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ABSTRACT: Personal selling is typically the dominant element of the marketing communications mix. And it
is also one of the most expensive techniques of marketing. By this way it has a critical importance for business
marketing and also it is critical in tourism industry marketing. This is the boundary open communication and it
is so risky. So, making mistakes can cause different problems.

Tourism marketing is different from many other marketing fields because, tourism marketing is dream mar-
keting and you have to assure your customer to their dreams. To ensure their potential demand to effective de-
mand you have to use your body language during the selling process. In this aspect, the success of personal
selling is closely related to correct usage of body language. The aim of this study is to explain the relationship of
the personal selling and body language, which used by sales person in tourism industry and effects on marketing
process.
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Introduction tional meaning that is taken from other people is
in their facial expressions. 55% of communica-
Recognition and analysis of non verbal com-  tion is based on what people see and the other
munication in sales transactions is relatively  38% is transmitted through tone of voice [5, 6,
new. Only in the past 15 to 20 years has the sub- ~ 7]. The other 7% comes from what they actually
ject been formally examined in detail. The pres- say [8, 9, 10, 11]. Back in 1969, some studies
ence and use of non verbal communication, how-  proved communication was 93 % non-verbal
ever, has been acknowledged for years [1]. On  (voice tone and body language) and only 7 % the
the other hand, effective communication is more  actual words you use [12]. Some communication
important today than ever because, as much the  experts may put the 93% figure as too high, but
communication is effective as much as the sales  everyone agrees that body language (including
will be high [2]. facial expressions) is much more important than
When we come in contact with other people,  generally acknowledged [13]. Furthermore, if
we always communicate. This can take place verbal and nonverbal messages don’t match,
through using words, via voice - spoken lan-  body language will be taken as the most reliable
guage - but also without, or alongside the use of  communication almost every time [14]. In other
words - non-spoken language or non-verbal  words, if the body language doesn't match the
communication. Posture and movements, our  words, time will be wasted [15, 16].
place in space, use of time and intonation when To effectively communicate, it is not always
we speak are all part of this [3]. Even when we  what you say, but what your body says, that
are not speaking, we are communicating. The  makes the difference [17]. Confucius said, “One
way we move, our gestures and what we wear, picture is worth a thousand words.” A presenta-
all say something about who we are. First im-  tion is enhanced by the total visual impact of
pressions are predominantly based on body lan-  agreeable body language combined with timely
guage and appearance. use of visual aids: those pictures, charts, graphs,
According to Pappas [4], one basic premises  flyers and other such material handed out at sales
of communication is not what you say, but how  meeting. Too often representatives stuff them
you say it. Studies indicate that 93% of the emo-  into a sales kit and forget about them, only re-
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calling them to mind if the subject is hit upon
during a presentation, and then not being able to
locate them in a jumbled sales kit at the ideal
moment [18].

Eye contact is the most obvious way to com-
municate [19]. The eyes are truly window to the
soul and good, solid eye contact is the key to
clear communication [20]. Facial expression is
another form of non-verbal communication.
Your mouth gives clues and not just when you
are speaking. The position of head, arms and legs
speaks to people. The angle of your body gives
an indication to others about what's going
through your head. The distance you keep from
others is crucial if you want to establish good
rapport [21]. All these difference shows us the
importance of body language. By this way if we
control our body language we can communicate
each other perfectly.

In today’s competitive world, responsibilities
have further compressed the available time for
salespeople to engage in direct selling activities
and have resulted in greater pressure on man-
agement to find new ways to improve sales force
efficiency resource [22]. We can learn our prod-
uct inside and out, but if we don’t pay attention
to the way we deliver the information and the
signals we receive back from our prospects, we
will not make the sale [23]. So it is possible to
say that, successful business depends on effec-
tive communication. Because, people make
Jjudgments the moment they see you based on
body language cues. Sending and receiving non-
verbal messages is a matter of paying attention
[24].

As a part of communications mix, selling is
probably the most important component espe-
cially in organizational purchasing situations.
Take into consideration that tourism industry is a
sector that people has close contact it will be
clearly appear that communication skills and
usage of body language of salesperson is very
important. Because salesperson’s usage of body
language effectively creates trust in customer and
it will be easier to persuade a consumer relying
on personnel and administration. So it is possible
to say, correct usage of body language in tourism
industry will both rise service quality and pro-
vide successful sale period.

Body Language
People in the workplace can convey a great

deal of information without even speaking; this
is called nonverbal communication. Nonverbal
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communication can convey just as much as writ-
ten and verbal communication, and human be-
ings read and react to these nonverbal signals in
the workplace [25].

Communication, in addition to being verbal,
can be through gestures, such as using our hands
expressively, back movement, facial expressions,
focusing of our look and other aspects of “body
language”, projecting the individual personality
in message. If, on addressing the people, you talk
about happiness, a happy tone should be used. If
you talk of something sad, the tone of the voice
should be one of sadness, on talking of a heroic
or brave act, the voice should be animated, etc.
You must be natural. Imitation of others should
be avoided, since the people, especially simple
people, easily distinguish a fake [26].

Non verbal symbols to transmit many times
more information than verbal symbols carry. We
communicate nonverbally through action factors,
non action factors and vocal factors. Each sug-
gests a barrier to listening [27]. Whether sitting,
standing, or making eye contact, you are always
communicating non-verbally. Straight but re-
laxed positions while sitting denote professional-
ism and engagement. Keeping the palms open
and facing toward a person represent openness.
Maintaining eye contact translates to honesty,
but you should occasionally look slightly else-
where otherwise you may be perceived as staring
or as too intense [28].

