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Abstract

Companies aiming at increasing the efficiency @ifrtilsales departments equip their
salespeople with a number of tools that motivaterticustomers to buy their products.
However, the type of customer commitment to thesgrocess should be also taken into
consideration in such a case and the applied mstnis should be adjusted to customer needs
in the most individualized way possible. Using #ppropriate impact measures improves the
message legibility and, by increasing the effectess of the presented argumentation, it
raises the buyer’s willingness to purchase produdisrefore, the ability to identify the type
of customer commitment and use this knowledge éncttmmunication process becomes one
of the most essential skills of sales personnel.
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Effective selling is an essential activity of edmisiness entity. It determines the
existence of a company. Therefore, companies laghnstress on professional preparation of
their sales teams and take a number of actionsdier o support salespeople in fulfilment of
their basic function. One of the most importanigaupporting sales personnel is marketing
communication, understood as a concept coverinyitees integrating and coordinating
numerous communication channels of a company ierdal provide a clear, consistent and
convincing message to the customer concerningengdfer and the company itself. (Kotler,
el al., 2002).

In that case, however, personal communication, ivbanstitutes the basis of business
contacts in the B2B market, cannot be ignoredchBaansaction is conducted by people,
notwithstanding the way they communicate with onetler. If it is a face to face meeting,
then both participants are influenced by a numbefactors. Also in case of telephone,
written, or online communication, there are alwag®ple behind it. It is people who make
decisions, and that is why their commitment plagsugial role.

Deter minants of the sales process

The sales process is in fact a process of exchbatgeen the parties concerned.
Whether or not they reach an agreement dependsaog factors. One of them is the type of
customer making a purchase. During the salexess, a salesperson can encounter three
different types of buyers, i.e. (Greenwald, 2001):

1) thetechnical buyer is a person who attaches great importance to iteadhproperties
and assesses them meticulously. For such type stioroér not only measurable
parameters are important, but also constructiorecsp applied resources or service
requirements. In relations with such type of cusgtgmarticular attention should be paid
to professional technical preparation, remembegirthe same time that he rather has an

advisory function and does not decide about thelmase;



2) theeconomic buyer is a person who finally approves the purchasetdins prestige or
position in the hierarchy. Usually, he takes intcaunt the technical buyer’s opinion,
but he estimates the offer attractiveness fronohis point of view. For him profits are
important, thus he is more interested in prices @sls rather than in solving problems
of the organisation;

3) the end user is a person representing real users of the prooeicty purchased, i.e.
those who are supposed to bring profits to theroegdion as a result of the purchase.
Unfortunately, not all organizations invite end ngséo participate in the purchase
process, which may result in their dislike of ndyelWhile meeting end users,

a salesperson’s key role is to focus on attribateke offer and give them a practical
aspect.

Another factor that is important in the coursesafe is recognising the correlation
between the purchase process and the sales pro&ssvay of example, Miller (2003)
understands it in the following way: the buyeegrito attain his goal going through the
following stagesinitial interest, education, transfer of ownershiationalize and last one
decide while the seller has other tasks and his protesiss like that:initiate, educate,
validate, justify and closdt can be noticed that both processes are sinidler, however,
emphasises a crucial role of the attitude assumedgithe exchange as he argues that the
party that leads the process is the winner. Thuerder to be successful as a salesperson one
should focus on leading the process.

In the course of the sales process a numbermponents become exchanged. Hutt
and Speh (1997) identify basic components of thehamge process, namely: information,
solving problems, negotiations, trust and friendshpgroducts and services, and payments.
Each of these elements plays its specific role, jamdly they decide about benefits derived

by both parties from the exchange process. Theiefity and effects of the sales process are



also influenced by the degree of commitment of da@mtion participants, especially the
commitment on the part of the customer.
Customer commitment

Commitment is one of relational effects of comneation between both parties of the
sales process, i.e. the seller and the buyer dtekj Leszcziyski, Zielinski, 2009, p. 122). It
is of particular importance during a business ocintahere the interaction takes place not
only during a face to face meeting, but also tteeetechnical and technological relations of
operational systems and numerous non-marketingiéns; which is eventually reflected in
the durability of relations with the buyer (Far@a2004). In each of the aforementioned
fields relations between the parties concernedameed mainly through the communication
process, and Kwiatek, Lesz@ski, Zielinski (2009, p. 117) mention the following
relational effects:

— satisfaction, understood as a function of meeting customerfgeetations, and in
particular, as an individual assessment of discrepa between expectations and
the obtained value;

—  trugt, it is reliability and a belief that the otherrpato the relation is acting in
good will;

- commitment is a motivation-based process, i.e. it spurt tstamer to action and
directs his behaviour.

