THE PRACTICAL GUIDE
FOR
PROFESSIONAL SELLER
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PART (1)
INTRODUCTION IN MARKETING
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MARKETING

INDRODUCTION IN MARKETING
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A)Micro - Marketing is the performance of activities which seek to accomplish
an organization's objectives by anticipating client needs and directing a flow of need
-satisfying goods and services from producer to client.
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B)Macro — Marketing is a social process that directs an economy's flow of goods
and services from producers to consumers in a way that effectively matches supply
and demand and accomplishes the objectives of society.
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C)THE FUNCTIONS OF ORGANIZATION
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D)THE STRUCTURE OF MARKETING DEPARTMENT
Marketing
MANAGER
| R

Marketing Physical
Research Distribution
Manager Manager
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E)THE MARKETING MIX

Resources and
objectives of firm

Competitive
environment

Economic and
technological
environment

The
Marketing
Mix

Political and
Legal
environment

Cultural and
social
environment
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THE MARKETING MIX ELEMENTS

Product il
Distribution &
Promotion A
Price )
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PRODUCT : FIRST

Product is the satisfaction of needs offered by a firm.
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Product is more than just a physical thing.
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Product may be a service , goods or idea.
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The satisfaction of needs comes from the whole "product ".
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Features L 3l
Accessories laa L)
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Service i)
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B)Package Sl — <
Protection Llaal)
Promotion oA

The strategic importance of packaging * *
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1- New package means new "product"”. e mila el Saa B g
2- Protection.
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3- Information - instructions to the client.
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4- Lowering total distribution cost.
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Branding , Brand name , Trademark.
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1- Brand familiarity

2- Brand preference

3- Brand insistence

D)Product classification
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Consumer goods ARSI ALl Y
Industrial goods Agcliall ALl LY

A) Convenience goods.

Staples
Impulse goods
Emergency goods

B) Shopping goods

Durable goods

Fashion goods

C) Specialty goods
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Classification of consumer goods Based on customer buying behavior
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Classification of industrial goods
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A) Installations Al et i
Buildings (lad)
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B) Accessory equipment d3alal) 5 Al —o

C) Raw materials elsl\ A gl &
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Classification of goods

Major equipment

1) Consumer goods # 2) Industrial goods
| |
Convenience Shopping Specialty
Goods Goods Goods
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Durable Fashion

Goods Goods
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E) Life cycle of a typical product il 3la 3,90 -
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1- Product development i) gk LY
2- Market introduction (Bomall gilall agals. ¥
3- Market growth Bl gad .Y
4- Market maturity Tially (§ o) apdll) (ouad) g oguad . £
5- Sales decline Glasaall (alddl) Lo
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Product Life Cycle & Adoption
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Income

Introduction  growth maturity  decline

(giial) 3L 3 559)

Y



‘u.ﬂﬂ\

sall

z sl

Laldany)

Jaal

) B 90 ol

ot g Bl gl i 0

MATURITY DECLINE
dmo;tﬂn:«ﬁ 3:33‘0:";”)‘ zsall Als Ala e
i (@t aliany)
SALES Low GROWING FAST GROWING SLOWLY FALL
lagsa) akiia sl g by gai i)
PROFIT NO PEAK FALL NO
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CASH-FLOW
e NEGATIVE MEDIUM HIGH Low
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F)Product development process Zoiall gt dlee -z
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1- Product development objectives oiall ki (e calaal) e,
2- Idea generation -screening Jadilly o ghail) 5,88 ajaan. ¥
3- Concept testing skl aggdag b sdl L)y
4- Technical feasibility 44l Lalil) (o gilal) A& &y ghatil) A8 4y, ¢
5- Product testing skl aay milall jludle
6- Profitability analysis. () Aag ) Jadasin
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SECOND: Distribution/ Place
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B)Distribution channels for Consumer goods
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Price Third:
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B)Pricing Policies
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Leaderin

Price = cost + profit.
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Fourth: Promotion[]
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PART (2)

Personal Selling
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Chapter (1)

Basics of Selling
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ﬂ 1)Personal Selling definition 1

It's a process where by the sales person ascertains , activates , and satisfies the
needs or wants of the customer to the mutual benefit of both parties.
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Selling is:

* An Act: The act of persuading another person to do something when you do
not have or cannot exert power to force the person to do it.
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* A process: The process whereby the seller ascertains , activates and satisfies
the needs or wants of the buyer to the mutual and continuous benefits of both.

Jaall g cllgn eal) clalial g il Baad e Jaal : g guallly Ao 2! *
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*An Activity : The activity which affects the transfer of products or services from
one person to another for money , contrary for barter , in which the exchange of
products or services occurs without the use of money.
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ﬂ 2) Selling process steps 1

A Dkl gl Y

eobaad) e Adagieall AN Lass -
Determinate the prospective customers
Jeaall Ad) jpal) ABlatlal) aaas Y
Determinate the prospective geographic area

("M



((3hlia) £13aY A8 aal) Abhid) apdi -
Divided the geographic area to small areas
JAdhi, S ‘_,A glaall paa —¢
Collect the customers an every area
sl (lilal -0
Classification the target customers
(Alkie < edal) adl g8 dlac) -1
Prepare the lists for target customers
(s~ gund = ) Jarll a3 k) g -V
Time management (time plan)
(raddd) anl) Jaealt adedl 3L A

Real visit to customer(direct sales)

ﬂ 3) Advantages of Selling 1

- Freedom of expression.

- Freedom to become as successful as you would like to be.

- it's a daily challenge.

- it offers a high potential return from a low capital investment.
- it’s fun.

- it's satisfying.
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ﬂ 4) Qualifications for Success in Sales 1
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(A)

Smart Workers

Jaad) alais

Schedule your time.

v a0 gall Joaa pudagy gl anlili

Make your time more productive
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RESL!
A e Ada ) Al oS o Ao Jand)
Allow time for the unexpected ..
(s sh ) Agal sl
Aipadl g a D) Ay el JS gl
Ration your time and Take your time .
.Aaa) ol
(B)
HARD WORK Aadl Jand)
Self- starters . vBl_ad) g 5 _alual)
Persistent. v @ldall Jaaiy yuall
(C)
Responsive to Customers vedland) e Jaladl) B ey
s Sand) Juay) Jiluy addind o
They are good communicators.
cs kel
They are good listeners. e Adesa (9SS (j
= AAll edaad) aa diaadi o
They speak the customer’s language . . L
L el
They are good appearance. c el Gy pligma (s d
(D)

Emotionally Mature

(Ablal) 7 guail

They accept themselves.

Ngilha JSy dluds J85 o caag

They have confidence in their capabilities.

i<y HJ ol UA 483y
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They respect customers.

098 $3aal) <t S sl o) jia¥)
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They accept blame gracefully.

cedhaly g dualy ) £ g pold Ja
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They are honest with the customers. ceSandl e Ul (5685 ¢

They develop long term  relations with ABles &“ﬂ:‘% sskiy Bl ¢
customers.

D iy

Remember

The selling career is entirely up to you, & what anyone else wants is not going to
make any difference.

