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 َكدَــــــــــــ١

 تسُد ايبدٟٚ
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PART   (1)

INTRODUCTION  IN MARKETING

 (1)اتدص٤

 َكد١َ في ايتطٜٛل

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. 

INDRODUCTION IN  MARKETING 
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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. 

C)THE FUNCTIONS OF  ORGANIZATION 

 

 

 

President 

HR Marketing Finance Production 

انًىارد 

 انجشريخ

 

 انتسىيق

 
 انتًىيم

 
 الإَتبج

 

 رئيس انًُظًخ
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D)THE STRUCTURE OF MARKETING DEPARTMENT
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E)THE MARKETING MIX

The 

Marketing 

Mix 

Resources and 

objectives of firm 

Competitive 

environment 

Political and 

Legal 

environment Cultural and 

social 

environment 

 

 

Economic and 

 technological 

environment 

 



 

(00) 

 

THE MARKETING MIX ELEMENTS

   

 

 انًسيح 

 انتسىيقي

يىارد وأهذاف 

 انشركخ

 انجيئخ انتُبفسيخ

انجيئخ انسيبسيخ 

انجيئخ  وانقبَىَيخ

الإختًبعيخ 

 وانثقبفيخ

انجيئخ الإقتصبديخ 

 وانتكُىنىخيخ

Marketing 

Mix 

Product 

Place 
Promotion 

Price 
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THE MARKETING MIX ELEMENTS

Product is the satisfaction of needs offered by a firm.                                        

 

Product 

Distribution 

Promotion 

Price 

 عُبصر 

انًسيح 

 انتسىيقي

 انًُتح

 انتىزيع

 
 انترويح

 انسعر

 أٚلا": المٓتج

PRODUCT : FIRST 
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Product is more than just a physical thing. 

Product may be a service , goods or idea.    

The satisfaction of needs comes from the whole "product ".        

A)PRODUCT  IDEA

Features

Accessories 

Installation 

Service 

Warranty 

B)Package 

Protection 

Promotion 

The strategic importance of packaging  

1- New package means new "product".                  

2- Protection.                                                  

3- Information – instructions to the client.   

4- Lowering total distribution cost.               

C)Brand 
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Branding , Brand name , Trademark.       

1- Brand familiarity

2- Brand preference  

3- Brand insistence 

                                     

D)Product classification 

 

Consumer goods           

Industrial goods 

          

Classification of consumer goods   Based on customer buying behavior

A)  Convenience goods 

Staples

Impulse goods

 Emergency goods 

B) Shopping goods  

Durable goods

Fashion goods 

 C) Specialty goods

Unsought goods     

First  
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Classification of industrial goods

A) Installations

Buildings 

Major equipment 

 B) Accessory equipment

 C) Raw materials

 

 

               

 

 

 

 

 

second 

Classification of goods 
 

C 

B1 

B A 

B2 

Convenience 

Goods 

Shopping 

Goods 

Specialty 

Goods 

Durable 

Goods 

Fashion 

Goods 

1) Consumer goods 2)  Industrial goods 
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 E) Life cycle of a typical product

1- Product development

 2- Market introduction

 3- Market growth

 4- Market maturity 

5- Sales decline 

 

 1ة 2ة

  

  

 

 ة د أ
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Life cycle of a typical product)

  Sales   

Income      

Introduction       growth        maturity      decline 
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DECLINE MATURITY 
GROWTH INTRODUCTION 

FALL GROWING SLOWLY GROWING FAST LOW SALES 

NO FALL PEAK NO PROFIT 

LOW HIGH MEDIUM NEGATIVE 
CASH-FLOW 

 

DECLINE MASS MASS 

 

PIONEERS CLIENTS 

FEW 
MANY GROWING FEW COMPETITO

RS 

 تكِٝٝ دٚز٠ حٝا٠ المٓتج 

 اترضا٥ط اتراص١ بهٌ َسح١ً َع تٛعٝح
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F)Product development process

 1- Product development objectives

 2- Idea generation –screening

3- Concept testing

 4- Technical feasibility

 5- Product testing

 6- Profitability analysis.

 7- Test marketing

 8- Product development

9- Market introduction

 

 

 A) Market abilit y  

 B) Durability   

 C) Production ability

 D) Growth potential
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Channels

Market exposure 

Kinds of middlemen      

Storing 

Transporting 

Service Levels                          

 ثاْٝا": ايتٛشٜع

SECOND: Distribution/ Place   
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 A) Physical Distribution Chart
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Transporting/ 
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Transporting/ 
 Warehousing 
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Transporting/ 
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 انعًيم

 انُقم

 انتبخر

 انُقم

 انًُتح

 نُقما

 يىرد انًىاد انخبو
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B)Distribution channels for Consumer goods      

 

 

C)Distribution channels for Industrial goods     

Retailer 

P
R

O
D

U
C

E
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C
L
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N
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Wholesaler 
 

Retailer 
 

Wholesaler Agent Retailer 

الميتةةةةةةةةةةةخ
و 

المطتَةةةةةةةةةل
 

 تاجس تجصئة

 

 تاجس جملة

 

 تاجس تجصئة

 

 ونيل تاجس جملة تاجس تجصئة

Producer Producer 

Producer Producer Agent 
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 ثايجا":ايطعس

Price Third: 

 انًُتح انًُتح
 

 وسيط انًُتح
 

 انًُتح
 

 Level يستىي الأسعبر

 Flexibility انًروَخ

 Discount انتخفيط

 Allowances انًسًىحبد

 Special offers انعروض انخبصخ

 Credit الإئتًبٌ
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B)Pricing Policies 

 سيبسبد انتسعير -ة

ح تحقيق أقصي رث

 .يًكٍ
Profit max 

 تحقيق أقصي عبئذ

 )دخم يًكٍ( 

Revenue 

max 

 تًُيخ حدى انًجيعبد
Sales 

development 

max 

الإهتًبو ثبندىدح 

كأهى يحذد نسيبسخ 

 انتسعير

Leader in 

quality 

Price = cost + profit. 

 انسعر = انتكهفخ + هبيش انرثح
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 زابعا":  ايترٜٚج

Fourth: Promotion 

Advertising 

Discount 

Location 

Offers 

Good treatment 

with customer 

Presents 

Conferences 

Festivals 

Competitions 

Free sample 

 الإعلاَبد

 انخصىيبد

 انًىقع

 انعروض

انًعبيهخ انديذح 

 يع انعًيم

 انهذايب

 انًؤتًراد

 انًهرخبَبد

 انًسبثقبد

انعيُبد 

 خانًدبَي
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PART   (2)   

Personal Selling 

 (2اتدص٤ )

 )المباغس(ايبٝع ايػدضٞ

Chapter (1) 

Basics of Selling 

 ايفضٌ الأٍٚ

 أضاضٝات ايبٝــع
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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. 

