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[bookmark: _Toc17910886][bookmark: _Toc20210835]Icon legends
	Icon
	Description
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	Practice activity
Learning activities help you to gain a clear understanding of the content in this resource.  It is important for you to complete these activities, as they will enhance your learning. The activities will prepare you for assessments.
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	Collaboration
You will have opportunities to collaborate with others during your study. This could involve group activities such as mini projects or discussions that will enable you to explore and expand your understanding of the content.  
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	Self-check
An activity that allows you to check your learning progress. The self-check activity gives you the opportunity to identify areas of learning where you could improve. If you identify these, you could review the relevant content or activities.
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	Resources (required and suggested)
Additional resources throughout this workbook such as chapters from textbooks, online articles, videos etc. These are supplementary resources, which will enhance your learning experience and may help you complete the unit.
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	Assessment task
At different stages throughout the workbook, after you have completed the readings and activities, you may be prompted to complete one or more of your assessment tasks.
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	Video
Videos will give you a deeper insight into the content covered in this workbook. If you are working from a printed version, you will need to look these up using the URL provided.



[bookmark: _Toc17910887][bookmark: _Toc20210836]Getting started 
[bookmark: _Toc17910888][bookmark: _Toc20210837]What will I learn by completing this workbook? 
This workbook has been developed for the unit of competency SIRXSLS001-Sell to the retail customer. 
Successfully completing this unit of competency will give you the skills and knowledge to be able to follow policies and procedures for sales with customers.
In this workbook, you will learn to:
· Connect with customers and establish a rapport
· Communicate effectively with customers
· Determine customer’s needs, preferences and expectations
· Use product knowledge to sell products
· Promote products and services
· Advise on promotional events
· Address customer objections
· Maximise sales
· Provide after-sales service. 
Each topic includes opportunities to check your progress and understanding as well as activities that will help you to complete the formal assessments. Web addresses and suggested video links are at the end of this workbook as well as self-check answers to the activities.
[bookmark: _Hlk10115583]There are three topics to complete within this workbook. They are: 
1. Establish customer needs
1. Provide advice on products and services
1. Facilitate the sale of products and services. 
Alright, let’s get started!


[bookmark: _Toc17910889][bookmark: _Toc518640492]
[bookmark: _Toc20210838]Topic 1: Establish customer needs
 


[bookmark: _Toc17910890][bookmark: _Toc20210839]Overview
This topic provides information on communication techniques required to connect with your customers and establish their needs. 
In this topic you will learn about:
Establishing a rapport with your customers
Questioning and active listening techniques
Using verbal and non-verbal cues to establish the right level of contact with your customers
Clarifying the customer’s needs, preferences and expectations. 
The activities throughout this resource will assist you in your learning. These activities do not form a part of your final assessment however they will contribute to your understanding of the topic area.
1.1 [bookmark: _Toc17910891][bookmark: _Toc20210840]Connect with customers to establish a rapport
First impressions are important. You don’t have long to make an impression on someone, perhaps only a few seconds – so make the right one. The right impression can help you build a professional relationship, help to make a sale and build customer loyalty. You should think about how you greet and interact with your customers. Your interactions should communicate, through verbal and non-verbal cues, that you are happy to see and hear from the customer, and are interested in paying attention to what they have to say. If customers feel as though they are welcome, important and vital to your business, it is likely they will choose to stay and shop with you. If you are greeting people effectively, you’re more likely to be able to start a two-way conversation with your customer enabling you to:
Engage with them
Determine their needs
Offer a high-quality retail service
Get the desire outcome for the customer and your team. 


Every business will have standards in place in regards to how they wish you to approach and interact with the customers you serve. There may be rules in place in regards to:
Timeliness – Greet customers within a set period of them entering the premises, e.g. within 30 seconds or 1 minute of the customer entering the premises
Greeting – phrasing how you greet customer. Wording such as “good morning/afternoon. How are you today?” or “Welcome to [company name], how can I be of service?”
Prioritising – prioritising customer service over other secondary duties in the workplace.
The main guideline to follow when greeting and assisting customers is to treat each customer with the same respect and pleasantness regardless of their race, gender, appearance or physical capabilities. Time your approach. Too early and the customer may feel like you are pouncing on them, too late and the customer may already be on their way back out the door. Let your customers come in, say hello and smile. Give them a few moments to adjust to their surroundings. Watch how the customer behaves, as their body language will give you an indication as to whether they are ready to be approached. Clues might be looking around for help or picking up items to read labels.
	[image: ]	Resources
[bookmark: _Toc11228378][bookmark: _Toc17910892][bookmark: _Toc20210841]Additional resources
Read ‘The Retail Rooms’ Customer Service Policy and Procedure in your Retail Policy and Procedure manual. This resource will be needed to complete the assessments for this unit and covers interactions with customers.
[image: C:\Users\kfrench10\AppData\Local\Microsoft\Windows\INetCache\IE\Q52M13S7\book-1019740_640.jpg]
[bookmark: _Toc17910893][bookmark: _Toc20210842]Esablishing a rapport
Creating rapport is about using your interpersonal skills to communicate effectively with different people to build a relationship. If you have good interpersonal skills, you will usually be able to talk with ease to a variety of people with differing backgrounds and at a wide range of levels. Your communication will be confident, eloquent and adaptable to suit different situations.  
To establish rapport: 
Use positive, confident and easy to understand language
Be interested in what people are saying and ask questions to demonstrate this
Interpret non-verbal and verbal messages and react accordingly, or mirror their body language
Your use of language, verbal or non-verbal – try to be accommodating and adapt your style
Be aware of cultural differences:
Different cultures and communities have different expressions and accents, which you should bear in mind when speaking
English can potentially be a second language
Some words, terms and phrases may be offensive.
How you greet people will depend partially on the particular circumstance. Be professional and communicate a positive attitude by:
Understanding that customers are the reason you get paid, they should never be viewed as an interruption and should be treated with respect
Actively listen to every customer’s needs
Smiling
Being willing to help others and responding promptly to any request or query. Show empathy to all customers
Getting involved and getting the job done efficiently.
Doing all these things will ensure you are providing positive customer service and ensure repeat business.
[image: ]
[bookmark: _Toc17910894][bookmark: _Toc20210843]Approaches to initiate contact
There are three main types of approaches that can be used to initiate contact with customers. The approach you use will depend on the behaviour of the customer. It should be genuine, cheerful and welcoming.
	
	Greeting Approach
	Merchandise Approach
	Service Approach

	Definition
	A standard greeting to customers to engage in conversation. 
	Starting a conversation talking about a product.
	Starting the conversation by trying to help the customer or make it easier for them.

	When to use
	When the customer is browsing and hasn’t shown any interest in a particular product or area of the store.
	When the customer is showing interest in a product or range of products. They may be picking them up and reading labels etc. 
	When the customer has already made a selection. 

	Examples
	“Can I help you?”
“How can I help you today?”
“Good morning/afternoon, how are you today?”
	“Did you know they are in special this week? Great buy.”
“We have more of those in an area over here if you would like to look at those also.”
“Can I help you find another colour or size?”

	“You seem to have what you are looking for, come with me to the register.”
“Is there anything else I can help you with today?”
“Just take those to the register and they can process the sale for you.”

	Benefit
	Done sincerely, it engages the customer and shows an interest in helping them. 
	The customer is focussed on a product so talking about the product automatically leads them into a conversation with you. 
	You are there to help the customer and respect that they have already made a decision. You do not want to slow them down. 




Your approach and choice of opening can make all the difference when it comes to customer service. Your goal is to make the customer feel welcome. Customers should also be the first priority in your business. When you are completing secondary tasks such as cleaning or stocking shelves, it is expected that you stop what you are doing, no matter what it is, and serve the customer. 
	[image: ]	Watch
[bookmark: _Toc11228379][bookmark: _Toc17910895][bookmark: _Toc20210844]Video: Retail Sales Training: How to greet a customer
This video gives a more relaxed and open way to greet customers to ensure a conversation with them which can lead to a sale. 
[image: ]

https://www.youtube.com/watch?v=RHkz_Cf4KL0



	[image: ] 	Practice activity
[bookmark: _Toc17910896][bookmark: _Toc20210845]Activity 1.1: Connect with customers to establish a rapport
After watching the video on greeting customers, answer the questions below:

Why don’t customers like the front section or entrance of a store?
What technique does the video suggest you use to help you welcome customers?



