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Unit-I 

Salesmanship: Definition, Importance, Duties and Types 

―The personal selling‖ and ―salesmanship‖ are often used interchangeably, but 

there is an important difference. Personal selling is the broader concept. 

Salesmanship may or may not be an important part of personal selling and it is 

never ‗all of it. Along with other key marketing elements, such as pricing, 

advertising, product development and research, marketing channels and physical 

distribution, the personal selling is a means through which marketing programmes 

are implemented. 

The broad purpose of marketing is to bring a firm‘s products into contact with 

markets and to effect profitable exchanges of products for money. The purpose of 

personal selling is to bring the right products into contact with the right customers, and 

make ownership transfer. 

Salesmanship is one of the skills used in personal selling, as defined by 

Stroh, ―it is a direct, face-to-face, seller-to-buyer influence which can 

communicate the facts necessary for marketing a buying decision; or it can utilize 

the psychology of persuasion to encourage the formation of a buying decision‖. 

Salesmanship is seller-initiated effort that provides prospective buyers 

with information and motivates or persuades them to make favourable buying 

decisions concerning the seller‘s products or service. The salesman of today has to 

react and interact in any different ways to many different people. 

Apart from the knowledge of the product, a salesperson has to be a psychologist 

with one prospect, a human computer with another, an adviser with another, and at the 

same time a friend with some buyers. Salespersons must adjust their personalities on 
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every call. Salesmanship may be implemented not only through personal selling but 

through advertising. Thus, advertising has been described as ―salesmanship in print.‖  

Some definitions emphasize that salesmanship is the art of influencing or persuading 

people to do what sales representative wants them to do. For instance, contractors, 

teachers, ministers, authors, politicians, industrial engineers etc., practice the art of 

influencing others to do what they want them to do. Every man is a salesman in his own 

walks of life. 

―He who works with his hands is a labourer. 

―He who works with his hands and his head is a craftsman. 

―He who works with his hands, HEAD and heart is an artist. 

―He who works with hands, his head, his heart and his feet is a salesman.‖ 

Salesmanship is the ability to persuade people to want the things which they 

already need. Salesmanship is the ability to convert human needs into wants. The work of 

salesman is a service i.e., helping the consumer. The salesman gives a solution to the 

customer‘s problems. Salesmanship is the ability to handle the people and to handle the 

products. 

Definition: 

According to W.G Carter, ―Salesmanship is in attempt to induce people to buy 

goods.‖ According to the National Association of Marketing Teachers of America, ―It is 

the ability to persuade people to buy goods or services at a profit to the seller and benefit 

to the buyer.‖ 

According to Knox, ―Salesmanship is the power or ability to influence people to 

buy at a mutual profit, that which we have to sell, but which they may not have thought of 

buying until call their attention to it. Salesmanship is the ability to persuade people to 

want they already need.‖ 
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According to Prof Stephenson, ―Salesmanship refers to conscious efforts on the 

part of the seller to induce a prospective buyer to purchase something that he had not 

really decided to buy, even if he had thought of it favourably. It consists of persuading 

people to buy what you have for sale in making them want it, in helping to make up their 

minds.‖ 

According to J.C. Jagasia, ―It is an ability to remove ignorance, doubt, suspicion and 

emotional objection concerning the usefulness of a product.‖ 

According to Holtzclaw, ―Salesmanship is the power to persuade plenty of people to 

pleasurably and permanently purchase your product at a profit.‖ 

According to Carfield Blake, ―Salesmanship consists of winning the buyers‘ confidence 

for the sellers‘ house and goods, thereby winning regular and permanent customers.‖  

According to Sefred Gross, ―Salesmanship is the art of increasing satisfaction by 

persuading those people who should do so to buy specific goods or service.‖ 

Thus, salesmanship is the process of persuading a person to buy goods or services. 

It does not mean that salesmanship is applied only to personal selling; it can also be 

applied to advertising- printed salesmanship. Salesmanship in its broader meaning, 

includes all types of persuasion means, by a seller, viz., advertising, personal selling and 

other methods. 

Modern Concept of Salesmanship: 

In olden days, a salesman takes an order. He shows the goods. He waits for an 

order. Then he receives the payment. He never attempts to guide, or help or persuade the 

consumers. But the modern concept of salesmanship is entirely different from the old 

concept of salesmanship. Modem concept is creative in approach. He creates needs and 

converts them into wants. Customer satisfaction is the main problem of salesman. Mutual 
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profit is essential both for the buyer and the seller. Salesman guides the customer to buy 

things which satisfy his want. Salesman motivates the feelings of the customers to act. 

Importance of Salesmanship: 

In the present day, salesmanship plays an important part. Salesman is the 

connecting link between sellers and buyers at every step.,i.e‖ from the collection of raw 

materials to the finished products. , Of all, customers are the most benefited by salesmen. 

Present era is of large-scale production, which is in anticipation of demand. The market 

expands along with competition. This makes distribution a difficult and a complex factor 

in the face of still competition. The expansion of the market, growing competition etc., 

invite a better salesmanship. 

1. Important to Producers: 

Salesmanship is important to producers and manufacturers. For pushing products 

into the competitive market, salesmanship is necessary. To capture new markets also 

salesmanship is very important. Salesmen increase the sales volume. It brings larger 

profits to the manufacturers. Salesmen work as the ―eye and ear‖ for the manufacturers. 

They improve their products according to the taste of the consumers. They improve their 

sales policies by keeping in mind the suggestions, impressions and complaints of the 

consumers. He is the creator of demand. Hence it leads to increased production and 

increased business activity. As such it increases employment opportunity as well as 

personal incomes. 

2. Important to Consumers: 

 Salesman educates and guides the consumers. He gives them more satisfaction. 

‗Consumers are right‘ in the marketing. As such, he gives more importance to them. 

Salesman helps the consumers in making the right decision and proper selection of the 

products which they want to buy. Salesmanship increases the rate of turnover, and hence 
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reduces unsold stock. As such it minimizes the economic stagnation. Consumers can 

select the best products according to their requirements, taste and money. 

Duties of a Salesman: 

1. The principal duty is to make sales of products or services. 

2. He has to do the assigned duty (travelling). 

3. He has to make collection of bills relating to sale. 

4. He has to make report-Sales made, Calls made, Services rendered, customers lost, 

competition and any other matters, relating to firm. 

5. All complainants must be satisfied peacefully. 

6. He has to attend sales meetings. 

7. A salesman with his experience must supply information in order to solve problems 

relating to product or the firm. 

8. He must maintain a good relation with the customers. 

9. He must assist the customers to make good selection. 

10. He must develop a goodwill for the firm and the products. 

11. He must have cooperative habits. 

12 He takes periodic inventories of the stocks. 

Characteristics or the Qualities of a Successful Salesman: 

Reid gives the following characteristics of a good salesman: 

1. Establishing good relationship with a variety of people. 

2. Learning quickly and adapting smoothly. 

3. Planning ahead and efficiently managing his time and efforts. 

4. Working hard to achieve his goals, dedicating himself to provide long-term service, 

rather than having a get-rich-quick attitude. 
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5. Communicating clearly both in speech and in writing. 

6. Thinking analytically and learning to break problems down to their basic 

components. 

7. Producing constantly both in quality and quantity rather than performing 

erratically. 

8. Persisting steadily his goal and not giving up easily. 

9. Possessing and living up to high moral characteristics that enable people to admire,, 

respect and trust him. 

―Personality is the personal distinction or dynamic force which is felt by 

everybody who comes within the radius.‖ Personality is the sum total of the impressions 

made on people with whom one comes into contact. The impression is the result of many 

qualities that one possesses. There are a number of qualities which make a salesman 

successful. 

To become a successful salesman, he must master all the traits. A number of 

evidences as given by RG Walters, J.W. Windate, Russel etc., divide the qualities of a 

successful salesman into the following major factors. They are: 1. Personality of a 

salesman, 2. Knowledge of the product and, 3. Knowledge of the customers and their 

buying motives. 

Type of Salesmen: 

1. Manufacturer‘s Salesmen: 

(a) Missionary Salesmen: 

They are also known as Creative Salesmen or Pioneer Salesmen. They are 

employed by manufacturers and do the work, of missionary nature. They create demand 

for the products. They usually develop goodwill. They call on distributors- wholesalers, 
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retailers, customers, in order to educate, train and induce them to promote the products. 

Manufacturers of medical supplies use this type of salesmen to promote their products. 

(b) Merchandising Salesmen: 

They assist dealers by giving suggestions on display, store- layout, service facility 

etc. They arrange wide publicity and conduct demonstration for dealer salesmen, by even 

working along with them. They are largely involved in drugs, medicines, grocery etc. 

There is a wide scope for this category. 

(c) Dealer-Servicing Salesman: 

These salesmen call on retailers in their territory and visit them often. They bring 

samples of new products, take orders and make up window display. 

(d) Sale Promotion Salesmen: 

They are also known as Retail Salesman. They are specialised in promotional 

work. They are representatives of medical firms or publishers. They may not take spot 

orders but they try to convince people like doctors about the new drug, research work, 

testing, result etc. They create demand by calling on customers, 

(e) Technical Salesmen: 

They are trained technically. They provide technical assistance to company‘s 

customers on matter connected with the product, its quality, its design, its installation etc. 

Generally these types of salesmen deal with computers, equipment‘s, machinery items, 

chemical products etc. 

2. Wholesaler‘s Salesmen: 

Products reach the hands of customers through a number of channels, the main 

channel being wholesalers. They are the nerve-centres of distribution between 

manufacturers and retailers. These salesmen are mainly concerned with retailers through 

whom the products are to be marketed. 



8 
 

Their main concerns are: 

1. To guide the wholesalers in giving credit transaction to retailers, 

2. To collect bills from retailers and customers, 

3. To collect information of the market trend, 

4. To help retailers to improve sales and 

5. To take orders from retailers. 

3. Retail Salesmen: 

They are of two types: 1. Indoor salesmen and 2. Outdoor Salesmen. Indoor salesmen 

work within the store—counter sales over the counter. They do not need training as they 

have to face only customers and not the prospects. They deal with regular buyers. They 

are order filling salesmen. 

They receive orders and execute them. They must have good manners and a helpful 

attitude. They must be able to guide the customers and help them to make quick 

decisions. They must also be knowledgeable and honest. Above all, they must maintain 

products in the shelves in an attractive manner. 

Outdoor salesmen may also be called travelling salesmen. Their main job is to make 

regular travels, visit customers, canvass orders etc. They must possess all the qualities of 

ideal salesmen. 

4. Speciality Salesmen: 

They are to sell speciality products-expensive durable goods, furniture, books, 

house furnishings, washing machines, automobiles, refrigerators etc. People purchase 

these products only after a personal and careful selection, because they do not buy them 

frequently. Salesmen of this kind must be masters of the art of salesmanship. They are 

representatives of manufacturers, who produce special items. 
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Is Salesmanship a Science or an Art? 

What is Science? 

Science is a body of systematized knowledge. When calling anything as a science, 

it must be able to build up a body of laws or principles. The characteristics and behaviour 

of facts are analysed systematically and laws are formulated. Science is a system of facts 

and principles concerning a subject. 

Science is defined as an accepted knowledge that has been systematized and 

formulated with reference to the discovery or operation of general law. The principles or 

the set of generalization, universally accepted, are called laws of that science. It is the 

knowledge of research, discovery and experience and the principles are universally 

accepted. 

Salesmanship is a systematically arranged and specialized knowledge. It has its 

own rules and principles. Salesmanship is a science based on human psychology. A 

salesman has to study the psychology of the consumers. He must have knowledge about 

their behaviour. He must have knowledge about the different characteristics of goods 

which he has to sell. 

As such, he requires a systematic knowledge of those goods. As a science, 

salesmanship tries to follow certain basic principles, approach, demonstration and 

concluding a sale etc. All these have to be followed systematically. Thus we may say that 

salesmanship is a science. 

What is an Art? 

On the other hand, art is making of the knowledge more efficient by applying 

skill. Art is skill. Art is a practical science. Art is a knack for doing something which is 

acquired by study, practice and special experience. If science is knowledge, then ar t is 
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action. Bioscience we know a thing; by art we do that thing. An art is skill in performance 

acquired by study, observation and experience. 

Art is the practical side of skill. It is a knack for doing something which is 

acquired by study and practice. Science makes a man perfect and arts makes a man exact. 

Art is difficult to learn. It can be studied easily by the person who has the skill. A 

salesman must possess the skill and it can be acquired and developed. 

Every customer is an individual, but individuals are different. And a salesman has 

to diagnose the customer by efficient dealings, of course by using his skills. A salesman 

must have necessary knowledge and skill to face the various types of customers. Exact 

human behaviour is unpredictable, uncontrollable and un-understandable. Therefore, we 

can say that salesmanship is an art. 

Salesmanship, ‗the ship‘ signifies skill or art, that is sales-art or sales-skill. The 

salesman must thoroughly master the science and the technique of skill. Salesmanship is 

neither a science nor an art, but the combination of both. A salesman must have inborn 

talents and must possess real interest in his profession. The art requires patient practice 

and application of correct methods. Therefore, salesmanship is art-science based. 

Why Salesmanship is Considered a Profession 

1. Requires Specialized Knowledge and Skills 

Modern sales is not just persuading people; it involves: 

Understanding customer behavior 

Product knowledge, Communication skills, Negotiation techniques 

Market knowledge, Ethical selling practices 

Many organizations offer formal training, certifications, and degrees in sales and 

marketing, which strengthens its professional status. 

2. Follows Ethical Standards 
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Professional salespeople follow codes such as: 

Honesty and transparency, Avoiding misleading claims 

Respect for customer choices, Long-term customer relationship building 

This ethical dimension aligns with traditional characteristics of a profession. 

3. Involves Continuous Learning 

Markets, consumer preferences, and technology change rapidly. 

Sales professionals must: 

Update skills, Learn new tools (CRM, digital marketing) 

Understand new sales strategies 

Continuous skill enhancement is a hallmark of any true profession. 

4. Offers Opportunities for Career Advancement 

Sales has a career path resembling other established professions: 

Sales Executive, Territory Manager, Regional Sales Manager 

Sales Director, VP/Head of Sales 

Many organizations treat sales as a core function requiring professionalism. 

Arguments Against Calling It a “Full Profession” 

Some scholars argue that salesmanship is not a classical profession like medicine or law 

because: 

It does not require a mandatory license 

Entry barriers are low 

Ethical codes are not universally enforced 

But this does not diminish its professional nature in practice. 

Conclusion 

Yes, salesmanship is a profession—especially in today‘s business environment where 

skill, knowledge, ethics, and continuous improvement are essential. 
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While it may not be a ―traditional profession‖ with strict entry requirements, it is widely 

recognized as a professional career that demands expertise and responsibility. 

Creative Salesmanship and Competitive Salesmanship 

Salesmanship today is no longer limited to merely selling a product; it has evolved 

into a multifaceted profession that requires innovation, strategy, persuasion, and a deep 

understanding of consumer behaviour. In this context, creative salesmanship and 

competitive salesmanship represent two significant approaches that help salespersons 

achieve success in dynamic markets. While both aim at increasing sales and enhancing 

customer satisfaction, they differ in their methods, focus, and strategic orientation. 

