communication, such as body language, facial expressions, gestures and
posture (including silence), butitis also the way we talk intonation, how fast we speak
or the noises we make. I’d like to point out that body language sometimes gives more
away than words, perhaps because they are feelings and intentions rather than literal
expressions at times.

Gestures

Gestures (e.g., hand movements, nods, or facial expressions) complement or
contradict verbal statements. For instance, a negotiator professing openness while
crossing arms conveys mixed messages. By nodding, tilting one’s head to the side,
and leaving both palms open add up to attentive and sincerity. Tapping fingers, failing to
look you in the eye, or fidgeting can tell you that this person is either impatient, not
interested or somewhat on edge.

Posture

When you sit up straight and are relaxed it shows that you are confident and open. This
is a thing because it tells people that you are professional and ready to work. On the
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hand if you lean back too much in your chair people might think that you are not
interested or that you think you are better than them. Sitting up straight is important
because it shows that you are serious about what you're doing. Good posture is
something that people notice about you. It can make a big difference, in how they think
of you.

On a Sunday Supplement it is worth noting that Sunday Supplement people should be
careful not to lean much with their upper body when they are in a low crouch position.
This can make them appear aggressive which is not a thing. Sunday Supplement is
about looking good and feeling good. When you have posture it shows that you are alert
and in charge which is what Sunday Supplement is all, about being alert and having
authority.

Tone of Voice

The way you say something is just as important as what you say. When you speakin an
level tone it shows that you are confident and mean what you say. On the hand if you
sound critical or like you are in a hurry it can make people think you are impatient or
annoyed.

Changing how loud you talk, how fast you talk and how you say things can really help get
your point across and keep people interested. For example if you talk in a tone when you
are discussing something serious it shows that you are being serious about the topic.

When you talk about things that can happen if you raise your tone it shows that you are
excited and optimistic, about these things. The tone of your voice is a part of how you
communicate with people and it can really help you get your message across.

Silence as a Non-verbal Tool

Silence is a powerful non-verbal signal, even if itis not well utilized. It provides a
moment to take stock, puts pressure on the other side and underscores the gravitas of
an offer. Silence used well is all about the ability to wait and control.

11.1.83 Aligning Verbal and Non-verbal Messages
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Persuasion and trust in negotiation require that verbal and non-verbal language are
congruent. When there is lack of verbal backup for action then reliance is more on the
nonverbal than verbal. When the facts do not align, it can raise doubts muddy matters
and may be a sign of dishonesty. On the other hand, when verbal and nonverbal cues
correspond, they support each other and message is stronger.

Why Alignment Matters

¢ Credibility: If a negotiator says, “I’m willing to engage,” but stares into space with his
or her arms crossed in front of their body, the message lacks any force. Calibration is
what makes the other person believe your false assumption.

¢ Building trust: Frequent talking generates a feeling of safety, particularly in more
established relationships.

¢ Power of Persuasion: Our ability to super-persuade, which we have in abundance in a
world where our message gets out-enforced over and over. So with all the smiles and
nudge-nudges about how of course everyone will need to get along, we can assume
there might actually be something to it.

¢ Confusing: Signals of nonaligned materials can be confusing. Because when there’s
less communication chaos and arguing, you’re on the same page.

Strategies for Achieving Alignment

¢ Get sloppy, seating-wise: Just as with slovenly dress, inattentive posture (the way
people sit and speak) matters to the negotiator — it reflects a lack of respect for the
situation.

* Practice C Feedback: Video or role-play negotiations so that you can see when your
words are out of synch with your body language.

¢ Look out for Non-verbals- body language, eye contact and paraverbals (tone) delivered
on purpose by the client as a reflective match to the verbals.

e Agreement in the crucible: It’s when times are tough that you figure out if you’re on
the same page. The virtue of the discipline is to be fixed in word as well as in act.

Extended Elaboration

11.2 Active Listening and Questioning Techniques

11.2.1 Principles of Active Listening
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Listening is that, just Listening to it, similar to you hear the word. It’s the exercise of
listening, not only to what someone is saying, but how they are feeling — and it takes
time. When it comes to negotiation, active listening is crucial, as the negotiator can
uncover needs (interests), fears (what problems are perceived) and pave the way to his
or her counterpart brain.

Core Principles of Active Listening

e Listen: Listen — You can only listen if you hear. “No, it’s not in terms of what you have
to do and what you don’t have to do,” Ms. Ravaioli added, “but the fact that there is
something else which is generally a distraction — your phone, talking with someone —
and the right thing for the speaker would be to make available what he or she has to

»

say.

e Engagement: Listeners must signal they are engaged, with (again) nonverbal cues like
nodding and verbal ones like “l get that” or “That makes sense.”

e Empathy: It is not merely the message and emoting behind it as you know from active
listening. This feeling gives the negotiator the ability to regulate or control him/herself.

¢ Feed Forward: The listener gives their own feedback, they might reflect back what the
speaker has said or ask questions to clarify meaning.

Benefits in Negotiation

¢ Creates Trust: When the negotiator is a good listener, others appreciate and feel
respected.

¢ Finds Interests:A party’s true interests often are obscured beneath the layer of
positions. Active listening helps reveal these.

e Minimizes Misinterpretation: It saves one from jumping to conclusions at first glance.

* Promotes transparency — When people feel they are heard, they will provide more
information and negotiations may go smoother.

11.2.2 Types of Questions: Open, Closed, Probing
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Fig.11.1. Types of Questions: Open, Closed, Probing

The problem in understanding what orthodox people believe is not simply to listen to
their answers, butindeed also to ask good questions. Questions are a tool to direct
the conversation in negotiations, to gather information and to test how flexible the other
party is. The right interactive use of open, closed and probing questions enables
navigators to probe into issues and structure the conversation well.

Open Questions

Open-ended questions invite expansion and promote discussion. They are not the
kind of questions that can be answered “yes” or “no.” For example:

e “What’s a question you have about this proposal that has been keeping you up at
night?”

¢ “How will this relationship look in the future?

Exploring these sorts of questions reveals hidden desires, encourages engagementin a
conversation, and gains trust by being interested in what the other side has to say.

Closed Questions



