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Abstract

Companies today focus on existing and new customers. Thus, business makes calculations over the long
run rather than the short run. Relationship marketing influences customer loyalty. Organizations are
pooling their efforts to achieve this goal in terms of products, pricing, distribution, incentives and
services. Relationship marketing is based on the idea that important customers for a company need
constant and special attention. The task of finding and retaining a client becomes increasingly
individual. In the face of competition, it is important to know and constantly study your client; Not only
to discover its advantages, to guess the hidden desires, but also to understand the reasons why some
clients go to competitors. Research on these issues is important at the modern stage. The author
discusses the different views of researchers-scientists regarding the mentioned problem, and also makes
conclusions. The article contains several recommendations of the author.
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INTRODUCTION

Marketing, trade and sales are becoming an object of increasing attention in Georgia. At the current
stage of globalization and the development of market relations in individual countries, the role of trade
is increasing. It represents an important field of activity that is in direct contact with the population and
ensures the satisfaction of its requirements (Todua N., Mghebrishvili B. 2017). The field of trade has
changed significantly in recent years. The volume of sales and the number of employees in this area
have increased (Mghebrishvili B., Urotadze E. 2016). Various forms of non-store trade are increasingly
developing in the country (Mghebrishvili B., Seturi M. 2015). However, marketing, sales and trade had
an interesting way of their development in our country. So for example, the main organizations in
Georgian cities of the late feudal period were merchants' and craftsmen's guilds. The guilds performed
their activities in a customer-oriented manner. Therefore, they focused primarily on the production of
high-quality goods, the goal of which was not only to retain existing customers and attract new ones
(Silagadze, A., Mghebrishvili, B., Keshelashvili, G., 2021).

In modern conditions organizations with smart leaders today focus on existing and new buyers, they are
focused on the long-term perspective, not just the short term. Such companies combine their efforts in
terms of products, prices, sales, incentives and service to achieve customer loyalty. Building customer
loyalty is a key issue in relationship marketing. Good service creates loyal customers, that is, those who
buy the company's products in the largest quantities. They also influence other customers to buy as well.
Loyal buyers are satisfied with the purchase of the product (service). They pay money for the benefit of
this company for a long time, maybe even for their whole life, which is very beneficial.

In companies following the marketing concept, the sales force helps customers to be satisfied with their
purchases. Marketing offers much more than just needed products to the market. It helps to increase
sales by offering the quality of service that customers expect (Seturi, M., Urotadze, E., 2017). Based on
the marketing concept, the buyer is the main object of the company's attention. And the customer prefers
to buy from the company that will give him the most satisfaction. It is very important to retain customers,
but in most cases organizations focus on attracting new customers. One way to retain customers is to
keep them completely satisfied (Seturi, M., 2019).

Relationship marketing is based on the idea that customers important to a company need constant and
special attention. One of the most important tasks facing Georgia is to achieve economic growth, which
is impossible without the growth of production of Georgian products and the development of business
as the main driver of economic progress. And sales can play an important role in the country's economy.
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Therefore, it is necessary to properly evaluate the role of personal selling. Sales directly affect the
company's success in the market. Successfully completing the sales process and maintaining
relationships with buyers is one of the most important tasks. The purpose of this study is to describe the
theoretical aspects of personal selling and its role in the development of customer relationships and the
company's success in the market.

METHODOLOGY

We got to know and studied a number of works of foreign and Georgian scientists in the direction of
sales and relationship marketing. Based on the specificity of the research topic, we used secondary data
in the process of work, namely: Internet sources, statistical data, information available on the website of
Georgian companies and studied the current situation in Georgia.

In the process of working on this article, from a theoretical and methodological point of view, we relied
on available sources that refer to trade in general, sales and the use of marketing approaches in it. In the
process of studying literary sources and drawing conclusions, we used the methods of induction,
deduction, analysis and synthesis.

