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Success Factors for
Personal Sale - Transaction Oriented
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Abstract: This paper aims to demonstrate that a complex abia, which | called “the success
factors”, which decisively influence the sale psxeCurrently, companies spend significant amounts
of money each year to train sales representativéisei art sale. Banking institutions are desigmed t
successfully meet the financial needs of the custspto identify new needs, to reshape banking
products and services, to create and launch nedupt® and services on market.
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1 Introduction

In a highly competitive and increasingly dynamicrked, success in sales is
provided by a customer-oriented sales philosoplegwwdNin technology and global
economic developments have greatly diminished iffierdnces between products,
while stimulating the emergence of a competitiveimmment. In the current
market dynamics, product and price are no longée &b sustain a competitive
advantage by themselves, so a customer can buysdahee products, with
approximately the same prices in several placethigncontext, the main question
that arises is, "Why buy from us?"

2. Current Status

The literature deals specifically standard stagegersonal selling, however,
success factors are not expressly customized. Aaganin the banking sector
needs to know the factors that are the key to ssfgksales. This will motivate the
team in the development of personal selling skilisl specific steps in order to
develop the client portfolio.

Personal selling in banking involves direct intéi@t of bank staff to perform a
tranzaction. Personal selling is a complex prodhas requires going through a
serious of precise steps. (Kotler, 2003, p. 106)séhal selling in baking involves
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going through the same stages, except that the'satesperson’ is replaced by the
‘customer adviser - relationship manager”. Seliireans talking to the right person
at the right time about the right solution at tlght price, recognizing the right

time to close the transaction. (Breithaupt, 2005.9). When the vendor helps the
customer to buy, in fact, he helps himself to wioren To lose a customer means
losing some money. (Prutianu, 2008, pp 748-75@&)spacting and evaluation are
previous stages which, if completed strengthen ppraved manner, can be
successful tools. Sales Manager have to considerctiirent and prospective

customers.

By analyzing the customer base in terms of theteqtal and current status of
purchases made from the range of products, caddstified the areas of attack.
Similarly, can be also analyzed and potential custs. (Gower Handbook of
Management, 2001, p. 58).

Preparing a presentation is a laborious step, iiclwtihe sales representative, "do
their homework."

The client’'s knowledge of rejection factassuseful for the effort to minimize their
meaning. Customer reactions are based on theiep@oos. Problematic situations
should not be taken in the tragic, but considetgthér learning opportunities and
return to negotiations. There is an opinion thae"silent majority of customers
rather turn to a supplier other than to fight."nfifm, 2008, p. 16-25).

Preparation is to identify key decision makersyrieay about the history of the
firm, especially financial, to identify their produneeds, etc. (If we refer to
corporate customers). Approach, namely how salsspercontact potential
customer while presenting product sale is the ¢isgesteps in the process.

The importance of the first visit to the customgmgiven of the first impression,

which should be favorable, and obtaining informatadout their needs. Thus, the
first few seconds, the first gesture, the first dgmare usually decisive for the
manner in which the negotiation and sale will badwected. (Breithaupt, 2005, pp
177-188). In this our, customer advisors can novitce people to buy only, with

a smile and shiny shoes. " (Futrell, 2008, p. 325).

An effective salesperson identifies potential costpobjections in order to remove
them. Customer complaints are true or false priotest but for sellers are
opportunities to discover new customer needs atedests. (Futrell, 2008, pp 372-
389).

“When a potential customer has a complaint, smélealbise then you start to earn
your salary. " There is a paradox that, potentist@mers who raises an objection,
however, buys .. (Futrell, 2008, pp 357-370).



ECONOMICA

Close or finalize a transaction is the stage whiggesalesperson feels that it is time
to end his client's business. If that is lost, thesiness can shuffle and sales
representative efficiency suffers. We need thentland after he bought, both to
purchase other products and especially in the lghiwhat he says to other
customers.

Method to preserve and achieve customer’s satigfait the continuous visits and
after-sales. During subsequent visits, the agent discover other needs of the
client that you can satisfy with the products tkel}.

Customer is the most obvious barometer of the d¢iemiwof a bank, its volume is
directly influenced by a proactive personal sale.

