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Personal selling

I. Personal selling - is the art of selling, and because it is a face-to-face communication between a firm’s sales force and a potential buyer, it is also suitable for building valuable customer relationship. It has an important role in the last stages of the purchase decision process to influence the buyer in a credible way. Personal selling has a unique place in the promotion mix because the other promotional tools are non-personal communication devices. Personal selling is a process, not a single activity. 
II. Functions of personal sellers: Prospecting. Searching for new customers, Targeting. Deciding how to organise the sales process, Communicating. Communicating information in order to facilitate decision making, Selling. Approaching, presenting, answering questions, overcoming objections, carry out missionary strategies and closing sales. Servicing. Providing various services, consulting on problems. Information gathering. Conducting market research and doing intelligence work. Allocating. Deciding which customers will get scarce products during product shortages.

III. Types of personal sellers: According to Jobber, there are three types of personal sellers: order-takers respond to existing customers; order-creators do not directly receive orders as they negotiate with professional experts rather than buyers; order-getters attempt to persuade customers to place an order directly. 

IV. How can a company develop its PS strategy? 1,To set the objectives, 2. To decide on the budget, 3. To fix selling positions, 4. To determine the selling technique (prepared or canned presentation vs. the need satisfaction approach) 5. To plan the selling process, 6. To carry out the whole plan (to set up the system of agents, to share the job, the train the agents, to set the agents working domain, to list the potential customers, to determine the product to be sold) 7. To evaluate the sales force’ performances

V. Main steps in managing the sales force: 1. Recruiting and selecting representatives, 2. Training and supervising sales representatives, 3. Supervising sales reps, 4. Motivating sales representatives, 5. Evaluating sales representatives

VI. Advantages of personal selling: 1. More credible source of information then the other impersonal ‘Promotion’ elements. People are more open towards real-life sales raps than paid media messages. 2. It is flexible and interactive because the agent is aware of the buyers’ expectations and he can emphasise the product’s best features. 3. The customer can get a prompt answer to his question and the personal seller can get prompt feedback from the product and from his selling performance. 4. It is convincing if the sales representative has the so called salesmanship and he does his best to accomplish the company’s objectives. 5. The strategic personal selling decisions are always in harmony with the company’s whole marketing strategy planning, so it’s easy to implement. 6. Personal selling can easily be adjusted to the changing market conditions and to the competitors’ actions so sales representatives can quickly apply new alternative strategies. 7. Personal selling can lead to immediate purchasing and if it doesn’t lead to immediate actions, it can establish goodwill and it is appropriate for prosperous future business relations. 8. The geographical control units (such as cities or regions) can remain stable over a number of years. 9. If the sales person is paid a combination of salary and commission, he becomes highly motivated because the more he sells the more money he earns.

Disadvantages of personal selling: 1. The sales representative doesn’t own the product, the sell it on behalf of the company so the company has to take the whole risk. 2. Personal selling is one of the most expensive forms of promotion because the agent has travelling expenses, catering and occasionally accommodation expenses, telephone bills to be paid, training costs and business costs concerning the gifts and samples. 3. Sales representatives can reach only a very small segment of the market, which questions the effectiveness of his work. 4. If the personal seller makes a serious mistake, it can have a negative impression on the whole company’s image.  

VII. Requirements claimed to personal sellers
A successful sales agent is familiar with the product he sells, he participates in training courses and also self trains himself, he has excellent verbal and metacommunication skills and his behaviour matches the socially accepted norms. He is neatly dressed and he can work as a part of a team. He is self confident, honest, energetic, motivated, well-balanced, reliable, fair and loyal to the company. 