ٞ )تعسٜف  -1 : (ايبٝع ايػدضـ

 

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.  

ايبٝع دٚز ٚالمكضٛد ب٘ : 

* 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. 

ايبٝع ع١ًُٝ ٚالمكضٛد بٗا :  

*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. 

ايبٝع ْػاط ٚالمكضٛد ب٘ :  

 -:خطٛات ايع١ًُٝ ايبٝع١ٝ  -2

  

Determinate the prospective customers 

  

Determinate the prospective geographic area

2) Selling process steps     

1)Personal Selling definition 
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Divided the geographic area to small areas 

Collect the customers an every area 

  
Classification the target customers 

  
Prepare the lists for target customers

  
Time management (time plan) 

  
Real visit to customer(direct sales) 

 
1- Freedom of expression.               
2- Freedom to become as successful as you would like to be. 
3- it’s a daily challenge.                   
4- it offers a high potential return from a low capital investment. 
5- it’s fun. 
6- it’s satisfying.  

 -المصاٜا المستبط١ بم١ٓٗ ايبٝع َٚٓٗا َا ًٜٞ:( 3

  

  

  

  

  

  

 
  

 -َؤٖلات ايٓجاح في ١َٓٗ ايبٝع: (4

3) Advantages of Selling 
 

4) Qualifications for Success in Sales 
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(A)

Smart Workers

Schedule your time.               

 
Make your time more  productive  

 
Allow time for the unexpected 

 
Ration your time and Take   your time                               

(B)

 HARD WORK            

 Self- starters . 

Persistent. 

(C) 

 Responsive to Customers 

 
They are good communicators.

They are good listeners.             

 
They speak the customer’s language .                                     

 They are good appearance.        

(D)

 Emotionally Mature 

 They accept themselves. 

 
They have confidence in  their capabilities. 

 
They respect customers. 

 They accept blame gracefully.
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They are honest with the customers.                              

They develop long term  relations with 
customers.     

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.                                                         

 

 

  

 -:ٚظا٥ف ايبٝع ايػدضٞ -5

 -دضٞ ايعدٜد َٔ ايٛظا٥ف َٚٓٗا َا ًٜٞ :يًبٝع ايػ

1- To locate prospective business. 

 

2- To convert prospects into customers.   

3-To maintain customer satisfaction.        

Remember 
 

 ًَخٛظ١

5) Personal Selling Functions 
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* 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.   

 -َٗاّ ايبٝع ايػدضٞ:  -6

 

 

 

  

  

  

  

  

 

 

 

1. Designing sales force strategy and structure. 
2. 2-Recruiting and selecting sales representative.
3. Training sales representative. 
4. 4-Compensating sales representative. 
5. 5-Supervising sales representative.
6. Evaluating sales representative. 

6- Personal Selling Roles (Tasks)      
 

7-Personal selling Management         
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 -:إداز٠ ع١ًُٝ ايبٝع ايػدضٞ -7

 

 

 

 -ايبٝع١ٝ ٚالهٝهٌ ايٛظٝفٞ يًبٝع: الإضتراتٝج١ٝٚعع  -1

A company should decide what specifications it needs. 
A job duties show the specifications a company needs.

 ايتعٝين ٚالاختٝاز يسجاٍ ايبٝع. -2

1-Designing sales force strategy and  structure. 
 

2- Recruiting and Selecting Sales representative. 
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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

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? 

 -:تدزٜب زجاٍ ايبٝع -3

 

 

 

 

 

 

 

 

3- Training Sales representative 
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* 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.                                        

 -: تحدٜد ايعا٥د المادٟ يفسٜل ايبٝع -4

*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. 

 -: الإغساف عًٞ زجاٍ ايبٝع-5

5- Supervising Sales representative. 

4- Compensating Sales representative 
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* sales reports                                              
*Personal observation, customer surveys, and talks with other sales people.                                                  

 -: تكِٝٝ زجاٍ ايبٝع -6

 -:تعسٜفات ٖا١َ    - 8

Full information about your product ,Everything a prospect may want to know  
before he buys ,A proposition has 3 elements :quality, price and service. 

 َٛات عٔ المٓتجَعً

 

 

Person or organization who might be able to buy  (prescribe) your product

 ايعٌُٝ المحتٌُ

6- Evaluating Sales representative. 

8-Important Definitions  - 
 

Suspect 
       

 

Prospect 

       
 

Proposition                                                  
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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. 

 ايعٌُٝ المستكب

 

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

 المطتًٗو

.

 

Person or organization who has accepted your proposition and bought 
(prescribed) your product and is satisfied with it

 المطتددّ

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.      

 َطتٜٛات ايبٝـــع

    

 

 

Customer 

       
 

User 

    

   
 

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

   

 

  

                            

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                                                

 -خط١ ايبٝع ايػدضٞ: -9

 

9- Personal Selling Plan 

      
 

Level of  Buyers  
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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. 

  

1- Prospecting and    qualifying                       

2- Pre approach 

3-Approach                                         

4- Presentation and   demonstration                                                   

5- Handling objections      

6- Closing                                           

Remember 
 

10- Major steps in effective selling plan. 
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7- Follow- up                                  

 

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) 

                  

Close

Handling                                             

 

Objections                                              

 

Main idea

 

Approach

 

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

TIME MANAGEMENT 

 ايفضٌ ايجاْٞ

إداز٠ ايٛقــــــــــــت    

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.                                            

 -عٓاصس اترط١ اتدٝد٠ يلاضتفاد٠ َٔ ايٛقت: -1

 

 

 

 

TIME MANAGMENT 



 

(44) 

2) Instructions to Use Time Effectively:- 

 -َكَٛات ٚإزغادات اضتدداّ ايٛقت بهفا٠٤ ٚفعاي١ٝ: -2

A- Set goals: Unit sales, number of calls.   

 

 

B- Analyze your territory: Collect and record customer data, Classify your  
customers according to potentiality, expenses, influence ,location and 
accessibility.  

  

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.    

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. 

 

 

 

 

 

F- Set A plan of Action:
Start the day by answering the following questions: 

1-Whom I am going to call on?                         
2- What is to be done ?                                       
3- What I 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.                                     

 

 

  

  

 

 

 

 

 

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.  

 

 

 

How salespeople spend their time ?  
  Source: Darnell Corporation, 30 the Sales Force Compensation Survey (c)1998 

Darnell Corporation. 

MODEL (1)                                             

.

.

.

Remember 
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.

(MODEL 2)

 (2)ْـــُٛذج 
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Chapter (3) 

Communication skills 

 ايفضٌ ايجايح

 الاتضاٍَٗازات 

Communication is the art of sending and receiving of information , ideas , 
feelings... etc 

Communication 

                 

                 

                 

                 

          
 

 



 

(51) 

Which
*Consists of SENDING and RECEIVING of information , ideas , feelings , 

attitudes...etc. 

