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Selling Concept, Nature and Role in Marketing. 

The selling concept is a marketing philosophy that focuses on selling products or 
services to customers, regardless of their actual needs or wants. This approach 
assumes that customers will not buy enough of a product or service unless it is 
aggressively promoted and sold to them. The goal of the selling concept is to persuade 
customers to buy a company’s products or services, rather than to understand and 
satisfy their needs. 

Companies that adopt the selling concept often rely on aggressive advertising, personal 
selling, and other promotional strategies to convince customers to buy their products. 
They may also use pricing strategies such as discounts, coupons, or other incentives to 
encourage customers to make a purchase. 

While the selling concept can be effective in generating short-term sales and revenue, it 
can also have some downsides. By focusing solely on selling, companies may overlook 
the needs and preferences of their customers, leading to decreased customer 
satisfaction and loyalty. Additionally, aggressive sales tactics can sometimes turn off 
potential customers and damage a company’s reputation. 

Selling Features 

Selling features refer to the specific characteristics or attributes of a product or service 
that are highlighted during the sales process to persuade potential customers to make a 
purchase. These features are often promoted as the unique selling points (USPs) of a 
product or service, and are designed to differentiate it from competitors and appeal to 
the needs and preferences of target customers. 

Selling features can be an effective way to persuade customers to make a purchase, 
but they should be used in conjunction with a deeper understanding of customer needs 
and preferences. By tailoring the sales pitch to address specific pain points and 
concerns, salespeople can build stronger relationships with customers and create a 
more compelling case for why their product or service is the best choice. 

Some examples of selling features that a salesperson might emphasize during a sales 
pitch include: 

Quality: highlighting the high-quality materials or craftsmanship used in the product or 
service. 

Convenience: emphasizing the ease of use or accessibility of the product or service, 
such as its availability in multiple locations or online. 

Performance: highlighting the product’s superior performance compared to 
competitors, such as faster speed or longer battery life. 
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Design: emphasizing the product’s unique or innovative design features, such as its 
sleek or ergonomic shape. 

Price: highlighting the product’s affordability or competitive pricing compared to similar 
products or services. 

Warranty or guarantee: emphasizing the product’s warranty or money-back guarantee, 
which can help to build trust and confidence in the product or service. 

Selling Types 

There are several types of selling, including: 

 Personal Selling: This involves face-to-face interaction between the salesperson 
and the customer. The salesperson attempts to persuade the customer to buy a 
product or service. 

 Retail Selling: This type of selling takes place in a retail store or showroom. The 
salesperson assists the customer in finding and purchasing products. 

 Direct Selling: This involves selling products directly to the customer without the 
use of intermediaries like retailers. Examples of direct selling include door-to-
door sales and telemarketing. 

 Online Selling: This involves selling products or services over the internet. 
Examples include e-commerce websites and online marketplaces. 

 Consultative Selling: This approach involves the salesperson acting as a 
consultant to the customer, helping them identify their needs and recommending 
products or services to meet those needs. 

 Solution Selling: This involves identifying a customer’s problem and providing a 
customized solution to address that problem. 

 Relationship Selling: This approach focuses on building long-term relationships 
with customers. The salesperson aims to create trust and rapport with the 
customer to foster repeat business and referrals. 

Advantages of Selling: 

 Profit: Selling goods or services generates revenue, which is essential for a 
business’s survival and growth. Profit is the primary motivation for most 
companies to sell products or services. 

 Market Share: Effective selling helps a business gain market share by increasing 
the number of customers and sales. Market share is the percentage of the total 
market that a company has, and a higher market share means more customers 
and more revenue. 

 Customer Relationships: Successful selling builds strong relationships with 
customers. By providing excellent service and meeting customer needs, a 
business can increase customer loyalty and gain repeat business. 

 Brand Building: Consistent selling and marketing efforts help establish a 
business’s brand and reputation in the market. Customers associate a business’s 
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name with its products or services, and a strong brand can result in increased 
sales and customer loyalty. 

Disadvantages of Selling: 

 Cost: Selling involves expenses, such as advertising, commissions, and salaries, 
which can be significant. These costs can reduce profit margins and affect a 
business’s bottom line. 

 Competition: With so many businesses selling similar products or services, it 
can be challenging to stand out from the competition. This can lead to price wars 
and a decrease in profit margins. 

 Pressure: Selling can be stressful, especially when targets or quotas need to be 
met. This pressure can lead to burnout and high turnover rates among sales 
staff. 

 Rejection: Not every sales pitch will result in a sale. Salespeople need to be 
resilient and able to handle rejection without taking it personally. This can be 
challenging and demotivating for some people. 

Nature and Role in Marketing 

The nature of selling concept is rooted in a traditional approach to marketing that 
emphasizes sales and promotions as the primary drivers of revenue and growth. In this 
approach, marketing is viewed as a set of techniques designed to convince customers 
to buy products or services, rather than as a process of understanding and meeting 
customer needs. 

The role of selling concept in marketing can be seen as one of many possible 
approaches to selling products or services. While some companies may find that the 
selling concept is effective in driving short-term sales and revenue, others may choose 
to adopt a more customer-centric approach that focuses on understanding and meeting 
the needs of customers over the long term. 

