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Selling is much maligned, often under-valued subject whose inadequate 
showing in business schools is in inverse proportion to the many job 
opportunities it offers and the importance of salespeople bringing incomes 
to companies. The purpose of this research is to increase the 
understanding of customer-oriented selling and examine the influence of 
customer-oriented philosophy on selling process, the applicability of selling 
techniques to this philosophy and the importance of them to salespeople. 
 
The empirical section of the study is two-fold. Firstly, the data of qualitative 
part was collected by conducting five thematic interviews among sales 
consultants and case company representatives. The findings of the study 
indicate that customer-oriented selling requires the activity of salespeople. 
In the customer-oriented personal selling process, salespeople invest time 
in the preplanning, the need analysis and the benefit demonstration 
stages. However, the findings propose that salespeople today must also 
have the basic capabilities for executing the traditional sales process, and 
the balance between traditional and consultative selling process will 
change as the duration of the relationship between the salesperson and 
customer increases. The study also proposes that selling techniques still 
belong to the customer-oriented selling process, although their roles might 
be modest. 
 
This thesis mapped 75 selling techniques and the quantitative part of the 
study explored what selling techniques are considered to be important by 
salespeople in direct selling industry when they make sales with new and 
existing customers. Response rate of the survey was 69.5%. 
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Myynti on paljon parjattu ja usein aliarvostettu aihe, jonka opettaminen 
kauppakorkeakouluissa on vähäistä suhteessa myynnin tarjoamiin 
työmahdollisuuksiin sekä siihen, että myynti tuo viimekädessä tulot 
yrityksille. Tämän tutkielman tarkoituksena on lisätä ymmärrystä 
asiakaslähtöisestä myynnistä sekä tarkastella asiakaslähtöisyyden 
vaikutuksia myyntiprosessiin, myyntitekniikoiden sopivuutta 
asiakaslähtöiseen myyntiin sekä niiden tärkeyttä myyjille. 
 
Tutkielman empiirinen osuus on kaksiosainen. Laadullisen osion aineisto 
koostui viidestä teemahaastattelusta, joissa haastateltiin case-yrityksen 
edustajia ja ulkopuolisia myynnin konsultteja. Tutkielman löydökset 
osoittavat, että asiakaslähtöinen myynti edellyttää myyjän aktiivisuutta. 
Asiakaslähtöisessä myyntiprosessissa myyjät panostavat 
ennakkovalmistautumiseen, asiakkaiden tarpeiden tunnistamiseen sekä 
hyötyjen esittelyyn. Tutkimuksen perusteella voidaan kuitenkin olettaa, 
että myyjien on myös tänä päivänä kyettävä toteuttamaan perinteisiä 
myyntiprosessin vaiheita. Lisäksi tasapaino perinteisen myyntiprosessin ja 
konsultatiivisen myyntiprosessin välillä näyttää muuttuvan, kun asiakkaan 
ja myyjän välinen suhde syvenee. Näiden lisäksi tutkielma esittää, että 
myyntitekniikat kuuluvat myös asiakaslähtöiseen myyntiprosessiin, 
vaikkakin niiden rooli on saattanut pienentyä. 
 
Tutkielma kartoitti 75 myyntitekniikkaa ja tutkimuksen kvantitatiivisessa 
osiossa tutkittiin sitä, kuinka tärkeitä eri myyntitekniikat ovat myyjille 
suoramyynnissä, kun he tekevät kauppaa uusien sekä olemassa olevien 
asiakkaiden kanssa. Kyselyn vastausprosentti oli 69.5%. 
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1 INTRODUCTION 

 

This chapter introduces the purpose of this research. The background of 

the research and research gaps, research problems and the objectives of 

the research, preliminary literature review, theoretical framework, key 

definitions, research methods and delimitations and the structure of 

research are examined. 

 

1.1 Background of the research and research gaps 

 

Personal selling has always been an important part of marketing, and 

particularly for companies that operate in business-to-business markets 

(Ingram, LaForge, Avila, Schwepker and Williams, 2009, 22). In addition, 

personal selling activities are vital ingredients to most organizations 

(Panitz and Withey, 2001, 44) and critical components of marketing 

success (Brooksbank, 1995, 61). Nowadays, the development of the sales 

force is almost every company’s agenda (Sistonen, 2009, 18) and 

therefore, companies spend large amounts of money training their sales 

personnel in the art of selling (Jobber and Lancaster, 2009).  The reason 

for this attention is simple: the firm’s marketing success is largely 

dependent upon the sales force, since these individuals have the most 

immediate influence on customers (Williams and Attaway, 1996, 34). 

 

The importance of personal selling is reflected in the numbers of people 

derive their livelihood, either directly or indirectly from selling (Jobber and 

Lancaster, 2009). Perhaps, due to this familiarity many people do not like 

salespeople and they have misplaced views, because they believe that 

selling involves manipulating people to get people to buy what they do not 

want (Piotrowski, 2001, 396; Jobber and Lancaster, 2009). According to 

Parvinen (2009, 20), especially Finnish companies should get rid of their 

selling hostility, in particularly during these difficult economical times, 
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because it is purely fact that “nothing ever happens until a sale is made” 

(O’Hara, Boles & Johnston, 1991, 61). In addition, top salesmen bring and 

create incomes to company and make life easier for engineers (Parvinen, 

2009, 20), and they may even employ 20-100 employees inside their 

organizations with their selling performance (Hantula, 2009). These 

expressions highlight the salespersons’ crucial role to companies and to 

economies and thereby, understanding the performance of salespeople is 

important, both from an academic and practical perspective (Dubinsky, 

1980, 26; Schultz and Good, 2000, 200). 

 

The world of selling has changed dramatically in the past decade (Ingram, 

2004, 18) such as the nature of the sales jobs and the function of selling 

within a firm and within the business environment (Moncrief, Marshall, 

Lassk, 2006, 55). For instance, Moncrief, Marshall and Lassk (1999) 

reported 49 new sales activities not previously collected and reported by 

Moncrief (1986).  Because of these changes, a salesperson’s job of today 

is not the same that of 15 years ago (Moncrief et al. 1999, 88); and 

therefore, personal selling and sales management literature appearing in 

journals has grown tremendously since 1980 (McBane, Pullins and Reid, 

2003, 115). A key question still becomes how the job of selling has 

changed (Moncrief et al. 1999, 88). Ingram (2004, 18) notes that despite 

the rapid growth in publications, most sales research areas are still in their 

infancy. 

 

As business has moved to 21st century, the way professional selling is 

conducted continues to evolve (Moncrief et al. 1999, 87) and business 

schools will emphasize and teach new trends in selling for future 

generation (Oudine, 2010). An important trend in business-to-business 

marketing is the adoption of customer-oriented perspective (Leigh and 

Marshall, 2001, 83) and shift toward enhancing longer-term, customer-

oriented strategies (Williams, 1998, 271). Hence, a considerable attention 

has been given to the study of long-term buyer-seller relationships in 

marketing with benefits from such relationships being documented in 
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several studies (Williams, 1998; Schultz and Good, 2002). However, Leigh 

and Marshall (2001, 85) and Williams (1998, 282) suggest that further 

understanding of the customer orientation behavior of the salesperson is 

still needed. 

 

The advantages of these relationships to the firm are increased loyalty, 

satisfaction and profits (Reichheld, Markey and Hopton, 2000; Williams 

1998). That is why long-term mutually beneficial relationships with 

customers have long been a goal for most firms (Wachner, Plouffe and 

Grégoire, 2009, 32) and customer-orientation has become a familiar 

slogan with pride of place in the strategy statements of many 

organizations (Nwankwo, 1995, 5). However, it seems that customer 

orientation does not appear on daily practices in Finnish Companies 

(Kauppalehti, 2009, 10; Manninen, 2009, 22). Therefore, additional 

research may address differences in relationships between customer 

orientation and selling orientation (Boles, Babin, Brashear and Brooks, 

2001, 9). 

 

One of the most crucial trends in the sales and sales research has been 

the recognition that the long-term key to success may lie in a relational 

approach to the buyer-seller interaction (Keillor, Parker and Pettijohn, 

2000, 7-8; Weitz and Bradford, 1999, 241). Beverland (2001, 207) notes 

that salespeople play a critical role in helping to forge relationship when 

companies continue to adopt a customer-oriented perspective, and they 

also influence on the brand image of the company (Oudine, 2010). As the 

boundary spanning role of salespeople, salespeople often are the 

business-to-business marketers’ primary source of communication with 

customers (Sharma, Tzokas, Saren and Kyziridis, 1999, 603) and 

customers often perceive the behavior of the salesperson as personifying 

how the selling firm feels about its customer (Williams, 1998, 271). Despite 

the call for the adoption of a relationship selling, little research has been 

done about the processes (Macintosh, Angling, Szymanski and Gentry, 

1992, 23) and the tactical aspects of how salespeople actually build 
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relationships with customers (Beverland, 2001, 208; DelVecchio, 

Zemanek, McIntyre and Claxton, 2003, 39). 

 

With customer expectations increasing (Lawrence and Moberg, 2009, 185) 

and marketplace becoming more competitive (Keillor, Parker, Pettijohn, 

1999, 101), firms clearly have to move away from traditional transaction-

oriented, closing-focused, short-term selling processes toward trust-based 

relationship selling processes (Ingram, 1996, 6; Keillor et al. 1999, 101; 

Sharma et al. 1999, 601-602). Hence, the consultative selling process, 

which takes into account the customers, should to be found in every 

company (Oksa, 2009, 17). However, surprisingly little has been said 

about how the customer-oriented perspective translates across to the 

personal selling process (Brooksbank, 1995, 61) and only few empirical 

studies (e.g., Beverland, 2001) are conducted about how the adoption of 

relationship selling appears in selling process. Additionally, a question that 

arises is “to what extent is the relationship selling a real phenomena and 

does rhetoric match the reality of the situation” (Ingram, 1996, 5)? These 

questions arise especially in Finnish companies; because so far personal 

selling processes have been investigated precious little in Finland 

(Hänninen, 2009, 42), and due to this additional research about the 

relationship between personal selling process and customer orientation is 

needed. 

 

In today’s highly competitive markets, where competitors offer products 

that are largely homogenous the effectiveness of behavior and sales 

techniques of salespeople are critical for success (Dwyer, Hill, Martin, 

2000, 151) and salespeople need to move flexibly from one selling 

technique to another (Hite and Bellizzi, 1985, 20). According to sales 

expert Holmberg (2008, 4), a salesperson is like a football striker who 

must know certain basic selling techniques to “score” and close a sale, 

and knowing well these selling techniques will enable to choose a right 

procedure in each situation. 
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Earlier literature defines selling techniques as methods used by a 

salesman to persuade customers to buy, such as presentation of goods, 

demonstration and closing of sales (Ivanovic, 1989, 171). This definition 

refers quite strongly to selling orientation. Given the changes in the profile 

of the buyers and the increased emphasis on relationship selling, 

salespeople can no longer rely on the same set of persuasion methods 

(DelVecchio, Zemanek, McIntyre and Claxton, 2004, 860). Weitz and 

Bradford (1999) argue that these changes represent a revolution or 

paradigmatic change in the way selling is practiced. Despite major 

changes in the personal selling process and in sales organizations and 

environment over the last decades, sales textbooks still include a same list 

of standard selling techniques and no systematic updating of personal 

selling techniques has been undertaken, and thus, it should be researched 

more depth. 

 

According to Williams (1998, 271), the evidence suggests that long-term 

customer relationships can be achieved by having salespeople practice 

customer-oriented selling strategies rather than selling techniques directed 

toward immediate sales transactions. Ingram et al. (2009, 173) also note 

that the basic nature of sales techniques training is changing and high-

pressure techniques are declining in popularity and are being replaced 

with sales techniques based on need satisfaction, problem solving, and 

partnership forming with the customer’s best interests as the focus. Sales 

consultant, Patrick Lindström (2008, 8), actually recommends to abandon 

all those previous used personal selling techniques and move up towards 

“fairness selling”. Top-performing modern salespeople do not focus solely 

on mastering the standard seven steps of personal selling process or 

using specific selling techniques. Instead they are performing more like 

trusted consultants or partners. (Andersson & Huang, 2006, 140-141) 

Hence, customer orientation requires a differing set of sales techniques 

(Moncrief and Marshall, 2005, 21). Or, can we even recognize the certain 

selling techniques used by salespeople at all today? Due to the lack of 



6 
 

 
 

research, there is a need for developing a deeper understanding what are 

the roles of selling techniques in modern personal selling. 

 

To date, many authors (e.g., Dubinsky and Rudelius, 1980-81; Dwyer et 

al. 2000) have investigated what selling techniques are considered to be 

important by salespeople. As the majority of studies about the importance 

of selling techniques have been conducted in industrial or service sector, 

this study extends the research field by focusing on direct selling 

salespeople. 

 

Dubinsky and Staples (1981) were among the first, who measured 

whether personal selling techniques entail the use of buyer orientation. 

However, only two studies exploring the relationship between selling 

techniques and customer-oriented behaviors have been carried out after 

that (DelVecchio et al. 2003; DelVecchio et al. 2004), but they only took 

into account buyer’s perspective. As there are clear gaps in knowledge, it 

is investigated how much do selling people in their perspective practice 

customer-oriented selling techniques; or is it even possible nowadays to 

divide selling techniques straightly into customer-oriented and selling-

oriented selling techniques. 

 

1.2 Research problem and the objectives of the research 

 

The main purpose of this research is to understand the implication of 

increasing attention to customer orientation toward the process of selling 

and selling techniques within the process. The objective is to reinforce the 

knowledge about customer-oriented selling and examine the influence of 

this philosophy on the development of personal selling process over time. 

The study also speaks out the role and applicability of selling techniques 

to today’s professional selling. Moreover, the aim is to map various 

personal selling techniques and present the importance of these 

techniques to salespeople in the business-to-business (B-2-B) sector. 
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To achieve these objectives, as well as to fill gaps discussed in the 

previous chapter, the main research question and sub-questions are 

described as follows. 

 

How does the practice of customer orientation appear in the personal 

selling process and the use of personal selling techniques in the 

business-to-business context? 

 

Question 1: What does customer orientation mean and how does it show 

up in personal selling? 

 

Question 2: What is a personal selling process and how does customer 

orientation approach affect the process of selling? 

 

Question 3: What are personal selling techniques? What kind of selling 

techniques salespeople practice during the various stages in the personal 

selling process and how do these techniques entail the use of a customer 

orientation? 

 

Question 4: How important are these selling techniques to salespeople in 

their selling? 

 

1.3 Preliminary literature review 

 

Customer orientation and customer focus have become key words for 

business to succeed in highly competitive marketplace and they originate 

from the development of marketing concept (e.g., Kohli and Jaworski, 

1990; Narver and Slater, 1990). Saxe and Weitz (1982) introduced a 

conceptualization of customer-oriented selling and its opposite approach, 

sales-oriented selling. Since their conceptualization, customer orientation 

has generated research interest in many areas during the last decades. 
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Customer-oriented selling has related, for instance, to positive business 

performance (e.g., Keillor et al. 2000; Wachner et al. 2009) and better 

buyer-seller relationships (e.g., Williams, 1998), and therefore, it can be 

seen as a mandatory philosophy for current professional salespeople 

(Keillor et al. 2000). 

 

Salespeople play a crucial role in developing mutually beneficial 

relationships with customers (Williams and Attaway, 1996, 39) and 

generating sales revenues (Boles et al. 2001, 1). In making the sale, 

salespeople follow personal selling process (Kotler and Armstrong, 2008; 

Ingram et al. 2009), which has been discussed widely by many 

researchers (e.g., Dubinsky, 1980) and sales books (e.g., Kossen, 1982; 

Futrell, 1994; Manning, Reece and Ahearne, 2010). Traditional “seven 

steps of selling” (Dubinsky, 1980; Brennan, 1983) is referred to sales-

oriented transactional selling process by number of authors (e.g., Ingram 

1996; Kotler and Armstrong, 2008). Thus, the personal selling process is 

subsequently modified by Brooksbank (1995) and Anderson (1995) 

reflecting the increasing attention toward customer-oriented philosophy. 

Many authors (Wotruba, 1991; Anderson, 1996; Weitz and Bradford 1999) 

have discussed the changes in professional selling, which have shifted 

professional selling to relationship and value-adding approach (Cross, 

Brashear, Rigdon and Bellenger, 2007, 821). Therefore, plenty of authors 

today consider selling process as relationship selling process when the 

aim is to build long-term relationships with customers (e.g., Weitz, 

Castleberry and Tanner, 1998; Ingram, 1996; Moncrief and Marshall, 

2005; Manning et al. 2010). 

 

First and foremost, Dubinsky (1980) described repertoire of personal 

selling techniques for each step within the personal selling process. 

Studies concerning the importance of personal selling techniques by 

Dubinsky and Rudelius (1980-81), Hite and Bellizzi (1985), Dwyer et al. 

(2000) and Jaramillo and Marshall (2004) provide important results for this 

study. The link between selling techniques and customer orientation has 
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been investigated by Dubinsky and Staples (1981), DelVecchio et al. 

(2003) and DelVecchio et al. (2004). 

 

1.4 Theoretical framework 

 

The theoretical framework of the study is organized based on the previous 

selling literature and the main concepts of this research. The theoretical 

framework of the study is illustrated in Figure 1. 

 

 

 

In marketing literature considerable attention has been addressed to a 

buyer-seller relationship. A common mechanism to look at the propensity 

of salespeople to engage in personal selling is often deployed in one of 

Prospecting 

Planning the sales call 

Opening the sales call 

Sales presentation 

Customer’s objection 

Gaining the order 

Follow-up 

 
 

      Customer 
             

 
 

 orientation 

    
 
 
 
 
 
 
 

     

    Sales  

 
 
 
 
 
 
 

orientation 

Figure 1. Theoretical framework of the study 



10 
 

 
 

two situations. These selling contrasts can be noted by selling people 

engaged in either customer orientation or selling orientation. 

 

When salespeople are making the sale and building relationships, they 

conduct and perform various stages in the personal selling process. They 

search for customers, plan and open sales calls, make sales 

presentations, response to customer’s objections, gain the order and 

follow the sale. According to sales literature, the personal selling process 

itself has diverted from the sales-oriented transactional process toward the 

customer-oriented ongoing process due to the increasing importance of 

customer orientation and long-term relationship with customers. 

 

In each stage of the personal selling process, a salesperson may practice 

several selling techniques depending on which are the most appropriate to 

a given step. Furthermore, based on the sales literature, these selling 

techniques can be appropriately divided into customer-oriented and 

selling-oriented selling techniques. 

 

1.5 Definitions of key concepts 

 

Customer orientation refers to the degree to which salespeople practice 

the marketing concept by trying to help their customers make purchase 

decisions that will satisfy customer needs. This approach focuses on the 

needs of the customer, sacrifices short-term sales in favor of 

establishment and maintenance of long-term relationship. (Saxe and 

Weitz, 1982, 343-344; Schultz and Good, 2000, 203) 

 

Sales orientation occurs, where salespeople are primarily directed by 

selling activities and initially to satisfying the needs of the seller (Schultz 

and Good, 2000, 202-203), rather than response to customer’s needs 

(Saxe and Weitz, 1982, 344). This approach emphasizes short-term sales 
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maximization over long-term period of relationship building (Noble, Sinha 

and Kumar, 2002, 25). 

 

Personal selling process refers to a sequential series (Futrell, 2009, 226) 

or a series of interrelated steps (Ingram et al. 2009, 363) that the 

salesperson follows when selling (Kotler and Armstrong, 2008, 468). It 

includes locating qualified prospective customers, the sales presentation 

plans, making an appointment to see the customer, the sales presentation, 

completing the sale and performing post-sale activities (Ingram et al. 2009, 

363). 

 

Selling techniques are methods used by a salesman to persuade 

customers to buy such as presentation of goods, demonstration and 

closing of sales (Ivanovic, 1989, 171). Ingram et al. (2009, 363) see selling 

techniques as procedures salespeople can follow to make sales. 

 

Direct selling is a method of face-to-face selling, marketing and retailing 

products and services directly to the customer via person-to-person away 

from permanent retail locations (Peterson and Wotruba, 1996, 3; 

Crittenden and Crittenden, 2004, 40). 

 

1.6 Research methods and delimitations 

 

The theoretical part of the research is based on a current literature, for 

which numerous articles and sales books on customer oriented selling, 

selling process and selling techniques were read through and analyzed. 

The empirical part is two-fold and consists of both qualitative and 

quantitative research. Both these methods are described more closely in 

chapter 4. 

 

The main focus is directed to explorative qualitative research in this study. 

According to McDaniel and Gates (2008, 41), the primary objective of 

exploratory research is to provide understanding of the nature of 
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marketing phenomena; or where the subject of the study cannot be 

measured in a quantitative manners (Malhotra and Birks, 2003, 63). It was 

mentioned in chapter 1.2 that the present study aims to reinforce 

understanding about customer-oriented selling, its implications toward 

personal selling process and personal selling techniques (Questions 1 – 

3). This will be achieved through the use of qualitative research and it 

seemed to be appropriate to find answers to research questions 1 – 3, 

because these phenomena have explorative objectives. The empirical 

qualitative data was gathered by making five semi-structured thematic 

interviews. The data was collected by interviewing two persons of the case 

company and three sales consultants. 

 

The objective of this study was also to determine the importance of selling 

techniques to salespeople in their selling (Question 4). Since this study 

also have descriptive objectives (see Malhotra and Birks, 2003, 65-66), 

the quantitative research seems to be appropriate to find answer to 

question 4. A questionnaire consisted of preplanned structured questions 

and it was formed in order to determine a respondents’ perceived 

importance of the selling techniques. A five point Likert-like scale was 

used and the questionnaire was sent to sales representatives of the case 

company. After data collection, the results were coded and analyzed using 

SPSS. 

 

The research is delimitated to business-to-business selling and two 

interviewees in the qualitative research possess experience only from 

direct selling industry. The study focuses on the salespeople’s 

perspective, and thus, buyer’s perceptions of salesperson tactical 

approaches are not considered. Additionally, the quantitative part covers 

only one company and data is gathered only from one industry and from 

Finland. 
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1.7 The structure of the research 

 

The structure of this research is illustrated in Figure 2. The sequence of 

theory and empirical parts are based on the order of sub-questions 

presented in chapter 1.2. 

 

 

 

The first part of this study including chapters 1, 2 and 3 focuses on theory. 

After introduction chapter, the chapter 2 discusses first customer 

orientation and its opposite approach, sales orientation. Additionally, it 

presents the personal selling process and the evolution of the process 

from sales-oriented transactional process to customer-oriented 

relationship process. Finally, chapter 3 deals with personal selling 

techniques within the selling process and links the selling techniques to 

customer-oriented selling philosophy. 

Chapter 1: Introduction 

Chapter 2: Customer 
orientation and personal 

selling process 

Chapter 3: Personal 
selling techniques 

Chapter 4: Research 
methodology and the 

case company 

Question 1. 

Question 2. 

Chapter 5: Data analysis 
of qualitative part 

Chapter 6: Data analysis 
of quantitative part 

Question 3. 

Question 4. 

Question 1. 
Question 2. 
Question 3. 

 

Chapter 7: Discussion 

Question 4. 

Figure 2. The structure of the research 
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The second part concentrates on empirical analysis of this research. The 

empirical part consists of chapters 4, 5, 6 and 7. In chapter 4, the research 

strategies and methodologies and the course of the research process are 

presented. Chapter 5 analyzes the results of qualitative interviews and 

provides responses to the questions 1-3, whereas chapter 6 presents the 

empirical findings of the quantitative section and answers the question 4. 

The last chapter number 7 discusses the findings of this research and 

focuses on theoretical and managerial implications and future research 

avenues. 
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2 CUSTOMER ORIENTATION AND PERSONAL SELLING 

PROCESS 

 

This chapter presents the concept of customer orientation and how it 

shows up in personal selling. Moreover, based on current literature the 

benefits of customer-oriented selling are explained in comparison with 

sales orientation. Secondly, this chapter discusses the personal selling 

process and explains how the personal selling process has changed 

results from increasing attention to customer orientation and long-term 

customer relationships.  

 

2.1 Customer orientation 

 

According to Appiah-Adu and Singh (1998, 386), the origins of customer 

orientation can be derived from the development of a marketing concept, 

which is basically business philosophy and holds that the ultimate goal of 

an organization is to fulfill customer needs for the purpose of maximizing 

business profits. This perspective to customer orientation can be seen in 

the proposals by Saxe and Weitz (1982) in their pioneering study of 

customer orientation. A second perspective on customer orientation takes 

the line of marketing orientation studies (Saura, Contri, Taulet and 

Velázquez, 2005, 499). Kohli and Jaworski (1990, 1) use the term of 

market orientation to mean the implementation of the marketing concept, 

and, according to this idea, a market-oriented firm is one whose actions 

are consistent with the marketing concept. Narver and Slater (1990, 21) in 

turn propose that customer orientation is a key behavioral component of 

market orientation. 

 

Customer orientation has also been described in the literature in terms like 

market orientation, marketing concept, “customer first”, market-driven, 

customer-focused or market focused organization and in all of them 

customer needs are the basis for planning and designing organizational 

strategy (Deshpandé, Farley and Webster, 1993, 23; Narver and Slater, 
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1994, 22; Nwankwo, 1995, 5; Saura et al. 2005, 498). Thus, Deshpande et 

al. (1993, 27) consider customer orientation as part of an organizational 

culture and define it as “the set of beliefs which place the customer’s 

interest first, without excluding those of other publics such as owners, 

managers and employees with the aim of making the organization 

profitable in the long-term”. The concepts of market and customer 

orientation are tightly intertwined in academic literature (Ruokonen, 

Nummela, Puumalainen and Saarenketo, 2008, 1295) and many authors 

(e.g., Deshpande et al., 1993, 27) consider market orientation and 

customer orientation synonymous concepts, where the term market is the 

set of an organization’s actual orientation. However, Jones, Busch and 

Dacin (2003) view these terms differently based on the fact that market 

orientation reflects the implementation of the marketing concept at the 

organization level, whereas customer orientation highlights the 

implementation of marketing concept at the level of the individual 

salespeople. 

 

“Salespeople can be the only representatives of the selling organization 

that a customer sees, so the individual salesperson’s focus on satisfying 

customer needs is a crucial subject of inquiry” (Cross et al. 2007, 821). 

Therefore, this research addresses how the marketing concept is then 

implemented at the level of an individual salesperson. However, in the 

end, the fundamental heart remains the goal of putting customer at the 

center of focus (Nwankwo, 1995, 5) and it is apparent that keeping 

customer in focus is expected at the organizational level, not just at the 

salesperson level (Leigh and Marshall, 2001, 84). 

 

2.1.1 Background of customer-oriented selling research 

 

Customer orientation has attained a lot of research especially from the 

1990’s. Firstly, the concept of customer-oriented selling was introduced by 

Saxe and Weitz (1982), who developed the Sales Orientation-Customer 
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Orientation (SOCO) scale, which has been afterwards modified by several 

studies (e.g., Tadepalli, 1995; Thomas, Soutar & Ryan, 2001). While, the 

core meaning of customer-oriented selling has remained relatively 

consistent across studies, the manner of its conceptualization has varied.  

More interestingly, customer orientation has been treated both as an 

antecedent to performance as well as being a measure of performance. It 

has been related to an antecedent of long-term customer relationship 

development (Williams and Attaway, 1996; Williams, 1998; Schultz and 

Good, 2000), an antecedent of performance (Saxe and Weitz, 1982; Boles 

et al. 2001; Keillor et al. 2000; Wachner et al. 2009), an antecedent of job 

attitudes (Keillor et al. 1999), an antecedent of trust (Swan, Trawick and 

Silva, 1985), a salesperson characteristics (O’Hara et al. 1991; Martin and 

Bush, 2003), a selling behavior (Sharma et al. 1999) and communication 

(Gillis, Pitt, Robson and Berthon, 1998). 

 

Researchers have investigated the implementation of marketing concept 

and the nature of customer orientation at both the organizational and the 

individual levels. Narver and Slater (1990) and Appiah-Adu and Singh 

(1998) found that when organizations increase their level of market 

orientation, their organizational performance increases as well. However, 

Sørensen (2009) found that customer orientation is detrimental to a firm’s 

return on assets for firms in less competitive environments. Several 

studies have found a positive relationship between organizational factors 

such as customer value-oriented culture (Flaherty, Dahlstrom and Skinner, 

1999) or sales managers’ customer orientation (Jones et al. 2003) and 

salespeople’s customer orientation. Research related to the management 

control provided by Boles et al. (2001) suggests that centralized decision-

making is negatively associated with customer-oriented selling within a 

retail setting. 

 

Studies related to the nature and outcomes of customer orientation at the 

level of individual employee suggest that customer-oriented selling 

positively affects business performance (Cross et al. 2007; Keillor et al. 
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2000; Wachner et al. 2009). Moreover, it has been shown that customer-

oriented selling improves buyer-seller relationships (Williams, 1998; 

Schultz and Good, 2000; Huang, 2008), customer’s trust (Swan et al. 