There is no single personality profile for the ideal sales person, your qualities
can be expanded & intensified if you are willing to invest time , effort & money in
yourself.

cdla gadn g SlB)an) et (f Cliay anl Al il ia) DA (e -
Ay g o) Ja A Y jedaall daaa of culh JSG Qs -
i yodai dde oy Jy ealilly Jaalal) sl Ja b A8y Sadsa ciliia
Conmaiall i g colad (pe Bl g "Ladla ol jad g

U 5) Personal Selling Functions 1
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1- To locate prospective business.
S el pliag oA Jueall sa i yall Jaanll) il pall Jaealdl aad -9
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2- To convert prospects into customers.
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3-To maintain customer satisfaction.
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ﬂ 6- Personal Selling Roles (Tasks) 1

* Interactive communication with customers

*Uses face- to face communication, telephone, video- conferencing.
* Probe customers to learn more about their needs.

*Adjust offers to meet their needs.

*Negotiate terms of sales.

*Build long-term relationships.

*Works with wholesalers & retailers.

*Links between the company & customers

*Produce sales as well as customer satisfaction & company profit.
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ﬂ 7-Personal selling Management 1

Designing sales force strategy and structure.
2-Recruiting and selecting sales representative.
Training sales representative.

4-Compensating sales representative.
5-Supervising sales representative.

Evaluating sales representative.
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1-Designing sales force strategy and structure.
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2- Recruiting and Selecting Sales representative.

A company should decide what specifications it needs.
A job duties show the specifications a company needs.
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A) HR gets names from current sales people, employment agencies.

B)Selecting people:-

Interviewing or testing or both.

Tests measures sales skills, analytical and organizational skills, personality
traits and other

3- Training Sales representative

It takes from few weeks to a year training .

Company history ,objectives, its organization, financial structure, facilities,
products & markets, How products are produced and work, customers& competitors,
field procedures & responsibilities, How to divide time between active & potential
customers?

How to prepare reports, and route communication effectiveness?
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4- Compensating Sales representative

* On- going rate .
* Fixed amount, variable amount, expenses, and fringe benefits.

* On- going mix includes: straight salary, straight commission, salary plus
bonus, and salary plus commission.
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5- Supervising Sales representative.

*Company directs and motivates sales force for better job Time management

*Taking part in trade shows, attending sales meetings, and carrying out
marketing research.

*Time - and-duty analysis.

*Motivating Sales people.
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6- Evaluating Sales representative.

* sales reports
*Personal observation, customer surveys, and talks with other sales people.
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8-Important Definitions -

Full information about your product ,Everything a prospect may want to know
before he buys ,A proposition has 3 elements :quality, price and service.
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Person or organization who might be able to buy (prescribe) your product
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Person or organization who probably has the need for a product or service, and
probably has the means to buy (prescribe) your product.

o ool
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Customer

Person or organization who has accepted your proposition and bought
(prescribed) your product

g
e glaally alal¥) Ao ey giiall o) pil) dilany 2085 Al Aaiiall o 340 s
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Person or organization who has accepted your proposition and bought
(prescribed) your product and is satisfied with it

PRCERY
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Level of Selling

1- Organizational : selling to industry e.g. hospitals ,Health insurance ,...etc.

2- Trade: selling to re-sellers e.g.  branches.

3- Retail: selling to end users.

4- Missionary: selling to any level that leads to more consumption at the user

level.
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Level of Buyers

1- End User: for personal use of individual.
2- Re-seller: for profit e.g. distributor, branch.
3- Organizational
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9- Personal Selling Plan 1

It is plan to active the personal selling function , it includes two parts:-
1- The BASE which means all what should be performed before facing the
prospect:-
* product knowledge
*prospecting
*pre-approach
*presentation (planning)
*Time Management

2- The HEART which covers the face-to-face interactions with the prospects:-
* Approach
*Main idea
*Objection
*Close
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Remember

Your function in personal selling is to locate your prospect, convert him into a
customer & then maintain this customer’s satisfaction.

To achieve this function, your personal selling plan should include all the
preparations needed by you whether before, during , or after facing your customer.
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ﬂ 10- Major steps in effective selling plan. 1

1- Prospecting and qualifying Gl pal) o Slaad) Agaad
2-Pre approach  Jaaall 8 < jugal

3-Approach Jaaal)

4- Presentation and demonstration asa&ill g (a jall

5- Handling objections <l sisY) dgal ga

6- Closing By
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7- Follow- up daglial)
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Major Steps in Effective Selling plan
1- Prospecting and qualifying.
2- Re-approach : Call objectives ---- best approaches -- fax and timing visit,
telephone call.
3- Approach: How to start ?
4- Presentation and demonstration Need satisfaction approach.
5- Handling objections: Know his objections and turn into reasons for buying.
6- Closing:
* Get closing signals from the buyer.
*Review points of agreement.
*Offer to unite up the order and see if he would sign now or later.
7- Follow — up: To make sure that order has been delivered safely on time.
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(PYRAMID OF SELLING STEPS)

Handling

Objections

Main idea

Approach

Product knowledge Prospecting Pre-approach Presentation
Time management
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Chapter (2)
TIME MANAGEMENT
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TIME MANAGMENT

1) Time pay - off with smart planning:
Schedule time by setting priorities.
Make time productive.

Allow Time for unexpected.
Ration your time.
Take time to sell.
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2) Instructions to Use Time Effectively:-
adladg Selasoy Choll aldduiul Qlallylg Dlegde Y
A- Set goals: Unit sales, number of calls.
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B- Analyze your territory: Collect and record customer data, Classify your

customers according to potentiality, expenses, influence ,location and
accessibility.

dalal ULyl aaas A e g slgddas g eMaall e cila glaall i —o

d—rarll J g g A< g BLiiall Apuiilly Abiiaig () giall g and) Jia Jraall o0

s ALilal s aeadl Ao o by aomead) ALYL clibal) 038 Juands
e AS A s el 3005 A (e gl Jla

C) Plan your time and work your plan.
List activities , Estimate time for each activity , Set priorities and frequency of
calling , Put daily , weekly and cyclic plans.
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D) Daily Planning and Routing:-
a) List your customers and locate them on the map.
b)Find out best time to call.
c) Put daily clusters A, B and complete with c class.
d) Route your calls to save traveling time and maximize selling time.
e) Be flexible, plan for the unexpected.
f) Compare estimated to actual time to develop your planning.
J) Analyze the results.
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E- Getting More Productive Time:-
Reduce time wasters:
1- Make appointments.
2- See the right person.
3- Miniaturize presentation.
4- Start every day with an order.

5- Sell seven days a week.
6-Keep an eye on your career.
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F- Set A plan of Action:
Start the day by answering the following questions:
1-Whom | am going to call on?
2- What is to be done ?

3- What | shall say?
4-How much time is required?
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J-Check on your time index:-
1- Actual face to face time.
2- Total working time.
3- No. of productive visits.
4- Total No. of visits.
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Remember

Lack of time could be a good reason for not being so productive , but this is only
valid for anybody before -not after- knowing how to make time more productive &
how to reduce time wasters.
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How salespeople spend their time ?