Creative Salesmanship 

Creative salesmanship refers to the art of using innovative and imaginative 

techniques to influence customers and create demand for a product or service. It focuses 

on originality and strategic thinking rather than routine selling. Creativity in salesmanship 

enables the salesperson to stand out in a crowded marketplace and connect with 

customers in a more meaningful way. 

Characteristics of Creative Salesmanship 

Innovation in Presentation: 

The salesperson uses new ideas, demonstrations, storytelling, and persuasive visuals to 

make the sales message more appealing. 

Customer-centric Approach: 

Creative salesmanship is strongly rooted in understanding customer needs, 

aspirations, and emotions. The solutions offered are often personalised. 

Value Creation: 

Rather than merely selling a product, the salesperson highlights the unique value and 

benefits in a way that resonates with the customer. 
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Use of Technology: 

Digital tools, social media campaigns, interactive apps, and AI-based suggestions often 

support creative selling efforts. 

Significance of Creative Salesmanship 

Creative salesmanship helps companies develop strong brand impressions, attract 

new buyers, and differentiate themselves from competitors. It is especially useful in 

markets where products are similar and customers value uniqueness and emotional 

appeal. Creative salespersons build lasting relationships because customers perceive them 

as problem-solvers rather than pushy sellers. 

Competitive Salesmanship 

Competitive salesmanship focuses on outperforming rivals by using strategic 

tactics, strong product knowledge, persuasive skills, and an understanding of the 

competitive landscape. It is driven by the need to secure larger market share, win 

customers from competitors, and maintain dominance in the marketplace. 

Characteristics of Competitive Salesmanship 

Deep Knowledge of Competitors: 

Salespersons analyse competitors‘ prices, features, and selling points to offer superior 

alternatives. 

Strong Persuasion Skills: 

Competitive salesmanship highlights why the company‘s product is better, more cost-

effective, or more reliable than the competition. 

Goal-Oriented Approach: 

It focuses on achieving sales targets, increasing market share, and meeting performance 

metrics. 

Strategic Pricing and Offers: 
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Discounts, special packages, loyalty benefits, and superior after-sales service are often 

used to stay ahead. 

Significance of Competitive Salesmanship 

Competitive salesmanship is essential in industries where rivalry is intense and 

customers are highly price- or quality-conscious. It strengthens a firm‘s position in the 

market, pushes salespersons to improve their skills, and ensures that customers receive 

the best possible value. It is crucial for surviving in highly dynamic and saturated 

markets. 

Comparison of Creative and Competitive Salesmanship 

While both approaches aim to influence customer purchase decisions, they differ in 

several key ways: 

Focus: 

Creative salesmanship emphasises innovation and customer engagement, whereas 

competitive salesmanship stresses outperforming rivals. 

Approach: 

Creative selling uses imagination and emotional appeal; competitive selling uses logic, 

comparison, and strategic tactics. 

Outcome: 

Creativity builds long-term customer relationships; competitiveness helps achieve short-

term targets and market dominance. 

Suitability: 

Creative salesmanship suits new markets, unique products, and brand building, while 

competitive salesmanship is ideal for markets with strong competition and substitute 

products. 
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Conclusion 

Creative salesmanship and competitive salesmanship are both vital for the success 

of modern businesses. Creative salesmanship ensures long-term customer loyalty through 

innovative and personalised approaches, while competitive salesmanship enables firms to 

survive and grow in a fiercely contested marketplace. A balanced combination of both—

creativity in presentation and competitiveness in strategy—empowers salespersons to 

achieve sustainable success and contribute meaningfully to their organisation‘s growth. 

Sales Organisation:  

Selling is one of the most pertinent and expensive functions of marketing today. In 

many cases the selling price of product consists of 50% or more of distribution cost. For 

performing selling functions efficiently, it is necessary to have a good sales organisation 

which is a foundation for effective execution of sales policy and sales programme. 

A sales organisation must be planned in detail and all activities should be well co-

ordinated and integrated to secure united efforts and maximum efficiency. A sales 

organisation is the medium to execute a sales plan. 

―The object of sales organisation is not merely to sell goods to distributors but to 

get them consumed or get them into use‖. The responsibility of the manager, therefore, 

extends much beyond the selling of goods. 

He has to study properly the distribution channels and satisfy himself that the 

goods are available in the market to the ultimate consumers at the time -and place they 

want them. He should ensure that the system of distribution works very efficiently and 

effectively, allowing no idle stock lying at any stage. 

Whether the sales manager employs the assistants or middlemen to sell his goods, 

he has to consider both of them as one distribution system. Thus, he must see that there is 

proper co­ordination in the system he adopts so as to ensure the smooth and economical  
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working. The basic object of sales organisation is to allocate the responsibility of selling 

functions and to distribute the products. 

These objectives can be achieved only with proper planning and organisation of 

different functions useful for proper distribution. The nature or type of sales organistion 

may be simple, complicated, centralised or decentralised depending upon the problems of 

a manufacturer. 

Producing cheap goods in large quantities is quite different from the problems of a 

businessman producing goods of fine quality in small quantity. In the sale of fine quality 

products, careful control and supervision is required. 

Extent of Market: 

Sales organisation of a firm selling goods in a local market will be different from 

the sales organisation of a firm selling goods in the national market. Similarly, sales 

organisation of a firm having national market will be different from the sales organisation 

of a firm having international market. 

Trade Practices: 

Practices and sales customs of a particular trade also affect the determination of 

sales organisation. Buyers are also accustomed to these practices and they cannot easily 

adjust themselves to the changes, if any, introduced by a firm against the existing 

practices. To change these practices is not possible without risk. 

Nature of the Product: 

The selection of the type of sales organisation is also determined keeping in view 

the nature of the goods produced by a businessman. A sales organisation for the 

producers‘ goods or capital goods will be quite different from the sales organisation of 

consumers‘ goods. 
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For selling the producers‘ goods, such as machinery, raw materials etc., and 

technical knowledge is needed. For the sale of consumers‘ goods which are of daily use, 

the organisation is wider and specific and for the sale of durable goods, centralised sales 

organisation is used. 

Type of Customers: 

A seller is to deal with different types of buyers. Buyers may be industrialists or 

manufacturers, businessmen, traders, wholesalers or jobbers, retailers, exporters or 

consumers. There are different ways of approaching these different types of customers. 

The determination of the type of sales organisation depends upon the type of customers. 

Number of Customers: 

The nature and type of sales organisation is also linked with the number of 

customers of the trade or product. If the number of customers is large and they are 

scattered and many salesmen are to be employed. If the customers are less and localised, 

the task of making sales to them is simple and few salesmen can do the job efficiently. 

Sales Organisation: Needs, Importance, Functions and Structure! 

Sales organisation consists of human beings or persons working together for the 

effective marketing of products manufactured by the firm or the products purchased for 

resale. Sales organisation co-ordinates the efforts of members of a group to bring about a 

desirable result. It provides an efficient, economic and flexible administrative set up to 

ensure timely movement of products from the warehouse to the ultimate consumer. Thus 

it provides satisfactory job to buyers and sellers. 

A sales organisation has a number of departments. It has a planned and well co-

ordinated structure. It performs the functions of planning, organizing and controlling 

marketing and distribution of products. Sales organisation is a foundation for effective 

sales planning and sales policies. Systematic execution of plans and policies and 
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programmes of a sales organisation control all the sales activities. As such it ensures 

maximum efficiency and profitability without losing consumer service and satisfaction. 

According to Boiling, ―A good sales organisation is one wherein the functions or 

departments have each been carefully planned and co-ordinated towards the objective of 

putting the product in the hands of the consumers—the whole effort being efficiently 

supervised and managed, so that each function is carried out in the desired manner.‖  

Need for a Sales Organisation: 

―A sales organisation is like a power station sending out energy, which is devoted 

to the advertising and selling of particular lines; and there is a tremendous waste of 

energy between the power station and the points where it reaches the consumers. 

Therefore, there arises the necessity of organizing the sales department.‖  

So long as the firm is a small one, there is no need for sales organisation, as the 

proprietor himself can sell all the output or in certain cases, he is assisted by one or two 

salesmen, under his direct control. But when the firm or the business itself expands, 

because of extension of markets, production in large-scale, competitive market etc., the 

need for a sales organisation is felt. 

The need arises because of the following factors: 

1. Production in anticipation of demand, which must be sold. 

2. To create demand for the products through efficient salesmen. 

3. Execution of orders without delay. 

4. Satisfactory action against complaints from customers. 

5. Collection of credit sales. 

6. Keeping enough stock by looking at the future demand. 

7. Maximum contribution to profit. 
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8. To enforce proper supervision of sales-force. 

9. To divide and fix authority among the subordinates. 

10. To locate responsibility. 

Importance of Sales Organisation: 

A sales organisation is the mechanism through which a sales manager‘s 

philosophy is translated into action. The sales organisation provides the vehicle for 

making decisions on planning, organisation, selection and training of salesmen, their 

motivation, directing and controlling them. It also provides vehicle through which these 

decisions are implemented. 

―A business organisation is like a home. It has characteristic atmosphere. In some 

homes the head of the household and all its members are vitally concerned about religion, 

politics or some other interest—the occupations of the individual members being only of 

minor interest. In other homes where the personality of the head of the household 

dominates the activities and spirit of the members the opposite occurs. Like any group a 

business organisation has its own culture, traditions, and to some extent its own language 

and climate.‖ —Hepner 

―A sale organisation is like a power-station sending out energy which is devoted 

to the advertising and selling of particular lines and there is a tremendous waste of energy 

between the power station and the points where it reaches the consumers. Therefore, there 

arises the necessity of organizing the sales department.‖ —Boiling 

―Sales are the life blood of business,‖ Sales organisation is part and parcel of a 

business firm. All the departments are carefully plaited in a good sales organisation. 

The importance of the sales organisation, in brief, is: 
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1. Blood circulation of a human body keeps a man alive and in sound health. Similarly the 

sales strengthen the organisation. The more is the sales, the more is the profit. 

2. Increasing sales means progress of the firm. If the sales fall down, it is fatal, because 

sales are the life blood of the business, as the blood is to a human body. 

3. Consumers are the kings. Manufacturers produce goods for consumers. They must be 

satisfied in the market which is full of competitors with products for similar use. So 

suitable products are necessary, and for this an organisation is necessary. 

4. To move the products from the factory to the consumers, the sales organisation is 

necessary— demand creation. 

5. To handle the orders promptly i.e., from the stages of enquiry to order at full 

satisfaction to consumers. 

6. Collection of dues is also important. Several drops make an ocean; at the same time 

milking cows should not be neglected. 

7. To keep good public relations by redressing the complaints if any, and to create a good 

image of the firm. 

Functions of a Sales Organisation: 

Modem sales organisation is not only profit-oriented but also customer-oriented. 

The following are the important functions of a sales organisation: 

1. Analysis of markets thoroughly, including product and market research. 

2. Adoption of a selfishly sound but defensible sales policy. 

3. Accurate market or sales forecasting and planning the sales campaign, based on 

relevant data. 

4. Deciding about prices and terms of sales and pricing policies. 
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5. Packaging for the consumer wants a container which will satisfy his desire for 

attractive appearance, keeping qualities, utility, and correct price and many other factors. 

6. Branding the product. 

7. Deciding the channels of distribution. 

8. Selection, training and control of salesmen and fixing their remuneration. 

9. Allocation of Territory and quota-setting. 

10. Sales programmers and sales promotion activities. 

11. Arranging for advertising and publicity. 

12. Order preparation and office recording. 

13. Preparation of customer‘s record cards. 

14. Scrutiny and recording of reports. 

15. Study of statistical records and returns. 

16. Maintenance of salesmen‘s records. 

Structure of the Sales Organisation: 

The following factors are to be taken into consideration while designing the 

structure of a sales organisation: 

1. Nature of the market 

2. Sales policies of the enterprise 

3. Nature of the product 

4. Number of products 

5. Availability of financial resources 

6. Level of distribution system 

7. Size of the company 

8. Price of the product 

9. Ability of the professionals 
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10. Position of competitors‘ Products. 

Sales Management: 

Sales management is concerned with mainly with the management of selling 

function. The sales function in a business is a basic function. The sales management 

represents one of the most important functional areas of business management, and all the 

principles of general management such as planning, organizing, directing, motivating, and 

controlling are applied to sales management too for securing better business performance, 

viz., reasonable profits through sales. Modem business is consumer centred. 

The American Marketing Association has defined sales management as ―the 

planning, direction, and control of the personal selling activities of a business unit, 

including recruiting, selecting, training, equipping, assigning, rating, supervising, paying 

and motivating as these tasks apply to the personal sales force.‖ 

Functions of Sales Management: 

The general functions of sales management or marketing management are as follows: 

1. Sales planning and policies 

2. Pricing policies and price fixing 

3. Advertising and promotions 

4. Control of sales force 

5. Marketing research 

6. Planning and control of sales 

7. Management of distribution channels 

8. Branding, packing and labelling 

9. After sale service 

10. Integration and co-ordination of all functions. 
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The Field of Sales Management: 

The field of sales management includes the following tasks: 

1. Setting sales force objectives 

2. Human resource planning 

3. Recruitment and selection of salesmen 

4. Training of sales personnel 

5. Motivation 

6. Compensation 

7. Controlling the sales force 

8. Organizing and supporting the work of salesman 

9. Designing sales force objectives 

10. Supervising and evaluating the sales force. 
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Unit-II 

Sales Manager  

Types of Sales Manager 

1. Administrative sales managers 

Administrative sales managers are found normally in highly integrated sales 

organisations selling multiple lines of products in national and international markets. He 

is known by alternative titles such as ‗vice president‘, ‗in-charge of sales‘, ‗director of 

marketing‘, ‗general sales manager‘ and ‗marketing manager‘. 

He is primarily concerned with coordination and integration of all the company 

activities relevant to marketing. He is not an authority on design, engineering, 

manufacturing and finance; contrary to these, he is an authority on sales and profits. It 

does not mean, however, that he can be aloof from other departments and their functions. 

In addition to the crucial task of coordinating marketing with other company 

activities, he is to coordinate the activities of his own sales organisation within and with 

outside advertising and sales counsel. He is responsible for sales planning that involves 

integration of sales personnel, merchandising, advertising and promotion, financing, 

distribution network. 

Planning also includes the determination of the functions of sales organisation, 

delegation of responsibilities, personnel selection, and performance evaluation. He frames 

the policies and strategies on the prices, distribution, relations with dealers, service, 

advertising and sales-promotion. 

2. Field sales manager: 

The field sales manager or operating sales manager is a line sales executive 

reporting directly to the administrative sales manager. Operative sales manager works 

under the direction, guidance and supervision of the general sales manager. 
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He is mainly responsible for the effective implementation of sales plans and 

policies developed by the administrative sales manager. 

He is known for personal direction and control of sales personnel and hence, 

spends major portion of his time in the field supervision of the work of sales-force. 