1985) and positively affects an important job responses such as job 

satisfaction (Saura et al. 2005), commitment to the firm (Donavan, Brown 

and Mowen, 2004) and lower levels of role conflict and ambiguity (Flaherty 

et al. 1999). Additionally, customers experience higher level of satisfaction 

(Goff, Boles, Bellenger and Stojack, 1997) and no need to switch supplier 

(Jones et al. 2003) when dealing with customer-oriented salespeople. 

 

2.1.2 Customer-oriented selling  

 

As boundary spanners, salespeople often are the business-to-business 

marketer’s primary source of communication with customers (Sharma et 

al. 1999, 603). They express their company’s attitude toward customers 

via their conduct and behavior (Beverland, 2001, 207). Williams and 

Attaway (1996, 39) suggest that individual salespersons can positively 

affect the organization’s performance by utilizing a customer-oriented 

approach in establishing and maintaining relationship with customer. Saxe 

and Weitz (1982, 344) emphasize that customer-oriented selling is a way 

of doing business on the part of salespeople. Therefore, a firm’s 

commitment to developing and maintaining a concern for customers’ best 

interest should be reflected in the way salespeople treat customers (Boles 

et al. 2001, 4). 

 

The concept of customer-oriented selling was brought to the forefront in 

research conducted by Saxe and Weitz (1982), who defined customer-

oriented selling as “the degree to which salespeople practice the 

marketing concept by trying to help their customers make purchase 

decisions that will satisfy customer needs” (Saxe and Weitz, 1982, 344). 

This argument results from the principle that salespeople must understand 

a customer needs and wants and develop solutions for problems in order 
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to generate customer perceived value in sales interaction (Schwepker, 

2003, 164; Cross et al. 2007, 824). Based on their literature review and 

interviews, Saxe and Weitz (1982, 344) characterized customer-oriented 

selling as: 

 

1. A desire to help customers make satisfactory purchase decisions. 

2. Helping customers assess their need 

3. Offering products that will satisfy those needs 

4. Describing product accurately 

5. Avoiding deceptive or manipulative influence tactics 

6. Avoiding the use of high pressure. 

 

The primary focus of sales efforts in the current business environment is to 

accurately determine the customer needs in order to create value in long-

term relationship (Cross et al, 2007, 824). Customer-oriented individuals 

have to engage in the process of discovering their customers’ needs and 

designing product and services that provide the ultimate benefit to the 

buyer (Keillor et al. 2000, 8). In addition to being customer-oriented, a 

sales employee is more likely expected to identify customer needs, match 

his or her presentation to those requirements and increase overall 

customer satisfaction (Huang, 2008, 461).  Such salespeople are typically 

a more willing to work with clients over extended periods (Schultz and 

Good, 2000, 203) and to enhance the customer satisfaction and service 

quality (Martin and Bush, 2003, 116). 

 

Ingram (1990, 7) notes that salespeople must “employ a customer-

oriented approach that employs truthful, non-manipulative tactics which 

satisfy the long-term needs of both customers and the selling firm”. 

Dubinsky and Staples (1981) also emphasize the importance of selling 

techniques, which allow salespeople to identify and cater to the needs of 

their customers. Salespeople, who are highly customer-oriented, pay a 

high concern for the other, incorporate low-pressure selling and sacrifice 

short-term sales (Saxe and Weitz, 1982, 344, 348). 
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Customer-oriented salespeople understand one’s target customer 

sufficiently so as to continuously create superior value for them (Zhou, 

Brown and Dev, 2009, 1065). Narver and Slater (1994, 22) point out that 

in order to create this superior value for buyers, it is necessary for a 

salesperson to understand a buyer’s entire value chain, which makes it 

necessary to spend time collecting information about customers and their 

needs (Saxe and Weitz, 1982, 348). Understanding the entire value chain 

enables customer-oriented salespeople not only discuss a product’s pros, 

but also to point out its disadvantages and limitations (Swan et al. 1985). 

 

Wachner et al. (2009, 35) note that a customer orientation is not just a 

marketing or sales role specific philosophy. Rather, it requires the ability to 

ask good questions, discover needs, match product and service offerings 

to those needs and communicate benefits and value to the customer 

(Wachner et al. 2009, 35). Weitz et al. (1998, 364) propose that listening 

skills are essential for developing a customer orientation, in addition an 

emphasis on dialogue (Thakor and Joshi, 2005, 585). From the customer 

point of view, listening may be the single most important skill that 

salespeople can possess (Comer and Drollinger, 1999, 15). Salespersons 

with customer-oriented selling skills are expected to be better at 

developing and maintaining relationship with their customers (Flaherty et 

al. 1999, 1-2) 

 

Recognized as one of the core concepts of relational selling by Keillor et 

al. (1999), customer-oriented selling has become a prime factor of interest 

for organization wishing to improve long-term customer relationships. 

According to Williams and Attaway (1996, 34), a long-term customer 

relationships can be achieved by having salespeople practice customer-

oriented selling strategies rather than selling techniques in regard with 

immediate sales transactions.  Stressing customer-focused solutions and 

mutual benefits, customer-oriented selling corresponds to the coordinative 

style of negotiation behavior, which facilitates formation of the mutual trust 
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and commitment that is prerequisite for relationship development 

(Williams, 1998, 275). Since the marketing concept seeks, in part, to 

establish long-term relationships with customers, fostering a customer-

oriented selling approach among salespeople may be critical for 

developing long-term buyer-seller relationships (Schwepker, 2003, 151). 

 

2.2 Sales orientation 

 

At a pragmatic level, not all salespeople practice a customer-oriented 

philosophy in their selling (Wachner et al. 2009, 32). Another recognized 

approach to selling behavior in the personal selling literature relates to 

selling orientation. A sales orientation situation occurs when salespeople 

are primarily directed by selling activities rather than getting the sale 

(Schultz and Good, 2000, 202). This approach is based on the view that 

customers will purchase more goods or services if salespeople are 

employing aggressive sales techniques (Camarero and Garrido, 2009, 

849). Based on corporate annual reports in the retail sector Noble et al. 

(2002) found that selling orientation was associated with a level of 

performance higher than that of market orientation. Also in the retail 

sector, Boles et al. (2001) noticed that a selling orientation was not 

negatively related to sales performance. It might be that in retail settings, 

customers expect salespeople to engage in selling-oriented behavior to 

some degree (Boles et al. 2001, 7). 

 

The role of salespeople in this philosophy is rather to persuade than 

satisfy (Weitz and Bradford, 1999, 243) and to create demand for the 

products (Weitz et al. 1998, 33) rather than to response to customer´s 

needs (Saxe and Weitz, 1982, 344). A sales orientation attitude requires 

the ability to influence and manipulate and continually push toward closure 

of sale (Spiro and Perreault, 1979), regardless of how well the solution 

being offered by the salesperson fits the customer’s or prospect’s needs 

(Wachner et al. 2009, 35). Moreover, sales orientation encourages 
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opportunistic approach if salespeople are necessary to make the sale 

(Thakor and Joshi, 2005, 585). 

 

This approach emphasizes short-term sales maximization over long-term 

period of relationship building. From the relationship perspective, a selling 

approach may stimulate short-term sales, but little customer loyalty and 

repeat business can be expected. (Noble et al. 2002, 25, 29) 

 

Selling orientation is most closely associated with low concerns of others 

and, on the contrary, high concern for self (Saxe and Weitz, 1982, 344) if a 

quick and relatively effort-free sale can be achieved (Wachner et al. 2009, 

32). Selling-oriented salespeople are less likely to be concerned how the 

sale is made as long as it is made (Schwepker, 2003, 160). In addition, a 

selling orientation initially focuses on to satisfying the needs of the seller 

(Schultz and Good, 2000, 203). Noble et al. (2002, 29) note that from the 

perspective of value generation, selling orientation seems to offer little to 

the customer. 

 

Many companies still practice a sales-oriented approach to doing business 

even though customers are better protected against it (Jobber and 

Lancaster, 2009, 16). Thus, salespeople might be more likely to utilize 

sales orientation in an effort to meet the objectives that have been placed 

on them (Schwepker, 2003, 160) and they might fail to notice the value of 

customer orientation, because it may not directly impact on their individual 

performance (Wachner et al. 2009, 33). 

 

2.3 Summary 

 

Customer orientation philosophy is based on the implementation of a 

marketing concept and the aim is to put customer at the center of focus. 

Earlier literature provides evidence of several positive outcomes of 

customer orientation at the level of company and salespeople (see chapter 
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2.1.1). As boundary spanners, salespeople often are the business-to-

business marketer’s primary source of communication with customers; and 

therefore the performance of the companies depends on largely how the 

customer orientation is implemented at the level of individual salespeople. 

Table 1 summarizes the main characteristics of customer-oriented and 

sales-oriented salespeople and the differences between on them. 

 

Table 1. Customer-oriented vs. Sales-oriented salespeople 

Customer-oriented salespeople Sales-oriented salespeople 

Discover and satisfy customer’s needs. 

Provide benefits to the customer. 

Create superior value for customers. 

Increase customer satisfaction and 

service quality. 

Sacrifice short-term sales. 

Be willing to work with clients. 

Have high concern for customer. 

Spend time to collect customer 

information. 

Understand a customer’s entire value 

chain. 

Adapt their sales presentations. 

Have ability to ask good questions. 

Have ability to listen the customers. 

Use selling techniques, which identify 

and cater the needs of the customer. 

Use truthful and non-manipulative 

tactics. 

Have coordinative style of negotiation 

behavior. 

Develop and maintain long-term 

relationships with their customers. 

Satisfy the needs of the salesperson. 

Create demand for the product rather 

than response to customer’s needs. 

Try continually close the sales even 

when solution does not match the 

customer’s needs. 

Do not generate value for customer. 

Rather persuade than satisfy. 

Maximize short-term sales. 

Have low concern for customer. 

Use aggressive sales techniques. 

Have ability to influence and 

manipulate. 

Do not develop customer loyalty. 
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2.4 The evolution of personal selling: implications to personal 

selling process 

 

The personal selling process is the heart and soul of selling (Anderson, 

1995, 192). It comprises a series of interrelated stages, which the 

salesperson follows (Kotler and Armstrong, 2008, 466) or performs in 

making the sale (Ingram et al. 2009, 363), and it can be applied across 

many selling scenarios (Dwyer et al. 2000, 152). The following chapters 

describe how the personal selling process has changed and evolved 

through in the three eras – sales, marketing and partnering – depicted in 

Table 2, as a result of increased attention on customer orientation and 

long-term buyer-seller relationships. In each of these eras, the role of 

salespeople differs and therefore salespeople in these roles engage in 

different activities and stages during the personal selling process (Weitz 

and Bradford, 1999, 242). Weitz and Bradford (1999, 242) also highlight 

that while each of these roles may have dominated buyer-seller 

exchanges in these eras, all of these roles are represented in each era. 
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Table 2. Differences in personal selling in an era of relational vs. 
transactional exchanges. Based on Wotruba (1991, 5); Weitz et al. (1998, 
33); and Weitz and Bradford (1999, 242) 
 

Salesperson roles 

Era/role Sales Marketing Partnering 

Sales force 
objection 

Making sales 
Satisfying customer 

needs 
Building relationships 

Sales force 
orientation 

Short-term seller 
needs 

Short-term customer 
and buyer needs 

Long-term customer 
and seller needs 

Critical tasks 
of 

salespeople 

Convincing buyers 
to buy products 

Matching available 
offerings to buyer 

needs 

Creating new 
alternatives by matching 
buyer needs with seller 

capabilities 

Activities of 
salespeople 

Influencing 
customer using a 

hard-sell approach 

Influencing customers 
by practicing adaptive 

selling 

Building and 
maintaining customer 

relationships 

Role of 
salesperson 

Persuader Problem solver Value creator 

 

2.4.1 Background of personal selling process literature 

 

The personal selling process is one of the oldest subjects in the sales 

literature. It can be found in early sales books, and for example a sales 

training book titled “How to Increase Your Sales” (1920) already 

introduces the list of steps of selling. (Moncrief and Marshall, 2005, 13) 

Therefore, the personal selling process (PSP) has been discussed at great 

length by a number of authors. The work provided by Cash and Crissy 

(1964) was the first that posits selling as a process. Later, Dubinsky (1980, 

32) made a notable contribution to the sales process by suggesting that 

rather than being a disorganized activity, selling appears to be a 

systematic process. 

 

The most widely accepted selling process model in the sales literature is 

recognized as the “seven steps of selling” provided by Dubinsky (1980) – 

prospecting, preapproach, approach, presentation, overcoming objections, 
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close and follow-up  (Dwyer et al. 2003, 152; Moncrief and Marshall, 2005, 

13; Long, Tellefsen and Lichtenthall, 2007, 677). Earlier selling textbooks 

in particular commonly organizes chapters of the book around these seven 

steps (e.g., Reid 1981; Kossen 1982; Brennan 1983). 

 

Actually, most of the empirical studies into sales techniques are directed to 

the personal selling process outlined by Dubinsky (1980). A number of 

studies have developed knowledge of the personal selling process by 

exploring areas such as use of different selling techniques in services vs. 

product settings (Dubinsky and Rudelius, 1980-81) and consumer vs. 

industrial sales contexts (Hite and Bellizzi, 1985); customer orientation in 

the sales techniques practiced by industrial salespeople (Dubinsky and 

Staples, 1981); and the effectiveness of the selling techniques in 

business-to-consumer industry (Dwyer et al. 2000; Jaramillo and Marshall, 

2004). 

 

The customers have been in the center of focus for the last decades in the 

field of personal selling process literature. Thus, the adoption of customer 

orientation philosophy has influenced the model of the personal selling 

process (Schultz and Good, 2000, 203). Spiro, Perreault and Reynolds 

(1977) were the first to take into account the customer in the personal 

selling process. Subsequently, Brooksbank (1995) presented a new model 

of the personal selling process based on the belief that, as selling is a part 

of the marketing process, it should share the same philosophy. 

 

The role of a salesperson in creating and developing good relationships 

with customers is an area of increasing interest in academic research. For 

instance Macintosh et al. (1992) found that top-performing salespeople 

tend to focus more on building a relationship with buyers rather than 

attempting to gain a quick sale. Recently, the basic philosophy underlying 

the approach to personal selling adopted in current selling textbooks has 

deviated from previous ones and has also led to changes in the personal 

selling process (see Appendix 1). Weitz et al. (1998, 183) present “The 
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Partnership Process”, where the objective is to build a partnership with 

customers. Ingram et al. (2009, 25) introduce “Trust-Based Relationship 

Selling Process”, in which the major phases in the sales process are 

initiating, developing and enhancing customer relationship. This model is 

based closely on “The Relationship Development Process” provided by 

Dwyer, Schurr and Oh (1987). Additionally by highlighting the strategic 

role of selling, Moncrief and Marshall (2005) examine “The evolved selling 

process”, in which the focus is also on relationship selling. 

 

The study of Long et al. (2007) uses the traditional selling process 

presented by Dubinsky (1980) with the broadened view of relationship 

building elaborated by Moncrief and Marshall (2005) to examine the 

impact of the Internet on the steps of the selling process carried out by 

business-to-business sales representatives. The empirical study 

conducted by Lichtenthal and Goodwin (2006) also applied the selling 

process treated by both Dubinsky (1980) and Moncrief and Marshall 

(2005) when they classified attributes of offerings in a business-marketing 

context. 

 

Yet, it can be argued that relationship selling represents just one potential 

approach to personal selling. Based on in-depth interviews with 

experienced salespeople, Beverland (2001) suggests that the relationship 

with customers evolves through a two-stage process that involves 

balancing short-term performance such as closing the sale with long term 

relationship building behaviors like listening the customers. Lawrence and 

Moberg (2009) also argue that personal selling process should be a two-

stage process. Early in the sales process, the salespeople will be 

managing the traditional personal selling process and once the sale has 

been completed, their focus will shift to managing a series of relationship-

based activities. These studies emphasize the fact that the processes 

being employed by the salespeople are different before and after the initial 

sales has been made. Additionally, in their empirical research, Marshall, 

Goebel and Moncrief (2003) found that even though recognized changes 



28 
 

 
 

are occurring in the practice of selling, the sales managers from variety 

industries consider that salespeople today must have the basic capabilities 

for executing the traditional sales process, too. 

 

2.4.2 Sales role – Linking sales orientation to personal selling 

process   

 

Many authors suggest that the personal selling process is the sequence of 

steps or stages through which salespersons proceed in making the sale 

(Dubinsky, 1980; Reid, 1981; Kossen, 1982). This traditional personal 

selling process (Figure 2) consists of seven steps (Dubinsky, 1980, 26) 

and each of them plays a major part in the personal selling process (Hite 

and Bellizzi, 1985, 19). These authors emphasize persuasion at the core 

of selling (e.g., Reid, 1981, 5). Salesperson is the persuader, who 

attempts to create a need for the item being sold (Wotruba, 1991, 6). This 

approach to selling is referred to as transactional selling (Ingram et al. 

2009, 24), and the aim is to help salespeople close a specific sale with a 

customer (Kotler and Armstrong (2008, 468). Therefore, many authors 

(Ingram, 1996, 5; Moncrief and Marshall, 2005, 13; Kotler and Armstrong, 

2008, 468) argue that the traditional personal selling process is 

transaction-oriented, and it reflects a selling orientation by focusing on an 

individual transaction rather than on long-term relationship with the 

customer (Ingram et al. 2009, 365). The transaction-oriented selling 

process concentrates more on one-way communication with standardized 

sales presentations, and emphasizes the importance of handling 

objections and closing the sale (Wotruba, 1991, 6; Ingram et al., 2009, 

25). 

 



29 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

If salespeople follow logical and sequential series of steps in the selling 

process, they can improve the chance of making the sale (Futrell, 1994, 

406). While there are minor variations among the various traditional 

personal selling processes that appear in the sales literature, the essential 

selling tasks included in most of these selling processes are similar. These 

seven steps are 1) prospecting, 2) preapproach, 3) approach, 4) 

presentation, 5) overcoming objections, 6) close, and 7) follow-up (Figure 

3) and each of them is described next. 

 

Prospecting 

Prospecting is a fundamental step in the personal selling process (Jolson 

and Wotruba, 1992, 59). Prospect is a person or business, that needs the 

product a salesperson is selling (Futrell, 1994, 408). Prospecting and 

locating for customer, involves the salesperson searching for and 

identifying potential customers who have the need, willingness, ability and 

Figure 3. The seven steps of selling (Based on Dubinsky, 1980, 26) 
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authority to buy the salesperson’s offering (Dubinsky, 1980, 26-27). In this 

step, the salesperson utilizes various sources to develop sales leads that 

might need a particular article (Hite and Bellizzi, 1985, 19). These leads in 

sales terminology refer to a person or organization that may be a potential 

customer (Reid, 1981, 116), and the most basic lead normally consist of a 

name, a phone and an address (Anderson, 1995, 196). In other words, 

prospects are what salesperson hopes his or her leads really are (Kossen 

1982, 136). 

 

Prospecting for new customers is a critical stage for several reasons. 

Firstly, nothing can happen until the selling company finds a potential 

prospect and there can be no sales presentation without a prospect 

(Jolson and Wotruba, 1992, 59). Another conspicuous reason for 

prospecting is to expand sales territory and customer base, because lost 

customers must be replaced with new ones. In other words, to just 

maintain or increase sales volume, salespeople must incessantly seek out 

new customers. (Anderson, 1995, 194) Johnston and Marshall (2006, 53) 

point out that prospecting can be one of the most disheartening side of 

selling, in particular for beginning salespeople and commonly separates 

the successful from the unsuccessful salespeople. Therefore, it seems to 

be one the most popular topic in the sales training programs (Pettijohn, 

Pettijohn and Parker, 1997, 32-33). 

 

 Preapproach 

Before approaching the customer, the professional salespeople must take 

into account a thoughtful process of planning called the preapproach 

(Ingram, 1990, 8), which consists of several post-prospecting activities 

before the actual visit with customer (Moncrief and Marshall, 2005, 15). 

According to Futrell (1994, 409) “with the preapproach the salesperson is 

investigated the prospect in greater depth and planning the sales call”. 

Many authors (Ingram, 1990; Urbiak, 2007) argue that the successful 

salespeople take a time to invest in the planning phase. 
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The preapproach has several objectives. The first objective is to gather 

relevant and specific information about the customer directly from 

customer or from public sources (Ingram, 1990, 8), and this information 

will help salespeople to better qualify the potential prospects (Dubinsky 

and Staples, 1981, 13) and discover the prospect’s needs and problems 

(Anderson, 1995, 222). Secondly, the preappoach will provide some 

insights into how to develop the most effective way to approach customer 

(Dubinsky, 1980, 27). Urbiak (2007, 9) notes that some prospect’s favor a 

direct businesslike approach whereas others prefer an indirect approach. 

The preapproach involves preparing presale objectives and developing a 

customer profile (Futrell, 1994, 410). Moreover, the preapproach 

information enables tailoring the sales presentation and choosing the best 

strategy for each prospect (Anderson 1995, 223) and further, keeping the 

sales representative from making serious mistakes in front of the customer 

(Dubinsky, 1980, 27). An adequate preapproach should also give the 

salesperson more confidence and reflects the professionalism of the 

salesperson (Urbiak, 2007, 8-10). 

 

Approach 

After the prospect is identified and the salesperson has collected relevant 

prospect information, the salesperson is ready to move to next step called 

approach. The purpose of the approach is to open the sales call, to gain 

and hold customers’ attention and interest (Dubinsky and Staples, 1981, 

13) so that salesperson is able to interact with them more favorably 

(Kossen, 1981, 157) and furthermore to obtain information and to 

determine prospects’ needs and wants (Reid, 1981, 195). The approach 

takes the first minutes of a sale presentation, which are crucial to a 

successful sale (Futrell, 1994, 412), when salesperson personally contacts 

the prospect (Dubinsky and Staples, 1981, 13). At the present stage, 

salespeople should articulate a compelling reason why the customer 

should grant an appointment (Ingram, 1990, 9). According to Brooksbank 

(1993, 7), successful appointment-getters realize that their aim is not to 
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sell the product during the approach stage; it is simply to secure an 

appointment. 

 

Sales presentation 

The sales presentation has been termed “The core of the personal selling 

process” by many authors (Dubinsky, 1980, 27; Johnston and Marshall, 

2006; 55; Wagner and Klein, 2007, 259). Accordingly, sales textbooks and 

trade publications have spent copious time discussing this step and 

research has also been carried out how to gain maximum marketing 

benefit from its suitable design and execution (e.g., Jolson 1973; Jolson 

1975; Sparks and Areni, 2002). In spite of that, many salespeople do not 

perform the sales presentation activities very well (Johnston and Marshall, 

2006, 55). This step can be one or multiple presentations over a period of 

time and careful preparation for sales presentation is important (Moncrief 

and Marshall, 2005, 15). 

 

According to traditional personal selling process, the purpose of the sales 

presentation is to provide knowledge about the product (Futrell, 1994, 

413). Moreover, its objective is to demonstrate the benefits and strengths 

of the product to potential customers and explain what it will do for them 

(Dubinsky and Rudelius, 1980-81), especially if the product is technically 

complex (Johnston and Marshall, 2006, 56). Additionally, salesperson can 

show during the sales presentation, how the product can fill the prospect’s 

recognized needs (Kossen, 1982, 178). Hite and Bellizzi (1985, 19) 

mention that the sales presentation is the actual delivery of designed 

communication to present a product and salesperson attempts to rouse 

the prospect’s desire for the product and to become a customer. Many 

authors (e.g., Kossen, 1982, 179-180; Futrell, 1994, 416) suggest that 

salespersons should attempt to guide the prospect’s mind through a four-

step AIDA-model (1. Secure Attention, 2. Arouse Interest, 3. Stimulate 

Desire, 4. Obtain Action) Furthermore, an effective sales presentation 

should be controlled by the salesperson and involve the prospect through 

questions and discussion (Brennan, 1983, 162-163). 
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Handling objections and overcoming resistance 

Even the best planned sales presentations will encourage the prospect to 

make objections (Ingram, 1990, 10). Professional salespeople should 

expect that the resistances will confront in every sales situation (Brennan, 

1983, 194), and objections should be viewed as a natural issue 

(McDonald, 1988, 133). According to Reid (1981, 301) the selling really 

starts when prospect says “No”. 

 

Many authors appear to use terms “sales objections” and “sales 

resistance” fairly synonymously. Weitz et al. (1998, 300) define sales 

objections as “any concerns or questions raised by the buyer”. Grikscheit, 

Cash and Crissy (1981, 138) define sales resistance as “any behavior, 

verbal and/or nonverbal, by a customer or prospect which appears to or 

actually does interfere with the likelihood of a sale”. Hunt and Bashaw 

(1999, 111) argue that the two constructs are not synonymous and they 

believe that sales resistance is a broader concept, whereby and 

salespeople are advised to be prepared to handle objection statements as 

well as counter-arguments to the claims they make. However, regardless 

of their exact form, all salespeople will experience objections and reason 

to not complete a transaction (Johlke, 2006, 313-314). A number of types 

and reasons exist for objections (see Grikscheit et al. 1981, 139-145; 

Brennan, 1983, 194-200; McDonald, 1988, 133-145; Anderson, 1995, 283-

285) and for the most part they should be perceived in a positive manner 

by salespeople (Brennan, 1983, 195). 

 

In the stage of handling objections, the salespeople attempt to overcome 

prospects´ opposition and resistance to sales presentation and reluctance 

to buy (Dubinsky and Staples, 1981, 13; Hite and Bellizzi, 1985, 19). 

According to Dubinsky (1980, 27), this may result in the salesperson 

repeating the product benefits, reassuring the customer of her potential 

decision, and helping the prospect to do the decision. It seems, that in the 

early years of selling, as Moncrief and Marshall (2005, 15) also note, sales 
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objections were seen mostly as a hurdle that salespeople had to 

overcome to get to the sale. 

 

Close 

The next step in the personal selling process is called the close. In the 

closing stage, the salesperson tries to convince the customer to buy 

(Dubinsky and Staples, 1981, 13) and the prospect is asked to purchase 

the product (Hite and Bellizzi, 1985, 19).  Thus, closing the sale is the 

“Action” step in the AIDA -model (Denny, 1991, 113). According to the 

early personal selling literature, the closing stage was often presented as 

the most important aspect of the sales process (Manning and Reece, 

2007, 341). For instance, Brennan (1983, 210) notes that selling is closing, 

and the ability to get order – to ask for it, to get customer to sign on the 

dotted line – is the payoff selling.  According to Johlke (2006, 314), closing 

simply refers to the salesperson asking the customer buy. 

 

Many authors emphasize the necessity of taking the initiative to close the 

sale by salespeople (e.g., Dubinsky, 1980; Jobber and Lancaster, 2009, 

267). Denny (1991, 113) emphasizes that salesperson cannot make a sale 

without closing, because the selling is not order taking. Therefore, no 

matter how well the salesperson has performed in earlier stages of the 

selling process, he or she can still lose the sale without closing (Anderson, 

1995, 315). Johlke (2006, 315) found that the industrial salespersons’ 

ability to close the sale was associated with improved sales performance. 

According to Futrell (1994, 419), this is the step, where many salespeople 

fail. They fail, because they are afraid of rejection (Kossen, 1982, 252). 

Second, a salesperson may not a confident in his or her ability to close 

(Futrell, 1994, 419). 

 

Salespeople should try to close the sale as soon as possible, when 

customer seems ready to buy (Brennan, 1983, 218). Jobber and 

Lancaster (2009, 267) point out, that if the prospect does put off buying 

until another day, it is as likely that they will buy from the competitor. 
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Professional salespeople know their ABC’s – always be closing 

(Anderson, 1995, 317). Thus, professionals realize they are apparently 

going to have to attempt several closes before they write the order 

(Brennan, 1983, 219), and the closing begins in the first seconds of the 

meeting (Denny, 1993, 111). Jobber and Lancaster (2009, 268) 

emphasize the importance of timing in closing. Salespeople should look 

out for a buying signal and respond accordingly to buyer´s heightened 

interests (McDonald, 1988, 163). 

 

Follow-up 

The follow-up step is a relatively newer addition to the steps of selling 

(Moncrief and Marshall, 2005, 15). In many sales textbooks, the final step 

on the personal selling process is devoted to follow-up (Anderson, 1995, 

344).The salesperson’s job is not finished when the sale is over with the 

acceptance of an order (Johnston and Marshall, 2006, 56). Rather, after 

the sale, the salesperson has to make sure that customer is happy with 

the product and that everything that was promised is being delivered 

(Moncrief and Marshall, 2005, 15). Thus, the follow-up on customers 

should be a routine step to salespeople (Shulman, 2001, 48), and the 

follow-up is the best way to spot a “true sales professionals” (Morgan, 

1997, 65). To professional salespeople the ultimate goal is to have a 

satisfied customer (Reid, 1981, 319) and the follow-up activities can 

influence the satisfaction derived from their purchases (Kossen, 1982, 

277). According to Reid (1981, 327), there are three major reasons why it 

is necessary to ensure customers’ continued satisfaction: 

 

1) It is easier in most cases to sell satisfied customers more or 

something new than to find and sell to entirely new prospects. 