Written communications are deprived of the
body language and tone of voice that conveys so
much in face-to-face meetings and even in tele-
phone conversation. Therefore, it makes sense to
work much harder to build in humour, sarcasm,
or disagreement and avoid your words come
across as stupidity, rudeness, or aggressiveness.
One way of defusing misunderstanding is to
include cues as to your emotional state. One
popular technique is to use keyboards symbols
like :-). We call these symbols emoticons [29].

Essentially, body language is a mixture of
movement, posture, and tone of voice. The study
of non verbal communication is similar to learn-
ing a foreign language in that it requires time and
effort to achieve fluency [30]. Body language is
nonverbal communication that involves body
movement and gestures, which communications
researchers call kinesics. There are hundreds of
thousands of possible signs that can be commu-
nicated through body movements and gestures
In addition to body movements and gestures, the
nonverbal cues given through facial expressioms
and eye contact, personal space, and touch, infle-



ence individual interactions in the workplace.
While this body language is fairly well under-
stood in general in each culture, there are major
cultural differences in nonverbal communication
[31].

Our body language says a lot about us that
others can use to judge us. Our body language is
the nonverbal communication we share with
others through the movements of our bodies, our
gestures, facial expressions, eye contact, and
much more. It is thought to be a more accurate
indicator of our feelings and thoughts because it
is more instinctive, uncontrolled, and natural
than our verbal communications [32].

Body language is fascinating. People rarely
recognize how much information they give off
and how noticeable it is to the human eye [33].
People don’t always say what they mean but
their body language is usually an accurate indica-
tion of their attitude and emotional state [34].
Body language is an easier way of expressing
feelings than spoken language. For example you
do not say to someone easily that you do not like
him or her, but through body language you can
show them clearly.

Body talk is a language of signs and signals.
The beauty of body language in selling is that
prospect may be giving you information without
being aware that he is doing it, information you
can use in negotiating, that can save you time, tip
you off as to the advisability of switching your
sales approach or clue you in when the time to
close is at hand. Body language isn’t planned or
calculated; it’s involuntary. Body language
doesn’t lie as a rule [35]. Put it differently, if a
person says that you have carried out a good
work in smiling and relax way, you should be
sure that he/she is telling the truth.

Marketing and Personnel Selling

As far back as 1972, Kotler described market-
ing as” .... The set of human activities directed at
facilitating and consummating exchanges”.
While the pressure on organizations in the new
millennium has changed dramatically, marketing
has changed in response. It has gone back to its
roots to study the very nature of the Exchange or
transaction and has developed this into what
today is called relationship marketing [36]. For
all the advances in sales training in the past two
decades, basic personal skills are still paramount
to any technology fad. No CRM package will
close deal-dealing well with customers is still the
most important talent [37]. Today’s sale force is
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generally a smaller, more focused and more spe-
cialized organization than it has to do everything
and be everything’ forebears [38].

As a part of communications mix, selling is
the probably most important component espe-
cially in organizational purchasing situations.
The very fact that it is classed as part of promo-
tion by McCarthy through his notion of the four
P’s, or as part of the communications mix, tends
to demean its value. Selling is concerned with
direct contact with costumers and this is the most
flexible medium of communication that a com-
pany possesses. Messages can be altered imme-
diately to suit individual purchasing situations
and adapted as the sales process proceeds. More
importantly, a personnel selling is the most likely
medium through which an immediate sale can be
realized [39].

Focused on the individual customer, one-to-
one marketing is based on the idea of an organi-
zation knowing its customer. Through interac-
tions with that customer the organization can
learn how he or she wants to be treated. The
organization is then able to treat this customer
differently than other customers. However, one-
to-one marketing does not mean that every single
customer needs to be treated uniquely; rather, it
means that each customer has a direct input into
the way the organizational behaves with respect
to him or her [40].

This could be summarized as:

e Know your customers by understanding
how they interact with you.

e Allow each customer to let you know how
he or she wants to be treated.

e Treat each customer in accordance with
your understanding of how they interact with you
and how they want to be treated.

In some peoples’ minds, the sales force is the
anti-channel — the last vestige of traditional
pound the pavement” thinking in an exciting new
world of Internet commerce, customer databases
and technology-driven direct marketing chan-
nels. The truths are that sales forces are alive and
well. They perform a critical function in most
organisations - a function that no other channels
can perform as well or even adequately. A sales
force is still the only channel that can sell com-
plex product and solutions into large, key ac-
counts with a degree of control over the sales
process. Not everyone makes those kinds of
sales, but for companies that do, a sales force is
an indispensable part of the channel mix [41].

Personal selling is typically the dominant
element of the business-to-business marketing



communications mix [42]. Prospects communi-
cate all the time, the problem is it takes sharp and
perceptive salespeople to listen effectively and
heed what they say [43]. In addition, sales reps
are generally the most expensive types of selling
resources [44]. As an element of communica-
tions, personal selling is relatively expensive,
because as well as the salesperson’s salary and
commissions there are the on -costs of travel,
entertainment and accommodation. An organiza-
tion must, therefore, manage its sales force effec-
tively in order to ensure that it is productive in
terms of how the company’s portfolio of product
and service is marketed to customers; this un-
doubtedly has a strong association with the pros-
perity of the enterprise [45].