*Involves a MIXTURE of MEANS of EXPRESSIONS in terms of words, signs 
objects..etc

* 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.     

* OBJECTS include the display of materials that convey some sort of a message 
e.g. stands give- aways, furniture, clothes and cars.          

* SIGNS include the international use of gestures or pictorials e.g. referee, traffic 
soldier, no-smoking and fragile signs.              

* ACTIONS OR BODY LANGUAGE which are the unconscious language sent by 
posture,movements,hands,face or voice, appearance..

1-Communication is a process of interaction . 
 .الاتضاٍ ٖٛ ع١ًُٝ تفاعٌ بين طسفين -1
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1- Vertical.                           

2- Horizontal 

  3-  Direct

4- Indirect  

 5 –Oral  

 6- written. 

 

1- Good communicator

2- Responsive to customer needs.                 

3- Good listener. 

4- Ask questions & pay attention to the response. 
5-Flexibility: different approaches for different customers -Adapt himself to the 

different situations during the presentation. 

6-Emotional intelligence:-                                  

 

a- Knowing one’s emotions& feelings.              

2- Communication goes in many directions 
and has man types 

اتجاٖات الاتضالات : يلاتضالات ايعدٜد َٔ  -2

 الاتجاٖات ٖٚٞ:

 
 

3- Communication Skills 

 َٗازات الاتضاٍ  -3
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b- Controlling one’s emotions to avoid acting impulsively.          

 

c- Recognizing customer, emotions  .                    

d- Using one’s emotions to interact effectively with customers.                                                   

7- Aggressive customer:     

*A person who is aggressive is ready for a fight. 

*Dealing with Angry and Complaining Customers     

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  

                  . 

. 

.  

.  

.  

       

.  



 

(53) 

 

                        

Communicating is more than just the words we use, Consider these three points: 

1-Body Language- The way move or hold ourselves carries a large part of our 
message , your body language should show your customer that you are: 

A) Listening to feelings as well as words.          
B) Attentive to what the customer is saying.    
C) Interested in what the customer is saying.  

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 

* people can hear a smile in your voice.           

Summary Remember  
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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?                  

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. 

4- Telephone Skills 

 يتًٝفَٕٛٗازات اضتدداّ ا   -4
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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? 

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 !!!!

B)When you want to say No ? 
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SANDWICH  EFFECT 

 

C) ANSWERING A BUSINESS TELEPHONE CALL 

 

Following is a list of seven steps you may use to answer the telephone in a 
business setting :- 

1- GREETING:- 

Hello.  Good morning.  Good afternoon. 

2- IDENTIFICATION:- 

 

3- OFFER OF HELP :- 

May I help you ?  How may I help you ? 

Seven Steps 

Apology  

Bad News  

Options & Alternatives

 ئاتربر الطي

 عسض البدائل

 الاعتراز
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4- EXCHANGE OF INFORMATION:- 

This is the core of the telephone conversation in which information is 
exchanged . 

5- CONFIRMATION OF MESSAGE:- 

6- CONFIRMATION OF ACTION:- 

you confirm that will do what is requested or what has been decided. 

 

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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 الطبعة لإضتدداو الهاتف في المعاملات التحازية تاترطوا

 الإغلام

 صياغة السضالة

 لتأنيد علي الهدف مً السضالةا

 ماتتبادل المعلو

 عسض المطاعدة

 تحديد الموضوع

 التحية

Closing 

CONFIRMATION OF MESSAGE

CONFIRMATION OF ACTION

 

EXCHANGE OF INFORMATION 

OFFER OF HELP

IDENTIFICATION

GREETING 
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D)Telephone Etiquette 

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. 

A) Be Polite. 

B) Be Service –minded. 

C) Be Informative. 

D) Dealing with a Complaint. 

E) Be Honest. 
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Chapter (4) 

Steps of Buying Decision 

 

 ايفضٌ ايسابع

 قساز ايػسا٤ اتخاذخطٛات    

1- Need identification

Customer starts to identify his needs to that kind of product.      

 

2-Information Search 

Customer collects information about this product. 

 

1- Steps of Buying Decision 
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3- Study of Alternatives                     

Customer studies the available alternatives and   compare between them. 

4- Product Selection                           

Customer decides to get the best proposal. 

 

5-Decision                                             

Buy the product  

           

6- Evaluation                                        

After buying the product he starts to evaluate the result to see if he is going to 
buy again or not .        

buy = To SATISFY A NEED

We know 6 buying motives which are of equal importance . 

* Customer will buy when you appeal to the RIGHT / REAL motive. 

2- Buying motives  
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* Benefits have to appeal to all six basic motives.       

 

Convenience

Appearance  

Performance  

Economy

Safety  

Pride/ Pleasure 

*Listening volunteered comments and replies to questions.

*Observe behavior.                

*Evaluating motives.                   

 

 

 

 

3- Determine Buying Motives 
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Chapter (5) 

Product Knowledge 

Prospecting 

 ايفضٌ اتراَظ

 الإلماّ اتدٝد بمعًَٛات المٓتج

* Product Knowledge gives you CONFIDENCE in your product & in yourself and 
this reflects confidence of your customer in you, product and your company.  

* Product knowledge makes you ENTHUSIASTIC to the product merits and this 
increases your effectiveness with your customer. 

First : Product Knowledge  
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*Product knowledge makes you PROFESSIONAL at selling to your customer.  

*Product knowledge includes all basic information as well as additional 
information. 

 

A) Basic Information

1- BASIC Background 

Enough to support you in handling  objections about this product.  

 composition 

 actions  

 interactions  

 indications  

 side effects  

 warning  

 price 

2. Competition Knowledge

Same products having same characteristics and uses as yours and are sold by 
your competitors. 

  

B- Additional Information 
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 was discovered? How the product

*Who developed it ?

                  

* specific features of the components?  

  

* (know- how)?

How it was made 

*Size, package, shape and color.      

                     

*How it fits with other company’s products?        .

*Prices for different Channels 

Storage.

 

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

                           

 

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

Second : Prospecting 
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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

 

 

 

High 

Volume 

Customers 

Medium 

Volume 

Customers 

Low 

Volume customers 

Starters 

Hot prospects 

Warm prospects

Cool prospects 

Kinds 

suspects

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

 

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

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

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

 

 

(good prospect) 

(MAN)

(money)           M                                                                     

A  

(NEED) N 

(authority)  

good prospect = Money + Need  +authority                   

*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:- 

 

4- Hot prospects - people who are ready to buy, and you are on the short list.                    

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

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 

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).  

1- Screening every suspect in the area

2- Spheres of influence 

3- Printed Matter.

4- Referrals 

 

5- Field people

2- Methods of prospecting 
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6- Conferences

7- Personal Observations

Summary

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

 

*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 

 

*There should always be continuous revision and improvement.     