2) Satisfied users are the best source for locating and gaining access 

to potential new customers. 

3) Follow-up calls on satisfied customers give salesperson an 

opportunity to see the product in operation and moreover 

salesperson can discover new ideas for its use. 
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The follow-up activities also reduce the negative post-purchase concerns 

(Dubinsky, 1980, 27), and create goodwill between a salesperson and the 

customers, which in the long run will increase sales faster than not 

providing it (Futrell, 1994, 420). 

 

According to Shulman (2001, 48) many salespeople do not perform well 

the follow-up step. In empirical the study of Grassel (1986), it was 

estimated that when a customer quits buying from a company, about 60 

per cent of the time it is because the customer thinks the selling firm´s 

salespeople developed an indifferent attitude after the product was 

delivered. Jobber and Lancaster (2009, 271) argue that salesperson might 

postpone or neglect the follow-up call, because it does not result in an 

immediate order. However, the salespeople should show that they really 

are caring about the customer rather than only being interested in making 

sales (Jobber and Lancaster, 2009, 271). 

 

2.4.3 Marketing role – Linking customer orientation to personal 

selling process 

 

For several years, marketing textbooks have discussed the marketing 

concept as a dominant business philosophy (Johnston and Marshall, 

2006). According to Kotler and Armstrong (2008, 10), “The marketing 

concept hold that achieving organization goals depends on determining 

the needs and wants of target markets and delivering the desired 

satisfactions more effectively and efficiently than competitors do.” So, the 

marketing concept is business philosophy emphasizing that the key to 

business success is satisfying customer needs (Weitz et al. 1998, 33) like 

mentioned in the chapter 2.1. The company has adopted the marketing 

concept, when it moves from sales orientation to customer orientation 

(Brooksbank, 1995, 61). The implementation of the marketing concept 

highlights the marketing role for salespeople when they consider both the 
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needs of their customers and their firms in developing sales strategies 

(Weitz and Bradford, 1999, 243). 

 

Marketing-oriented salespersons emerge as problem solvers (Weitz et al. 

1998, 33), whose sales approach is grounded in a true diagnosis of 

customers’ needs (Wotruba, 1991, 7). Salesperson as a problem solver 

attempts to contact customers whose needs fit what seller is offering, and 

he or she actively engages the customer to take part in defining those 

needs (Wotruba, 1991, 243). However, the range of alternatives 

considered in solving the customer’s problem is generally limited to the 

selling firm’s present products and offerings (Weitz and Bradford, 1999, 

243).  

 

When personal selling has evolved from being sales-driven to customer-

driven, the personal selling process has also changed towards customer-

orientation philosophy. In the traditional seven steps selling process a 

salesperson starts with prospecting, works through the successive steps 

and concludes after follow-up. However, the study of exchange in 

marketing has been criticized for looking at exchange as a discrete act, 

and failing to recognize the importance of ongoing buyer-seller relationship 

(Dwyer et al. 1987, 11). According to Anderson (1995, 12), the stages of 

the personal selling process are best depicted as an ongoing process 

revolving around prospects and customers (Figure 4). Emphasizing the 

customer orientation, the customer is in the center of the wheel (Anderson, 

1995, 12) and the salespeople, working closely with the customer, are in 

the best position to monitor customer satisfaction and to uncover customer 

needs (Manning and Reece, 2007, 62). Additionally, the stage 7, “follow-

up”, is not the end of the process, but rather a new beginning (Anderson, 

1995, 12). 
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Figure 4. The wheel of personal selling (Based on Anderson, 1995, 12) 

 

Moreover, the new model of personal selling process is differentiated from 

the traditional one by the relative importance attached to the various 

phases of the sales (see Figure 3 and Figure 4) (Brooksbank, 1995, 62). 

The selling process should be seen on the context of customer problem-

solving rather than as merely selling available products (Donaldson, 1998, 

26). In the traditional sales-oriented model, closing the sale was 

considered the most important step and it relies on using highly 

manipulative closing techniques designed to persuade customer to buy. 

Instead, in the customer-oriented selling; it is all about investing the time 

and effort to uncover each customer’s specific needs and wants. 

(Brooksbank, 1995, 62) These customer’s needs are considered in making 

the sales presentation by asking questions and listening actively and then 

matching, as closely as possible, the product on offer to the needs. 

Therefore, the main difference between the traditional sales-oriented 

model and the newer customer-oriented model lies not so much with the 

selling process itself as it does with the way the salesperson chooses to 

apply it. (Brooksbank, 1995, 62) Additionally, a number of selling 

approaches, such as consultative selling and adaptive selling have been 
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defined, which are in line with the customer-oriented selling process 

(Wotruba, 1991, 7). 

 

Consultative selling is an extension of the marketing concept (Manning 

and Reece, 2007, 10). In the consultative selling role, the salesperson 

focuses on the determining the specific needs of the client (Verhallen, 

Greve and Frambach, 1997, 54-55), which is achieved through two-way 

communication (Manning and Reece, 2007, 10). The seller is interacting 

with the buyers and diagnosing problems (Dunn, Thomas and Lubawski, 

1981, 60) rather just selling the products (Wotruba, 1991, 7). The 

salesperson assumes the role of a “professional consultant”, who also 

sells (Dunn et al. 1981, 59). There are also disadvantages of the 

consultative approach, such as the greater time expenditure, its limitations 

in a non-repeat and highly competitive sales environment and the need of 

a broad product line that have been pointed out (Hawes, Strong and 

Winick, 1996, 350). 

 

Adaptive selling is featured in many selling textbooks by forcing the 

salesperson to practice the marketing concept (see Jobber and Lancaster, 

2009, 248; Weitz et al. 1998). In adaptive selling, salespeople adjust their 

own behavior during the customer interaction based on perceived 

information about the nature of the selling situation (Spiro and Weitz, 

1990, 62). Salespeople assess each prospect’s situation and needs, and 

adapt sales presentation accordingly to satisfy customer needs (McIntyre, 

Claxton, Anselmi and Wheatley, 2000, 180). 

 

2.4.4 Partnering role – Relationship selling process 

 

Recently, much attention has been given to the changing role of 

professional selling. These changes are driven by rapidly changing 

technology (e.g., sales force automation and electronic sales channels), 

behavioral forces (e.g., rising customer expectations and consumer 
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avoidance of buyer-seller negotiations) and managerial forces (e.g., 

telemarketing, Internet selling) (Anderson, 1996, 18). These emerging and 

evolutionary trends and forces are changing the way in which salespeople 

understand, prepare for and accomplish their jobs (Marshall et al. 2003, 

247) and, furthermore are having a major impact on shifting selling to a 

more relationship-based approach (Moncrief and Marshall, 2005, 14).  

 

While the past focus of the selling process was getting buyers, the 

paradigm has shifted to a more powerful focus on relationship selling 

(Long et al. 2007, 677), which involves securing, developing and 

maintaining long-term relationships (Morgan and Hunt, 1994, 20; Weitz 

and Bradford, 1999, 241), whereas transactional selling focuses on 

maximizing the outcome of individual transaction (Ingram et al. 2009, 24). 

According to Anderson (1996, 17) salespeople are moving away from 

“selling” toward “serving” as customer consultants and business partners. 

Schurr (1987) suggests that approaches to effective selling are evolving 

from closed and indirect selling techniques to consultative selling and 

finally to relational contracting. 

 

Implementing relationship selling requires that the selling activities be 

directed toward building partnerships with the key customers (Moncrief 

and Marshall, 2005, 19). Partnering became a business reality in the 

2000’s (Manning and Reece, 2007, 19) and the objective of sales people 

in the partnering role is to develop long-term relationship with customers 

(Cravens, 1995, 51) and to abandon short-term thinking (Manning and 

Reece, 2007, 19). The partnering role, like the marketing role, requires 

salespeople not only to understand and satisfy customer needs, but 

moreover, salespeople in the partnering role need to build trust and 

commitment in the buying firm (Weitz and Bradford, 1999, 243), and to 

build up value received by the customer (Ingram et al. 2009, 25). 

Partnering-oriented salespeople are value-creators (Weitz et al. 1998, 34) 

and they develop mutually-profitable ongoing partnerships with customers 

(Anderson, 1996, 17). 



41 
 

 
 

 

If relationship development is truly beneficial to the selling process, one 

would expect that certain stages within the process would be devoted to 

building relationships (Macintosh et al. 1992, 25). Figure 5 presents the 

steps required to build long-term relationships and partnerships (Weitz et 

al. 1998, 183). The steps in traditional selling were sequential as illustrated 

in Figure 3, whereas the salesperson typically will perform the various 

steps of the partnership-building process in some form, but the steps do 

not necessary follow a step-by-step sequence. Rather they occur 

throughout the partnership-building process (Weitz et al. 1998, 183).  

 

 

Figure 5. Partnership process based on Weitz et al. (1998, 183) and 
Manning, Reece and Ahearne (2010, 198) 

 

According to Ingram (1996, 6), the major phases in the sales process are 

initiating, developing, enhancing customer relationship. In contrast, 

Moncrief and Marshall (2005, 18) represent the evolved selling process 

(Figure 6), which assumes that the salesperson typically will perform the 

various steps of the process in some form, but all the steps do not 

necessary occur for each sales call. The evolved steps are as follows: 1) 
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customer retention and deletion, 2) database and knowledge 

management, 3) nurturing the relationship (relationship selling, 4) 

marketing the product, 5) problem solving (consultative selling), 6) adding 

value 7) customer relationship maintenance (Moncrief and Marshall, 2005, 

18). 

 

 

Figure 6. Evolved selling process (Moncrief and Marshall, 2005, 19) 

 

These two models have differences and similarities. The model of 

partnership process emphasizes initiating and developing the 

relationships, whereas evolved selling process by Moncrief and Marshall 

(2005) highlights more the importance of existing customers. In addition, 

the evolving selling process proposes that the various steps do not 

necessary occur for each customer meeting, while the partnership process 

requires that every step occurs in some form. Moreover, the evolved sales 

process represents various aspects of sales strategy and the broadened 

and shared role of salespeople and other firm members (Moncrief and 

Marshall, 2005, 18). However, the contents of the stages in the processes 

are basically quite similar. The both processes highlight the relationship 
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selling, partnership building, predetermined of the needs of customers and 

value adding for the customers. 

 

Szymanski (1988) provides support that higher performing salespeople 

place more emphasis on relationship building early in the sales process. 

Additionally Leigh and McGraw (1989) found that relationship 

development is more important in the initial sales call and the emphasis is 

to get information about the potential client and knowing about the 

prospect’s background. Evans, Kleine, Landry and Crosby (2000, 512) 

argue that in an initial sales encounter, a salesperson’s first impression of 

a customer provide a starting point for further exploring the customer’s 

needs. These findings are convergent with the evolving process by 

Moncrief and Marshall (2005), where emphasis on retain/ delete a buyer in 

part requires an assessment of the firms desire and ability to fulfill 

requirements, and determining customer’s needs requires identifying 

whether a prospect has requirements that can or even should be fulfilled. 

Thus, initiating the relationship selling process emphasizes strategic 

prospecting and qualifying, assessing the prospect’s situation and 

activating the buying process (Ingram et al. 2009, 25).  

 

While marketing-oriented personal selling process in previous chapter 

emphasized the customer’s need recognition during the sales 

presentation, in the relationship oriented selling process to discovering 

prospect’s needs will take place already during the stage of making sales 

call in initiating the relationship (Weitz et al. 1998, 247). This need analysis 

should occur early in the sales process and salespeople should avoid the 

temptation of making sales presentations without finding out the needs of 

the customer’s (Jobber and Lancaster, 2009, 252). 

 

Traditional personal selling process emphasizes the importance of getting 

the prospect attention and creating the interest and desire (Ingram, 1996, 

6), and furthermore, it was appropriate to explain and highlight the product 

benefits (Macintosh et al. 1992, 32). Transactional selling focuses on more 
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on one-way sales presentation, whereas during today’s sales 

presentations the salespeople are often doing more listening than talking 

(Comer and Drollinger, 1999, 23). Moncrief and Marshall (2005, 20) 

suggest that salespeople still make presentations, but a sales presentation 

is not necessary the primary function of the sales call.  According to 

Ingram et al. (2009, 25), in the phase of developing customer relationship, 

salespeople rely on questioning and listening, and are engaging prospects 

and customers through sales dialogue and presentation. Taking time to 

listening and gathering information, the salespeople are getting to know 

their customers and they will become the partners, not just the 

salespeople with a product (Scheer, 2006, 14). 

 

Relationship selling is based on the development of trust between the 

exchanges partners (Dwyer et al. 1987). This is distinct from traditional 

sales process activities such as handling objections and closing (Boles, 

Brashear, Bellenger and Barksdale, 2000, 144). In conjunction with the 

traditional personal selling process is discussed, how salespeople should 

“handle” or “overcome” buyer objections (Manning and Reece, 2007, 319; 

Moncrief and Marshall, 2005, 17). Now, today’s salesperson through 

predetermined needs and multiple sales calls is attempting to assure 

earlier and more precisely what customer requires from the products. The 

attitude of the salespeople should be that they perform as valued partner 

with their customer, and this feeling should be mutual (Moncrief and 

Marshall, 2005, 20). Therefore, the foundation for win-win negotiations is a 

relationship with the customer built on trust and rapport. When trust and 

rapport are strong, negotiation becomes a partnership to work through 

customer concerns (Manning and Reece, 2007, 319).  

 

Throughout the evolution of selling, there have been major changes in the 

way closing is perceived (Manning and Reece, 2007, 341). Prior to the 

marketing and partnering era, closing was often presented as the most 

important aspect of the sales process. Afterwards, many authors (e.g., 

Ingram, 1990, Weitz et al. 1998, Moncrief and Marshall, 2005) have begun 
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to believe that emphasis on the close of the sale damages trusts and 

increase the possibility of losing commitment. The research that has been 

conducted in this area corroborates that closing is negatively associated 

with life insurance salesperson performance (Brashear, Bellenger, 

Barksdale and Ingram, 1997) and purchasing agent trust in the 

salesperson (Hawes et al. 1996). Weitz et al. (1998, 332) argue that 

obtaining the commitment is critical for success of salespeople. Rigsbee 

(2002, 40) notes that the relationship the salesperson builds with the 

customer is more important than the close. Salespeople build commitment 

that brings value to the customer and profit to the seller (Manning and 

Reece, 2007, 344). Win-win relationships built on customer satisfaction 

and added value do not require closing techniques to bring parties 

together in agreement (Moncrief and Marshall, 2005, 21), but rather a 

systematic approach makes the “close” a natural conclusion to a planned 

process (Arrowood, 2004, 44). Therefore, some scholars prefer to use the 

term “confirming the partnership” instead of “closing the sales” (e.g., 

Manning et al. 2010, 314). 

 

The next stage is enhancing customer relationship (Ingram et al. 2009, 

25). The first sale is only the beginning of the relationship (Manning and 

Reece, 2007, 366), and in partnership process buyers make commitments 

to purchase from a given salesperson over the long-term (Weitz et al. 

1998, 362), whereas a salesperson will continually increase value for 

customers. This approach to follow-up implies continual service and more 

of a business building approach rather than to ensure that no problems 

have arisen factors such as delivery, installation or product (Moncrief and 

Marshall, 2005, 21; Jobber and Lancaster, 2009, 271). 

 

2.4.5 Summary 

 

Personal selling process is series of interrelated stages, where 

salesperson proceeds in making the sale. Traditionally, the aim of the 
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salesperson was to focus on individual transaction-oriented selling 

process and to persuade customer to buy and to close the sale. Due to the 

increasing attention on customer orientation, long-term customer-seller 

relationships and the changing role of professional selling, the personal 

selling process is depicted as an ongoing non-sequential process, where 

salespeople are acting as problem-solvers and value-creators. Besides, 

the importance and the nature of stages in the selling process are also 

changed and evolved when salespeople are initiating, developing and 

maintaining long-term relationships. Table 3 summarizes the differences 

between sales-oriented transactional selling process and customer-

oriented relationship selling process. According to Weitz and Bradford 

(1999, 234), both the marketing role and the partnering role requires 

salespeople to understand the customer’s needs, which is achieved 

through two-way communication  Therefore, the aspects of the customer-

oriented selling process (Marketing role) and relationship selling process 

(Partnering role) are integrated and presented in the same column.  

 

Table 3. Transactional selling process vs. Customer-oriented/Relationship 
selling process 

Selling 

stage 

Transactional selling 

process 

Customer-oriented/Relationship 

selling process 

Planning the 

sales call 

Gather relevant customer 

information. 

Fix presale objectives. 

Prepare to approach and the 

sales presentation. 

Gather customer information and 

know customer’s background. 

Strategic prospecting and qualifying. 

Review value element received by 

customer. 

Opening the 

sales call 

Gain and hold customers’ 

attention and interest. 

Make benefit claim; why the 

customer should grant an 

appointment. 

Start to initiate relationship. 

Get more information about customer 

by asking questions. 

Discover customer needs. 

Sales 

presentation 

One-way sales presentation 

and communication controlled 

by salesperson. 

Use of AIDA -model.  

Two-communication by engaging 

customer through dialogue and 

presentation. 

Develop relationship relying on 
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Highlight product benefits. 

Standardized sales 

presentation. 

 

listening and questioning. 

Uncover implied needs by asking 

questions. 

Creating value with offer by matching 

buyer needs with seller capabilities. 

Customer’s 

objections 

Prepare to handle and 

overcome objections and 

reluctance to buy. 

Prevent objections by predetermining 

needs and assuring customer 

requirements. 

Win-win negotiations to work through 

customer concerns. 

Gaining the 

order 

“Selling is closing”. 

Convince the customer to buy. 

Close as soon as possible and 

often. 

“Obtaining the commitment” or 

“Confirming the partnership”. 

Value for customer and profit to the 

seller. 

Natural conclusion to a planned 

process. 

Follow-up 

Make sure customer 

satisfaction. 

Check delivery. 

Enhance customer relationship 

Continually increase value for 

customers. 

Continual service and more business 

building approach. 

 

  



48 
 

 
 

3 PERSONAL SELLING TECHNIQUES 

 

Chapter 3 concentrates on personal selling techniques. The definition of 

selling technique, as well as the background of selling techniques 

research is introduced. Moreover, 75 different personal selling techniques 

in the different stages of personal selling process are presented based on 

their frequency in the sales literature. 

 

3.1 What is a selling technique? 

 

Selling techniques are described in several ways in the sales literature. 

Sales literature discusses sales strategies (Anderson, 1995, 322), selling 

techniques (Dubinsky, 1980), selling methods (Weitz et al. 1998; Manning 

and Reece, 2007), approaches (Reid et al. 1981), selling tactics 

(DelVecchio et al. 2004) and tactical approaches (DelVecchio et al. 2003) 

during different stages in the personal selling process. 

 

Manning and Reece (2007, 13) highlight that there is a difference between 

a tactic and a strategy.  Tactics are techniques, practices or methods the 

salesperson uses when he or she is face-to-face with a customer, while 

strategy is prerequisite to tactical success. Examples are various types of 

closes, or the use questions to identify needs. A selling strategy involves, 

for example, planning of the sales message or interactions with customers 

(Ingram et al. 2009, 364) and it is needed to accomplish a sales objective 

(Manning and Reece, 2007, 13). 

 

The word “a technique” is described as a procedure used to accomplish a 

specific activity such as skilled way of doing a job (Ivanovic, 1989, 192). 

Selling techniques are defined differently in the selling literature. Previous 

literature defines selling techniques as methods used by a salesman to 

persuade customers to buy such as presentation of goods, demonstration 

and closing of sales (Ivanovic, 1989, 171). Later on, Ingram et al. (2009, 
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363) define sales techniques as fundamental procedures salespeople can 

follow to make sales. 

 

There are many different selling techniques and variations of them. By 

reading several personal selling textbooks, we will see titles hundreds of 

them. The personal selling techniques examined in this study were chosen 

based on their frequent used by writers and practitioners and their 

inclusion in most professional selling text. Appendix 2 presents the most 

common sales techniques and their synonymous titles presented in the 

selling literature. It also shows the frequency of these commonly used 

techniques in the sales literature. Totally, 75 different selling techniques 

are described in this study. 

 

3.2 Background of selling techniques literature 

 

There is a universal, ongoing need for sales training on “how to sell”; and 

thus, most selling textbooks spend considerable time on sales techniques 

(Ingram et al.  2009, 172-173). 

 

A number of studies have examined salespeople’s use of selling 

techniques and the importance of these techniques for salespeople (see 

Appendix 3). The most comprehensive typology of personal selling 

techniques was created by Dubinsky (1980) who listed 84 different sales 

techniques. His explorative study was the first empirical attempt to 

systematically describe the selling techniques that salespeople use and 

his listing of 84 sales techniques have been used in several subsequent 

studies (see Figure 7). Later on, Dubinsky and Lippitt (1980) discussed 

selling techniques with which salespeople should be equipped to avoid 

and overcome commonly arising frustrating situations. Dubinsky and 

Rudelius (1980-81) focused on what selling techniques were considered to 

be important by industrial product and service salespeople, whereas Hite 

and Bellizzi (1985) investigated the differences between consumer and 
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industrial salespeople with regard to the same list of 84 selling techniques. 

Dubinsky and Staples (1981) investigated the selling techniques industrial 

salespersons judge to be important and whether those techniques entail 

the use of buyer orientation. 

 

Later on, some modifications to Dubinsky’s typology were made by Dwyer 

et al. (2000), who added new items reflecting recent trends in selling. Their 

study was conducted in the insurance sector and they investigated which 

selling techniques were more critical to sales success for salespeople. 

Afterwards, Jaramillo and Marshall (2004) used the list of selling 

techniques based on Dwyer et al. (2000) to identify the selling techniques 

that are critical success factors for salespeople in the banking industry. 

 

 

 

Personal 

selling 

techniques 

Dubinsky’s typology 

(1980): 84 selling 

techniques in PSP (7steps) 

Three sets of selling 

tactics (DelVecchio et 

al. (2003) 

Customer

focused 

Competitor 

focused 
Product 

focused 

Dubinsky 

& Staples 

(1981) 

Modifications 

by Dwyer et 

al. (2000): 54 

selling 

techniques 

Hite and 

Bellizzi 

(1985) 

Jaramillo & 

Marshall 

(2004) 

Closing 

techniques 

Methods of 

addressing 

objections 

Elliot & Fu 

(2008) 

Campell, Davis and 

Skinner (2006) 

Hawes, Strong and 

Winick (1996) 

DelVecchio 

et al. 

(2004) 

Dubinsky 
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Rudelius 

(1980–81) 

Dubinsky 

& Lippitt 

(1980) 

Standard selling 

techniques in the 

selling literature 

Figure 7. Connection of the personal selling techniques studies 



51 
 

 
 

DelVecchio et al. (2003) took into account buyers’ responsiveness to 

various selling tactics and they utilized a taxonomy of selling tactics based 

on message adoption and identify three specific selling tactics; product-

focused, competitive-focused and customer-focused tactics used in 

managing different buyer-seller relationships in B-2-B setting. These 

selling tactics derived on selling techniques created by Dubinsky 

(DelVecchio et al. 2003, 44). Afterwards, the research provided by Elliot 

and Fu (2008) examines the impact of these three specific sales tactics on 

the adoption of a consumer technology innovation in B-2-C context. 

 

The sales training and sales texts particularly consist of a list of standard 

persuasive techniques, and typically these instructions include the use of 

specific methods of addressing objections and closing (DelVecchio et al. 

2004, 860). Perhaps, this is why researchers have addressed interest in 

techniques of closing and handling objections. For instance, Hawes et al. 

(1996) tested empirically the impact of various closing techniques on 

prospect trust toward the industrial salespersons. Campbell, Davis and 

Skinner (2006) provide a theoretical foundation for creating testable 

hypotheses about the relative effectiveness of different handling objection 

techniques for managing conflict successfully. Additionally, DelVecchio et 

al. (2004) investigated which techniques of handling objections and 

closing were consistent with definition of adaptive selling. 

 

One widely discussed concept in the sales literature is influence tactics 

(e.g., Spiro and Perreault, 1979; Brown, 1990; Frazier and Summers, 

1984), which are closely connected to effective adaptive selling 

(McFarland, Challagalla and Shervani, 2006). Frazier and Summers 

(1984) presented six influence tactics, which channel member can practice 

towards channel partners. Afterwards, a number of studies (Strutton, 

Pelton and Tanner ,1996) and (Yukl and Tracey, 1992) have emphasized 

the tactics focusing on emotional utilities, which sales researchers have 

long admitted as having noticeable role in influencing buyers (McFarland 

et al. 2006). However, this study does not focus on the influence tactics, 
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because they are more the mechanisms through which salespeople 

persuade buyers only in interactions (McFarland et al. 2006). 

 

3.3 Personal selling techniques in the stages of personal selling 

process 

 

For each step in the personal selling process, a salesperson may employ 

numerous selling techniques unique to a given step (Dubinsky, 1980, 26). 

This chapter describes 75 personal selling techniques the salespeople can 

use within each stage of personal selling process. 

 

3.3.1 Techniques for prospecting 

 

Manning and Reece (2007, 213) argue that every salesperson must craft a 

prospecting system suited to a specific selling situation, because 

prospecting sources or methods vary for different types of selling (Weitz et 

al. 1998, 191) and products (Kossen, 1982, 137).  Due to today’s dynamic 

marketplace, prospecting plans should be monitored continually. Those 

prospecting techniques that worked well in previously might become 

ineffective because of changing market conditions. (Manning and Reece, 

2007, 212) Jolson and Wotruba (1992, 60) propose that sales leads can 

be grouped into three categories based on whether the company, the 

prospect, or the salesperson is the initiating source. Anderson (1995, 197), 

in turn, presents two basic ways to search prospects: random searching 

methods and selective searching methods, which can be further divided 

into direct and indirect sources. 

 

There are several methods to carry out random-lead searching (Anderson, 

1995, 198). When names and addresses of leads are unavailable, a 

salesperson can generate leads for new business by randomly visiting on 

totally unfamiliar organizations without appointment1 (Weitz et al. 1998). 

                                                           
1
 Cold Canvassing 
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Nowadays, a great deal of face-to-face canvassing has been replaced by 

telephoning and sending e-mails (Anderson, 1995, 199; Dwyer et al. 2000, 

154). However, this method can waste the salesperson’s time (Weitz et al. 

1998, 198), because there is no advance knowledge neither about a need 

for the product nor the ability to pay for it. In addition, most companies 

elicit leads from advertising, catalogs, or direct mails and they stimulate 

people to inquire about product or service2 (Anderson, 1995, 1999). Then, 

the name of the person making the inquiry is given to a local sales 

representative (Manning and Reece, 2007, 218). 

 

Thriving salespeople keep their eyes and ears open to look and listen to 

evidences of good prospects during the daily routines3 (Brennan, 1983, 

122). Especially, the Internet and Web sites help to observe and identify 

new potential customers (Jobber and Lancaster, 2009, 228). Novice 

salespeople particularly use friends and family members as sources of 

leads4, but this method still requires a professional relationship with parties 

(Kossen, 1982, 142). Some salespeople can also use spotters or junior 

salespeople to locate and provide leads for them5 (Weitz et al. 1998, 199). 

 

Current customers and fellow-company salespeople are potential sources 

for sales leads (Dubinsky and Lippitt, 1980, 163). A classic direct source to 

get leads and to maximize the use of time is to ask current customer for 

the name of another potential customer6. This particular technique is also 

called endless-chain method, which works best when the recent source is 

a satisfied customer (Weitz et al. 1998, 192). Moreover, some customers 

are what are referred as centers of influence, which are well-known in a 

certain community (Kossen, 1982, 139). In this method, salespeople 

cultivate relationships with these influential people, who are ready to 

                                                           
2
 Inquiries to advertising; or Phone/Mail inquiries 

3
 Personal observation 

4
 Community contact 

5
 Bird Dogs 

6
 Referrals 
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supply lead information (Weitz et al. 1998) and affect other buyers7 (Hite 

and Bellizzi, 1985, 23). 

 

A main concern of the salespeople is how to maximize their use of time 

(Kossen 1982, 137). Thus, one way to use their time more effectively is to 

develop a list of good prospects (Dubinsky and Lippitt, 1980, 163) from 

such sources as public records and chamber of commerce directories8, or 

telephone directories and company records and databases9 (Weitz et al. 

1998, 196; Manning and Reece, 2007, 219). Leads can also be found in 

many other direct sources. Salespeople can participate in trade shows10 

and professional seminars11 (Kossen, 1982, 144; Manning and Reece, 

2010, 192). These activities help salespeople to discover leads and 

exchange business cards with them (Reid, 1981, 117). Dwyer et al. (2000, 

158) and Jaramillo and Marshall (2004, 22) found a positive correlation 

between participating public seminars or trade shows and top-performers. 