Ongoing professional sales interactions be-
tween customers and salespersons have been
characterized as ‘‘boundary open’’ transactions
and resemble in one sense relationships between
friends wherein each person expects the other to
be actively involved and to share their true feel-
ings to a certain extent. Thus, although sales
conversations with customers are to a certain
degree scripted and are characterized by ‘‘face-
work’ (i.e., maintenance of personal demeanor
and self-esteem), the sharing of feelings often
occurs through ‘‘emotional leaking”’ [46].

Effective personal selling requires that the
salesperson be a creative problem solver for
prospects. Every potential customer has prob-
lems that might be solved through the purchase
of certain goods and services or receipt of advice
from the sales representative. Potential customers
tend to give their business to those who can solve
problems. Unfortunately, many sales representa-
tives believe they can prosper primarily through
talking. Individuals with this philosophy spend
considerable time on devices such as developing
a deep voice or an extensive vocabulary, practic-
ing a “winning smile” or discovering new ways
to flatter prospective customers. These devices
probably have some value, but they all focus on
the salesperson rather than on the prospect [47].

Taken into consideration that 80 % of in-
creased sales come from the current customer
base, but 80 % of marketing expense is spent
trying to attract new customers, some inconsis-
tency appears clearly [48]. What are needed are
salespeople with an eye for detail and right kind
of personality to keep in close contact with cus-
tomer with a view to building up long-term rela-
tionship. In fact, this kind of salesperson is
probably the very antithesis of the “foot in the
door” type [49]. So marketing executives, have
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to think on direct marketing and of course on
personal selling.

Personal Selling and Body Language

Good body language, including effective ges-
tures, eye contact and skilful use of visual aids
can win the narrow difference between getting or
losing the sale [50]. Every good salesperson
should know how to make a good pitch, but
many don’t think about how their body language
affects the sale. Especially in selling where trust
is so important, you want to be aware of your
specific body language [51].

Factors like voice tone, proximity or eye con-
tact affect customer. Some surveys says it usu-
ally takes few role plays-and admitting to their
own body language pet peeves- for representa-
tives to realize that action can speak louder than
words. In recent survey by Chicago-based In-
comm research, 80 % of trade show attendees
said they were more likely to perceive a com-
pany or product positively if its sales representa-
tive were smiling. Additionally, trade show rep-
resentative who smiled met four times more
prospect than those who didn’t [52].

More and more research is being done by
psychologists into primary truths revealed by
body language, something many people have
always subconsciously interpreted correctly [53]
According to psychologists body language is
often more meaningful than oral communication
[54]. For that reason the general demeanor of the
salesperson is very important. The rule is avoid-
ing extremes of dress and personal behavior that
might make the buyer feels uncomfortable or
embarrassed. The salesperson is meeting the
buyer on his or her own territory, so it is basic
etiquette to conform to the buyer’s house rules
[55].

Non verbal communication can also be an ef-
fective sales tool when executives learn how to
read a customer’s body language. For example, a
deep breath followed by sigh is release of ten-
sion. This may indicate that the customer has
made decision and is therefore ready for the
close [56]. Empathy is probably a more impor-
tant attribute in this respect and emphatic behav-
ior can also encompass such matters as the way
the salesperson dresses to meet prospective pur-
chasers, bearing in mind the fact that it is the
purchaser who should be impressed by the sales-
person and not the other way around [57].



Table 1. Characteristic of Behavioural Styles

[58]
Dominant [Interactive Steady Cautious
IAmbitious  Spirited Orderly Quantitative
Driving Lively Dependable [[ntrospective
Decisive Enthusiastic Calm [Traditional
Direct Sociable Even- Precise
tempered
ndependent Dutgoing odest eliberative

At the following are some ideas to use when
selling to people with different behavioral styles
[59]:

e Selling to a Dominant Person: Many en-
trepreneurs, business owners and high-level
managers display dominant behavioral character-
istic. Ds are typically good oriented, and fre-
quently they are risk-takers. They will be im-
pressed if you get to the bottom line quickly.
Time is important and their lives are fast-paced,
so present summary information. Have details
available but do not lead with them. Respect D’s
time. Do not make idle conversation.

e Selling to an Interactive Person: Interac-
tive people can make a quick decision; they
might even be considered impulse buyers. But
they will want some time for socializing. Unlike
the D, who wastes no time getting down to busi-
ness, the I will want to get to know. Without that
opportunity, the I may feel he or she is being
hurried. Is tend to be optimistic and inclined to
trust.

e Selling to a Steady Person: The steady
prospect is a sincere person and will expect sin-
cerity from you. Because the S typically enjoys a
consensus decision, be sure to include family or
partners in decision- making process. While the
D and the I may be inclined to make quick deci-
sion, the S will want some time to think. Again,
in contrast to the D and I, the S will appreciate
statistics. Ad S is a traditional person and will
not necessarily be swayed with new and innova-
tive ideas.

e Selling to a Cautious Person: A cautious
person does not make decisions quickly; indeed,
he or she needs time to think and read the small
print. A C does not want to be pressured or hur-
ried. C’s don’t adapt to change readily and may
be suspicious or your intent. Cs will appreciate
references and testimonials, since they prove that
others have successful relationships with you. If
you approach the C with this understanding. The
C will buy from you.