In general, the role of marketing is to identify and satisfy customer needs, create and 
communicate value, and build long-term relationships with customers. While the selling 
concept may be useful in certain situations, it can sometimes lead to short-sighted 
decision-making and a focus on short-term results at the expense of long-term growth 
and profitability. 

To be effective in today’s market, companies need to adopt a more holistic approach to 
marketing that integrates customer insights, innovation, and value creation into all 
aspects of their business. By doing so, they can build stronger relationships with 
customers, differentiate themselves from competitors, and achieve sustainable growth 
and profitability over the long term. 
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Personal Selling, Evolving face of Personal 
Selling, Nature, importance, Types, Advantages and 

Disadvantages. 

The Personal Selling concept is a marketing strategy that emphasizes building personal 
relationships with customers through one-on-one interactions. It involves the use of 
salespeople to engage with potential customers, understand their needs and 
preferences, and present products or services that can meet those needs. 

The Personal Selling concept is based on the idea that people are more likely to buy 
from someone they trust and with whom they have a personal connection. Therefore, it 
involves developing relationships with customers by providing personalized attention, 
offering solutions to their problems, and addressing any concerns they may have. 

Personal selling can take place in various settings, such as face-to-face meetings, 
phone conversations, or online chats. The salesperson is responsible for understanding 
the customer’s needs and preferences, explaining the benefits of the product or service, 
and guiding them through the buying process. 

The Personal Selling concept has several advantages, including the ability to provide 
personalized attention to customers, build long-term relationships, and gather feedback 
about the product or service. However, it also has some disadvantages, such as the 
high cost of hiring and training salespeople and the potential for inconsistency in the 
sales process. 

Personal Selling definitions given by different authors and persons 

According to William Stanton, “Personal Selling involves person-to-person 
communication with a prospective buyer for the purpose of creating a favorable 
impression, and convincing him or her to make a purchase.” 

 According to Philip Kotler, “Personal Selling is the art of selling by a person-to-
person communication process that involves dialogue, persuasion, and the 
sharing of information between two or more parties.” 

 According to Elmo Lewis, “Personal Selling is the process of persuading a 
potential customer to buy a product or service by engaging in face-to-face 
communication with him/her.” 

 According to John F. Tanner, “Personal Selling is the process of building 
relationships with customers through individualized attention and problem-
solving, in order to create long-term customers who are loyal to the brand.” 

 According to Robert J. Calvin, “Personal Selling is a form of communication in 
which a salesperson uses his or her skills and techniques to identify and satisfy 
customer needs and wants, and ultimately persuade them to make a purchase.” 

 According to David Jobber, “Personal Selling is the process of selling a product 
or service through interpersonal communication with potential customers, to 
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identify their needs and wants, and match them with appropriate products or 
services.” 

 According to Zig Ziglar, “Personal Selling is the art of persuading and influencing 
others through the power of words, to create a mutually beneficial relationship 
that results in the sale of a product or service.” 

Evolving face of Personal Selling 

Personal Selling has evolved significantly in recent years due to various technological 
advancements and changes in consumer behavior. Here are some ways in which the 
face of Personal Selling has evolved: 

 Use of Technology: Personal selling has become more efficient and effective 
with the use of technology. Salespeople can now use various tools such as 
customer relationship management (CRM) software, virtual meetings, and social 
media to interact with customers, track their preferences, and deliver 
personalized solutions. 

 Focus on Relationship Building: Personal selling is no longer just about 
closing a sale. Today, salespeople focus more on building long-term 
relationships with customers by providing personalized attention and creating a 
positive experience. 

 Need for Authenticity: Consumers today are more informed and skeptical than 
ever before. As a result, salespeople need to be authentic and transparent in 
their approach to selling, focusing on building trust with their customers. 

 Personalization: Personal selling has become more personalized, with 
salespeople tailoring their approach to the unique needs and preferences of each 
customer. This involves taking the time to understand the customer’s pain points, 
preferences, and buying habits, and providing customized solutions. 

 Emphasis on Value: Today’s consumers are looking for value, not just low 
prices. Personal selling has evolved to focus on providing value to customers by 
delivering high-quality products or services that meet their needs and exceed 
their expectations. 

Nature of Personal Selling: 

 Personal Interaction: Personal selling involves direct interaction between the 
salesperson and the potential customer, allowing for immediate feedback and 
response. 

 Customized Approach: Personal selling allows for a customized approach to 
the sales process, with the salesperson tailoring their pitch and approach to meet 
the specific needs and preferences of the customer. 

 Relationship Building: Personal selling is a relationship-building process that 
involves developing trust, rapport, and a sense of partnership between the 
salesperson and the customer. 
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 Sales Process Control: Personal selling allows the salesperson to control the 
sales process, guiding the customer through the buying journey and addressing 
any objections or concerns they may have. 

Importance of Personal Selling: 

 High Impact: Personal selling can have a high impact on the customer due to 
the direct interaction and personalized approach, leading to a higher likelihood of 
a sale. 

 Feedback Collection: Personal selling allows for the collection of valuable 
feedback from customers, helping companies to improve their products and 
services. 