1.2 [bookmark: _Toc17910897][bookmark: _Toc20210846]Use questioning and active listening for effective communication
[bookmark: _Toc17910898][bookmark: _Toc20210847]Using questioning skills
An important skill is the effective use of two-way communication. Questioning and listening skills, will help you determine a customer’s needs in a timely manner. There are various types of questioning techniques that you can use for finding out different information.
Open questions
Open questions allow you to gather information from a customer by asking questions that start with ‘when’, ‘why’, what, how or where. This means the customer has to provide you with information rather than just answering yes or no. Examples include:
“Who is going to be using this?”
“What specifically do you need it to do?”
“When do you need the products by?”
Closed questions
Closed questions generally get a yes or no response. They are good for confirming understanding. Used in the wrong spot in the conversation can cause it to stop. They must be used wisely when serving customers. Examples of closed questions include:
“Are you paying cash today?”
“Did you need that wrapped?”
“Is this for you?”
Reflective questions
Reflective questions are good to use to clarify a customer’s needs. You are basically paraphrasing what the customer has said to confirm your understanding. By listening carefully to the customer, you can ask reflective questions to give the customer confidence in you as a sales person. Examples of reflective questions include:
“So, you will needing 3 or 4 pairs of these, is that correct?”
“You said you liked this particular brand, is this the one you needed?”


[bookmark: _Toc17910899][bookmark: _Toc20210848]Active listening
Active listening is a skill which allows for a listener to gain a better understanding of what is being said. Below is a list of techniques you can use to ensure the speaker can see you are paying full attention to what is being said:
Facial expressions are appropriate to the content of the discussion
Maintaining eye contact with the speaker
Nodding your head
Posture demonstrating attentiveness and willingness to listen
Mirroring of facial expressions and gestures
Questioning of any key points for clarification
Clarification and summarisation at the end of the discussion.
[bookmark: _Toc17910900][bookmark: _Toc20210849]Barriers to effective communication
Some of the most common barriers to communication are:
Lack of active listening – this may be because of physical distractions, differences of opinions or disinterest in the topic. Ensure you follow the active listening techniques such as paying full attention to the customer, keeping eye contact and questioning for clarification
Information overload – giving too much information or data at once can lead to disinterest or lack of understanding. Select only relevant information and focus on the most important parts. For example the features and benefits that most suit the customer’s needs
Cultural differences – gestures and words can have different meanings in different cultures which can lead to misunderstandings or ineffective communication. More information is provided below
Language – with a multicultural society, there are many different languages spoken, and English, for some, may not be spoken well. More information is provided below
Disability or special needs – with these customers, communication techniques may need to change to suit their disability or need. Actively listen and question to gain understanding. Help them around the store if necessary. More information on specific special needs are covered below.
It is your job as a sales assistant to try to overcome these barriers to ensure effective communication is achieved so the customer leaves your business with exactly what they needed.


Cultural diversity and language barriers
Cultural awareness is about recognising that people belong to diverse range of cultures and that they will have their own values, behaviours, views and approaches to the way they live their lives. Cultural awareness and diversity are about having the resources to positively interact with people from diverse cultural backgrounds and appreciate their contribution to the workplace and business. Just because someone is from a different culture does not mean they will speak another language. The techniques you use to minimise cultural misunderstandings are the same as the ones you can use when language is a barrier. 
These techniques are:
Learn as much as you can about the cultures of your team members and customers
Ask what is appropriate or apologise if you did offend
Avoid using jargon. Use clear simple language
Speak clearly and slowly
Listen carefully to what is said
Draw pictures or demonstrate rather than talking
Employ the use of communication aids. 
[image: ]
Special needs
In many businesses, there may be clients or colleagues who have special needs and requirements which may affect their ability to communicate effectively. Special needs can include disabilities, language differences, cultural differences etc. Businesses may offer services such as access to interpreters, special phones or communication devices for hearing or sight impaired customers, or allow the use of guide or assistance pets. Whatever the special need, your business and yourself as a sales assistant should be doing whatever is required to meet the needs of the customer or colleague. Below are some techniques which can be used to help a range of special needs customers.
Physical and intellectual disabilities
As part of your knowledge of the store's services you should be aware of the facilities and resources available to assist customers with special needs, for example wheelchair access ramps, parenting and rest rooms and staff with skills (such as multilingual staff) who may be able to assist.
Speak to the person themselves not their carer/support person
Come out from behind counters
Get to the same level of the customer. Sit or kneel if they are in a wheelchair
Get items required if the customer has difficulty reaching them, or bring items to the customer
Ensure aisles are clear and wide enough to fit wheelchairs or other mobility devices
Be patient
If you don’t understand someone with a speech difficulty, let them know so other ways can be found to communicate what they need. Confirm and clarify.
Many of these techniques can also be used for mothers with prams. Prams can be larger and hard to manoeuvre around stores. As well as making sure aisles are clear and wide enough for prams you could also get products for them and help carry items to the counter or even the car for them. If the child is misbehaving, try distracting the child or help settle them.
Blind or vision impaired
People who are blind or vision impaired will usually be relying on you to approach them and offer assistance. You should:
Approach and greet as soon as possible, letting the customer know who you are
Ask the customer for their preferred guiding technique
Use normal tone of voice. Don’t shout
Talk to them or describe the products/services.
[image: ]


Hearing impairments
It may be hard to tell if a customer has a hearing impairment. Hearing aids may not be worn. If you identify that a customer has a hearing impairment:
Look directly at the customer so they can see your face. They may lip read
Speak clearly or louder if requested
Give them information to read or take home
Write down what you need them to know
Demonstrate or use gestures
Move to a quieter area if required. 
	[image: ] 	Practice activity
[bookmark: _Toc17910901][bookmark: _Toc20210850]Activity 1.2: Using questioning and active listening for effective communication
Explain when you should use each of the three types of questions given below and why:
1. Open question

Closed question

Reflective question




There are five barriers to effective communication mentioned in this section. List the techniques you could use to overcome these barriers? Complete the table below:
	Barriers to communication
	Techniques to overcome barriers

	Lack of active listening
	




	Information overload
	




	Cultural differences
	




	Language
	




	Disability or special needs
	








1.3 [bookmark: _Toc17910902][bookmark: _Toc20210851]Using verbal and non-verbal cues to determine level of interaction required to customers
Communication is about more than just what we say, it is how we say it and how our bodies interact as we speak. These two aspects of communication are verbal and non-verbal communication. Verbal communication is using the spoken or written word. This includes language used, tone and inflection. Non-verbal communication is body language and facial expressions which we use without thinking and can communicate so much about what we are thinking or feeling. This also includes posture, gestures, eye contact, personal space etc. The way you listen, look, move, react tells the other person whether you care about what is being said, if you’re honest, and also how well you are listening.
[bookmark: _Toc17910903][bookmark: _Toc20210852]Signs of interest and understanding
As a sales assistant, you should be able to determine the appropriate level of interaction required based in the customers verbal and non-verbal cues. This means thinking about when to engage with a customer and when to leave them to browse or have time to think. You can modify your sales techniques dependent on the cues displayed by your customer. 
Signals from customers that mean you should reduce your level of interaction can include:
Eyes averted
Restlessness such as fidgeting and shuffling
Saying thank you after you have given them information – some people do this to try to close a conversation
Other phrases such as “I’m just having a look.”
Checking the time shows the customer has other things they need to do
Leaning away from you or the products
Crossed arms.
Signals from customers that mean you should increase your level of interaction can include:
Asking questions mean the customer is interested and may want more information
Looking around like they need assistance
Lots of eye contact.
Leaning in and nodding the head and smiling.
If you are unable to direct the conversation in a way that engages the customer, or you recognise signals of disinterest, it may be necessary to step away and excuse yourself for a while to give the customer time. The customer will show signals again if they want more help.
[bookmark: _Toc17910904][bookmark: _Toc20210853]Identifying a customers need for assistance
There will be many opportunities when the customer is in the store for you to assist and provide advice. Not all customers will want assistance as soon as they walk in the store. Acknowledging your customers as they enter indicates to them that they are welcome in the store. Once they have been in the store for a suitable amount of time you can time your approach. If the customer still does not want to engage in conversation with you or is just looking, you must give them their freedom to browse the store. Ensure you explain that you will be available if they have any questions or need any help. 
Checking in on your customers periodically as they wander will ensure that you are available to provide service when required. Some behavioural signals that will indicate to you that a customer may need assistance includes:
Walking down various aisles looking for something
Holding or looking at multiple products trying to compare
Looking confused
Spending long periods of time in a specific area of the store.
When you notice any of these signals you should make yourself available and approach again to offer your help. 
[image: ]
	[image: ] 	Practice activity
[bookmark: _Toc17910905][bookmark: _Toc20210854]Activity 1.3: Determine level of interaction required to customers
Read the following scenarios and explain what you would do in each situation.
1. You have approached a customer and they have indicated that they just want to browse around for a while. What should you do?