During the selling process, it’s important to
remember that body language is not a one way

street. While you’re evaluating your prospect’s
body language for signs of honesty and credibil-
ity, he/she is subconsciously observing and react-
ing to your gestures as well [60]. It is possible to
say that listening skills are probably more impor-
tant than talking skills. Listening is needed in
order to recognize a person’s reason for wanting
posses, and this relates to either individual or
organizational buyer behaviors [61]. To find out
what shoppers are really thinking, the art of lis-
tening should be learned. The word listening
implies a passive act of taking in the content ofa
person’s communication. The reality is that good
listening is very active process of responding to
total message- it includes listening with ears to
words and observing with your eyes to interpret
body language [62]. A professional salesperson
would be wise to monitor their prospect’s body
language and adjust their presentation accord-
ingly. By reading their prospect’s gestures they
will minimize perceived sales pressure and know
when it’s appropriate to close the sale [63].

Deciphering the cues that others give is im-
portant. Here are some ways to read the custom-
ers [64]:

e Nose or face scratch implies dislike,

e Head tilted to the side implies interest,

e Eye rub implies deceit,

e Hand or finger blocking the mouth im-
plies lying,

e  Thumb tucked under the chin with index
finger pointing up on the cheek implies a critical
attitude,

e  Chin stroke implies making decision.

There is four major non verbal communica-
tion channels are the physical space between
buyer and seller, appearance, handshake, and
body movements. One of the most important non
verbal communication channels is body move-
ments. Body movements or body language gen-
erally send three types of messages: (1) accep-
tance, (2) caution and (3) disagreement [65].

Acceptance signals indicate that your buyer is
favorably inclined toward you and your presenta-
tion. These signals give you the green light to
proceed. Some common acceptance signals in-
clude these: Body angle- Leaning forward or
upright at attention. Face- Smiling, pleasant ex-
pression, relaxed, eyes examining visual aids,
direct eye contact, positive voice tones. Hands-
Relaxed and generally open, perhaps performing
business calculations on paper, firm handshake.
Arms- relaxed and generally open. Legs-
Crossed and pointed toward you or uncrossed.



Acceptance signals indicate that buyers perceive
that your product might meet their needs. You
have obtained their attention and interest. You
are free to continue your planned sales presenta-
tion [66]

Caution signals should alert you that buyers
are either neutral or skeptical toward what you
say. Caution signals are indicated by these char-
acteristic: Body angle- Leaning away from you.
Face- puzzled little or no expression, eyes look-
ing away or little eye contact, neutral or ques-
tioning voice tone. Arms- Crossed, tense. Hands-
Moving, fidgeting with something, clasped.
Legs-Moving, crossed away from you. Proper
handling of caution signals require that the sale
representative consider a number of actions.
First, adjust to the situation by slowing down or
departing from the planned presentation. Second,
use open ended questions that encourage buyers
to talk and express their attitudes and beliefs.
Third carefully listen to what buyers say, and
respond directly. Finally, project acceptance
signals. Be positive, enthusiastic, and smile.
Your objective in using these techniques is to
change yellow caution signals to the green go
ahead signal and project acceptance signals. Ad-
ditionally, stop the planned presentation. Second,
temporarily reduce or eliminate any pressure.
Third, let the buyer know you are aware that
something upset them. Finally, use direct ques-
tions to determine a buyer’s attitudes and beliefs
such as, “Have I said something you do not agree
with?” [67].

If language is talk, body language is talk. If
the salesperson is a good listener, he/she gets the
information he/she need. Body language tips
him/her off if the prospect is impatient and skep-
tical or enthusiastic and interested in his/her sales
presentation. Sometimes listening with the eyes
can be as effective as listening with ears. If the
sales representative gets the negative reading, the
signals are like a red stoplight that tells him/her
to pull up and brake [68].

In sales, it is vitally important to read body
language. There are four major areas of body
language that should be observed [69];

1. Eye Contact and Brow Movement: There
may be several reasons why someone is unable
to hold eye contact. When people are not able to
tell you their honest feelings they most often
cannot hold eye contact. Another reason for loos-
ing someone’s eye contact is when you step into
someone’s personal space.

2. Facial Gestures: Facial Gestures are the
second part of body language to read. The most
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important part of facial gestures is the mouth.
Upward turns in the corner of the mouth are of-
ten positive signs and downward turns or flat
lines demonstrate negative behaviour.

3. Torso and Arm Behaviour: The third im-
portant factor in reading human body language is
monitoring arm and torso movements. Closed-off
posture usually means close-minded attitude and
open posture means exactly what the name
eludes, open or willing attitude.

4. Leg Activity: The fourth factor to observe
is leg activity. Again this is another area, which
is relatively easy to observe once you know what
to monitor. Usually negative behaviour is ob-
served through fidgety leg movements. There is
no direct correlation between crossed and un-
crossed legs. However, if you notice a person has
their legs crossed and one of them is bouncing on
the other, it probably is anxiety.

It is the salesperson’s persuasiveness that
might ultimately win the order, but this persua-
siveness must be woven into the sales presenta-
tion in an appropriate way to suit the purchasing
situation. Otherwise the act of selling simply
becomes one of a previously acquired routine
and this negates the individuality that face-to-
face sales contact seeks to encourage [70].