These results are consistent with O’Hara (1993, 75), who found that trade 

shows are highly beneficial in the area of prospecting. Manning and Reece 

(2010, 191) emphasize the importance of networks, although some 

salespeople are reluctant to seek contacts in this manner12. 

 

3.3.2 Preplanning techniques 

 

Today’s successful salespeople will be those, who possess a large 

amount of information about their target customers. The salesperson’s 

objective is to gather information that is possible and profitable (Weitz et 

al. 1998, 218) and it depends partially on what he or she is selling (Reid, 

1981, 140). 

 

                                                           
7
 Cultivate visible accounts 

8
 Contact organizations 

9
 Examine records 

10
 Trade shows 

11
 Attending professional seminars 

12
 Networking 
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There are various sources and techniques for gathering a great deal of 

information. Dubinsky (1980, 28) presents two factors; “Information 

sources” – collecting specific prospect information; and “Interview 

approaches”- arranging an interview with the prospect. The first one 

encompasses the techniques salespeople can use to gather preapproach 

information; whereas the latter one refers to the techniques the 

salesperson could use to make an interview with prospects (Dubinsky, 

1980, 28). 

 

Much prospect information can be found from current customers of the 

company13, because many existing customers talk freely about companies 

they do business with (Brennan, 1983, 140). Weitz et al. (1998, 218) 

suggest to talk to non-competing salespeople, and in particularly, to 

discuss with prospect’s own salespeople14. Reid (1981, 143) proposes that 

a best way to get background information from the prospect’s business 

and industry is to read trade journals or other publications15. Salespeople 

can also obtain online information via Internet and the Web. These 

sources can give the salesperson a familiarity with brand names, history, 

current situation, and so on (Weitz et al. 1998, 218). Many other sources 

can also provide information. For instance, secretaries and receptionist in 

the prospect’s company are sources of rich information (Weitz et al. 1998, 

218). The salesperson can also observe the business environment for 

clues16 (Dubinsky and Lippitt, 1980, 163). Furthermore, the salesperson by 

interacting with the prospect for the first time can gather some information 

about the prospect17 (Dubinsky and Lippitt, 1980. 163). 

 

After gathering necessary information about the prospect, the next step is 

to make an appointment (Weitz et al. 1998, 224), which saves salespeople 

time, but also makes the approach phase of the interview easier (Reid, 

                                                           
13

 Current customers 
14

 Other company salespeople 
15

 Trade journals and newspapers 
16

 Prospect´s business 
17

 The prospect 
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1981, 145). Hite and Bellizzi (1985, 24) and Dubinsky and Rudelius (1980-

81, 69) found that the most common way for salespeople to get an 

appointment was by telephone18. Salespeople can save many hours by 

phoning to make appointments (Weitz et al. 1998, 227). Weitz et al. (1998, 

227) suggest that making an initial appointment in person would be 

valuable19, but time consuming. In addition, Southon (2009, 30) notes that 

when used correctly, e-mail can be very effective and takes the misery out 

of making appointments with customers20. Salespeople can also get an 

appointment through a third person. Salesperson can use friends21 or 

current customer to arrange a sales interview 22(Dubinsky, 1980, 26). 

 

3.3.3 Techniques for approaching  

 

The objective of the approach methods is to get the prospects attention 

and interest quickly and make a fluent transition to the next stage (Weitz et 

al. 1998, 242). There are different kinds of opening statements or 

questions the salesperson can use to convert the customers attention to 

the sales presentation (Manning and Reece, 2007, 252). According to 

Dubinsky (1980, 29), the salesperson may attempt to gain and hold 

attention and interest of the prospects by using techniques, which are 

unrelated or related to the product-offering, heighten the interest of the 

prospects, or focus specially on the prospect. Futrell (1994, 412) and 

Anderson (1995, 232) emphasize the importance of chosen approach 

technique in the initial contact with prospect. At the same time, Weitz et al. 

(1998, 242) suggest that approach methods are less important with 

partnering customers, who the salesperson has already met. 

 

The introduction of the salesperson and his or her company comes 

normally first (Reid, 1981, 198). In the introduction, sales representatives 
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 Phone for appointment 
19

 Personal visit/Cold call 
20

 Personal letter to prospect 
21

 Other intermediaries 
22

 Customer referral 
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give their own name and the name of the company23 (Anderson, 1995, 

234) and they might hand the prospect with their business cards (Weitz et 

al. 1998, 242). Manning and Reece (2007, 253) note that the salesperson 

can also thank the customer for taking time and meet with him or her24. 

However, Futrell (1994, 412) and Weitz et al. (1998, 242) remark that 

introductory approach is the simplest and most common approach but also 

the weakest. 

 

Mentioning the name of the satisfied customer or the friend of the prospect 

can be effective approach (Anderson, 1995, 234). For instance, 

salespeople may tell the prospect that one of the prospect’s business 

associates told the salesperson to call25 (Dubinsky and Lippitt, 1980, 163). 

This approach may increase the credibility and impressiveness of the 

salesperson in the eyes of the customer (Manning and Reece, 2007, 254; 

Dubinsky and Lippitt, 1980, 163). In some types of selling, salespeople 

can provide product samples or free gifts26 (Kossen, 1982, 168). 

Professional salespeople today can offer, for example, a luncheon 

invitation or limited sample of service (Anderson, 1995, 236). Salespeople 

can also do something dramatic or mild form of surprise to get the 

prospect attention27 (Reid, 1981, 203; Kossen, 1982, 203). 

 

Effective speakers are often practicing probing questions in the initial sales 

call (Kossen, 1982, 167). The salesperson begins the conversation with a 

question (Weitz et al. 1998, 245) and he or she can give an interesting 

facts about the offering, framed as a question28 (Reid, 1981, 203). The 

positive features of this approach are that it triggers prospect involvement 

and two-way communication; and secondly, a question gets the prospect 

thinking about the problem that salesperson may be prepared to solve 

(Manning and Reece, 2007, 256). There is another consumer-directed and 
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 Introductory approach 
24

 The compliment approach/Agenda approach 
25

 Referral approach 
26

 Premium approach 
27

 Showmanship or shock approach 
28

 Question approach 
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nonthreatening way to open the sales interview. The salesperson can ask 

permission to conduct research and acquire information for the prospect to 

determine if the salesperson can help the customer29 (Manning et al. 

2010, 226). 

 

One straightforward method to gain attention and interest is to 

demonstrate a product feature and benefits as soon as the salesperson 

walks up to prospect30 (Manning and Reece, 2007, 253; Weitz et al. 1998, 

244). With this technique, salespeople simply hand their product or 

demonstrate model to prospect and wait reaction (Reid, 1981, 203; 

Kossen, 1982, 168). Thus, the benefit of this technique is that it adds 

immediate customer involvement (Anderson, 1995, 236) and it is 

extremely useful when the product is new and unique (Futrell, 1994, 412-

413).  Another way to get a prospect’s attention is to directly point out one 

benefit of the product, which is important for customer (Manning and 

Reece, 2007, 255); or ask a question that shows the product can be 

beneficial to the prospect31 (Futrell, 1994, 413). The success of this 

statement requires that the salesperson knows the prospect’s needs 

(Weitz et al. 1998, 243). Additionally, the salesperson can ask an 

unexpected question to make the prospect curiosity32 (Futrell, 1994, 413). 

 

3.3.4 Sales presentation and need analysis techniques 

 

Apparently, the methods in the sales presentation stage have evolved 

most of all due to the consequences of adaptive selling, consultative 

selling and the importance of identifying the prospect’s needs. For 

instance, the adaptive selling encourages salespeople to adjust their 

communication style to accommodate the communication style of the 

customer33 (Manning et al. 2010, 314). Today, the addition of relationship 

                                                           
29

 Survey approach 
30

 Product approach 
31

 Consumer-benefit approach 
32

 Curiosity 
33

 Talk prospects language 



59 
 

 
 

selling has affected salespeople being called to give more formal 

presentations for multiple people (Johnston and Marshall, 2006, 56). Older 

selling books emphasize the product demonstrations activities (e.g., 

Kossen, 1982), while Weitz et al. (1998, 248) suggest that salespeople 

cannot anymore start sales presentations with product information. 

 

Salespeople should listen to the prospect and find out and focus on the 

prospect’s needs and problems in the beginning of the relationship34 

(Manning et al. 2010, 235). This method is very different than product-

oriented selling, which can easily lapse into product evangelism35 

(Manning and Reece, 2007, 265). A seller making a need-satisfaction 

sales presentation avoids talking about the product until the salesperson 

has discovered the prospect’s needs and wants (Anderson, 1995, 260). 

Moreover, he or she also educates the prospect as how his or her product 

can satisfy the buyer’s specific needs (Wagner and Klein, 2007, 262). 

Questioning techniques such as SPIN and ADAPT are helpful to 

determine relevant questions and find the needs of the customer36 (Ingram 

et al. 2009, 26). The SPIN technique was developed by Rackham (1988) 

and with this method the salesperson goes through a logical needs 

identification and conducts Situation questions, Problem questions, 

Implication questions and Need pay-off questions (Weitz et al. 1998, 251). 

 

Different firms have widely varied their policies how a sales presentation 

should be organized (Johnston and Marshall, 2006, 56), and therefore, 

salespeople have a variety of techniques for presenting their sales 

messages (Kossen, 1982, 185). According to Manning and Reece (2007, 

299), each sales presentation in non-manipulative selling should be 

customer tailored37, because individual customers have unique problems.  

However, some authors argue that structured or canned presentation 

ensures that salespeople will deliver the most complete and accurate 
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information about the firm’s products38 (Kossen 1982, 185; Anderson, 

1995, 258).  This completely memorized presentation particularly gives 

new salespeople confidence (Jolson, 1975, 78), but makes it difficult to 

handle the customer’s questions (Jolson, 1973, 82; 1975, 75). A third type 

of sales presentation is partially memorized and it is more formal and 

natural than the standard presentation. It provides more opportunities for 

customer to participate in the sales interaction, but it outlines the most 

important sales points39 (Kossen, 1982, 186; Weitz et al. 1998, 158). 

 

In many situations, a good way to convince prospects of the product 

benefits is to demonstrate it40 (Johnston and Marshall, 2006, 56). The 

product demonstration is an effective method of appealing to the 

customer’s sense (Weitz et al. 1998, 281). Presenting the product features 

in an interesting and appealing way presumes some amount of creativity 

(Manning and Reece, 2007, 299). Salespeople can increase the customer 

attention, provide more value, strengthen the presentation and also 

improve customers’ understanding by using visualize tools such as 

catalogues, graphics and portfolios41 (Manning et al. 2010, 251). 

 

3.3.5 Techniques for handling objections and negotiating concerns 

 

Especially, the preceding sales literature considers the ability to overcome 

objections as one of the most important attributes of effective salespeople, 

whereas the subsequent selling literature discusses rather methods of 

negotiating buyer concerns (Manning and Reece, 2007, 332). However, 

every sales textbook still contains a section on “how to answer objections 

or negotiate concerns” and same kind of techniques for handling and 

overcoming objections are mentioned since the study of Gross and 

Peterson (1980) until the book of Manning et al. (2010). 
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Occasionally, customers will relate some inaccurate or incomplete 

information to salespeople as a reason for not buying (Anderson, 1995, 

297). In this kind of situation, the salesperson should respond and provide 

correct facts indicating the error the prospect has made42 (Weitz et al. 

1998, 315). The salespeople are cautioned about its use (Cambell et al., 

2006, 366-367), but especially, in the case of invalid objection, there is no 

other option than to openly disagree (Gross and Peterson, 1980, 95; 

Manning and Reece, 2007, 332). However, sometimes the concern of the 

prospect is at least partly valid. Then, the salesperson can agree with the 

prospect that the objection is an important one, but he or she still denies 

the objection and attempts to soften the response43. (Anderson, 1995, 

297; Weitz et al. 1998, 315) This technique closely reminds “agree and 

neutralize method” or the “yes, but technique”, which involve some level of 

agreement, but then make another statement to offset it44 (Kossen, 1982, 

236-237). 

 

Anderson (1995, 295) proposes that there are some techniques, which 

rely on the salesperson’s ability to switch the prospect’s focus. For 

instance, when the prospect objects to future in one, the salesperson can 

switch the prospect’s focus to another product, which does not have that 

objectionable feature45 (Anderson, 1995, 295). Additionally, the 

salesperson can emphasize other product features and benefits that 

should offset or minimize the prospect’s objections46 (Dubinsky and Lippitt, 

1980, 164). The previous chapter discussed the importance of questioning 

methods and two-way communication. Therefore, in many cases, the use 

of a question to counter an objection causes the prospects to answer their 

own objection47 (Reid, 1981, 272). According to Gross and Peterson 
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(1980, 97), this method appears useful when prospect is aggressive, or 

salesperson needs time to think. 

 

The salesperson can provide proof of the qualities of the product by many 

ways. Salespersons might try to overcome the customer’s objection by 

explaining how a current user had the same objections, but is now a 

satisfy customer using the product48 (Dubinsky and Lippitt, 1980, 164). 

When salespeople know in deeply their products, they can also use a 

product demonstration to convince buyers and overcome buyers’ 

skepticism49 (Manning and Reece, 2007, 335). In particular, with the new 

product or technology the prospect might have fears to make a purchase 

commitment. A good way to handle this kind of concerns is to propose that 

the buyer use the product on a trial basis50. (Anderson, 1995, 298) 

Occasionally, buyers’ objections reflect their own feelings or opinions 

when the salesperson can show and explain how other customers held 

similar feelings before trying the product (Weitz et al. 1998, 316), and 

then, disconfirm the objection over the long run51 (Anderson, 1995, 295). 

 

There are also situations when customers raise valid concerns, or they 

offer an opinion (Weitz et al. 1998, 314), which cannot be answered with a 

denial. A clever salesperson realizes that very few products possess all 

perfect characteristics or advantages (Reid, 1981, 274). Then, the 

salesperson can show any compensation advantages (Weitz et al. 1998, 

316) and to persuade the prospect that the benefits outweigh the 

disadvantages52 (Reid, 1981, 274). Futrell (1994, 418) emphasizes skills 

and ability to turn an objection into a reason or a benefit to buy53. This 

method requires a care and it is useful for highly skilled salespeople, in 

particular (Gross and Peterson, 1980, 95). The prospect might raise 

objections in the early part of the sales process and although most 
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objections should be answered as soon as possible, the salesperson 

could prefer to respond objections and questions later on in the meeting54 

(Anderson, 1995, 294; Weitz et al. 1998, 318; Manning and Reece, 2007, 

336), because he or she might want to do some background research and 

to discover the prospect’s needs first (Futrell, 1994, 418). If the objection is 

unimportant and waste of time, the salesperson can let the buyer talk and 

pretend that the objection was not raised (Gross and Petersen, 1980, 94). 

The salesperson just says nothing and smiles, and then, moves to another 

topic55 (Reid, 1981, 275, Weitz et al. 1998, 318). 

 

3.3.6 Techniques for closing and obtaining a commitment 

 

The selling literature contains more discussion about closing a sale than 

about any other single topic in the personal selling process. “How to close 

the sale” is one of the most popular topics in most professional selling 

books and magazines (Hawes et al. 1996, 350). A variety of closing 

techniques exist, which are merely different ways of asking for the order 

(Kossen, 1982, 255). Whether they are straightforward or subtle, the point 

is the salesperson has to ask for the order. Once salespeople deliver the 

closing questions, they should be quiet and let the customers have a 

moment to think about the proposal. (Huisken, 2002, 70, 73; Manning et 

al. 2010, 311) According to Weitz et al. (1998, 341), studying successful 

techniques and methods enables salespeople to help prospects to buy a 

product or service, they want or need. 

 

The most straightforward method of obtaining commitment is simply to ask 

for it56 (Reid, 1981, 302; Weitz et al. 1998, 341). Despite the effectiveness 

of this technique, many salespeople overlook it (Kossen 1982, 262), 

although many buyers find it attractive because they expect salesperson 

to ask for the sale (Manning et al. 2010, 311). When the salesperson has 
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a strong assumption that the prospect will buy and shows a strong interest 

in the product (Futrell, 1994, 420), he or she ask for minor decision such 

as “If you feel the Model X gives you the major benefits you are looking 

for, let’s schedule delivery for next Tuesday”57 (Manning et al. 2010, 311). 

The minor-point close is a modification of the assumptive close, because it 

also involves the assumption that prospect will buy and the salesperson 

tries to secure the agreement to a positive statement58 (Reid et al. 1981, 

304). 

 

Sometimes the prospect is not able to put the entire picture together 

without the salesperson’s help (Manning et al. 312). At this point, the 

salesperson should summarize the most important buyer benefits and re-

emphasize the value-added benefits59 that can help the buyer to 

synthesize the main points and bring favorable and wise decision (Weitz et 

al.1998, 341). Salespeople can also use a rapid and logical yes-building 

summary of major issues to build a pattern of positive responses that 

make it easier for the prospect to make the purchase commitment60 (Reid, 

1981, 304; Anderson, 1995, 312). Another appropriate method when 

customers have difficulties to make a decision is to ask for the customer to 

join in listing the reasons for buying now or the reasons for not buying 

now61 (Weitz et al. 1998, 342; Manning et al. 2010, 313). Salespeople can 

use a simple analysis in the form of a T-graph to show the main 

advantages and disadvantages of the product (Anderson, 1995, 326). 

 

In many selling situations, the salesperson might have multiple options to 

present to the customer such as product configuration or price (Jobber 

and Lancaster, 2009, 270). By asking prospect which of two or multiple 

alternative products they prefer, the salesperson gives the prospect a 
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choice between something to something62 (Kossen, 1982, 257; Anderson, 

1995, 322), which results in a completed sale (Huisken, 2002, 70). 

Sometimes an extra push is necessary to secure the final commitment 

(Reid, 1981, 309). A special inducement such as price discount is offered 

if the prospect agrees to sign the order63. However, the salesperson 

should practice this technique with care, because some customers might 

be skeptical of concessions. (Manning et al. 2010, 312) 

 

Salespersons can often restate closing points by relating a story of other 

customer in a similar situation, who solved similar problem with the 

product64 (Anderson, 1995, 325). Additionally, an emotional story can be 

employed after a careful build-up to help slow-moving prospects make 

their final decisions65 (Reid, 1981, 308). Occasionally, there is a situation 

the salesperson can attempt to obtain commitment by describing the 

negative consequences of waiting66 (Weitz et al. 1998, 345). This method 

involves an honest and true statement by the salesperson that the item 

being sold may not be available later (Reid, 1981, 309). 

 

3.3.7 Post-sale methods that strengthen the partnership 

 

In the final stage in the sales process, it is necessary to ensure the 

satisfaction of the customer with the purchase and no problems with 

delivery, installation or product use have arisen (Jobber and Lancaster, 

271, 2009). In this stage, the salesperson expands the relationship and 

increases sales from current customers (Weitz et al. 1998, 374). According 

to Manning et al. (2010, 332), customer post-sale methods have two 

objections: 
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1) To express appreciation for the purchase and enhance the 

relationship, and 

2) To determine whether the customer is satisfied with the purchase. 

 

Many organizations add value with on-time deliveries (Manning et al. 

2010, 331). Whenever possible, the salesperson should be present when 

the customer’s first order is delivered. Being there the salesperson 

ensures the customer is comfortable with the purchase and the 

salesperson shows that he or she cares about pleasing customer67. 

(Anderson, 1995, 352; Manning et al. 2010. 331) The effective way to 

monitor the delivery is trough a phone call during the day of promised 

delivery (Reid, 1981, 320). Additionally, salespeople can gain advantage 

to supervise product installation or install the product themselves68. This 

allows salespeople to take action towards installation problems. (Reid, 

1981, 320, Manning et al. 2010, 331) Another option to ensure proper 

initial use of the product is to offer training in the use and care of the 

product69. Nowadays, technology has become so complex that 

salespeople should provide training to ensure customer satisfaction and 

the full potential benefits of the product. (Weitz et al. 1998, 367; Manning 

et al. 2010, 331) 

 

An activity that helps to build relationship and goodwill is sending a thank-

you message, for instance, via e-mail soon after the sales is made70 

(Kossen, 1982, 278; Manning et al. 2010, 334). After the product has been 

used for a while, the salesperson can visit the customer, or use a 

telephone or e-mail to determine that all is going fine and the customer is 

satisfied with the product71 (Dubinsky, 1980, 162; Jobber and Lancaster, 

2009, 271). In addition to this, salespeople should schedule regular 

customer reviews to determine the level of customer satisfaction and the 
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focus of these reviews should be key decision makers72 (Manning et al. 

2010, 331). If salespeople discover complaints, they should be resolved 

rapidly73. Professional salespeople recognize them as opportunities to 

developing goodwill and maintaining and improving the relationships with 

the customers. (Anderson, 1995, 355; Weitz et al. 1998, 368) Thus, the 

salesperson will also become more of consultant in the eyes of customer 

(Manning et al. 2010, 332) 

 

As the salesperson learns more about customer and the relationship is 

based on trust and mutual respect, opportunities for expansion selling 

arise74 (Manning et al. 2010, 336). Expansion selling includes up-selling, 

full-line selling and cross-selling (Weitz et al. 1998, 376-377). Nowadays, 

credit has become a common way to finance purchases (Manning et al. 

2010, 330). Salespeople should maintain good relationships with the 

customers’ credit departments and develop and present attractive credit 

plans to the customers75 (Anderson, 1995, 352; Manning et al. 2010, 330). 

 

3.4 Linking customer orientation to selling techniques 

 

Dubinsky and Staples (1981) were among the first to take into account 

whether the personal selling techniques entailed the use of customer-

orientation. They found that salespeople tend to prefer selling techniques 

that help them to identify and consider needs and problems of customers, 

although salespeople used also some sales-oriented sales techniques. 

Afterwards, DelVecchio et al. (2004) examined non-manipulative selling 

techniques, which are likely to be seen by buyers as consultative. 

 

According to Dubinsky and Staples (1981, 14), four approaching methods: 

Curiosity, Consumer-benefit approach, Question approach and Survey 
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approach have a customer perspective since they point out distinct 

benefits the prospect could coherently receive by interacting with the 

customer. DelVecchio et al. (2003, 44) also found that Consumer-benefit 

approach was the most customer-focused selling technique in the 

approaching stage by using buyers’ responses. 

 

As mentioned many times in the earlier chapters, customer-oriented 

salespeople discover customer’s needs and diagnose and solve the 

customer’s problems. Therefore, asking questions and using the SPIN 

technique during the sales presentation is highly connected to customer-

oriented selling, need satisfaction and ongoing relationships (Weitz et al. 

1998, 251). DelVecchio et al. (2003, 44) also highlight the importance of 

asking questions when the salesperson is customer-focused. Whereas 

adaptive selling is highly related to customer-orientation, Tailored sales 

presentation and Talk´s prospect language are also remarkably buyer-

oriented sales techniques (Dubinsky and Staples, 1981, 15). 

 

DelVecchio et al. (2003, 44; 2004, 870) argue that Direct answer method, 

Compensation and Demonstration tend to be consultative methods of 

handling objections in nature, and these are very consistent with a 

partnership in problem-solving approach as long as the facts are provided 

by in support. Additionally, Dubinsky and Staples (1981, 16) suggest that 

Case-history method, Answer objection with question, Comparison 

method, and “Yes, but method” produce benefits for the customer and 

help them to see that his or her objection can be overcome with little 

impact on product satisfaction. DelVecchio et al. (2004, 862) disagree 

somewhat with findings of Dubinsky and Staples (1981, 16), because they 

argue that Comparison method decreases the grounds of customer’s 

concerns, and therefore, it is not a customer-orientated technique. 

Although Direct denial is constantly mentioned in the personal selling 

textbooks, Campbell et al. (2006, 366-367) caution about the use of this 

method, because it results in interactions that are not enjoyable and 

weakens the rapport building. Rather, they recommend methods such as 
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Feel-felt-found or Indirect denial, which are explained by their lower threat 

to face wants and to sociality rights (Campbell et al. 2006, 367). 

 

Buyers will be responsive to direct, open and interactive methods of 

closing the sale such as Direct close, Single obstacle close or the use of 

silence, because these methods allow the buyer to take an initiative action 

(DelVecchio, 2004, 863, 870). Other techniques such as Summary close, 

Assumptive close, Choice close and Report close could also be 

considered customer-directed, because these techniques assist the 

customer in firming up his or her purchase decision without being 

pressured or manipulated by the salesperson (Dubinsky and Staples, 

1981, 17).  Additionally, Weitz et al. (1998, 341-344) explore several 

important methods to obtain commitment like Direct close, Balance Sheet 

method and Choice Close, but they also list a number of sales-oriented 

ineffective techniques such as Assumptive close, Standing-room-only 

close, Minor point close and Emotional Close. However, they also remind 

that all can be used in non-manipulative manner if appropriate. 

 

It seems that there is not fully agreement about which personal selling 

techniques are more customer-oriented than others, and moreover, many 

sales textbooks and empirical studies emphasize different kind of methods 

and they are even inconsistent with each other’s (e.g., Assumptive close, 

see Weitz et al. 1998, 345; Manning et al. 2010, 311).  Therefore, Manning 

et al. (2010, 309) argue that there is no best closing method and 

salespeople should adapt ones that seem suitable for each customer. 

Weitz et al. (1998, 313) also emphasize that no one perfect technique 

exists for answering all objections completely. Because each prospect and 

sales situation is different, authors propose that salespeople should be 

adaptable and be able to use any or a combination of sales techniques. 
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3.5 Summary 

 

Selling techniques are described variously in the sales literature and there 

is not an explicit definition of this concept. Recently, Ingram et al. (2009) 

define sales techniques as fundamental procedures salespeople can 

follow to make sales. Despite the lack of universal definition, most selling 

textbooks spend a lot of time on sales techniques. The most 

comprehensive typology of personal selling techniques was created by 

Dubinsky (1980), who listed 84 selling techniques in his explorative study. 

These selling techniques have remained relative unchangeable (see 

Figure 6) until Dwyer et al. (2000) added some new techniques reflecting 

new trends in the personal selling. 

 

Chapters 3.3.1-7 presented 75 different selling techniques within each 

stage of the personal selling process and also explained how to use each 

of them. Additionally, chapter 3.4 linked customer orientation to selling 

techniques. Regardless of fully agreement among authors about which 

techniques are more customer-oriented than others, Table 4 summarizes 

techniques that are likely to be seen as customer-oriented by authors. 

 

Table 4. Customer-oriented selling techniques 

Selling 

stage 
Customer-oriented selling techniques 

Approaching 
Curiosity, Consumer-benefit approach, Question approach, Survey 

approach 

Sales 

presentation 

Questioning methods, Tailored sales presentation, Talk’s prospect 

language 

Customer’s 

objections 

Direct answer method, Indirect denial, Compensation, Demonstration, 

Case-history method, Answer objection with question, Comparison 

method, “Yes, but method”, Feel-felt-found 

Gaining the 

order 

Direct close, Single obstacle close, Summary close, Assumptive close, 

Choice close, Report Close, Demonstration close, Comparison close, 

Balance sheet method 
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4 RESEARCH METHODOLOGY AND THE CASE 

COMPANY 
 

In this chapter, the methodologies and research designs are explained 

more accurately. Firstly, the research design and the research process of 

qualitative part are described. Afterwards, the focus is on quantitative 

research when the questionnaire, sampling and data collection are 

described. The final chapter introduces the case company Wulff-Group 

Plc. 

 

4.1 Qualitative research 

 

According to Koskinen, Alasuutari and Peltonen (2005, 30), the specific 

definition of qualitative research is problematic due to several reasons. 

Generally, qualitative research is a term used loosely to refer to research, 

whose findings are not subject to quantification (McDaniel and Gates, 

2008, 108) and data is usually in the form of words and based on 

observation, interviews or documents (Miles and Huberman, 1994, 1, 9). 

 

Qualitative research is conducted through an intense contact with life 

situations that are normal ones and reflective of the everyday life on 

individuals, groups, societies and organizations, and the researcher 

attempts to capture data on the perceptions of local actors (Miles and 

Huberman, 1994, 7). According to Malhotra and Birks (2003, 131), the 

qualitative research forms primarily as an explorative design and the 

intention is to provide insight and understanding, and it is typically 

characterized by small samples of a small size but substantial amount of 

information (McDaniel and Gates, 2008, 108). Another feature of the 

qualitative data is the holistic dimension when the objective is to gain a 

comprehensive and complete picture of the whole context in which the 

phenomena of interest occur (Malhotra and Birks, 2003, 135). Moreover, 

the qualitative research has been advocated as the best strategy for 
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discovery exploring new are and develop new theory (Malhotra and Birks, 

2003, 10). 

