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Cross-Selling
Cross-sell is to sell related or ancillary products or services to a customer. Cross-selling is a technique that boosts revenue by encouraging shoppers to purchase related products in addition to their selections. The tactic can be put into action as soon as a buyer adds an original item to their shopping cart, whether in-store or online (Venkatesan, 2017). The technique allows the buyer or an automated system to narrow down and suggest additional items based on their selections. Successful cross-selling occurs when your customer gains interest in a proposed product, adds it to their cart and checks out.
Cross-selling aims to maximize the value of a purchase and improve the customer's buying experience by creating additional value. It focuses on promoting other products from related product categories (Kocas et al., 2018, p.33). Another reason companies' cross-sell is to balance growth between the existing and new customers to ensure that the business is making a profit. While getting a new client is a healthy goal, the company can maintain the customer. Customers who feel that a company continues to look after their needs by offering relevant and helpful products and services will be far more likely to stay.
I have often experienced online stores suggesting to me complimentary products for the goods that I have purchased or put in my cart for purchase. Sometimes the salesperson would ask me if I have a store credit card, and they would suggest that I have one as it will earn me shopping points every time I make my payments using it. In my view, correctly implemented cross-selling techniques feel natural and improve the customer's buying experience by showing them complementary items that can increase the initial purchase value. For example, by pairing a bicycle with foot pumps or headlights or pairing laptops with external hard drives and cordless mouse, the company increases its odds of generating more profit from the same customer. And also showcasing the breadth of their product catalog as well as helping the customer to find everything she needs or realizes she needs (Patterson & Kimpakorn, 2014). Therefore, when it works, cross-selling is excellent for both the company and the customers especially, where your existing customer is not aware of a product or service that would improve their customer experience. However, the bottom line of cross-selling is to increase the company's revenue.
On the other hand, if done incorrectly, cross-selling can have adverse effects on customer loyalty as it can appear as a pushy, self-seeking sales tactic. When a salesperson tries to sell complementary products or attempts to sell, and the customer may not need them. That way, the sales get affected, but it also negatively affects the brand's reputation.
When I bought a Laptop, I was told by the salesperson that they have a wireless mouse and wireless headphones that would help me have the best experience of using the Laptop. What is more, it was cheaper to buy them together than buy them later separately. And that convinced me, and I had to get the mouse and headphones, though I had not planned to buy them.
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