1.1 FUNDAMENTALS OF SELLING

Aims and Objectives
x To provide students with an understanding of the sales activity and to appreciate its changing role in organizations.
X  Toensure students understand the relationship between sales and other functional areas in the business.

X To provide students withan awareness of the various activities and roles of the sales person and an appreciation of the

skills necessary to be an effective sales person.

X Toensure students understand the fundamental process of selling and are aware of the activities of the sales person at

every stage of the process.
x Tointroduce students to the importance of both planning and control in the management of the sales activity.

Indicative Content and Weighting

1.1.1 The Role of the Sales force (10%

X Evolving orientation of organizations, the development of the marketing concept and its impact on and implications for
the sales function.

X The image of selling.

X How the sates department inter-relates with other departments and functional areas within different types of
organization

1.1.2 The Characteristics of Sales People (10%9

X Appreciating the variety of selling activities and the wide range of sales roles which exist.

X ldentifying the characteristics and competencies necessary in the effective sales person.

X Reviewing personal sales competencies and identifying activities for improving personal effectiveness.

1.1.3 Introducing the Sales Process (55%)

Overview of the sales process and importance of planning and preparation of each stage and the role of telesales.

Prospecting and generating selling opportunities using available sources of customer data and sources.

Working effectively with the marketing team.

Qualification of enquiries and turning prospects into leads - the role of telesales.

Finding out about the potential customer - the type and sources of information to be identified.

Checking out product and competitor knowedge.

Planning the sales meeting- setting objectives, anticipating objections and considering appropriate negotiation tactics.

The opening- methods of ensuring that a favourable initial response is achieved.

Need and problem identification - the relative weight that should be given to listening and questioning at this stage in

the process.

The sales presentation - linking the identified needs to appropriate and relevant benefits. The dangers of overselling -

The telesales script.

X ldentifying and dealing with objections.

Basic negotiation techniques.

X Closing the sale- interpreting buying signals and selecting appropriate closing techniques. Identifying buying signals
over the telephone.

X The follow-up-ensuring customer satisfaction.
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1.1.4 Customer Care (5%
X Assessing and monitoring levels of customer care and its importance within Total Quality Management.
X Practical approaches to improving the standard of customer care and selling's role within that process.

1.1.5 Sales Planning and Reporting (20%9

X Introduction of the role of the sales manager as planner and controller of the sales resource.
x  The responsibilities of the sales personin planning the sales activity,

X The types and formats for providing sales and market feedback to the company.

X Basic techniques for planning and controlling the individual's sales effort.
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