The same customer has been in the store now for 2 minutes and has started picking up products and reading the labels. What should you do?

You have been explaining a product to a customer. They have crossed arms, are avoiding eye contact and look a bit restless. What would you do?



1.4 [bookmark: _Toc17910906][bookmark: _Toc20210855]Determine customer preferences, needs and expectations
[bookmark: _Toc17910907][bookmark: _Toc20210856]Customer needs
The first step in effective customer service is to find out what the customer wants from your business and why they want it. It is important to ask the correct questions to determine this. In many cases, the ‘why’ of a purchase is more important, as the original product they asked for may not be suitable to their actual needs. You must ensure that the product the customer takes home suits their requirements. Using your questioning techniques will help you gather this information to better serve your customers.
[bookmark: _Toc17910908][bookmark: _Toc20210857]Customer preferences
Through your questioning and interactions with the customer, it is important to identify any preferences the customer may have. Preferences may be a particular colour, style or brand. This enables you to match a product correctly to their preferences so they are happy with their purchase.
[bookmark: _Toc17910909][bookmark: _Toc20210858]Customer expectations
There are five expectations customers have when entering a business. There are:
Service - Customers expect a level of service that they think is appropriate for their type of purchase. Customers making a larger purchase or expensive one will expect more in-depth level of service to ensure they make the right decision or spend their money wisely
Price – The cost of purchases is important to everyone. Customers expect the price to be right for the product they require
Quality – Customers have expectations of quality and durability in a product if they pay an appropriate amount for it. They are less likely to question price if they are doing business with a company that has a reputation for quality products and service. On the other hand, customers don’t expect cheap items to last very long. 
Action – Customers expect action when a problem or question arises
Appreciation – Customers expect businesses to be appreciative of them. Providing attentive service and advice as well as thanking them at the conclusion of a sale, makes them feel important and encourages them to come back.


	[image: ] 	Practice activity
[bookmark: _Toc17910910][bookmark: _Toc20210859]Activity 1.4: Determine customer preferences, needs and expectations
1. Why is it important that you meet not only the needs of the customer, but also their preferences and expectations?

Explain some of the expectations of customers when they enter a business or purchase a product?

	[image: ]	Self-check
[bookmark: _Toc17910911][bookmark: _Toc20210860]How did you go?
You have completed the topic on Establish customer needs. Check the boxes for the tasks you feel confident you can complete. 
☐	I can connect with my customer and greet them appropriately.
☐	I can use questioning and active listening to determine customer’s needs, preferences and expectations. 
☐	I can determine the appropriate level of service required by observing verbal and non-verbal cues. 



[bookmark: _Toc17910912][bookmark: _Toc20210861]Topic 2: Provide advice on products and services
 


[bookmark: _Toc17910913][bookmark: _Toc20210862]Overview
This topic provides information on techniques required to provide advice on the products and services you are selling. 
In this topic you will learn about:
Product knowledge (features and benefits) and how to use these to sell products to customers
Legislation relating to sales
Advising on promotional events
Handling objections, maximising sales and closing the sale. 
The activities throughout this resource will assist you in your learning. These activities do not form a part of your final assessment however they will contribute to your understanding of the topic area.
2. [bookmark: _Toc17910914][bookmark: _Toc20210863]Use product and service knowledge to meet customer needs
[bookmark: _Toc17910915][bookmark: _Toc20210864]What is product knowledge?
Product knowledge is about knowing the details of the products and services you have on offer. This assists the customers to make the right purchasing decisions.
When a customer asks a specific question about a product, you should be able to provide them with accurate up-to-date information. You may be able to do this without assistance or you may need to refer to relevant sources of information or even to another colleague or manager. Don’t make anything up. If you do not know, tell the customer and find the answer for them. Product knowledge is what allows you to make accurate statements of fact to your customers about what your business sells. Therefore, it is in everybody’s best interest for sales people to develop their product knowledge.
[image: ]

[bookmark: _Toc17910916][bookmark: _Toc20210865]Developing product knowledge
The amount of knowledge expected from you will depend on the type of business you work in. For example: Someone who works in a self-serve type store like a supermarket, may not be expected to know a lot of product knowledge. They will just need to know where to find the products. On the other hand, someone who works in a pharmacy will be expected to have detailed knowledge about all the medications they are selling and how they are used. 
There are three key components to developing product knowledge:
The information that you need to know about the products you are selling
Knowing where to get the information
Communicating the information to the customer.
What you need to know about products?
Part of developing in-depth product knowledge involves research to find out:
What the product is used for?
Where the product comes from or where it is made? 
How it works, including any limitations for use?
The cost of the product/service
The features and benefits to the customer.
How to find the information required?
Developing your product knowledge can seem like a very big task, especially when there are a lot of different products. The best place to start is within your own department (if working in a larger business) or the businesses core products (if working in a smaller business). When new products come into the store, learn about them. When re-stocking shelves, read labels of products you don’t know about. Eventually you will acquire the knowledge you need to be able to match products to your customer’s needs.
You will need to source information not only on the products sold in your business but also any services offered. Your businesses policies and procedures will have the information required on the services they offer. Services may include:
Payment facilities such as EFTPOS and credit card including cash withdrawals.
Laybys or payment plan options such as Afterpay or ZipPay
Refunds/exchanges or repairs
Home delivery
Rainchecks
Gift wrapping
Installations or maintenance services.
Obviously the longer you work in the business, the more you will learn. Some sources of information to help you develop your product/service knowledge includes:
The product itself – By looking at, smelling, touching, using, reading about or even asking customers or colleagues about the product, you can often gain all the information you require to be able to sell it
Packaging and product labels – A lot of information can be found on a products packaging and can be easily shown to customers to back up what you have told them
Suppliers of the products – They can provide brochures, demonstrations or other information regarding their products
Product manuals – Provide all the information on the product including storing and handling, warranties, features and contents
The internet – There is a wealth of information about products/services on the internet. You can direct customers to manufacturer’s websites for further information about products they are purchasing
Colleagues or managers – The people you work with are a great source of information. They may have used or had feedback about products/services. Sharing knowledge in the workplace is a good way to develop all employees’ knowledge of what the business provides
Attending trade shows or training nights – Suppliers sometimes offer training on specific products or there may be shows in your area related to products you sell. 
[bookmark: _Toc17910917][bookmark: _Toc20210866]Offering alternatives
Unfortunately, there will be times when a product/service is currently unavailable. This may be due to manufacturing issues, supply issues, or unaccounted for increases in sales of that particular product/service. In these situations it is important that you provide alternative solutions to the customer in order to keep them interested in purchasing form your business. Possible solutions to this issue may include:
Placing an order for the customer, especially if an alternative won’t suit
Recommending a similar product from a different range/brand
Upselling to a more expensive model of the same product, with better features
Offering comparable products or services which offer the same features and benefits as the desired option. 


[bookmark: _Toc17910918][bookmark: _Toc20210867]Legislation relating to the sale of goods and services
Other knowledge needed in a business is legislation or codes of practice in relation to the selling of products or services. 	
Australian Consumer Law (ACL)
The Australian Consumer Law (ACL) is a national law concerning consumer protection and fair trading. It applies nationally, in all states and territories, and to all Australian businesses. 
It is administered by the Australian Competition & Consumer Commission (ACCC), and state and territory consumer protection agencies, and is enforced in all Australian courts and tribunals. The ACL was introduced on the 1st January 2011 and was the first time consumers had the same protections and expectations about business conduct wherever they were in Australia. 
It is a schedule to the Competition and Consumer Act 2010 (previously known as the Trade Practices Act). (The Australian Consumer Law, 2019)
Consumer guarantees
The ACL outlines consumer rights that are called consumer guarantees. These guarantees include your rights to a repair, replacement (exchange) or refund as well as compensation for damages and loss. These laws apply when products meet a certain criteria and apply to all products and services sold by a business under the value of $40,000 or over $40,000 that are normally bought for personal or household use. Businesses must provide automatic guarantees regardless of any other warranties on products. Replacement or refund may not be given if the consumer changes their mind, finds the goods cheaper elsewhere, or has damaged the goods themselves by using them in a way that was unreasonable. 
Products sold in Australia must be of acceptable quality i.e. safe, lasting, with no faults, look acceptable and do all the things someone would normally expect them to do. 
They must:
Match descriptions given
Match any demonstration model or sample
Be fit for the purpose it is sold for
Not carry any hidden debts or extra charges
Meet any extra promises about performance, condition and quality, such as life time guarantees and money back offers


