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UV21463
Understanding the retail selling 
process

The aim of this unit is to develop your knowledge and 
understanding of the retail selling process. You will learn 
the five steps of the selling model and the importance of 
effective questioning to the sales process.

You will also learn the benefits and uses of product 
knowledge and how this can be used to promote sales. 
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On completion of this unit you will:

Learning outcomes Evidence requirements

Understanding the retail selling 
process

1. Understand the five steps of the selling 
model

2. Understand how questions are used to 
identify customers’ needs

3. Understand the benefits and uses of 
product knowledge

4. Understand how sales are closed
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1. Knowledge outcomes                              
There must be evidence that you possess 
all the knowledge and understanding 
listed in the Knowledge section of this 
unit. In most cases this can be done 
by professional discussion and/or oral 
questioning. Other methods, such as 
projects, assignments and/or reflective 
accounts may also be used. 

2. Tutor/Assessor guidance                          
You will be guided by your tutor/assessor 
on how to achieve learning outcomes in this 
unit. All outcomes must be achieved. 

3. External paper                                   
There is no external paper requirement for 
this unit.                



Achieving knowledge outcomes

Developing knowledge

You will be guided by your tutor and assessor 
on the evidence that needs to be produced. 
Your knowledge and understanding will be 
assessed using the assessment methods listed 
below*: 

• Projects
• Observed work
• Witness statements
• Audio-visual media 
• Evidence of prior learning or attainment
• Written questions
• Oral questions
• Assignments
• Case studies
• Professional discussion

When a criterion has been orally questioned 
and achieved, your assessor will record this 
evidence in written form or by other appropriate 
means. There is no need for you to produce 
additional evidence as this criterion has already 
been achieved.

Some knowledge and understanding outcomes 
may require you to show that you know and 
understand how to do something. If you have 
practical evidence from your own work that 
meets knowledge criteria, then there is no 
requirement for you to be questioned again on 
the same topic. 

*This is not an exhaustive list.
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Knowledge

Outcome 1 

Understand the five steps of the selling model

You can: Portfolio reference 

a. Outline the five steps of the selling model

b. Explain why an effective rapport needs to be created with 
customers

c. Explain the importance of effective questioning to the sales 
process

d. Explain how linking benefits to product features helps to promote 
sales

e. Explain why products must be matched to customers’ needs

f. Explain the importance of closing the sale
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Outcome 2 

Understand how questions are used to identify customers’ 
needs

You can: Portfolio reference

a. Define open and closed questions and state the purpose of each in 
the selling process

b. Define what is meant by probing questions and state the purpose 
of these in the selling process

c. Identify questions which can be used to establish sales 
opportunities
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Outcome 3 

Understand the benefits and uses of product knowledge

You can: Portfolio reference

a. Explain how comprehensive and up-to-date product knowledge 
can be used to promote sales

b. Describe how the features and benefits of products can be 
identified and matched to customers’ needs

c. Describe a range of methods for keeping product knowledge up-to-
date
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Outcome 4 

Understand how sales are closed

You can: Portfolio reference

a. State what is meant by a ‘buying signal’ and describe the main 
buying signals the salesperson needs to look for

b. Describe the main ways of closing sales
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Outcome 1: Understand the five steps of the selling model

Unit content

This section provides guidance on the recommended knowledge and skills required to enable you 
to achieve each of the learning outcomes in this unit. Your tutor/assessor will ensure you have the 
opportunity to cover all of the unit content.
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The five steps of the selling model:  

1. Target market, know your customer.

2. Set objective, identify a need.

3. Deliver, proof (features, benefits, 
    demonstrations).

4. Close sale.

5. Follow-up, after sales care. 

Advantages of an effective rapport: 
Builds trust/confidence, puts customer/
sales person at ease, helps overcome 
negative behaviour, increase customer 
satisfaction, develop repeat custom, create 
recommendations. 

The importance of effective questioning 
throughout the sales process: Establish 
customer needs, target market, gather 
information, establish budget/finance, 
qualify sales opportunities, establish 
rapport, trust and credibility, close the sale, 
increase customer satisfaction, develop 
repeat custom. 