Manpower maintenance of the sales organisation is the basic task of this executive. He is 

to recruit, select, train, supervise, stimulate, evaluate, equip, control and route the sales-

force. 

Field sales manager moves with salesmen on visits of importance. He assigns 

sales territories and controls activities of salesmen through setting the standards of sales 

achievements, analysing the sales reports, holding the sales meeting, supervising the 

advertising and sales-promotion cooperation with dealers, directing sales contests, 

supervising warehousing inventories, dealer relations and coordinating territorial and 

home office activities. 

Thus, a field sales manager provides the administrative sales manager with the 

latest information relating to the view points of dealers and consumers on company, 

company products, policies, and practices with facts on market trends, competitors, 

distributors and individual salesman. 

3. Administrative-cum-field sales manager: 

In case of smaller organisations, we come across such sales manager who 

combines the functions of administrative and executive sales officer. Generally speaking, 

administration and field operations cannot go together. However, size and economy 

points force many units to combine the distinct roles of administration and field 

operation. 
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As an administrator, he plans, organizes, directs and coordinates. As a field 

operator, he guides and supervises and controls the activities within the sales 

organisation. Thus, thinking and doing are done by the same person that goes against the 

very idea of specialisation for an administrator is a ‗thinker‘ and a line officer as ‗doer‘. 

4. Assistant sales manager: 

Generally, the administrative sales manager is assisted by Assistant sales manager 

in the administrative functions of planning, analysis, direction and coordination. He 

coordinates the work of sales staff that is specialized in advertising, sales-promotion, 

research, merchandising and dealer relations. 

He may also handle sales office personnel, records and routine. He acts as the link 

between the head-quarters and the field-sales-manager at distance. It is not a surprise if he 

discharges the functions of field sales manager. Thus, he acts as both line and staff officer 

in the sales organisation. 

5. Product-line sales manager: 

A company that markets variety of products has such product-line sales manager 

responsible for one or group of products in the product- line. He is also known as product 

or brand manager. 

He is responsible not only for sales but also for production, research, product- 

development, planning, advertising and profit for the product or the group of products in 

question. He is to report to the Marketing manager who coordinates the work of several 

product sales managers. 

6. Marketing staff manager: 

As the title suggests, the Marketing staff manager is not a line-officer. He is one 

of the staff specialists who are delegated some of the responsibilities of administrative 

sales manager. These are the specialists in the areas of marketing research, sales-
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promotion, merchandising, advertising, sales planning, sales personnel, distributor/dealer 

relations, sales costs, budget sales finances, traffic, sales office administration and service 

and the like. These staff managers being non-line officers have no field tasks. 

These managers are accountable for analysing the needs of the marketing 

organisation in respect of their specific areas of specialisation, developing plans and 

recommending solutions to the problems encountered or thrown open. 

7. Divisional/regional sales managers: 

In all the national organisations, one comes across these Divisional or Regional 

sales managers. These are also known as District sales managers who are responsible for 

the delegated sales operational duties on a territorial basis. 

They report to Assistant sales managers or the field sales managers who act as the 

liaison officers with headquarters. The functions of Divisional or Regional sales manager 

are similar to those of field sales manager who is in charge of several divisions or regions 

and hence divisional or regional managers. 

They are mainly responsible for maintaining the man-power in the concerned 

areas by recruiting, selecting, and training, supervising, motivating and controlling the 

sales-force. 

They are also responsible for directing branch or local office sales managers. The 

divisional sales managers assist branch managers in solving their sales personnel 

problems, dealer relations, warehousing and inventory, advertising and sales promotion, 

sales campaigns and sales meetings. 

8. Branch sales mangers: 

In case of sales organisations that operate branches or local sales offices in major 

cities of the country, one is to come across such Branch sales managers. Branch sales 
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manager is a line executive responsible for the direction of a small group of salesmen 

calling on consumers or dealers in the branch area. 

He recruits, selects and trains, sales people with the guidance of Divisional or 

Regional sales manager to whom he reports. He works along with salesmen in the field, 

supervises their sales activities, holds periodic sales meetings, evaluates sales 

performance and helps in key accounts. If warehouse is attached to branch, he supervises 

warehousing activities too. 

9. Sales supervisor: 

A sales supervisor is a line sales manager who supervises normally eight to 

fourteen salesmen. He is seen in branch sales office of a national sales organisation 

having branches all over the nation. 

He is responsible to the local branch sales manager. In case there is no branch 

sales manager, then he is responsible to the sales manager of the company directly. His 

work is to train and motivate the salesmen under his charge. 

His supervision, guidance and coaching helps in building up more confident sales 

personnel. He is the key communicator in the transmission of information on sales 

policies of new products, promotions and marketing programmes between the higher-ups 

and individual salesmen. 

Duties of a Sales Manager 

1. Product development: 

Product development, otherwise known as merchandising, is the foundation for 

successful marketing. It covers a wide variety of activities of planning and development 

such as introduction of new products, bringing home new uses or applications for existing 

products; modification of existing product by style, colour, design; elimination of 

obsolete products; standardization of products as to quality, size, design, packaging; 



29 
 

observation of competitive products for self improvement in terms of cost performance, 

name and the like. 

Basically, these are the responsibilities of manufacturing and research and development 

department. However, integrated approach solves the problems effectively. Hence, sales 

manager should welcome manufacturing and research and development experts for his 

own good and the good of the firm. 

2. Sales planning: 

Sales manager is to set sales objectives and determine the sales and advertising 

activities necessary to attain the established goals. Relying on marketing research, he 

decides of sales quantum, type, sales efforts, time and costs. 

To control expense and plan for profit, he makes budgeting of sales with the 

advice of marketing research, accounting and the budgeting staff. 

These budget estimates are split conveniently for effective control by territory, 

product, salesman and the time schedule. Sales planning involve good deal of 

coordinating the activities of salesmen, dealers, advertising agencies, people of physical 

distribution, sales-personnel, production scheduling, and inventories and so on. 

3. Marketing research: 

Sales manager is accountable for gathering, recording, analysing and interpreting 

the facts about the character, quantity and trend of demand through marketing research. 

Marketing research also covers sales analysis and research, statistical studies of sales by 

products, territories, distributors, seasons, salesmen, costs and expenses. 

It involves product, consumer, distribution, physical distribution and so on. It is 

marketing research that provides up-to-date and authentic knowledge of markets, 

consumer preferences, buying habits and product acceptance that are fundamental to the 

success of sales administration. 
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4. Physical distribution: 

Though it is the responsibility that is shouldered by traffic and shipping 

departments, physical distribution of products is the basic responsibility of the sales 

manager. Here, the sales manager coordinates the sales with the traffic on problems 

concerned with physical handling of products from the points of plant to the points of 

consumers. 

This covers crucial problems of costs of transportation, methods of transportation, 

shipping containers, warehouse locations, handling costs, inventories, and use of variant 

types of warehouse facilities, reduction of demurrage and damage claims and so on. 

Transportation and warehousing are the functions of logistics having unique place in the 

mechanism of marketing functions, creating place and time utilities. 

5. Sales policies: 

Framing and administration of sales policies is a major responsibility of every 

sales manager by very nature. Sales policies are the guidelines set up by the management 

within which the company is to seek to reach its personal selling objectives. These sales 

policies can be broadly classified into three areas namely, product, distribution, and price.  

These sales policies regulate the relationships between the salesmen, distributors, 

dealers and customers. They hover round prices terms of sale, claims and adjustments, 

product quality, methods of distribution, brands, credit and collections, mechanical 

service, freight payment, advertising, promotion, reciprocity, sales personnel, branch 

operation and delivery. 

6. Sales personnel: 

Sales manager is responsible for recruiting, selecting, and training the sales-force, 

its compensation, supervision, motivation and control. Sales manager determines the 
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extent of salesman‘s territories and aids them in covering their areas more effectively and 

better utilizing their time and energy. 

He provides the salesman with sales equipment in the form of portfolios, models, 

demonstrating devices and audio-visual aids. Thus, manpower development and 

maintenance at its peak is his task that pays rich dividends. 

In this responsibility, he is assisted by specialized staff known for recruitment, 

selection, training, compensation, promotion and so on. Sales-force is the centre of sales 

management which is always kept kicking and alive and agile. 

7. Financing the sales: 

Sales of the organisation are sure to take two forms namely, cash and credit. Of 

late, credit is forming the lion‘s share of the total transactions. This necessitates the sales 

executive to appropriate the funds for marketing in conjunction with the treasurer or the 

credit and finance department. 

Gaps created by credit sales, inventories built-up in anticipation of seasonal 

demand, advertising and sales-promotion campaign expenses, sales on consignment basis, 

all need arrangement for short-term funds. 

Sales manager is to consult and confer and deliberate with finance executives, 

credit and account department people to decide about the credit sales, installment sales so 

that deferred payment plans-length of credit period rewards for prompt payment or 

penalty for ever due payment and the like. 

8. Sales-promotion and advertising: 

Advertising and sales- promotion activities are of paramount importance‘s that 

assist in strengthening the hands of sales-force. Therefore, the sales manager is 

responsible for advertising and sales-promotion to create maintain and extend the 
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consumer demand and to aid the salesmen and the middlemen selling the company 

products. 

He approves advertising plans, schedules, appropriations, advertising media, 

special promotions and cooperative advertising with middlemen. Sales manager directs 

the personnel of sales- promotion with regard to the salesmen‘s visual aids, demonstrating 

devices, sales kits, sales contests, direct-mail advertising, sales publication, displays, 

exhibitions, motion pictures and sales training programmes for the salesmen and the 

dealers. 

9. Distributor and Dealer relations: 

Cooperation, trust and goodwill of distributors and dealers are of grass-root 

importance in successful sales efforts undertaken by the sales organisations. Sales 

manager, along with public relation department, tries to establish, maintain and extend 

sound relation with dealers and distributors. 

Good distributor/dealer relations include sales assistance, mechanical service, 

delivery, adjustments, informing middlemen about the products services policies and 

practices of the company. 

It also implies helping dealer with sales training programmes, sales equipment, 

plans and sales management methods, sales-promotion and advertising, distribution 

policies so as to earn loyalty and goodwill of dealers. 

10. Mechanical services: 

Those sales organisations that sell mechanical products that call for after-sale 

services such as installation repairs and maintenance they should have adequate and 

satisfactory arrangements for such mechanical services. 

 



33 
 

These are concerned with mechanical service policies, personnel, equipment and 

facilities, costs and services rendered to the consumers by the dealers. 

Sales manager with the aid of service department personnel plans programmes of 

service education to train the manufacturer‘s salesmen, dealers‘ service men and the 

consumers. 

Their planned service policies are to be effectively implemented so that the 

customers do not suffer though the company has made all the arrangements. In other 

words, the benefits of such service facilities should reach the customers. 

Sales Supervision  

Sales supervision is an essential managerial function that ensures the smooth and 

effective performance of a company‘s sales force. It involves overseeing, guiding, and 

supporting sales personnel so that organizational goals and sales targets are achieved 

efficiently. As markets grow increasingly competitive, the role of sales supervision 

becomes more strategic, focusing not only on monitoring performance but also on 

motivating, training, and developing salespeople. 

At its core, sales supervision bridges the gap between management plans and 

field-level execution. Supervisors act as the link between top management‘s objectives 

and the daily tasks carried out by sales representatives. They are responsible for 

implementing sales policies, assigning territories, coordinating schedules, and ensuring 

that sales operations follow ethical and organizational standards. Effective supervision 

provides a structured environment where sales teams understand their responsibilities and 

work collectively toward common goals. 

One of the significant responsibilities of sales supervision is performance 

monitoring. Supervisors evaluate the sales output of each team member by analyzing 

sales reports, customer feedback, and market trends. This evaluation helps in identifying 
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strengths and weaknesses within the team. Where performance gaps are noticed, 

supervisors take corrective measures, such as coaching or providing additional support. 

Continuous monitoring ensures that sales strategies remain aligned with changing 

customer preferences and competitive pressures. 

Another crucial aspect is motivation and leadership. Selling can be stressful and 

demanding, especially when targets are high. A good sales supervisor acts as a mentor 

and motivator, inspiring the sales force to remain committed and enthusiastic. They use 

various motivational tools such as rewards, recognition, incentives, and constructive 

feedback. By fostering a positive environment, supervisors help boost morale, which 

ultimately translates into higher productivity and improved customer relationships. 

Training and development also form an important part of sales supervision. 

Supervisors identify training needs and organize sessions that enhance product 

knowledge, selling techniques, communication skills, and customer handling abilities. 

Continuous learning keeps the sales force updated with new trends, technologies, and 

market needs. Well-trained sales personnel are more confident and capable of delivering 

better results. 

Sales supervision also ensures coordination and communication within the sales 

department and with other departments like marketing, logistics, and finance. Effective 

communication helps avoid misunderstandings and ensures that customers receive timely 

service. Supervisors also gather market intelligence—such as competitor activities, 

customer expectations, and emerging opportunities—and report the same to higher 

management for better decision-making. 

In addition, effective sales supervision promotes ethical practices and professionalism. 

Supervisors ensure that salespeople follow organizational policies and do not engage in 
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unethical selling practices, which could harm the company‘s reputation. They reinforce 

standards related to customer service, honesty, and transparency. 

In conclusion, sales supervision is a vital managerial activity that enhances the 

overall performance of the sales force. It involves planning, guiding, motivating, 

controlling, and developing sales personnel to achieve organizational objectives. A 

competent sales supervisor not only helps improve sales results but also builds a strong, 

skilled, and motivated sales team capable of adapting to dynamic market conditions. As 

businesses continue to evolve, the importance of effective sales supervision will only 

grow, making it an indispensable element of modern sales management. 

Advantages and Disadvantages of Sales Supervision  

Sales supervision is a significant function within sales management, aiming to 

guide, monitor, and support the sales force to achieve organizational goals. While 

effective supervision can greatly enhance the performance and morale of sales personnel, 

it also comes with certain limitations. Understanding both the advantages and 

disadvantages helps organizations design balanced and effective supervisory systems. 

Advantages of Sales Supervision 

One of the primary advantages of sales supervision is improved performance of 

the sales team. Supervisors regularly evaluate sales progress, identify weaknesses, and 

provide timely guidance. This continuous support helps salespeople achieve their targets 

more efficiently and ensures that sales activities align with organizational strategies. 

A second major advantage is the motivation and morale-building function. Sales 

supervisors play a key role in inspiring their team through recognition, incentives, and 

constructive feedback. By addressing the challenges faced by sales personnel and 

celebrating their achievements, supervisors create a supportive environment that 

encourages high levels of commitment and enthusiasm. 
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Another important benefit is better training and development. Supervisors identify 

skill gaps and organize training programs to enhance product knowledge, interpersonal 

skills, and selling techniques. This continuous learning helps salespeople stay updated 

with market trends and improves their overall competence, leading to better customer 

handling and increased sales productivity. 

Sales supervision also ensures effective communication and coordination within 

the sales department and with other units such as marketing, logistics, and customer 

service. Supervisors act as a bridge, conveying management decisions to the sales force 

and communicating market realities back to management. This enhances operational 

efficiency and helps the organization respond quickly to market changes. 