 

Much qualitative research lies between two extreme approaches: 

deductive and inductive (see Malhotra and Birks, 2003, 141). Koskinen et 

al. (2005, 31-32) prefer to advance inductively in qualitative research when 

the researcher develops theory and hypothesis during the research. The 

stance of Miles and Huberman (1994, 17) lies between two approaches 

and they argue that both approached are needed. In the beginning, 

researchers have at least a rudimentary conceptual framework, a set of 

general questions and concepts and some notions about sampling (Miles 

and Huberman, 1994, 17). 

 

The main purpose of this research is to find out how does the practice of 

customer orientation appear in the personal selling process and the use of 

personal selling techniques. This research has exploratory objectives, and 

therefore qualitative research was chosen to be the most appropriate 

research form to provide answers to questions 1-3. 

 

The generalization of qualitative research is problematic, because the 

sample is small (Koskinen et al. 2005, 265) In order to improve the 

reliability of qualitative research, Hirsjärvi, Remes and Sarjavaara (2008, 

227) suggest to report research process as accurately as possible. Thus, 

the data collection of qualitative part is described more closely on the 

following chapter. Additionally, Koskinen et al. (2005, 259) note that it is 

necessary to take into consideration the influence of the interviewer on the 

interviewees. Therefore, the interviewer tried to act as neutrally as 

possible during the interviewees. 
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4.1.1 Data collection 

 

The data for this qualitative part was gathered by conducting five thematic 

interviews during December 2009. Thematic interviews were chosen as 

the research method, because it is a usual way to ask questions of a very 

broad general scope and the purpose is that the themes will emerge from 

the data. Themes under discussion are known in advance, but the method 

leaves the form and the order of questions open. (Hirsjärvi et al. 2008, 

203) With this method of questioning, the respondents themselves 

suggest areas that are important and the interviewer must follow these 

through with further questions (Yin, 1994, 84). The author believed that 

less direct questions would give the interviewees more freedom in 

phrasing their answers and opinions. However, there was a need to have 

some standardization in the question used and make best use of the time 

the author had available with the interviewees. The list of questions and 

themes are presented in Appendix 4. 

 

All the interviewees were contacted first by phone and they were told the 

purpose of the study. Afterwards, a list of questions was sent to 

interviewees in advance via e-mail (Appendix 4).  During the interviews the 

researcher tried to follow the list of questions and to inquire all the 

participants the same questions, but due to the various backgrounds of the 

interviewees, the order of questions and the length of themes under 

discussions varied. Anyway, all the questions were discussed with each 

participant. 

 

The interviews were carried out as individual interviews besides one, 

where there were two interviewees attending concurrently with the 

researcher. Interviews were conducted between the author and the 

interviewee in a private setting at their home or their workplace. The 

duration of each interview varied approximately from 50 minutes to 1 hour 

45 minutes. On average, each interview took about 1 hour 10 minutes. 
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Details of the interviews are presented in Table 5. All interviews were 

conducted in Finnish and then translated into English by the author. 

 

In all, three sales consultant outside the case company and two persons 

inside the case company were interviewed for the study. The objective 

was to interview respondents within the case company, who possess a 

deep knowledge and experience about selling and who have a greater 

insight into case company’s selling practices and trends. Therefore, the 

Sales Coach of the Direct Selling Division of the case company was 

interviewed due to his experience in a sales role in his industry. 

Additionally, the salesperson’s point of view was given by Sales 

Representative of case company with over twenty years experience in 

direct selling industry. 

 

In order to increase knowledge about business-to-business selling in 

general, the interviews were conducted with experienced sales 

consultants who possess at least on 10 years experience in sales 

consulting in Finland and have a deeper knowledge about the 

development of selling. Therefore, they can be expected to possess 

relevant information regarding this study. The author interviewed Senior 

Sales Consultant of “Oy Imperial Sales AB”, Mika D. Rubanovitsch, who 

possesses long-term experience in the sales field and has consulted 

Finnish and International companies in the intensification of selling. Elina 

Aalto who is Sales Consultant of “Oy Imperial Sales AB” was interviewed 

at the same time with the previous interviewee. She has particularly 

investigated personal selling processes during her career. Sales and 

Marketing Consultant from “Sales training and Sales Performance 

Consultancy - Mercuri” was interviewed for a consult career of several 

decades and experience especially from the direct selling industry. 

 

All the interviews were taped and transcribed word-for-word. In total, over 

4 hours and 40 minutes of interview material was recorded (see Table 5). 
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After the transcription, the data was divided into themes based on key 

definitions and research problems. 

 

Table 5. The interviewees and the duration of the interviews 

 

 

 

 

 

 

 

 

4.2 Quantitative research 

 

One objective of the research was to present the importance of selling 

techniques to salespersons in business-to-business sector (Question 4). 

This issue has descriptive objectives, because the aim is to describe the 

usage of selling techniques. Hirsjärvi et al. (2008, 135) note that 

descriptive research documents and describes fundamental and 

interesting characteristics starting from the phenomena. According to 

Malhotra and Birks (2003, 224), quantitative survey is a vital technique in 

descriptive research design, because the information needed is clearly 

defined and it is typically based on large representative samples. 

 

The survey was conducted via electronic mail survey with the advantages 

of speed and low costs (Malhotra and Birks, 2003, 233). More specifically, 

the mail survey in this study is an ad hoc mail survey, where the 

researcher selects a sample of names and addresses from an appropriate 

source and mails questionnaires to the people selected (McDaniel and 

Gates, 2008, 155). The survey was based on the use of structured 

questionnaire and it was translated into Finnish. The questionnaire is 

included in Appendix 5 and reported more closely in the following chapter. 

The interviewee 
The duration of the 

interview 

Sales Coach of Wulff Direct Sales Division 
(23.12.2009) 

52:05 

Sales Representative of Wulff Direct Sales 
Division (23.12.2009) 

48:22 

Senior Sales Consultant and 
Sales Consultant (16.12.2009) 

2:01:38 

Sales and Marketing Consultant 
(21.12.2009) 

59:35 

Totally 4:41:40 
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4.2.1 The questionnaire 

 

The quantitative data was collected using a structured questionnaire when 

the questions specify the set of response alternatives and response format 

(Malhotra and Birks, 2003, 335). The questionnaire consisted of three 

sections: Section 1 consisted of multiple questions (e.g., Hirsjärvi et al. 

2008, 194) concerning backgrounds of respondents. The respondents 

were asked about their general information including gender, the year of 

birth and education. Additionally, in the section 1 was collected information 

concerning the selling experience of respondents, the number of 

companies respondents have worked during their career and the value of 

an average sale. 

 

Chapter 3 introduced 75 selling techniques within the selling process 

based on their frequent used by writers and practitioners and their 

inclusion in most professional selling text. The questionnaire’s sections 

two and three consisted of these 75 selling techniques and the 

questionnaire sought to determine a respondent’s perceived importance of 

for each of the 75 selling techniques. In section 2, the respondents were 

asked to indicate “how important do you feel each selling technique is to 

sell successfully in your business” when they are making business with 

new customer. In the section 3, the same questions were inquired as in 

section 2, but the respondents were asked to evaluate the importance of 

these selling techniques when they are making business with an existing 

customer. Moreover, in the beginning of the section 3 the respondents 

were asked to choose a specific existing customer and determine the 

duration of the relationship with this customer. 

 

A five-point, Likert-like scale assessing the importance of selling 

techniques was utilized in sections 2 and 3. It was seen suitable for this 

study, because it is also used in earlier personal selling studies (e.g., Hite 
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and Bellizzi, 1985). The Likert scale requires the respondents to indicate a 

degree of agreement or disagreement with each of series statements 

about the stimulus objects. In this study, the five-point Likert-type scale 

was anchored with 1 meaning “not important” to 5 meaning “very 

important”. 

 

4.2.2 Sampling and response rate 

 

The sample of the quantitative part consisted of sales representatives of 

Wulff-Group Direct Sales Division in Finland. A questionnaire was mailed 

to 82 sales representatives May 28, 2010 and contact information of the 

sales representatives was provided by Wulff-Group. The e-mail included a 

link to the questionnaire and a cover letter, which contained instruction 

how to answer the questionnaire. The purpose of the survey was also 

explained in the cover letter. 

 

After 14 days, only twenty-one sales representatives had answered; so a 

reminding e-mail was sent to those who had not yet answered. The author 

also approached all these sales representatives by telephone and 

motivated them to answer the questionnaire. A questionnaire was 

available until June 14, 2010. Overall, 57 responses were obtained, which 

means that the final response rate for the survey was 69.5%. 

 

4.2.3 Data collection and coding 

 

Data collection of the quantitative survey was conducted through a web 

survey system called Webropol. The questionnaire was evaluated by two 

sales consultants and one employee of Lappeenranta Business School. 

Afterwards, the questionnaire was pretested by one sales manager. In 

addition, the communication department of Wulff-Group approved the 

wording of questions before it was send to sales representatives. 
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The collected data was analyzed using SPSS (Statistical Package of 

Social Sciences) software. The answers were coded in the SPSS and the 

variables were translated into English. 

 

4.3 Case company: Wulff-Group Plc 

 

Wulff-Group Plc is international listed company and it was established 

already in 1890. It is the most significant Nordic player in the field of office 

supplies. Wulff-Group consists of 24 companies that employ nearly 400 

salespeople, and in 2009, the turnover of the company was 74.8 million 

Euros. It serves nearly 100 000 companies of all sizes in different sectors 

with its two complementary operating models, Contract Customers 

Division and Direct Sales Division. However, this study concentrates only 

on Direct Sales Division. Wulff-Group Plc is the parent company of 

independent subsidiaries. Wulff-Group has twelve nationwide direct sales 

organizations in Finland, six in Sweden and two in Norway and one each 

in Denmark, Estonia and Lithuania. (Annual Report 2009, Wulff-Group Plc) 

Altogether, approximately 300 sales representatives work in the Direct 

Sales Division and 82 sales representatives are working in Finland (Sales 

Coach of Wulff DSD, 23.12.2009). 

 

The direct sales concept operates in business-to-business environment 

and offers special products to companies through personal contacts in the 

companies’ own locations. The direct sales companies specialize in 

expertise of a certain product selection. The performance of direct sales 

companies is based on commissions. Sales representatives are working at 

the customer’s site, making two to twelve customer visits a day. Since the 

products are usually ordered by the user, the purchase decisions are 

made quickly. (Annual Report 2009, Wulff-Group Plc) 

 

Customer first is a key value of Wulff. That is why customer satisfaction 

has always been a cornerstone in Wulff’s operations. Wulff develops 
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continuously customer-oriented activities and company’s own programme 

called Wulff Academy focuses on developing personal selling skills of 

salespeople. (Annual Report 2009, Wulff-Group Plc) 
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5 DATA ANALYSIS OF QUALITATIVE PART 
 

This chapter analyzes the results of the qualitative part of this research. 

The items and research results are divided based on the main concepts of 

this study: customer orientation and selling orientation, personal selling 

process and personal selling techniques. Finally, the last item summarizes 

the key findings of this chapter. 

 

5.1 Customer orientation versus selling orientation in personal 

selling 

 

There was general agreement among the interviewees that there are two 

different approaches to practice personal selling – customer-oriented 

selling and sales-oriented selling. For instance, Sales and Marketing 

Consultant (21.12.2009) argues:  

 

 “Salesperson has two ways to practice personal selling. In first 

approach, salesperson recognizes the customer’s needs and 

fulfils these needs; and in another approach salesperson goes 

product ahead.” 

 

Both approaches customer-oriented selling and sales-oriented selling are 

described more specifically in the following items. 

 

5.1.1 Customer-oriented selling 

 

All the interviewees emphasized the importance of customer-oriented 

approach in today’s personal selling. Wulff-Group Direct Sales Division 

emphasizes customer-orientation as a part of their organization culture 

when sales representatives are focusing on continuity and long-term 

relationships with their customers (Sales Representative, 23.12.2009).  All 

consultants agree that salespeople, who take into account their customers 
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and are customer-oriented, achieve better business results than sales-

oriented salespeople. 

 

Especially, salespeople’s ability to understand and recognize the 

customer’s needs and to develop solutions for these needs were 

punctuated by the interviewees (Table 6). These key characteristics of 

customer-oriented salespeople are in line with the definitions of customer-

oriented selling by many authors (e.g., Schwepker 2003, 164). According 

to Sales and Marketing Consultant (21.12.2009), in customer-oriented 

selling approach salespeople comprehensively discover the customer’s 

needs and based on these discovered needs, the salespeople should 

provide a solution from their company’s product portfolio. Sales Coach of 

Wulff DSD (23.12.2009) points out that their company’s sales training tries 

to highlight the propensity of discovering the customer´s needs: 

 

“By being customer-oriented, a salesperson should find out 

the needs and wants of the customer first, and after that he or 

she can offer a solution for customer need.” 

 

The interviewees also argue that customer-oriented salespeople are not 

too pushy and they do not try to get sale by using high pressure if the 

customer does not need the product. Sales Representative (23.12.2009) 

stresses that, in customer-oriented selling, customers have to engage in 

the need-discovery process, and the objective is together with the 

customer to find the most suitable solution to the customer’s problem. He 

agrees with Keillor et al. (2008, 8) that it is crucial to offer a product, which 

provides benefits to the customer. This requires that salespeople think 

further how the customer could use the product and what are the real 

benefits for the customer (Sales Coach of Wulff DSD, 23.12.2009). In that 

case, the salespeople have to understand the customer’s business and 

this is possible only if the salespeople are well-prepared and have 

collected information about the customer (Senior Sales Consultant, 

16.12.2009). This statement is consistent with Saxe and Weitz (1982, 
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348), who emphasize that customer-oriented salespeople should spend 

time collecting information about customers and their needs. 

 

Wachner et al. (2009, 35) mention that ability to ask questions is crucial to 

customer-oriented salespeople, whereas Weitz et al. (1998, 364) suggest 

that listening skills are essential for developing customer orientation. Most 

of the interviewees highlighted both of them, when salespeople are 

practicing customer-oriented selling and developing relationship with 

customers. According to Senior Sales Consultant (16.12.2009) and Sales 

Coach of Wulff DSD, (23.12.2009), these capabilities are necessary for 

consultative salespeople, but also in direct selling context the salespeople 

should understand to ask questions. 

 

 “I always start my sales training in the morning by asking 

salespeople’s opinions about their key strengths. They always 

answer that they are good listeners, but that is the most 

brainless answer! They should answer that they are the best 

question-makers in the world. Of course, top salesmen are 

good listeners when customer responds to their questions, but 

to listen and to hear are two totally different things! (Senior 

Sales Consultant, 16.12.2009) 

 

“By being customer-oriented, the salespeople are more likely 

to ask questions and to listen to the customer. For instance, 

sales representatives can make questions like do you 

organize a lot of events; or do you often participate in 

exhibitions”. (Sales Coach of Wulff DSD, 23.12.2009) 

 

As discussed in the chapter 2.1.2, customer-oriented selling requires 

certain basic skills such as ability to ask good questions, discover needs 

and communicate benefits and value to the customer. The interviewees 

were asked about the key traits of salespeople in order to be successful. It 

was interesting to notice that these characteristics of well-performing 
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salespeople were not very consistent with the characteristics of customer-

oriented salespeople discussed in the chapter 2.1.2 and Table 1. Most of 

the interviewees highlighted the natural characteristics of the salespeople 

like attitude, self-confidence or brave behavior behind a successful 

salesperson (see Table 6), which are difficult to teach (Sales Coach of 

Wulff DSD, 23.12.2009). For instance, nobody mentioned ability to sell 

and create value and benefits, which are the main tasks of today’s 

salesperson (Table 2), and especially in B-2-B sector (Dolait, 2010). 

 

Table 6. The characteristics and skills of customer-oriented and well-
performing salespeople 

The 
interviewee 

The characteristics and 
skills of customer-oriented 

salespeople 

The characteristics and skills  
of well-performing 

salespeople 

Sales Coach, 

Wulff DSD, 

(23.12.2009) 

Ask questions 

Listen to the customer 

Discover needs 

Provide benefits to customer 

Highly interested in customer 

Attitude 

Hunger for success 

Sociable 

Ability to listen 

Sales 

Representative 

(23.12.2009) 

Finding solution together with 
customer 
 
Benefits for customer 

Avoiding use of high pressure 

Want to know more about 
customer 

Use of imagination 

Do not giving up 

Self-confidence 

Senior Sales 

Consultant 

and Sales 

Consultant 

(16.12.2009) 

Discover needs 

Providing solution based on the 
need 
 
Ask questions 

Genuine interest toward 
customer 
 
Proactive approach 

Ask questions 

Genuine interest in customer 

Collecting information about 
customer beforehand 
 

Good listener 

Brave enough 

Ability to ask the order 

Unprejudiced 

Sales and 

Marketing 

Consultant, 

(21.12.2009) 

Discover needs Initiativeness 

Diligence 

Courage 
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The majority of interviewees find that customer-oriented salespeople 

should express true interest and concern toward their customers. 

According to Sales Representative (23.12.2009), this is reflected when 

salespeople try to make the customers tell more about themselves. After 

that, salesperson writes interesting and important things down, and next 

time he or she can return to the subject again and show that he or she 

cares about the customer (Sales Coach of Wulff DSD, 23.12.2009). Senior 

Sales Consultant (16.12.2009) states that genuine interest appears when 

companies move away from order-taking mentality towards more proactive 

“salesman-oriented selling”. 

 

 “Salesman orientation is a positive phrase for me. It means 

that salespeople are active and proactive. Customer 

orientation does not mean that customers come up to 

salespeople. In other words, for me customer orientation is the 

very same thing as salesman orientation.” (Senior Sales 

Consultant, 16.12.2009) 

 

Sales Coach of Wulff DSD (23.12.2009) notes that Wulff’s sales training 

emphasizes the activity of sales representatives, because especially in the 

direct selling context customers take contact with salespeople less 

frequently. 

 

5.1.2 Sales-oriented selling 

 

Sales orientation was mostly seen as a negative approach to personal 

selling by interviewees. There was a general agreement in that sales 

orientation is closely associated with product-focused selling. Then, 

salespeople just concentrate on product features and they do not adapt 

their behavior depending on different customers. According to Sales 

Coach of Wulff DSD (23.12.2009), this approach is based on an idea that 
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a salesperson has his or her own certain product line and the primary 

objective is just to demonstrate and sell products. A sales-oriented 

salesperson goes product ahead and explains all the features and 

characteristics of the product, and then asks the customer to buy (Sales 

and Marketing Consultant, 21.12.2009). Moreover, he proposes like Weitz 

and Bradford (1999, 243) that in this philosophy salespeople principally try 

to persuade. 

 

 “Generally, salespeople who goes product ahead, are 

frequently telling about the product and appealing belief. In 

this way, a key question arises that does the customer believe 

the product features rather than actually need the product. 

Thus, I name the approach in question of product orientation”. 

(Sales and Marketing Consultant, 21.12.2009) 

 

Senior Sales Consultant (16.12.2019) notes that sales orientation situation 

occurs when salespeople have a specific preplanned sales presentation, 

which is presented at every customer meeting without adaptation. And if 

the customer is not interested, nothing can do. Therefore, the consultants 

agree with Saxe and Weitz (1982, 16) therein that in this philosophy the 

salespeople do not concentrate on discovering customer needs, but they 

rather just present memorized sales arguments. 

 

Short-term thinking was closely connected to sales orientation among 

interviewees. Sales Representative (23.12.2009) argues that sales-

oriented salespeople try to gain short-term sales maximization by selling 

the maximum amount of goods at maximal price. As Ingram et al. (2009, 

24) point out, this is a transaction-oriented way to think and sell, and this 

kind of behavior is incompatible with long-term orientation and building 

continuous relationships with customers. 

 

Sales Consultant (16.12.2009) sees that excellent examples of short-term 

orientation are selling contests organized by sales managers when the 
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objective of salespeople is to sell certain products in achieving the 

objectives that have been placed on them. Or, if the goal is just to get 

specific products out from storage (Senior Sales Consultant, 16.12.2009). 

These opinions are in line with views of Schwepker (2003, 160) and 

Wachner et al. (2009, 33), who emphasize the role and responsibility of 

sales managers when companies and salespeople are practicing a sales-

oriented approach. 

 

5.1.3 Approaches in today’s business-to-business selling 

 

Despite that all the interviewees supported the previous academic findings 

and the idea that customer-oriented salespeople perform better than 

sales-oriented ones; the consultants note that most business-to-business 

salespeople in Finnish companies are practicing sales-oriented 

philosophy. 

 

“There are plenty of organizations, where salespeople come to 

visit prospects and open their laptops; and then they just begin 

to show their presentation. This happens still in 2009 and even 

in large companies”. (Senior Sales Consultant, 16.12.2009)  

 

“I think that a large amount of salespersons just concentrate 

on their products and they do not take into account individual 

customers. It is so much easier just to list all product attributes 

and to ask for the order. And this is in any given industry.” 

(Sales and Marketing Consultant, 21.12.2009) 

 

However, it was also noted that both philosophies are living side by side 

and are not necessarily totally opposite approaches as Saxe and Weitz 

(1982) argue. For instance, all interviewees with direct selling background 

stressed out the importance of creating the need for the customers, in 

spite of the view that salespeople’s role in sales-oriented selling 
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philosophy is to create demand for the products (Weitz et al. 1998, 16). 

Sales and Marketing Consultant (21.12.2009) and Sales Representative 

(23.12.2009) note that often the prospects in direct selling context do not 

have recognized needs. Thus, sales representatives have to meet 

prospects face to face and demonstrate the product benefits and create a 

need for the customer. In addition, the sales representatives of Wulff have 

a limited product line; so it is also necessary to go slightly product ahead 

(Sales Coach of Wulff DSD, 23.12.2009). Senior Sales Consultant 

(16.12.2009) crystallizes the suggestion of Boles et al. (2010, 7) that 

customers expect salespeople to engage in sales-oriented behavior to 

some degree: 

 

“Every morning, I begin my sales training session by 

emphasizing that nowadays customers know that salesperson 

tries to sell. Is it some kind of surprise that salespeople sell 

and try to close the deal? Customers know and expect that!” 

 

5.2 Personal selling process 

 

In this chapter, the personal selling process is discussed. Firstly, the 

transformative factors influencing today’s personal selling are subjected to 

discussion. Secondly, we elaborate how these transformative factors and 

increasing attention on customer orientation and long-term relationships 

impact on the personal selling process, and whether we can anymore 

recognize activities of traditional sales process as a result. 

 

5.2.1 Transformative factors impacting on personal selling in 

business-to-business context 

 

As described in chapter 2.3.4, recently much attention has been given to 

trends and forces, which are changing and shifting selling to a more 

relationship-based approach. Based on the interviews, there was a 
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general agreement that personal selling has changed. Especially, the 

consultants called attention to altering relationship between salespeople 

and customers and changing behavioral forces of customers. 

 

Customers were seen as less loyal than they used to be. Earlier, loyalty 

was based on friendship between salesperson and customer, and both 

participants admired and valued the existing relationship. 

 

“At present, a discussion has started that salespeople should 

begin to build partnerships and win-win relationships with 

customers, because formerly the relationship existed without 

further thinking.” (Senior Sales Consultant, 16.12.2009) 

 

Sales and Marketing Consultant (21.12.2009) notes that nowadays loyalty 

is based on value creation or effectiveness rather than friendship. 

Moreover, municipal corporations need to take into consideration 

European Union laws (Sales Consultant, 16.12.2009). Because of these 

reasons, customers seem to tender everything today. 

 

“We have a so called Tender Economy, which means that to 

normal business has been developed a paradigm that we 

should have three or four proposals…which is totally normal. 

Previously, business was based on friendships, not 

competitive bidding.”  (Senior Sales Consultant, 16.12.2009) 

 

A common belief was that salespeople cannot “bribe” or “grease” 

customers anymore, and it does not belong to today’s business. Senior 

Sales Consultant (16.12.2009) points out that experienced salespeople 

trust on customer loyalty and friendship, and that is why they are on the 

spot. These views are consistent with Beverland (2001, 210), who 

suggests that “intimacy is fine, but you have to perform first in order to 

become friends or build relationship”. 
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The consultants also stated that the behavior of buyers’ organizations has 

changed. Decision-making processes inside the organizations as well as 

purchases are centralized. Additionally, people in the buying centers move 

on faster than ever; so there is need to develop commitment and 

relationship between the companies (Sales Consultant and Senior Sales 

Consultant, 16.12.2009). 

 

“Before it was typical that one salesperson was in charge. 

Now, customer expects so called vendor management from 

the sales organizations…in other words, customer does not 

want to be dependent on one or two persons.” (Senior Sales 

Consultant, 16.12.2009) 

 

The fast development of technology has also changed customers’ buying 

behavior; and thus salespeople must likewise adopt consultative selling 

behavior. Sales and Marketing Consultant (21.12.2009) agrees with 

Moncrief et al. (1999) that this development has changed the content of 

salesperson’s job, but the importance of personal selling as not 

diminished. Due to growing importance of Internet selling, in November 

2009 Wulff-Group launched a new online office supplies store called 

“Wulff’s corner”, and now customers can make their purchases directly 

from the online system. The responsibility of salesperson is now to sell this 

online store for customers. 

 

“Salespeople are the consultants of the customer when they 

get the customer to sit down and register to Wulff’s corner. 

They also instruct and help customers to use the online 

system and make purchases therein. This requires 

consultative selling style.” (Sales and Marketing Consultant, 

21.12.2009) 

 

Interviewees noted that direct selling sales representatives have less 

customer visits today than 10-15 years ago. Sales Representative 
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(23.12.2009) explains that antecedently the objective of the salesperson 

was to make numerous product demonstrations and customer visits. 

Moreover, salespeople did not arrange customer meetings so often as 

nowadays. In this way, it also can be argued that previously selling was 

more related to sales orientation (Sales Representative, 23.12.2009). The 

same thought is emphasized by Senior Sales Consultant (16.12.2009), 

who adheres to Anderson (1996, 17) that selling is moving away from 

“selling” towards “serving”: 

 

“Door-to-door is a sales-oriented way to sell. Salespeople 

have a poor reputation, because some sales representatives 

just turn up at customer’s office without a prearranged 

meeting. But the worst thing is that a consultative salespeople 

have also done like that. Young salespersons enter 

companies and achieve top results. How is it possible? 

Personal selling is changing from sales-oriented selling toward 

customer- and salesman-oriented consultative customer 

serving. This means that you call beforehand et cetera”. 

 

5.2.2 Customer-oriented consultative selling process 

 

The previous chapter provided evidence that the field of personal selling in 

business-to-business context has changed. Customers are not as loyal as 

in the past, and it is normal that they tender their purchases. Additionally, 

they are expecting that sales companies create value and benefits for 

them and they are looking for true relationships, which is based on 

effectiveness rather than friendship. Due to these changes, personal 

selling is shifted toward customer-oriented, consultative and relationship 

selling, which affects the practice of personal selling process by the 

interviewees. 
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Most of the interviewees emphasized planning and systematic behavior in 

the customer-oriented selling process. For instance, Senior Sales 

Consultant (16.12.2009) notes: 

 

“Today, we divide personal selling process into two large 

themes: the planning behavior and the systematic behavior. 

The planning consists of work, which takes place before the 

face-to-face meeting with customer while the systematic 

behavior is the work, which happens face-to-face with the 

customer.” 

 

Most of the interviewees emphasize that the preplanning stage is the most 

important phase in consultative selling. Building trust with the customer 

requires that salespeople are working “in advance” and spend time to 

collect customer information (Senior Sales Consultant, 16.12.2009). In 

preplanning stage, the salesperson finds out the industry of customer, the 

decision makers and possible needs of the customers (Sales and 

Marketing Consultant, 21.12.2009), and this is important with both new 

and current customers (Sales Coach of Wulff DSD, 23.12.2009). By 

focusing on preplanning stage, customer recognizes that the salesperson 

is truly interested in his/her business (Sales Consultant, 16.12.2009). 

 

After the preplanning stage, the salesperson takes the first contact by 

phone or via e-mail. As mentioned in chapter 5.2.2, consultative selling 

requires that salesperson makes a contact beforehand. Sales Coach of 

Wulff DSD (23.12.2009) confirms this view: 

 

“Beforehand, salespeople did not use phone and make 

arrangements with customers, but they went from door to 

door. Nowadays, customers prefer to arrange meetings. 

Therefore, salespeople should get rid of their traditional 

model.” 
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This kind of behavior requires that salespeople are active, or “salesman-

oriented”, as mentioned in chapter 5.1.1. Customer-oriented approach 

does not mean that customer calls to salesperson, but rather that 

salesperson takes the first contact and arranges the meeting. Then, he or 

she continues the dialogue for example via e-mail by asking more relevant 

questions, send “start-kit” and “agenda” (Senior Sales Consultant, 

16.12.2009). Sales Coach of Wulff DSD (23.12.2009) states that in 

approaching stage salesperson should not mention anything about the 

products. Rather, the objective of the salesperson is to build trust early in 

the sales process, which helps the salesperson to make progress in the 

selling process (Senior Sales Consultant, 16.12.2009). 