LITERATURE REVIEW

Now more and more companies are trying to attract the attention of consumers. The work of companies
in the market is becoming more difficult. With the help of marketing communication tools, companies
try to provide information, convince and remind their products (services) to consumers in direct or
indirect ways. Personal selling occupies an important place in marketing communications.

Personal selling is direct communication between a company representative and a potential buyer
(Kotler P., Armstrong G., 2015). The seller's communication efforts are aimed at providing information
to the customer and convincing him to buy the offered product. Personal selling is an effective tool for
stimulation, because it involves communication with potential buyers and their response (Kotler P.,
Keller K. L., 2015).

Personal selling is an effective marketing communication tool that allows sellers to tailor their
presentation to each potential buyer. They have the knowledge and skills to choose effective sales
strategies. A salesperson can see the customer's reaction to his selling approach and adjust it if
necessary. Which is impossible with advertising. Advertising attracts consumer attention and creates
desire, but advertising cannot complete a sale. Sales presentation is an important part of sales job. The
sales process includes a number of steps, including the presentation itself and closing the sale. The most
difficult stage for most sellers is the closing. If the seller asks for a signature or agreement and the buyer
does not respond, it creates a terrible feeling of defeat in the seller. Immediately after closing the sales
representative must fill in the information provided to the customer with details about delivery times,
conditions of purchase and other issues.

In the conditions of competition, it is of great importance to know and constantly study your own client,
not only to reveal its advantages, to guess the hidden desires, but also to understand the reasons for
which some customers go to competitors. Selling in the twenty-first century is no longer as easy as it
was in the last century - when demand often exceeded supply. Today, the client is more demanding and
the seller needs much more effort. A fake smile is not enough for buyers.

It is also worth noting that in modern conditions consumers and businesses are influenced by the Internet
and social networks. Therefore, social media marketing can play a big role in the success of personal
sales representatives and building relationships with customers. Professor N. Todua and B. Vashakidze,
on the basis of research, determined the level of interest, awareness, reliability and satisfaction of
Georgian consumers in relation to personal sales. They determined the frequency and reliability of
consumer interest in personal selling information, identified the main types of consumers in terms of
personal selling attitudes (Todua, N., & Vashakidze, B. 2018).
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Based on the results of their research, the researchers note that in Georgia social media marketing is
actively used in the process of personal sales. However, flexible mechanisms for its assessment are still
underdeveloped. Georgian companies successfully use social media marketing tools to manage
relationships with customers, including personal sales. Most Georgian consumers turn to social media
quite often in relation to personal sales. Facebook, YouTube and Instagram are the leaders in this respect.
It is true that personal sales representatives are quite active in social networks, but their activity is rated
at an average level by Georgian consumers (Todua, N., & Vashakidze, B. 2020).

Salespeople involved in personal selling must be flexible, they must be able to adapt their strategies to
customer needs, customer communication styles, relationship needs and strategies. This is followed by
a comprehensive discussion of how to achieve effective sales and career development through planning
and continuous learning (Stephen Castleberry & John Tanner, 2010).

Sellers provide potential buyers with information about the products they sell, so they can improve brand
perception, which is of great importance in modern conditions (Seturi, M. and Todua, T., 2019).

The success of companies greatly depends on their sales departments, as they interact directly with
customers. Therefore, they have the greatest impact on sales. The company needs to hire a salesperson
with excellent communication and interactive skills. Success factors in personal selling can be measured
by many indicators. Personal selling has features:

e Personal selling involves a direct and interactive relationship between two or more people, where
each party can more closely observe the reactions of the others;

e Personal selling enables different types of relationships to emerge, from sales relationships to
friendships;

e Reaction because personal selling forces buyers to listen to the salesperson (Fani Firmansyah,
Margono S., 2019).