Definition of a sales benefit: Identifies 
particular features of a product or service 
that a client will benefit from, identifies why 
they should buy the product.

Definition of a sales feature: Makes 
product stand out from the crowd.

How linking features and benefits helps 
to promote a sale: Linking both phrases 
creates a powerful tool directed at the real 
needs of customer, more inclined to buy. 
What it is, why it is valuable, essential 
for consumer, meets their needs, offers 
a solution, sets expectations, prevents 

customer dissatisfaction, builds confidence 
and trust. 

Why products should be matched to 
customer needs: Personalises product 
to client, makes client want to buy, good 
value, essential product, builds confidence 
and trust, increases repeat custom, 
promotes customer satisfaction and loyalty. 

Importance of closing the sell: Sale 
could be lost, clients unsure, complete 
transaction, profitability of business, meet 
sales targets, increase customer base.



Outcome 3: Understand the benefits and uses of product knowledge

Importance of comprehensive and 
up-to-date product knowledge: 
Demonstrates competence/accuracy, 
strengthens communication skills, boosts 
enthusiasm, builds confidence, assists in 
overcoming objections, professionalism, 
competitive edge. 

How features and benefits can be 
matched to customer needs: Throughout 
consultation/service/treatment, variety of 
questioning techniques (open, closed, 
direct, indirect, probing), highlight 
promotional offers, linked to treatments/
purchases, directed target marketing, 
recommendation.

Methods for keeping up-to-date with 
product knowledge: Training course, 

manuals, internet, in-house training, 
manufacturer’s training course. Continuous 
professional development (CPD), reading, 
journals, use product, trial the product.

Outcome 2: Understand how questions are used to identify customers’ 
needs

UV2146310

Definition of an open question: A 
question that cannot be answered with a 
yes or no but requires a developed answer. 

Purpose of open questions in selling: 
Help gather information, qualify sales 
opportunities, establish rapport, trust and 
credibility.

Definition of a closed question: A 
question that prompts a yes/no answer.

Purpose of closed questions in selling: 
Allows for definite answers, move toward 
closing the sale.

Definition of probing questions: 
A question that attempts to discover 
additional information following primary/
secondary questions, cannot stand alone 
out of context.

Purpose of probing questions in selling:  
When answers are vague/ambiguous, want 
to obtain more specific/in-depth information 
about client requirements.

Questions to establish a sales 
opportunity: Sales lead, shows 
understanding of customer needs, 
demonstrates interest in customer, 
understands budget, body langauge and 
approach. 
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Outcome 4: Understand how sales are closed

Definition of ‘buying signal’: Signs/
indications, verbal/non-verbal, tells 
salesperson buyer is ready to buy.

Main buying signals: Interest, looking 
at one product, looking for help, asking 
detailed questions, price enquiry, 
possession language, asking another’s 
opinion, body language. 

Ways of closing a sale: Commitment, 
a signature, money, focus on customer, 
empathy, knowing/feeling, how to proceed, 
dependant on information gathered, direct, 
indirect, narrative, closing testimonial, 
customer should sense an understanding, 
you care about helping them, satisfy the 
customer needs, see benefits/features/
limitations of product from customer’s view, 
what is important to customer, focusing on 
customer, answer crucial question in selling 
situation.

Selling techniques for closing the sale: 
Reinforce benefits of product/service, 
link sale (services to products), discount 
(promotions, multi sales) ask for sale, book 
in service or pay for products.

Direct close – sales persons asks the 
customer to buy.

Indirect close – where further questions 
are asked to lead to the close. 

Alternate close – offer two choices, which 
product did you want? 

Assumptive close – sales person 
assumes the customer will buy and 
proceeds.

Minor/major close – focus on need.

Challenge close – dare customer to take 
action.

Emotional close – play on customer’s 

emotions.  

Comparison close – compare the 
advantages and disadvantages of products 
and/or services for customers. 

Worst case/best case scenario – what is 
the worst thing that could happen when you 
make this purchase?
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Notes 
Use this area for making notes and drawing diagrams