 

Next, salesperson is face-to-face with the customer. According to 

interviewees, now starts the other crucial stage: need analysis. In the 

previous chapters was discussed how customer-oriented salespeople 

must understand customer’s needs. In the need analysis stage, 

salespersons cannot primarily think just future sales, but rather ask 

questions to find out needs and wants of the customer and develop 

solution for these needs (Sales Consultant and Senior Sales Consultant, 

16.12.2009). Sales and Marketing Consultant (21.12.2009) points out that 

if salespeople fail in the preplanning stage, they cannot ask right questions 

to discover the relevant needs. 

 

Additionally, Sales Consultant and Senior Sales Consultant (16.12.2009) 

note that in the need analysis stage, salespeople still cannot talk anything 

about the products. Rather, they should let the customer talk and listen 

carefully. Need analysis stage emphasizes customer orientation. 

Salespeople must practice salesman orientation, when they actively are 

asking relevant questions to discover customer’s needs. Moreover, they 

are customer-focused, when they are listening to customer. 

 

Sales presentation stage in the transactional selling process called for the 

demonstration of product features for the customers. According to all 
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interviewees, after the need analysis is done, instead of demonstrating 

primarily the product attributes, the salesperson should to present the real 

benefits and advantages of the product for the customer. Sales Consultant 

and Senior Sales Consultant (16.12.2009) advice that all benefits and 

advantages have to match with customer’s need. Sales Representative 

(23.12.2009) notes that focusing on benefits (e.g., reducing time or costs) 

of the customers, makes the customer realize that they will gain real 

benefits and they feel that salesperson is not selling by force. Sales and 

Marketing Consultant (21.12.2009) gives an example from the Wulff’s 

point of view: 

 

“The sales representatives of Wulff-Group sell office 

equipment. Then, the sales representatives are customers’ 

consults by presenting how customers can achieve cost 

effectiveness with Wulff’s offer” 

 

It was mentioned in chapter 2.3.4 that the transactional selling process 

emphasizes handling objections, whereas in the relationship selling 

process the salesperson attempts to assure earlier and more precisely 

what the needs of the customer are and to avoid objections. It came out 

from the interviews that the consultants want to make clear difference 

between counterarguments or concerns and sales resistance: 

 

“Customers make counterarguments and concerns all the time 

through the selling process. During the benefit demonstration, 

customer says counterarguments like perhaps this is too 

expensive, or this is too sophisticated for us. It is not 

resistance or NO.” (Senior Sales Consultant, 16.12.2009) 

 

“Salespeople should take an attitude that when customers 

make counterarguments or concerns, they want more 

information instead of stating that the product is poor or they 
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do not need the product.” (Sales and Marketing Consultant, 

21.12.2009) 

 

According to the consultants, sales resistance arises when salespeople 

have not accomplished well enough in earlier stages. Sales and Marketing 

Consultant (21.12.2009) notes that resistance exists, because a customer 

has not recognized his or her needs yet, or customer does not understand 

the product’s benefits. Or, if the customer says that he or she cannot make 

the purchase decision by him/herself, salespeople can just blame 

themselves that all the decision-makers are not present (Senior Sales 

Consultant, 16.12.2009). It seems that when salespeople are customer-

oriented and they focus early in the sales process on preplanning, need 

analysis and customer benefits, the actual sales resistance does not exist, 

but rather they negotiate small concerns or counterarguments. 

 

If salesperson invests time in early stages in the personal selling process, 

gaining the order is effortless (Sales Coach of Wulff DSD, 23.12.2009). 

Nowadays, many authors (Weitz et al. 1998; Manning et al. 2010) 

recommend obtaining commitment rather than closing the sale in the 

consultative selling process. According to Senior Sales Consultant 

(16.12.2009), this is a reality when salespeople systematically proceed in 

the customer-oriented selling process. In other words, they concentrate on 

preplanning, need analysis and customer benefits. After that, 

salespersons propose a solution to the customer’s need and obtain 

commitment with customer. However, salespeople also need to be a more 

active party in this stage, but they allow the customer to take an initiative 

action: 

 

“In obtaining commitment stage, salesperson should 

summarize the needs of the customer and after that explain 

how he or she can help the customer. Then, salesperson can 

ask that does his or her solution meet the need. If the 

salesperson listened carefully and provides an enormous 
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offer, the answer is YES”. (Senior Sales Consultant, 

16.12.2009) 

 

This view is congruent with Moncrief and Marshall (2005, 20-21), who 

argue that “the close” is often quite anticlimactic and a natural conclusion, 

because salesperson provides solution to customer’s problem and adds 

value to customer’s enterprise. 

 

One area that received unanimous support was the idea that salespeople 

cannot forget the customer after the deal is closed. It is the responsibility 

of salespeople to enhance relationship and keep in touch with the 

customer. With follow-up activities, it is only possible to create durable 

long-term relationships with customers (Sales Consultant and Senior 

Sales Consultant, 16.12.2009). According to Sales Representative 

(23.12.2009), it is crucial to call and regularly visit your customers, and 

practice post-sales activities such as train the customer to use the product 

and find new ways to use the product with the customer. Moreover, after 

the sale is made, a salesperson needs to continue the relationship with 

customer and ensure that no problems have arisen with regard to the 

delivery and product (Sales Coach of Wulff DSD, 23.12.2009). He also 

adds: 

 

“Of course the objective of the salesperson is to gain 

expansion selling, but the most essential thing is that the 

process does not end, but rather it is an ongoing process.” 

 

Based on the interviews, it seems that customer-oriented selling process 

emphasizes the activity of the salesperson, in other words, salesman 

orientation. Interviewees particularly highlighted that in consultative selling 

process salespeople have to invest time in earlier phases of the process. 

One could therefore come to a conclusion that when salespeople take into 

account the customer already in the beginning of the selling process and 

build trust, subsequent stages are easier to conduct and do not take so 
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much time and effort. By predetermining the needs of the customer and 

knowing what the customer requires from the product, the primary stages 

of traditional selling process: “Overcome resistance” and “Close the sale”, 

will lose their primary significance and are replaced by win-win 

negotiations and mutual agreement. Figure 8 illustrates the customer-

oriented, consultative selling process, which emphasizes the activity of 

salespeople early in the selling process. The darker the color of the stage, 

the more important and time consuming the stage is from the 

salesperson’s point of view. 

 

Figure 8. Customer-oriented consultative selling process 

 

5.2.3 To what extent is customer-oriented selling process a 

reality/realistic 

 

The preceding chapter outlined the customer-oriented, consultative selling 

process. However, the author wanted to get more knowledge about which 

stages in the selling process are in reality emphasized in today’s B-2-B 

selling. Table 7 describes the interviewees’ opinions about the most 

crucial stages in the personal selling process. 
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Table 7. The most crucial stages in the personal selling process by 
interviewees 

The interviewee 
The most important stages in the selling 

process 

Sales Coach of Wulff DSD, 

(23.12.2009) 

1) Closing the sale 

2) Planning and preparing the sales call 

Sales Representative, 

(23.12.2009) 
1) Follow-up 

Sales Consultant and 

Senior Sales Consultant, 

(16.12.2009) 

1) Planning the sales call 

2) Need discovery 

Sales and Marketing 

Consultant, (21.12.2009) 

1) Need discovery and preplanning 

2) Closing the sale 

 

The majority of interviewees stressed out the importance of the 

preplanning stage before the face-to-face meeting with customers, as 

already mentioned in the previous chapter. Most of the Finnish companies 

have also recognized the importance of this, and nowadays sales training 

companies educate many sales organizations how to act in the 

preplanning phase (Senior Sales Consultant, 16.12.2009). Wulff-Group 

has also realized this and started to call more attention to preplanning 

activities such as working with the phone and taking initial contact with the 

customer (Sales Coach of Wulff DSD, 23.12.2009). 

 

The need analysis stage was seen as crucial among all the consultants. 

This stage starts already in the preplanning stage, but it really begins 

when salesperson is face-to-face with the customer. According to Senior 

Sales Consultant (16.12.2009), the need discovering stage is extremely 

important for salespeople in direct selling context: 

 

“75% of the customers have a passive need; 25% of the 

customers have an active, but subconscious need; and only 

5% of the customers have a conscious need. The 
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responsibility of the salesperson is to find the needs and 

deliver the customer from the first stage to the third stage.” 

 

Sales and Marketing Consultant (21.12.2009) shares the previous opinion: 

 

“Usually, customers do not have any idea how the direct 

selling product can help them. The most important thing is that 

a salesperson finds out the need of the customer. If the 

salesperson does not find, there won’t be a sale at all.” 

 

The interviewees who are closely engaged in direct selling sector 

emphasized the importance of closing the deal. The reason for this might 

be that in direct selling context the average purchase per customer is not 

very high and the customers are not usually very loyal ones. Therefore, 

direct selling representatives have to be more aggressive. (Sales and 

Marketing Consultant, 21.12.2009) Sales Coach of Wulff DSD 

(23.12.2009) also points out the big role of closing the sale. 

 

“Still, if the salesperson does not achieve his or her sales 

results, the ability to close the sale is mostly seen as a 

problem. And many times it is true. I think that the other stages 

are also important, but without the ability to close the deal, 

there is no sale; and therefore it is the most critical stage in the 

selling process.” 

  

The consultants still point out the importance of handling arising 

objections, despite the fact that in consultative selling process the 

salesperson, by identifying true needs and problems of the customer and 

proposing an effective solution does not face actual sales resistance or 

objections. For instance, Senior Sales Consultant (16.12.2009) notes that 

salespeople need to understand the real objections of the customer: 
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“Salesperson cannot get the sale before he or she has solved 

the real problem behind the objection. Salespeople need to 

get their hands on the possible existing objections in the 

selling process. It is an undoubted fact that the most of the 

salespeople leave out before this stage.” 

 

According to the consultants, it is important to take into account the 

different natures between the various industries. For instance, the duration 

of the sales process varies when one salesman sells felt-tipped pens and 

one sells video conference devices (Senior Sales Consultant, 16.12.2009). 

Sales and Marketing Consultant (21.12.2009) argues that in the direct 

selling industry the personal selling process is not so deep and heavy 

compared with the industries, where the average purchase per customer 

is higher. Therefore, Senior Sales Consultant (16.12.2009) proposes that 

analyzing the needs of the customer and closing the sale are emphasized 

in direct selling, and traditional personal selling process might still 

dominate in the industry in question. This view is in line with Moncrief and 

Marshall (2005), who suggest that there are industries that still rely on the 

traditional seven steps. 

 

Interestingly, it also came out in the interviews how the duration of the 

customer relationship has an effect on the selling process. According to 

the interviewees, the selling process varies between new and current 

customers. 

 

“Customers are located differently in their life-cycle. Indeed, it 

influences on process whether the customer is new or 

existing. This week, after three years relationship with an 

insurance company I made the sale and continue collaboration 

for the fourth year with them. This process looked like 

partnership or consultative selling process. But, when I go to 

visit the prospect first time, I stricter have to begin to follow the 
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so-called traditional selling process with traditional closing 

etc.” (Senior Sales Consultant, 16.12.2009) 

 

Sales and Marketing Consultant (21.12.2009) agrees with the comment 

above by saying that when the relationship with customer builds up, the 

closing stage becomes easier and it is not similar to forcible wresting. 

 

Also on the direct selling side, the interviewees see that during the initial 

meeting with a new customer, salespeople practice sales-oriented 

philosophy in their selling as well. Sales Coach of Wulff DSD (23.12.2009) 

notes that in the first time salespeople need to be politely insolent and get 

in and meet the prospect. Additionally, salesperson should awake the 

interest of customer, use appropriate arguments and get customer 

convinced about the benefits during the first meeting (Sales 

Representative, 23.12.2009). Afterwards, when the trust increases and 

customer information exists, it is much easier to start adding value and 

building relationship by providing new product ideas and making the life of 

the customer easier (Sales Coach of Wulff DSD and Sales 

Representative, 23.12.2009). 

 

Even though the selling process with new customers differs from the 

process with current customers, Senior Sales Consultant (16.12.2009) 

does not want to see an excessively wide gap between them: 

 

“Experienced salespeople think that selling to the current 

customer is somehow lighter and they cut through in the 

selling process, and the result is that they sell less. Whereas, I 

propose if they practice the selling process with current 

customers as they do with new customers, they proceed 

correctly by-the-book.  And at the time when they are doing 

business with new customers, they also succeed in that, 

because they carry out the selling process also with current 

customers. When we discuss with the salespeople during the 
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training sessions, they feel that making the sale with new 

customers is difficult. But the reason behind this feeling is that 

they do not train themselves enough.” 

 

The interviewees see that this is very practical problem and misconception 

among the salespeople. For instance, Sales Representative (23.12.2009) 

has observed that many of his colleagues have problems in finding new 

customers and selling to them. Sales and Marketing Consultant 

(21.12.2009) states that salespeople assume too much when working with 

existing customers and they forget the need discovering stage, although 

the needs of the customer will change all the time. Senior Sales 

Consultant (16.12.2009) remarks that salespeople should be loyal to the 

selling process as the customers appreciate that. 

 

The majority of interviewees highlighted the importance of the preplanning 

and the need analysis stages in today’s business-to-business selling with 

both new and current customers. Congruent with the empirical findings of 

Marshall et al. (2003), even though recognized changes are occurring in 

the practice of personal selling in business-to-business context, it came 

out from the interviews that salespeople must also have traditional 

capabilities including handling objections and closing the deal for 

executing the traditional personal selling process. Furthermore, the 

interviewees were adamant that initial contact with the customer involves 

the salesperson focusing also on more traditional selling activities. As the 

relationship with customer makes progress, the salesperson focuses more 

on customer-oriented relationship building activities and practices more 

distinctly consultative selling process. 

 

These findings give us evidence that successful selling involves balancing 

long-term customer-oriented relationship based behaviors (e.g., need 

discovering, obtaining commitment) and short-term selling-oriented 

behaviors (e.g., closing the deal). Therefore, like Beverland (2001) also 

proposes, the balance between traditional and consultative selling process 
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will change as the duration of the relationship between the salesperson 

and customer increases. Figure 9 illustrates this proposition and it consists 

of the traditional selling process including steps such as closing the sale 

and handling objections and consultative selling process presented in 

chapter 5.2.2. 

 

 

 

Figure 9. Balance between traditional and consultative personal selling 
process based on the duration of customer relationship 
 

5.3 Personal selling techniques 

 

This chapter focuses on personal selling techniques. The concept of 

personal selling techniques as well as the role of them in today’s business-

to-business selling is discussed. In addition is analyzed, which selling 

techniques could be applied customer-oriented selling. 
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5.3.1 The concept of personal selling techniques 

 

It was mentioned in chapter 3.1 that selling techniques are defined and 

described differently in the selling literature, and still there is no clear 

definition thereof. According to the consultants, they have consulted 

companies and selling organizations over decades and they have never 

thought the specific definition of personal selling techniques. The reason 

for this might be that personal selling as a profession is intentionally kept 

apart from the theories and sales training companies prefer to focus more 

on practical issues (Sales and Marketing Consultant, 21.12.2009). 

 

Sales Consultant (16.12.2009) proposes that selling technique is a 

routinely way of act, whereas Sales Coach of Wulff DSD (23.12.2009) 

suggests that selling techniques are instructions to make the sale 

correctly. He provides an illustrative example: 

 

“For instance, I pick out the right technique, which is like a tool 

from the toolbox and I use it to a certain screw.” 

 

Senior Sales Consultant (16.12.2009) also argues that selling techniques 

ensure or facilitate that the stages of the selling process are conducted 

correctly by-the-book. In other words, each personal selling technique 

belongs to the certain stage within the personal selling process. Moreover, 

Sales Consultant (16.12.2009) considers that perhaps selling techniques 

are possible to learn and easier to teach, whereas selling abilities such as 

listening skills require a more natural talent. 

 

“That is why, we train various kinds of selling techniques as a 

part of the selling process and every step includes own 

specific techniques.” (Senior Sales Consultant, 16.12.2009) 

 

The views of the interviewees lead to the proposition that personal selling 

techniques can be described as tools or procedures salespeople can use 
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in each stage within the selling process to ensure that each stage is 

conducted correctly and successfully. Additionally, they allow moving on 

towards the next stage in the process. 

 

5.3.2  The roles of personal selling techniques in business-to-

business selling 

 

There has been a different kind of opinions in the literature whether the 

personal selling techniques belong to today’s customer-oriented 

relationship selling or not. While some researchers suggest that modern 

salespeople are not focusing on using specific selling techniques (e.g., 

Anderson and Huang, 2006), some authors maintain that the effective use 

of sales techniques are critical for salespeople’s success (Dwyer et al. 

2000, 151). 

 

All the interviewees argue that personal selling techniques still exist in 

business-to-business selling and they are standard elements of the sales 

training. Senior Sales Consultant (16.12.2009) wonders how the selling 

techniques could disappear if the personal selling process exists. Sales 

Representative (23.12.2009) and Sales Coach of Wulff (23.12.2009) 

propose that selling techniques are living in the background of selling and 

perhaps the salespeople do not necessarily realize that they are using the 

specific selling techniques every day. Senior Sales Consultant 

(16.12.2009) emphasizes the importance of selling techniques, because in 

the closing stage, for instance, salespeople have to ask the order by using 

a suitable technique. 

 

Recently, many authors (e.g., Williams, 1998) have started to suggest that 

selling techniques do not belong to the relationship selling. 

 

“It is snobbery to say that selling techniques do not belong to 

relationship selling. It is just a try to hide these selling 

techniques at the expense of the value selling or consultative 
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selling. The selling process itself is developed towards 

consultative and relationship selling. And, perhaps inside the 

process the importance of the certain selling techniques have 

deteriorated at the expense of the emphasis on selling 

process. ” (Senior Sales Consultant, 16.12.2009) 

 

The consultants argue that due to the more lightweight and more 

straightforward nature of the selling process in the direct selling setting, 

the selling techniques might be emphasized in that context, whereas in 

other industries the situation might be different.  

 

“For instance, if you sell video conference systems, the 

decision making might take several meetings with the 

customer when the use of selling techniques is worthless.” 

(Sales Consultant, 16.12.2009) 

 

Sales Representative (23.12.2009) proposes that selling techniques are 

useful especially for beginner sales representatives when they can find 

simple formula and reiterate it. And when the relationship with customer 

already exists, the new circle starts at follow-up and salespeople are 

conducting more like partnership process, and then the selling techniques 

might not be so remarkable anymore, because customer and salespeople 

talk the same “language” (Sales Consultant, 16.12.2009). Selling 

techniques have a role when the relationship exists, but rather they are in 

the background conducting the process (Senior Sales Consultant, 

16.12.2009). 

 

According to Sales Coach of the Wulff DSD (23.12.2009), salespeople 

need to internalize the selling techniques first and use them 

unconsciously. The consultants also highlight that salespeople have to 

practically learn to use the selling techniques in their daily selling without 

thinking certain techniques at the customer. Sales Coach of the Wulff DSD 

(23.12.2009) gives an illustrative example of the use of selling techniques: 
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“If the salesperson is a good football striker, the right 

technique to score comes out from the backbone without 

further thinking.” 

 

The previous views of the interviewees might explain why sales textbooks 

still include the same list of selling techniques despite the changes in the 

personal selling process and recommendations to abandon the traditional 

selling techniques. Personal selling techniques still belong to the 

customer-oriented selling, but the roles of selling techniques might not be 

so important in the consultative relationship selling process as in the 

traditional selling-oriented selling process. Figure 9 showed how the 

duration of customer relationship affects the selling process. Similarly, it 

can be proposed that the importance of personal selling techniques will 

decrease when the relationship with customer develops and the 

consultative relationship selling process begins to dominate (Figure 10). 

 

 

 
 

 

Figure 10. Importance of personal selling techniques based on the 
duration of customer relationship 
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5.3.3 Customer-oriented selling techniques 

 

It was discussed in chapter 3.4, which kind of selling techniques appear to 

have a place in customer-oriented selling. However, there was no purely 

mutual agreement among the authors, which kind of selling techniques 

belong to the customer-oriented selling and sales-oriented selling. 

 

Recently, some authors (e.g., Brooksbank 1995, Delvecchio et al. 2004, 

Moncrief and Marshall, 2005) have seen traditional selling techniques as 

manipulative designed to persuade customer to buy. Senior Sales 

Consultant (16.12.2009) notes that “manipulation” as a word is very 

negative, and today during the sales consulting sessions many 

salespeople explain that they do not like to manipulate their customers. 

According to interviewees, it is problematic to say straightaway, which 

ones are manipulative and which ones non-manipulative selling 

techniques. Rather, they concur with Weitz et al. (1998, 341-344) that all 

selling techniques can be used in non-manipulative manner.  Sales 

Consultant (16.12.2009) argues that manipulation is something what 

customer does not need, or salesperson behaves dishonestly and 

provides incorrect information (Senior Sales Consultant, 16.12.2009). 

Sales Coach of Wulff DSD (23.12.2009) agrees with previous comments: 

 

“After all, it is the way how the salesperson presents things 

and facts. It is the style or behavior, which make selling 

techniques as customer-oriented or selling-oriented and 

manipulative.” 

 

During the interviews some selling techniques emerged as such that could 

be entailed in the category of customer-oriented selling. According to 

Sales Coach of Wulff DSD (23.12.2009), salespeople should place a 

phone call beforehand to the customer and arrange meetings rather than 
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making cold visits. By calling, salespeople show that they care about their 

customers and value their time. 

 

All the interviewees stressed out focusing on need analysis and 

questioning methods during the sales talk. These techniques are highly 

connected to customer-oriented selling by several authors (e.g., Weitz et 

al. 1998, 251), because these techniques enable diagnosing customer’s 

needs. Senior Sales Consultant (16.12.2009) notes that salespeople 

should always make tailored sales presentation for each customer, 

because salesperson has to bring up the facts, which are valuable and 

significant for each customer. Moreover, Senior Sales Consultant 

(16.12.2009) highlights that salespeople need to talk customer’s language, 

because customer has to understand the salesperson. Sales Coach of 

Wulff DSD (23.12.2009) emphasizes the importance of product 

demonstration, because it enables taking the customer along with the 

demonstration and increasing the understanding of the product benefits. 

 

The majority of the interviewees emphasized selling techniques that allow 

the salesperson to ask the buyer to take an action in closing and obtaining 

commitment stage. They mentioned Direct close, Summary close, Report 

close and Balance Sheet method as customer-oriented techniques, 

because they are open and interactive and they decrease the uncertainty 

of the customer. It was mentioned in chapter 5.1.3 that business-to-

business customers understand and expect that salespeople try to close 

the sale; so these techniques are acceptable by customers. These 

findings are congruent with DelVecchio et al. (2004), who mention that 

given this expectation of the buyer, these kinds of closing techniques are a 

part of an adaptive selling. 
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5.4 Summary of the findings 

 

The interviewees emphasized the importance of customer orientation 

behind successful personal selling. Salespeople who are practicing 

customer-oriented selling focus on recognizing the customer’s needs and 

wants, and based on the needs, they develop solutions and offer benefits 

for customer. Additionally, they collect customer information in advance, 

engage customers in the need discovery process by asking questions and 

listening to the customer and are truly interested and concerned about 

their customers. Therefore, customer orientation approach in personal 

selling requires “salesman-oriented selling”, which underlines the activity 

and proactivity of salesperson. 

 

Another approach, sales orientation, shows up in personal selling when 

salespeople concentrate on product features and preplanned sales 

presentations and arguments without adaption instead of focusing on 

customers’ needs. In this way, we can propose that sales orientation 

refers to “product-oriented selling”. However, it became evident that most 

salespeople in B-2-B selling are practicing sales- and product-oriented 

philosophy in Finland. Despite the negative conception of sales 

orientation, it seems that salespeople have to engage in sales-oriented 

behavior in some degree in direct selling context, like creating the need for 

the products. 

 

In chapter 5.2.1, a set of transformative factors impacting on personal 

selling were presented.  According to interviewees, we are living in a so 

called “Tender Economy”, where customer loyalty is decreased and today 

loyalty is based on value creation rather than friendship or “bribing”. 

Additionally, the customers’ buying behavior has changed, because of 

rapid development of technology and centralized decision-making. 

Moreover, salespeople did more customer visits and product 

demonstrations in the past, whereas the objective today is to prearrange 

meetings and to build relationships and win-win situations with customers. 
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These transformative factors have shifted personal selling from sales-

oriented selling toward active customer/salesman-oriented consultative 

selling and affect the process of selling. 

 

The customer-oriented selling process emphasized the activity of 

salesperson and investing time in early stages in the selling process. 

According to the interviewees, the preplanning step is the most crucial 

stage in the customer-oriented selling process when salesperson collects 

customer information and shows genuine interest in customer. After 

preplanning, the salesperson makes the first contact and arranges the 

meeting with the customer and starts to ask questions and continues the 

dialogue and builds trust. When salespeople are face-to-face with the 

customer, they primarily focus on need discovering by asking relevant 

questions and salespeople let the customer talk and they listen to the 

customer. After the need analysis is done and the salespeople understand 

the needs and problems of the customer, they present the benefits and 

advantages of product, which match with customer’s needs and create 

value for customer. 

 

Based on the interviews, the objections arise when customers do not 

understand their own needs or product benefits. When the salesperson 

pays attention to customer early in the consultative sales process and 

provides solutions to customer problems, mutual understanding exists 

between salesperson and customer. As a result, true sales objections do 

not exist, but rather the participants negotiate small concerns. Additionally, 

in the customer-oriented selling process the salesperson proposes 

solution to customer’s needs and obtains mutual commitment with 

customer. After the sale is made, it is the responsibility of the salespeople 

to enhance and continue the relationship and contact the customer again. 

 

Despite the importance of customer orientation philosophy in today’s 

selling, and focusing on preplanning, need discovering and customer’s 

benefits, it came out in the interviews that salespeople still must to 
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possess traditional selling capabilities such as close the sale and handle 

objections. The reason behind this view is that the selling process seems 

to vary between new and current customers, and even that customer-

oriented selling is crucial for success, respondents argue that salespeople 

also have to practice sales-oriented philosophy activities during the initial 

meeting with the customer. And when the relationship develops between 

the customer and the salesperson, the personal selling process begins to 

look more like a consultative selling process. Nevertheless, Senior Sales 

Consultant (16.12.2009) reminds that salespeople should always follow 

the selling process by-the-book with both new and current customers, in 

order to train themselves all the time and succeed with both of them. 

 

Based on the interviews, the personal selling techniques can be described 

as tools or procedures salespeople can use during each stage of the 

selling process to ensure that the stage is conducted correctly, and 

transition to the next stage becomes possible. Selling techniques are 

standard elements of today’s B-2-B selling, although salespeople do not 

necessarily recognize the usage of them. It came out in the interviews that 

selling techniques might be emphasized in the direct selling context, 

because the selling process is more lightweight. Although many 

researchers have questioned the existence of selling techniques in the 

consultative relationship selling, the interviewees see that they also have 

role in that. However, the importance of techniques is not so crucial when 

the relationship with customer evolves and the selling process resembles 

more consultative relationship selling process. 

 

According to the interviewees, it is not easy to divide selling techniques 

straightaway into customer-oriented or selling-oriented techniques. Rather, 

it is the behavior of the salesperson that makes techniques as customer-

oriented, and all selling techniques can be used in a non-manipulative 

manner. Anyway, the respondents specifically picked up some aspects of 

selling techniques such as Phone for appointment, Need-satisfaction and 

Questioning methods, Tailored sales presentation, Talk prospect’s 
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language. Additionally, the interviewees mentioned Direct close, Summary 

close, Report close and Balance Sheet method as customer-oriented 

closing techniques, because they are interactive and decrease the 

uncertainty of the customer. 
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6 DATA ANALYSIS OF QUANTITATIVE PART 
 

Chapter 3 presented 75 selling techniques, which can be grouped into 

certain stages in the personal selling process. Mean response scores 

were calculated for these 75 selling techniques for direct sales 

representatives when they make sales with new and existing customers. 

The mean scores of selling techniques with new and existing customers 

were also tested utilizing paired t-test to determine whether significant 

differences were present between new and existing customers, at the .05 

level of significance or lower (see Appendix 6). Earlier selling techniques 

studies (e.g., Dubinsky and Rudelius, 1980-81; Hite and Bellizzi, 1985) 

used also t-test to determine whether significant differences were present 

between the two groups. Obviously, the prospecting stage does not occur 

with existing customers, so the mean scores of prospecting selling 

techniques are calculated only when salespeople are dealing with 

potential new customers. The mean duration of customer relationship with 

an existing customer was approximately 4.8 years. 

 

In this chapter, the description of respondents is presented first. After that, 

the following chapters focus on what personal selling techniques are 

considered to be important by salespeople. Moreover, it was proposed in 

the chapter 5.2.3 that the importance of personal selling techniques will 

decrease when the relationship with customer develops. Therefore, this 

study also investigates the differences and similarities in selling 

techniques as perceived by sales representatives when they make sales 

with new prospects and existing customers. 