The Effect of Body Language on Personal
Selling in Tourism Industry

Tourism sector is an important industry in the
world which is growing every passing year. The
substantial growth of the tourism industry clearly
marks tourism as one of the most remarkable
economic and social phenomena of the past cen-
tury. Tourism is not only arguably the world's
largest industry; it also involves the greatest
flows of people on the surface of the earth. It is,
therefore, a major agent of change in today's
world. With this tendency, customization begins
to play an important role in tourism industry and
tourism actors are attempting to gain a competi-
tive power by taking into consideration the indi-
vidual needs. Personal selling can be used as an
effective tool to take into consideration the indi-
vidual needs. So, salesperson plays a key role in
the formation of long term buyer-seller relation-
ships. Also, it is possible to say that body lan-
guage is an important element, that can’t be dif-
fer from, of personal selling.

Relation marketing can be stated as another
important issue in tourism activity. Relation
marketing is increasing and continues the rela-
tions with the customer; attract the customer to



the establishment. Giving service and make sales
to the current customers is seen more important
then gain new customers in long term marketing
strategies [71]. Hold on the customers in the
establishment depends on the communication
between sales and marketing person with the
customers. So it is possible to say that body lan-
guage, which is used in sales and marketing ac-
tivities, is an important tool that can increase the
success of the establishment.

Personal selling along with product consid-
eration are probably the most important elements
within modern marketing [72]. Individual sales
are very important in tourism industry because of
the cultural diversity between staff and customer.
Also people, who have different culture, have
interaction in the context of tourism industry.
This interaction is generally more consistent
between staff and customer. Body language and
communication are very important in both pri-
vate and institutional aspect for everyone who is
in tourism industry which is coordinating differ-
ent culture points.

Personal selling is one of the most effective
methods to attract lots of tourist to a destination
or country and that can be used to inform and to
persuade new and current Customers. Tourism
products are products that couldn’t be sent to the
customer. In order to use the tourism product the
customer should go the place where the product
is produced. So, direct communication and reser-
vation get an important role in tourism industry
[73]. Personal selling is an organizational func-
tion that creates, communicates, and delivers
value to customers.

Personal selling is a special way of person to
person communication. The salesperson of the
tourism establishment is advertising the product
to the customer by communicating with the cus-
tomer face to face. The most strength side of
personal selling is giving the opportunity to the
establishments to contact their customers di-
rectly. The message that is given in personal
selling is more flexible then given in advertise-
ment while, the salesperson has the opportunity
to explain the whole details to the customer di-
rectly. Also it is easier to persuade the customer
in a closer atmosphere which is build up during
the communication [74]. So it is possible to say
that personal selling is one of the most effective
promotion tools that can be used by tourism es-
tablishments to inform and to persuade new and
current customers.

Face to face communication with customers
has importance in two aspects. Giving the mean-
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ing to their verbal messages with non-verbal
messages of administration personnel and raising
the level of influence is the first one. Second one
is that administration personnel can get clearer
information about customer's thoughts, espe-
cially their ideas about their instant feelings.
Leaving a good impression on customer gets
bonus not only for personnel but also for admini-
stration [75]. Selling a travel or any other item
shouldn’t be an act of repetition. Ruts may be
beneficial to body alignment mechanics but be-
ing in a mental rut can be fatal when dealing with
a client. Start watching your client’s gestures and
changes of facial expressions. Don’t ignore what
they are saying, but your awareness and correct
interpretations of body language are nearly as
important as your client’s expressed desires-
sometimes more so [76].

Salespeople must learn to engage in two-way
communication. Rather than just thinking about
what they should do and say, they must gain
information about the prospect through question-
ing and observing [77]. In this way, learning
customers' thoughts with body movement in
tourism administrations will provide successful
sale. Sale personals have multiple responsibili-
ties. Their job is not only to increase revenue, but
to attract new customers, retain current custom-
ers, identify what the competition is doing, con-
duct market analysis, coordinate sales activities,
and work with manufacturing facilities to meet
customers' needs.

Observation of the potential customer’s “body
language” may reveal that some parts of the
presentation are going well while others are not
going well. For instance, if the prospect [78]:

e leans back in the chair with hands behind
the neck, this may reveal an attitude of indiffer-
ence;

e leans forward and places hands on the
desk, this may indicate positive reaction to the
sales presentation;

e maintains eye contact, this may indicate a
positive reaction;

e fails to ask question, this may suggest a
lack of interest in the presentation.

Observe carefully how your prospect sits or
even sleeps, slams a door or never opens it and
yawns. Whether it’s clapping hands, shaking a
fist, thumbs up or thumbs down, rubbing the
eyes, crossing one’s legs, staring fidgeting,
slumping in the chair or whatever makes no dif-
ference. Ever bodily or muscular movement
sends a message-positive or negative [79]. Con-
trolling gestures to make them meaningful helps
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keep a prospect’s attention. By watching their
cye movement, you can tell whether they are
really with you or thinking their own thoughts
~ behind a polite stare [80].

One of the most important duties of salesper-
son in tourism is to provide marketing communi-
cation together with marketing actions. Also it is
aimed to introduce the product or destination, the
environment, the social responsibilities and the
image of the establishment, increase the sales,
create an image about the establishment and the
product, and finally persuade the customers [81].
In other words, effective communication be-
tween the salesperson and customers very impor-
tant to communicate in persuade process in tour-
ism industry. Also, salesperson should cause the
potential tourists to perceive that they will be
satisfied after the sale, while tourism marketing
is abstract marketing. From this point of view,
the salesperson should cause the potential tour-
ists to perceive that their holiday dream would be
real by using body language, gesture and facial
expression.