The total number of needs of potential customers is infinite, and sometimes it is difficult for salespeople
to perceive and understand them on a customer-by-customer basis. Many marketers therefore find it
useful to group customer needs into main types that focus on the buying situation and benefits. These
general types of buyer needs are described as follows: situational needs, functional needs, social needs,
psychological needs, knowledge needs. Categorizing buyer needs by type can assist the salesperson in
bringing order to what could otherwise be a confusing and endless mix of needs and expectations
(Ingram, T.; Avila, R., 2015).

The company can use different approaches and means to retain the buyer. In this regard, it is possible to
use the concept of “10 P”, which consists of the following components: price and discounts; purchases
- incentives during purchase; points and system of accumulation of points (points); unification of partner
companies to create a single system of points accumulation (partners); gifts and prizes; By purchasing
the product, the buyer participates in various social programs (pro-bono); Privileges for permanent
clients (privileges); personalization or individualization of services (personalization); participation of
the buyer in the process of improvement of products (services); Speed (presto) - the speed and efficiency
of solving the problems raised by the buyer (Kochlamazashvili, L., Kandashvili, T., 2011).

The use of various stimulating promotions has a positive effect on the increase in sales volume. Various
short-term incentives or sales incentives encourage customers to buy a product or service and offer a
reason to buy right now. The purpose of action-oriented marketing measures is to directly influence the
behavior of the firm's customers (S. A. Chaharsoughi & T. H. Yasory; 2012).

Discounts and sales incentives greatly influence buyer decisions. However, this does not determine the
loyalty of buyers. The importance of discount incentives for firms has been discussed in a number of
studies. A key premise of these studies is that discounts affect consumers who are only interested in the
economic value of the money saved. However, research and business practices show that this is not
always the case. Therefore, it is interesting to ask the following question: are there any benefits other
than monetary savings that give impetus to consumers (P. Bicen & S. Madhavaram. 2013).
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One of the issues to be resolved by the company is the customer's loyalty to it, the formation of which
is influenced by tangible and intangible factors. Material factors are focused on the customer's need to
make a profit by saving money and time. They can be divided into traditional and software factors.
Traditional material factors can be attributed to: location of trading points (close to home, close to office,
on the route of daily movement of customers); Assortment of goods (presence of basic and necessary
goods), its quality, etc. With these factors, repeat purchases are made by the customer not based on
thoughtful and emotional loyalty, but "automatically". Programmatic factors of loyalty include:
preferential discounts, gift with purchase, special loyalty programs (discount cards, etc.). The immaterial
factors ensure the emotional satisfaction of the client with high-quality service and attention to the buyer
(Kochlamazashvili, L., Kandashvili, T. 2011).

Attracting new customers is important, but so is keeping the existing buyer base satisfied. Therefore, it
is important to evaluate the satisfaction of customers. Keeping customers satisfied is important because
it leads to their trust. Unfortunately, many companies do not realize the importance of this issue.
Professional salespeople see their customer base as an extremely valuable asset that cannot be ignored.
To maintain and strengthen customer relationships, salespeople are involved in performing after-sales
activities. Specific relationship-building activities vary substantially from company to company, but
they are critical to building long-term relationships. These activities include: providing useful
information, expediting orders and monitoring installations, customer service staff training, correct
billing errors, customer recall after sale, complaint resolution (Ingram, T.; Avila, R. 2015).

When using relationship marketing, the company targets the most desired and main customers to whom
it wants to sell the product now and in the future, shows its customers that if they develop strong
relationships, they will be served exceptionally, and their wishes will be taken into account. But
companies' levels of customer relationships vary. Many organizations just sell products to customers
and then forget about them, while some organizations develop close relationships with their buyers.

Establishing a long-term relationship between a sales representative and a customer is facilitated by the
establishment of trust between them. Consumers want to deal with a seller they trust. Trust is an integral
part of the relationship between customers and vendors, which leads to increased revenue in the long
run.