Source: Darnell Corporation, 30 the Sales Force Compensation Survey (c)1998
Darnell Corporation.
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Chapter (3)
Communication skills
L it
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Communication I

Communication is the art of sending and receiving of information , ideas |,
feelings... etc
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1-Communication is a process of interaction .
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Which
*Consists of SENDING and RECEIVING of information , ideas , feelings ,
attitudes...etc.
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*Involves a MIXTURE of MEANS of EXPRESSIONS in terms of words, signs
objects..etc
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* Words are just symbols that convey meaning to people . They have their true
meaning only in the sender’s intentions and not in he words themselves or how the
receiver interprets them. They can be abstract or concrete, emotional or neutral.
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* OBJECTS include the display of materials that convey some sort of a message
e.g. stands give- aways, furniture, clothes and cars.

oaddl Aaa cilaglie Jua s lehe cingl) Jilug ¢ ke A —iils s sall
el el o el o S e e 288 L

* SIGNS include the international use of gestures or pictorials e.g. referee, traffic
soldier, no-smoking and fragile signs.
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* ACTIONS OR BODY LANGUAGE which are the unconscious language sent by
posture,movements,hands,face or voice, appearance..
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2- Communication goes in many directions
and has man types
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1- Vertical.
(AT G g sin (M I g siman ) el Sl Jua)
2- Horizontal
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4- Indirect bl e Jla)
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3- Communication Skills
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1- Good communicator Ja s e Qi da (adld
2- Responsive to customer needs. draad) claldal e G jadl) Al
3- Good listener. aall alayl
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4- Ask questions & pay attention to the response.

5-Flexibility: different approaches for different customers -Adapt himself to the
different situations during the presentation.
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6-Emotional intelligence:-
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a- Knowing one’s emotions& feelings.
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b- Controlling one’s emotions to avoid acting impulsively.
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c- Recognizing customer, emotions . Jeard) e ldia Glagiad g &lf o)

d- Using one’s emotions to interact effectively with customers.
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7- Aggressive customer:
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*A person who is aggressive is ready for a fight.
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*Dealing with Angry and Complaining Customers
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With angry or complaining customers without losing them as customers, We
begin with the most important strategy:-

Actively listen

Remain quiet & calm

Appear interest with his problem

Fix the problem , not the blame

Apologize

Ask questions

Help him to fine solution

Don’t take it personally

Confirm their positive feelings
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Communicating is more than just the words we use, Consider these three points:
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1-Bo£iy Language- The way move or hold ourselves carries a large part of our
message , your body language should show your customer that you are:
t) (Fhag Lay A0S a9 0 pgdia s o) oy @l Ly ageallall g anal) A3

A) Listening to feelings as well as words.
B) Attentive to what the customer is saying.
C) Interested in what the customer is saying.
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2- Tone of voice: Some people say that we get over 80% of the meaning of a
message through tone of voice ,Think about the telephone ,There is no body

language involved so tone of voice is very important
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* people can hear a smile in your voice.
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How many different meanings can you have with the simple word yes?
Think about: excitement,doubt,angere, happiness, and any others you can
imagine, How can you express these emotions using only this one word?
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4- Telephone Skills
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The majority of your communication in English will be over the telephone , In
fact , in international trade it is possible to have business relationships for years
without ever seeing the people with whom you are dealing .It is through the telephone
that you project an impression of yourself and the company you represent. Thus ,it is
extremely important that you master the skills necessary to communicate well over
the telephone.

The telephone is a powerful tool for making a good (or bad) first impression to
your customers , Remember tone of voice represent 80% of the message when you
don't have the chance to use the body language.
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How do people in your office answer the telephone?

Do they identify the business or say allo?

Do they identify themselves or say min maia?

What experiences do you have as a customer with telephoning a business?
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A- General rules to use telephone :-

1- Pick up within three rings.

2- Greet the caller.

3- Give your name.

4- Ask customers if you could put them on hold.

5- Tell them why they are being put on hold.

6- Thank them for holding.

7- Avoid transferring calls without briefing the person you are transferring the
call to.

8- Don't sound interrupted - it shows !!!!
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B)When you want to say No ?
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SANDWICH EFFECT

‘ Apology = JldesYI
[ Je o
Options & Alternatives || bl 2,2

C) ANSWERING A BUSINESS TELEPHONE CALL
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Seven Steps

Following is a list of seven steps you may use to answer the telephone in a
business setting :-
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1- GREETING:-
Hello. Good morning. Good afternoon.
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s plua A rlua S

S 539 Al dan g aSile aMd) Lgliadl g
2- IDENTIFICATION:-
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3- OFFER OF HELP :-
May | help you ? How may | help you ?
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4- EXCHANGE OF INFORMATION:-

This is the core of the telephone conversation in which information is
exchanged .
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5- CONFIRMATION OF MESSAGE:-
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6- CONFIRMATION OF ACTION:-
you confirm that will do what is requested or what has been decided.
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7- CLOSING:-

Goodbye" is the standard closing , but you can make a good final impression in
this call by adding something polite or service-minded, such as "If you have any
other questions , don't hesitate to call, " or" Thank you for calling, I'm looking for

ward to our meeting.
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D)Telephone Etiguette

As you can see , it takes so little to make a good impression , but it makes all the
difference in the world So let's look at some standard phrases that will help.
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A) Be Polite.
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B) Be Service —-minded.
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C) Be Informative.
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D) Dealing with a Complaint.
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Chapter (4)

Steps of Buying Decision
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1- Steps of Buying Decision
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1- Need identification
Customer starts to identify his needs to that kind of product.
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2-Information Search
Customer collects information about this product.
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3- Study of Alternatives
Customer studies the available alternatives and compare between them.
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4- Product Selection
Customer decides to get the best proposal.
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5-Decision
Buy the product
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6- Evaluation

After buying the product he starts to evaluate the result to see if he is going to
buy again or not .
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2- Buying motives
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buy = To SATISFY A NEED
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We know 6 buying motives which are of equal importance .
* Customer will buy when you appeal to the RIGHT / REAL motive.
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* Benefits have to appeal to all six basic motives.
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Convenience Zeially gLty
Appearance il jedaa
Performance gaiial) olaf adla
Economy (Aadlll) Adls o (o piiall aile
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Pride/ Pleasure i) oy (A Balad)

3- Determine Buying Motives
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*Listening volunteered comments and replies to questions.
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*Observe behavior.
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*Evaluating motives.
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Chapter (5)
Product Knowledge

Prospecting
el sl
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First : Product Knowledge
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* Product Knowledge gives you CONFIDENCE in your product & in yourself and
this reflects confidence of your customer in you, product and your company.
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* Product knowledge makes you ENTHUSIASTIC to the product merits and this
increases your effectiveness with your customer.
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*Product knowledge makes you PROFESSIONAL at selling to your customer.
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*Product knowledge includes all basic information as well as additional
information.
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A) Basic Information
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1- BASIC Background
Ayl dodtal)
Enough to support you in handling objections about this product.
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2. Competition Knowledge
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Same products having same characteristics and uses as yours and are sold by
your competitors.

colaiial) G el g ALl o CIMEAN An gl agan g giial)

B- Additional Information

ddlay) claglaall —o
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¢ peilall Cildas) dudss

was discovered? How the product*
*Who developed it ?

¢ A0l g%a g griiall Aualdl) L jall
* specific features of the components?

¢ il e audg
* (know- how)?
How it was made

Ot B sl g JSAd) g aaadl (e Cilaplaa
s A1 G clalie 08 Ualia e A

*Size, package, shape and color.
ARLSAY ay el el giby e

*How it fits with other company’s products?
*Prices for different Channels

*Storage.. (Al

el skl il paiipall g e ) e e glaa

*Back - up, e.g. kits , studies , conferences,...etc.