Customers expected from tourism establish-
ments to behave themselves justly, honestly.
When they understand that it isn’t so, they will
be hurt and begin to get suspicious about the
establishment. Dealing justly is the most impor-
tant issue for the customers. The immunity of the
services increases the sensitivity of the customer
on honesty issues. Reliance is also another im-
portant issue for the customer because tourism
services are abstract and it isn’t possible to
evaluate the services before buying [82]. Also,
trust on salesperson is also important issue for
the customer. Customers will feel confidence on
salesperson when they feel that the salesperson
act honestly. The salesperson should cause to the
customer to perceive confidence, in order to
build up mutual confidence. Usually it is difficult
to build this confidence just only using words, so
using body language can increase the efficiency
in building the confidence. Consequently, body
language can be used as an effective tool to in-
crease sales by salespeople.

Personal selling is an expensive technique but
if it is performed well it can be used as an effec-
tive way to increase the sales. F inding talented
personal isn’t enough for effective personal sell-
ing, you should also give importance for the
education of the salesperson [83]. Persuading
skills of the salesperson should be very well.
Communication takes an important role in the
context of persuading skills. Sales in tourism
sector depend on effective communication be-
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tween potential tourists and salesperson. For
effective communication complaisance, gesture
and facial movement, in other words body lan-
guage of the salesperson is really important.

According to SAS (Scandinavian Airline Sys-
tem) managers, “10 million customers meet 5
SAS personal in a year. Every meeting continues
15 seconds. So SAS is creating again in a year
for 50 million times. This 50 million meeting is
defining the success or failure of SAS [84]
Making customers happy by using verbal and
non verbal communication during these meetings
will alert the customers to buy again. At this
point of view it will be clearly appear that non
verbal communication will be more effective
then verbal communication in 15 seconds.

Personal selling is the most important sales
promotion tool also for travel agencies. The most
important factor in sales is salespeople. Intelli-
gent, experienced, well informed salesperson is
an obligation for travel agencies. A talented per-
sonal is the one who can turn a small interest into
a big sale. On the other hand, a weak personal
can be described as an anesthetic for whole travel
agencies. The whole efforts on advertising and
sales promotion can be blown up because of
carelessness, roughness or absent service. For
that reason salesperson should give confident to
the customer and should know the product or
service very well and should have the ability to
advertise and sale the product or service [85].

The salesperson should also have the ability
to understand the customer’s desire and psycho-
logical state. The salesperson should have the
ability to give enough and persuasive informa-
tion to the customer [86]. Salespeople should
have the ability to build up good communication
and also should have the ability to use body lan-
guage in order to understand the customer’s de-
sire and psychological state. Otherwise it
wouldn’t be possible to turn potential demand
into real in tourism sector.

Personal selling is also very important for
hospitality establishments. Personal selling is not
only important to increase the sales for hospital-
ity establishments but also to make contracts
with travel agencies and tour operators. The con-
tract managers of hospitality establishments,
travel agencies and tour operators are working
just like a salesperson and they do their best to
make the most appropriate contract for their es-
tablishments. It is very important that people
should use their communication skills and body
language during this marketing and sale process.



The developments in information techniques,
some destination’s popularity, changes in cus-
tomer behaviors, changes in the demand and the
other factors shows to the establishments that the
time is over to wait the customer. Whole this
shows to the establishments that they should go
and find the customer and then try to persuade
them [87].

Conclusion

Tourism sector is an important industry in the
world which is growing every passing year.
Tourism revenues take an important place in lots
of country’s and region’s economy. Increase the
positive effects of tourism on balance of pay-
ments depends on increasing tourism revenues.
For that reason it is important to increase the
number of tourist that come to the destination.

The substantial growth of the tourism indus-
try clearly raises a cutthroat competition in tour-
ism industry. Cutthroat competition causes the
tourism establishments to take new marketing
strategies in order to satisfy the customers and
create faithful customers. Because, creating
faithful customers by increasing the satisfaction
of current customers is a better way then work to
gain new customers.

Personal selling along with product consid-
eration are probably the most important elements
within modern marketing [88].

Effective communication is essential in mak-
ing a sale. Non verbal communication signals are
an important part of the total communication
process between buyer and seller. Professional
sales representatives seek to learn and understand
non verbal communication to increase their sales
success [89].

Increasing the communications and long term
relations with the customer, is a better way then
lose the faithful customer who is created after
long and difficult efforts. It is possible to say that
body language is the golden key of effective
communication while body language is increas-
ing the efficiency of communication.

It is really difficult to orient people to an ex-
perience that people have never tasted before.
For that reason the importance of personal sell-
ing in tourism industry is very big. The salesper-
son help to the potential customer, to give his/her
holiday decision, with using body language,
voice tune, gesture and facial expressions besides
verbal communication.

Differently from other sectors there are travel
agencies that are responsible for sale and market-
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ing tourism products and services in tourism
industry. The most sales of travel agency’s con-
stitute of personal selling. The personal, who is
responsible for the sales, has an important mis-
sion in travel agencies. Holiday marketing is
dream marketing. There is a direct proportion
between the sale and salesperson’s specializa-
tion. Especially, personal selling is a promotion
tool that realize simultaneously. For that reason
the performance of the salesperson plays an im-
portant role in the sales.