Services must:
Be provided with acceptable care and skill or technical knowledge and taking all necessary steps to avoid loss or damage
Be fit for purpose or give results that you and the business agreed to
Be delivered within a reasonable time when there is no agreed end date. 
(Consumer Guarantees, 2019)
The Privacy Act
The Privacy Act 1988 was introduced to promote and protect the privacy of individuals and to regulate how Australian Government agencies and organisations handle personal information. There are 13 Australian Privacy Principles that govern standards, rights and obligations around the collection, use and disclosure of personal information, integrity and correction of personal information and the rights of individuals to access their personal information. A breach of an Australian Privacy Principle is an interference with the privacy of an individual and can lead to regulatory action and penalties. (The Privacy Act, 2019)
In most businesses, you may be collecting customer’s personal details and information. This may be through customer orders, payments made to the business or account information. Under the privacy laws your business must protect information collected from theft, misuse, interference, loss, unauthorised access, modification and disclosure. Any customer details need to be stored securely and only accessed by those staff members authorised to do so whether electronically or hard copy. Your business must also take reasonable steps to destroy or de-identify personal information when it is no longer needed. This might include shredding documents or storing them in a secure area. (Protecting your customers' information, 2019)
As an employee, it is your responsibility to keep any information about your customers private. This means not gossiping about customers and what they have purchased to your colleagues, family or friends. You must also keep the business information private such as sales, profits, bank details etc. 
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Standards, Codes of Practice and product legislation
Codes of practice and service charters are guidelines for fair dealings with consumers. The codes result in better customer and business relations by establishing agreed minimum standards of behaviour or conduct for handling various trade situations. Some codes of practice relevant to the retail industry include bag checking and the supermarket scanning code of practice. The food industry have specific legislation and codes relating to the handling of food and the pharmacy industry have standards and charters to follow for the best care of their customers. 
As a sales assistant, you must be aware of any codes of practice or standards to follow as well as any legislation on individual products sold within your business. Products with legislation on their sales include:
Tobacco and tobacco products
Alcohol (liquor)
Lottery tickets
Second-hand goods
Weapons (guns, knives)
Spray paint cans
X and R rated products.
Each of these products have age limits, licences or storage conditions as law. If you sell products such as these, it is your responsibility to know the laws around the sale of them. Ensure you read any policies and procedures in place in your business as to the correct way to handle, store and sell these items.  
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[bookmark: _Toc17910919][bookmark: _Toc20210868]Activity 2.1: Using product/service knowledge to meet customer needs
1. Find a product sold in your business or in your simulated environment. What types of information can be found on the packaging?

A customer comes into your business looking for a particular brand and style of kettle. Due to a recent sale your business has no stock of the kettle until next week. What could you do for the customer to ensure they purchased a product from your store?

When do refunds not have to be given to customers?

What are your responsibilities when it comes to customers' privacy?

[bookmark: _Toc17910920][bookmark: _Toc20210869]2.2	Promote product/service features and benefits
[bookmark: _Toc17910921][bookmark: _Toc20210870]Creating a buying environment
A buying environment is one in which a customer feels comfortable and ready to purchase. It is important then to make sure the customer does not feel neglected. Your acknowledgement and approaches that you learnt about in earlier sections of this workbook will help engage the customer and lead to sales. 
To create a buying environment you need to:
Determine the customer’s needs
Identify which products/services could address those needs and communicating this clearly to the customer
Promote suitable products/services using the features and benefits that match the customer’s needs
Provide accurate information about the product/service
Confirm with the customer that the suggested product is appropriate.
You will be able to achieve all these things through your product and service knowledge. A customer may not always know the exact product or service they need when they enter your business. For example, they have a leaky tap that needs fixing. They have come to your business to get the right products and advice to complete the job. Once you know the need, you can match the products to the customer need and promote the features and benefits to help with the sale.
[bookmark: _Toc17910922][bookmark: _Toc20210871]Features and benefits
The key features of a product are the physical characteristics and descriptive terms relating to what it can do, and technical specifications. This information can usually be found in product manuals, brochures and on the packaging of the product. Examples of features can include the brand, price, sizes, scents, flavours and colours. 
Benefits on the other hand, are just as important as features. Where the feature tells you about the products appearance, components and capabilities, the benefits will let the customer know why that feature is important to them. They help the customer understand the feature or what it is for. It is generally what sells the product/service to the customer as they can see how the suggested option suits their needs. Benefits are going to change with every customer dependent on what their needs are, whereas the features will never change. It is up to you to identify the feature and matching benefit that suits your customer from the questioning you conducted.
For example: Your business sells office furniture. On promotion this week is a black office chair as pictured. 
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Customer 1 comes in looking for a new chair for their computer desk as the old one has broken. They want one that is going to last a long time as the old one was cheap and wasn’t very strong. They also just want one that is comfortable. It is for a home office that rarely gets used but it still needs to look nice. 
Customer 2 comes in and is wanting a chair for their workplace office desk and need it to be ergonomic and heavy duty since it will be used daily. Their old one was not very comfortable and had no options to adjust the chair to suit the desk or their sitting style. 
The features listed for this chair include:
· 10 year warranty
· Recommended for 8+ hours of usage
· Weight capacity of 160kg
· Mesh back, chrome plated steel base and metal armrests with a contoured padded seat
· Adjustable back tilt, chair tilt, gas lift, back height and armrests
· Green tick rated. (Office Chairs, 2019)

From the information provided by the customers, the promotional chair would be suitable to both. The features have not changed. It has the same features, but the features and benefits you promote to each customer changes to match their needs. 
Customer 1: The features and matching benefit to promote include:
10 year warranty – Guarantees the chair will last a long time or it will be replaced. 
Weight capacity of 160kg – Very heavy duty and strong. 
Mesh back and contoured padded seat – Make it very comfortable. 
Black in colour, chrome plated steel base – Makes it look attractive in any environment. 
Customer 2 – The features and matching benefits to promote include:
Adjustable back tilt, chair lift, gas lift, back height and armrests – Makes it very ergonomic and can be altered to suit any body size or shape.
Recommended for 8+ hours of usage – Will be comfortable enough to use every working day. 
Mesh back and contoured padded seat – Make it very comfortable to sit in. 
Your ability to promote the correct features and benefits is what will close the sale.



	[image: ] 	Practice activity
[bookmark: _Toc17910923][bookmark: _Toc20210872]Activity 2.2: Promote product/service features and benefits
Below is a product and its listed features. For the customer scenario, identify which features will suit the customer’s needs. For each feature, you must give a matching benefit.
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1. Mrs Brown comes into your business and from your questioning you identify that she needs a kettle. She has a budget of $60. She would like one that can be easily taken to other areas of the kitchen for when she is entertaining guests. She needs a large capacity as she makes a lot of tea and coffee most days and it must be black to match her toaster.


Complete the table with the features and matching benefit to promote to Mrs Brown.
	Feature
	Benefit

	
	

	
	

	
	

	
	





[bookmark: _Toc17910924][bookmark: _Toc20210873]2.3	Advise on promotional events
[bookmark: _Toc17910925][bookmark: _Toc20210874]What are promotions?
A promotion is defined as being an occasion that draws attention to a particular product/service by a price decrease, a chance to win a prize when buying a product or receiving a gift with purchase. Almost every business will engage in a promotion at one time or another. They work by generating excitement which will hopefully lead to sales. To accompany a promotion event there is often some form of advertising developed to create awareness with potential customers and to market the events information. For example:
In-store catalogues
Television advertisements
Radio announcements. Social media campaigns
Direct marketing campaigns (sent to customers directly via post, SMS or email).
Some reasons why businesses would run a promotion are:
A new product launch
Stock is being discontinued
To boost sales in a particular area or on specific products
End of season clear-outs
To boost customer loyalty.
In store-events are fantastic ways to sell products and attract customers. They give customers something fun and different, generating not only short-lived excitement but can often result in an emotional connection from customers making them more likely to return. Businesses may have a promotional calendar or plan they follow to run promotional events throughout the year. 
Some examples of promotional events include:
Late night shopping – stay open for extra hours at night and offer food and drinks to customers
Fundraising events – where a percentage of profits go to a specified charity
Demonstrations – demonstrating new lines or popular products
Competitions with prizes – buy a product and go into the draw to win a prize
Loyalty cards or stamps – customers get a discount or freebie when they visit or buy from the store a certain amount of times
Free complimentary products – samples given out to customers. 