 

6.1 Description of the respondents 

 

In overall sample, 64.9% of the respondents were male, while 35.1% were 

female. All respondents were born between years 1956 and 1991 and the 

mean was approximately 1974. Thus, the average age of the respondents 
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was approximately 36 years. The education background among the 

respondents varied between comprehensive school degree and university 

degree. In overall, 38.6% of the respondents have commercial institute 

education and 33.4% of the sales representatives have either bachelor or 

master degree education. 

 

On average, the respondents had 10.57 years of experience in sales 

positions. Figure 11 illustrates the lengths of sales representatives’ sales 

experience in histogram. Generally, the respondents in this study are well 

experienced in selling in comparison with previous studies (e.g., Dubinsky 

and Rudelius (1980-81); Wachner et al. 2009). Most of the respondents 

possess sales experience between 6 and 10 years, but 26.3% of the 

respondents have at least 15 years of sales experience. 

 

 

Figure 11. Sales experience of sales representatives 

 

On average, the sales representatives have worked for more than three 

companies during their careers. Some respondents have just started to 

work as a sales representative in Wulff-Group Direct Sales Division, 

whereas some have over twenty years of experience in the case 

company. Figure 12 presents sales experience of sales representatives as 

in years in Wulff-Group. A wide amount of respondents are relatively new 

0

2

4

6

8

10

12

14

16

0-1 years 2-5 years 6-10 years 11-15 years 16-20 years 20 years >



115 
 

 
 

in the case company. Altogether, 36.8% have worked for a year or less as 

sales representatives in Wulff-Group. The next widest was the group, 

which had been company’s sales representatives between 6 and 10 years 

(28.0%). 

 

Figure 12. Respondents’ sales experience in Wulff-Group 

 

In addition, an average deal per respondent was approximately 581 Euros, 

but 31.6% of the sales representatives have an average deal of at least 

700 Euros, whereas 27.3% have 350 Euros or less. The different product 

lines between the sales representatives might explain the range, which is 

1350 Euros. 

 

6.2 Importance of selling techniques within personal process 

 

This chapter analyzes each stage in the personal selling process in terms 

of the selling techniques felt important by direct sales representatives. 

 

6.2.1 Importance of techniques for prospecting 

 

Table 8 shows the selling techniques salespeople use in prospecting 

stage. Responding to the inquiries generated by company’s advertising 
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was the most important method, although this method requires the activity 

of prospect. Personal observation was also seen as an important 

technique to find new customers. Sales representatives travel a lot during 

their working day, so it is a natural way of looking for hints of good 

potential prospects. 

 

Table 8. Importance of techniques for prospecting 

Rank Selling technique Mean 

1 Inquiries to advertising 4,65 

2 Personal observation 4,58 

3 Networking 3,72 

4 Cultivate visible accounts 3,65 

5 Bird Dogs 3,63 

6 Referrals 3,58 

7 Examine Records 3,56 

8 Community contact 3,33 

8 Cold canvassing 3,33 

10 Contact organizations 2,95 

11 Trade shows 2,51 

12 Attending professional seminars 2,07 

 

Salespeople emphasized the importance of networking and relationships 

with influential people. The view is congruent with Manning and Reece 

(2007, 221), who suggest that networking is one of the premier 

prospecting methods. Nowadays, social network sites such as Facebook, 

MySpace.com and Twitter are useful for sales representatives to expand 

traditional networking on a more virtual basis. It seems that sales 

representatives do not participate in trade shows or professional seminars, 

even that many authors (e.g., O´Hara, 1993; Dwyer et al. 2000) found that 

trade shows are highly beneficial in the area of prospecting. Perhaps, the 

product lines of direct sales representatives are not exhibited so 

commonly. 
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It seems that personal reference methods to identify prospects (Referrals, 

Community contact) are to some degree important among the 

respondents. Sales representatives also carry out some random-lead 

searching techniques such as Cold canvassing or Examine Records, 

although that these techniques are quite time-consuming.  

 

6.2.2  Importance of techniques for preplanning 

 

Table 9 shows what techniques direct selling salespeople judge for 

obtaining customer information and arranging a meeting with the 

customer. Sales representatives seem to prefer The prospect technique 

(Ask the customer direct questions) to obtain information about prospects 

and current customers. In earlier studies, salespeople also relied the most 

heavily on this method to gain customer information (see Appendix 3). 

Surprisingly, trade journals and newspapers are important information 

sources for Wulff’s direct sales representatives comparing with earlier 

studies (see e.g., Dubinsky and Rudelius, 1980-81). The reason behind 

this change might be that nowadays more relevant information is available 

for public and increased amount of industry specific journals are 

published. 

 

Sales representatives prefer to ask current customers or other 

salespeople for necessary information about a new prospect. However, if 

salespeople already know their customers, they do not use these 

techniques. Naturally, when salespeople already have a relationship with 

customers, they do not need intermediaries to gain relevant information. 
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Table 9. Importance of preplanning techniques 

Selling technique New customer 
Existing 

customer 

 

Information sources 

 Rank Mean Rank Mean t Sig. 

The prospect 1 3,84 1 4,07 -1,478 NS 

Trade Journals and 
newspapers 

2 3,45 2 3,39 ,434 NS 

Prospect’s business 3 3,35 3 3,37 -,123 NS 

Current customers 4 3,16 5 2,56 3,728 ,000 

Other company 
salespeople 

5 3,13 4 2,68 3,258 ,002 

Interview approaches 

Phone for appointment 1 4,07 1 4,04 ,281 NS 

Personal visit/Cold call 2 3,98 2 2,95 5,073 ,000 

Other intermediaries 3 2,20 4 1,91 1,991 NS 

Personal letter to prospect 4 1,98 3 2,23 -1,546 NS 

Customer referral 5 1,24 5 1,33 -1,000 NS 

 

 

In gaining the meeting, the dominant method is a direct telephone call to 

obtain an appointment, followed by a personal “cold” visit. However, sales 

representatives seem more likely to rely on unexpected personal visit 

when they try to gain a meeting with a new customer. They might use this 

method because they do not know prospect’s contact persons or decision 

makers yet. After they know right persons, they can contact them with by 

phone. Less important techniques used in arranging meetings with 

prospects and existing customers are Other intermediaries and Customer 

referral. The use of personal letter also seems to provide little value to 

sales representatives of Wulff. 

 

6.2.3 Importance of techniques for approaching 

 

Table 10 presents the selling techniques sales representatives use when 

they approach customers. Sales representatives consider appealing to 
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prospect’s and current customer’s curiosity to be the most important 

approach technique. Opening the sales meeting with a question was the 

second most important approaching method. It seems that salespeople in 

direct selling setting try to gain prospects’ and customers’ attention and 

interest by developing curiosity about the product; or asking a question 

that requires involvement from customers. They also use Consumer-

benefit approach (State the benefits of the offering) to obtain interest of 

both new and current customers. These three techniques are customer-

oriented techniques and have also been in top three in earlier studies 

(e.g., Dubinsky and Staples, 1981; Hite and Bellizzi, 1985). 

 

Table 10. Importance of techniques for approaching 

Selling technique New customer 
Existing 

customer 
 

 Rank Mean Rank Mean t Sig. 

Curiosity 1 4,61 1 4,48 1,357 NS 

Question approach 2 4,18 2 4,18 ,000 NS 

Introductory approach 3 3,95 6 3,30 3,743 ,000 

Consumer-benefit 

approach 
4 3,85 3 3,98 -,883 NS 

The compliment approach 5 3,62 4 3,71 -,726 NS 

Referral approach 6 3,38 8 3,09 1,677 NS 

The product approach 7 3,18 9 2,79 2,581 ,013 

Survey approach 8 3,02 5 3,46 -3,151 ,003 

Premium approach 9 2,27 7 3,25 -6,179 ,000 

Showmanship approach 10 2,31 10 2,30 ,163 NS 

 

With regard to differences, sales representatives of Wulff assessed 

Introductory approach to be more significantly important when they 

approach a new customer. This finding is natural. When salespeople 

already are acquainted with the customer, they do not need to introduce 

themselves as formally as during the first time. Moreover, sales 

representatives seem to go more product-ahead when they deal with new 

prospects, and this view is congruent with findings presented in the data 
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analysis of qualitative part. On the contrary, Survey approach and 

Premium approach are significantly more important techniques when sales 

representatives approach existing customers. As Sales Representative 

(23.12.2009) mentioned in the chapter 5.2.3, it is much easier to start 

providing value and new product ideas when the relationship with 

customer already exists. This view might explain why Survey approach is 

not so important method with new customers. Additionally, Premium 

approach might be more useful when there is the relationship between 

customer and salesperson. New customers might experience that 

salesperson tries to bribe them to buy, whereas existing customers might 

feel that salespeople continuously provide value for them. 

 

6.2.4 Importance of techniques for sales presentation and need 

analysis 

 

The results involving the importance of techniques making a sales 

presentation and need analysis are depicted in Table 11. Sales 

representatives found that a sales demonstration is the most important 

technique to convince customers of product benefits. The sales 

representatives of Wulff-Group mainly sell office equipments and products 

are generally more amenable to sales demonstrations than services are 

(see Dubinsky and Rudelius, 1980-81, 70). The respondents also seem to 

focus the sales talk around identifying the customer’s needs. 

 

Sales representatives indicate that it is important to adjust their 

communication style and talk customer’s language. Surprisingly, according 

to respondents, Partially standardized sales presentation is more 

important method than Tailored sales presentation when they make sales 

presentations for new customers. For instance, Dwyer et al. (2000) found 

that low-performing salespeople change the sales presentations only 

slightly for each prospect. On the other hand, approximately 39% of the 

sales representatives have worked less than year in Wulff-Group; so 
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perhaps, it is easier for inexperienced salespeople to make at least 

partially standardized presentations. 

 

Table 11. Importance of techniques for making a sales presentation and a 
need analysis 

Selling technique New customer 
Existing 

customer 

 

 Rank Mean Rank Mean t Sig. 

Demonstrate 1 4,55 2 4,51 ,444 NS 

Need-satisfaction 2 4,52 1 4,57 -,651 NS 

Talk prospect’s language 3 4,50 3 4,39 1,137 NS 

Partially standardized sales 
presentation 

4 3,98 5 3,80 1,563 NS 

Product-benefit approach 5 3,93 4 4,20 -2,444 ,018 

Questioning methods 
(SPIN-technique) 

6 3,77 7 3,47 2,216 ,031 

Tailored sales presentation 7 3,66 5 3,80 -1,070 NS 

Help prospect visualize 
offering 

8 2,75 8 2,64 ,903 NS 

Standardized sales 
presentation 

9 2,22 9 2,15 ,586 NS 

 

Based on the survey, the respondents see that it is more important to ask 

questions during the first meeting. As Sales and Marketing Consultant 

(21.12.2009) stated, salespeople assume too much with existing 

customers and they forget to ask questions and discover new possible 

needs. On the contrary, sales representatives focus more on the product 

benefits when they make a sales presentation for existing customers, 

although Sales Representative (23.12.2009) mentioned that salesperson 

should get customer convinced about the product benefits during the first 

meeting. Perhaps during an initiate meeting sales representatives explain 

all the features and characteristics of the product and do not focus on real 

customer benefits. 

 

Standardized sales presentation was not found to be very important by 

respondents. Although demonstration was important for sales 

representatives in their daily work, the usage of visualize offerings such as 
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brochures were seen less important.  According to Ferrell, Gonzales-

Padron and Ferrell (2010, 158), demonstrations help making the buying 

process highly tangible in direct selling; and therefore, it might be that a 

deep and comprehensive product demonstration is substitute for product 

catalogues. 

 

6.2.5 Importance of techniques for handling objections and 

negotiating concerns 

 

Table 12 illustrates how sales representatives evaluate the selling 

techniques used in handling objections and negotiating concerns. First 

and foremost, there are no statistically significant differences regarding the 

importance of techniques in this stage when customer is new or existing. 

Respondents are favorable toward offering a trial use when concerns are 

raised by customers. Demonstration method also appears to be very 

important by sales representatives. These findings point to idea that if 

customers see something, they also believe it, because usually the 

customer relationship with the representative relies on trust on direct 

selling (Ferrell et al. 2010, 158). 

 

Sales representatives prefer to turn an objection into a benefit to buy, 

which requires high-level skills. Chapter 3.4 discussed customer-oriented 

techniques of handling objections. Generally speaking, the respondents 

rely more heavily on consultative techniques when they respond to 

customer’s objections and concerns. They explain how a current client 

purchased the product and benefited by it (see Dubinsky and Staples, 

1981, 16) and show compensation advantages that outweigh 

disadvantages (see DelVecchio et al. 2004). Apparently, it seems that 

sales representatives have a major confidence in their products. 
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Table 12. Importance of techniques for handling objections and 
negotiating concerns 
 

Selling technique New customer 
Existing 

customer 
 

 Rank Mean Rank Mean t Sig. 

Propose trial use 1 4,13 1 4,09 ,340 NS 

Demonstration 2 4,11 2 4,02 ,778 NS 

Boomerang method 3 3,79 4 3,70 ,627 NS 

Case-history method "New 
Customer" 

4 3,73 7 3,63 1,000 NS 

Compensation method 5 3,71 5 3,68 ,237 NS 

Answer objection with 

question 
6 3,69 3 3,71 -,145 NS 

Yes, but methods 7 3,68 6 3,65 -,444 NS 

Feel-felt-found 8 3,58 8 3,55 ,270 NS 

Indirect denial 9 3,53 9 3,45 ,482 NS 

Comparative-item method 10 3,36 11 3,29 ,531 NS 

Comparison or contrast 
method 

11 3,35 10 3,33 ,148 NS 

Coming to that method 12 2,28 13 2,17 ,883 NS 

Direct denial 13 2,11 12 2,35 -1,692 NS 

 

Respondents avoid using the Direct denial method. This finding is 

congruent with Campbell et al. (2006, 366-367), according to whom, this 

method results in interactions that are not enjoyable. Sales 

representatives are in favour of direct attention, because they do not find 

that Coming to that method is an important technique. Respondents agree 

with DelVecchio et al. (2004) and Dwyer et al. (2000) that the Comparison 

or contrast method is also less important technique to answer customer’s 

objections. 

 

6.2.6 Importance of techniques for closing and obtaining 

commitment 

 

Table 13 presents the results involving the importance of closing and 

obtaining commitment techniques. In comparison with findings of previous 
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studies, the Minor decision close appears to be more important for sales 

representatives in direct selling. Probably, sales representatives often 

assume that customers will buy and they just try to help customers with 

final decision-making. 

 

Table 13. Importance of techniques for closing and obtaining commitment 

Selling technique New customer 
Existing 

customer 
 

 Rank Mean Rank Mean t Sig. 

Minor decision close 1 4,23 2 4,25 -,256 NS 

Summary close 2 4,13 3 4,21 -,962 NS 

Direct close 3 4,09 1 4,29 -1,963 NS 

Choice close 4 3,68 4 3,79 -,883 NS 

Emotional close 5 3,64 5 3,64 ,000 NS 

Stimulus response close 6 3,57 7 3,46 ,883 NS 

Report close 7 3,52 9 3,41 ,830 NS 

Assumptive close 8 3,32 6 3,63 -2,488 ,016 

Concession close 9 3,29 8 3,44 -1,033 NS 

Balance sheet method 10 2,87 10 3,24 -2,842 ,006 

Standing room only 11 2,82 11 2,73 ,617 NS 

 

In general, the respondents use open and interactive closing techniques, 

which were connected to customer-oriented selling in the chapter 5.3.3. 

Sales representatives summarize the most important buyer benefits, which 

are in line with the customer’s needs. They also ask for the order in a 

straightforward manner, and especially, when they obtain commitment 

with existing customers. Choice close technique allows customers to take 

an initiative action when they make the decision between two or more 

versions of the offering. Moreover, according to respondents, they prefer 

to appeal the customer’s emotions when they close the sale, although 

many authors (e.g., Dubinsky and Staples, 1981; DelVecchio et al. 2004) 

suggest that the Emotional close is a somewhat manipulative technique. 

However, Senior Sales Consultant (16.12.2009) and Sales and Marketing 

Consultant (21.12.2009) find that good sales representatives can appeal 
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to customer’s emotions, because marketing communication also appeals 

to people’s emotions. 

 

Sales representatives do not use urgency such as “unless the purchase is 

made now, the desired offering might be unavailable”. Surprisingly, the 

Balance sheet method was not important for sales representatives. Maybe 

it takes too much time to ask customer to join listing the main advantages 

and disadvantages. In addition to this, this method might require more 

trust between the parties, and therefore, it is more important with current 

customers. 

 

6.2.7 Importance of techniques for post-sale follow-up 

 

With regard to post-sale follow-up, Table 14 shows that sales 

representatives attached relatively high levels of importance to the 

techniques in this step. Sales representatives of Wulff pay attention to the 

customer’s complaints and they schedule regular customer visits to ensure 

the level of customer satisfaction. These findings indicate that customer 

satisfaction is very important to sales representatives of Wulff-Group. They 

also recognize complaints as opportunities to improving relationship and 

creating expansion selling. 

 

According to respondents, it is important to offer training in the use and 

care of the product. Customer training is a key benefit of direct selling, and 

for instance, Ferrell et al. (2010, 158) explain that direct selling approach 

reframes selling as “teaching” and “sharing” good ideas. Direct selling as a 

unique channel of distribution also enables sales representatives 

oftentimes to install the product themselves. 
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Table 14. Importance of techniques for post-sale follow-up 

Selling technique New customer 
Existing 

customer 
 

 Rank Mean Rank Mean t Sig. 

Handling complaints 1 4,71 1 4,77 -,830 NS 

Expansion selling 2 4,18 2 4,21 -,340 NS 

Periodic follow-up of customer 
satisfaction 

3 4,14 5 4,04 1,287 NS 

Customer training 4 4,00 3 4,09 -,962 NS 

Installation/ Maintenance 5 3,96 6 3,98 -,227 NS 

Follow-up 6 3,95 4 4,05 -1,000 NS 

Make credit arrangements 7 3,00 7 2,82 1,107 NS 

Sending thank you notes to 
customers 

8 2,73 8 2,55 1,525 NS 

In-person delivery 9 2,13 9 2,20 -,645 NS 

 

Sales representatives do not prefer to deliver the products themselves, but 

rather they process the order with logistics of Wulff for delivery. Sales 

representatives do not commonly send a letter of appreciation to the 

customers, although it is more important with new customers. 

 

6.3 Summary of the findings 

 

In general, there were not statistically significant differences between new 

and existing customers in selling techniques judged important in handling 

objections or concerns and following the sale. In the prospecting stage, 

sales representatives emphasize the importance of networking and 

relationships with influential people. They ask the customer direct 

questions to obtain necessary information, whereas the dominant method 

is to call the customer to gain an interview. However, sales representatives 

seem more likely to rely on an unexpected personal visit when they try to 

gain meetings with new customers. 

 

Sales representatives rely most heavily on customer-oriented approaching 

techniques (Curiosity, Question approach and Consumer-benefit 

approach). However, they respect Introductory approach and Product 
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approach more when they approach the prospect for the first time. The 

respondents use sales demonstrations and focus on customer’s needs 

during sales presentations. Remarkably, sales representatives use 

questioning methods less frequently with existing customers than with new 

customers. 

 

Respondents are favorable toward offering a trial use and demonstration 

when concerns are raised by customers. In general, the respondents use 

open and interactive closing techniques. Minor decision close appears to 

be important for sales representatives in direct selling. They also 

summarize the most important buyer benefits and ask for the order in a 

straightforward manner. However, two selling techniques Assumptive 

close and Balance sheet method are significantly more important when 

sales representatives obtain commitment with existing customers. Finally, 

the respondents pay attention to the customer’s complaints and they 

schedule regular customer visits to ensure the level of customer 

satisfaction. Table 15 is a brief list of techniques, which are important for 

direct selling salespeople when they make sales with new and existing 

customers. 

 

Table 15. The most important selling techniques in each stage by sales 
representatives 

Stage New customer Existing customer 

Prospecting 1. Inquiries to 
advertising 

2. Personal 
observation 

- - 

Preplanning 

Information sources 

1. The 
prospect 

2. Trade 
Journals and 
newspapers 

1. The 
prospect 

2. Trade 
Journals and 
newspapers 

Interview approaches  

1. Phone for 

appointment 
2. Personal 

visit/Cold call 
1. Phone for 

appointment 
2. Personal 

visit/Cold call  

Approaching 1. Curiosity 2. Question 
approach 

1. Curiosity 2. Question 
approach 

Sales presentation 
and need analysis 

1. 
Demonstrate 

2. Need-
satisfaction 

1. Need-
satisfaction 

2. Demonstrate 
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Handling 
objections and 

negotiating 
concerns 

1. Propose 
trial use 

2. 
Demonstration 

1. Propose 
trial use 

2. 
Demonstration 

Closing and 
obtaining 

commitment 

1. Minor 
decision 

close 

2. Summary 
close 

1. Direct 
close 

2. Minor 
decision close 

Post-sale follow-up 1. Handling 
complaints 

2. Expansion 
selling 

1. Handling 
complaints 

2. Expansion 
selling 
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7 DISCUSSION 
 

It was discussed in the introductory chapter that personal selling research 

has grown immensely since 1980. Recently, many authors have in 

particular talked about the changing role of the sales force and selling 

function. New selling philosophies such as adaptive selling, consultative 

selling, value-added selling, solution selling and relationship selling have 

started to dominate the discussion of personal selling research. However, 

as Ingram (2004, 18) notes, despite the rapid growth in publications, most 

sales research areas are still in their infancy. Thus, chapter 1.1 presented 

several research gaps in the knowledge concerning the main concepts of 

this study. 

 

The main purpose of this research was to understand the implication of 

increasing attention to customer orientation toward the process of selling 

and selling techniques within the process. It was mentioned in chapter 1.2 

that the objective of this study was to contribute to the personal selling 

literature by: 

 

 reinforcing knowledge about customer orientation in the personal 

selling; 

 examining how customer-oriented philosophy appears in the 

personal selling process; 

 mapping personal selling techniques and speaking out the 

applicability of them to customer-oriented relationship selling; and 

 presenting the importance of these selling techniques to 

salespersons. 

 

To achieving these objectives, the theoretical part consisted of an 

extensive literature review following by empirical section, which included 

both an exploratory qualitative research and a descriptive quantitative 

survey. Theoretical and managerial implications are discussed in the 
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following chapters. Finally, the limitations and future research directions 

are described. 

 

7.1 Theoretical implications 

 

Customer orientation 

A customer-oriented perspective has become a popular slogan and an 

important trend in business-to-business marketing. Therefore, a number of 

studies have documented several benefits related to customer orientation. 

However, earlier customer-oriented selling studies are based on the 24-

item SOCO scale conducted by Saxe and Weitz (1982). As Schwepker 

(2003, 165) notes, their definition of customer-oriented selling 

concentrates primarily on the sales presentations behaviors of the 

salesperson during a customer interaction. Due to the unanswered 

questions concerning the definition and conceptualization of customer-

oriented selling, this research was among the first exploratory studies, 

which provided more knowledge about customer-oriented and sales-

oriented selling. 

 

Based on the current literature, chapters 2.1-3 described the 

characteristics of customer-oriented and sales-oriented salespeople. 

According to earlier studies, customer-oriented salespeople, for instance, 

discover and satisfy customer’s needs; provide benefits for the customer; 

create superior value for them; and increase customer satisfaction. 

Moreover, customer-oriented selling involves the communications skills of 

listening, questioning and negotiating. The empirical findings of this study 

were mostly in line with the definitions of customer-oriented selling by 

several authors. The interviewees emphasized the importance of 

discovering customer’s needs by asking questions and listening to the 

customer; and afterwards, developing solutions and benefits for 

customers. However, one new characteristic emerged from the data that 
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should be entailed in the category of customer-oriented selling; the activity 

of salespeople. 

 

The activity of salespeople means that salespeople collect customer 

information in advance and they actively build relationships with 

customers. This approach stress the fact that B-2-B companies have to 

make a move from supply orientation and order-taking to more proactive 

“salesman-oriented selling” when the objective is continuously to provide 

value for customers. The previous empirical findings show the inadequacy 

of SOCO scale. As Schwepker (2003, 166) notes, salespeople take 

numerous actions such as preparing for sales meetings, following up after 

the sale and creating value beyond merely presenting a solution that 

satisfy customers. At the moment, the SOCO scale does not fully take into 

account the behaviors, which are necessary for customer-oriented selling. 

 

Based on the interviews, sales orientation is closely connected to product-

focused selling. Salespeople just concentrate on product features and do 

not adapt their sales presentations. When salespeople focus only on 

product features rather than the customer’s needs, they have to persuade 

the customer to buy. Therefore, many authors argue that formerly, the 

salesperson was the persuader who attempted to create a need for the 

item being sold. 

 

At the moment, current personal selling literature finds that customer 

orientation is a positive approach and sales orientation is automatically a 

negative approach. The SOCO scale items by Saxe and Weitz (1982) 

already are completely reversed (Item 2. I try to get customers to discuss 

their needs with me vs. Item 19. I try to sell a customer all I can convince 

him to buy, even if I think it is more than a wise customer would buy). 

However, it came out that these approaches are living side by side and 

are not necessarily completely opposite philosophies. According to the 

interviewees, occasionally, salespeople have to be active and create a 

need for the customer and go slightly product ahead. Moreover, customers 
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know and understand that salespeople try to sell and they expect 

salespeople to engage in sales-oriented behavior to some degree. Due to 

these findings, it might be that the current definition of sales orientation 

also needs to be reconsidered. Perhaps, the concept of “salesman 

orientation”, therefore, could be substitute for sales orientation. 

 

Customer-oriented personal selling process 

With customer expectations increasing, firms clearly have to move away 

from traditional transaction-oriented, closing-focused, short-term selling 

processes to trust-based relationship selling processes. It was mentioned 

in the earlier chapters that an important trend in business-to-business 

marketing is the adoption of customer-oriented approach. Therefore, many 

authors note that personal selling process should also share the same 

customer-oriented and relationship selling perspectives. 

 

First and foremost, this was the first study, which extensively described 

how the personal selling process has made progress through various eras 

popularly characterized as beginning with the sales era, followed by the 

marketing era and the partnering era. Based on the personal selling 

literature, chapter 2.4 revealed that personal selling process has evolved 

from the sales-oriented transactional selling process toward the ongoing 

customer-oriented relationship selling process. However, there are sales 

textbooks, which still rely on the traditional transactional selling process 

(e.g., Jobber and Lancaster, 2009; Futrell, 2010). It might be that there are 

diverse ranges of selling industries when it is impossible to build a 

pedagogical framework, which is appropriate for every industry. 

 

A number of factors have been identified as drivers of changing nature of 

selling. Based on the qualitative research, customer loyalty is decreased 

and it is based on value-adding rather than friendship. Additionally, 

customers’ buying behavior has changed, due to the rapid-development of 

technology and centralized decision-making processes. All these factors 
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are changing the personal selling process toward the customer-oriented 

consultative selling process. 

 

The main theoretical contribution of the present research is the customer-

oriented consultative selling process presented in chapter 5.2.2. The 

results of this study showed that salespeople have to invest time in early 

stages of the selling process. In other words, the customer-oriented selling 

process emphasizes the activity of the salesperson. Salespeople collect 

customer information, discover the customer’s needs by asking questions 

and present the benefits of the product, which match with the customer’s 

needs. Therefore, the empirical item discussed the absence of sales 

resistance and the ease of closing a sale when the customer’s needs have 

been properly discovered and matched with a product that satisfies those 

needs. In that case, salespeople rather work through the customer’s 

concerns and obtain mutual commitment with the customer. 

 

However, the interviews brought out that the customer-oriented 

consultative selling process is not always a realistic. Another contribution 

of this research was that the duration of the customer relationship seems 

to affect the content of the personal selling process. The study suggests 

that the initial meeting also involves the salesperson focusing on 

traditional sales-oriented activities such as closing and overcoming 

objections. Therefore, the balance between the traditional and consultative 

selling process might change as the duration of the relationship between 

salespeople and customers increases. 

 

Personal selling techniques 

The literature review revealed that the typology of selling techniques 

developed by Dubinsky (1980) is still generally recognized as the most 

comprehensive typology of personal selling techniques (see Figure 7). The 

objective of this study was to map personal selling techniques reflecting 

recent trends in the personal selling. As a result, 75 personal selling 

techniques within the personal selling process were described in chapter 
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3.3 based on their frequency in the sales literature (see Appendix 2). In 

addition to this, chapter 3.4 linked customer orientation to selling 

techniques. 

 

Surprisingly, it came out from the current literature that the concept of 

selling technique is not described explicitly. The empirical findings of the 

present study proposed that the personal selling techniques are tools or 

procedures salespeople can use during each stage of the selling process 

to ensure that the stage is conducted correctly and the transition to the 

next stage becomes possible. 