The most important issue in sales is consideration of ethical principles by sellers. It is worth noting that
consumers buy not only under the influence of rational motives, but they are also influenced by
emotional aspects. In the field of sales ethics, researchers have increasingly focused on the emotional
elements of sales and ethics. Researchers Raj Agnihotri & Michael T. Krush developed a model based
on an ethical view of the interaction between person and situation. They investigate the effects of a basic
social emotion, empathy, as an important situational aspect, and the influence of trust in a sales manager
on ethical behavior. They study the influence of a salesperson's ethical behavior on his sales growth
(performance results) (Raj Agnihotri & Michael T. Krush, 2015).

Personal selling is an important element of any organization's marketing mix. The primary function of
personal selling is to generate revenue and provide service to help customers be satisfied with their
purchase. Personal selling builds the relationships necessary to succeed in a competitive market. After
receiving the initial order, the sales representative should schedule a return visit from the customer to
ensure that all promises regarding installation, training, and service have been fulfilled. Which will
reveal any issues during this time, alleviating any doubts and concerns that may arise after the sale is
complete. The seller visits the buyer again to make sure he is satisfied and will continue to buy in the
future (Olariu, loana., 2016).

Thus, if the company wants the buyer to return to it, it must satisfy the customer and provide a high
quality of service. The subjective satisfaction assessment by the buyer depends on the quality of service.
Even when customers get the products they want, they may not be completely satisfied if the level of
service is poor.

We should also mention that, the professional activity of sales staff is difficult and requires a lot of
effort. Sometimes people have negative attitudes and opinions towards sales staff. However, such an
attitude is not always unfounded. When sellers mislead consumers, it negatively affects consumers.
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Personal selling can make a buyer want to buy. Personal selling influences customer demand for a
product. When an organization's sales representative is viable and competent, there is a positive increase
in customer demand. The term competency refers to the basic qualities expected of a sales
representative. This includes: courage, cleanliness, fluency in communication, deep knowledge of the
products themselves, etc. When this happens, consumer demand for the product increases (Adewale, A.
G., Adeniran, A. J., & Oluyinka, S. A. 2019).

The motivation of the sales staff is one of the important issues. Increasing the wages of sales workers in
direct contact with customers can bring positive results. Sales personnel serve other people, contribute
greatly to the well-being of people, help consumers make purchasing decisions. Unfortunately, their
salaries are very low in our country today. Only a truly motivated sales force will be able to put customer
needs first (Seturi, M. 2020).

Motivating salespeople has always been one of the main challenges for sales leaders and, for companies
as a whole. Recently, such challenges have intensified in the way sales organizations have traditionally
operated. Dramatic changes have occurred in the role of the salesperson and the accompanying
competencies due to the expanded role associated with the need for technological know-how
(Khusainova, Rushana & Jong, Ad & Lee, Nick & Marshall, Greg & Rudd, John., 2018).

A salesperson must possess the art of a good sales presentation. The core of a sales presentation is the
discussion of the product, marketing plan, and business proposition. With a great presentation, sales
personnel can ethically serve others, build long-term relationships based on truth. Sales personnel work
in different ways. They deal with many cases. Each customer contact presents a unique challenge for
salespeople. Personal qualities that salespeople need to build long-term relationships: caring for
customer, joy at work, harmony in the relationship, patience in closing the sale, kind to people, morally
ethical, faithful to word, fairness in the sale, self-control in emotions (Charles M. Futrell, 2011).

CONCLUSIONS

Thus, production organizations must orient the work of each of their sales representatives in such a way
as to ensure an increase in demand for the product to be sold. Because even a quality product cannot be
sold on its own, but with the help of a sales representative and personal selling, the product can be sold
best. However, there are frequent shortcomings in this direction, for the correction of which we have the
following recommendations:

e Using more virtual and online forms when sellers interact with customers and the development of
relationships will help to reduce costs, for example, reducing costs related to travel and business
trips, etc.;

e Customer loyalty is influenced by the sales force, but the best and long-term results are not achieved
by the sales force alone. For this, it is necessary that the entire organization itself be focused on the
buyer. This involves taking the following measures: the image of the company should be attractive
to the client, customer service standards should be developed, service standards should be
implemented and controlled, etc.;

e Because the business is developing rapidly, the competition in the market is increasing, it is also
necessary to rely on basic and fundamental issues. Only promotions cannot help companies to retain
buyers;

o Further retention of customers is carried out by fully satisfying their needs. The customer evaluates
and determines the degree of satisfaction. And customer satisfaction is the result of the company's
overall activity.