Salespeople who understand body language
and put on a good show will walk away with
more sales than their colleagues who speak only
words [90]. So, the usage of body language be-
sides verbal communication during the sale proc-
ess is an effective application that will increase
the sales. Some studies proved that the salesper-
son, who support his/her sale with body lan-
guage, intonation, gesture and facial expression,
makes more sales then the others and this causes
eightfold more successful results then verbal
communication. Consequently, there is nothing
that a salesperson couldn’t do with the usage of a
smiling body language.

References

Urbaniak, Anthony. (2005), Non verbal
Communication in Selling. Supervision. Vol:
66, No: 6, pp.13-15. (p.13).

Metcalf, Tom. (1997), Connecting Your
Message: The Hidden Dimension. Life Asso-
ciation. Vol: 92, No: 4, pp.18-21. (p.21).
http://www.lichaamstaal.com/english/ ~ Re-
trieved from the Web June 16, 2008.
Pappas, Jason. (2003), A Tale of Two
Stores. The American Salesman. Vol. 48,
No: 8, pp.8-10. (p.9).

Ramsey, Lydia. (2004), Body Language
Speaks Louder than Words, Preparing for
Job Interviews. Retrieved from the Web June
8, 2008.
http://www.marketinghire.com/careers/interv
iewing/body launguage louder.htm

Metcalf (1997), p.18.

Landis, Jude. (2006), Iletisim Becerileri.
(Translator: Ozgiir Gelbal). Ankara: HYB
Yayincilik. (p.24).

Weiner, Rihard. (2008), The Seven Rules
of Effective Communication. Public Rela-
tions Quarterly. Vol: 52, No: 2, pp.9-11.
®.9).

Ramsey.

Metcalf (1997), p.18;

9.
10.



11

15.
16.
17.

18.

19,
20.

21.

22,

23.

24.
25,

26.

27.

28.

29.

30.

31.
32,

. Landis, p.24.
12.
13.
14.

Pappas, p. 9.

Weiner, p.9.

Miller, Patrick W. How to Read Body Lan-
guage in the Workplace. Retrieved from the
Web April 15, 2008.
hitp://www.ehow.com/how 2029046 read-
body-language-workplace.html

Ramsey.

Metcalf (1997), p.18.

Marchetti, Michele. (1996). Talking Body
Language. Sales and Marketing. Vol: 148,
No: 10, pp.46. (p.46).

Knudsen, Ellen J. (1991), Watch Your
Body Language. The American Salesman.
Vol: 36, No: 1, pp.16-19. (p.18).

Ramsey.

Trisler, Hank. (1994). Now Hear This. The
American Salesman. Vol: 39, No: 7, pp.8-11.
(p.9).

Ramsey.

Smith, Timothy M., Gopalakrishna, Srinath
and Smith, Paul M. (2004), The Complemen-
tary Effect of Trade Shows on Personal Sell-
ing. International Journal of Research in
Marketing. Vol: 21, pp.61-76. (p.61).
Metcalf, Tom. (1998), Selling Seminar. Life
Association News. Vol: 4, No:5, pp.22-25.

(p.22).
Miller.
Simmering, Marcia J. Retrieved from the
Web June 10, 2008.

http://www.referenceforbusiness.com/manag
ement/A-Bud/Body-Language.html
Tayacan. Psychological ~Operations in
Guerilla Warfare. Wiretap: Mt. View, Calif,
Retrieved from the Web June 12, 2008.
http://www.tscm.com/CIA_PsyOps_Handbo
ok.html

Kline, John A. (1996), Listening Effectively.
Maxwell Air Force Base, Ala Air University
Press. (p.24).
http://www.wisegeek.com/what-is-
appropriate-workplace-body-language.htm
Retrieved from the Web June 19, 2008.

Bly, Robert W. (1999), 101 ways to Make
Every Second Count: Time Management T ips
and Techniques for More Success with Less
Stress. New Jersey: The Career Press. (p-47).
Boe, John. (2005), Actions Speak Louder
Than Words. Agency Sales. Vol: 35, No: 9,
pp.56-57. (p.56).

Simmering.

Afuwale, Puja Mahendru. Your Body Lan-
guage Says It All! Retrieved from the Web

228

33.

34.
35.

36.

37.

38,

39.

40.
41.
42.
43.
e
45.
46.

47.

48.

49.
50.
51.
52.

June 6, 2008.
http://www.marketingcrossing.com/article/in
dex.php?id=220647

Kyle, Dennis. Reading Body Languages for
Sales Professionals. Retrieved from the Web

April 4, 2008.
http://www.positiveresults.com
Bly, p.163.

Dreyfack, Raymond. (1988), Income Boost-
ers for the Success-Minded Salesperson. The
American Salesman. Vol: 33, No: 8, pp.28-
31. (p.30).

Wilmshurst, John and Mackay, Adrian.
(2002), The Fundamentals and Practice
Marketing. Oxford: Boston Butterworth-
Heinemann. (P.166)

Aronauer, Rebecca. (2007), Express Yourself.
Sales and Marketing Management. Vol: 159,
No: 1, pp.15. (P.15).