  

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.                                          

 

 

 

Remember 
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Chapter (6) 

PRE- APPROACH 

PRESENTATION 

 ايفضٌ ايطادع

 ايتجٗٝص يًكا٤ ايعٌُٝ

 َٗازات ايعسض

Pre - approach  means determining facts & data that will move the sale forward.

A- Objectives 

1-To prepare for qualifying the prospect.

2- To sharpen the sales approach. 

First :PRE- APPROACH  
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3- To identify prospects problem areas. 

4- To keep the rep from making obvious mistakes.

B- PROCEDURES 

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.  

 

 

  

  

1\1 Sources of Information

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. 
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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. 

3- Develop a plan to achieve the objective  

How your product will provide the benefits sought by your customer. 

4- What evidence will support you:- 

Outline possible approach , dramatization and proofs. 

5- Possible ways to handle objections.
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6- Do mental role plays. 

-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. 

 

 

 

 

 

 

 

)Call(

Remember  
 

Second: THE PRESENTATION 
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1. Definitions 

*Feature: Is an inherent characteristic (fact) of a product.  

*Action 

Is what a product does as a result of feature. Actions effect.         

*Benefit  

How the user gains Benefits ?  

what the product does for the customer? 

 

Benefits Can Be Show During Your Call By:  -2

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

 

  

  

3- Gaining Customer Conviction With Benefits By:      

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



 

(78) 

 

  

  

4- Customer conviction

 

You are selling BENEFITS not features.  

 

1-This product is regularly promoted. 

Remember  
 

Salesman 

Explain Features 

Talking about Action 

Proving Benefit 

Convict Customer 

 زجل البيع

 يصسح مصايا الميتخ

 يتحدث عً أثاز الميتخ

 يظَس فوائد الميتخ

 يكيع العنيل
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2- Easy to be used, not requiring special route of administration. 

3- Manufactured in.. 

4- Large pack. 

5- Always available. 

6- Price is... 

 

7- Most experts prescribe it. 

8- Product comes in many forms. 

9- Product comes in many sizes. 

 

 

 

 

Transfer Each Of The Previous Statements To A Benefit:

  

  

  

  

 

  

  

  

  

 تمسٜٔ
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5- Types of Presentations 

1-The standard memorized call. 
2- The outlined presentation. 
3- The programmed presentation. 
4- The unstructured presentation. 

 

  

  

  

6- Presentation Skills 

(A) NON Verbal skills 

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

 

  

  

(B) Verbal Skills 

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

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

*Power: breathe properly avoid mumbling & use your nerve 
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*Pause: can punctuate your performance do not confuse with undesirable 
hesitancy. 

 

(C) Language Skills 

*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 , I know and I think. 
- Better words: effective, tolerable, good choice, economic and the fact is.

 

  

  

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

Your presentation skills can make or break a sale. 

 

 

 

D) Dramatization 

Good sales people are good actors. 

How Dramatizing Helps The Selling Function ? 

Remember  
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1- Dramatizing helps convincing the prospects. 

2-Dramatizing improves understanding. 

3- Dramatizing makes a lasting impression. 

4- Dramatizing helps the sales rep. 

5- Dramatizing creates value. 

6- The appropriate use of words is important. 
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Chapter (7) 

APPROACH 

Probing

Main Ideas

 ايفضٌ ايطابع

 المدخـــــــــــــــــــٌ

 تحًٌٝ ايعٌُٝ

 ايفهس٠ الأضاض١ٝ يًُٓتج

The approach is the first face to face contact of the rep. with the prospect.

1- Objectives

1- To gain attention. 

First : Approach 
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2- To awaken needs.

3- To qualify the prospect. 

4- To prepare for the main idea. 

*Every approach should seek to reach one or more of these objectives. 

2- Methods

 (A) Introductory approach 

1-your name 

2 - your  company 

3-your purpose 
 (B) Product approach 

1- a unique product action 

 2- characteristic 
 (C) customer benefit approach 

(D) Question approach 

1- Preference  

2- Practice 

3- Evaluation 

(E) Referral approach 

Citing satisfactory experiences of leaders 

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

 

 

 

 

 

 

  

 

 

 

 

 

 

Remember 
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Advantages of probing

*Uncovers needs, problems, biases...etc. 

* Determines / confirms communication style. 

*Develops main idea strategy. 

*Checks that the main idea is understood . 

*Dicloses a hidden objection 

Estimates the weight of the objection.

 
* Limits the objection. 

*Ensures satisfactory handling of the objection. 

* Know , in order to satisfy. 

Second: Probing 
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Probe on a series of calls and build files of information.

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

 (quality - economy - price – service)

To deal with competition 

(direct - indirect - alternate) 

To prepare for the close. 

B- Tools

* Product knowledge & interpretation into benefit. 

*Full involvement of the prospect through the use of all five senses. 

*Product tests& demonstration. 

* Support materials. 

Remember 

Third: Main Ideas 
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* Presentation language. 

* Probing skills. 

*Listening skills. 

* Other Tool Handling customers  objections.

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. 

 

 

 

 

 

Remember 
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Chapter (8) 

Handling Objections 

 ايفضٌ ايجأَ

 عٌُٝ ٚايسد عًٝٗاَٛاج١ٗ اعتراعات اي

Handling Objections

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

1- Objectives 

1- To allay prospects fear. 

2- To answer valid questions. 

3- To answer invalid questions. 

4- To prepare for the close. 

2- Why Do People Object? 
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1- No money. 

2- No need to product or service. 

3- No recognition of need. 

4- Need more in formations. 

5- Habit or custom. 

6- Value not exceed the cost. 

 (3) Common Objections 

A)Teasing: He is interested in your product but needs additional information

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 . 

C) Misunderstanding: He didn’t understand an explanation for an important point. 

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. I will use it for 
rich people. 
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E) Product / Service: 

F) Company: I don’t like to do business with your company 

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

H) Common objections examples: 

I want to think it over 

I don’t care to deal with your firm 

I am satisfied with my present supplier 

Let me take the goods on consignment 

I can make do with what I have . 

I am not interested 

I don’t have time right now 

My wife’s brother is in this business and we buy from him 
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The boss told me to buy from X 

I buy locally .Why should I buy 300 miles away? 

My neighbor bought from you and he could not get any service 

I have to talk it over to my wife first 

We buy from them as they buy from us. 

4) Steps of Handling Objections 

1- Lisent: *Dont  interrupt.  * Help reduce objection. 

 

  

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

 

  

  

3- Cushion your answer 

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

 

  

  

  

  

  

 

-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. 

 

 

 

Remember 
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Chapter (9)

The Art Of Closing 

 ضعايفضٌ ايتا

 فٔ إغلام ايًكا٤ َع ايعٌُٝ

The A B C of selling is Always Be Closing.   

1- Why Closing Is Important? 

*Closing is the ultimate test of sales ability. 

* If you don’t get orders your sales career is a very short one. 