Second : Prospecting

Prospecting means real digging to discover , locate and identify people who
want or need your product or service .It should be a permanent process.

c ol pal) Jaanl) Gl 2"LE

) Jaaadl gh 5 i pall Jraall GLEIS) 5 ypans Lgde Cing) 5 paiesn dles g
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1-The Customer Pyramid

If having a lot of (good) customers is the Key to business success , you will want
to know how many of what kinds of customer you really have One way to find
out is to construct a, customer  pyramid like this:

The customer pyramid

(s3kaall g1 o)

—: A Al P (e L i g g #Sbaall £1 58 e dand) Alin

High
Volume
——Customers-
Medium

Volume
Customers

Low
Volume customers
Starters
———Hotprospects————

Warm prospects

Cool prospects
Kinds

suspects

Chances are you will discover that you have a customer base consisting of:

)



1- A small number of high volume customers who give you a lot of business.

(Gl apaae (Kl s Jalad paan ¢ glalady ab g paad) (g S 53l

2-A larger number of medium volume customers and many more low volume
customers who do husiness with you only once in a while , or at a low
purchasing level.

Is¥ £ ol cra Sl paaae g b gia aaay (polalaiy s g aaall a gia £ Dlanl)
oS abae (Slg e Jalad aaan G elalaly ad g aaaldl (o s oSkl

3- A number of starters, new customers, who may or may not turn out to be good
ones.

e Jalaill B (e cpdl aaal) edlaall yeliay Gl an g g abaall o Blanll
] kﬂd‘

g Jalail) aly (i) Cullal edlaal puiagi s3lanl) (pa ABild) £15H) o
B IVEN

(good prospect)
(MAN)
(money) M
A
(NEED) N
(authority)
good prospect = Money + Need +authority

Zalall + (2180 )8 ATV Dabull) 580 + Jlall =4ual s (el Juenl
~@"M

*Your customer pyramid may also contain prospects - people and companies
with whom you are in contact , but they are not yet buyers.
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These prospects can be segmented into:-
—18) o Ban) agasadl (Sa (i sal) p3and) Lol o
4- Hot prospects - people who are ready to buy, and you are on the short list.
cidall o) i cpoalad) 0l jal) 5 3laadl

5- warm prospects - people who will probably buy in the short term, and you
have a reasonable chance of getting the business.

vadg ol A el pal 8 aadAT Saall Cra (il i pal) g 3lall

6- cold prospects - people who you are in touch with , but who are not ready to
buy , or they have indicated that they are not happy about doing business with you

co) il Ll i) agedl Gad () el g 3lenl

7- To round off the customer pyramid, you may want to include the suspects in
your market segment: people or companies who are likely to have a need for your
products and services, but with whom you have as yet no relationship.

After that comes the rest of the world (where some suspects might also be
lurking).

vl gy e e S o Jaiaall (e g Jaanll 9 g Juiaall Jaaall

2- Methods of prospecting

Ol pall pMaal) daad gk —¥

1- Screening every suspect in the area
vAlhaid) A 0l sl edaal) JS Jald paa DA G Jalsil Al Jagdia
2- Spheres of influence
i) e claglis o Jomad) ofa DA G A S 545
g el il g
3- Printed Matter.
v pddl) g clunsl)
4- Referrals
Vi ldauy) il 5 il slaall & gy g AN
5- Field people

V)
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6- Conferences
o & paligal)
7- Personal Observations
CAuaddd) Adaadial

Summary

*There is no best way to prospect , Whatever method produces results is the one
to use.

Al 5yl oSy Cplpal) Dlaal) LAY T ARy e dllia add o

*There is a need to change methods from time to time in an attempt to ascertain
that the method being used in fact is the best for that particular time and product

D ey 3kl 03gd i ohail aa Ciall (Fodal il caay o

*There should always be continuous revision and improvement.

v ol yall p3lanl) e a5 at dmal jall g pateeall ghail iy e

Remember

As long as prospecting keeps pumping names into your list, you will continue in
sales business.

So, you have to develop a plan for prospecting by updating your lists, finding
new customers and keeping on qualifying & requalifying them.

ad) 5 o o 3ard) Ba 3 a5 (ol el g ard) CLEIS) g waad dgles -
Basaiall ciladld pdlas (ha AS Hi) 28T La (gaiy Jard) i paiaad AUl AS i)
v Lad L ysd o)

P G ) piialy Gl ol gl (0 Giagl) Aod bl (e 2 -
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Chapter (6)
PRE- APPROACH
PRESENTATION

abkad! Juadd!
Jestad! glal g
20 Sl

| &

First :PRE- APPROACH

Pre - approach means determining facts & data that will move the sale forward.
Aol Gl LalS Jranll aa ¢ B J8 "LALS g " Jagaill g ey olS Lals
Vgl i oAt
A- Objectives
Juaall o188 & jagatl (e cilaal i
1-To prepare for qualifying the prospect.
Clpal) Jpanl) pans Aglay aLEY Lo "ua il Jaals

2- To sharpen the sales approach.

Bl g abiall al) Jasall o s
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3- To identify prospects problem areas.
lgd Ggtal gy AN ABhaial B edlaal) Lgda Slay Al JSLdal) et
4- To keep the rep from making obvious mistakes.
vad aal) dasy) A e pUaddU ddad DA (pe il o Blall
B- PROCEDURES

Juandl ¢ B Gaeadl) Cied o) <

1- Obtain update information about the customer:-

Personal data: Exact name, age range, residence, specialty, degrees,
associations, best time for calling , attitude towards salespeople and your company.

Business data: The need for your product , present product uses, decision
making, authority purchasing procedures and buying motives.

s LAl S Jual o8 Sagadh Jal cpe LAAS) Al Al < ghadl) g gl oY)
—idaa Axdl)

—1 Ay O o Ul o3a audiiy Juaad) oo il asans

Al e claglan ¢ ¢ giall (Omd) ¢ pmaiall Jaaall aud thaadd cila glaa
¢l Jlay e Adalad A8y hacdna ol pLAY) g jaf g AlidBal cd g Juadc dpalal)
Sy pa adalal Ay sk g

— 1 eally Allatia claglaa

.M&héu -
~LH§ Calady gﬂ\ @N\ Gladiiall -Y
.M\éﬁ;\)ﬂ\)\ﬁg&ugﬁ -y

vel pal Ao s jian Al ad gall g 58 gad) —¢

1\1 Sources of Information

clagleall Jo Joaall jabas I\

1- Observation and Listening :Consultation , furniture, conversation (if you do
not have opportunity to gather facts in advance)

2- Ask questions and observe reactions.
3- Use records: habits, likes and dislikes.
4- Other representatives.

(V%)



—ilghay glaal) (pe el PIA e claglaall sda Jia o Jpaall oSa

cAuaddll Adaadial -
Vhaadiall Ay ldnu) Gl -

vosad) aa B S U o LSl Jaeal) pe Adalaall -
vdeaad) Jadl a9y dagliag ALY 7l -

osaad) Lglady ¥ N Lglady A clalal) o

v AY a1

el Al lSal) i jagatg sedae -V

2- Set objectives for each call:-

An objective means what the prospect should do and not what the rep will do .