[bookmark: _Toc17910926][bookmark: _Toc20210875]Recommending promotional events to customers
Although many customers may come to your business because of a promotional event, there still may be many customers who are unaware of the promotion. This might be because they:
Didn’t get the advertising material
Shop regularly in the store anyhow
May be on holidays and are visitors to the area. 
Regardless of the reason, it is your job to treat all customers equally and this includes advising them of special events or prices. Often, advising customers of promotions can lead to opportunities to make an add-on sale or offer extra value to the customer. Examples of how you can do this include:
Asking the customer if they are interested in hearing about the promotional deals – “We’ve got a special on those items at the moment where if you buy 2 you get 1 free. Would you like to purchase another one to get one free?”
Asking the customer if they would like to try a new product/s on promotion – “Thanks for your purchase, we have a new product in store, would you like to try a sample?”
Confirming with the customer that they are eligible or nearly eligible for a promotion – “Your total today is $49.50. If you spend over $50 in store today you can go in the draw to win this prize. Is there something else you might like to get you over the $50 mark today?”
The customer always has the option to say no to any attempt to get them involved in your promotional event so don’t think you are being pushy. It might be just what they wanted. If you don’t take the responsibility of offering every customer a choice, you could unintentionally offend someone who may feel left out or not important to your business. 
You will need to be brief when you give customers information about events, giving them the important information such as the time, date, location and what the event is. For example, ‘come along to our pamper day tomorrow, in-store, and you can get free neck massage with this coupon’. 
If your business collects personal details from customers as part of a promotional activities, ensure you know how to handle and store this information so that it meets requirements of privacy legislation.


[bookmark: _Toc17910927][bookmark: _Toc20210876]2.4	Provide additional information to address customer questions and objections
In some instances, customers may request or require additional information before or after they make a final purchase. In these cases, it is important that the information is sourced in a timely manner and passed back on to the customer in the most suitable way. Additional information may be able to be supplied on the spot where resources or your own knowledge can be given straightaway. In other cases, customer details may need to be recorded so that the information can be sourced and given to them at a later time. Additional information may include:
Maintenance and service schedule information
Replacement or spare part information
Supplier or manufacturer warranty details
Details on pricing and services provided by other companies
Information about updated models, future models or discontinued models
Special and package pricing options.
[bookmark: _Toc17910928][bookmark: _Toc20210877]Customer objections
You may be faced with customer questions and objections about a product/service you have been trying to sell. When a customer objects during your sales pitch, you will need to find out exactly what their objection is so you can try to persuade the customer to purchase from you. 
There are three main reasons a customer will object to a product/service. They are:  merchandise, time issue or price issue.
Merchandise objection
Merchandise objections relate to the suitability of the goods. For example, customers may object because the product/service option given:
Does not suit their needs – In these cases, use your questioning techniques to gather more information to try to find the right product/service for them or re-enforce the features and benefits that do suit their needs
Is not the preferred brand, colour, size etc. – Recommend another brand, colour or size option if they are available
May not suit where or how they are going to use it – Explain your returns policy.


Price objection
Price objections relate to the value for money of the product/service. There objections can be either:
The customer genuinely does not have the means to purchase the product/service
The customer is not convinced of the value of the product/service either by it being more expensive or cheaper than they believe it is worth
They can get the product/service cheaper elsewhere. 
To overcome a price objection, you can:
Offer cheaper alternatives
Laybys or payment plans
Offer discounts
Price match
Explain the principle “you get what you pay for” – Quality does cost more but saves you in the long run
Upsell to a more expensive better quality product/service
Create a package/bundle deal to give more value
Make a comparison to competitor’s products/services to demonstrate the value of your product/service.
Time objection
Time objections are concerns with buying the product/service at that present time. Examples include:
The customer is not sure they need it at that moment
They are just looking and researching, not ready to purchase
They need to check with someone else before purchasing
They may need to measure or check if the product will fit or be suitable to where they want to use it. 
Time objections are harder to overcome as the customer is not in the buying frame of mind. To overcome time objections you can:
Hold items for the customer (if available in your business)
Let them know of any promotions or discounts that may entice them to purchase now
Advise them of your returns policy if it isn’t right
Allow them to call someone else for advice or give them space to think it over.


	[image: ] 	Practice activity
[bookmark: _Toc17910929][bookmark: _Toc20210878]Activity 2.4: Customer objections
Determine which objections these customers have about a recommended product/service and explain how you could overcome these objections. Complete the table below:
	Customer response
	Objection type
	How to overcome objection

	“I might need to think about it for a while”
	


	



	“That perfume smells too strong, I don’t think I like that one. No thanks”
	


	



	“I’m not sure the colour is going to match what I have at home.”
	


	



	“I only have a budget of $50. That is too expensive sorry.”
	


	

	“How much? I saw that down the road much cheaper than that.”
	


	





[bookmark: _Toc17910930][bookmark: _Toc20210879]2.5	Offer comparisons to product or service range
To enable you to stay on top of what your competitors business is doing and encourage customers to purchase from your business, you will need to research your competitor’s products and services. Offering comparisons to competitors shows your knowledge and can act as a persuasive device to help you sell to your customer. Understanding what is available to customers will help you develop your own point of difference to ensure they become loyal or repeat customers to your business.  If your business can offer more than a customer expects, this can create enhanced customer loyalty.
[bookmark: _Toc17910931][bookmark: _Toc20210880]Product comparisons
Customers should be given the opportunity to make their own product comparisons, however, it is the job of the sales assistant to provide correct, reliable and timely information that will enable them to do this. Competitive products are not necessarily products which have exactly the same features as your product, or solve exactly the same problems that yours does, though they can be. Competitive products will be either:
The same product – e.g. the same brand and model so the product has the same features and benefits
Different products that do similar jobs – e.g. different brands or models so the product has different features and benefits but compare in what the product will do or are in direct competition with each other. For example Pepsi and Coca Cola.
You will not only need to know what products are competitive with yours, but also how they compare to yours. This involves looking at the advantages and disadvantages of each. For example, your product may have newer or additional features to your competitor’s. It may offer value for money, or suit a particular demographic better than your competitors. You should also think about the most important elements for success and compare them. 
For example:
Products and service range
Costs
Customer service
Distribution/service speed.
Your job as a sales assistant is to convince the customer to purchase from you and not your competitor. Customer service may be the deciding factor or your businesses after sales services. Whatever it is that makes you stand out from the competition, should be promoted to the customer.
	[image: ] 	Practice activity
[bookmark: _Toc17910932][bookmark: _Toc20210881]Activity 2.5: Product comparisons
Select or research a product or service provided by your business or in your simulated environment. Complete the table with your knowledge about this product/service.
	
	Your business product/service

	Product/service
	



	Cost/Price
	

	Use/purpose
	



	Features and matching benefits
	




	Care, handling or storage
	



	Warranty (if applicable)
	



	Complementary products
	




	Payment options
	



Now research a competitors product/service that would be the same or similar to your product/service. Give a comparison of the two products/services and why the customer should purchase from your business.