*The income of a salesperson is usually based on closed sales. 

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

2- Difficulties In Closing 

Wrong Attitude      

poor presentation   

 Poor Habits& Skills

3) Buying Signals 

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.. 

A- Buying signals may be in the form of: 

* Positive Sentence: - Good packing - Suitable pack size. 

 

  

* Positive question: -What is the price? - What is the dose? 

* Positive Reaction: 

B- Give An Example Of Buying Signals You Face During Work. 
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Positive Sentence   

1-  

2-  

3-  

4-

5-

            e QuestionPositiv

1-  

2-  

3-  

4-

5-

Reaction Positive

1-  

2-  

3-  

4-

5-

 (4) How To Close Successfully ? 

- Maintain a positive attitude. 

 

- Keep control of the interview. 

  

- Be assertive not aggressive. 

 

- Give the customer the chance to buy. 

 

-Keep some selling points in reserve. 

 

Sell the right item in the right amount.
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(5) Effective Methods For Closing?

1- Asking for the order                        

2- Alternative close: I will get the order on Monday or Wednesday ? 

3- Summarize the benefits. 

4- The Balance Sheet: State in a tabular from the benefits of your product versus 
a competitor. 

5- The yes - yes close: Building a series of acceptance. 

 (6)RE-COMMENDATIONS Of The Close

1- Understand what they want & need. 

2- Recognize buying signals. 

3- Make the decision. 

4- Close the sale with casual confidence. 

5- Don’t change when you start closing. 

6- Use the planned pause. 

Closing is the process of helping people making decisions.

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

 1- Asking for the order.

 2-The yes-yes close 

 3-Alternative close

4- Summarize the benefits

 5- The Balance Sheet

1-  

2-  

3-  

4-

5-

 
(8) Recommendations:

Never knock the competition                        

Never say anything negative about your company  

Never say anything negative about your product or service. 

Never tell the customer that they are wrong. 

Never tell the customer that you don’t understand. 

Never argue with the customer. 
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Never lie to a customer 

Never loose your cool with the customer. 

Never be defensive. 
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Chapter (10) 

Successful model of salesman 

 ايفضٌ ايعاغس

 ايُٓٛذج ايٓاجح يسجٌ المبٝعات          

A) characteristics of a successful Salesman 

1- Good appearance (Feel good) 

 ايػعس
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 ايسا٥خ١

 الأيٛإ

 لإنططٛازاتا
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 حاي١ ع١ًُٝ

 اترلاصـــــ١
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َعٗس زجٌ المبٝعات َٔ أِٖ  -ترنس إٔ :

 جاح٘ في ايتعاٌَ َع ايعُلا٤.ـَكَٛات ْ

 أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند إٔ المعٗس

 جٖٛسٟ ٚأضاضٞ يسجٌ المبٝعات. عٓضس
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2-Good behavior(Ethical conduct) 

 حاي١ ع١ًُٝ
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٘ لابد أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند أْ

 .إٔ ٜتخًٞ زجٌ المبٝعات باترًل ايكِٜٛ.

لابد إٔ ٜتخًٞ زجٌ  -ترنس إٔ :

 .المبٝعات باترًل ايكِٜٛ.
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3- Gentleman (polite and before) 

 حاي١ ع١ًُٝ

لابد إٔ ٜتخًٞ زجٌ المبٝعات  -ترنس إٔ :

 .ٚيبكاً إٔ ٜهٕٛ َٗرباًاق١ ٚ بايًب
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٘ لابد أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند أْ

 إٔ ٜهٕٛ زجٌ المبٝعات َٗرباً ٚيبكاً.
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4- Emotionally mature 

 حاي١ ع١ًُٝ
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لابد إٔ ٜهٕٛ زجٌ المبٝعات ْاعـجاً   -ترنس إٔ :

عاطفٝاً َٚتصْاً في تضسفات٘ ٚلا ٜفسم بين ايعُلا٤ 

ــالا   ــلا٤ ب ــٌ ايعُ ــٌ ن ــٌ ٜعاَ ــدٜس ب حتراّ ٚايتك

 ٚاتذسظ عًٞ تكدِٜ أفغٌ خد١َ لهِ.

٘ لابد أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند أْ

 إٔ ٜهٕٛ زجٌ المبٝعات ْاعجاً عاطفٝاً.



 

(000) 

5- objectively Unable to persuasion 

ــرنس إٔ : ــات    -ت ــٌ المبٝع ــٕٛ زج ــد إٔ ٜه لاب

 .دقٝكاً َٚٛعٛعٝاً في حدٜج١ حت٢ ٜكٓع ايعٌُٝ

 حاي١ ع١ًُٝ



 

(002) 

لابد إٔ ٜهٕٛ زجٌ نس َٛقف أٚ حاي١ ع١ًُٝ تؤند أذ

 المبٝعات دقٝكاً َٚٛعٛعٝاً في حدٜج١ حت٢ ٜكٓع ايعٌُٝ.



 

(003) 

6- product knowledge Well 
aware of the product 

 حاي١ ع١ًُٝ



 

(004) 

رخم  انعًيم 

 انًجيعبد

 انًُتح

 انشركخ

 سؤال

 وخىاة

 ثقخ انعًيم

 دراسخ انًُتح

 ُتحتذريت عهي انً

 ثقخ انعًيم

 اترلاص١



 

(005) 

 

  

  

 

 

 

 

لابد إٔ ٜهـٕٛ  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند 

 اير٣ ٜبٝع١. ٓتجبالم ناَلًا إلماَاً ًَُاًزجٌ المبٝعات 

 ًَخٛظ١



 

(006) 

     

 

7-patient, ambitious and persistent 



 

(007) 

أْ٘ لابد  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 0بايضبر ٚايطُٛح زجٌ المبٝعات ٜتطِإٔ 

 حاي١ ع١ًُٝ



 

(008) 

 

8- smile face (Jovial face) 

أْـ٘   أذنس َٛقف أٚ حايـ١ عًُٝـ١ تؤنـد   

 .بػٛش ايٛج٘ زجٌ المبٝعات  ٜهٕٛلابد إٔ 



 

(009) 



 

(021) 

9- Self-confidence 

أْ٘ لابد إٔ  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 0في ْفط٘ ٚاثكاً غدضاً زجٌ المبٝعات  ٜهٕٛ

 حاي١ ع١ًُٝ



 

(020) 



 

(022) 

10- specific in words and a good listener 

 يوع٢ً ذ



 

(023) 

 ٜهٕٛأْ٘ لابد إٔ  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 .جٝداً ُعاًتفي ايهلاّ َٚط تسدداً زجٌ المبٝعات 

 ترنس إٔ



 

(024) 

11-Honesty and truthfulness 

 حاي١ ع١ًُٝ



 

(025) 