The objective should be specific , measurable, achievable, realistic, challenging ,
ambitious and timed.

oy ¢ Ciagiaal) 9 Ciaglly 3 guaiall g dias aa £ B IS Cilaa] g — Y
2 gl Jag o (any ling s LAl e gaiall ABay o g gl g paial) 4
—t Ay g AW

Lowldll 348 LY Lda
WL PR AR8AT Ky LW
gkt dQgmaal) gaalll e £ 48 A8 g giag 0

B gy daaa LY

3- Develop a plan to achieve the objective

How your product will provide the benefits sought by your customer.
—rcdagll  gadanl Adadl) gl -
élaiie U jay cligSa DA (e Jparll 20 gl (Gt A s ellly 3 gecall g

4- What evidence will support you:-

Outline possible approach , dramatization and proofs.
Glial) (any Ao aladie¥) o g pall (rag tliBge Mg Al I aladild —¢
a—e laila lglia Al Aplagy) il Jie elaiie SpliSy Baga 2S5 AN VAl
Vol il aaf Salgd of 5 A Bhlia o eds
5- Possible ways to handle objections.

v sand) L) o) dga) sal AiSaal) §al) aans
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6- Do mental role plays.

C e Sy qgaiall L a sl o Saall G A ) eY) dpaas

Remember

-The pre- approach is your preparation for your coming sales interviews.

-The pre - approach helps you to find customer’s problems and needs for which
your product is the right answer.

-The pre - approach helps you to develop a personalized call, to speed up calls
and to improve call quality.

-The pre - approach helps you to develop a personalized plan to achieve your
smart objective.

PA e Lgldiat Ciagioeal) (pa Al Glagsall Nasy) g2 c Bl S8 jgaili—
¢ Ganl) a5 lal

claliia¥) g daand) Lda lay A JSLaal) yand b il gl o2 dlaslui- ¥
cdradl gl Lelud) dadia )gala (e (A

L ddpliS (e Cualdy Al i a8 i B < Jagadl) o2y Saclu—Y

« Jaandl s AT
Lo gl g dats 8 AR gkt b il Juaall sl Jugadli— ¢
vadlaal gdadl

Second: THE PRESENTATION

Al g (1 2l "Ll
Jesl  (Call)

el adi) g idall oo Aaba) e glaall Cradaly giiall o o 0 ke &
e Wpa e Al Aludidia g daliiag Badaa Jaa PIA (e g il 5 asills Jadl g
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1. Definitions
*Feature: Is an inherent characteristic (fact) of a product.

G o Ah 58 i) cllall i)l patkad (8 5 (A =1 Bl
N I aladiad) g <l s<all
*Action
Is what a product does as a result of feature. Actions effect.
Jadiig grital) 8o (e Gdali A @A) g 5 ke ag i
Aaladiad o A el e il
“Benefit

How the user gains Benefits ?
what the product does for the customer?

C..“u.dl Aaladiuls Jeaad) Lgdde asy g.“d\ 3\..935\ @RI — 554l
2- Benefits Can Be Show During Your Call By:
My.\ﬁﬂuub;}\ DA pe BAlAN ledd) Ad

1- Use of visual aids.
2- Using some referrals who had previous successful history with your product.
3- Using feature to explain the benefit.

il A A el g daudl gl il oSl 7l -
v Al gl B miia) dBBa 3 pladl g A AU 5 LEY) Y
s lgale Jganl) ¢Sy Al gl gl giiall 8 L) Sal) aladiad —¥
3- Gaining Customer Conviction With Benefits By:
Jraad) SUBY milal) i) gb aladind

1- Proving benefits.
2- Taking the customer’s agreement after each benefit.
3- Tailoring the benefits to each customer’s needs &wants.

(V)



eial) i) b
Bl IS o anl) 483 g e 5 Ly —
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4- Customer conviction

Spanl £ L) ¢l ghad — ¢

Convict Customer Jrandl a2y

You are selling BENEFITS not features.

99 Al L (il B 3aalld ol Jal e 3 2a ey miiall i g8 pth (o g
s lgadiing oA Juaall SuA1 555 ¢

—:Qd&d\ U}A@éﬂ aild LJ.A)IJ.(“AA Lado o

1-This product is regularly promoted.
) ey 0y gl oy idal) (o
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2- Easy to be used, not requiring special route of administration.
v dald @ jagadd zliag ¥ aladia) Jgow gidall
3- Manufactured in..
cAlas delia il

4- Large pack.
cpaad] B jg 3 guad)
5- Always available.
Jladly 8 gia il

6- Price is...

7- Most experts prescribe it.

VA (saaly 5) pill aling

8- Product comes in many forms.
OSEY G ) Al iial)

9- Product comes in many sizes.
. el;a‘zn G iad) Al milal)

Transfer Each Of The Previous Statements To A Benefit:

Jpanl Lghiad ey 8 gh ) uiial) (o 58 giall Aihead) L5l Jgnty elile
—: gilall Aaladiul P (a



5- Types of Presentations
A83Y) (o all £ g -0

1-The standard memorized call.
2- The outlined presentation.

3- The programmed presentation.
4- The unstructured presentation.

~(@3}Aﬂ\) LﬁJlt?"‘S‘ u'a)ﬂ\—\
+ (330 i Al) grassal) (aall =¥
() JSin i Gl ¢

6- Presentation Skills

oaad Cl lea =1

(A) NON Verbal skills

*Appearance: clean , attractive look, organized, clean car and a radiant smile.
* Eye contact
*Actions

Bl el @l leall =i
(Gadilos Al — alile — cida —idal) el -
ddaad) aa Gl Jlay) -

(B) Verbal Skills
;\Ai}” S s —

*Pitch: vary the pitch of your voice, beware of dropping your voice at the end of
each sentence.

=1 gall ?&A -

vl dreall adu Y s Ggal) clalla e il A

*Pace: change the pace of your voice do not chatter or gabble

- pall o glusa —

C Sl B S B AN o sl L g igual) (g gia it g

*Power: breathe properly avoid mumbling & use your nerve

(*)
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*Pause: can punctuate your performance do not confuse with undesirable
hesitancy.

—:4db olf -
by b CigBgll ok o o g Al Euaal) B eiu) A

s bia Al gag
(C) Language Skills

el & el —&

*Always use your own words.

* Avoid repetition of phrases.

* Some words are better to use than others i. e. there are killer words.

- Killer words: potent, safe, the best, cheap , | know and I think.

- Better words: effective, tolerable, good choice, economic and the fact is.

el ¢ g0 lalsl) afaddiud -
cadsl A sl uini—
Aguliall clalsl) aladid - Y

Remember

The more you are prepared for your presentation, the better the results you
reach.

Your presentation skills can make or break a sale.
v Judadl gl ciia LalS Jaaall apalill 5 (4 all s casef Lals —
AcliBl s Jaaall aa dlplil 8 ladll cila ghall adf (pa agalill g (22l < g —
Lol claga s gas il
D) Dramatization

(A el ) gl -

Good sales people are good actors.

s Jiaa o) B g sl adld)

How Dramatizing Helps The Selling Function ?

(AY)
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1- Dramatizing helps convincing the prospects.
Pl Jpanl) L) S oLy
2-Dramatizing improves understanding.
R Al Ganl) pgh b Ly
3- Dramatizing makes a lasting impression.
() Y gLl aiay
4- Dramatizing helps the sales rep.
-dalgay oLl gﬁ @ gaiall aeley
5- Dramatizing creates value.
crilall Aadll glay

6- The appropriate use of words is important.

g qglhaal) LAl el Guadia S cilal aladiud LB selay
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Chapter (7)
APPROACH
Probing

Main Ideas

k! il

eaad! ol
Biteld St s 3 3 p 2

First : Approach

The approach is the first face to face contact of the rep. with the prospect.
J Asal) Y

Jpanll g () ugaie) ugaial) (p dagl 'lgag s BN A3 gha Jgl sa JAaal
+ (hagiendl)

1- Objectives
Jadall e Lelidan Ciagiveall Cilaay) —

1- To gain attention.

