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Abstract: 
The aim of  this  study  is  to  highlight  the  role  of  personal  selling  in  motivating  the  purchase  of  
customers according to the approach of the impact that reflects the stages of psychological 
impact from the customer's perception of the message to the behavior of the purchase, as the 
personal sale is one of the important means within the elements of marketing communication, 
(Advertising, sales promotion, public relations and direct marketing). A personal, direct and 
interactive communication relies on activating the sales dialogue to get an immediate response 
from the customer and interact with him in order to stimulate the purchasing behavior and then 
make a strong relationship for long time with the client. 
Keywords: marketing communication, personal selling, influencing model, activating sales 
dialogue. 
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Source: Marian Burk Wood,Marketing Planing -Stratégie, mise en œuvre et contrôle - , pearson 
éducation ,2005, p210 
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Unique Selling Technique   
"LOVER" 17:   

 Listening (L):   
 Observation (O): 

 
 needs Vérification (V):  

 . 
 Empathy (E): 

 
 Reward (R):  
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