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MAIN SALES TECHNIQUES AT THE ENTERPRISE

The article deals with the study of existing sales promotion techniques and their effective management. The idea that the proper use of sales techniques
can significantly increase the level of awareness of the company and contribute to its successful development is substantiated. Trade has always been
(and still is) a relatively simple, affordable and reliable business activity. But, we must admit that even in the age of fierce competition, not all modern
top managers, office consultants, salespeople and agents have the sales techniques and relevant skills. How to successfully raise sales in an online store?
How to increase company profits? How to manage sales effectively? By efficiency, we mean increasing sales. Unfortunately, there is no universal recipe
for how to increase trade efficiency. Each company selects its own technique by trial and error, repeatedly testing it in practice. A meticulous approach
is working - you need to gather staff with experience and good sales skills or to train your own team. Successfully chosen technique of effective sales
answers all the questions asked. The paper provides recommendations for the use of sales promotion techniques. Describes how social networks can
affect sales and brand, how accurate customer knowledge can increase existing customers' reach and reach new customers. It is hard to surprise a
whimsical modern client. The market is overflowing with similar offers, each business has serious and dangerous competitors. Effective sales techniques
(telephone, online, and so on) are a prerequisite for developing a company and maintaining stability in sales. The author focuses on how quality customer
service provides a great advantage among competitors and increases the level of loyalty, and concludes that impact techniques depend on many factors
and are situational in use.
Keywords: sales, management, profit, customers, advertising, systems, sales, company, sales techniques.

K. A. JIOBAC
OCHOBHI TEXHIKHA HNIIBUIIEHHSA TPOJAXKIB HA IIIAIIPUEMCTBI

CratTs IpUCBSYEHA IMTAHHIM BUBUYCHHS iICHYIOUMX TEXHIK ITiIBUILICHHS POJAXiB Ta eEeKTUBHOMY yNpaBiIiHHIO HUMH. OOTPYHTOBYEThCS iies PO Te,
[0 caMe TPaMOTHE BUKOPHCTAHHS TEXHIK MPOAAXiB MOXKE 3HAYHO IMiJBUIINTH PiBEHb Mi3HABAHOCTI KOMIAHIl Ta CHPUATH I YCIIIIHOMY PO 3BHUTKY.
Cdepa Toprisii 3axau Oyna (i 3aMHIIa€THCS 3apa3) MOPIBHIHO MPOCTUM, IOCTYITHUM i HalITHUM HanpsSMOM IiANPUEMHHUIIBKOT TisTbHOCTI. Ane, Tpeba
BM3HATH, 1[0 HAaBiTh B €MOXY YKOPCTOKOI KOHKYPEHIII] JaJIeKO HEe BCi Cy4acHi TON MeHekepH, 0(iCHI KOHCYJIBTAHTH, PO ABI i areHTH BOJIOIIIOTH
TeXHIKaMH TPOJaXiB Ta BIANOBIAHUMHU HaBMYKaMH. SIK yCIIIIHO MiJHATH NMPOAaXi B iHTepHET-MarasuHi? Sk 301LTbIIMTH NpuOyTOK KommaHii? Sk
epeKkTUBHO ynpaBiaTd npojaxamu? ITin epeKkTHBHICTIO MM po3yMieMo 30UTbIICHHS 00csriB mpojaxiB. Ha jkanb, yHIBepCaJbHOTO PELENTy, SK
301TBIIMTH €EKTUBHICTH TOPTiBIi, He icHy€e. KosKHE MiAmpueMCTBO MiIOKMpPAaE BIaCHY TEXHIKY METOAOM IPO0 i MOMIIOK, 6aratopa3oBo Te CTYIOUH il Ha
npaktuii. CKpymyJIbO3HUH MiAXiA 1a€ CBOT pe3ynbTaTd — HEOOXiqHO 3i0paTu TaT (axiBIiB 3 JOCBIIOM i XOPOUIMMH HaBUYKaMH Y Npojaaxax abo
TpEeHYBaTH CBOIO BJIaCHY KOMaHZy. Bjano oOpaHa TexHika e()eKTHBHUX MPOAAXIB Ja€ BIIMOBIIl Ha yci moCTaBlieHI mUTaHHSA. Y poOOTi HamalOThCS
peKOMeHail Ul BUKOPUCTAHHS TEXHIK MiJBUILEHHS NMpoakiB. OMUCY€EThCS, K COIlialbHi MEpesKi MOKYTh BIUIMBATH Ha PiBEHb MPOJAXKIB Ta OpeH[,
SIK TOYHE 3HAHHS [IPO KJIIEHTa MOJKE 301LIBIINTH PiBEHb MPOJIAXKIB Cepe]l ICHYIUNX KIEHTIB 1 3a]Ty4UTH HOBUX. [[pUMXIIBOTO Cy4aCHOTO KJIi€HTa BaXKKO
YHMOCH 3[JMBYBaTH. PHHOK NMEPENOBHEHUIT CXOKUMH TPOMO3HUIISIMH, Y KOKHOTO Oi3Hecy € cepilo3Hi i HeOe3neuHi KOHKypeHTH. EQeKTHBHI TeXHIKH
npojaxiB (TeneoHOM, OHJIAMH 1 Tak Jaii) — HeoOXiJHa yMOBa JUIS PO3BUTKY KOMIIaHii i MiATPUMKH cTabUIBHOCTI y peaitizaiii. ABTOp aKIEHTY€E yBary
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Ha TOMY, SIK SIKiICHHI KJIIEHTCHKHIA CEpBiC JIa€ BEJMKY MepeBary cepell KOHKYPEHTIB Ta IMiJIBUILYE PiBEHb JIOSUIBHOCTI, @ TAKOXK MPUXOIUTH 10 BUCHOBKY,
110 TEeXHIKH BILIMBY 3aJIeXkKaTh Bix 6aratbox (hakTopis i € CUTYaliifHUMHI y BHKOPHUCTaHHI.
Ka104oBi ci10Ba: npojax, ynpasiliHHs, NpUOYTOK, KIIIEHTH, peKJIaMa, CHCTEMH, BiJIiI IPOAaXKiB, KOMIIAHIs, TEXHIKH HPOJaXKIB.