أْـ٘ لابـد    أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤنـد 

 0ٚصادقاً أَٝٓاً غدضاً زجٌ المبٝعات  ٜهٕٛإٔ 



 

(026) 

12- Excited to work 

 ع١ًُٝ حاي١



 

(027) 

أْ٘ لابد  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 0في عًُ٘ َتخُطاً زجٌ المبٝعات  ٜهٕٛإٔ 



 

(028) 

13- Modest and simple 

 حاي١ ع١ًُٝ



 

(029) 

أْـ٘ لابـد إٔ    أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤنـد 

 0غير َتهًف بطٝطاً غدضاً زجٌ المبٝعات  ٜهٕٛ

 



 

(031) 

14- Friendly in dealing 

 ٜهٕٛأْ٘ لابد إٔ  تؤندأذنس َٛقف أٚ حاي١ ع١ًُٝ 

 0خسٜٔلآفي ايتعاٌَ َع ا ٚدٚداً غدضاً زجٌ المبٝعات 

 



 

(030) 

15-  organized and accurate of work 

 حاي١ ع١ًُٝ



 

(032) 

 ٜهٕٛأْ٘ لابد إٔ  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 غدط دقٝل ٚ َٓعِ ف٢ تضسفات١ . زجٌ المبٝعات 

 



 

(033) 

 

 

 

 

 

 

16- Communicate well with others 



 

(034) 

  

 

 

 ١ٝحاي١ عًُ



 

(035) 

 ٜهٕٛأْ٘ لابد إٔ  أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 َدزب جٝدا ع٢ً َٗازات الاتضاٍ. زجٌ المبٝعات 

 



 

(036) 

17- SMART (Witty and quick-witted) 

 حاي١ ع١ًُٝ



 

(037) 

أْـ٘ لابـد    أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤنـد 

 لماح ٚ ضسٜع ايبد١ٜٗ . زجٌ المبٝعات  ٜهٕٛإٔ 

 



 

(038) 

 

 

 

  

  

18-  Strong observation 
 

أْـ٘ لابـد    أذنس َٛقف أٚ حاي١ ع١ًُٝ تؤند

 لماح ٚ ضسٜع ايبد١ٜٗ . زجٌ المبٝعات  ٜهٕٛإٔ 

 



 

(039) 



 

(041) 

B)Things should not be performed by salesman 

 
 

 ٓافظ حت٢ لا تفكد ثك١ ايعٌُٝ فٝوعدّ إٖا١ْ الم -1

Should not offending competitor 

 حاي١ ع١ًُٝ



 

(040) 

عدّ اتذدٜح لأٟ ضًب١ٝ تجاٙ غسنتو حت٢  -2

 0نتولا تفكد ثك١ ايعٌُٝ فٝو ٚفي غس

Do not abuse the company 



 

(042) 

عدّ الإغاز٠ َـٔ تجاٖـو لأٟ ْكـط أٚ أَـس      -3

ضًبي في َٓتجو أٚ اترد١َ ايتي تكدَٗا فإذا 

 فعًت ذيو فهٝف تكٓع ايعٌُٝ بػسا٥ٗا؟

should not abuse of the product 

 حاي١ ع١ًُٝ



 

(043) 

 

  

 

 

 

يجب ألا تتعاٌَ َع ايعٌُٝ عًٞ أْ٘  -4

 .عًٞ خطأ ٚأْت عًٞ صٛاب دا٥ُاً

respect client 
 

 ًَخٛظ١



 

(044) 

 أٚ تكٍٛ يًعٌُٝ بأْ٘ لا ٜفِٗ ػعسيجب ألا ت -5

Estimate the customer 

حت٢ لا تغٝع  لا تجادٍ ايعٌُٝ نجيراً -6

 .ٚقتو ٚتزٗٛدى ٚتػتت ايعٌُٝ

Do not argue with the customer 



 

(045) 

لا تهرب عًٞ ايعُٝـٌ فكـد ٜهـٕٛ     -7

ٚخبر٠ َٓو ٚإذا انتػف  أنجس ذنا٤ً

 0فٝو  ايهرب ضٝفكد ايجك١

Do not lie to the customer 

 

 

 

 

 

          



 

(046) 

 

 0بٛزاًتفكد ٖد٥ٚو َع ايعٌُٝ فهٔ ص لا -8

Do not lose calm (cool) 
 

 .ٖجَٛٞ في حدٜجو َع ايعٌُٝ ٔلا ته -9

Do not be aggressive with the customer 

 حاي١ ع١ًُٝ



 

(047) 

 حاي١ ع١ًُٝ

 ٚع٢ً ذيو



 

(048) 

 

 

 

 

 

 

 

ٖٓاى بعض ايسدٚد ايتي لا يجب عًٞ المٓدٚب إٔ  -10

ٜسددٖا عًٞ عُلا٥٘ ٚيهٔ ٖٓاى بعض ايسدٚد 

 .عًٞ ايعٌُٝ بٝاًإيجا الأنجس َٓاضب١ ٚتأثيراً

 يجب ألا تفػ٢ أضساز ٚ تفاصٌٝ ايتعاٌَ َع الآخسٜٔ. -11

Keep the Secrets  of customers  

 حاي١ ع١ًُٝ



 

(049) 

 



 

(051) 

C) Golden advices for salesman 

َُٗا نإ  باحتراّايتعاٌَ َع ايعٌُٝ  -1

 حجُ٘ في ايطٛم أٚ عُسٙ أٚ ٦ٖٝت٘.

 
 

 حاي١ ع١ًُٝ



 

(050) 

يجب اتذفاظ عًٞ تفاصٌٝ ايتعاٌَ َـع   -2

 ايعُلا٤. نٌ عٌُٝ حت٢ تهطب ثك١

 

 
 

ــدِٜ     -3 ــِ يتك ــإٚ َعٗ ــا٥و ٚتع ــأ يساض اتد

أفغٌ خدَـ١ يًعُـلا٤ ٚلا  تتضـسف إلا في    

 حدٚد ضٝاض١ عا١َ في خد١َ ايعُلا٤.

 

 

 
 

تدزب عًٞ نٝف١ٝ ايتعـسف عًـٞ احتٝاجـات     -4

 يعُلا٤ ٚنٝف١ٝ تحدٜدٖا ٚٚضا٥ٌ إغباعٗا.

 

 

 

 
 



 

(052) 

لا تطتددّ َضطًخات ايعُـٌ   -5

 عٓد اتذدٜح َع ايعٌُٝ.

 

 
 

 .حافغ عًٞ َعٗسى ٖٚٓداَو دا٥ُاً -6

 

 

 

 
 

 حاي١ ع١ًُٝ



 

(053) 

 .جٝداً لا تكاطع ايعٌُٝ أثٓا٤ اتذدٜح بٌ نٔ َطتُعاً -7

 

 

 

 
 حافغ عًٞ ٖد٥ٚو أثٓا٤ ايتعاٌَ َع ايعٌُٝ. -8 

 

 

 

 
 

َـٔ   اضتددّ اضِ ايعٌُٝ عٓد اتذدٜح َع٘ يتٛفس جٛاً -9

 اترضٛص١ٝ ٚالأيف١ يهٔ َع الاحتفاظ بالأيكاب.