However, it should be noted that the sales staftriial in negotiating with
corporate customers who are less influenced by gtiom programs initiated by
banks, which addresses more individual customers.

3 Case Study

This section presents a case study to achievertetpesale by a relations manager
of a bank branch.

The purpose of this case study is the extractiosuatess factors that determine
the success of personal selling in banking.

Is intended to simulate a 'perfect’ sale in terfromplementing a client portfolio.

On the market it appeared the information that ecific customer has made an
important transaction and has a considerable amotinhoney, and now is
considering whether to provide a deposit. Thetthus a favorable context for the
relationship manager to make the next move.

Before contacting potential client, the rule istttfee person concerned must be
prepared to learn what is necessary to have amiefh discussion, and may prove
to customers that know what they do. Selling is twoftonvince anyone or to
influence someone's decision to buy from you. Bgllis simply to create the
conditions necessary for the person in questigelichimself.

At this time we mean the preparation phase, whienretically is to identify key
decision makers within the firm, learning some gjsimbout its history, financial in
particular, identify their product needs, the bankurrently collaborating with, the
degree of indebtedness, General financial indisadc.

In this case, the potential customer is a busiadssinistrator, so it is necessary to
familiarize the vendor with general issues abowgt@mer activity, to know where
it is established, it is company policy, which nigideals with. Given that decision
will be influenced on what the person will do wite money, should be outline
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before a mini-psychological profile by evaluatingthe information or local media
or from ongoing discussions about the businesanlag/zed the position in the top
firms in the area.

In this case it is found that the potential clieperates in several sectors, having in
fact a group of firms with different business oligedt is time to identify the
possibility to offer to the customer the desiregpakit along with credit and a
package of business. It is known that any time sirflessman is open to find a
better financing option, more convenient.

After the homework about the prospective clienfatienship manager must
consider what is expected to provide. It is timddcus on products that could be
attractive for the customer, to deepen their texdincharacteristics, to identify
strengths and to discover ways of how attractiviirong. It is important to know

which bank products were previously offered to oostrs. This effectively

identifies the benefits of their product, to fiyalget customer needs and
expectations.

It is also necessary, preparing presentation nagemroduct sheets. It is obvious
that to make a bill of sale, you must first obtaimeeting with potential customer.
With another client known to have very close bussnelationship with the person
concerned is established for a meeting the nexhimgr Indicated is the time of
first contact with potential customer to capturamament in which he is willing to
listen. This is not the first time, but neither tlae afternoon when people are
already tired, stressed and bored with daily aetivi Here's the decisive moment
of the meeting. The opportunity to make a first djdmpression arises not twice.
Sitting face to face with potential clients, thdyoaption is to win the gold medal.
Sometimes, customer advisor is often regarded fastar in the disorder, which
disrupts a day and so busy. If you cannot changehtile, reducing the initial
voltage of the meeting, the race is a potentidl before kickoff. Usually, the first
five minutes of a first meeting are most stresghr both client and vendor.

First impressions are formed in the first 30 sespiust before you say a word. In
the space for meeting appear: appearance, fashyjont|, condition and attitude of
care. In carrying out the discussion, it is recomdeel to use a calm, firm tone, not
seeming to repeat a lesson learned by heart. tiecgessary to transmit a real
interest in his savings, for their multiplicatioquilding and maintaining
confidence. The vendor must make a mental ray efpersonality of the client.
Because it is a powerful partner, it certainly tloln this case, the customer is
businessman in the flesh, is a direct person, hil raonstantly focused on the
projects it develops. That is why we have to mdigtspresentations, to the point.

The client asks directly what this offer is bettigan competing bank. In response,
relationship manager slips discreetly, the arguntiesit has the power to negotiate
a fee for deposit rates, while a credit on onehaf tompanies, where like that
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would need financing, but conditional on being & jpd activity the bank. In this
way it captured the attention of the interlocut®erhaps this is the creative idea
that was needed.