Friedman, Lawrence G. and Furey, Timo-
thy R. (1999), The Channel Advantage: Go-
ing to Market With Multiple Sales Channels
to Reach More Customers, Sell More Prod-
ucts, Make More Profit. Oxford: Boston But-
terworth-Heinemann. (p.81).

Lancaster, Geoffrey and Reynolds, Paul.
(1999), Introduction to Marketing: A Step-
by-step Guide to All the Tools of Marketing.
London: Dover. (p.124).

Wilmshurst and Mackay, p.166.

Friedman and Furey, p.81.

Smith, Gopalakrishna and Smith, p.61.
Dreyfack, p.28.

Friedman and Furey, p.81.

Lancester and Reynolds, p.125.

Verbeke, Willem and Bogazzi, Richard P.
(2003), Exploring the Role of Self - and Cus-
tomer - Provoked Embarrassment in Personal
Selling. International Journal of Research in
Marketing. Vol: 20, pp.233-258. (p.233).
Peterson, Robin. (1988), The “Canape” Ap-
proach to Professional Selling. Industrial
Distribution. Vol: 77, No: 5, pp.111-115.
(p.113).

Sales and Marketing Management. (1992),
Short Takes: What Does Body Language
Really Say?, Sales and Marketing Manage-
ment. Vol: 144, No: 4, pp.40. (p.40).
Lancester and Reynolds, p.125.

Knudsen, p.16.

Aronauer, p.15.

Chang, Julia. (2004). Selling in Action.
Sales and Marketing. Vol: 156, No: 5, pp.22.

(p.22).



53.

54.

55.
56.
57,
58.
39.
60.

61.
62.

63.
64.
65.
66.
67.
68.
69.
70.
Tl

12
73.

74.

75

76.
T
78.

Alper, Mort. (1991), Reading Silent Signals
from Your Clients. The American Salesman.
Vol: 36, No: 6, pp.10-12. (p.10).

Jacobs, Russell. (1988), Do You Have
Busy-Bodies For Prospects?. The American
Salesman. Vol: 33, No: 2, pp.16-24. (p.16).
Lancester and Reynolds, p.131.

Marchetti, 46.

Lancester and Reynolds, p.129.

Metcalf (1998), p.22.

Metcalf (1998), p.25.

Boe, John. (2006), The Truth about Lying.
Agency Sales. Vol: 36, No: 12, pp.50-51.
(p.50).

Lancester and Reynolds, p.128.

Lempert, Phil. (2002), Being the Shopper:
Understanding the Buyer’s Choice. New
York: John Wiley& Sons. (p.3).

Boe (2005), p.56.

Aronauer, p.15.

Urbaniak, p.14.

Urbaniak, p.14.

Urbaniak, p.15.

Dreyfack, p.30.

Kyle.

Lancester and Reynolds, p.128.

Sevim, Serafettin and Giiven, Omer Zafer.
(2008), Pazarlama Alanindaki Paradigma
Doniisiimiiniin -~ Konaklama  Isletmelerine
Yansimalar1. II. Balikesir Ulusal Turizm
Kongresi Bildiriler Kitabi. (17-19 Nisan
2008, Balikesir). (p.16).

Lancester and Reynolds, p.140.

Rizaoglu, Bahattin. (2004), Turizmde
Tanitma. Ankara: Detay Yaymcilik. (p.186).
Yiikselen, Cemal. (2003), Pazarlama:
Ilkeler-Yonetim. Ankara: Detay Yayincilik.
(p.319).

Demiray, Ugur. (2006), Genel Iletisim. An-
kara: Pegem Yaymecilik. (p.172).

Alper, p.12.

Peterson, p.113.

Peterson, p.113.

79.
80.
81.

82.

83.

84.
85.

86.
87.

88.
&89.
90.

Jacobs, p.119.

Knudsen, p.18.

Uniisan, Cagatay ve Sezgin, Mete. (2004),
Turizm Pazarlamasi. Konya: Atlas Kitabevi.
(.P'57)'

Oztiirk, Sevgi Ayse. (2006), Hizmet Pazar-
lamasi. Bursa: Ekin Kitapevi. (p.160).

Avcikurt, Cevdet. (2005), Turizmde
Tanmitma ve Satis Gelistirme. Istanbul:
Degisim Yayinlar1. (p.65).

Oztiirk, p.169.

Hacioglu, Necdet. (2006), Seyahat

Acentaciligi ve Tur Operatorliigii. Ankara:
Nobel Yaymn Dagitim. (p.180).

Hacioglu (2006), p. 19.

Hacioglu, Necdet. (2000), Turizm Pazarla-
mast. Bursa: Vipas. (p.12).

Lancester and Reynolds, p.140.

Urbaniak, p.15.

Knudsen, p.19.

229

Prof. Dr. Necdet HACIOGLU.
Balikesir University, School of Tourism and
Hotel Management. Cagis Campus, 10145
Balikesir/TURKEY.
hacioglu@balikesir.edu.tr

Res. Ass. Bayram SAHIN.
Balikesir University, School of Tourism and
Hotel Management. Cagis Campus, 10145
Balikesir/TURKEY.
bsahin@balikesir.edu.tr

Res. Ass. Seda SAHIN.
Balikesir University, School of Tourism and
Hotel Management. Cagis Campus, 10145
Balikesir/TURKEY.
ssen@balikesir.edu.tr