 Relationship Building: Personal selling is an effective way to build long-term 
relationships with customers, leading to repeat business and customer loyalty. 

 Competitive Advantage: Personal selling can provide a competitive advantage 
for companies by offering a unique and personalized approach to the sales 
process. 

 Revenue Generation: Personal selling can generate significant revenue for 
companies, particularly in industries where high-value products or services are 
being sold. 

Personal Selling Types 

Personal Selling can be classified into different types based on the nature of the sales 
situation, the type of customer, and the selling method used. Here are some of the most 
common types of Personal Selling: 

 Retail Sales: This type of Personal Selling takes place in a retail environment, 
such as a store or a showroom, where customers can physically interact with the 
product before making a purchase. 

 Business-to-Business (B2B) Sales: This type of Personal Selling involves 
selling products or services to other businesses rather than individual 
consumers. The sales process is typically longer and more complex, with a focus 
on building long-term relationships. 

 Direct Sales: This type of Personal Selling involves direct contact with the 
customer, either in person or over the phone, without the use of intermediaries 
such as retailers or wholesalers. 

 Telemarketing: This type of Personal Selling involves using the telephone to 
contact potential customers and promote a product or service. It can be done 
either by an internal sales team or outsourced to a third-party service provider. 

 Online Sales: This type of Personal Selling involves selling products or services 
online through digital channels such as websites, social media, and online 
marketplaces. The sales process may involve direct communication with the 
customer through chat or email. 

 Consultative Selling: This type of Personal Selling involves taking a 
consultative approach to the sales process, where the salesperson acts as a 
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consultant to the customer, understanding their needs and providing tailored 
solutions. 

 Relationship Selling: This type of Personal Selling involves building long-term 
relationships with customers, focusing on building trust, and providing ongoing 
support and value. 

Personal Selling Advantages 

 Personalized Approach: Personal Selling allows salespeople to interact directly 
with potential customers, providing a personalized approach that can help build 
trust and rapport. 

 Immediate Feedback: Personal Selling provides immediate feedback, allowing 
salespeople to adjust their approach in real-time to address customer concerns 
and increase the likelihood of a sale. 

 Relationship Building: Personal Selling can help build long-term relationships 
with customers, leading to repeat business and customer loyalty. 

 Customized Solutions: Personal Selling enables salespeople to provide 
customized solutions that meet the specific needs and preferences of individual 
customers. 

 Control over Sales Process: Personal Selling allows salespeople to control the 
sales process, guiding customers through the buying journey and addressing any 
objections or concerns they may have. 

Personal Selling Disadvantages 

 High Costs: Personal Selling can be expensive due to the need for skilled 
salespeople, training, and travel expenses. 

 Time-Consuming: Personal Selling can be a time-consuming process, 
particularly for complex products or services. 

 Limited Reach: Personal Selling is limited by the number of salespeople a 
company can employ, meaning it may not be a viable option for reaching a large 
audience. 

 Inconsistent Results: Personal Selling relies heavily on the skills and abilities of 
individual salespeople, meaning results can be inconsistent depending on the 
effectiveness of the sales team. 

 Negative Perception: Some consumers may view Personal Selling as pushy or 
aggressive, leading to a negative perception of the company and its products or 
services. 
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Characteristics of a Successful 
salesperson, Sales as a career option. 

A Salesperson is an individual who is responsible for selling a company’s products or 
services to potential customers. Salespeople play a critical role in the success of a 
business, as they are responsible for generating revenue and building relationships with 
customers. 

Salesperson concept involves understanding customer needs and providing solutions to 
meet those needs, which involves a combination of product knowledge, communication 
skills, and customer relationship management. A salesperson must be able to identify 
potential customers, understand their needs, and communicate the benefits of the 
company’s products or services in a way that resonates with the customer. 

In addition, a salesperson must be able to manage the sales process effectively, from 
the initial contact with the customer to the closing of the sale. This involves 
understanding the customer’s decision-making process, overcoming objections, and 
negotiating the terms of the sale. 

Salespeople may work in a variety of industries, including retail, wholesale, business-to-
business, and services. They may be responsible for selling products directly to 
customers or working with intermediaries such as distributors or sales agents. 

Attribute/Characteristics of a Successful salesperson 

There are several attributes that a successful salesperson should possess in order to 
achieve their sales targets and build long-term relationships with customers. Here are 
some key attributes of a successful salesperson: 

 Excellent Communication Skills: A successful salesperson should have strong 
verbal and written communication skills, as well as the ability to actively listen to 
customers and understand their needs. 

 Deep Product Knowledge: A successful salesperson should have a thorough 
understanding of the products or services they are selling, including their 
features, benefits, and potential drawbacks. 

 Empathy and Emotional Intelligence: A successful salesperson should be able 
to empathize with customers and understand their pain points, which will allow 
them to provide effective solutions. 

 Strong Work Ethic: A successful salesperson should be highly motivated and 
driven to achieve their sales targets, and should be willing to put in the time and 
effort necessary to reach those goals. 

