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Sales Management Positions (Example)

Vice President

of Sales

Regional Sales i Regional Sales
Manager Manager




Sales Management Process

Defining the Determining
Strategic Developing Salesforce
Role of the |pgmme the . Effectiveness

Selling Salesforce Salesforce and

Function Performance

Stage 1: Developing and Implementin
1.1 Effective Sales Strategies

Classification of Account largeting
accounts into categories Strategy

Type of relationship
sought for each category

Relationship Strategy

Develop selling SeIIing Strategy

approach for each type
or relationship

Channel Strategy

ensure each account
receives the proper
selling effort and
coverage

g

02/09/56



Selling and Relationship Strategies

EXHIBIT 11.1

Matching Selling and Relationship Strategies

Relationship Strategy
Transactions Solutions Partnership Collaborative

Stimulus response
Mental states
Need satisfaction
Problem selving
Consultative Consultative

Customized

Source: o N ngranm, Rayrond W.Lakorge, Karmon A Avils, Uhailes H. Schwephe, J, and Michas! Wilkiams, Sofes boroge-
vt Ay canmd U e i Meakirag Aok, Y- ML E Shasps:, 3009)

Developing and Implementing
Effective Sales Strategies

Selling Strategy — Involves the planning of sales
messages and interactions with customers.

Selling strategy can be defined and executed at
three levels.

Individual
Customer

Groups of
Customers

Individual
Customer
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Sales Channel Strategy

Determination of how the organization will
reach its customers when executing
the sales effort. Options include

a company salesforce (individual

or teams), industrial distributors,
independent representatives,

independent repre- team selling The use of
sentatives or fac- person sales teams in
turer representatives dealing with multiple-person
Ind. dent sales organi (4 buying centers.

tions that sell complementary,
but noncompeting, products
from different manufacturers;
also called manufacturer’s
representatives or reps.

1.2 Sales Structure Issues

Specialization R —

¢ The degree to which each salesperson could perform
all the selling tasks.

¢ The degree to which authority and responsibility are
placed at higher management levels.

Span of Control

* The number of individuals who report to each sales
manager
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Sales Organization Alternatives

EXHIBIT 1.2

Sales Oreanization Alternatives

Organizational
Structure Advantages Disadvantages
Geographic = Low cost « Limited specialization
« No geographic duplication « Lack of management control over
+ No customer duplication product of customer @mphasis
« Fower management levels
Product - Salespeople become experts in product atiributes - High cost
and applications + Geographic duplication
- Management control over selling effort allocated « Customer duplication
to products
Market . people develop better ing of = High cost
unigque customer needs + Geographic duplication
. control over selling effort allocated
1o différsnt marksts
Functional « Efficiency in performi lling activities « G hic duplicati
» Customer duplication
+ Naed for coordination
"y Fa Sy K Ay naten Mo ek, b NTM E S
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Stage 2.1: Recruiting and Selecting Sales
Talent

. secruitment. 5
Planning for S Selection:
Locating

Evaluation
and Hiring

Recruitment

; Prospective
and Selection P

Candidates




2.1.1 Recruitment and Selection Proce
— Planning -

Job Analysis Job Job Description
» Task, duties, and Qualifications » Written summary
responsibilities of « Aptitude, skills, of the job.
the sales job. knowledge, and

personal traits
needed.

2.1.2 Recruitment and Selection Proce
— Locating -

* Career/Job Fairs
* College Career Centers

* On-line Career Sites
(e.g., Monster.com and Careerbuilder.com)

* Internal (e.g., employee referral)

* Employment Agencies |

CAREER FAIR

SS
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2.1.3 Recruitment and Selection Proce
— Evaluating -

Resume Screening

Interviews

¢ Assessments
— Role Plays

— Written
Questionnaires

— Ride-Alongs

Background Checks

SS

Aptitude Values "
Culture Skills

Physical Health ,\\

. Knowledge
Age/Sex - T

Interests —

Intelligence \
Temperament and Motivation
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2.2 Sales Training Process

|E-'.'.|| ":E e

Sales Training Process

Settraining Evaluate Design Perform Conduct
objeclive lraining sales. sl Tollow-up

] ] altemnaties ] tiaining I training ) and
program evaliation

1 | i 1 I

Stage 3: Directing the Salesforce

sales leadership Aclivi-
ties that influence others te
achieve sharad goals to
advance the organization.

sales management
Managing an erganization’s
personal selling function to
include planning, implement-
ing, and centrolling the sales
management process.

sales supervision

Sales managers working

with subordinates, including
salespeaple and sales staff, on
an ongoing basis.