K. A. IOBAC
OCHOBHBIE TEXHUKHU NOBBIHIEHUA MPOAAXK HA NPEAINIPUATUN

CraThs MOCBSILICHA BOIPOCAM M3y4YEHHS CYIIECTBYIOIIUX TEXHUK MOBBILIECHNS IPOAaX U 3()(HeKTHBHOMY ylpaBieHHI0 UMH. OOOCHOBBIBAaeTCS HIES O
TOM, YTO UIMEHHO I'PAMOTHOE UCIIOIB30BaHNE TEXHHUK MIPOJaX MOXKET 3HAUNTEIILHO TOBBICUTh YPOBEHb Y3HABAEMOCTH KOMIIAHUH U CIIOCOOCTBOBATH €€
ycnemHoMmy passutiio. Cepa Toprosnu Bcerna Obuia (M ocTaercs ceifyac) CpPaBHHTEIBHO IPOCTHIM, MAOCTYNHBIM M HaJEXKHBIM HaIpaBIeHHEM
MpeANPUHUMATENLCKO AesTenbHocTr. Ho, Hajo pu3HaTh, YTO JaKe B 3MOXY JKECTOKOW KOHKYPEHLMH JaJIeKO HE BCE COBPEMEHHBIE TOIl MEHEKEPBI,
odrcHBIe KOHCYJIBTAaHTbI, IPOAABIEI U areHTHl 00JIAAI0T TEXHUKAMU MIPOJAX M COOTBETCTBYIOIIMMH HaBbIKaMH. Kak yCIeImHO MOAHSTH NPOJaXKH B
nHTepHeT-Marasune? Kak yBenmuuts npubbuib komnanuu? Kax sddextuBHO ynpapmaiars npopaxamu? Ilon 3¢pdeKTHBHOCTBIO MBI NOHHMaeM
yBeIndeHHe 00beMOB Ipojax. K coxaneHuio, yHHBEPCAIBHOIO pELENTa, KaK yBEIUYUTh d()PEKTHBHOCTH TOPrOBIM, HE cyuecTByeT. Kaxkmoe
MPEANPUATHE TOAOUPAET COOCTBEHHYIO TEXHHKY METOJIOM MPOO U OLIMOO0K, MHOTOKPATHO TECTUPYsI €€ Ha npakTuke. CKpyITyJIe3Hblil MOAX0 1aeT CBOU
pe3yJbTaThl - HEOOXOJMMO COOpaTh IITAT CINCHUATIHUCTOB C ONMBITOM M XOPOIIMMH HaBBIKAMU B IPOJAXaxX WM TPEHUPOBATH CBOIO COOCTBEHHYIO
KOMaHAy. Ya4HO BbIOpaHHas TeXHHKa 3()(EKTHBHBIX MPOJAX AAET OTBETHI HA BCE IMOCTABICHHBIC BONPOCHL. B padoTe naioTcst peKoMeHIalun st
HCII0JIb30BAaHMsl TEXHUK MOBBIMIEHHS MpoJax. OMUChIBaeTCs, KaK COLMAIbHBIE CETH MOTYT BIHMATh HA YPOBEHb NMPOJAXK U OPEH, Kak TOYHOE 3H aHUE O
KIIMEHTE MOXKET YBEINYUTh YPOBEHb MPOJAX CPEJH CYLIECTBYIOLUINX KIMEHTOB U TPHUBJIeYb HOBBIX. Kalpu3HOro COBPEMEHHOr0 KIMEHTa TPYAHO YeM-
TO YAUBHUTH. PHIHOK MEPENoIHEH HOXOKUMH MPEUIOKEHUSIMY, Y KXKIOr0 OU3HEca eCTh Cepbe3HbIe U ONACHBIC KOHKYPEHTHI. D (EKTUBHBIC TEXHU KU
npoaax (mo TenedoHy, OHJIAWH U T.J.) - HEOOXOJUMOE YCIOBHE IS PA3BUTHS KOMIIAHMH M MOJJECPXKaHHS CTAOWIBHOCTH B peaau3alui. ABTOp
AKIEHTHPYET BHUMAHUE HA TOM, KaK KaueCTBEHHBIH KIMEHTCKHH CepBHC JaeT OOJBLIOE MPEUMYILECTBO CPEIY KOHKYPEHTOB M IOBBIIIAET YPOBEH b
JIOSUTBHOCTH, @ TaKoKe IIPUXOJUT K BBIBOJY, YTO TEXHUKH BO3/ACHCTBHS 3aBUCST OT MHOTHX (D)aKTOPOB U SIBIISCTCS CUTYALIMOHHBIMHU B HCIIOJIb30BAHUH.