Page 456



Economy & Business Journal of International Scientific Publications

ISSN 1314-7242, Volume 16, 2022 www.scientific-publications.net
REFERENCES
1. Todua N., Mghebrishvili B. (2017). Retail Trade, (Lecture Course), Tbilisi 2017, pp. 3-17

10.

11.

12.

13.

https://www.tsu.ge/data/file db/economist faculty/todua 27528.pdf

Mghebrishvili B., Urotadze E. (2016). Functions of Retailing. Proceedings of International
Academic Conferences. 23rd International Academic Conference, Venice. 2016/5. International
Institute of Social and Economic Sciences, pp. 356-360 DOI:10.20472/IAC.2016.023.070

Mghebrishvili, B., Seturi M. (2015). Trade Personnel and Shop Trade Challenges in Contemporary
Conditions. The 7 the International Research Conference, “Management Challenges in the 21st
Century, Bratislava, Slovakia

Silagadze, A., Mghebrishvili, B., & Keshelashvili, G. (2021). MANAGERIAL AND MARKETING
THINKING IN LATE FEUDAL GEORGIA. Ecoforum Journal, 10(3).

Seturi, M., & Urotadze, E. (2017). About Marketing Process Model and Relationship Marketing.
MODEL-BASED GOVERNANCE FOR SMART ORGANIZATIONAL FUTURE. BSLab-
SYDIC International Workshop- Roma, 2017, At: Sapienza University of Rome, Italy. DOI:
10.13140/RG.2.2.22283.28964
https://www.researchgate.net/publication/313561456_About_Marketing Process Model and Rel
ationship_Marketing

Seturi, M. (2019). Factors Determining the Tourists' Satisfaction: Georgian Case. EASTER
CONFERENCE - The 14th International Academic Conference (The 14th IAC 2019) At: Prague.
Czech Republic, ISBN 978-80-88085-23-2, pp. 95-104 https://www.researchgate.net/profile/Maia-
Seturi/publication/332846927 Factors Determining the Tourists' SatisfactionGeorgian Case/lin
ks/5ccc6fea299bf14d9575f44e/Factors-Determining-the-Tourists-SatisfactionGeorgian-Case.pdf

Kotler P., Armstrong G., Principles of Marketing, 14th Edition, (translate into Georgian), Tbilisi,
2015, ISBN 978-9941-23-352-4, pp.119-138; pp.526-555

Kotler P., Keller K. L., Marketing Management, 14th Edition, Prentice Hall. Authorized translation
into Georgian, Scientific Editor Todua N. Tbilisi University Publishing, 2015. ISBN 978-0-13-
210292-6, pp.728-742

Todua, Nugzar and Vashakidze, Beka (2018). Consumers attitudes towards personal selling on the
Georgian market. Economics and Business, ISSN 1987-5789, Volume 11, Issue 1. pp. 114-130.
https://www.researchgate.net/profile/Nugzar-

Todua/publication/331330655 Georgian_consumers_awareness_about the benefits associated
with_healthy nutrition/links/5¢744393458515831f6fdc07/Georgian-consumers-awareness-about-
the-benefits-associated-with-healthy-nutrition.pdf

Todua, Nugzar and Vashakidze, Beka (2020). THE USE OF SOCIAL MEDIA MARKETING IN
PERSONAL SELLING. Globalization and Business, December 2020.
DOI:10.35945/gb.2020.10.015, pp.121-129.
https://www.researchgate.net/publication/353448142 THE USE OF SOCIAL MEDIA MARK
ETING IN PERSONAL SELLING