[bookmark: _Toc17910933][bookmark: _Toc20210882]2.6	Determine appropriate product or service options
[bookmark: _Toc17910934][bookmark: _Toc20210883]Collaborating with customers
You should try to make sure customers have a positive experience when trying to sell products to them. This means determining the best product or service option most suited to their needs or wants. Needs relate to an absolute necessity. They have to have it. A want is more emotional or is a desire. It is easier to sell a product/service to a customer need than to a want. Factors that influence a customers purchasing decision include:
Personal experience
Experience of friends, family and other reference groups such as clubs they belong to
Information sourced from media advertising and current affair programs
Personal bias and prejudice. Some people refuse to purchase products from certain countries
Individual physical and/or intellectual capabilities
Age, gender or ethnicity.
As sales assistants we can only inform and make suggestions, supplying all the necessary information to help the customer with their decision, but it is ultimately up to the customer to make up their own mind. 
Steps to follow for customer service and ultimately a sale include:
Listen to the customer and share ideas
Treat each person as a unique. Do not be a robot and say the same things to every customer
Be honest about what you know (and ask for help if you cannot answer a query)
Be empathetic and try to understand the customer’s needs
Know your products/services well to promote them
Be timely and efficient in providing service
Compare and convince the customer to purchase from you. 
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[bookmark: _Toc17910935][bookmark: _Toc20210884]2.7	Maximise sales
All businesses will expect their sales staff to seek opportunities to maximise their sales. This means identifying ways to sell more products/services to increase profits or sell the correct product/service so you do indeed make a sale. This offers distinct benefits to both the customer and the business. After this step you can move on to close the sale and then review your sales performance to ensure continuous improvement. 
Techniques you can use to maximise your sales include:
Cross selling (Add-on sales)
Upselling
Top down selling (Selling down)
[bookmark: _Toc17910936][bookmark: _Toc20210885]Cross selling (Add-on sales)
Add-on sales or cross selling is a technique where by you identify and suggest other products/services to the customer other than the one they came into your business to purchase. They can be related or unrelated to the product/service they are purchasing. Another name for this is suggestive selling. 
Related (complementary) products/services
These are items that ‘complement’ (add to, or fit with) the main product/service being purchased. They accompany the selected product/service. The idea is to encourage the customer to buy something that will enhance their enjoyment of the product/service or that may be needed to help use the product/service. For example, offering phone covers, car chargers and Bluetooth devices to a customer purchasing a new smart phone. Alternatively, selling shampoos, conditioners or treatment products that may help a customer who has just had their hair dyed. The secret to selling add-on products/services is to be specific about what you are offering and sell the benefit to the customer so they understand how this extra product/service will benefit them.
Unrelated products/services
These are items that have nothing to do with the product/service originally asked for. They may be items on clearance or promotion at the moment. As you are walking the customer to the point-of-sale area or closing the sale, you may casually mention the product/service to them as a favour. Using the same customer purchasing the new smart phone as an example, mention the promotion on DVD’s. “Did you know we have DVD’s on sale today? Buy 2 and get the third free.”
You are not pushing the sale, just informing them if they are interested. You should never assume a customer will not want other products from you. It may be just what they needed, wanted or just a great price too good to say no to.
[bookmark: _Toc17910937][bookmark: _Toc20210886]Upselling
Upselling or selling up involves suggesting a more expensive item as an alternative to the one that the customer has indicated they want. This has to be done sensitively so as not to give the impression that the business is money hungry or only out to get the most money out of their customers. Examples of opportunities to upsell can include:
Advising customers that a larger product or bulk item represents value for money compared to the standard product/service
Recommending a more expensive, updated or new model
Recommending an imported product over a domestic one
Recommending a product/service which is currently on promotion. 
Whenever an attempt to upsell is made, it is important that the offer is accompanied by truthful reasons why the suggestion would benefit the customer.
[bookmark: _Toc17910938][bookmark: _Toc20210887]Top down selling (Selling down)
This technique is the opposite of upselling. You are selling or promoting a cheaper option than the one chosen by the customer. There are many reasons why you may have to use this technique. Some are mentioned below:
A customer has a budget that is smaller than the price of the product/service recommended to them
The customer does not see the value for money in the original product/service
The customer may not want to spend that much money on the product/service
The cheaper option may have the same features and benefits just at a cheaper price. 
Whatever the reason for selling down, the same rules apply. The customer must be given a reason as to why this new product/service is beneficial to them. 
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[bookmark: _Toc17910939][bookmark: _Toc20210888]Activity 2.7: Maximising sales
1. List the three main ways you can maximise your sales.

For each scenario, indicate which selling technique has been used to maximise sales.
5. A customer is looking for a new TV and is focussing on a model on display. You know from questioning them that they would love a TV with internet access. You believe the TV they are interested in would not be as suitable to their needs as another TV in a different brand. You introduce this TV to the customer and explain its features and benefits to show why it is more expensive but more suitable for their needs.

6. A customer is looking for a new phone. You show them the latest models and explain the features. After careful decision they decide to purchase one from you. You mention to the customer that you have just received in store a range of new fashionable phone covers and some Bluetooth headsets that suit that phone.



	[image: ]	Self-check
[bookmark: _Toc11228369][bookmark: _Toc17910940][bookmark: _Toc20210889]How did you go?
You have completed the topic on providing advice on products and services. Check the boxes for the tasks you feel confident you can complete. 
☐	I can use product knowledge including features and benefits to promote products and services to customers.
☐	I understand the laws relating to products and services in a retail environment.
☐	I can advise customers on promotional events.
☐	I can offer alternatives and compare products and services with competitors.
☐	I can maximise my sales and close the sale.





[bookmark: _Toc11228372][bookmark: _Toc17910941][bookmark: _Toc20210890]Topic 3: Facilitate the sale of products and services
 


[bookmark: _Toc11228373][bookmark: _Toc17910942][bookmark: _Toc20210891]Overview
This topic provides information on techniques required to provide advice on the products and services you are selling. 
In this topic you will learn about:
Closing techniques
Processing sales
Farewelling customers
Providing after-sales service
Reviewing sales performance.
The activities throughout this resource will assist you in your learning. These activities do not form a part of your final assessment however they will contribute to your understanding of the topic area.
[bookmark: _Toc17910943][bookmark: _Toc20210892]3.1	Closing the sale
At the conclusion of discussions with the customer about the product/services features and benefits, the customer should be able to determine whether the product or service meets their needs, and whether they want to purchase it or not. Quite often though, the customer may still be undecided and/or hesitant. As a sales assistant, you must be able to read the customers verbal and non-verbal cues which will indicate their willingness to purchase. 
[bookmark: _Toc17910944][bookmark: _Toc20210893]Buying signals
Customers will display certain buying signals if they are ready to purchase. It is important to note that if a customer is indicating that they are still undecided and you push them to close the sale, you may just lose the sale altogether. Being aware of the different buying signals will help you to move on to close the sale.
A buying signal is something a customer says or does and can be either verbal or non-verbal.


Verbal signals
Questions relating to the ownership of the product are clear buying signals and may include:
“How soon can you get one in for me?”
“Do you do lay-by’s?”
“Can you deliver?”
Other than questions posed by the customer, they may just state that they want to purchase e.g. “I think I’ll take it.”
Non-verbal signals
Positive non-verbal signals may include:
Touching the product
Reaching for their wallet or money
Nodding in agreement with what you are saying
Taking possession of the product
Putting the product in their trolley.
[bookmark: _Toc17910945][bookmark: _Toc20210894]Closing techniques
Once you have identified a buying signal from a customer you can close the sale and process the sale through the POS system. There are many different closing techniques. You need to make sure that you use the correct close for the appropriate situation, otherwise, if you rush a customer you will lose the sale. However, if you do not close when the customer has given you definite buying signals then you could also lose the sale.
Closing techniques include:
Direct order
Once you are confident the customer is ready to purchase you simply ask a closed question which should decide the outcome of the sale. For example:
“Shall I order that for you?”
“So you’ll take this one then?”
Active close
An active close involves getting the customer to do something to commit them to the sale. This may include handing them the product or saying something like “Take this to the register and they can process the sale there for you.”
Assumptive close
The assumptive close is as the name suggests. You are assuming the customer will take the product. Again, it will include using a closed question to get the customer to commit to the sale. For example, “So you’ll take this one then?” or “Can I wrap that for you?”
Alternate close
This method offers the customer two choices, both assuming the customer is committed to making a purchase. You are not asking the customer whether or not they are going to make a purchase, but exactly what their purchase will be. For example, “Did you prefer the black or blue one?” or “So are you taking this one or that one today?”
Narrow-down close
Similar to the alternate close except you are narrowing down the choice for the customer from a range of choices. It is a step-by-step close to ensure you get the right product. For example, “You said you didn’t like the look of this style. We have 2 others here that suited you, which of these was better or which colour did you prefer?”
Final offer (difficulty) close
This close can be used when there are genuine deadlines or difficulties with the product. This may include:
A sale ending soon
The last item in stock
Discontinued products.
Whatever the difficulty, it can be used to your favour to entice the customer to purchase. For example, “I would hate to see you miss out. This is the last one in store.” Or “The sale ends tomorrow and it is a great price.”
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[bookmark: _Toc11228383][bookmark: _Toc17910946][bookmark: _Toc20210895]Activity 3.1: Closing the sale
1. List some of the non-verbal buying signals that customers can display when ready for service or to purchase.

Which closing techniques would be appropriate for a customer that had a range of products to choose from and are undecided on which to purchase?

Which closing technique could you use for a customer that has taken possession of the product and appears to want to purchase?