KiioueBsble cjioBa: npojaxa, ynpasjaeHue, pUObUIb, KIMEHThI, PeKIaMa, CHCTEMBI, OTAEI NPOJIax, KOMIIaHUs, TEXHUKH TIPOJIaK.

Introduction. Today, economic activity in the context
of market relations, increased competition and other aspects
require continuous development of organizations and
management of the enterprise. It is possible to provide a
stable income only when creating a competent and
progressive sales management system. The urgency of the
work is that sales management at the enterprise performs the
main function and exploring the possibilities of improvement
of this activity will allow the enterprises to increase the
efficiency of their activity both by optimizing current efforts
aimed at finding customers and selling products, as well as
by finding new directions of sales[10].

The market is full of similar offers; each business has
serious and dangerous competitors. Effective sales
techniques (telephone, online, and so on) are a prerequisite
for developing a company and maintaining stability in sales.

Analysis of recent research and publications. The
theoretical relevance of the topic determines the degree of
scientific development of this problem. Jill Conrat describes
in his book Flexible Sales. How to sell in an era of change,
about how important it is for a sales manager to have speed
in making decisions, in an era of change. Stefan Schiffman
reveals misconceptions in communicating with customers
and teaches sales techniques. After all, the main goal of any
company is to create and maintain long-term relationships
with customers. And this can only be achieved by speaking
with customers in the same language. Robert Cialdini talks
about the mechanisms of motivation, the rules of
assimilation of information and decision making. A lot of
specialized literature is devoted to the formation and
implementation of sales techniques, however, the works of
the following scholars deserve the most attention: Scriptun
E, Kondrashov B, Fatrell Charles M, Ferney D., Lee.

Analysis of the issue. Sales — a business concept that
describes almost any commercial activity, business in
general. Sales are most often the final stage of the business
cycle of a commercial enterprise. It is used only in the
plural, in contrast to the term "sale" (one-time sale of
something specific). Sales are currently a practical rather
than a theoretical discipline. Numerous educational

practical trainings on the development of specific sales
skills, articles and books on the specifics of a particular type
of sales, etc. are devoted to sales [16].

The purpose of the work is to learn the basic elements
of the sales system and to familiarize with the automation
of sales management in the enterprise. Enterprise sales
management is a complex process that has many elements.
The ambiguity lies in the lack of a unified approach: some
believe managing sales means motivating people
responsible for product sales, others are convinced that
successful sales must first and foremost work with sales
channels, while others focus on automating customer
engagement. Therefore, sales management makes sense to
understand both the motivation of the staff and the
improvement of business processes, which in the complex
will lead to a significant increase in profits.