 Flexibility and Adaptability: A successful salesperson should be able to adapt 
to changing circumstances, whether it’s adjusting their sales pitch to suit a 
particular customer or changing their approach in response to market trends. 
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 Persistence and Resilience: A successful salesperson should be able to handle 
rejection and setbacks, and should be persistent in their efforts to close deals 
and build relationships with customers. 

 Positive Attitude: A successful salesperson should have a positive and 
optimistic outlook, which will help them stay motivated and focused on achieving 
their goals even in challenging circumstances. 

SALESPERSON TYPES 

There are several types of salespeople, each with their own unique responsibilities and 
areas of expertise. Here are some common types of salespeople: 

 Inside Sales Representative: Inside sales representatives work from an office 
or call center, and are responsible for selling products or services to customers 
over the phone or through email. They may also conduct virtual product 
demonstrations or provide customer support. 

 Outside Sales Representative: Outside sales representatives travel to meet 
with potential customers in person, and may sell products or services to 
businesses or individuals. They are often responsible for building and 
maintaining relationships with customers in a specific geographic area. 

 Account Manager: Account managers are responsible for managing 
relationships with existing customers, ensuring their needs are being met and 
identifying opportunities for upselling or cross-selling products or services. 

 Business Development Representative: Business development 
representatives are responsible for identifying potential customers and 
generating new leads for the sales team. They may conduct market research and 
outreach to prospective customers through email, social media, or phone calls. 

 Sales Engineer: Sales engineers are technical experts who work with the sales 
team to sell complex products or services, such as software or engineering 
solutions. They help to translate technical information into language that 
customers can understand, and may conduct product demonstrations or provide 
technical support. 

 Retail Sales Associate: Retail sales associates work in a retail setting, and are 
responsible for selling products to customers who visit the store. They may 
provide customer service, process transactions, and assist with inventory 
management. 

 Sales Manager: Sales managers oversee the sales team, and are responsible 
for setting sales goals, developing sales strategies, and managing sales 
performance. They may also work with other departments, such as marketing or 
product development, to ensure alignment with company goals. 

 

 

 



P 11 - Selling and Advertising      UNIT -1 - SELLING 
  

Page 10 of 22 
 

Sales as a Career Option 

Sales is a popular and rewarding career option for individuals who are interested in 
building relationships with customers, working in a dynamic environment, and 
generating revenue for a company. Here are some details about sales as a career 
option: 

Job Responsibilities: 

The primary responsibility of a salesperson is to generate revenue for the company by 
selling products or services to potential customers. This involves a range of activities, 
including identifying potential customers, building relationships with them, 
understanding their needs, providing solutions, negotiating the terms of the sale, and 
closing deals. Sales professionals may work in a variety of industries, including retail, 
wholesale, business-to-business, and services, and may specialize in selling specific 
types of products or services. 

Skills Required: 

Successful sales professionals possess a combination of technical knowledge, 
interpersonal skills, and personal qualities. They must have excellent communication 
skills, both verbal and written, and be able to actively listen to customers in order to 
understand their needs. They must also be persistent, resilient, and able to handle 
rejection, as sales can be a challenging and competitive field. Sales professionals must 
also have strong analytical and problem-solving skills, as they may need to identify and 
address customer needs, market trends, and competitive pressures. 

Education and Training: 

While a degree is not always required for sales positions, many employers prefer 
candidates with a college degree, especially in business, marketing, or a related field. 
Some employers also require sales professionals to have specific certifications or 
licenses, depending on the industry and products or services being sold. Sales 
professionals may also receive on-the-job training or attend sales training programs to 
develop themselves as per requirement. 

Salesperson Training Concept and Meaning 

Salesperson training refers to the process of providing education, coaching, and 
guidance to individuals who are responsible for selling products or services to 
customers. The primary goal of salesperson training is to enhance the knowledge, skills, 
and abilities of sales representatives so they can be more effective in their roles. 

Salesperson training typically covers a range of topics, including product knowledge, 
customer relationship management, sales techniques, communication skills, and sales 
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psychology. Training can be provided in various formats, such as classroom sessions, 
online courses, on-the-job training, coaching, and mentoring. 

The meaning of salesperson training is to equip sales professionals with the tools they 
need to succeed in their role. It is essential for sales teams to receive regular training 
and support to keep up with the constantly changing market and consumer behaviors. 
Effective salesperson training can result in improved sales performance, increased 
customer satisfaction, and higher revenue for the company. 

Salesperson Training Types 

There are several types of salesperson training, including: 

 Product training: This type of training focuses on teaching sales reps about the 
features, benefits, and unique selling points of the products or services they are 
selling. 

 Sales techniques training: This type of training focuses on teaching sales reps 
the best practices for engaging with customers, identifying customer needs, 
handling objections, and closing sales. 

 Customer relationship management (CRM) training: This type of training 
focuses on teaching sales reps how to use CRM tools to manage customer data, 
track customer interactions, and prioritize sales opportunities. 

 Communication skills training: This type of training focuses on teaching sales 
reps how to communicate effectively with customers, including listening skills, 
body language, and tone of voice. 

 Sales psychology training: This type of training focuses on teaching sales reps 
about the psychology of selling, including how to build rapport with customers, 
how to create a sense of urgency, and how to use persuasive language. 