7.2 [bookmark: _Toc17910947][bookmark: _Toc20210896]Processing sales
[bookmark: _Toc17910948][bookmark: _Toc20210897]Initiating the transaction
Once a customer has decided to make a purchase, you will need to process the transaction for them. You may have already been serving the customer and helped them make their purchase decision, or the customer may approach you at the POS area. Regardless of where your interaction with the customer started, you must ensure the processing of the customers sale continues to be a positive experience for them.
Taking the customer to the point-of-sale area
This step applies if you work in an assisted-service environment. It could apply in cases where you have been serving the customer and have been with them throughout the sale process or if you are approached by a customer who already has their item and just wants to pay for it. Either way, once the customer has indicted they want to buy something and have finished looking around the store, it is time to take them to the payment area. You can do this by saying things such as:
“Thank you, I’ll carry this to the counter for you.”
“Let’s go to the register and I’ll process the sale for you.”
Directing the customer to the point-of-sale area
Other times, you may be approached by a customer who wants to pay for their goods but you cannot leave your position on the shop floor. In cases like these, you need to direct the customer to places in the store where they can pay for their items. You can either take them to the area and hand them over to a POS operator, or give them directions on how to get there. If you take them to the POS area, ensure you explain that someone else will be processing the sale and introduce them if possible
Welcoming the customer to the point-of-sale area
In other cases, especially in self-service environments, the customer will have already selected their items and come to the POS to pay for them. Say hello to the customer as you begin to process their sale. Depending on the way your store operates, it may be assumed that you will start scanning items immediately (e.g. in a supermarket), or you may need to confirm with the customer that they have everything they require.


[bookmark: _Toc17910949][bookmark: _Toc20210898]Processing the sale
At the point-of-sale, follow your businesses procedures for customer purchases. This may include:
Scanning items or entering prices into the register or POS 
Wrapping and/or bagging items
Reading or calculating a price
Asking for payment
Processing the payment type e.g. cash or credit card
Giving change
Farewelling the customer.
Make sure you provide the customer with all sales information such as costs and warranties. You will also need to be aware of legislation on products relevant in your workplace. Legislation is covered in Section 2.1 of this workbook. Proof of age may need to be established for some items.
Warranties
As a sales assistant, you will need to have an understanding of product warranties and if they apply to the products you are selling. Your business may also offer extended warranties, usually at a cost to the customer. You must know how they work and costs involved to be able to inform the customer. Terms and conditions of any warranty should be clearly explained as well as any ongoing costs. Documentation must be provided to the customer also.
Collecting and storing customer details
The Privacy Act was covered in Section 2.1 of this workbook. Businesses will collect customer information for a range of purposes. At the point-of-sale area you may need to collect customer details for:
Orders
Lay-bys
Loyalty programs
Customer feedback
Warranty and guarantee information
Accounts.
All information must be handled sensitively and the customer has the right to be informed of how the information is stored and who has access to it. Follow your businesses Policies and Procedures for the storage or customer details and privacy.
Loyalty programs
Most retail businesses will have a loyalty program in place to entice customers to purchase continually from their store. It is the perfect service to ensure loyal customers. If your store has a loyalty program in place, you must be asking customers as you process their sale, if they are a member. It is important that every customer is asked, as it will not be evident who is and who isn’t a member. Members may feel neglected if they are not asked or reminded about the loyalty program when shopping. 
If a customer is a member, when processing the sale, scan the customer’s member card or look up the customer information using a phone number or email address. It is important this is done so customers do not miss out on their benefits. 
Customers will only join if they can see the benefit to them. Some loyalty programs award points per purchase that will either offer a reward for reaching a certain amount of points or points that can be redeemed for credit in the store. In other cases, it may simply be to join the stores VIP or mailing list which is designed to alert VIP customers or upcoming specials or new products. 
Privacy laws must be followed when signing up and collecting customer information.
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7.3 [bookmark: _Toc17910950][bookmark: _Toc20210899]Farewelling customers
It is important to give a lasting impression, this means saying farewell to the customer. There are many different options here, but the key is to make it personal. The last impression is a lasting impression, so you should make it count. It could be the difference between a customer coming back again to buy goods or not. 
You may like to:
Ask the customer if they found everything they were looking for
Ask the customer if everything was okay/if they were satisfied with their experience
Invite them to return - Tell the customer you hope to see them again
Agree with customer choice – ‘I love these, I have two pairs – they’re so comfy’
Use your organisational name/brand to say goodbye so it sticks in their minds.
It is most important to be genuine when you say goodbye and sometimes, if you have been talking to a customer and helping them, you can make it even more genuine by referring to a previous conversation or context. Thank your customer. This lets them know that you value their time and the effort they took to come and purchase products from your business. Inviting them to return again will ensure they feel welcome on return.
7.4 [bookmark: _Toc17910951][bookmark: _Toc20210900]Provide after-sales service
Giving your customers a good after sales service shows you care about them and want to retain their custom. After-sales services can encourage customer loyalty and get people to refer your business to others. 
After sales services can include:
Refunds and exchanges
Parcel pick-up
Alterations
Home delivery
Installations and/or removal of old products
Maintenance or servicing
Call centre for support.
Your business will have policies and procedures in place for the services they offer. It is important to understand what after-sales services are offered and any terms and conditions that relate to them.
7.5 [bookmark: _Toc17910952][bookmark: _Toc20210901]Reviewing sales performance
Everyone likes to know how they are doing in their job. It helps them to keep track and understand their strengths and weaknesses. Reviewing your individual and team sales is a great way to keep yourself and your team on track to reaching their goals. 
Managers or your supervisor should regularly review sales and performance and discuss these with you. This may be informally through the day or in a meeting. It is important to remember that any feedback given on your performance is constructive and aimed at helping you to improve. Your performance review may be based solely on sales or could include any customer feedback. Some businesses conduct regular performance reviews covering all aspects of your roles and responsibilities or Key Performance Indicators (KPI’s). These are usually documented and placed on your employee profile for future reference. 
In any review session, strategies should be provided on ways to improve your sales techniques to maximise your future sales. This may include:
Further training.
Mentoring by your supervisor or another skilled team member.
Coaching.
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[bookmark: _Toc11228375][bookmark: _Toc17910953][bookmark: _Toc20210902]How did you go?
You have completed the topic on facilitating the sale of products and services. Check the boxes for the tasks you feel confident you can complete. 
☐	I can recognise buying signals and close the sale
☐	I can initiate the sales transaction process
☐	I can farewell customer and provide after-sales service
☐	I know I should review my sales performance.
	[image: ]	Assessment
[bookmark: _Toc20210903][bookmark: _Toc11228376][bookmark: _Toc17910954]Assessment activity: 
After completing this resource, you should be ready to complete Knowledge Assessment Task 1 and Skills Assessment Task 2.
Before you begin you should review: 
SIRXSLS001 Unit Assessment Guide


[bookmark: _Toc877355]	[image: ]	Self-check
Please check your responses to the answers below. Some questions have example answers so responses should be similar to these.
	Activity number 
	Suggested answers

	Activity 1.1
	1. Because they know someone is going to approach them and ask if they need help, if they don’t want help yet. 
2. Have a prop in your hand so it doesn’t look like you are pouncing on customers. You have a reason to be there.

	Activity 1.2
	1. Open – when gathering information.
2. Closed – When confirming understanding.
3. Reflective – When clarifying the customer’s needs.
4. Lack of active listening – Pay full attention to the customer, keeping eye contact, questioning for clarification.
Information overload – Select only relevant information to give the customer. Focus on the most important parts. 
Cultural differences – Learn as much as you can about the cultures of your team and customers. Ask what is appropriate or apologise if you did offend.
Language – Use simple clear language. Avoid using jargon. Use demonstrations or drawings. Listen carefully and use communication aids. 
Disability or special needs - Actively listen and question to gain understanding. Help them around the store if necessary.

	Activity 1.3
	1. Give them their freedom to browse the store. Ensure you explain that you will be available if they have any questions or need any help.
2. Make yourself available and approach again to offer your help.
3. It may be necessary to step away and excuse yourself for a while to give the customer time. The customer will show signals again if they want more help.

	Activity 1.4
	1. By meeting the customer needs, preferences and expectations you will ensure the customer is satisfied with the product recommendation.
2. Service – Quality service and a level appropriate for their type of purchase. 
Price – Expect price to be value for money.
Quality – Quality products or durable ones that will last a reasonable amount of time for the price they pay for it. 
Action – Action when a problem arises or a solution to their issue. 
Appreciation – Expect businesses to appreciate them as customers.