 

Based on the current selling literature, there have been distinct views 

whether the personal selling techniques belong to today’s customer-

oriented relationship selling. The interviewees saw that selling techniques 

still exist in customer-oriented selling, although salespeople do not 

necessarily realize the usage of them. However, it was also proposed that 

the roles of selling techniques might not be so important in the consultative 

relationship selling process as in the traditional selling-oriented sales 

process. In addition, when the relationship with customer develops, the 

importance of personal selling techniques might diminish. 

 

The interviewees also suggest that it is the behavior of the salesperson 

which makes techniques as customer-oriented and salespeople should be 

able to use a combination of sales techniques and adapt ones that seem 

suitable for each customer. However, they highlighted that need analysis 

and questioning methods during the sales talk are customer-oriented 

techniques. They also mentioned Direct close, Summary close, Report 

close and Balance Sheet method as customer-oriented techniques in 

closing and obtaining commitment stage, because they are open and 

interactive and they decrease the uncertainty of the customer. 

 

This study also identified the selling techniques judged important for sales 

representatives in business-to-business selling. For the first time in the 
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selling techniques research, this study took into account the duration of 

customer-seller relationship in the use of selling techniques. The results 

showed that there were no statistically significant differences between 

making sales with prospects and existing customers in selling techniques 

judged important in handling objections and concerns and in following the 

sale. All in all, sales representatives saw six of the techniques as more 

important when they make sales with new customers and five of the 

techniques as more important when they make sales with existing 

customers. The most important selling techniques to sales representatives 

were presented in Table 15. 

 

Based on the survey, sales representatives seem to rely most heavily on 

customer-oriented selling techniques (e.g., Curiosity, Question approach, 

Need-satisfaction, Demonstration, Direct close, Summary close), which 

are related to customer-oriented selling by several authors and the 

interviewees in this study. However, the respondents also prefer to use 

some sales-oriented techniques such as cold visits when they arrange 

meetings with new customers, and Boomerang method when they handle 

customers’ objections. 

 

7.2 Managerial implications 

 

The results of the earlier studies and the interviewees of this study 

emphasize the importance of salespersons’ customer orientation. 

According to the consultants, the most business-to-business salespeople 

in Finnish companies just concentrate on their products rather than true 

needs of the customer. It also came out from the interviews that most 

selling companies still highlight the natural characteristics of salespeople 

such as attitude, diligence, or courage behind the successful salesperson. 

Naturally, all people are not suitable for selling work, but companies 

should primarily invest energy in their sales training. Finnish companies 

that want their salespeople to engage in customer-oriented selling must 
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teach the requisite selling skills. Firms have to focus on how to ask good 

questions and collect customer information, and how to build and maintain 

long-term relationships with customers. Salespeople must also be 

motivated to engage in customer-oriented selling, which requires 

organization’s commitment. 

 

This study discussed the importance of the customer-oriented consultative 

selling process. A shift from selling orientation to customer orientation 

requires that sales organizations focus on the preplanning, the need 

analysis and the benefit demonstration stages and skills when they train 

sales personnel within the company. The finding that the elements of the 

traditional sales process (e.g., closing) are still important, even though 

recognized changes are occurring in the practice of selling, indicates that 

salespeople today must also possess the traditional capabilities for 

executing the sales process. Therefore, sales organizations still have to 

take into account the fundamentals of traditional selling in their sales 

training, too. Firms could also use more sales-oriented salespeople 

(“Hunters”) at the first meeting and after the first sales is made, more 

consultative salespeople (“Farmers”) could focus on securing, developing 

and maintaining long-term relationships with customers. 

 

By reviewing those selling techniques the interviewees connected to 

customer-oriented selling (e.g., Need-satisfaction, Tailored sales 

presentation, Direct close, Summary close), a conclusion can be made 

about which techniques could be taught in a sales training program when 

the goal of the company’s salespeople is to adopt a customer perspective. 

Moreover, as Sales Representative (23.12.2009) mentioned, selling 

techniques could be particularly useful for novice salespeople. Thus, 

companies could design their training programs for both beginner and 

veteran sales personnel. 
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7.3 Delimitations and directions for future research 

 

It was mentioned that the SOCO scale items do not fully take into 

consideration the behaviors, which are necessary for customer-oriented 

salespeople today. Therefore, as Schwepker (2003) argues, more 

research is needed to fully uncover the dimensions underlying customer-

oriented selling when the SOCO could be modified to assess such 

behaviors. The findings of this study suggest that customer-oriented 

selling and sales-oriented selling are not necessarily completely opposite 

philosophies. Thus, additional research may address differences in 

relationship between customer-oriented and sales-oriented selling. Are 

there salespeople that practice both; and if so, what causes this and what 

are the results? 

 

In spite of the several benefits of the customer-oriented consultative 

selling process in business-to-business selling, it does not necessarily fit in 

every selling industry and there might be still industries that rely on the 

traditional selling process. Therefore, additional research is needed to 

explore differences among various industries concerning the personal 

selling process. Moreover, further investigation into whether the personal 

selling process changes through the duration of relationship with customer 

is required. 

 

At the moment, many researchers are shouting that selling as a profession 

has evolved dramatically. We have seen many new philosophies of selling 

such as adaptive selling, consultative selling, relationship-selling, value-

added selling and solution selling in the personal selling literature. These 

philosophies sound sophisticated, but there is not clear evidence that what 

do these selling philosophies actually mean, and are they really 

phenomena in the personal selling. Therefore, these concepts should be 

researched more depth. 
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Some authors have replaced the follow-up step for steps called “customer 

relationship maintenance” (Moncrief and Marshall, 2004) and “building 

long-term partnerships” (Weitz et al. 1998). These authors suggest that 

traditional follow-up activities are insufficient, because customer-oriented 

relationship selling requires a continual service and more business-

building approach. However, these authors have not explicitly described 

which kinds of activities are needed to add value after the sales is made. 

Thus, in the future, these value-adding activities or techniques also require 

further investigation. 

 

This study measured the perceived importance of each selling techniques 

by sales representatives in the direct selling context. However, because of 

the relatively small size of the sample (n=57), caution is necessary in 

making broad generalization from the results. Additionally, all the 

respondents are working in the direct selling industry; so in the future, 

studies could examine the importance of selling techniques as used by 

salespeople selling within various industries or product categories. 

Anyway, this study did not take into account the effectiveness of such 

selling techniques. Thus, more research should be done to determine if 

some selling techniques generate a higher level of sales, profit 

contributions or the overall performance. 

 

According to the sales literature and the interviewees, it is problematic to 

divide selling techniques directly into customer-oriented selling techniques. 

Perhaps, some researchers could explore in the future how the SOCO is 

associated with personal selling techniques presented in this study. 
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Appendix 1 Personal selling process and selling philosophies 

 

The textbook 
The selling 

process 
The determination of personal selling 

Reid (1981) 7 steps of selling 
Persuasion is central to personal selling 

(p.5) 

Kossen (1982) 

Selling process is 

presented in six 

steps (Prospecting 

including the 

preapproach) 

The process of analyzing the potential 

customers’ needs and wants and assisting 

them in discovering how such needs and 

wants can be best satisfied by the purchase 

of a particular product (p.5) 

Brennan 

(1986) 

6 steps of selling 

(without follow-up) 

The process of persuading prospects to 

buy wanted or needed products or services 

(p.5) 

Futrell (1994) 

Seven sequential 

steps in the selling 

process (406-407) 

Personal communication of information to 

persuade a prospective customer to buy 

something (e.g., product) that satisfies that 

individual´s needs (p.10) 

Anderson 

(1995) 

A continuous cycle 

with 7 stages and 

each stage of which 

connects with and 

indeed overlaps 

other stages (p.193) 

The use of persuasive communication to 

negotiate mutually beneficial agreements 

(p.460) 

Weitz, 

Castleberry 

and Tanner 

(1998) 

The ongoing 

partnership process 

and stages occur 

throughout the 

partnership-building 

process (p.183) 

Interpersonal communication process during 

which a seller uncovers and satisfies the 

needs of a buyer to the mutual, long-term 

benefit of both parties (p.4) 

Jobber and 

Lancaster 

(2009) 

Seven phases of the 

selling process, but 

phases do not occur 

in the order (p.249-

250) 

It should be an extension of the marketing 

concept. This implies that for long-term 

survival it is in the best interests of the 

salesperson and their company to identify 

customer needs and aid customer decision-

making by selecting from the product range 

those products that best fit the customer’s 

requirements (p.248) 



 

 
 

 

  

Manning, 

Reece and 

Ahearne 

(2010) 

Two-part process by 

highlighting the 

value-adding presale 

presentation 

planning and value-

adding presentation. 

The selling steps 

should be related to 

the customer’s 

buying process 

Involves person-to-person communication 

with a prospect. It is a process of 

developing relationship; discovering 

customer’s needs; matching appropriate 

products with these needs; and 

communicating benefits through informing, 

reminding; or persuading (p.491) 



 

 
 

Appendix 2 Personal selling techniques and their frequency in the 

literature 

Prospecting 

Technique How Used 
Frequ- 

ency 
Other names 

1. Cold 

canvassing 

The salesperson selects 

group of people and then 

make “cold calls” on them 

8 

“Doot-to-Door 

Canvassing” (Anderson, 

1996); “Cold calling by 

telephone, mail, sales 

letters” (Weitz et al. 

1998); “Blitz Technique” 

(Kossen, 1982, 143); 

“Territory Blitz” 

(Anderson, 1996) 

2. Inquiries to 

advertising 

Respond to phone or mail 

inquiries from potential 

prospects generated from 

firm promotion 

5 

“Direct-Response 

Advertising” (Manning and 

Reece, 2007, 217) 

3. Personal 

observation 

Look, listen and search for 

evidence of good prospects 
3  

4. Community 

contact 

Use friends and family 

members as sources of 

information about potential 

customers 

4  

5. Bird Dogs 

Junior salespeople or 

employed companies take 

part of prospecting away 

from salespeople 

4 

“Canvassers” (Reid, 1981, 

118); “Sales associates” 

(Kossen, 1982) “Spotters 

(Weitz et al. 1998) 

6. Referrals 

Ask the current prospects or 

customers for the names of 

potential customers 

9 

“Endless chain method” 

(Brennan, 1983; Weitz et 

al, 1998) 

7. Cultivate 

visible 

accounts 

Cultivate visible and 

influential accounts that will 

influence on other buyers 

5 

“Center of influence” 

(Brennan, 1983; Weitz et 

al.1998) 

8. Contact 

organizations 

Seek sales leads from 

chambers of commerce or 

service club rosters 

4 “Lists” (Brennan, 1983) 



 

 
 

 

 

Pre-approach 

Technique How Used 
Frequ- 

ency 
Other names 

Information 

sources 
  

 

13. Current 

customers 

Ask current customers for 

necessary information about 

the prospect 

1  

14. Other 

company 

salespeople 

Ask company salespeople for 

some necessary information 

about a particular prospect 

2  

15. Trade 

Journals 

and 

newspapers 

Read journals or publications 

to obtain some necessary 

information about a particular 

prospect 

5 

“Prospect 

Information” 

Dwyer et al. 

(2003, 16) 

16. Prospect´s 

business 

Observe the prospect’s 

business facilities while 

waiting to meet with the 

prospect 

2  

17. The 

prospect 

Ask the prospect direct 

questions to obtain some 

necessary information about 

the prospect 

  

9. Examine 

Records 

Examine directories, 

membership lists, phone 

books, company records 

4 

“Directories” (Weitz et al. 

1998; Manning and 

Reece, 2007, 214) 

10. Trade 

shows 

Participate in a trade show 

directed at potential 

customers 

4 
“Exhibits, conventions, 

trade fairs” (Reid, 1981) 

11. Attending 

professional 

seminars 

Using seminars as a method 

to identifying prospects 
5  

12. Networking 

Use social, community, and 

professional relationships to 

develop contacts 

3 
“Nests” (Brennan, 

1983,121) 



 

 
 

Interview 

approaches 
   

18. Phone for 

appointment 

Call the prospect in order to 

set up an appointment for a 

sales interview 

1 

 

19. Personal 

visit/Cold call 

Call personally on the 

prospect unexpectedly 
 

“Direct contact 

approach” 

20. Personal 

letter to 

prospect 

Write the prospect letter/e-

mail introducing the 

salesperson and requesting 

a sales interview 

 
Dwyer et al. 

(2003, 16) 

21. Other 

intermediaries 

Use mutual friends etc. to 

arrange the sales interview 

with prospect 

 

 

“Intermediary 

approach” 

22. Customer 

referral 

Have a present customer 

contact to prospects to 

arrange interview 

 

Dwyer et al. 

(2003, 16) 

 

 

 

Approaching 

Technique How used 
Frequ- 

ency 
Other names 

23. 

Introductory 

approach 

Give only the salesperson’s 

name and the company’s 

name to the prospect 

4  

24. The 

compliment 

approach 

Use sincere expression of 

appreciation to get the sales 

interview with the customer 

5 

“Agenda approach” 

(Manning and Reece, 

2007, 253) 

25. Referral 

approach 

Use the present customer’s 

name as a reference to the 

prospect 

5  

26. Premium 

approach 

Give the prospect a token gift 

for the sales interview 
4  

27. 

Showmanship 

approach 

Use unusual dramatic efforts 

to get the prospect’s 

attention and interest 

3 

“Shock approach” (Reid, 

1981, 23); “Surprise 

approach” (Kossen 1982, 



 

 
 

169) 

28. Question 

approach 

Open the sales interview with 

a question in order to get the 

prospect’s attention and 

interest 

4  

29. Survey 

approach 

Offer to do research for the 

prospect to determine if the 

salesperson can help the 

prospect 

3  

30. The 

product 

approach 

Involves actually 

demonstrating a product 

feature and benefit as soon 

as the salesperson walks up 

to the prospect 

5  

31. Consumer-

benefit 

approach 

State the benefits of the 

offering and see if the 

prospect is interested in 

6  

32. Curiosity 

Offer a benefit to the 

prospect that has appeal to 

the prospect’s curiosity 

3  

 

 

A sales presentation 

Technique How used 
Frequ- 

ency 
Other names 

33. Talk 

prospect’s 

language 

Adjust the communication 

style to accommodate the 

communication style of the 

customer 

2  

34. Need-

satisfaction 

Focus the sales talk around 

identifying the prospect’s 

needs, using probing 

questions when necessary 

4 

“Need analysis method” 

(Jobber and Lancaster, 

2009, 252). 

35. Product-

benefit 

approach 

Focus the sales talk on the 

product and the benefit it 

offer 

3 

“Features-Advantages- 

Benefits technique” (Reid, 

1981, 241); “Stimulus 

response method” (Futrell, 



 

 
 

1994, 415) 

36. 

Questioning 

methods 

(SPIN-

technique) 

Logical sequence of 

questions in which the needs 

of prospect are identified. 

3 
“ADAPT” (Ingram et al. 

2009, 26) 

37. Tailored 

sales 

presentation 

Make a sales presentation 

that is specifically tailored for 

each prospect 

3 

“Adaptive sales 

presentation” (Anderson, 

1995, 258) 

38. 

Standardized 

sales 

presentation 

Make the same sales 

presentation to all prospects 
4 

“Canned presentation 

(Anderson, 1995, 258”; 

“Stimulus response 

method” (Futrell, 1994, 

415) 

39. Partially 

standardized 

sales 

presentation 

Make a sales presentation 

that is slightly different for 

each prospect 

4 

“Formula method”(Futrell, 

1994, 416; 

“Outlined presentation” 

(Weitz et al. 1998, 158; 

Kossen, 1982, 187). 

40. 

Demonstrate 

Use a demonstration to 

reinforce the sales 

presentation 

4  

41. Help 

prospect 

visualize 

offering 

Use a product, a brochure, a 

film, a catalogue to help 

prospect visualize the 

salesperson product 

5  

 

 

Handling objections and resistance 

Technique How used 
Frequ- 

ency 
Other names 

42. Direct 

denial 

Dispute what the prospect 

has said and then explain the 

true facts 

6 

“Contradiction” Reid, 1981, 

274; “Counterpoint 

method” (Brennan, 1983, 

202) 

43. Indirect 

denial 

Give ground a little and then 

inoffensively dispute the 
3  



 

 
 

prospect´s objection 

44. Yes, but 

methods 

Agree with the prospect’s 

objection, but then make 

another statement to offset it 

5 

“Agree and neutralize” 

(Kossen, 1982, 236; 

Anderson, 1995, 296) 

45. 

Comparative-

item method 

Show the prospect two or 

more offerings and when 

prospect objects to a feature 

in one, reject it and substitute 

another 

 

 
1 

“Alternative product” 

(Anderson, 1995, 295) 

46. 

Comparison or 

contrast 

method 

Minimize the prospect’s 

objection by comparing it 

with something quite 

acceptable 

1  

47. Answer 

objection with 

question 

Try to overcome the 

customer’s objection by 

asking a question related to 

the objection 

7 
“Interrogation” (Reid, 1981, 

272) 

48. Case-

history method 

Describe how another 

prospect purchased the 

offering and benefited by it 

3 

“Third-party testimony” 

(Manning and Reece, 

2007, 334); Feel-felt-found 

(Manning and Reece, 

2010, 291) 

49. 

Demonstration 

Demonstrate the offering to 

show the prospect the 

objection is not applicable 

2  

50. Propose 

trial use 

Overcome the objection by 

suggesting the prospect use 

the offering on a trial base 

2  

51. Feel-felt-

found 

Help to respond to objections 

in which the salesperson 

shows how others held 

similar views before trying 

the product (Weitz et al 

1998) 

2  

52. 

Compensation 

method 

Admit the prospect’s 

objection, but point out 

advantages that compensate 

for the objection 

4 

“Superior-benefit method” 

(Manning and Reece, 

2007, 334) 



 

 
 

53. Boomerang 

method 

Convert the prospect’s 

reason for not buying into a 

reason for buying 

7 

“Converting” (Kossen, 

1982, 235); “Capitalization” 

(Reid, 1981, 273) 

54. Coming to 

that method 

Tell the prospect the 

salesperson will answer the 

question later in the sales 

presentation 

5 
“Postpone method” (e.g. 

Weitz et al. 1998, 319) 

55. Pass-up 

method 

Smile and pass off the 

objection 
4 

“The pass-over” (Reid, 

1981, 275) 

 

 

Closing a sale 

Technique How used 
Frequ- 

ency 
Other names 

56. Direct 

close 

Ask for the order in a 

straightforward manner 
6 

“Direct appeal close” 

(Manning and Reece, 

2010, 310); “The ask-for-it 

close” (Huisken, 2002, 70) 

57. 

Assumptive 

close 

Assume the prospect is 

ready to buy and so focus on 

minor point such as delivery 

date 

7 

“Take-it-for-granted close” 

(Manning and Reece, 

2010, 311); “Positive-

assumption close” 

(Kossen, 1982, 255) 

58. Minor 

decision close 

Seek approval on the 

smallest possible decision 

encompassing the full order 

4 

Minor point close” (Kossen, 

1982, 259), “Trial Close” 

(Manning and Reece, 

2010, 310) 

59. Summary 

close 

Summarize the benefits 

already covered in the sales 

presentation, thus inducing 

the buying decision. 

6 

“Benefit-review close” 

(Huisken, 2002, 70); 

“Summary-of-Benefits” 

(Manning and Reece, 

2010, 312) 

60. Balance 

sheet method 

Attempt to obtain 

commitment by asking the 

buyer to think of the pros and 

cons of the alternatives 

4 

“Ben Franklin close” 

(Anderson, 1995, 325); “T-

account close” (Reid, 1981, 

306) 

61. Stimulus By steering prospects 4 “Yes-building close” (Reid, 



 

 
 

response 

close 

through a series of questions 

to which they almost certainly 

have to say “yes” 

1981, 304) 

62. Choice 

close 

Ask the prospect which of 

two or more versions of the 

offering he or she prefers 

6 

“Alternative choice” (Weitz 

“Multiple option close” 

(Manning and Reece, 

2010, 312); “Either/Or 

close” (Huisken, 2002, 70) 

63. 

Concession 

close 

Make the presentation and 

then offer some 

incentive/concession to the 

prospect 

5 

“Special deal close” 

(Anderson, 1995, 324); 

“Inducement” (Reid, 1981, 

309) 

64. Report 

close 

Tell the prospect about 

another prospect with a 

similar problem who made 

the purchase and benefited 

by it 

3 

“Suggestion close” 

(Kossen, 1982, 261); 

“Success story close” 

(Anderson, 1996, 325) 

65. Emotional 

close 

Appeal to the prospect’s 

emotions 
3 

“Appeal-to-Pride close” 

(Reid, 1981, 308) 

66. Standing 

room only 

Make the statement by 

explaining that unless the 

purchase is made now, the 

offering may be unavailable 

4 
“Last-chance” (Kossen, 

1982, 261) 

 

 

A post-sale follow-up 

Techniques How used 
Fregu- 

ency 
Other names 

67. In-person 

delivery 

The salesperson ought to be 

on hand, when customer’s 

order is delivered 

3  

68. Installation/ 

Maintenance 

Install the offering at the 

customer’s business and 

service it when necessary 

4  

69. Customer 

training 

Train the customer and/or 

customer’s employees how 

to use the offering 

4  



 

 
 

70. Sending 

thank you 

notes to 

customers 

Send a letter of appreciation 

to the customer 
4  

71. Follow-up 

After the ordered is signed, 

the salesperson ensures that 

the customer is ready to 

accept the offering and then 

that the initial use is 

satisfactory 

5  

72. Periodic 

follow-up of 

customer 

satisfaction 

Periodically check with the 

customer to ensure that the 

customer continues to be 

satisfied with the purchase 

2  

73. Handling 

complaints 

Address the customer’s 

complaints after the 

customer has signed the 

order 

3  

74. Expansion 

selling 

As the relationship based on 

trust and mutual respect, 

opportunities for expansion 

selling arises 

3  

75. Make credit 

arrangements 

Explain the salesperson’s 

firm’s billing procedures and 

interpret firm’s policies and 

practices for the customer 

2  

  

 

  



 

 
 

Appendix 3. Importance of selling techniques based on earlier empirical 

studies 

 

Importance of techniques for prospecting 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Personal observation 

S: Personal observation 

P: Cold canvassing 

S: Referral and introduction 

approach 

 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

 

CS: Personal observation 

IS: Phone/mail inquiries 

 

CS: Personal observation 

IS: Phone/mail inquiries 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Referral approach 

HP: Referral approach 

LP: Personal networking 

HP: Personal observation 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Center of influence 

HP: Center of influence 

LP: Personal observation 

HP: Personal observation 

 

 

 

Importance of techniques for obtaining information about a prospect and 

gaining interview 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: The prospect 

S: Phone for appointment 

P: Phone for appointment 

S: The prospect 

 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

 

CS: The prospect 

IS: The prospect 

 

CS: Phone for appointment 

IS: Prospect’s business 



 

 
 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Direct contact approach 

HP: Direct contact 

approach 

LP: Prospecting 

information 

HP: Prospecting 

information 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Direct contact approach 

HP: Prospect information 

LP: Prospect information 

HP: Direct contact 

approach 

 

 

 

Importance of Techniques for approaching the prospect 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Survey approach 

S: Consumer-benefit 

approach 

P:Question approach 

S: Curiosity 

 

Dubinsky and Staples 

(1981); Industrial 

salespeople 

Curiosity 
Consumer-benefit 

approach 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

 

CS: Consumer-benefit 

approach 

IS: Consumer-benefit 

approach 

 

CS: Curiosity 

IS: Curiosity 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Statement approach 

HP: Prospect-focused 

approach 

LP: Prospecting-focused 

approach 

HP: Statement approach 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Product-benefit 

approach 

HP: Product-benefit 

approach 

LP: Prospect-focused 

approach 

HP: Prospect-focused 

approach 



 

 
 

 

Importance of Techniques for making the sales presentation 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Qualify by asking 

prospect questions 

S: Qualify by asking 

prospect questions 

P:Tailored sales 

presentation 

S: Talk prospect’s language 

 

Dubinsky and Staples 

(1981); Industrial 

salespeople 

Qualify by asking prospect 

questions 
Tailored sales presentation 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

 

CS: Qualify by asking 

prospect questions 

IS: Tailored sales 

presentation 

 

CS: Talk prospect’s 

language 

IS: Qualify by asking 

prospect questions 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Need-satisfaction 

approach 

HP: Need-satisfaction 

approach 

LP: Ask prospect questions 

HP: Ask prospect questions 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Product-benefit 

approach 

HP: Need-satisfaction 

approach 

LP: Need-satisfaction 

approach 

HP: Product-benefit 

approach 

 

 

 

Importance of Techniques for handling objection and sales resistance 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Direct answer method 

S: Direct answer and case-

history method 

P: Case-history method 

S: Compensation method 

 

Dubinsky and Staples 

(1981); Industrial 
Direct answer method Case-history method 



 

 
 

salespeople 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

 

CS: Direct answer method 

IS: Direct answer method 

 

CS: Compensation method 

IS: Compensation method 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Direct answer method 

HP: Direct answer method 

LP: Offset method 

HP: Offset method 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Direct answer method 

HP: Offset method 

LP: Offset method 

HP: Direct answer method 

 

 

 

Importance of Techniques for closing a sale 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Direct close 

S: Direct close, Summary 

close 

P: Assumption close 

S: Assumption close 

 

Dubinsky and Staples 

(1981); Industrial 

salespeople 

Direct close Summary close 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

CS: Direct close 

IS: Direct close 

CS: Assumption close 

IS: Summary close 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Straightforward close 

HP: Straightforward close 

LP: Presumptive close 

HP: Presumptive close 

Jaramillo and Marshall 

(2004); salespeople in the 

banking industry; Low 

LP: Single obstacle close 

HP: Single obstacle close 

LP: Straightforward close 

HP: Straightforward close 



 

 
 

performers and High 

performers 

 

 

 

Importance of Techniques for post-sale follow up 

Study The most important Second important 

Dubinsky and Rudelius 

(1980); Industrial product 

and industrial service 

salespeople 

P: Handling complaints 

S: Handling complaints 

P: Periodic follow-up of 

customer satisfaction 

S:Follow-up 

 

Dubinsky and Staples 

(1981); Industrial 

salespeople 

Handling complaints 
Periodic follow-up of 

customer satisfaction 

Hite and Bellizzi (1985); 

Consumer and Industrial 

Salespeople 

CS: Reassuring the 

customer 

IS: Periodic follow-up of 

customer satisfaction 

CS: Sending thank you 

notes to customers 

IS: Customer training 

Dwyer, Hill and Martin 

(2000); Life insurance 

salespeople; Low 

performers and High 

performers 

LP: Follow-up questions, 

adjustments 

HP: Follow-up questions, 

adjustments 

LP: Periodic follow-up of 

customer satisfaction 

HP: Periodic follow-up of 

customer satisfaction 

Jaramillo and Marshall 

(2003); salespeople in the 

banking industry; Low 

performers and High 

performers 

LP: Follow-up questions, 

adjustments 

HP: Follow-up questions, 

adjustments 

LP: Reassuring the 

customer 

HP: Reassuring the 

customer 

 

 

  



 

 
 

Appendix 4. Interview questions 

 

1) Teema: Haastateltavan tausta 

2) Teema: Myyntityöstä yleensä? 

 Onko myyntityö muuttunut? Jos on, niin mitkä tekijät ovat 

vaikuttaneet muutokseen? 

 Mitkä ovat menestyvän myyjän tärkeimmät ominaisuudet? 

 Mitä osa-alueita tämän päivän myyntivalmennus korostaa? 

3) Teema: Asiakaslähtöinen ja myyntilähtöinen myynti 

 Mitä näillä tarkoitetaan? 

 Miten kyseiset suuntaukset nähdään tämän päivän 

myyntityössä? 

4) Teema: Myyntiprosessi 

 Onko asiakkaiden ja myyjien välinen suhde muuttunut? Jos 

on niin miten? 

 Mikä on myyjän rooli pitkäaikaisen asiakassuhteen 

rakentamisessa? 

 Minkälainen on tämän päivän myyntiprosessi? Onko 

myyntiprosessi muuttunut?  

 Miten asiakassuuntautuneisuus näkyy tämän päivän 

myyntiprosessissa? 

 Mitkä ovat myyntiprosessin tärkeimmät vaiheet? Kuinka 

tärkeää on uusasiakashankinta? 

 Miten asiakassuhteen luonne vaikuttaa myyntiprosessiin? 

5) Teema: Myyntitekniikat 

 Mitä myyntitekniikoilla tarkoitetaan? 

 Mikä on myyntitekniikoiden rooli tämän päivän myyntityössä?  

 Minkälaisia myyntitekniikoita tulisi painottaa myyntityössä? 

 Miten asiakassuhteen luonne vaikuttaa myyntitekniikoiden 

käyttöön? 

 Voidaanko myyntitekniikat jakaa asiakaslähtöisyyttä 

korostaviin ja myyntilähtöisyyttä korostaviin? Miten ja miksi? 



 

 
 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 