 Time management training: This type of training focuses on teaching sales 
reps how to prioritize their tasks and manage their time effectively to maximize 
their productivity. 

 On-the-job training: This type of training involves shadowing experienced sales 
reps to learn from their sales techniques and approaches. 

 Coaching and mentoring: This type of training involves working one-on-one 
with a coach or mentor who provides guidance, feedback, and support to help 
sales reps improve their skills and performance. 
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Sales Training 

Salesperson training refers to the process of providing education, coaching, and 
guidance to individuals who are responsible for selling products or services to 
customers. The primary goal of salesperson training is to enhance the knowledge, skills, 
and abilities of sales representatives so they can be more effective in their roles. 

Salesperson training typically covers a range of topics, including product knowledge, 
customer relationship management, sales techniques, communication skills, and sales 
psychology. Training can be provided in various formats, such as classroom sessions, 
online courses, on-the-job training, coaching, and mentoring. 

The meaning of salesperson training is to equip sales professionals with the tools they 
need to succeed in their role. It is essential for sales teams to receive regular training 
and support to keep up with the constantly changing market and consumer behaviors. 
Effective salesperson training can result in improved sales performance, increased 
customer satisfaction, and higher revenue for the company. 

Sales Training Need 

Sales training is needed for a variety of reasons, including: 

 Improve sales performance: Sales training can help sales reps improve their 
skills and techniques, resulting in better sales performance and higher revenue 
for the company. 

 Keep up with market changes: The market and customer behaviors are 
constantly changing, and sales training can help sales reps keep up with these 
changes and adapt their sales approach accordingly. 

 Enhance product knowledge: Sales training can help sales reps become more 
knowledgeable about the products or services they are selling, which can help 
them better address customer needs and concerns. 

 Increase customer satisfaction: Sales training can help sales reps improve 
their communication skills and build stronger relationships with customers, 
resulting in higher customer satisfaction. 

 Boost team morale: Sales training can help boost team morale by providing 
opportunities for professional development and growth, which can improve job 
satisfaction and retention rates. 

 Stay competitive: Sales training can help companies stay competitive in their 
industry by ensuring their sales reps are equipped with the latest sales 
techniques and best practices. 

 Improve sales forecasting: Sales training can help sales reps better understand 
the sales process and how to accurately forecast sales, which can help with 
business planning and decision-making. 
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Salesperson Training Types 

There are several types of salesperson training, including: 

 Product training: This type of training focuses on teaching sales reps about the 
features, benefits, and unique selling points of the products or services they are 
selling. 

 Sales techniques training: This type of training focuses on teaching sales reps 
the best practices for engaging with customers, identifying customer needs, 
handling objections, and closing sales. 

 Customer relationship management (CRM) training: This type of training 
focuses on teaching sales reps how to use CRM tools to manage customer data, 
track customer interactions, and prioritize sales opportunities. 

 Communication skills training: This type of training focuses on teaching sales 
reps how to communicate effectively with customers, including listening skills, 
body language, and tone of voice. 

 Sales psychology training: This type of training focuses on teaching sales reps 
about the psychology of selling, including how to build rapport with customers, 
how to create a sense of urgency, and how to use persuasive language. 

 Time management training: This type of training focuses on teaching sales 
reps how to prioritize their tasks and manage their time effectively to maximize 
their productivity. 

 On-the-job training: This type of training involves shadowing experienced sales 
reps to learn from their sales techniques and approaches. 

 Coaching and mentoring: This type of training involves working one-on-one 
with a coach or mentor who provides guidance, feedback, and support to help 
sales reps improve their skills and performance. 
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Consumer Psychology 

Consumer psychology is a branch of psychology that studies how individuals make 
decisions about purchasing, using, and disposing of products and services. It is a 
multidisciplinary field that draws on theories and principles from psychology, marketing, 
economics, and sociology. 

Understanding consumer psychology is important for businesses because it can help 
them develop effective marketing strategies, create products that meet customer needs, 
and build strong relationships with customers. 

Areas of consumer psychology: 

 Perception: Consumers’ perceptions of products and services can influence 
their buying decisions. Marketers can use various sensory cues, such as 
packaging design, colors, and sounds, to influence consumers’ perceptions of 
their products. 

 Motivation: Consumers’ motivations for buying products and services can be 
driven by a variety of factors, such as their basic needs, desires, emotions, and 
goals. Understanding these motivations can help marketers develop messages 
that resonate with consumers. 

 Attitudes: Consumers’ attitudes toward products and services can be shaped by 
their beliefs, values, and experiences. Marketers can use various strategies, 
such as social proof, to influence consumers’ attitudes toward their products. 

 Learning: Consumers’ learning processes can influence their buying decisions. 
Marketers can use various methods, such as repetition, to help consumers learn 
about their products and remember key information. 

 Memory: Consumers’ memories of products and services can influence their 
buying decisions. Marketers can use various techniques, such as storytelling, to 
create memorable experiences that resonate with consumers. 

 Decision-making: Consumers’ decision-making processes can be influenced by 
a variety of factors, such as cognitive biases, emotions, and social influence. 
Marketers can use various strategies, such as scarcity, to help nudge consumers 
toward making a purchase. 