The modern market offers so many goods and services
that without the ability to properly and efficiently sell their
product, no company can survive. A good seller is one who
can interest a potential buyer, give him a good presentation
of the product, correctly respond to all objections and
questions, and ultimately sell the product to him. In order
to teach this, whole trainings are created, seminars and
courses are held [15].

Many support the view that not everyone can become
a good salesman. To do this, one must possess not only the
theory of effective sales, but also possess certain qualities
of personality and character. Being a good sales manager is
not only a profession, but also a kind of state of mind.

There are certain characteristics by which you can
distinguish a good and experienced seller. However, far
from always all of them must be present without fail. It so
happens that the seller has a literally magical inner
charisma and can sell any product to any person, even if
there are some gaps in other characteristics. A good sales
manager is a specialist who [3]:

1. Speaks competent speech.

2. Understands the entire production technology of the
product and its characteristics, and can competently answer
all questions of interest to the buyer.
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3. Has good intelligence, and can maintain a
conversation with the buyer.

4. Is able to listen and hear what the buyer tells him.
This is necessary in order to understand the needs and
requirements of the buyer and offer him exactly what can
satisfy him.

5. Has a neat and presentable appearance, speaks with
a friendly smile. The sales manager represents not only the
product that is currently selling, but also the entire
organization in which he works. Therefore, what the buyer
will have about the whole company depends on the
impression that the buyer will have from a conversation
with the seller.

6. Professionally responds to any situation that may
arise during a conversation with a potential buyer. For
example, one client needs to explain in detail and several
times the functional characteristics of the product, another
will require the provision of quality certificates, the third
needs arguments regarding why he needs this product.
None of these situations (and many others) should lead the
seller into a dead end and make him bewildered[5].

In order to be effective, the sales management system
must be comprehensive, integrating a large number of
elements, including [1]:

1. Determination of the target audience: their needs,
optimal price range, strategic niches of the market and
tactics of exploring new directions.

2. Existing distribution channels: possible types of
distribution channels, obtaining information from potential
dealers and distributors, exploring the needs and conditions
under which cooperation is possible.

3. Channel management: sales planning for each
channel individually, training and incentives for sales
system members, feedback support, constant quality
control, results adjusting.

4. Organization of sales department: setting clear tasks,
distribution of functions, staffing and technical support.

5. Management of sales department: clear planning,
motivation of employees, exchange of experience, joint
summing up, evaluation of work of department and
personal contribution of each employee, determination of
sales value.

6. Relationship management: search for potential
clients, build sales for the needs of specific clients,
presentations and negotiations, selection of arguments,
conclusion of agreements.

7. Adjustment of the sales system: the overall
assessment of the system and its regulation depending on
the results.

Starting to learn the tools and techniques of sales it
needs to be well-versed in sales.

Active sales are the most time consuming, but they are
the most productive ones. The technology of active sales by
phone is quite complicated. It involves the gradual
collection of data to build a database of leads. This happens
through the search for new buyers and cold calls. The
collected base is subject to processing. Active sales
methods are very diverse. The sales manager requires
maximum returns and initiative, the buyer in this tandem is
passive. This is characterized by active sales [12].

Passive sales - on the contrary, do not involve the

active actions of the manager, they have the initiative given
to the client. But it needs to use specific sales techniques to
maximize productivity. A buyer, who doubts the choice
between the two products is ready to listen to additional
information that will help him to decide and make a
purchase.

Direct sales. The scheme of direct sales is simple and
almost primitive - the manager and the client meet, there is
a presentation of the goods, an agreement is made. Direct
sales have a significant difference from others - the lack of
intermediaries [12].

Indirect sales. This type is very common in large
companies. Techniques such as franchising and
merchandising are used. The first technology is to obtain
the right to run a successful business, the second - to
properly place goods on storefronts and hold appropriate
promotions.

Determining what specific types of successful sales
the company will apply, rules, technology, best tools and
effective sales methods are selected [13].

I have analyzed several recommendations from
modern articles for successful sales management :

1. Brand recognition. Brand recognition affects the
credibility of the business and contributes to the emergence
of new sales and promotes repeat ones.

Here are some methods to help make your brand more
popular:

Create a loyal audience around the brand, take
advantage of mutual PR and offer cooperation to other
brands. [12].