Additionally, sales supervision helps maintain ethical standards and discipline. 

Supervisors ensure that salespeople follow company policies and engage in ethical selling 

practices. This protects the company‘s reputation and builds trust with customers, which 

is essential for long-term success. 

Disadvantages of Sales Supervision 

Despite its benefits, sales supervision also has certain disadvantages. One key 

drawback is the cost involved. Employing experienced supervisors, providing them with 

resources, and implementing supervision-related activities can be expensive. For small 

companies, the financial burden may be significant, making it difficult to maintain an 

extensive supervisory structure. 

Another disadvantage is the possibility of over-dependence on supervisors. When 

sales representatives rely too much on supervision for decisions or motivation, their 

ability to work independently may decline. This dependency can reduce creativity, 

initiative, and self-confidence among sales personnel. 
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Sales supervision may also lead to reduced autonomy for salespeople. Excessive 

monitoring and control can make employees feel restricted, affecting their ability to make 

quick decisions in the field. This can slow down sales processes and create frustration, 

especially among experienced sales staff who prefer freedom in their operations. 

In some cases, poor or ineffective supervision can result in conflicts and 

communication gaps. If supervisors lack leadership skills or fail to understand the needs 

of their sales team, it may lead to misunderstandings, reduced motivation, and lower 

productivity. Overly strict or biased supervision can also cause dissatisfaction among 

employees. 

Lastly, the supervisory process can sometimes be time-consuming. Continuous 

monitoring, report analysis, field visits, and review meetings require considerable time 

from supervisors. This can reduce the time available for strategic planning or engaging 

with key customers, potentially affecting overall sales effectiveness. 

Salesman Report – Usefulness, Advantages and Disadvantages – Essay 

A salesman report is a formal document prepared by salespersons to provide 

information about their sales activities, performance, customer interactions, and market 

conditions. It generally includes details such as daily or weekly sales, number of customer 

visits, orders obtained, follow-ups made, difficulties faced, and suggestions for 

improvement. Salesman reports serve as an important communication tool between the 

sales force and management. They help ensure transparency, accountability, and proper 

monitoring of sales operations. Because of their importance in decision-making and 

control, salesman reports play a vital role in modern sales management. 

Usefulness of Salesman Reports 

The foremost usefulness of salesman reports lies in performance evaluation. 

Through these reports, managers can assess how effectively each salesperson is meeting 
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targets, utilizing time, and covering their assigned territories. This helps identify high 

performers and those who may need additional support or training. 

Salesman reports also provide valuable market information. Since salespersons 

interact directly with customers, their reports contain first-hand knowledge about 

customer preferences, competitor activities, product demand, and emerging market 

trends. Such information assists management in revising strategies, improving products, 

and planning promotions. 

Another key usefulness is better control and supervision. Sales reports allow 

supervisors to monitor activities, check authenticity of sales calls, and ensure that 

company policies are followed. Regular reporting encourages discipline within the sales 

team and reduces chances of misuse of resources. 

Furthermore, salesman reports help in planning and forecasting. By analyzing past 

sales data and market conditions, managers can predict future demand, set realistic 

targets, plan inventory, and allocate resources effectively. This improves the overall 

efficiency of the sales department. 

Reports are also useful for identifying problems faced by salespersons in the 

field—such as delivery delays, price issues, customer complaints, or competition threats. 

Once these issues are highlighted, timely corrective actions can be taken. 

Advantages of Salesman Reports 

One of the major advantages of salesman reports is that they ensure systematic 

documentation of sales activities. This creates a clear record that can be used for analysis, 

auditing, and future reference. 

Another advantage is improved communication between salespersons and 

management. Reports act as a bridge, helping both sides understand challenges, 

achievements, and required support. This strengthens coordination and teamwork. 
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Salesman reports also promote accountability and transparency. When 

salespersons are required to record their daily or weekly activities, they tend to be more 

responsible in their work. This helps reduce idle time and increases productivity. 

Moreover, reports assist in improving customer service. By recording customer 

feedback, complaints, and suggestions, companies can take steps to enhance customer 

satisfaction. Reports also help salespersons track follow-ups and maintain long-term 

relationships with clients. 

Finally, salesman reports help identify training needs. When reports show gaps in 

performance or product knowledge, management can organize training programs to 

improve efficiency. 

Disadvantages of Salesman Reports 

Despite their usefulness, salesman reports also have certain disadvantages. One 

concern is the time and effort required to prepare detailed reports. Salespersons may feel 

that reporting takes away time from actual selling activities. 

Another disadvantage is the possibility of inaccurate or biased information. Some 

salespersons may exaggerate achievements or hide negative facts to impress management. 

This reduces the reliability of the reports and can lead to wrong decisions. 

In certain cases, frequent reporting may create stress and pressure among sales staff. They 

may feel overly monitored or restricted, which can affect their morale and creativity. 

Preparing, storing, and analyzing large volumes of reports can lead to administrative 

burden. This may require additional manpower and resources, increasing operational 

costs. 

Finally, if management does not properly utilize the information in reports, it 

leads to waste of effort. When salespersons feel that their reports are not read or acted 

upon, they may lose interest in preparing them sincerely. 
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Conclusion 

In conclusion, salesman reports are essential tools for ensuring effective sales 

management. They help in performance evaluation, communication, forecasting, and 

maintaining discipline within the sales team. Their advantages include better 

coordination, improved customer service, and enhanced accountability. However, they 

also come with limitations such as time consumption, chances of inaccurate reporting, 

administrative workload, and pressure on sales staff. To maximize the benefits, 

organizations must design simple, meaningful reporting formats and ensure that the 

information gathered is used for constructive decision-making. When implemented 

properly, salesman reports contribute significantly to efficient sales operations and 

organizational success. 

Salesmen: Recruitment and Selection of Salesmen 

Right salesmen can help company achieve marketing objectives. Recruitment and 

selection are two important decisions in sales force management that concern with 

ensuring the right type (right qualities, right qualifications, and right experience) of sales 

personnel. 

 

Problem of recruitment and selection arises when: 

 

1. Starting a new company 

2. Resigning and retiring of existing salesmen 

 

3. Death of existing salesmen 

 

4. Suspending of existing salesmen 
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5. Growth and development of company‘s operations 

6. Entering into new territories 

7. Developing and introducing new products 

Note that salesman is not only employee of a company, but he is its responsible 

representative; he is not dealing only with selling products, but also with goodwill and 

reputation of company. A right salesman can create positive effect on sales volume, 

profitability, customer satisfaction, dealer effectiveness, company‘s goodwill, 

promotional efforts, and so forth. 

While recruiting and selecting salespersons, job analysis (consisting of job 

description and job specification) is to be made for better selection. Recruitment and 

selection are interdependent decisions. Let us discuss both terms separately. 

Recruitment: 

Recruitment means searching for prospective candidates and inspiring them to 

apply for the post. Recruitment ends on the last day/date of receiving applications. 

Salesmen can be recruited through a number of sources. 

Sources of Recruiting Sales Force: 

Main sources, widely practiced in India, includes: 

1. Advertisement 

2. Other firms 

3. Middlemen 

4. Personal recommendations 

5. Recommendation of existing staff 

6. Special recruitment agencies 

7. Private training institutes 
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8. Colleges and academic institutes, etc. 

Types of sources to be used for recruiting the salesmen depend on certain criteria, like 

type of products to be sold, types of customers to be served, paying capacity of company 

and type of remuneration plans, and other relevant factors. 

Selection: 

Selection means selecting the fixed number of suitable candidates from those who 

applied for the posts. Selection process starts as soon asrecruitment ends. Recruitment 

considers all applications received in a due date while selection considers only the 

required number of most suitable candidates. 

There is no ideal selection process that most companies can follow. Normally, for 

selecting salesmen, the simple and short selection process is followed. However, some 

companies, when more salesmen are to be selected at time, also follow lengthy and 

systematic selection process. Selection process depends on types of salesmen, cost and 

financial position of company, time available, company‘s objectives, and so forth. 

Steps in Selection Process: 

Systematic selection process consists of following steps: 

1. Receiving applications 

2. Screening applications 

3. Preliminary interview 

4. Written tests 

5. Final interview 

6. Medical examination 

7. Final selection 

8. Appointment and induction 
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Important Conditions: 

At the time of final selection or appointment of salesmen, following conditions must be 

made clear: 

1. Time to resume the duty 

2. Company‘ marketing objectives, policies, and strategies 

3. Duties and restrictions 

4. Place of work 

5. Reporting system or procedure 

6. Bill collecting system 

7. Remuneration and incentives 

8. Training and expenses 

9. Other relevant conditions, if any. 

Difference between Recruitment and Selection Process 

Difference # Recruitment: 

1. In recruitment the purpose is to locate or find out probable candidates. 

2. Recruitment is positive, in that the management is interested in maximising the number 

of personnel on the recruitment list; because the larger is the number of persons on the 

recruitment list – the more is the probability of a better selection (Based on the 

philosophy of the Inertia of Large Numbers, in Statistics). 

3. Recruitment initiates the procurement aspect of personnel management. 

4. Recruitment is done much in advance of time; when candidates would be needed for 

placement on various jobs in the organisation. 

 



44 
 

5. Recruitment involves less cost. The only costs involved relate to contacting personnel 

through different sources. 

Difference # Selection: 

1. In selection, the purpose is to select candidates finally for appointment to various jobs 

in the organisation. 

2. Selection is a negative process. It is a process of systematic elimination of unsuitable 

candidates at different stages of the selection procedure. Only the most suitable ones are 

able to reach up to the placement stage. The number of candidates selected is far less than 

the number appearing on the recruitment list 

3. Selection completes the procurement aspect of personnel management. 

4. Selection is done slightly in advance of time; when candidates would be needed for 

placement on various jobs, in the organisation. In case, selection is done much in advance 

of the required time, the management would have problems as to retaining them up to the 

required time. 

5. Selection procedure is not only money consuming; but also time and efforts 

consuming. Suitable arrangements have to be made for designing and implementing an 

appropriate selection procedure; in view of the nature of the job for which people have to 

be selected. 
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Unit-III 

What is Sales Territories – Meaning and Definitions 

It is a geographical area including the customer group or groups that is assigned to 

a particular salesperson or the sales team. All the activities of the salesman or the sales 

team needs to be conducted within that area. In the same way, various geographical areas 

will be assigned to different sales people or sales team. 

Sales territory planning and management is an important task, the sales team 

along with the top management in the sales department should spend time and plan the 

sales territories and provide guidelines for the management of the sales territories. 

A sales territory is defined as a group of present and potential customers assigned 

to an individual salesperson, a group of salesperson, a branch, a dealer, a distributor, or a 

marketing organization at a given period of time. For a firm, a profitable sales territory is 

one which has a number of potential customers that are willing to buy the category of 

products sold under the firm‘s brand name. 

Territories are defined on the basis of geographical boundaries in many 

organizations. Though the geographic market may have a heterogeneous mix of both 

existing and potential customers, a decision on the basis of geographic coverage has 

distinctive advantages. 

A well-planned territorial design, for example, helps in matching the selling 

efforts with the sales opportunities in that market. Sales managers assign their sales force 

the responsibility of serving particular groups of both present and potential customers and 

serve as a contact point within these markets. This helps to give a direction to the process 

of sales planning and control. 
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According to Still and Cundiff (2004), a sales territory is a grouping of customers 

and prospects assigned to an individual salesperson. Maynard and Davis (1957) are of the 

opinion that a sales territory is the basic unit of sales planning and control. According to 

Cranfield (1987), a sales territory is a geographical area containing the present and 

potential customers who can be effec­tively and economically served by a single 

salesperson, branch, dealer, or distributor. 

An analysis of the above definitions indicates that a sales territory is a 

geographical area that identifies and serves a category and a certain number of customers. 

A sales territory helps in better sales planning and effective operational control. However, 

in some instances, companies do not follow geographic designs for sales territories. 

For example, a small firm catering to a small niche market may not go in for a 

geographic design because sales planning and control can be more effectively planned 

from the corporate office itself. 

There are some situations where companies decide to build sales territories on the 

basis of the urgency and frequency of customer requirements rather than geographic 

coverage. 

These include situations where products are highly technical and complex in 

design, when organizations prefer either a technical sales force or a system-selling 

approach, and where a set of people with varied knowledge levels are grouped together to 

provide solutions to customers‘ problems and queries. The problem with such a method is 

that the same customer may get calls from multiple salespeople from the same 

organization. 

An alternative method is to make a single salesperson accountable for one set of 

clients only and if required, call technical specialists for assistance. Also, in situations 
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where personal relation­ships and acquaintances have a bearing on sales, organizations do 

not prefer territorial designs for salespeople. 

In the case of knowledge and investment products, for example, a customer may 

prefer to deal with the salespeople he is comfortable with. To respond to this preference, 

an organization may need to call upon a salesperson serving in another territory. 

In the words of B. R. Canfield, ―A sales territory is a geographical area containing 

present and potential customers who can be effectively and economically served by a 

single salesman, branch dealer or distributor.‖ 

According to Stiff and Cundiff, ―A sales territory is a grouping of customers and 

prospects assigned to an individual salesperson.‖ 

According to Mynard and Davis, ―Sales territory is the basic unit of sales planning 

and sales control.‖ 

In the words of Stanton and Buskrik, ―A sales territory is a number of present and 

potential customers located within a geographical area, and assigned to a sales person, 

branch or middlemen (retailers or wholesaler).‖ 

A sales territory is a specific geographical area, customer group, or market 

segment assigned to a salesperson or team to focus their sales efforts and manage 

customer relationships. In sales management, this involves strategically planning, 

organizing, and assigning these territories to maximize efficiency, align with business 

goals, and ensure clear areas of responsibility and accountability. 

What is Sales Territories – Introduction 

The idea behind the creation of sales territories is to match the sales opportunities 

with the selling effort. A salesman is given a group of similar customers and prospects for 

servicing. This assignment by itself facilitates the planning and control of the sales 

operations. 
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Each territory has its own strong and weak points and management can use these 

strategically. Sales planning is with respect to the territories created. In a heterogeneous 

market, a territory is comparatively more homogenous. A territorial division also brings 

out an element of effectiveness in the sales operations. It also helps the appraisal of the 

sales effort. 

Conceptually, a territory may represent: 

(a) A particular geographical area mostly. 

(b) A group of customer accounts or prospects, e.g., hospitals and institutions. 

(c) A market. 

(d) An industry, i.e. pharma-central formulation units are a territory of bulk doing 

manufacturers. 

Considered operationally, a territory represents a customer grouping. Though 

most of the companies emphasize geographical territories, some companies with technical 

style of selling ignore this basis and assign salespersons to a particular customer 

grouping. 

Even in geographic territories, ultimately a salesman deals with a customer 

grouping. Geographical territories also do not matter much in insurance selling, property 

selling, selling in shares and securities and automobiles. In all situations when the 

salespersons are internal order takers, geographical territorial division does not matter. 