Consumer Psychology Usefulness 

Consumer psychology is extremely useful for businesses for several reasons: 

 Better understanding of consumer behavior: By understanding consumer 
psychology, businesses can gain a better understanding of how and why 
consumers make decisions about purchasing, using, and disposing of products 
and services. This knowledge can help businesses develop effective marketing 
strategies, create products that meet customer needs, and build strong 
relationships with customers. 
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 Developing effective marketing strategies: Understanding consumer 
psychology can help businesses develop effective marketing strategies by 
tailoring their messages and products to appeal to specific consumer 
motivations, attitudes, and behaviors. This can lead to increased sales, customer 
loyalty, and brand recognition. 

 Improving product design and development: By understanding consumer 
needs and desires, businesses can create products and services that meet those 
needs and desires. This can lead to more successful product launches and 
increased customer satisfaction. 

 Enhancing customer relationships: By understanding consumer psychology, 
businesses can build strong relationships with their customers by creating 
positive experiences and meeting their needs and desires. This can lead to 
increased customer loyalty and repeat business. 

 Staying competitive: In today’s competitive market, understanding consumer 
psychology is essential for businesses that want to stay competitive. By using 
consumer psychology insights to create more effective marketing strategies and 
products, businesses can gain a competitive edge. 

Common Strategies that Businesses use: 

 Personalization: Personalization involves tailoring marketing messages and 
products to the specific needs, preferences, and interests of individual 
consumers. This can be done through targeted advertising, personalized product 
recommendations, and customized user experiences. 

 Social proof: Social proof involves using the opinions and experiences of others 
to influence consumer behavior. This can be done through customer reviews, 
celebrity endorsements, and social media influencers. 

 Scarcity: Scarcity involves creating a sense of urgency or exclusivity around a 
product or service by emphasizing its limited availability or time-sensitive nature. 
This can be done through limited-time offers, exclusive releases, and product 
bundling. 

 Emotion: Emotion involves appealing to consumers’ emotions and feelings to 
influence their behavior. This can be done through storytelling, inspirational 
messaging, and creating emotional connections with consumers. 

 Authority: Authority involves using expert opinions and authoritative sources to 
influence consumer behavior. This can be done through expert endorsements, 
industry awards, and authoritative branding. 

Types of Consumer psychology strategies: 

 Advertising: Advertising is a type of consumer psychology strategy that involves 
creating and disseminating messages to influence consumer behavior. 
Advertising can be done through various media, such as television, radio, print, 
and digital channels. 
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 Pricing: Pricing is a type of consumer psychology strategy that involves setting 
prices to influence consumer behavior. Pricing strategies can include 
discounting, bundling, and dynamic pricing. 

 Packaging: Packaging is a type of consumer psychology strategy that involves 
designing product packaging to influence consumer behavior. Packaging can 
include elements such as color, imagery, and messaging. 

 User Experience: User experience is a type of consumer psychology strategy 
that involves designing products and services with the user in mind. User 
experience can include elements such as ease of use, functionality, and 
aesthetics. 

Consumer Buying Motives 

Buying motives refer to the underlying reasons why a consumer decides to purchase a 
particular product or service. These motives can be both rational and emotional, and 
can vary widely from person to person. Some common buying motives include fulfilling 
a need or want, solving a problem, seeking pleasure or enjoyment, or making a 
statement about oneself or one’s lifestyle. Understanding a consumer’s buying motives 
is essential for businesses to develop effective marketing strategies and products that 
appeal to their target audience. 

The concept of buying motives is based on the idea that consumers are not simply 
purchasing products or services for their functional benefits alone, but rather for the 
underlying needs, desires, and motivations that drive their behavior. These motives can 
be both conscious and unconscious and can be influenced by a range of internal and 
external factors such as personal values, social norms, cultural influences, and 
marketing messages. For example, a consumer may choose to buy a luxury car not 
only for its performance and features but also to express their social status or self-
image. 

Understanding the different buying motives of consumers is important for businesses to 
create effective marketing strategies that resonate with their target audience. By 
identifying the underlying needs and desires that drive consumer behavior, companies 
can tailor their messaging, product design, and customer experience to meet these 
needs and create a more compelling value proposition. By appealing to consumers’ 
motives, businesses can build stronger brand loyalty and drive long-term customer 
relationships. 

Buying motives include: 

 Need: A consumer may have a genuine need for a product, such as food, 
clothing, or shelter. 

 Desire: A consumer may want a product because it makes them feel good, such 
as buying luxury items like designer clothes, expensive cars, or jewelry. 
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 Social status: A consumer may purchase products or services to show off their 
social status, such as buying high-end cars, homes, or designer clothes. 

 Convenience: A consumer may purchase a product or service because it is 
more convenient than an alternative, such as purchasing pre-packaged meals 
instead of cooking from scratch. 

 Safety: A consumer may purchase a product or service because it is safer than 
an alternative, such as buying a car with advanced safety features or purchasing 
a home security system. 

 Health: A consumer may purchase a product or service because it is better for 
their health, such as buying organic food or purchasing gym memberships. 