02/09/56



T

Senior Sales
Leadership

Field sales
Managers

Salespecple

EXHIBIT 11.3

Multilevel Leadership, Management, and Supervision

Directing the Salesforce

Leadership Management Supervision
Influencing the antire sales Planning, impl ion, Working with sales admin-
organization or a large subunit and contral of sales man- Istrative personnel on a
by creating a vision, values, agement process for antire day-to-day basis
culture, direction, alignmant, sales organization or large
and change, and by energizing subunit
actlon
Influencing assigned salespeople  Planning, impl lon,  Working with salespeople
by creating a climate that in- and control of sales man- on a day-to-day basis
spires salespeople agement process within

assigned sales unit
Influencing c 5, sales Flanning, impl ion, Working with sales assis-
team members, others in the and control of sales activi- tants on a day-to-day basis

company, and channel partners

ties within assigned territory

Directing the Salesforce

leadership style Agen-
eral orientation applied to
leadership activities. Transac-
tional and transformational
leadership styles are two well-
known leadership styles.




The Role of Power

¢ Don’t be reluctant to use any form of

Legitimate
power.

Coercive ¢ Be careful not to overuse the power of
position or punishment.

Avoid rewarding all desired job
outcomes or behaviors.

¢ Enhance power through learning and
establishing a good working relationship
with subordinates.

LB

Directing the Salesforce

motivation Composed of
three dimensions: intensity
persistence, and direction.
Intensity is the amount of
effort expended, persistence is
the ongoing choice to expend
effort, and direction refers to
how salespeople spend their
time on the job.

02/09/56

10



Communication and Coaching

Coaching:

Focus on continual development of salespeople
through provision of feedback and serving as a
role model.

Communication and Coaching

* Encourage open communication.

» Seek feedback.

* Use persuasion and promises.

* Establish a team approach.

* Encourage self-evaluation and correction.

* Ensure salespeople diagnose success as
well as failures.

* Recognize salespeople
are individuals.

* Follow-up on coaching
sessions.

* Serve as a role model.
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Stage 4: Determining Salesforce
Effectiveness and Performance

sales organization
effactiveness an overall
assessment of how well the
sales organization achiavad its

qoals and objectives. E

salesperson

performance How well

salespeople perform the ac

tivities necessary to carry out

their sales responsibilities as

well a3 their rasults and con- —
tributions to organizational

objectives.

Sales organization structure, strategies, deployment, management, and
uncontrollable environmental influences also impact sales organization
effectiveness.

Sales Audit

A comprehensive,

systematic approach
for evaluating sales
organization
effectiveness,

which provides
management

with diagnostic ~._
as well as prescriptive .

']
information. \ }
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Evaluating Sales
Organization Effectiveness

FIGURE 114

ales Analysis Framework

I II I

. - Organizational level Type af Salés ta )
Urit of Analysis of Analysis M Method of Analysis
+ Dollas ks + Overall Organization - Iypea produd - Compatisans wilh sales
+ Unit sales +Tones +Typeol account quotas and forecasts

«Regions - Typeol distribution - Comparisons with

» Difstricts. = Oidler size [previous period
«Termitories - Comparisons with

« hcoounts. industry/competitors

Evaluating Sales
Organization Effectiveness

cost analysis Assesses
costs the sales organization
incurs in the process of gener-
ating sales by comparing in-
curred costs with the planned
costs in sales budgets.

profitability analysis
Fvaluates the results from
combining sales and cost data
1o identify and asspss sales
organization profitability.




Evaluating Salesperson Performance

360-degree feedback
Involves performance assess-
ments of a salesperson fram

multiple sources having a rela-
tionship with the salesperson.

performance man-
agement A performance
evaluation approach that
involves sales managers and
individual salespeople work-
ing together on setting geals,
giving feedback, reviewing.
and rewarding.
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Evaluating
Salesperson Performance

Behavior-Based

Evaluation of the activities salespeople
*“"F—"{‘a} perform in the generation of sales and in

Behaviors completing non-selling responsibilities

(e.g., training, product demonstrations,

sales calls, etc.).

Seffing
Behaviors Outcome-Based
Evaluation of the actual sales
Sales results salespeople achieve (e.g.,
Results sales quota, market share gain,
etc.).

All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly accessible website, in whole or in part
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Criteria for Evaluating
Salesperson Performance

Evaluation Methods Should Possess:
* Reliability

* Validity

e Standardization
* Practicality

* Comparability
* Discriminability
* Usefulness
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