Only when the salespersons are external order getters, there is scope of geographical 

territorial division. 

Specialized salespersons also call for non-geographical territorial division. Small 

companies and companies with innovative products also avoid geographical division. 

Majority of companies, however, have adopted geographical territorial division. 

While assigning a territory, we have to consider the service requirements and cost of 
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providing the service to the customers. Geography influences both of these. Even within a 

geographical division, there are groupings of customers and the division just for the sake 

of administrative convenience. 

Companies deal directly from their headquarters with some important customers 

providing bulk of business. Such accounts are not assigned to any salesmen. These 

accounts are called house accounts. 

Sales territories are established to achieve the following goals: 

(i) To cover the market properly. 

(ii) To deploy the salespeople effectively. 

(iii) To service the customer grouping efficiently. 

(iv) To evaluate the sales representatives. 

(v) To facilitate higher productivity in selling and marketing effort. 

(vi) To control selling expenses. 

(vii) To coordinate personal selling and advertising. 

Key aspects of sales territories 

Definition: Territories can be defined by various criteria, including geographical 

boundaries (cities, states, regions), customer types (retail, wholesale, government), or 

industry segments (telecom, manufacturing). 

Purpose: The primary goal is to break down a large market into more manageable parts, 

which helps sales teams provide targeted support, build stronger customer relationships, 

and increase market penetration. 

Balancing: Companies strive to balance territories to distribute workloads evenly, which 

can lead to lower costs and increased sales. 
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Management: Territory management is the strategic process of organizing and managing 

customers and prospects within these segments to improve sales productivity and sales 

performance. 

Goal: By assigning clear responsibilities, a company can set specific sales targets for each 

territory and monitor their achievement, ultimately driving business growth and 

profitability. 

A sales territory is defined as a group of present and potential customers assigned 

to an individual salesperson, a group of salesperson, a branch, a dealer, a distributor, or a 

marketing organization at a given period of time.  

Territories are defined on the basis of geographical boundaries in many 

organizations. Though the geographic market may have a heterogeneous mix of both 

existing and potential customers, a decision on the basis of geographic coverage has 

distinctive advantages. 

1. Introduction to Sales Territories  2. Meaning and Definition of Sales Territories 

3. Characteristics 4. Size 5. Factors 6. Objectives7. How to Design Sales Territories? 8. 

Need 9. Allocation. 10. Routing and Scheduling 11. Determinants 12. Procedures for 

Setting Up Sales Territories. 

What is Sales Territories – Characteristics 

1. Sales territory is a geographical area containing a number of present and 

potential customers. 

2. Different groups of customers are formed by a firm through allotment of 

territories. 

3. It is a group of customers or geographical area assigned to a salesman. 

4. It is the area that can be effectively and economically served by a single 

salesman. 
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Sales Territory Planning and Management: 

1. Research the geographical area 

2. Divide the area on the basis of population, accessibility, potential etc. 

3. Study the consumer behaviour of the territory 

4. Assess the revenue potential from the respective territories 

5. Analyze the hurdles that may be present in the territories 

6. Define the products suitable for the territory 

7. Probe further to find out specific needs and wants of the people within the 

territory 

8. Prepare a plan for each territory with quotas and tasks to be accomplished 

9. Appoint sales people or sales team for each territory 

10. Monitor and track the performance of each territory 

11. Review sales people performance for each territory, and 

12. Avoid overlapping territory because it causes conflict among the sales people.  

What is Sales Territories – Need for Establishing Sales Territories 

Sales territories are set up and subsequently revised according to prevailing market 

conditions so as to facilitate the planning and control of sales operations. 

The need for establishing sales territories includes: 

1. To provide proper market coverage. 

2. To control selling expenses. 

3. To assist evaluating performance sales personnel. 

4. To contribute to sales force morale, and 

5. To help in the coordination of personnel selling and advertising efforts. 
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A brief description of each is made below: 

1. Preserving Proper Market Coverage: 

Sometimes a company loses its business to competitors for want of proper market 

coverage. In case the sales management fails to match selling efforts with sales 

opportunities effectively, such a situation may arise in which the competitors get much of 

the supply orders. To overcome this type of problems, the management must establish 

sales territories, if the company does not have them, or revise that it has good territorial 

design permits sales personnel to spend sufficient time with customers and prospects.  

This helps them to become thoroughly conversant with customers‘ problems and 

requirements. Successful selling is based upon helping customers solve their problems. 

2. Controlling Selling Expenses: 

Good territorial design together with careful assignment of sales persons results in 

low selling expense and high sales volumes. Controlling selling expenses does not mean 

minimizing the expenses, but to obtain the best relation between value of selling expenses 

and value of sales volumes. Short-term reductions in the selling expenses ratio are not 

always desirable, the long-term result is important. 

 

Rises in selling expenses may not be followed immediately by increased sales volumes 

and higher sales volumes in future. The intelligent setting up or designing, or revising of 

sales territories is one step management takes to see that selling expense in terms of 

money are spent to the best advantage. 

3. Assisting in Evaluating Sales Personnel: 

Well-designed sales territories assist management in evaluating performance of 

sales personnel. When the total market is divided into different territories, analysis of 

sales person‘s performance reveals the strengths and weakness in different areas in 
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relation to sales quotas allotted to each, and necessary adjustment can be taken in selling 

strategies. 

4. Contributing to Sales Force Morale: 

Good and effective territorial designs help in maintaining morale of sales force. 

Well-designed territories are convenient to sales personnel to cover their respective 

territories and find that their efforts produce results. Good territorial design with 

intelligent salesperson assignment helps to make each person as productive as possible 

and make for high earnings, self-confidence and job satisfaction. In addition to these, 

sales force morale in high because excellence in planning territories. 

5. To Establish Coordination between Personal Selling and Advertising Efforts: 

In most situations personal selling or advertising along cannot accomplish the 

entire selling task efficiently or economically. By blending personal selling and 

advertising, management takes advantages of greater performance. Prior to launching an 

advertising campaign for a new consumer product, sales personnel call upon dealers to 

outline the marketing plan‘s objectives, provide them with tie-in displays and other 

promotional materials, and make certain that adequate supplies of the product are on hand 

in the retail outlets. 

Territorial assignments make every dealer the responsibility of some salesperson, 

and proper routing ensures that sales personnel contact all dealers at proper times relative 

to the breaking of the consumer advertising campaign. In situations where sales personnel 

do work related to the advertising efforts, the results are more satisfactory if the work is 

delegated on a territory-by-territory basis rather than for the entire market. 

Reasons for Establishing or Revising Sales Territories: 

Sales territories are set up, and subsequently revised as market conditions dictate, 

to facilitate the planning and control of sales operations. 
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More specifically, there are five reasons for having sales territories: 

1. To provide proper market coverage, 

2. To control selling expenses, 

3. To assist in evaluating sales personnel, 

4. To contribute to sales force morale, and 

5. To aid in the coordination of personal-selling and advertising efforts. 

1. Providing Proper Market Coverage: 

Sometimes a company loses business to competitors because it does not have 

proper market coverage. Sales management has not matched selling efforts with sales 

opportunities effectively, competitors have a better match, and they obtain the orders. To 

overcome problems of this type, generally management must establish sales territories, if 

the company does not have them, or revise those that it has. 

If sales territories are set up intelligently and if assignments of sales personnel to 

them are carefully made, it is possible to obtain proper market coverage. Good territorial 

design allows sales personnel to spend sufficient time with customers and prospects and 

minimizes time on the road. This permits them to become thoroughly conversant with 

customers‘ problems and requirements. 

2. Controlling Sales Expenses: 

Good territorial design combined with careful salesperson assignment results in 

low selling expenses and high sales volume. Reduced selling expenses ratios do not, 

however, follow automatically. If territorial planning is unsound or is not combined with 

appropriate assignments of sales personnel, selling expenses ratios increase. The 

intelligent setting up or revising of sales territories is one step management takes to see 

that selling expense money are spent to the best advantage. 

3. Assisting in Evaluating Sales Personnel: 
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Well-designed sales territories assist management in evaluating sales personnel 

performances. When the total market is divided into territories, analysis reveals the 

company‘s strengths and weaknesses in different areas, and appropriate adjustments can 

be made then in setting strategies. Through analyzing the market territory by territory and 

pinpointing sales and cost-responsibility to individual sales personnel, management has 

the information it needs to set quotas and to evaluate each salesperson‘s performance 

against them. 

4. Contributing Sales Force Morale: 

Good territorial designs help in maintaining sales force morale. Well-designed 

territories are convenient for sales personnel to cover, and represent reasonable-sized 

workloads. They are capable of achieving given levels of performance within their 

territories. 

5. Aiding in Coordination of Personal Selling and Advertising: 

Management may set sales territories or revise existing territorial arrangements to 

improve the coordination of personnel selling or advertising efforts. In most situations, 

personal selling or advertising alone cannot accomplish the entire selling task efficiently 

or economically. By blending personal selling and advertising management takes 

advantage of a synergistic (2 + 2 = 5) effect and obtains a performance greater than the 

sum of its parts. 

What is Sales Territories – Allocations 

Allocation of sales territories to salespeople provides certain advantages to 

customers. Customers, for example, get prompt and efficient after-sales service, quick 

disposal of complaints, and individual satisfaction due to the regular visits of salespeople. 

The allocation of sales territories include a reduction in the risk perception due to 
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familiarity with the salespeople of the company and due to the frequent advice of the 

salespeople on consumption and purchase. 

The sales force too enjoys advantages due to territorial allocation. These include 

the freedom of choice in serving customers, a transparent system for their performance 

evaluation, and an efficient reward system based on their performance in the territory. 

Thus, a territorial design results in a win-win situation for every player involved in the 

selling process. 

A sales manager has to be careful while selecting the size of the territory and 

deciding upon the design. He/she should consider various parameters for an effective 

territorial design. The optimum size of the territory should be allocated to every 

salesperson and there should be a uniform distribution pattern in the form of market 

coverage. An optimum size helps a salesperson to serve the customers with motivation 

and willingness. 

 

There should be an attempt to avoid the duplication of efforts by a salesperson in 

the territory. A salesperson should be given a specified territory at a given period of time 

and no two salespeople should serve the customers at the same time and within the same 

territory. 

Every salesperson should have an equal distribution of opportunities and 

responsibilities, and market territories should be designed in such a way that every 

salesperson gets an equal share in the size of the market and serve customer at same level 

as existing competition. There should be some flexibility on the allocation of sales 

territories so that a sales manager can rotate territories among the salespeople when 

desired, in compelling situations. 
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There are several factors that influence the decision on the allocation of a sales territory. 

The size of the sales territory should also be decided after looking at the level of control 

desired by the company on the territory. 

The allocation of sales territories should be made in such a way that the 

performance evaluation is made on the basis of opportunities provided, so that the 

achievements and the job performance of each salesperson can be easily evaluated. An 

inequality in the level of income can create dissatisfaction among the sales force. So a 

territory should provide an equal opportunity for earning an average income. 

Modern-day sales organizations are designed to achieve economies of scale and 

cost. The travelling expenses of salespeople, sales managers, and other sales personnel 

should be the lowest in a territory, failing which the cost to get to customers becomes 

high. So providing maximum services at a minimum cost should be the strategy while 

deciding upon the sales territory. 

While deciding on the territorial allocation, a new salesperson should not be given 

independent responsibility of a sales territory. The salesperson should first be attached 

with an experienced colleague to learn about the market and the sales techniques before 

being left alone to handle accounts. 

What is Sales Territories – Routing and Scheduling 

Routing and scheduling plans aim to maintain the line of communication, and to 

optimize sales coverage and minimizing wasted time. When the management knows the 

where-about, where the salespersons are in the field or at least knows where they are the 

present time, it is easy to contact them to provide any needed information or last minute 

interactions. 

The most important advantages of routing and scheduling are: 

1. Routing and Scheduling Plans Improve Better Sales Coverage: 
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The mechanics of setting up a routine plan are easy, not in working out the plan, 

detailed information is needed on the numbers and location of customers, the need and 

methods of transportation. Connecting the customers‘ locations, and desired call 

frequency rates. The route or routes to cities and towns or trading area boundaries, finally 

laid out should permit the sales person to return home at least on weekends. 

2. Fixation of Call Frequency Rate: 

The route planner considers the desired call frequency rate for each customer in 

the route. The call schedule is a part of setting up the route. In most cases, however, 

making up the call schedule is more important than planning the route. By using itinerary, 

maps, the planner identifies the locations of each and every customer, and prospect group, 

and reconciles the route with these locations. 

3. Reduce Wastage of Time: 

The most important advantage of routing and scheduling is that they reduce 

wasted time by sales personnel. Much back tracking, travel time and other non-selling 

time is saved, and scheduled call frequency is to fit according to customers‘ needs. 

4. Advance Appointment with the Customers/Prospects: 

In scheduling, some firms not only designate the customers to call upon each day 

but present the time of day to make each call. Detailed scheduling is coupled with a 

system for making advance appointments with the customers or prospects. Companies not 

using scheduling plans usually suggest advance appointments. For effective sales 

scheduling, the scheduler needs current information on time required for each call.  

5. Assists Sales Management for Closer Control: 

Routing and scheduling plans assist sales management in obtaining closer control 

over sales personnel‘s movements and time expenditures. Any routing or scheduling plan 

should have frequent checking to detect needed adjustments. Call reports are compared 
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with route and call schedules to determine whether plans are followed. Variations or 

discrepancies are observed and sales personnel are asked for explanation. 

Thus, setting up sales territories facilitates the planning and control of sales 

operations. Well-designed territories assist to improve market coverage and consumer 

service, reduce selling expenses ratios, secure coordination of personal selling and 

advertising efforts, and improve the evaluation of personal performance. 

What is Sales Territories – Determinants 

1. Nature of the product – The nature of the product, viz. industrial consumer or consumer 

durables, or perishable, may influence the size of territories. The territories for industrial 

and consumer durables may be larger in sizes. 

2. Demand for the product – When the demands are larger, the size of the territory may be 

small. 

3. Mode of distribution – When the goods are sold to wholesalers, the size of the territory 

may be larger and on the other hand, if the goods are sold to retailers, the territory may be 

small. 

4. Selling expenses – The selling expenses are met from the sale proceeds of the 

territories and every organization makes provision for such expenses as certain 

percentage of sales form the particular territory. 

5. Transport and communication facilities – Where the transportations to the territory is 

much faster, cheap and efficient, the size of the territories may be larger. 

6. Government policy – The Government imposes certain controls over the movements of 

goods and services from one State to another or from one district to another, etc. Such 

restrictions may also influence the size of the territory. 

7. Density of population – Where the density of population is thick, the size of the 

territory may be smaller. 
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8. Market potentialities – Where the market potentialities are much encouraging for larger 

sales, the size of the territory may be smaller. 

9. State of competition – Where the state of competition is acute, there is a need to 

contact the customers regularly. In that case, the size of the territory may be small. 

10. Abilities of salesmen – If the salesmen are experienced, efficient and well trained, the 

size of territory may be larger in comparison to new and untrained salesmen. 