      

 

 

 

 
 

لا تٛعــد ايعُٝــٌ إلا إذا نٓــت    -10

 َٔ قدزتو عًٞ ايتٓفٝر. ٚاثكاً

      

 

 

 

 
 



 

(054) 

ضاعد ايعٌُٝ في الاختٝاز بين ايبدا٥ٌ  -11

 ٚيهٔ لا تجبرٙ عًٞ  اختٝاز َعين.

 

      

 

 

 

 

 

بأْـو   يجب إٔ تػعس ايعٌُٝ دا٥ُاً -12

 تطعٞ يًخفاظ عًٞ  َضًخت٘.

 

 

      

 

 

 

 

 

 حاي١ ع١ًُٝ



 

(055) 

تعاَــٌ عًــٞ أضــاع إٔ ايعٓاٜــ١     -13

 بايعُلا٤ ٖٛ أِٖ ٖدف يدٟ  المؤضط١.

 

 

 

      

 

 

 

 

 

 بػهٌ جٝد. عًٞ علاقتو بايعٌُٝ باضتُسازحافغ  -14

 

 

      

 

 

 

 
 

 ي١ ع١ًُٝحا



 

(056) 

ٚإذا  باضـــتُسازدٕٚ احتٝاجـــات ايعُٝـــٌ  -15

ــٛز   ــاى أَ ــت ٖٓ ــبر ناْ ــدزتو ان ــٔ   ق َ

 ايلاشّ. لاتخاذ١ أزضًٗا يلإداز٠ بأضسع ٚضًٝ

 

 

      

 

 

 

 
 

بايغ  باٖتُاّإٔ تدزع  عُٝلًا يجبإذا فكدت  -16

ٙ أضباب فكـدٙ حتـ٢ تـتعًِ َـٔ      الأضـباب   ٖـر

 .َٔ ايعُلا٤ َطتكبلًا ٚحت٢ لا تفكد َصٜداً

 

        

 

 

      

 

 

 حاي١ ع١ًُٝ



 

(057) 

 اجعٌ ٖدفو الأضاضٞ ٖٛ تحٌٜٛ ايعٌُٝ يعٌُٝ دا٥ِ. -17

 

        

 

 

      

 

 

 

 
 

عًٞ دزا١ٜ بالمٓافطين ٚطسم تعاًَِٗ نٔ  -18

 يًتُٝص. َع ايعُلا٤ حت٢  تطعٞ دا٥ُاً

 

 

        

 

 

      

 

 

 

 
 

تسٌ ايعُلا٤ عٓد ايتعسض لأٟ  عع ْفطو دا٥ُاً -19

 َػه١ً حت٢ تػعس بما ٜػعس ب٘ ايعٌُٝ.

 

 

 

        

 

 

      

 

 

 

 
 

ــٌ     -20 ــا٤ ايعُٝ ــٞ إزع ــٌ عً ــب إٔ تعُ يج

ات ٚبايتايٞ أزقاّ ٚتحٌٜٛ ٖرا ايسعا  لمبٝع

لمطــتٗدف زقُــٞ  ٝجــب إٔ تعُــٌ ٚفكــاًف

 .باضتُسازحت٢ تطتطٝع تكِٝٝ أدا٥و 

 

 

 

 

 



 

(058) 

 انًُذوة

 شركخان

 انعًيم

بـإٔ أضـاع عًُـو     كتٓع دا٥ُـاً يجب إٔ ت -21

 عٌُ غسنتو ٖٛ إغباع  حاج١ ايعٌُٝ.ٚ

 

 

 

 

 

        

 

 

      

 

 

 

 
 

لهدف ايػـسن١   اجعٌ ٖدفو َتغُٓاً -22

 عُٓٗا. يٝظ َٓفضلًاٖٚدف ايعٌُٝ ٚ

 

 

 

 

 

 

        

 

 

      

 

 

 

 
 



 

(059) 

 يجب إٔ تدٜس ٚقتو بػهٌ َٓعِ. -23

 

 

 

 

 

 

        

 

 

      

 

 

 

 
 

يجب إٔ تٗتِ بتطٜٛس ذاتو ٚ َٗازاتـو   -24

ٚ قــدزاتو َــٔ خــلاٍ ايتــدزٜب المطــتُس 

 داخٌ ٚ خازج ايػسن١ ايتي تعٌُ بٗا.

 

 

 

 

 

 

        

 

 

      

 

 

 

 
 

يجب إٔ تحترّ شَلا٥و ٚ زاضـا٥و   -25

 ٚ إٔ تًتصّ بطٝاض١ غسنتو.

 

 

 

 

 

 

        

 

 

      

 

 

 

 

يجب إٔ تدزع أْٛاع ايػدضٝات ٚ طسم ايتعاٌَ  -26

 َعٗا حت٢ تطتطٝع ايتعاٌَ َع عُلا٥و.

 

 

 

 

 

 

        

 



 

(061) 

 
 

  



 

(060) 

يجب إٔ تهٕٛ ق٣ٛ الملاحع١ حت٢ تطتطٝع  -27

 لا٥و بػهٌ ضًِٝ.ايتعاٌَ َع عُ

 

 

 

 

 

 

        

 

 

      

 

 

يجب إٔ تجُع َعًَٛات ناف١ٝ عٔ  -28

 ايعٌُٝ قبٌ ايصٜاز٠ ايفع١ًٝ ي٘.

 

 

 

 

 

 

        



 

(062) 

 

 

  

  

 

 

  

  

  

  

  

  

يجب إٔ تحافغ ع٢ً أضساز ايعٌُٝ  -29

 بما لا ٜغس بمضًخ١ غسنتو.

