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Module Annotation 

Determining the customer's personality type is one of the important steps to make a trade. 

Negotiations with the customer should be conducted with respect to their personality type. 

Therefore, the correct use of the achieved findings about the type of customer is necessary 

for an effective procedure to achieve success. However, other facts enter into the process of 

negotiating with the customer. It is about discovering the customer's needs, requirements 

and expectations (NRE) and then assessing whether the offered product can satisfy the 

customer's NRE. The form of product presentation depends, among others, on the 

customer's personality type. If we correctly determine the customer's personality and then 

adapt the sales conversation, argumentation and form of communication to the specific type 

of personality, success is close.  

The acquired knowledge, experience and habits can be used not only in communication with 

the customer, but also in the manager – employee, subordinate – superior relationship, as 

well as in private life. 

 

Module Objective 

The aim of the module is to familiarise students with the theory of customer typology, with 

the methods of determining personality type and with the effective use of established facts. 

Show and demonstrate an important place to identify personality types throughout the 

customer acquisition and stabilisation process. Students will learn about exact methods of 

determining the personality type, the principles of communication with individual personality 
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types, procedures for avoiding critical situations, prediction and overcoming objections. 

Attention will also be paid to communication with problematic customers. 
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