11. Firm‘s policies – The policies of the firm whether to operate in a larger area or to 

allocate the territories in a reasonable size, will decide the size of the territories. On the 

other hand, a firm with a limited number of products wants to earn higher profits, the size 

of the territory may be larger. 

12. Economic conditions prevailing in the country – In case the country as a whole is 

experiencing a recessionary trend, there may be stability in prices. In such a situation, a 

small size will be more suitable. 

What is Sales Territories – Procedures for Setting Up Sales Territories 

Sales territories of a sales organization is established by considering various factors, such 

as the size of the enterprise, quality of the product, level of competition, the services to be 

offered to customers, management structure, number of customers to be served, etc. 

The sales territories once established are to be reconsidered and re-established 

from time to time keeping in view of changes in the market, economic and social 

conditions in the country, and various other factors such as population, competitors 

activities, distribution channels, demands, product transport and communication facilities, 

buyers, etc. 

The following procedures are used by the Managers to set sales territories: 

1. Selection of Basic Geographical Control Unit: 
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Basic units are smallest part of sales territories. A sales territory is formed by 

combining a number of basic units. The basic units are also called basic geographical 

control units. The selection of basic geographical control units is an important step in 

establishing sales territories. Care should be given in selecting these units to reasonable 

size so as to achieve economy. At the same time, it is necessary that the units should 

homogenous. The basic units may be a country, state, district or a trading area. 

For the goods which are sold internationally, every country may be a geographical 

control unit, such as for the sale of tea, coffee, sugar, petrol, arms and ammunition etc. A 

country may be subdivided on the basis of States, as geographical control units. Among 

the states themselves, differences in areas, population, transportation, resources, 

purchasing power, level of development etc. are found. But the division of units on this 

basis is not suitable to a firm producing goods on large scale. 

2. Determining Sales Potentials on the Basic Units: 

The next step after selection of basic control units is to determine the sales 

potentials in the control units. For this purpose, the managers have to identify the present 

and prospective customers with certain information about sex, age group, likes and 

dislikes, requirements, standard of living, income, etc. 

Thereafter, various other information about the markets such as competition, 

demands, etc. are gathered so as to forecast the potential sales in the basic geographical  

control units. For gathering the requisite information about the present and potential 

customers, services of field salesmen can be obtained and to forecast the potentials sales, 

helps from the top authorities, experts and statistical methods can be followed. 

3. Combining the Basic Units into Tentative Sales Territories: 
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After ascertaining the sales potentials in control units, the planners should form tentative 

sales territories. For this purpose, the basic units are combined together so that the sales 

potentials may be converted into sales. At this level, sales territories are made tentative so 

that necessary adjustments could be possible in future on the basis of coverage problem. 

Care should be given to form optimum size of territories. 

The number of territories may also be determined so that the size of sales force 

could be determined. The planners should also be given attention to the shape and 

structure of sales territories as sales expenses and sales coverage have direct relationship. 

Moreover on the basis of size of the sales territories, the traveling expenses of salesman 

can be minimized and can boost their morale. 

4. Adjusting and Redistributing Sales Territories: 

In this process, sales territories are given final shape by adjusting and 

redistributing the tentative territories. This adjustment is made keeping in view of sales 

potential and problem of coverage. At the same time care should be given that the sale 

expenses of each sale territory are uniform so as to establish formation of sound sales  

territories. 

5. Assigning Sales Territories to Salespersons: 

On determination of final form of sales territories after making necessary 

adjustment in tentative sales territories, the setting activity begins. For this purpose, 

suitable salesmen are appointed and each territory is assigned to the persons, keeping in 

view of the characteristics of each territory. In addition to the salesmen, middlemen are 

also appointed, keeping in view of needs of each territory. With the help of salesman and 

middlemen, the sales procedure starts from each territory. 
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What is a Sales Quota? 

A sales quota is a specific, quantifiable, and time-bound goal established by an 

organization to measure the performance of its sales force. 

Sales quotas are set to align the sales team's efforts with the company's overall strategic 

goals. They are used to motivate and incentivize sales reps, often through financial 

rewards—bonuses and sales commissions—to further drive sales performance.  

These sales targets typically revolve around revenue generation, but they can also focus 

on other sales metrics like the number of:  

New customers acquired  

Products sold  

Activities performed 

Why are Sales Quotas Important? 

Sales quotas are the backbone of revenue predictability. When set and managed 

correctly, quotas motivate reps, align teams, and give leadership a clear signal of what to 

expect (and when to expect it). 

Here‘s why they matter at every level of your go-to-market strategy. 

They Create Focus and Accountability 

A quota‘s most basic function is to serve as a clarity tool. It defines what success looks 

like, not in abstract terms, but in hard numbers. And that‘s exactly what most reps need to 

stay on track. 

Quotas give every seller a tangible goal to pursue. Rather than just ―sell as much 

as possible,‖ reps are aligned around a specific target: $500K in new ARR, 12 net-new 

logos, 80 qualified meetings per quarter, or whatever matches your sales strategy. That 

clarity sharpens prioritization. Instead of chasing every deal, reps focus on the 

opportunities most likely to get them across the finish line. 
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For managers, quotas serve as a high-signal performance benchmark. They make 

it easier to identify early when someone‘s falling behind, and more importantly, why. Is it 

a pipeline issue? Deal size? Win rate? With quota attainment as a focal point, you can 

coach more precisely and intervene before it‘s too late. 

From a team-wide perspective, quotas also create accountability without 

micromanagement. If reps know what‘s expected (and see how they‘re pacing), they‘re 

more likely to self-correct, ask for help, or shift gears proactively. 

Types of Sales Quotas 

Just like there's more than one way to close a deal, there's more than one type of 

sales quota. Let's break down the most common types. 

1. Revenue Quotas 

Revenue quotas are the bread and butter of sales targets. They're straightforward: sell X 

amount of dollars by the end of the set period.  

For example, let's say Sarah, your star sales rep, has a monthly revenue quota of $50,000. 

Whether she sells one big-ticket item or a hundred smaller ones, as long as she brings in 

those 50 grand, she's golden. 

Particularly suited for: 

Established businesses with predictable sales cycles 

Industries where the primary goal is top-line growth 

Companies with a wide range of products or services at varying price points 

2. Activity Quotas 

Activity quotas focus on the number of actions a rep should complete, rather than the 

direct financial outcome. These could include the number of phone calls made, emails 

sent, or meetings scheduled.  
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Activity quotas are especially useful for newer reps or when entering new markets where 

revenue might be harder to predict. Just make sure the activities you're tracking actually 

correlate with sales success (as great as it would be, the number of coffee breaks probably 

doesn't count.) 

Particularly suited for: 

New sales reps who are still building their pipeline 

Businesses with long sales cycles where immediate revenue results may be delayed 

Industries heavily reliant on outbound sales activities 

3. Volume Quotas 

Volume quotas set targets based on the number of units sold. They're particularly 

common in industries with standardized pricing or when trying to push a specific product. 

Volume quotas can be motivating, but be careful they don't incentivize bad behavior, like 

discounting too heavily just to move units. 

For instance, suppose Rachel works for a software company. Her quota might be to sell 

500 licenses of their new productivity app in a given quarter. 

Particularly suited for: 

Businesses selling standardized products 

Industries with high-volume, lower-margin sales 

Companies looking to increase market share or product adoption 

4. Profit Quotas 

While less common, profit quotas focus on the actual profit generated, not just the top-

line revenue. These quotas encourage reps to close deals at healthy margins. 

An example scenario would be Alex, who has a quarterly profit quota of $100,000. This 

means he needs to sell smartly, focusing on high-margin products or services. 
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Profit quotas can be tricky to implement as they require reps to have a deeper 

understanding of costs and margins. If you choose this route, make sure you provide the 

necessary training and tools. 

Particularly suited for: 

Mature markets where competition on price is fierce 

Businesses with a range of products or services with varying profit margins 

Companies focusing on bottom-line growth rather than just top-line revenue 

5. Combination Quotas 

Why settle for one type when you can have them all? Combination quotas mix and match 

different quota types to create a more holistic performance metric. 

For instance, Jenna's quota might include hitting $200,000 in revenue, selling 100 units of 

a new product, and conducting 30 customer demos per month. 

While combination quotas can provide a well-rounded view of performance, be careful 

not to overcomplicate things. You want your reps to focus on selling, not on advanced 

mathematics. 

Particularly suited for: 

Complex sales environments with multiple objectives 

Businesses looking to balance short-term results with long-term growth 

Companies with diverse product lines or market segments 

6. Forecast Quotas 

Forecast quotas are based on projected sales for a given period. These quotas take into 

account factors like market trends, historical data, and anticipated growth to set targets 

that align with the company's sales forecasts. 
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Let's say your company expects the market for its products to grow by 15% next year. 

You might set Jenny's annual quota at $575,000, a 15% increase from her current year's 

quota of $500,000. 

While forecast quotas can be great for aligning sales efforts with company projections, be 

careful not to rely too heavily on the latter. The market can be as unpredictable as a cat on 

catnip. It's crucial to regularly review and adjust these quotas based on real-time data and 

changing market conditions. 

Particularly suited for: 

Startups or companies entering new markets where historical data might be limited 

Industries with predictable seasonal fluctuations 

Businesses launching new products or services 

What are the Pros and Cons of Commission Based on a Sales Quota?  

When considering the appropriate sales quota system for your team, don‘t forget about a 

commission-based sales quota — a powerful motivator for sellers, but not without its 

drawbacks.  

When exploring a commission-based sales quota system, note the following advantages 

and disadvantages:  

The pros:  

Incentivizes sellers to optimize performance: Reps motivated by commission tend to 

work harder to hit their sales quotas and make more money. The result is increased 

productivity and more sales. Win-win.  

Aligns sales reps' goals with organizational goals: When sellers are rewarded for hitting 

(or exceeding) sales quotas, they are more likely to focus on the goals necessary to (and 

aligned with) the company. This can help ensure the sales team is working towards the 

same company-wide objectives.  
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Attracts top talent: The best sellers are often drawn to commission-based opportunities as 

the upside can be pretty high. With this program in place, you are more likely to attract 

top talent.  

The cons:  

High-pressure environment: Stress and burnout can result from a salesforce under 

intense pressure to hit its sales goals.  

Unethical behavior: With high competition (and high stress) comes the potential for 

unethical tactics. For example, providing customers with less-than-honest information, 

adjusting sales figures, and other ―tactics‖ to hit sales quotas.  

Income inequality: sellers who cannot reach their sales quotas will earn less than 

successful people (obviously). This can lead to income inequality (obviously), but it also 

can create resentment and dissatisfaction among the sales team. 

Sales personality 

A sales personality is the combination of traits and behaviors that define a 

successful salesperson, such as optimism, resilience, and strong communication skills. 

Key traits include being self-motivated, empathetic, and curious, along with strong 

listening skills and the ability to be calm under pressure. While certain types exist, such 

as the "analytical" or "amiable" salesperson, many successful professionals develop a 

blend of these characteristics to build strong client relationships and navigate challenges. 

Core personality traits 

Optimistic and resilient: The ability to maintain a positive attitude and bounce 

back from rejection is crucial for long-term success. 

Empathy: Understanding and sharing the feelings of customers builds trust and 

helps identify their needs and pain points. 
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Self-motivated and goal-oriented: A strong work ethic and the drive to achieve 

goals are fundamental to consistent performance. 

Curious: A desire to learn new techniques, tools, and methods is essential for 

continuous improvement. 

Humble: Despite confidence, many high performers exhibit humility, which can 

be more effective than a stereotypical aggressive approach.  

Key behaviors and skills 

Excellent listening skills: Effective communication is more about listening to 

understand customer problems than just talking. 

Strong communication: This includes being clear, professional, and able to adjust 

your style depending on the customer. 

Organized and prepared: Being responsible for tasks like follow-ups, calls, and 

meetings is vital for success. 

Adaptable: The ability to adjust to changing market conditions and individual 

customer needs is a significant advantage.  

Different types of sales personalities 

While there isn't a single "correct" sales personality, different approaches can be 

effective depending on the situation:  

Analytical: Focuses on data, facts, and numbers to build a case for a product. 

Amiable: Builds rapport and trust by focusing on relationships and understanding 

the customer's needs on a personal level. 

Assertive: Direct, confident, and to-the-point, often focusing on getting straight to 

the benefits and solutions. 

Expressive: Focuses on the bigger picture, building relationships, and using stories 

and case studies to make their point. 
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Important personality traits 

Important personality traits include the "Big Five" characteristics (openness, 

conscientiousness, extraversion, agreeableness, and neuroticism) and other positive 

qualities like honesty, integrity, reliability, compassion, resilience, and self-discipline. 

These traits are considered important because they influence how individuals interact 

with others, approach tasks, and manage their emotions and lives.   

What are the five important personality traits? 

Big 5 Personality Traits: The 5-Factor Model of Personality 

The Big Five Personality Traits, also known as OCEAN or CANOE, are a 

psychological model that describes five broad dimensions of personality: Openness, 

Conscientiousness, Extraversion, Agreeableness, and Neuroticism. 

Personality Traits – Characteristics, Importance, Uses, Pros and Cons 

Personality traits refer to the enduring patterns of thoughts, feelings, and 

behaviours that distinguish one individual from another. They shape how a person 

interacts with the world, responds to situations, and forms relationships. Understanding 

personality traits has long been a central topic in psychology, human resource 

management, education, and personal development. By examining personality traits, one 

gains insight into the internal forces that drive human behaviour. 

Characteristics of Personality Traits 

Personality traits possess certain defining characteristics that set them apart as stable and 

meaningful psychological constructs. 

Consistency and Stability: 

Traits remain relatively consistent across time and situations. A person who is naturally 

patient or extroverted tends to show these qualities habitually. 

Uniqueness: 
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Each person has a unique combination of traits, making personality highly individualistic.  

Influence on Behaviour: 

Traits help predict how a person is likely to behave in various contexts. For example, 

conscientious individuals tend to be organised and dependable. 

Hereditary and Environmental Factors: 

Personality traits are influenced by both genetic factors and life experiences, including 

family upbringing, culture, and education. 

Measurability: 

Traits can be assessed quantitatively through psychological tests such as the Big Five 

Personality Inventory or Myers-Briggs Type Indicator (MBTI). 

Dynamic yet Enduring: 

While traits are generally stable, they may evolve gradually through life experiences, 

conscious effort, or changing circumstances. 

Importance of Personality Traits 

Personality traits hold significant importance in various domains of life: 

Understanding Human Behaviour: 

They help explain why individuals behave differently in the same environment, aiding 

psychologists, educators, and managers. 

Career Selection and Job Performance: 

Organisations often use personality assessments to place individuals in suitable roles. For 

instance, extroverts flourish in sales and customer relations, while analytical thinkers 

excel in research and planning. 

Interpersonal Relationships: 

Traits influence communication style, empathy, cooperation, and conflict resolution, 

thereby shaping personal and professional relationships. 
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Self-awareness and Personal Growth: 

Understanding one‘s own traits allows individuals to identify strengths, weaknesses, and 

areas for improvement. 

