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Pre-requisites for selling

Know Prices by Memory

- it increases consumex confidence in you
~You can s Vn’c price range
% ook professional

, &\ -t saves time

——  Know the Competition

hs of pricing, range and quality
~Enables quicker decisions

Q\ ~Never bad-mouth them though

Khow the Product
you will be able to show pride in your product

C © ~Technical soundness assures sale

-Allows you to suggest alternatives / add-ons

~Helps compare & offer va

Walk the Store

~become aware of product arrivals

-pay heed to maintenance & housekeeping issues
~you can spot and correct merchandise displays



EM 'Saptapadi’ oFSellmg »

(1 OP@Diﬂg the Sale (Build a relationship with the customer)

qmn, Probi Ng (Find out what the custoWS and why they

want it)

(I Demons‘cra’clon d- -&;be the features of the product

eStfe of ownership in the customer)

av) Trial Close cadd om

@Q v Handling Objections

v Closing the sale

win Confirmation and Invitation



EM (1) Opening a Sale i

If you greet 3 customer with a business line (like “May | help
you”), then you will most likely get a regisfgt response such as
No h 'm just looking”.

Opening Lines must have nothi WIth business. Opening
Lines must be creative, ugfigde and special enough to start a
conversation.

N\ tO help you personalize your remarks :
| o Children
¢ Personalized clothing
¢ Cars

¢ Current Events

¢ Holidays

\/\/orkl’ng with 3 partner, try and write out 21 non-business opening
lines



Transition
shifting to talk Business

The @E&tive transition

Q/ question is :
\Q What brings you into our
Q store today ¢

@Qé



EM (Il) Probing

Most Salespeople can find what the customer wants; but it takes
a real professional to find out what the customer’s real personal

motiy, ’c&@mf wanting it is.
& en-Ended Questions

\\-/i, Open-ended
Regisual or Which style do you
ear ! prefer ¢
,z;._i‘i\:v:i- like blue or What color do you
} yellow ¢ prefer to wear ?
~ Mavy | help vou ? How can | help you ?
> May Lhelpy py




Cl11) Demonstration

The information which you gathered in
Probing sets you u@a successful

\? monstration.
As value Jogs ?@_&Eice resistance comes

% down.
FeaturesQ@ell the merchandise — benefits

% do
O

»



EM Product Knowledge *

Use words to express; not impress

F_eature : Choose one feature that stands out ors | rtant about the

? item.
A-dvantage : is the explanatory bridg@ the feature and benefit.
2 v

It is the reason for having the fgigiNy versus not having the feature.

@llmg what the advantage will do for

the customer.

B-enefit - gives reasons to pg

G-rabber : prompts e fustomer to agree that the benefit is valuable to
them. Sifplegestate the benefit as a question to qain customer’s
agreement.

d

Give examples......... spend time here



EM ¢ A Feature describes some characteristic of a product or service. *

¢ Features are easy to spot.

For eg: “This is a mercerized polo pique Tee”,

Tath&Cystomer: “So what?”
¢ To show how a characteristic o@&e can be used or applied

; is called the Advantage
M cotton fibre to give it 3 smooth

7

Foreg: Mercerization straighteg

/ & uniform
appearance wi% igh lustre. It also makes the product long
% lasting.

meet 3 specific need the buyer might have for that product.

ALWAYS TALK BENEFITS



(1V) Trial Close

Most Customers want to see how they look vahen wearing clothes

before buying them (114 ke th% Ay it if they are

ing for themselves).

\ comple’ce until

(P

Your presenta’ci
you have 3 our customer to buy.

C © Close the Sale by Adding on....



CA’s to exhibit “Listening” s PR
tlutions to the customers on

CA’s will ensure that they are giving the pr ‘
” queries

"Sheczzar Exclnng%%go be adhered by all CA’s at all times

N
o
O
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(V1) Closing the Sale

For every 100 sales presentations, the following %ages are true :

<
+20% of the time, the salespers nw customer to buy
ak

+20% of the time, the customer says &%& e it’, on his/her own
+60% of the time noStteRapt is made to close the sale

¢ , .
shot ask “Will they buy?”, put"How
much will they buy?”

"You don’t close a sale, you open a relationship if you want to build
a long-term, successful enterprise”
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Closing the Sale ....Ccontd)

Buying Signals

To understand buying signals, first note that the erglly come “after
@ een established

1. &f delivered right away ¢
o% id*you say that warranty is ¢

& ionJong will it take for alteration ?

4. | RS /o great; What do you think ¢
N\ [Jo You make it in smaller/larger size ¢
6. How is this style @i ve you sold much of this before ? Is it
very popular ?

2. H
3.

Try and pen d

others which you may think of ... It will help you
/ remember and practice the closing better.

Discount request : If your customer is insisting on a ‘deal’ or ‘discount,
s/he should be told in a courteous manner that you have never the
practice of inflating the price of your merchandise and therefore
cannot offer 3 discount.

pr S



E]Y‘J (V1) Confirmations & lnvitations

Cementing the Sale :

1. Use the cus‘comer’Wa (personalize)

2. Confirm why the purchase is 3 wise ive full credit to
for his/her decision.

Building Personal Trade :

@n ¥ritten thank-you note to every
\‘ customer after each sale
2N M

l<e 3 follow-up phone call or send a note

1. Send a perso

3. Send F literature which the customer would find
interesting

4. Send(a BiP¥fday card to the customer or for the merchandise
you sold

end with — “Should you have any questions at all, just give me 3
call. 1 will be glad to help out”