2. Look for a place to meet with clients on social
networks. Show the right message to the right audience.
This is a universal principle of communication on any site.
Social networks are no exception.

Targeted advertising is an ideal way to meet a
potential customer on social networks. So far, of all social
networks, Facebook offers the widest range of tools for
setting ads. Therefore, it is advisable to pay attention to it
first of all [9].

3. Use the power of email marketing. It is important
to constantly work at the base, and a proven lead is to protect
and educate. Email marketing is one of the main ways to
build a long and trusting relationship with your client.

In modern researches there are 3 reasons to work with
the contact database:

- promote resale;

- contact a potential customer if he threw the goods
into the basket;

- strengthen brand loyalty through newsletters with
quality and useful content.

Often, e-commerce relies solely on ads on Facebook
or Google as the primary tool for sales promotion.

So the business is in a dependent position. Objects can
change their privacy policies, introduce new advertising
policies, add restrictions, and entrepreneurs must
constantly adapt. On the contrary, the email database is like
a pillow: with contacts at hand, in which you can always
contact the client directly [4].

4. Find out as much information as possible about
the client. If they do not buy the product, it means that
perhaps the company is selling it to the wrong customers.
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The company should learn as much information as possible
about the client and create a portrait of the client from the
target audience. And it's not just about age, field and
geography. The following questions will help you create a
portrait of a company client:

- What worries the customer and how the product will
help get rid of these problems

- What prevents the buyer: what are the concerns of
the client (dealing with objections)?

- In what corners of the Internet does the client spend
more time?

Answers to these questions will help the company
decide what to sell, how and where to do it [7].

5. Direct sales marketing offers quite specific NLP
techniques that cannot be recommended as universal. With
some buyers, this kind of sales marketing will bring great
results, with others it may not work at all. Knowledge of
the rules of successful sales must be combined with the
knowledge of psychology [17].

Psychology is the basis of NLP technique.

Reflection. By observing the client's behavior, the
pace of his language, his mood, the manager takes the same
position, creating the most comfortable conditions for
communication and demonstrating his intention to help
with every request.

Non-verbal contact. A friendly, unobtrusive touch on
the shoulder or arm sometimes brings an unexpectedly
positive effect with a light and relaxed gesture.

Compliments. Not the rude flattery but the subtle
compliments of a company with a sophisticated game of
vanity, work for managers who understand the nuances of
this technology.

"Yes, but ..." Knowing the most common customer
objections, the manager can prepare the most favorable
answers in advance. The customer's objection cannot be
disputed. It is better to agree and then justify arguments that
invalidate the claims made. As practice shows, such
counterarguments are quite effective [14].

6. Make quality customer service your competitive
advantage. Gaining customer love and trust is a long and
reliable way to increase sales. When anxiety is felt at all
stages of interaction with the brand, the client wants to
always come back for pleasant emotions.

A satisfied client will not only want to return to the
company, but will also recommend this to friends and
acquaintances [6].

The minimum program is not to create additional
difficulties for the client and not to force him to take
unnecessary actions. Maximum - depends on your
capabilities and desires.

Efficiency: the client can contact in a convenient way
for him and quickly get answers to your question. Using
multiple channels to communicate with customers is a plus.
Communicate on the site, on the social network or in the
messenger, by mail and, of course, by phone, to which the
manager always answers and politely answers.

Transparency: Clearly define return conditions, terms
and conditions of warranty service; if there is anything in
the price tag, the company should immediately inform the
customer of the additional costs [8].

Feedback: the client refused — the company must find

out why; The company needs to find out why they gave a
negative rating, do not attack the client, but you need to
understand the company, why the client is dissatisfied.

The company should not forget to improve the product
itself: no bonuses and good service will work if customers
are constantly disappointed in the product. This should pay
attention to reviews and improve the product if the company
wants a long-term relationship with customers [11].

Conclusions. Today, successful sales do not just
require managers with "bases" and earned contacts. The
market is now dictating new rules. Companies and people
in these "bases" can have zero or minimum budgets. Now
the value is different — the ability to find new contacts and
new opportunities, faith in yourself and in your product.

Effective sales management can be carried out using
the sales techniques described above, and the technology of
the stages of the sales process is also used. Applying and
using all the stages, you can significantly increase sales of
the enterprise, as well as attract new customers and keep
existing ones. Assortment management is to ensure that the
producer promptly offers a certain set of goods that would
most fully satisfy the requirements of certain categories of
customers.
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