It is time that should allow the client to intereerb.eaving the customer to speak, it
is discovered that he likes to talk about his bess$n is proud, is delighted that it
has developed in various fields. This is a commeréest element, so that should
be encouraged to submit their passion projectbajfpens sometimes in highly
technical issues, relationship manager does noivkihe exact answer. It is not

appropriate to respond “I don't know”, but it's testto assure the client that you
will find a solution that would satisfy him. Partlthis confrontation involves a

certain trade, which means the adjustment of sufpthe customer needs. In this
case, it is almost certain that the caller will foon the sale, will become a

customer only on profitable details. It is when witee relationship manager has
earlier slipped quietly, becomes the main advantidgeiterates the possibility of

negotiating a fee and get better in certain cooti The respondent is a man
profit, and will embrace the idea.

Theoretical and general presentation of the off¢aiks a series of objections, real
or simulated divergence from the client. With patie and calm, one by one, these
are surmounted, reaching a type of non-standambptpbut which thanks the both
parts. It is the time when the discussion is ending sale ends, with no declarative
elements, but naturally, by itself, by translatthg discussion to procedural issues,
the time, but all definite perspective. Technit¢age begins, a laborious step which
involves setting up banking documentation, disarssind details of company
accounting department. To conclude on an optimistite, now when all signs
indicated the winning of a new client, the samecpss of a perpetual negotiations
and overstepping the boundaries, relationship nmemagcaller stated that for VIP
customers, the bank has developed a range of spedila services, that structured
packet,combination of deposits, loans, cards, busineskibgninternet banking.

Moreover, it emphasizes that these products areeaseld sophisticated customers
who desire a high level of security of transactiotisis a way of showing
appreciation, first to businesses that have besoudsed, but ultimately for his
own person.

4 Case Study Analysis

The case study presented above, results that theradly selling is a promotional
tool that has the advantage of direct contact wpitliential customers, which
enables understanding of the concrete needs they, llaus enabling the high
product customization. To achieve an efficient biagk direct dialogue is
absolutely necessary, that only you know how exierts. Most banks play a
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central role to customer advisor (Corporate Retetiip Manager, SME or retail),
through which the private sale is realized, which based on interpersonal
communication and allows direct feed-back. Theti@ighip between customer
and bank is very important and needs to be maiedailong term, because
attracting new customers may be more expensive rgntaining existing ones.
We can also extract the key success factors thatrfluence the personal sale
process. Personal selling is needed to be apprdaabea complex, carefully
prepared, an elaborate process that involves gbinogigh the defaulted stages. In
prospecting, search and selection stage of potetistomers, identifying key
success factors are relevant databases, includihgdtential customers, use of
relevant customer identification. In preparatior the proposed sale, success
factors are knowledge products, deepening the temhicharacteristics of the
products, identifying strengths, comparisons witle tcompetition, preparing
presentation materials, product sheets. When ciimgethe customers, is necessary
to personalize how to contact, depending on theomer profile, the timing that he
can be contacted, the differentiation accordinght relationship he has with the
person concerned (if new customer, old customemmenended customer). In
tendering, success factors relate to adapt themptason of products with customer
needs, by adjusting supply, vendor confidence @irtproducts, presentation of
those products that match customer needs. An expeEn customer advisor knows
that some customers have the ability to tell wham presentation is poor. An
important point is that in which the above objecsipit is necessary to alter the
characteristics of products, non-standard adjudsnezven the creation of non-
standard products to meet customer needs. Prosecstep should not be
approached as the completiohthe operation but a beginning of expansion and
diversification of services offered to the cliemice won.

5 Conclusions

In the banking business should not neglect thecagpat, unlike conventional
products because of their intangibility, bankinggurcts and services are difficult
to assess before buying them and why he makes éfoits to promote them
should be directed towards reducing these risksntdngibility. In a world
obviously marked of the power of money, banks hbeeome smart companies
that create profitable buyers, seeking the mostonisvway to increase their share
of the 'wallet' customer. During the presentatitime salesperson must draw
attention to stimulate customer interest, it mpsiak, but also to listen to optimize
and tailor the message to the client’s needs. ptmaing the personal selling
activities, while the part in each stage approaphoéound way, it must be inspired
selection of people with personal selling skillsstork while in the organization is
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created an environment conducive to developing ifghe of clients by this
method.
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