 

 

 

 

 

 

        

 

 

      



 

(063) 

Appendix(1) 

COMMERCIAL DICTIONARY 

 (1) ًَخل

 قاَٛع المضطًخات( ايٛازد٠ بايهتاب)

 

(A)

 Abstract                        

 Achieve                       

 Achievable              

 Activity                

 Act                              

 Active                            

 According to                 

 Actions                          

 Accept                           

 Actor                             



 

(064) 

 Activates                       

 Additional information 

 Adjust                           

 Advantages                   

 Agencies                        

 Age                                

 Aggressive                    

 Agreement                    

 Allay                              

 Alter Natives                

 Ambitious                     

 Analytical                     

 Angry 

 Apologize                      

 Apology                         

 Appropriate                 

 Appearance                  

 Appointments               

 

 Approach                 

 Argue                       

 Art 

 Ascertains               

 Attitudes                 

 Attention                  

 Attractive look        

 Attempt                   

 Available                 

 



 

(065) 

(B) 

 Bad news                

 Barter                      

 Basics                       

 Basic information's        

 Behavior                  

 Beliefs and attitudes     

 Benefits                    

 Blame                      

 Body Language       

 Brand                      

 Buyer                       

 Buyer’s responses   

(C)  

 Capabilities

 Capital

 Career              

 Challenge                

 Characteristics          

 Chatter

 Challenging                

 Colleagues                  

 Collect = Cluster 

 Communications skills 

 Company 

 Compensation 

 Compensating            

 Commission 

 Competitors              



 

(066) 

 Composition               

 Components               

 Confidence 

 Contrary                    

 Continuous                 

 Convert                     

 Capabilities

 Consumption

Continuously updated              

Consultation              

 Conversation             

Conviction

 Contraindications      

 Cool                           

 Conference 

 Conclusion 

Condition 

 Conform 

 Conflict                       

 Cost 

 Control                      

 Cultural 

 Current                      

 Customers

(D) 

 Data                            

 Decision                       

 Decide                          



 

(067) 

 Decision process         

 Definitions                   

 Designing                     

 Determining                

 Develop                        

 Different channels      

 Digging                        

 Directions                    

 Direct                           

 Discover                       

 Discussion                   

 Dramatization            

 During                         

(E)

 Economic situation   

 Economic                    

 Effort                          

 Emotionally mature   

 Elements                     

 Employment               

 Emotions                     

 Entirely up 

 Enthusiastic 

 Estimate 

 Evaluating 

 Evidence 

 Evaluation of decision 

 Exchange 

 Expressive style 

 Express 



 

(068) 

 Expressions 

 Experiences 

Eye contact                 

(F) 

 Face- to - face 

 Facilities 

 Facts 

 Factors 

 Family 

 Feed back 

 Feelings 

 Feature 

 Final consumer 

 Fixed 

 Flexible 

 Flexibility 

 Follow - up 

 Forms 

 Force 

 Freedom 

 Frequency 

 Functions 

(G) 

 Gather fact 

 Grace fully 

 Goods 

 Greet 

(H)

 Habits 

 Head office 



 

(069) 

 Hesitancy 

 History 

 Honest 

 Horizontal 

(I)

 Ideal 

 Ideas 

 Identify 

 Important 

 Impression 

 Include 

 Indications 

 Indirect 

 Individuals 

 Information 

 Influencing 

 Institutional 

 Intensified 

 Interactive 

 Interactions 

 Interview 

 Investment 

(J)

 Job 

 Job amolysis 

 Job order 

 Jobber 

 Joint 

 Joint cost 



 

(071) 

(K)

 Keep 

 Kind 

 Knock 

(L)

 Large pack 

 Level of selling 

 Level of buying 

 Lie 

 Life cycle 

 Life style 

 Limit 

 List 

 Locate 

 Location 

 Long term 

 Long 

 Loose 

 Look 

 Loss 

(M) 

 Maintain 

 Make 

 Manager 

 Management 

 Manu fractured in... 

 Marketing research 

 Markets 

 Means 

 Meeting 



 

(070) 

 Meeting of mind 

 Measurable 

 Mental 

 Message 

 Merits 

 Method 

 Mixture 

 Model 

 Money 

 Motivate 

 Mumbling 

 Mutual 

(N)

 Name 

 Nature 

 Need and want 

 Negative 

 Negotiate 

 Net 

 Number 

(O)

 Objective 

 Objects 

 Obligate 

 Observations 

 Obtain 

 Observation 

 Obvious mistakes 

 Occupation 

 Offer 



 

(072) 

 Office 

 On delivery 

 On demand 

 On time 

 Open 

 Opportunity

 Options 

 Oral 

 Order 

 Ordinary 

 Organization 

(P) 

 Package 

 Pace 

 Pause 

 Persistent 

 Person 

 Personality 

 Personal selling 

 Persuading 

 Performance 

 Personal data 

 Permanent process 

 Phrases 

 Pitch 

 Plan 

 Political 

 Postponements 

 Potential 



 

(073) 

 Potential 

 Potent 

 Power 

 Prepare 

(P)

 Presentation 

 Prescribe 

 Presentation skills

 Previous 

 Price

 Procedures 

 Proposition 

 Prospect 

 Products 

 Profit 

 Process 

 Profile 

 Productive 

 Product knowledge 

 Pre-approach 

 Priorities 

 Productive visits 

 Promotion 

 Procedures 

 Professional 

 Proofs 

(P)

 Programmed 

 Pronounce 

 Probing 



 

(074) 

 Provide 

 Pump 

 Purchase amount 

 Purchase time 

 Pyramid 

(Q)

 Quality 

 Qualifications 

 Qualifying 

 Quantity 

(R)

 Radiant smile 

 Ration 

 Realistic

 Recruiting 

 Recommendations 

 Receiving 

 Refer to 

 Reference group 

 Relations 

 Remember 

 Repetition 

 Reports 

 Respect 

 Responsive 

 Residence 

 Reserve 

 Responsibilities 

 Return 

 Retailers 



 

(075) 

 Route 

 Rules 

(S)

 Sales man 

 Sales reports 

 Sales skills 

 Sales team 

 Sales people 

 Sales representative 

 Sales approach 

 Satisfy 

 Satisfaction 

 Schedule 

 Selling 

 Self-starters 

 Seller 

 Selecting 

 Self-concepts 

 Services 

 Sending 

 Sessions 

 Senses 

 Sharpen 

 Shape 

Signs 

Side effects 

Situations 

Size 

Smart 

Social class 



 

(076) 

Sources 

 Specifications 

 Spend 

 Specific features 

 Specific  

 Straight commission 

 Straight salary 

 Storage 

 Strive 

 Structure 

 Subculture 

 Successful 

 Support 

 Surveys 

 Suspect 

 Symbols 

 Supervising 

 strategy 

 

(T)

 Technological 

 Telephone skills 

 Term 

 Territory 

 Testing 

 Test 

 Timed 

 Time management 



 

(077) 

 Title 

 Tone of voice 

 Top 

 Tools 

 Total 

 Tolerable 

 Trade shows 

 Traits 

 Training 

 Transfer 

 Traveling 

 Type 

 

(U)

 Uncertain 

 Unconscious 

 Unexpected 

 Unique 

 Unit 

 Union 

 Update information 

 Urgent 

 Use 

 Useful 

 Unstructured 

 Utility 

(V) 

 Valid 

 Value 

 Variable 



 

(078) 

 Vice versa 

 Visual 

 Volume 

(W)

 Wage 

 Warnings 

 Waste 

 Wealth 

 Welfare 

 Wholesalers 

 Words 

 Work 

 Written 

(Y)
Year 

 Year end 

 Yearly 

 Yearly income 



 

(079) 
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Sales reports
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