Leadership Development: 

Traits such as emotional stability, decisiveness, and integrity are essential for effective 

leadership. 

Mental Health and Well-being: 

Traits like resilience and optimism contribute to coping mechanisms and overall 

psychological health. 

Uses of Personality Traits 

Personality traits have practical applications across various fields: 

Human Resource Management: 

Used for recruitment, placement, training, and performance appraisal. 

Education and Counselling: 

Helps teachers understand students‘ learning styles and assists counsellors in guiding 

students‘ academic and career choices. 

Team Building: 

Knowing team members‘ traits facilitates better group dynamics, role allocation, and 

collaboration. 

Marketing and Consumer Behaviour: 

Marketers study personality traits to understand buying behaviour and design targeted 

advertising. 

Personal Development Programs: 

Coaches and trainers use personality assessments to plan customised development 

strategies. 
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Conflict Management: 

Traits help predict how people handle conflicts, enabling the creation of effective 

conflict-resolution strategies. 

Pros of Focusing on Personality Traits 

Improved Self-Knowledge: 

Understanding personality traits helps individuals recognise their potential and 

limitations. 

Better Job Fit: 

Helps match people to roles where they are likely to succeed and feel satisfied. 

Enhanced Communication: 

Knowing others‘ traits promotes empathy and smoother interpersonal interactions. 

Predictive Value: 

Traits can predict behaviour, performance, and compatibility in various settings. 

Basis for Personal Growth: 

Trait analysis helps set realistic goals for self-improvement. 

Cons of Focusing on Personality Traits 

Risk of Stereotyping: 

Overemphasis on traits may lead to labelling people or making rigid assumptions about 

their behaviour. 

Limited Flexibility: 

Traits are stable but not absolute; relying too much on them may overlook situational 

influences on behaviour. 

Test Inaccuracy: 

Personality assessments are not always reliable. Individuals may manipulate responses, or 

tests may lack scientific validity. 
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Cultural Bias: 

Some personality frameworks may not accurately reflect cultural differences, leading to 

misinterpretation of traits. 

Ignoring Personal Growth Potential: 

Assuming traits cannot change may discourage individuals from trying to improve or 

adapt. 

Conclusion 

Personality traits play a crucial role in shaping who we are and how we interact 

with the world. Their characteristics make them valuable tools for understanding and 

predicting behaviour, while their applications span education, management, psychology, 

and personal development. However, it is essential to use personality trait assessments 

responsibly to avoid stereotyping, cultural biases, and over generalisation. When applied 

thoughtfully, personality trait analysis can greatly enhance self-awareness, improve 

relationships, and support human growth in multiple spheres of life. 
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Unit-IV 

In sales management, knowledge of goods means a deep understanding of a 

product's features, benefits, uses, and competitor positioning, enabling salespeople to 

build trust, solve customer problems, and close deals effectively, leading to higher 

performance, customer satisfaction, and competitive advantage. This includes knowing 

how the product works, its unique selling points (USPs), how it compares to rivals, 

troubleshooting, and understanding customer needs to tailor solutions, transforming sales 

from mere transactions into valuable problem-solving interactions. 

Key Aspects of Product Knowledge: 

Features & Benefits: Knowing what the product does and why that matters to the 

customer. 

Competitor Comparison: Understanding rivals' offerings to highlight unique advantages. 

Customer Application: Recognizing how the product solves specific customer problems 

and fits their needs. 

Troubleshooting & Support: Being prepared to handle issues and guide users. 

Industry & Market: Grasping broader trends and the product's place in the market. 

Importance of Product Knowledge for a Salesmen 

1. Sales, a Pleasant Task: 

A salesman should have up-to-date information relating to the products he deals 

with the customers. When one possesses thorough knowledge, he feels joy to explain to 

others. Complete and useful knowledge of goods is fundamental requisite of a salesman. 

These will increase the sales and render better service to buyers. Correct ideas, not guess 

work, create self-confidence, which generate potential buyers through satisfactory 

dealings. Knowledge makes the salesman‘s job a happy one. 

2. Technical Knowledge: 
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There are certain products, which needs complete information regarding their 

function. Generally customers ask questions to clarify doubts or some may have thirst for 

increasing their knowledge. In such cases, the salesman will be in trouble to face such 

prospects who feel that a particular salesman adopts deceitful attitude. To overcome all 

these, salesman should have complete information of the products, which he deals with.  

3. Product Knowledge Coupled with Personality: 

Product knowledge is a background on which salesman‘s personality acts as a 

scooter-plug. Customers are highly interested to see how a salesman explains the products 

and how he offers a helping hand for a proper purchase. Sales personality, without the 

knowledge of product is like a dry water reservoir. 

4. Deep Self-confidence: 

If a salesman lacks full knowledge of the products, it is a shame. The confidence 

grows when he can explain the products‘ capacities, performance, merits and limitations 

to the perspectives. His perfect knowledge of the product will naturally increase the 

confidence in himself All types of queries can be satisfactorily met by such a salesman. If 

a single question is unanswered or wrongly answered, there arises a doubt in the mind of 

the consumers. 

5. Winning Customers from Competitors: 

At present, the products are of various types and the market increases. 

Competition is the order of the day. The success in selling solely depends upon the ability 

of the salesman. The merits and demerits of the rival products must be understood by the 

buyers, possibly with facts and figures. All these aid to win the customers from the field 

of competitors. 

6. Selling Points: 
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A proper understanding of a product has many advantages or selling points. 

Customers are highly concerned with the selling points, such as, durability, attractiveness 

of product, its package, discount sales, selling terms, designs, price reduction, 

convertibleness, easy operation etc. All these favour a sale and are related to buying 

motives. A salesman must know all these to boost the sale at the counter. 

Product Knowledge – Methods of Acquiring Product Knowledge, Need and 

Importance 

Product knowledge refers to the complete understanding of a product‘s features, 

benefits, limitations, usage, pricing, and competitive advantages. It forms the foundation 

for effective selling and customer service. In today‘s highly competitive business 

environment, customers expect salespersons and service providers to offer accurate 

information that can help them make informed decisions. Therefore, product knowledge 

is not only a skill but a strategic necessity for organisations that aim to build trust and 

long-term customer relationships. 

Meaning of Product Knowledge 

Product knowledge means knowing what a product is, what it does, how it works, and 

why it is useful. It includes awareness of product components, design, quality standards, 

warranty details, after-sales service, and comparison with competing products. A 

salesperson with strong product knowledge can confidently explain the product and 

demonstrate its value to customers. It empowers employees to identify customer needs, 

match appropriate products, and address objections effectively. 

Methods of Acquiring Product Knowledge 

Various methods can be used by employees, particularly salespersons, to gain a thorough 

understanding of products. Common methods include: 
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1. Manufacturer‘s Training Programs 

Manufacturers often conduct training sessions, workshops, or seminars for 

employees and dealers. These programmes provide direct and authentic 

information about product features, technical details, and usage. They may include 

demonstrations, videos, and hands-on practice. 

2. Studying Product Literature 

Brochures, catalogues, manuals, product specifications, and price lists are 

valuable sources of information. These documents help employees understand the 

product‘s technical features, benefits, and comparison with other models. 

3. Direct Experience and Product Use 

Using the product personally or observing its operation helps employees develop 

practical understanding. Hands-on experience builds confidence and allows 

salespersons to explain the product more convincingly to customers. 

4. Interaction with Senior Staff and Experts 

 

Experienced employees, technical staff, supervisors, and product experts offer 

insights that may not be available in written materials. Discussions, mentoring, 

and shared experiences help clarify doubts and develop deeper understanding. 

5. Customer Feedback and Market Research 

Customer experiences, complaints, reviews, and suggestions provide real-world 

insights about product performance. Market research data helps understand 

customer expectations and industry trends, which enhances product knowledge. 

6. Competitor Analysis 
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Studying competing brands helps salespersons know the strengths and weaknesses 

of their own products. Understanding the competitive landscape helps them 

position their product effectively. 

7. Online Resources and E-Learning 

Company websites, online tutorials, product videos, webinars, and e-learning 

modules offer accessible and updated information. These digital tools are 

especially useful for complex or frequently updated products. 

8. Sales Meetings and Conferences 

Organizations periodically conduct sales meetings, conferences, and exhibitions 

where new products are introduced. These platforms provide opportunities to 

learn, ask questions, and observe demonstrations. 

Need for Product Knowledge 

The need for product knowledge arises due to several factors: 

1. To Understand Customer Needs 

Salespersons must understand customer requirements and match them with 

appropriate products. Without adequate knowledge, they cannot make suitable 

recommendations. 

2. To Build Credibility and Trust 

Customers trust salespersons who show confidence and expertise. Accurate 

product knowledge enhances the credibility of both the salesperson and the 

organisation. 

3. To Provide Accurate Information 

Customers expect correct details about price, features, warranty, and usage. 

Product knowledge ensures that the information provided is reliable and precise. 

4. To Handle Customer Queries and Objections 
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A well-informed salesperson can effectively address customer doubts, clarify 

misconceptions, and overcome objections. 

Importance of Product Knowledge 

Product knowledge plays a crucial role in the success of business activities, especially in 

sales and customer service. 

1. Enhances Selling Skills 

A salesperson who knows the product well can highlight benefits, demonstrate 

features, and persuade customers more effectively. It improves the chances of 

closing sales. 

2. Improves Customer Satisfaction 

Accurate and helpful information leads to informed buying decisions, resulting in 

higher customer satisfaction and reduced complaints. 

3. Builds Competitive Advantage 

When salespersons clearly explain how their product is better than competitors‘, it 

gives the company a competitive edge. 

4. Reduces After-Sales Problems 

When customers receive proper guidance on product use and limitations, issues 

such as misuse and misunderstandings are minimized. 

5. Supports Branding and Image Building 

Knowledgeable employees reflect professionalism and competence, enhancing the 

brand‘s overall image. 

6. Facilitates Innovation and Feedback 

Employees with deep product knowledge can suggest improvements and contribute to 

product development by sharing customer insights with management. 
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Unit-V 

Effective presentation 

An effective sales presentation focuses on the customer's pain points, not just the 

product, by telling a compelling story, providing clear solutions with data/proof, and 

ending with a strong call-to-action (CTA). Key elements include audience research, a 

clear problem-solution structure, confident delivery with voice modulation, strong visuals 

with minimal text, and rehearsing to build rapport and trust.  

Core Principles 

Audience-Centric: Research their needs, challenges, and desires; focus on their problems, 

not just your product features. 

Problem-Solution-Value: Define the problem, present your solution, and clearly articulate 

the ROI/value. 

Storytelling: Use narratives and case studies to make it relatable and memorable. 

Clear CTA: Guide them to the next step, whether it's a demo, trial, or purchase.  

Key Steps & Techniques 

Research: Understand your audience and their specific problems. 

Compelling Opening: Start with their pain point or a relevant story to grab attention. 

Build Trust: Use social proof (logos, testimonials) and data to show you're credible. 

Introduce Solution: Explain your product as the answer, not just a list of features. 

Visuals: Keep slides clean, use charts effectively, and avoid text overload. 

Delivery: Be confident, modulate your voice, use body language, and don't just read 

slides. 

Strong Close: End with clear next steps and confidence in the value delivered. 

Rehearse: Practice to ensure a smooth flow and confident delivery. 
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Benefits of Effective Presentation Skills 

Effective presentation skills refer to the ability to communicate information 

clearly, confidently, and persuasively to an audience. These skills involve the use of 

verbal communication, body language, visual aids, organization of content, and audience 

engagement. In today‘s academic, professional, and social environments, good 

presentation skills are essential for conveying ideas, influencing decisions, and building 

strong interpersonal relationships. The benefits of mastering presentation skills extend far 

beyond public speaking; they contribute to overall personal and professional 

development. 

1. Enhances Communication Skills 

One of the most significant benefits of effective presentation skills is improved 

communication. Presenters learn to speak clearly, organize their thoughts, and 

express their ideas in a structured way. This not only benefits public speaking 

situations but also enhances day-to-day communication and interpersonal 

interactions. 

2. Builds Confidence and Self-Esteem 

Delivering presentations improves self-confidence. As individuals prepare and 

practice, they become more comfortable speaking in front of groups. Over time, 

this reduces stage fear and boosts self-esteem. Confidence gained through 

presentations often extends to interviews, team discussions, and leadership roles. 

3. Improves Persuasion and Influence 

Effective presentation skills help individuals persuade and influence their 

audience. Whether convincing clients, motivating employees, or presenting new ideas, 

strong presentation skills make it easier to convey arguments logically and emotionally. 
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This ability is particularly valuable in fields such as marketing, management, teaching, 

and public relations. 

4. Strengthens Professional Image 

A person who presents well appears knowledgeable, prepared, and professional. 

Employers and colleagues view such individuals as capable and credible. Good 

presentations enhance one‘s reputation in the workplace and contribute to career 

growth and leadership opportunities. 

5. Facilitates Better Understanding and Learning 

A well-structured presentation helps audiences understand complex information 

easily. Through the use of visual aids, examples, and clear explanation, presenters 

make learning more engaging and effective. This is especially beneficial in 

educational settings, corporate training, and workshops. 

6. Encourages Critical Thinking and Planning 

Preparing a presentation requires research, organizing content, and planning 

delivery. This process improves critical thinking and analytical skills. Presenters 

learn to evaluate information, identify key points, and develop logical flow—skills 

that are valuable in both academic and professional tasks. 

7. Enhances Audience Engagement and Interaction 

Good presenters know how to maintain audience interest through eye contact, 

gestures, storytelling, and asking questions. Interactive presentations foster 

participation and two-way communication. This leads to better clarity, reduces 

misunderstandings, and makes sessions more enjoyable. 

8. Supports Team Collaboration 

In group projects or team environments, presentation skills help individuals 

communicate their ideas clearly to teammates. This improves coordination, 



84 
 

decision-making, and collective problem-solving. Teams with strong 

communicators often perform better and achieve goals more efficiently. 

9. Boosts Career Advancement Opportunities 

In many jobs, the ability to give effective presentations is a key competency. 

Employees who can present reports, proposals, and project updates clearly are 

more likely to be recognized by management. This may lead to promotions, 

leadership roles, and greater responsibility. 

10. Improves Personal Development 

Beyond professional growth, presentation skills contribute to overall personal 

development. They teach discipline, time management, creativity, and emotional 

control. Presenters also develop resilience by handling questions, feedback, and 

unexpected challenges during presentations. 

Demonstration 

In sales management, a demonstration (demo) is a crucial, interactive presentation 

showing how a product/service solves customer problems, highlighting features, benefits, 

and value to drive purchase decisions, moving beyond just features to create vision, build 

trust, and boost conversions through personalization, clear structure (agenda, Q&A), and 

tailored storytelling. Effective demos require deep prospect research, a focus on specific 

needs (needs assessment), and a clear call to action, blending live interaction with 

strategic planning to turn interest into closed deals.  

Key Aspects of a Sales Demonstration 

Purpose: To illustrate value, build confidence, address pain points, and facilitate a 

purchase decision by showing the product in action. 

