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Introduction to Sales Management

The word sales management is a combination of two words- sales and management. Sales is the art of planning in the mind of another a motive which will induce favourable action. The American Marketing Association defined as- “Selling is the personal or impersonal process of assisting and or persuading a prospective customer to buy a commodity or a service or to act favourably upon an idea that has commercial significance to the seller.
In order words, Sales management is defined as the planning, direction, and control of personal selling including recruiting, selecting, equipping, assigning, routing, supervising, paying, and motivating as these tasks apply to personal sales force. 
Sales management spe​cifically contributes to achieve the marketing objectives of a firm. In fact, sales managers set their personal selling objectives and formulate the personal selling policies and strategies. 
There are three key stakeholders involved with the sales management process: the sales manager, salesperson, and customer.
Sales Manager
A sales manager is someone who directs an organization’s sales team, oversees its processes, and is typically in charge of talent development and leadership.
Salesperson
A salesperson represents their company and is in direct contact with potential customers whether in person or over the phone or solely online.
Customer
The customer will inevitably have a better experience and be more inclined to benefit from your company and purchase your product or services with an effective sales management process. They may even spread the word.
Objectives of Sales Management:
There are three basic objectives of sales management.

· Increasing sales volume, 
· Contributing to company profits and 
· Long term organizational growth. 
Sales management has over the years assumed broader significance as in addition to the management of personal selling; sales management includes marketing activities like advertising, sales promotion, marketing research, physical distribution, pricing and product merchandising. 
The American Marketing Association’s definition makes sales management synonymous with the management of the sales force but then the fact is that modern sales managers have assumed broader responsibilities. 
Sales managers are not just in charge of personal selling activity but also managing large and often diverse set of sales people. They are responsible for organizing the sales effort both within and outside companies. Sales managers have been found to build formal and informal organizational structures within the company and outside the company; they serve as a key contact with customers and other external publics. Thus, through all these operational activities sales management achieve the overall organizational goals.
Functions of Sales Management 
The general functions of sales management are as follows: 
1. Preparing the Sales Plan 
2. Recruiting the right people to execute the sales plan 
3. Training the people selected to build competency in achieving the targets set and fulfilling the organization’s objectives. 
4. Defining the sales territories 
5. Specifying the sales quota to be achieved for each territory 
6. Defining the remuneration and reward system for the sales force 
7. Providing welfare and healthcare facilities to the sales force 
8. Devising a sales force development program 
9. Analyzing past performance with the current performance and making predictions on demand 
10. Coordinating with the marketing department and the consumers 
11. Sales planning and sales policies 
12. Pricing policy and price fixing 
13. Advertising and sales promotion 
14. Planning and control of sales operations and control of sales costs 
15. Selection and management of channels of distribution 
16. Branding, packing and labeling 
17. After sales service, if necessary 
A successful sales manager must have the following qualities: 
(i) Desire to be a manager 
(ii) Ability to lead and motivate others 
(iii) Good organizing and planning skills 
(iv) Capabilities of control and administration 
(v) Full understanding of the implications of finance 
(vi) Skills to recruit, train, motivate, and develop those who will form part of the team 
Process of Selling
Personal selling is an oral presentation in conversation (by salesperson) with one or more prospects for the purpose of making sales.

The process of selling involves a number of steps such as:
1. Pre-sale preparation, 
2. Prospecting, 
3. Pre-approach 

4.  Approach, 
5. Sales presentation or sales interview

6. Close the Sale
7. Post-sale activities. 

The sales presentation or interview may adopt the AIDAS formula (attention, interest, desire, action and satisfaction). Objections raised by the prospect are handled during the interest and desire stages. The climax of sales presentation is the securing of action, i.e., purchase. Following up is necessary after securing purchase. It will check buyer’s satisfaction and reduce his dissonance (after purchase anxieties and doubts) if any. Post-purchase activities assure buyer satisfaction and repurchase. 
Step – 1: Pre-Sale Preparations
Anticipating the sale means getting ready. A salesman has to serve the customer. He must identify a customer’s problem, solve that problem and prescribe a solution to the customer according. To do these things, a salesman must be familiar with the product, the market and the organisation and the techniques of selling. He must know his customers, their unsatisfied needs and their problems. 
He should be aware of current competition and market environment in which he has to operate. Background knowledge (of the company, its products and its rivals) constitutes the essence of pre-sale preparation. 
Step – 2: Prospecting
A salesman has to seek potential customers who are called prospects. A prospect means a probable buyer-the one who brings prospects to the seller’s business. A prospect is one who has an unsatisfied need, ability to buy (purchasing power) and willingness to buy (motivation). Prospecting relates to locating of prospects. 
Located potential customers have to be qualified, i.e., they must have need, purchasing power, inclination to buy and buying authority or power. These qualified prospects must, of course, be accessible to the salesman. Prospecting is similar to the seeking function of the total marketing activities. 
Step- 3: Pre-Approach
Once a prospect is located and qualified, salesman should find out his needs, problems to be solved, his preferences, personal habits, nature, behaviour, etc. The product has to be tailored to the specific requirements of the customer. 
On the basis of adequate information of the customer wants and desires, salesman can prepare his plan of sales presentation or interview. The sales presentation must match to the needs of the individual prospect. It should enable the salesman to handle his prospect smoothly through the buying process, i.e., during the sales talk. 
Step-4: Approach
The third step is the stage where the salesman comes face-to-face with the prospect. The approach consists of the two major parts namely, obtaining an interview, and the first contact. The salesman may use various means of obtaining an interview. 
The salesman must be able to attract the prospect’s attention and get him interested in the product. It is very important to avoid being dismissed before he can present his product. 
Step – 5: Sales Presentation: 
Once the salesman has sought and found potential customers and he has matched their wants with his product, he is ready to formally present that product to the customer. The sales presentation should be closely related to the buying process of customers. It should be in the language the prospect understands. The sales interview should generally go according to AIDAS theory. 
A good presentation must satisfy four main objectives: 
(i) It must be complete; that means, it must cover every point which is likely to influence the prospect. 
(ii) It must be clear, and should leave no misunderstanding or vagueness in the prospect’s mind. 
(iii) It must remove competition by providing that the salesman’s product is definitely superior and is the only product that will satisfy the prospect’s want. 
(iv) It must win confidence of prospect that the salesman’s statements are true and that the salesman is honestly trying to help the prospect.
Step-6: Close the Sale 
The close is the act of actually getting the prospect’s assent to buy. It is culmination of the efforts so far made by the salesman, and is, therefore, the climax of the entire sales process. A salesman who cannot close the sale cannot in the real sense be called a successful salesman. It is very important for salesman to be alert and find out the right moment at which to close the sale. 
Step -7:  The Follow-Up (Post-Sale Contacts): 
Moving the customer to the action stage (the purchase decision) does not complete the salesman’s task. He must write the order, arrange for dispatch and delivery of the product, facilitate grant of credit, reassure the buyer on the wisdom of his decision, and minimize his dissatisfaction, if any. 
The salesman should contact the customer frequently to maintain his goodwill and smoothen over any post-purchase problems. The follow up is a good source of feedback to the salesman. 