 Emotional reasons: A consumer may purchase a product or service because of 
an emotional attachment or personal significance, such as buying a particular 
brand of perfume because it reminds them of a loved one. 

Buying Motives Process 

The buying motives process is the sequence of steps that a consumer goes through in 
making a purchase decision, taking into account their needs, wants, motivations, and 
constraints. 

Understanding the buying motives process is essential for businesses to create 
effective marketing strategies and products that meet the needs and desires of their 
target audience at each stage of the process. By identifying the different factors that 
influence consumer behavior, businesses can create more compelling value 
propositions that appeal to consumers’ motivations and drive long-term customer 
relationships. 

The following are the general steps of the buying motives process: 

 Recognition of a need or want: This is the first step in the buying process 
where the consumer realizes a need or want that must be satisfied. This could be 
prompted by internal factors such as hunger or thirst, or external factors such as 
a new product or promotion. 

 Information search: Once a consumer has identified a need or want, they will 
begin to search for information about potential solutions. This could involve 
research on the internet, asking for recommendations from friends or family, or 
consulting with salespeople. 

 Evaluation of alternatives: After gathering information about different options, 
the consumer will evaluate the pros and cons of each alternative based on their 
buying motives. This could involve comparing prices, features, quality, and other 
factors. 

 Purchase decision: After evaluating the different alternatives, the consumer will 
make a purchase decision based on their buying motives. This could involve 
factors such as price, quality, availability, convenience, or brand loyalty. 

 Post-purchase evaluation: After making a purchase, the consumer will evaluate 
their decision based on whether it met their needs and expectations. This could 
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lead to positive or negative feedback about the product, which could influence 
their future buying behavior. 

BUYING MOTIVES THEORIES : 

There are several theories that attempt to explain the buying motives of consumers. 
Here are three of the most prominent: 

 Maslow’s Hierarchy of Needs: This theory posits that humans have a hierarchy 
of needs, starting with basic physiological needs (such as food, water, and 
shelter) and progressing through safety, love and belonging, esteem, and finally 
self-actualization. According to this theory, consumers will be motivated to 
purchase products that satisfy their current level of need in the hierarchy. 

 Herzberg’s Two-Factor Theory: This theory suggests that there are two types 
of factors that influence consumer behavior: hygiene factors and motivators. 
Hygiene factors are basic needs that must be met in order for a consumer to 
consider purchasing a product, such as product quality, price, and availability. 
Motivators, on the other hand, are higher-level needs that are not strictly 
necessary but can drive purchase decisions, such as social status or personal 
fulfillment. 

 Freud’s Psychoanalytic Theory: This theory suggests that consumers are 
motivated by unconscious desires and emotions, including fears, anxieties, and 
desires for power or control. According to this theory, consumers may make 
purchase decisions based on subconscious desires or needs that they may not 
be aware of. 

How to Alter Buying Motives? 

Altering buying motives involves changing the underlying needs, desires, or motivations 
that drive consumer behavior. Here are some ways that businesses can attempt to alter 
buying motives: 

 Targeted marketing: By understanding the specific needs and desires of their 
target audience, businesses can create marketing messages that appeal to those 
motivations. This could involve highlighting the benefits of a product that align 
with consumers’ values, or showcasing the lifestyle or social status associated 
with a particular product. 

 Product innovation: Developing products that better align with consumers’ 
needs and desires can help alter their buying motives. For example, if consumers 
are concerned about the environmental impact of their purchases, developing 
products with eco-friendly features can appeal to those motivations. 

 Pricing strategies: Changing the price of a product can alter consumers’ buying 
motives by making it more or less attractive. For example, offering discounts or 
promotions can make a product more appealing, while increasing the price can 
make it less attractive. 
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 Influencer marketing: Partnering with influencers or other trusted sources can 
help alter consumers’ buying motives by leveraging their influence and credibility. 
This could involve sponsoring a celebrity or social media influencer to promote a 
product, or partnering with experts in a particular field to lend credibility to a 
product. 

 Social proof: By showcasing positive reviews or testimonials from satisfied 
customers, businesses can alter consumers’ buying motives by providing social 
proof that a product is desirable and worth purchasing. 
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Selling of Consumer and Industrial 
Products (Goods and Services) 

Consumer products and industrial products are two different categories of goods that 
are produced and sold in the market. Here are the definitions and concepts of both: 

Consumer products: 

Consumer products are goods that are purchased by individuals for personal or 
household use. These products are meant for the end-users, and their sales are 
influenced by the individual’s personal preferences, desires, and needs. Consumer 
products can be further classified into four types: convenience products, shopping 
products, specialty products, and unsought products. 

 Convenience products: These are low-cost, everyday goods that people 
purchase frequently with minimal effort. Examples include toothpaste, bread, and 
milk. 

 Shopping products: These are more expensive goods that people buy less 
frequently and spend more time comparing before making a purchase. Examples 
include furniture, clothing, and electronic devices. 

 Specialty products: These are unique and often expensive products that people 
buy based on a particular quality, brand, or feature. Examples include luxury 
watches, high-end cars, and designer clothes. 