Nature: It's a personalized, often live, visual show-and-tell, transforming abstract features 

into tangible solutions for the prospect. 
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Process: Involves preparation (research), introduction, needs analysis, solution 

presentation (focusing on how it solves problems), interactive Q&A, and a clear next step. 

Demonstration in Sales Management – Features, Uses, and Characteristics 

Demonstration is an important technique in sales management that involves 

presenting a product or service to potential customers in a practical, visual, and 

interactive manner. It helps the salesperson show how the product works, highlight its 

benefits, and convince the customer of its value. Demonstrations are widely used in 

personal selling, industrial marketing, retail environments, and even digital platforms 

today. In modern competitive markets, an effective product demonstration can 

significantly influence buying decisions and differentiate a brand from its competitors. 

Meaning of Demonstration in Sales Management 

A demonstration refers to the process of showing the performance, features, and utility of 

a product to the customer in a real or simulated setting. It allows the customer to 

experience the product directly, reducing doubts and increasing confidence. 

Demonstrations bridge the gap between customer expectations and product capabilities by 

providing clear evidence of performance. 

Features of Demonstration 

Product-Centric Presentation: 

Demonstration focuses on the actual product and its working. The salesperson 

explains and shows the product in action, highlighting key features and advantages. 

Real-Time Illustration: 

It involves live or simulated display, allowing the customer to observe how the 

product operates under real conditions. 

Customer Involvement: 
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Many demonstrations encourage the customer to touch, use, or test the product, 

creating a hands-on experience. 

Two-Way Communication: 

The process allows customers to ask questions and seek clarifications, making the 

selling process interactive. 

Evidence-Based Selling: 

Demonstrations provide proof of performance, helping reduce the risk perceived 

by the customer. 

Adaptability: 

Demonstrations can be tailored to the customer‘s needs, preferences, and level of 

understanding. 

Uses of Demonstration 

Enhancing Customer Understanding: 

Demonstrations help customers understand complex or technical products more easily by 

translating features into practical benefits. 

Building Customer Confidence: 

Seeing the product work in real time increases trust and reduces hesitation in 

buying. 

Overcoming Objections: 

Demonstrations can address customer doubts by showing how the product solves 

specific problems. 

Creating Interest and Attraction: 

Interactive demonstrations generate curiosity and capture customer attention more 

effectively than verbal explanations. 

Differentiating the Product: 
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Demonstrations highlight unique selling points (USPs) and help position the 

product as superior to competitors. 

Supporting Personal Selling: 

For high-involvement products like electronics, machinery, or software, 

demonstrations are essential to complete the selling process. 

Boosting Sales Conversions: 

When customers experience the product directly, the likelihood of purchase 

increases significantly. 

Characteristics of an Effective Demonstration 

Clarity and Simplicity: 

The demonstration should be easy to understand, avoiding unnecessary technical 

jargon. 

Relevance: 

It must be tailored to the customer‘s needs, highlighting features that match their 

requirements. 

Preparation and Planning: 

A successful demonstration requires proper preparation—ensuring the product is 

in working condition and the salesperson is knowledgeable. 

Logical Sequence: 

The steps of the demonstration must follow a clear and organized flow, making it 

easier for the customer to follow. 

Focus on Benefits: 

Instead of only showing features, the demonstration should emphasize benefits 

and solutions for the customer. 

Interactivity: 
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Encouraging customer participation enhances engagement and makes the 

experience more memorable. 

Use of Visuals and Aids: 

Charts, videos, brochures, or digital tools can strengthen the impact of the 

demonstration. 

Professionalism: 

The salesperson‘s confidence, product knowledge, and communication skills 

greatly influence the effectiveness of the demonstration. 

Conclusion 

Demonstration is a powerful sales management tool that allows customers to 

experience a product firsthand. By showcasing performance, addressing doubts, and 

highlighting benefits, demonstrations help customers make informed buying decisions. 

The effectiveness of this technique depends on clarity, preparation, interactivity, and 

customer relevance. In today‘s competitive market, demonstration-based selling not only 

enhances customer satisfaction but also increases sales conversions and builds long-term 

trust. Thus, it remains an essential component of modern sales management strategies. 

Meaning of Objections 

An objection is a question, doubt, or concern raised by the customer during the 

sales process. It indicates that the customer is interested but requires more information or 

assurance before buying. Effective handling of objections helps build trust, strengthen 

customer relationships, and increase sales conversions. 

Objectives of Overcoming Objections 

To Clarify Customer Doubts 

The primary objective is to resolve misunderstandings or misconceptions the 

customer may have about the product. 
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To Build Trust and Confidence 

By addressing concerns patiently, the salesperson establishes credibility and 

builds the customer‘s confidence in the product and the company. 

To Provide Additional Information 

Objections allow the salesperson to give more details about features, benefits, 

guarantees, after-sales service, and value. 

To Maintain Customer Interest 

Responding effectively helps sustain the customer‘s attention and keeps them 

engaged in the selling process. 

To Guide the Buyer Toward a Decision 

Overcoming objections removes psychological barriers and leads the customer 

closer to a positive buying decision. 

To Strengthen the Sales Presentation 

Objections help the salesperson identify weak points in the presentation and 

address them through stronger explanations. 

To Convert Resistance into Acceptance 

A well-handled objection can turn a hesitant buyer into a convinced one, 

improving the chances of closing the sale. 

Features of Overcoming Objections 

Two-Way Communication 

Handling objections involves active listening and thoughtful responses, 

encouraging dialogue between the buyer and seller. 

Customer-Centric Approach 

The process focuses on understanding the customer‘s point of view and 

addressing concerns honestly and empathetically. 
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Logical and Evidence-Based Explanation 

The salesperson supports their claims with demonstrations, testimonials, 

comparisons, warranties, or factual data. 

Positive Attitude and Patience 

Successful objection handling requires calmness, positivity, and patience in 

dealing with customer concerns. 

Timely Response 

Objections must be addressed promptly at the right moment during the sales talk 

to prevent loss of interest. 

Adaptability 

Different customers have different objections, so the salesperson must adjust their 

method and communication style accordingly. 

Professional Courtesy 

Overcoming objections must be polite and respectful, avoiding arguments or 

pressure tactics. 

Uses of Overcoming Objections 

Improves Sales Effectiveness 

Successfully handling objections increases the likelihood of converting prospects 

into buyers. 

Identifies Customer Needs 

Objections reveal what exactly the customer is concerned about, helping the 

salesperson tailor the sales approach. 

Strengthens Customer Relationships 

When customers feel heard and understood, they develop trust and may become 

long-term clients. 
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Enhances Product Understanding 

Through responses to objections, the salesperson highlights key features and 

benefits more clearly. 

Reduces Purchase Risk 

Objections often stem from fear of making a wrong decision. Addressing them 

reduces perceived risk. 

Increases Customer Satisfaction 

A transparent and friendly approach to handling objections leads to more satisfied 

and confident buyers. 

Helps in Closing the Sale 

Once objections are handled properly, the path to completing the sale becomes 

easier and smoother. 

Conclusion 

Overcoming objections is a vital part of salesmanship because it transforms customer 

doubts into opportunities for persuasion. By understanding the customer‘s concerns, 

responding with patience, and providing accurate information, the salesperson builds trust 

and increases the chances of a successful sale. Effective objection handling enhances 

communication, reduces purchase-related uncertainties, and helps close the sale with 

confidence. In modern selling, overcoming objections is not merely a defensive strategy 

but a constructive technique that leads to higher customer satisfaction and long-term 

business success. 

Closing the sales 

Closing the Sales in Salesmanship – Objectives, Features, Uses 

Closing the sale is a crucial stage in the process of salesmanship. It refers to the 

moment when the salesperson successfully secures the customer‘s agreement to purchase 
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a product or service. While prospecting, approaching, demonstrating, and handling 

objections are essential steps, the true measure of a salesperson‘s effectiveness lies in 

their ability to guide the customer confidently towards a buying decision. Thus, closing is 

not merely a technique but an art that combines communication skills, timing, persuasion, 

and understanding of customer psychology. 

Objectives of Closing the Sale 

Securing the Purchase Decision 

The primary objective of closing is to obtain the customer‘s final confirmation to 

buy. All sales efforts converge at this point, making it the ultimate goal of the selling 

process. 

Ensuring Customer Satisfaction 

A good close should leave the customer feeling confident and satisfied. The 

salesperson ensures that the customer‘s needs are met and that the decision to buy is the 

right one. 

Concluding the Sales Process Efficiently 

Closing helps bring the sales conversation to a meaningful end. It avoids 

prolonged discussions and ensures that time and effort are used productively for both 

parties. 

Building Customer Relationship 

A smooth close builds trust and lays the foundation for long-term relationships. It 

leaves the customer with a positive experience, encouraging future purchases. 

Achieving Sales Targets 

For the organization and the salesperson, closing is essential for meeting sales 

quotas, revenue goals, and performance metrics. 

Features of a Good Sales Close 
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Proper Timing 

Effective closing depends on identifying the right moment. A skilled salesperson 

observes buying signals—verbal or non-verbal—to know when the customer is ready to 

decide. 

Clarity and Confidence 

A good close is delivered clearly and confidently. Hesitation or confusion may 

create doubts in the customer‘s mind. A confident tone assures the buyer of the product‘s 

value. 

Customer-Centric Approach 

The close focuses on the customer‘s needs, preferences, and comfort. It avoids 

pressure tactics and instead encourages a natural expression of the customer‘s decision. 

Use of Appropriate Techniques 

Techniques such as the assumptive close, alternative-choice close, trial close, or summary 

close are used carefully based on the situation and the customer‘s personality. 

Positive Attitude 

A successful close reflects optimism. The salesperson remains polite, respectful, 

and enthusiastic without being forceful. 

Smooth Transition 

Closing should feel like a natural part of the conversation, not an abrupt end. The 

salesperson moves from presenting benefits to asking for the order seamlessly. 

Addressing Final Objections 

The closing process often includes handling last-minute doubts. A good 

salesperson patiently resolves concerns and reassures the buyer. 

Uses/Importance of Closing the Sale 

Transforms Effort into Results 
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Closing converts the entire selling effort—including prospecting, presentation, 

and demonstration—into an actual sale. Without closing, all preceding steps remain 

incomplete. 

Enhances Business Growth 

Successful closing directly contributes to the revenue and profitability of the 

company. Consistent closing strengthens market position and competitiveness. 

Improves Customer Retention 

When customers experience a smooth and satisfying close, they are more likely to 

return, refer others, and develop loyalty to the brand. 

Increases Salesperson Efficiency 

Effective closers manage their time well. By concluding deals promptly, they can 

move on to new prospects and maximize productivity. 

Reduces Uncertainty and Indecision 

Many customers hesitate due to confusion or overload of information. A good 

close helps them make a confident decision, reducing hesitation. 

Strengthens Professional Image 

A salesperson who consistently closes well gains reputation for competence and 

professionalism, which further influences customer trust. 

Supports Long-Term Sales Strategy 

Effective closing not only secures immediate sales but also contributes to long-

term relationships and recurring business. 

Conclusion 

Closing the sale is the final and most decisive step in salesmanship. It is not 

merely about asking for the order, but about guiding the customer toward a confident 

decision through understanding, persuasion, and trust-building. Its objectives revolve 
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around ensuring satisfaction, achieving targets, and building lasting relationships. With 

features like proper timing, clarity, and customer-centric communication, effective 

closing becomes a key determinant of sales success. Therefore, mastering the art of 

closing is essential for every salesperson striving for excellence in the competitive 

business world. 

Benefits of Closing the Sales in Salesmanship 

Closing the sale is one of the most significant stages in the entire selling process. 

While prospecting, approaching, demonstrating, and handling objections all contribute to 

influencing the customer, the act of closing ultimately converts these efforts into 

measurable results. A successful close reflects the salesperson‘s skill, understanding of 

customer needs, and ability to communicate the value of the product or service. The 

benefits of closing the sale extend beyond merely completing a transaction; they 

contribute to customer satisfaction, business growth, and overall sales effectiveness. 

1. Converts Effort into Actual Sales 

One of the foremost benefits of closing is that it translates the salesperson‘s efforts 

into tangible outcomes. All activities—such as prospecting, product presentation, and 

answering queries—achieve their purpose only when the customer makes a buying 

decision. Closing ensures that the entire process culminates in a successful sale rather 

than ending in uncertainty. 

2. Increases Revenue and Business Growth 

Effective closing directly contributes to a company‘s income. With every 

successful close, the organization gains revenue, which supports expansion, investment, 

and innovation. Over time, consistently strong closing performance enhances the firm‘s 

market share and strengthens its competitive position. Thus, closing becomes a key driver 

of business growth and financial stability. 
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3. Helps in Achieving Sales Targets 

Salespeople are usually assigned specific targets or quotas. Closing plays a 

decisive role in meeting these objectives. A salesperson who closes effectively not only 

reaches their monthly or yearly goals but also enhances their performance evaluation, 

incentives, and career development. It also motivates them to work more efficiently. 

4. Enhances Customer Satisfaction and Confidence 

A good close is not forceful; rather, it reassures the customer that they have made 

the right decision. By addressing last-minute doubts and summarizing the benefits, the 

salesperson helps the buyer feel confident and satisfied. This emotional assurance is 

essential because many customers hesitate at the final moment. A smooth close reduces 

anxiety and creates a positive buying experience. 

5. Builds Long-Term Customer Relationships 

When a sale is closed professionally and respectfully, it leaves the customer with a 

favourable impression of both the salesperson and the company. Satisfying closing 

experiences foster trust, which encourages customers to return, make repeat purchases, 

and recommend the product or company to others. Thus, closing contributes significantly 

to customer retention and loyalty. 

6. Prevents Delay and Indecision 

Customers often postpone their decisions due to confusion, fear of commitment, 

or too much information. Closing helps in guiding them out of this indecision. By 

tactfully prompting them to make a choice, the salesperson ensures that the customer‘s 

needs are met without unnecessary delay. This reduces wasted time for both parties. 

7. Improves Salesperson Efficiency and Productivity 

A salesperson who effectively closes deals can manage their time better. 

Successful closing allows them to move on from one prospect to another without being 
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stuck in prolonged discussions. Higher closing ratios mean fewer hours spent on 

undecided customers, leading to greater productivity and better resource utilization. 

8. Establishes the Salesperson‘s Professional Image 

Closing requires confidence, clear communication, and understanding of customer 

psychology. A salesperson who closes consistently well earns a reputation for 

professionalism, expertise, and reliability. Such a positive image often influences future 

interactions and increases the likelihood of repeat business. 

9. Encourages Learning and Self-Improvement 

The closing stage provides valuable insights into customer behaviour, objections, 

and buying motives. Every closed sale—successful or unsuccessful—teaches the 

salesperson something new. These experiences help them refine their techniques, improve 

persuasion skills, and become more effective over time. 

10. Supports Organizational Planning and Forecasting 

Consistent closing results provide accurate data for business planning. When sales 

close successfully, companies can predict demand, plan production, manage inventory, 

and allocate resources more efficiently. Thus, effective closing contributes to smooth 

organizational operations. 