Stephen Castleberry, John Tanner. Selling: Building Partnerships, 8th Edition. 9780073530017,
McGraw-Hill/Irwin, 2010

Seturi, M., Todua, T. (2019). The Role of Branding for Success in the Georgian Tea Market.
International Journal of Economics and Management Engineering, 13 (8), pp.1127 -1130
https://publications.waset.org/10010688/the-role-of-branding-for-success-in-the-georgian-tea-
market

Fani Firmansyah, Margono S, Fatchur Rohman, Nur Khusniyah. The Concept and Steps of Personal
Selling. Proceedings of the 2018 International Conference on Islamic Economics and Business
(ICONIES 2018). Advances in Economics, Business and ManagementResearch, volume 101. Atlantis
Press, 2019, pp. 225-232 https://www.atlantis-press.com/proceedings/iconies-18/125920539

Page 457



Economy & Business Journal of International Scientific Publications
ISSN 1314-7242, Volume 16, 2022 www.scientific-publications.net

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Thomas N. Ingram; Raymond A. Avila; Charles H. Schwepker Jr; Michael R. Williams; and Kirby
L. J. Shannahan (2015). SELL. Second Edition. Nelson Education, p.62, pp.210-215

Kochlamazashvili, L., Kandashvili, T., Sales management, lecture course. Electronic version,
Thilisi 2011

Kotler, P. & Armstrong, G. (2015). Basics of marketing. 14th edition, translated from English.
Bakur Sulakauri Publishing House, Tbilisi

Shahriar Ansari Chaharsoughil and Tahmores Hasangholipor Yasory. Effect of sales promotion on
consumer behavior based on culture. African Journal of Business Management Vol. 6(1), pp. 98-
102, 11 January, 2012

Pelin Bicen and Sreedhar Madhavaram. Research on Smart Shopper Feelings: An Extension. The
Journal of Marketing Theory and Practice, April 2013
https://www.researchgate.net/publication/260161356

Raj Agnihotri & Michael T. Krush (2015) Salesperson empathy, ethical behaviors, and sales
performance: the moderating role of trust in one's manager, Journal of Personal Selling & Sales
Management, Volume 35, 2015 - Issue 2, pp.164-174, DOI: 10.1080/08853134.2015.1010541

Olariu, Ioana, (2016). PERSONAL SELLING IN MARKETING. Journal: STUDIES AND
SCIENTIFIC RESEARCHES. ECONOMICS EDITION, ISSN: 2066-561X e-ISSN: 2344-1321.
pp. 95-101 http://sceco.ub.ro/index.php/SCECO/article/view/348

Adewale, A. G., Adeniran, A. J., & Oluyinka, S. A. (2019). THE EFFECT OF PERSONAL
SELLING AND MARKETING ON FIRM SALES GROWTH (A STUDY OF PZ AND
DANGOTE NIGERIA PLC). IJRDO - Journal of Business Management, 5(1), 19-35.
https://doi.org/10.53555/bm.v5i1.2628

Seturi, M. (2020). ABOUT CUSTOMERS ATTITUDE TOWARDS SERVICE IN RETAIL
STORES. Conference: Economy & Business 2020, 19-th International Conference. 20-23 August.
At: Burgas, Bulgaria, ISSN 1314-7242, Volume: 14, issue 1, pp. 175-182 https://www.scientific-
publications.net/en/article/1002083/

Khusainova, Rushana & Jong, Ad & Lee, Nick & Marshall, Greg & Rudd, John. (2018). (Re)
defining salesperson motivation: current status, main challenges, and research directions. Journal of
Personal Selling & Sales Management. 38:1, pp. 2-29, DOI:10.1080/08853134.2017.1415761

Charles M. Futrell (2011). Fundamentals of Selling Customers for Life Through Service, Twelfth
Edition, Published by McGraw-Hill/Irwin, Texas A & M University, ISBN 978-0-07-352999-8,
pp-19-24; pp. 278-302

Page 458