 Unsought products: These are products that people do not necessarily want or 
actively search for, such as life insurance or funeral services. 

Industrial products: 

Industrial products are goods that are used by businesses or organizations to produce 
other goods or services. These products are not meant for end-users and are not sold in 
the same way as consumer products. Industrial products can be further classified into 
three types: materials and parts, capital items, and supplies and services. 

 Materials and parts: These are goods that become a part of a final product, 
such as raw materials, steel, and electronic components. 

 Capital items: These are long-lasting goods that are used to produce other 
goods or services, such as machinery, buildings, and computers. 

 Supplies and services: These are goods and services that are used in the 
production process but do not become a part of the final product, such as office 
supplies, cleaning services, and maintenance and repair services. 
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Selling of Consumer and Industrial Products of Goods and Services 

The selling of consumer and industrial products of goods and services involves different 
approaches, strategies, and channels. Here are some differences: 

 Target audience: The target audience for consumer products is individuals or 
households, while the target audience for industrial products is businesses or 
organizations. 

 Marketing approach: The marketing approach for consumer products typically 
focuses on creating emotional appeal and brand recognition through advertising, 
promotion, and packaging. In contrast, the marketing approach for industrial 
products is more about building relationships with customers and providing 
solutions to their specific needs. 

 Distribution channels: The distribution channels for consumer products are 
typically through retailers, wholesalers, or e-commerce platforms. In contrast, the 
distribution channels for industrial products are often direct sales, where sales 
representatives or account managers work directly with businesses to sell 
products. 

 Sales process: The sales process for consumer products is often shorter and 
more transactional, with customers making quick decisions based on brand 
recognition, price, and convenience. In contrast, the sales process for industrial 
products is often longer and more complex, involving multiple decision-makers 
and requiring more information about the product’s features, benefits, and cost-
effectiveness. 

 Sales team: The sales team for consumer products is often large and focuses on 
volume sales, with a mix of inside and outside salespeople, merchandisers, and 
distributors. In contrast, the sales team for industrial products is often smaller and 
more specialized, with a focus on building relationships, providing technical 
expertise, and providing customized solutions to businesses. 

Selling of Consumer and Industrial Products of Goods and Services Theories 

There are various theories and models that can be applied to the selling of consumer 
and industrial products of goods and services. Here are a few examples: 

 Consumer behavior theory: Consumer behavior theory is the study of how 
individuals make decisions about what products to buy. It involves understanding 
the factors that influence consumer decisions, such as cultural, social, personal, 
and psychological factors. Sales teams can use this theory to develop marketing 
strategies that appeal to consumers’ needs, values, and preferences. 

 Industrial buying behavior theory: Industrial buying behavior theory is the 
study of how businesses make decisions about what products to buy. It involves 
understanding the organizational and interpersonal factors that influence 
decision-making, such as the buying center, decision-making process, and 
buying criteria. Sales teams can use this theory to develop sales strategies that 
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address the specific needs and concerns of businesses, such as providing 
technical expertise, customized solutions, and after-sales support. 

 Relationship marketing theory: Relationship marketing theory is the idea that 
long-term customer relationships are more valuable than short-term sales. It 
involves building strong, ongoing relationships with customers by providing value, 
trust, and mutual benefit. Sales teams can use this theory to develop strategies 
that focus on customer retention, loyalty, and advocacy, such as providing 
exceptional customer service, personalized communication, and incentives for 
repeat business. 

 Sales process models: Sales process models are frameworks that help sales 
teams manage and optimize the sales process. They typically involve a series of 
stages, such as prospecting, qualifying, presenting, and closing, and provide 
guidance on how to move prospects through the sales funnel. Sales teams can 
use these models to improve efficiency, effectiveness, and customer satisfaction, 
such as by using technology tools, tracking metrics, and providing ongoing 
training. 

Selling of Consumer and Industrial Products of Goods and Services example 

Here is an example of how the selling of consumer and industrial products of goods and 
services might differ: 

Let’s consider a company that produces both consumer and industrial cleaning 
products, such as laundry detergent and industrial-grade solvents. 

For the consumer cleaning products, the sales team might focus on creating emotional 
appeal through advertising and promotions that emphasize the product’s benefits, such 
as its ability to remove tough stains, keep clothes smelling fresh, and protect the 
environment. The team might also work with retailers to ensure that the product is 
prominently displayed, easily accessible, and competitively priced. The sales process 
might involve a mix of in-store promotions, online advertising, and social media 
outreach, and the team might track metrics such as click-through rates, conversion 
rates, and customer satisfaction. 

For the industrial cleaning products, the sales team might focus on building 
relationships with businesses that have specific cleaning needs, such as manufacturing 
facilities, hospitals, or schools. The team might provide technical expertise on how to 
use the products safely and effectively, offer customized solutions that address the 
customer’s unique needs, and provide ongoing support such as training and 
maintenance. The sales process might involve a mix of direct sales, cold calling, and 
trade shows, and the team might track metrics such as lead generation, conversion 
rates, and customer retention. 

By tailoring the marketing and sales strategies to the specific needs of each audience, 
the company can maximize its sales and build strong, long-term customer relationships 
in both the consumer and industrial markets. 