(A7)



Jaand) oLl Qs
2- To awaken needs.
cSaardl dala 5l
3- To qualify the prospect.
. (d:g_u.d\) Gl yal) Jaenl) Adags
4- To prepare for the main idea.
sl Al 3 salt dacy)
*Every approach should seek to reach one or more of these objectives.
AR cilaal) e i) o iy ciagion of AN el JAaal
2- Methods
soadl i
- ggu‘_g,u\ 0 (a9 Jeand) 2a Jaaall A okl e ) Slia
(A) Introductory approach

(adil) il Jaad)

1-your name Juand! dlacd 83
2 - your company s Cuaaldl g Joaadl Sli€ Hd <))

3-your purpose +  Jraal) gl fa ARBAT aud M) Ciagh oo duaal)
(B) Product approach

ciall o saiay o3 Aol —g

1- a unique product action il A i il e duaal)
2- characteristic el pailad e Cuaal)

(C) customer benefit approach

 Jpanll guiial) Lgdliag A 2 gl e adld) Jaaal -

(D) Question approach

AN dua gi (DA e JAddl —&

1- Preference
cladiall e 4d Maadd e Jeaadl )i
2- Practice
v eall Autedl A jlaall o alleldal) e Jeardl )
3- Evaluation
s clatial g Jaall dali 0 Jrand) Jisme

(E) Referral approach

Citing satisfactory experiences of leaders
FOnsdal) eSaall g Cpsaad) oo Cuandl P e JAM -z

*you should he prepared to use as many approaches as necessary to bring the
sale to the next phase - the main ideas.

(M%)
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Remember

The approach is the first few minutes contact with your customer, if his 1 st
impression is favorable he will be willing to listen to you.

You can improve this 1 st impression by your smile , your firm hand shake, your
confidence.

Remember to speak clearly , pronounce your name & his correctly , and your
appearance.

glbal) aiay Al g2 g Juaadl sl (A BHEN o 5 jle ga —: Jaad)
£ LAl JlaSiwd g o gaiall clalyl g £latadld Jaaall Jhay M) g cugaiall e J oY)
s 2l Balad) Al g Aabed¥) PA e Jaaad) ga Jg¥) p LN Guwad Sag
=S8 g Aol g Cnaal) AL g edaally alaiaY) g (udilly 4S5 Jrand)
v Spead) Adladall (ganl A A 5 anad)

—daaal) 55 ol ) o Juead) pe Jalaill cuial) JAaal aaadl cdaldi f o

cdraad) (Ao e agn JeAA g Y
Al e 2N g adall oy Jrand) e 13 W) 2l D (g Al o BY) -
(Aall) adlaall (5% A8 uSall g Jany gl g 31 ) Jrandl (S 1Y) Aals
Vioda o Aad) dia AL JEAY g0 Mg o AL Ay M A AL
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Ot dald cila glae Aaadad lal) il giaa Ao day pau Adala 5 ka0 Al -1
Al aedliall aa Jaaall Jalad ana g Aol cliaSy Jaandl ol Jaadl ana
VS iy Aaldl) dsliad) cilias

Aaail AL ey OmAY) gl dlay g drad) Jala A8yl Adada -V

o il claglaal) o el Jraall aa ) sad) Aol JAad) aaas —A
o U 5 8 U Jreadl aie Lgiliada

Second: Probing

Adlaladl g adld 5 Jalad ¢ Joead) A jag duan LG

Advantages of probing

Juanll dd ja g Julas U Ja

*Uncovers needs, problems, biases...etc.
+ agdsldia g oohard) clala Gildis)
* Determines / confirms communication style.
vedlaad) aa Jua) oogluad agans
*Develops main idea strategy.
+ Al A ) 3N a8 ol el g gl
*Checks that the main idea is understood .
s gind B Al g Jraall Al 8 S8 Jguay (pe aslal
*Dicloses a hidden objection
(e sal) A ) ey caldag)
Estimates the weight of the objection.*
(o2 ASY) (s aaa i
* Limits the objection.
AU gSa paat g ) JieS dgaa 2 g
*Ensures satisfactory handling of the objection.
e el e adial) 3l e asil
*Know , in order to satisfy.
vedlaad) dala £l ol cpe e glaall aans
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Remember

Probe on a series of calls and build files of information.
Ot s d—s giia cilaplra o Jpaall DA (e ady Jaanll i jall g Julal
ol Al Janl) g LIBY dacaall el aYly < ghdll M) a1 DA
. al.g.).d\

Third: Main Ideas

zvr_"\ld\ o daudad) Ll NG
iy

A- objectives
To show the benefits of the proposal:-

—: Jaddy Juaall (gl al) oL 29 68N () jaiu
(quality - economy - price — service)
(Zufssm Al wilall — daadl) — e — 53 5ad))
To deal with competition
Leel ol Adlial) aa Jalasll
(direct - indirect - alternate)
vl adld Al — B e purd) B pdilaall
To prepare for the close.
dpadl ga ) Gaall BIEY) Alaal Sao3
B- Tools
—t bl L g el Aot LB (el iy Lgaladiiad oSay Al <l oY)
* Product knowledge & interpretation into benefit.
Sl 2 Lgllay Al ) odl) g milal) 8 e glrally auad) alaly
*Full involvement of the prospect through the use of all five senses.
CAiadd) dudd g2 ida g B L) PIA (e Jrand) ol il
*Product tests& demonstration.
Lol gl L)

* Support materials.

(AY)
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* Presentation language.

s Jaall Aapda ae cauliii (i all Aad aladiiad
* Probing skills.

vl sl Jalad) il e qugaial) Aady of cuag

*Listening skills.

s dpanll wal) clal) @ jlga diall Sah of qay
* Other Tool Handling customers objections.

Vigle ol g Jeeadl il jie) Agal ga

Remember

Your presentation should include the main ideas.

Make sure you have all tools to help you, your product knowledge, your
presentation skills & your supporting materials,.. etc.
Use them right in the right time.

seiall ¥ i) Jada o A Jaeall G al o

ol i g Lgdag Ol B aelad N < o) 8 g5 e Sl e AN e
a8 Basluall J gall g el e cilaglaall 4dlA
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Chapter (8)
Handling Objections
ol Juald!
L 31 Joraal) L) Ag2- 10

Handling Objections
(<l ey Agal o)

Objection is the reason a customer raises for not buying ,A success full
salesman welcomes objections.

i i gy g milall o) pally Jranll aghy ¥ adal (pe oA o) ga (al oW

i sit galsady Ligal g o 43,85 il il AL e e gl da) o
+ Jalail

1- Objectives
il -
1- To allay prospects fear.
ceSand) LA A pa Jalanld
2- To answer valid questions.
(A giSall) ABay Saaaal) ALY o Al
3- To answer invalid questions.
P A8y Sada uil) ALY Alay
4- To prepare for the close.
LB dlacy
2- Why Do People Object?

fsSall) (il (ol sin 3ol — ¥

(")



—:lgiag oyl e edlaall adai AN Gl (el iy

1- No money.
v dmard) gal gt Q;lsﬂ Jladl 2a g ¥
2- No need to product or service.
) sdl dasdl) o piall pladl a2 g Y
3- No recognition of need.
rdalall g8yt o ) Y
4- Need more in formations.
v S il glaal dalal)
5- Habit or custom.
cadladl) o cfatald)
6- Value not exceed the cost.
il g pal ARG ge 3 Y Aadl ¢
(3) Common Objections

Andlid) bl el -

Ll 3l g Letiga) o Audis g dadlid) el jieW) (il jadiad ‘_,ng.ga
A)Teasing: He is interested in your product but needs additional information

Al iz il slaa GU*MSS@MQW Jeanlld c_"\ld\ G Glaglrall (ol
~€_"\SAS\09

B) Acting Now: Buvers often object to make a decision now because he is not vet
prepared to accept your work for a new piece of information you presented .