	Activity 2.1
	1. Brand name, ingredients, origin, handling and storage, warnings, directions or how to use, use-by dates or expiry dates, quantity etc.
2. Placing an order for the customer, especially if an alternative won’t suit. Recommending a similar product from a different range/brand. Upselling to a more expensive model of the same product, with better features. Offering comparable products or services which offer the same features and benefits as the desired option.
3. If the consumer changes their mind, finds the goods cheaper elsewhere, or has damaged the goods themselves by using them in a way that was unreasonable.
4. It is your responsibility to keep any information about your customers private. This means not gossiping about customers and what they have purchased to your colleagues, family or friends. You must also keep the business information private such as sales, profits, bank details etc.

	Activity 2.2
	Feature – Price ($49.00) Benefit – Is under the budget set by the customer.
Feature – 360 degree cordless base – Benefit – can be taken anywhere in the house to be used. No annoying cords to carry around. 
Feature – 1.7L – Benefit – Large capacity and will get a lot of cups from the one boiling.
Feature – Colour options – Benefit – Black colour option will suit the other appliances in the kitchen and the customers need.

	Activity 2.4
	Objection 1 – Time – Hold the item for the customer, Let customer know of any discounts available, let them know of any returns policy if it is wrong. 
Objection 2 – Merchandise objection – Find an alternative product or brand with a more subtle smell. 
Objection 3 – Merchandise objection – Let them know the returns policy in case it is wrong. 
Objection 4 – Price objection – Sell down or offer a cheaper alternative, lay-by, payment plans, discount if you can.
Objection 5 – Price objection – Offer to price match, offer discounts.

	Activity 2.5
	Products selected will vary. You should be able to find information on the packaging for each product or go to the manufacturer’s website for the information. 
You should be able to compare both products and give a reason as to why your product is better. Could be price, features, quality etc.

	Activity 2.7
	1. Cross selling (related or unrelated complementary products). Upselling. Top down selling.
2. Upselling
3. Related add-ons (complementary products).

	Activity 3.1
	1. Touching the product, Reaching for their wallet or money, Nodding in agreement with what you are saying, Taking possession of the product, Putting the product in their trolley. 
2. Narrow down close.
3. Could use the Direct, Active or Assumptive closes.
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	Video name 
	Links

	How to greet customers
	https://www.youtube.com/watch?v=RHkz_Cf4KL0


[bookmark: _Toc20210907]Suggested videos
	Links

	Customer service excellence in retail
https://online.clickview.com.au/libraries/categories/6013352/retail?sort=productionyear 
You will need to log in with your TAFE log on details

	Customer service
https://online.clickview.com.au/libraries/categories/6012350/videos/3715404/customer-service 
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[bookmark: _Toc17910958][bookmark: _Toc20210908]Document checklist
Use this checklist when creating resources using TAFE NSW templates for delivery either as electronic files (PDF or docx) or for printed documents.

Do not remove this checklist.
These tables will be removed after QA is approved, before the resource goes onto the Learning Bank.

Formatting text
# 	When formatting the text in this document, I have:	Done
	Structured the content logically using section headings, headings, paragraphs, tables, bullet lists and table of contents.	☒
	Nested the heading styles in order, for example H1, H2, H3.	☒
	Avoided manual styling, for example coloured text and different fonts.	☒
	Created bullet and numbered lists using the format in the style gallery.	☒
	Formatted bullet lists correctly using one of these two structures:	One sentence per line with capitals and a full stop on each line.	No capitals and a single full stop at end of the list.	☒
	When using heading numbering, I have made sure it is consistent throughout the document. For example, numbering practice activities.	☒
	Used sentence case for headings with only the first word capitalised.	☒
	Manually checked heading spelling (auto spell checker may not work).	☒
	Formatted tables using styles. Avoided using nested cells, merged cells or nested tables. 	☒
	Repeated table heading rows across new pages.			☒
	Ensured tables and forms have not been inserted as images. 	☒

Using Word
# 	When preparing this resource using Microsoft Word, I have:	Done
	Used the most recent TAFE Digital document template as downloaded from the Learning Bank. 	☒
	Styled each text element using the Word styles built into template. For example, use ‘strong’ style instead of bold.	☒
	Used the Quick Parts menu to insert new topics and components. 	☒
	Pasted imported text using the Text only setting, with no style. 	☒
	Not imported styles from other documents. 	☒
	Used Page Breaks to move headings to the next page (Layout tab in the Page Setup group under Breaks), rather than lots of paragraph returns.	☒
	Checked the footers include the correct information. For example, page number, file name, copyright statement, student name, etc.	☒
	Deleted the template guide text and instructions when finished. 	☒
	Named documents correctly using TAFE file naming conventions
.	☒

Inserting images
# 	When inserting images in this document, I have:	Done
	Inserted images using the image single or image double quick part. 	☒
	Ensured the image quality is good quality, using images that are between 500 and 2000 pixels wide and are not blurry or jagged. 	☒
	Reduced the size of large images of more than 1MB before inserting into documents.	☒
	Not ‘squeezed’ images when resizing (e.g. maintaining image aspect).	☒
	Ensured all images are kept Inline with Text.	☒
	Used only images with permission. For example, Creative Commons (CC), ©Copyright, written permission, license purchase.	☒
	Listed all image sources underneath each image or placed in the Image attribution table at the end of the document or used copyright compliant labelling. 	☒
	Provided ALT text for images with text or that contain learning content. Images purely for decoration do not need ALT text; however, they need to be marked as decorative. Examples of this include background images, duplicate logos, decorative page elements, etc.	☒
	Obtained written permission to use photos of TAFE students, usually with a release form signed by student. N/A	☐

Writing content
# 	Before and during the writing of content, I have:	Done
	Downloaded and referred to the TAFE NSW Writing Style Guide.	☒
	Used direct language and common words with simple sentence structures. For example, ‘use’ not ‘utilise’, ‘begin’ not ‘commence’.	☒
	Used language that is appropriate to the student’s level.	☒
	Written the full description of acronyms on first use. For example, Workplace Health and Safety (WHS). 	☒
	Used words to write the numbers 0-9 in words and all other numbers as numerals. 	☒
	Used meaningful text for hyperlinks that describes the destination of the link. Don’t use ‘click here’ for links. URLs can be used for print. 	☒
	Used inclusive, gender neutral and culturally appropriate language. For example, salesperson, firefighter, ‘they’ rather than he or she.	☒

Accessibility
# 	To ensure the accessibility of this resource, I have:	Done
	Used Word styles to format text and to structure your document.	☒
	Not used images for decorative text or headings or tables. 	☒
	Provided long descriptions for images with important text such as graphs or infographics or process diagrams.	☒
	Used the Word Accessibility Checker on the document and addressed issues where possible. Where concerned I have referred to the Accessibility checklists. 	☒
	Re-checked the accessibility in PDF format (where the final format is PDF). Where concerned I have referred to the Accessibility checklists. 	☒

Copyright
# 	To ensure correct copyright of the material in this resource, I have:	Done
	Not plagiarised text or used third party text without permission.	☒
	Used content from third party only within National Copyright Guidelines. For example, 10% or one chapter of a printed work.	☒
	Correctly acknowledged original text sources even if they are not directly quoted. Provide full references using a consistent referencing style (e.g. Harvard or APA).	☒

Cultural protocol
# 	To observe appropriate cultural protocols in this resource, I have:	Done
	Ensure that the Acknowledgment of Country is at the front of the document. This is included in the document templates.	☒
	Ensure that appropriate Aboriginal and Torres Strait Islander language and referencing protocols are used throughout	☒
	Check that images identified as Aboriginal or Torres Strait Islander are authentic and the use of the work has been negotiated with the owner(s) using appropriate protocols	☒
	When using video, images or works that are Aboriginal and Torres Strait islander identified content, the following statement should be included at the front of the workbook:	WARNING: Aboriginal and Torres Strait Islander learners are warned that the following resource may contain images and voices of deceased persons.	☒

Further reading
Copyright Basics, TAFE NSW Libraries 
National Copyright Guidelines 
TAFE NSW Writing Style Guide
TAFE NSW Aboriginal and Torres Strait Islander Protocols for Appropriate Language and Referencing Guide 
TAFE NSW Accessibility Checklists
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Powerful and stylish, the Morphy Richards Equip 1.7L Jug Kettle has a 2. 2kW power ratingto
quickly boil water for your hot beverages while also seamlessly blending with the rest of your
kitchen through its chic look

Key Features

« The Morphy Richards Equip 1.7L Jug Kettle has a concealed element to maintain its compact
design and a 360-degree cordless base for easy placement.

* Made with a dual water window, the Equip kettle lets you quickly check the amount of water
within,
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