A question arises as to which of these effectstiragreatest significance. If the time
criterion is taken into consideration, definitelgnemitment is the most important factor. It
results from the fact that satisfaction usually egs after a transaction has been
accomplished, and thus it is an ex post facto effeén the other hand, trust refers to the future
as it means waiting for positive results of a felatand in particular, a belief that the results

will occur in the future (Kwiatek, Leszcagki, Zielinski 2009, p. 129). Commitment is



always revealed in contact and it is the amourgrargy used by the customer for a given
activity while buying a product (Furtak, 2003, F4).

Since commitment plays a crucial role, it is wddbking closer at the characteristics
and types of this phenomenon. We can distinguish fbllowing characteristics of
commitment (Furtak, 2003, p. 174):

— direction of commitment, that is what energy is expended on, e.g. comnnitrioe
the process of product selection, commitment to ¢benmunication process,
commitment to the process of acquiring information;

—  force of commitment, i.e. determining the amount of expended energyndu
execution of a given process.

The characteristics of commitment allow to detemnwhat is important to the
customer and to what degree. It is essential insies process as it optimizes the bidder's
reaction giving at the same time a big chancetiocess in a transaction.

Commitment, as a peculiar desire to maintain laakde relation (Moorman, el al.,
1994) can be twofold, namelgffective (related to such notiores affinity or friendship) and
calculative (connected with perceived profitability of a redal) (Kwiatek, Leszczfyski,
Zielinski, 2009, p. 122). The first type of commitmer# kawiatek, Leszczyski and Zielhski
proved, is strongly connected with a sense of tnukile the other with the costs resulting
from a change of supplier (p. 123). It means thatrder to adapt in the sales process to the
type of customer commitment it is important to selenarketing communication tools
appropriately.

Using marketing communication tools depending on the type of customer commitment

In order to induce the buyer to purchase produthe seller must make a

communication effort. He has a broad spectrum ofketeng communication tools in that

field, including: advertising, sales promotion, ga@ral selling, direct marketing and public



relations. While applying these tools, however,sbker should take the buyer’s expectations
into account.

In their research Kwiatek, Leszd@wki and Zielfiski determined communication
behaviours that are preferred by customers depgruirthe type of their commitment (2009,

pp. 124-128). In their opinion the most liked spisple are those who:

allow to check information about the supplier's gamy and its products from
independent sources;

—  submit information with convenient frequency at timee set beforehand;

—  are not overpersuasive;

—  pass on only those pieces of information that apeeted by customers;

In that case one of the communication tools, nardeBct marketing clearly holds an
advantage over the other tools. On one hand, ilesdo pass on information precisely and
on time, even in an asynchronous way, while onother, it allows to react immediately to
any additional customer needs.

Taking calculative commitment into account, theesshers concluded that for

customers it is worth cooperating with salespeoyo:

submit information no later than it was agreed ypon

communicate with buyers as often as they expect;

—  pass on only those pieces of information that apeeted by customers;

communicate with buyers only in the form of a dgle.
Expectations determined in such a way imply in tthme necessity of a personal
contact of the seller with his customers. It canshpposed in this case that because of a
limited degree of trust in the supplier's reprdaéue, the seller should “keep an eye on him”
during business talks. It seems that the only tiwai may be considered in contacts with this

type of customer, is the telephone, though it sthowok be used too often.



Conclusions

Selling is an essential activity of each businestty. Willingness to recognise and
satisfy customer needs is the foundation of theepnof marketing, and when we add to it
the formation of deep and durable bonds betweersélier and the buyer, we will get the
creed of partnership marketing. In that case, drteeomost important effects of the relation
is the buyer's commitment, which, depending on type and intensity, affects the
communication process.

In order to use the available marketing commuiocatools in an optimal way,
ensuring the customer’s satisfaction at the samme,ti the content, quality and form of
submitted information should be adapted to theocnsr's perception. If the customer is
ready to become emotionally involved in relationshwhe supplier, then it is profitable to
apply the tools of direct marketing. If, on the etlhand, the customer wants to have a broad
range of control over the way, quality and formoointacts, the necessity of face-to-face
meetings should be taken into account. In bothscashould be remembered that successful
selling is also influenced by other factors andyoah appropriate mix of all elements
affecting purchase decisions can guarantee success.
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