Jalaill culia pall cid gl

DB AN e ygdagin agd )AL gl Lo i iy La LIS p3lanl)
S mitial) gen gl g 5 L) ¢y sating g iiall o cilaglaal) (e 5 Ja Ay
A

C) Misunderstanding: He didn’t understand an explanation for an important point.
AW ¢ g
N dalgll LAl aad Jienl) H"é"‘“ Gl (980 8 ) i)

D) Price Objection: It is the most common objection It is raised regardless of the
price asked for a product Sometimes it is raised to hide the real objection. The
price is too high. The price is higher than that of the competitor. | will use it for
rich people.
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—: el Ao ol go¥) il
A gil.c ad) —

v oudlial (e Aol adi-Y
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E) Product / Service:

o o Al piia) o Juaad) G ey dua tdesdd) of zilad) o ) e
v g ) daadl)

F) Company: | don’t like to do business with your company
Hp#ywm\skﬂ\&s Jeall (2l yie) A8 LA = o fieY)
«AS as Jaladdl

G) Sales Rep: | don’t have any time for you

A Bl aal L Ay Jrad) (ol siag g Al cugaial) o ) oY)

H) Common objections examples:

daildd) el ey A

| want to think it over
4 s £ g pal) 130 gy Jpand
I don’t care to deal with your firm
VS il aa Jalailly aial ¥ U gy Jaanl)
| am satisfied with my present supplier
ana Jaladl &) el 3 pal) Aol gy Slaba asdl U sl Juaad)
Let me take the goods on consignment
)Ryl A aal s mild) A d s Jeh Jaeadl
| can make do with what | have .
A8 dala 38 oY) AL Lay 3 el o acdaiad Jghs Jaaad)
I am not interested
aiga g U Jghy gaand
I don’t have time right now
Y aliall Bl Gl Y el sk
My wife’s brother is in this business and we buy from him

()



A gl Cigu Jaal) G A Jary iag) @RS ¢ Jsiy Jrard)
The boss told me to buy from X
.............. &s}ﬁ\g.a;u'ﬁl.)‘.f'),\si adall Jely Jaand)
I buy locally .Why should | buy 300 miles away?
Ve sy S (e g il DAL 8 S (e g nd O J sy Jeand
My neighbor bought from you and he could not get any service
O et 4 o Juany ol adl il alia 5 i) 8 5 jla Jby Jaaal)

« aSaic
I have to talk it over to my wife first
VY ) g Gaadl g Jsl Jrand
We buy from them as they buy from us.
v Laie (e "L s iy sgd dlall adldl Ce o) plly p skl Jshy Jeenl
4) Steps of Handling Objections

Leale a0 o Juanll il sic) dgal g & ghad
1- Lisent: *Dont interrupt. * Help reduce objection.
—: N Blel e o g al) claly)

Vsl Jalas Y e
L oal Y] Baa Qi e Jas) e

2-Clarify:
* understand the customer’s point of view
* ask some questions such as:-
- more information is needed
- misunderstanding occurred
- product disadvantage is seen

—: ) eyl agls

—tediags ALl (lry A i dliSayg Juaall BT Aga g gl B gy clldy
Gaal) clals o Al il slas asead -

vodlad g s ) AALY ¢ g Ao il -

LI b el )y ) gl -

3- Cushion your answer

vl cllay) jagas
4- Respond
* Provide information (supported with benefits)
* Use third party evidence.
* Find a reason to change.
* Probe for acceptance

—: ol oY) e 0 B Y Ble e caan g il e dgal sall g 3
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i) Lgliag ) i gl el LA claglrally Jpaadl yg -

S AT pas poa Al il Aliady ilall Sasad jdd A1 plasiu) -
v g Al ahlia

vl GBI Aga s il ga ) quall Jpagl -

vl g Gaand) S g (bl -

5- Recommendations For Handling Objections:

* Listen carefully.

* Keep your temper on ice

*Don’t argue

* Make the customer feel you care and you are interested.

* Expect some objections and include in your answers before being
provoked .

*Get a commitment that the objection has been answered.

—rabal yieY) dgal gal cfald ) bad

v Jaaad! Aliay byl -

vl Y OIS Laga dligan o Bliad) - Y

v duaadl Jalad Y -v

vad BAEY gdat Ay alaia¥l g dgle Bliall e il jady Jueall Jaa)—t
vl ALBa OB agle clila) xgad Jalay bl g Gany ddgi-o
o4l oY) Ao daaall LlaY) 7 sy (e sl b of gt

Remember

-A good method to prevent objections is t anticipate them & to include the answers in
your presentation.

-Hidden objections are more serious than declared ones. The representative must be
able to identify them & to remove them from the customer’s mind.

Olo clodl o) adgi A Jeaad) bl jo) S o adal Gkl Juadl 0 —
v asgaall g b gl S dad giall clial oY) oda clla) L al) Jady

OGS O quriall o qang 5 AUl (he B gha i A8al cilal gey) -
vl a3 e Lagladl g bl o) oda st e ) b
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Chapter (9)
The Art Of Closing
A el ol
) o G BIEN (33

The Art Of Closing

u\! E’ Y‘ . é
The A B C of selling is Always Be Closing.

Al B sl ) Guad (e
1- Why Closing Is Important?

9 50 Aol od LB IS 1Al -
*Closing is the ultimate test of sales ability.
Al a5 5 AU JLGd) g (DY)
* If you don’t get orders your sales career is a very short one.
pdEGy o AR O jlan (b (DY) die ) byl of (FhaT a1 1Y+
*The income of a salesperson is usually based on closed sales.

LBV e Lgilat oy ) clagad) o daing gl gtie tle g Jaa®

(3°)



*The salesperson who has the greatest income at the end of the year is always
the one who closed the greatest number of calls.

g @i padd el g sl g gsie Ja0 el @hay M qgald)
celaadl aa (BDIEY) DA e 5 )

2- Difficulties In Closing

Juaad) pa o BU DIEY) JSLia o iy grin — ¥

Wrong Attitude (A (aasil) olamyl
poor presentation cotiall 4 aghy oA Ayl Cinda
Poor Habits& Skills gaiall gl il Al g < jlgall s
3) Buying Signals
¢} a4l clde Y

These are signs that appear during the face - to face contact .These are useful
These signs give the indication that you are in your way to win this sale & the
customer is interested in your product or service..

=29 Smaal) aa dn gl gy pdliall oM U eda Y A 5l cldle
mw\ew\&pﬁ}aghﬂjﬂﬂlgjﬂ\ Sw\gw\@jﬂ
.cﬁl«.&\g
A- Buying signals may be in the form of:

£l il cldle Jo Al

* Positive Sentence: - Good packing - Suitable pack size.
—r e Jranl) Lgdoly A ) Jeall *
T RRT -
ciiall i paa -

* Positive question: -What is the price? - What is the dose?
—: Jia dalad il *
§ il rw g La Y

* Positive Reaction:

:Lﬁ“ ("@lﬂ‘ d‘é <)

 Gpanl) plaia) g 38 5
B- Give An Example Of Buying Signals You Face During Work.
—:ellee oL Lgilaal A yd cldle 0 JU) zigad) B saa
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Positive Sentence sdada M) Jaad) *

Positive Question sdaalay) Ay *

Positive Reaction Al Jadl) aga, *

(4) How To Close Successfully ?

laall "BME) glan LiiS —¢

- Maintain a positive attitude.
vdeadl slad el da gl Jo Blal -
- Keep control of the interview.
vdraadl e s8I o 5 laud) e LUl -
- Be assertive not aggressive.

NATVEL [ DO PPN UL
- Give the customer the chance to buy.

v S S A b el qgaiall ey o -
-Keep some selling points in reserve.

Cia (@S] Gladl g dalall cpad Agaal) LD (any cigaial) Bliay o) -
Sell the right item in the right amount.—

(V)



(5) Effective Methods For Closing?

(SN Aladl) g el —o

—: b Lo lgdag Juaall aa (IS Adladl gkl e daal) Sllia
1- Asking for the order

(Zg,dhs\) il el e Jeaadl ) g
2- Alternative close: I will get the order on Monday or Wednesday ?
Cdaal) e JIa G BEY)
3- Summarize the benefits.
el A ol (andliy IS
4- The Balance Sheet: State in a tabular from the benefits of your product versus
a competitor.

«lgllay Al ) 68l Cmedliall g dladiia oy 45 L8N
5- The yes - yes close: Building a series of acceptance.
v anl! ABTY JEL Laa Jaand) y}.’aﬂ\ Jual sy (DY)
(6)RE-COMMENDATIONS Of The Close

Y Gl ) -1

1- Understand what they want & need.
s Saadl @l )5 claliial agdl
2- Recognize buying signals.
col ) cladad &) 2y g oliy)
3- Make the decision.
AN dAE Jde Jaaad) sl
4- Close the sale with casual confidence. )

v AE e Bliad) aa (gl G

5- Don’t change when you start closing.

VY B a1 uanlly a0 Y

6- Use the planned pause.

dpall 385 o Bliall bl JS5 Jeall slgd)

Remember

Closing is the process of helping people making decisions.

(AN
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) p B (B el Jay glad o

(7)Write 5 Statements Each Of Which Is A Close Of Different Type That You Can Use
With Your Customer.

O—Sas =il g Jomal) b DIEY) £l o e £ o8 IS Jilha Jaa 0 i) -V

—idsand) aa Lgaladling

1- Asking for the order. Al e Jged) -
2-The yes-yes close Sraall ga s pasl) JLaWL BEY) —¥
3-Alternative close S 7 ke BEY-Y
4- Summarize the benefits pilall 3 gl GaAly BEY) - ¢
5- The Balance Sheet oudlial) cladia & L el ey —o

(R

ettt

B

Beeonieie e

Bttt

(8) Recommendations:

il ) g cilbua gi —A

Never knock the competition

veld Jaand) 4G5 MAE Y da Gudliall Belay) ass
Never say anything negative about your company
by b Jraal) B A BEY e Sl olad Al f 0 Cuaall e
Never say anything negative about your product or service.
Lol A Aasdd) of dlatia B b ol o el oY dlalad (e 5 LAY axe

?l@i\ﬁqdﬁ.«d\yﬁdﬂséaﬂmmﬁé

Never tell the customer that they are wrong.

vl ol g Uad o Tladla Al o Jaeall aa Jalai YT g

Never tell the customer that you don’t understand.

vagds W Al Jaenll Joi gl Ll W gy
Never argue with the customer.

v paad) il dlaggaa g i andal Y e ") S Jaand) Jalas Y

(39



Never lie to a customer

S A RIS 1Y) g clia Bl g "slSY ST (68 M Juaal) o ASIY
ERRP |

Never loose your cool with the customer.

~"U\9,u4 C)Sé M\ &A &3& 43.63\1
Never be defensive.

sl ga ipan B e OSSN
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Chapter (10)

Successful model of salesman
plad) Juaddl
Olasd) Jo ) g2 ) Zigacd

e Jay B g caal ol clial) Y
A) characteristics of a successful Salesman
Aalga Al Gladal cilagall Jay 8 L E 5 qaal ol cliial) (e saal) Sllia
—t b L lghag Selis ey )

( 1- Good appearance (Feel good) j

edaall Cpwn claasal) Jay e o caan —

O ead gl alaia¥) cad dalad jualic aal (e clagall Jay eladd
—5 Al b ) Bled pe s s liulite Ladiga ¢y 585
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Sy 0= Usar ol 55 Y a i b cigile gLy el Cibuat cany
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l: 2-Good behavior(Ethical conduct) :I

agaly s clagal) Jay of LS Lash sl gl g (BIAY (s 08 () cuag =Y
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( 3- Gentleman (polite and before) j

it g Liga (368 o~

i o aoaiad —ll) gl coslalLd o glill o ) pLidal) ellh ABLAY
Glagall Jay (Ao cuny lily & g el jial o aghiad of g s AY) ] lay
Ol el (aay Jld (5 —ia Aa A o plall da jla BN aladial axe
U sl ¢ slertion

Jsaall A5 @ ilS Lo A Uall andind Mlaall sa¥ clasadl) Ja ) Cusa s
A} (5 3y alg Baa g 5 gudy gial) (o gz LAY JaI 13 Jaaad JilE6 Baa gia
Al o Sl 1A 55 ae Ade culhg ugalal) & phag cugaiall Laany (S A
O lagsall Jla ) AS AN LIRS 5 e (ga Adadan (8 | s el el A8 550
g sl

Clasd! Jory ond of Y - () p00
g L (e oy 9 ABLAILY

7

(V)



¥ A Ui Ak Ao 9l Bl pSo

g Lidge Dilasd) U2 (9550




( 4- Emotionally mature j

. Lible mali 068 o -
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( 5- objectively Unable to persuasion j
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6- product knowledge Well
aware of the product
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(7-patient, ambitious and persistent j
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(8- smile face (Jovial face) j
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(9- Self-confidence j
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( 17- SMART (Witty and quick-witted) j
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Appendix(1)
COMMERCIAL DICTIONARY
(V) gbe
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Decision process
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Expressions
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Face- to - face as as
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-Robert Griswold (How to attract money?

- Butler & Tanner LTD -London 1993.

- David M.Martin (Dealing with Demanding customers).
- Pitman publishing - London - 1994.

- Jay Curry (Know your customer)

Kogan page -LTD - London - 1994,

Neil Johnson (How To sell more?)—

Kogan page —LTD - London - 1994,

- Stephan Schiff man (25top sales techniques)

Kogan page -LTD - London - 1991.
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