MKT 469 Sales Management


MKT 469 Week One
Introduction to sales management 
Introduction

Welcome to Week One of Sales Management. One of the primary goals for sales personnel is to contact buyers and generate sales for the company. At some point in our lives, each one of us has had to deal with sales personnel. Buying a new car is perhaps the most challenging experiences that many of us have had in dealing sales personnel. We negotiate with a sales person, but they always seem to need the boss’ approval before completing the sale. This type of experience creates an “us” versus “them” mentality, which isn’t the ideal environment in which to make a sale.

During this week we will examine the role that sales personnel play in an organization. Sales personnel today have a more collaborative role that they play with the customer. The role of the sales manager has also changed. They are now seen as being part of the team, rather than the hard decision maker that makes or breaks a deal. 

Sales Personnel Create an Image

Oftentimes, the only face-to-face contact that organizations have with each other is through sales personnel—the sales force is often considered “the company.” The image portrayed by field personnel plays a very important role in the overall perception that other companies have of an organization. Hiring the right person for the job is probably more important in sales than in any other department within an organization. 

The Role of Sales Personnel

In understanding the role of sales personnel, the first thing that we need to understand is the responsibilities that are associated with a sales manager and a sales person. The two jobs require a very different set of attributes and skill sets (Brooks, 2004):

Sales Person  

Sales Manager

Results oriented  

Developing others

Continuous learning 
Team work

Self-management 
Diplomacy and tact

According to Ingram, LaForge, Avila, Schwepher Jr., and Williams (2004) there are six major categories of sales personnel. They are: sales support, new business, existing business, inside sales, direct to consumer sales, and combination sales. We will look briefly at each one to see the type of sale being accomplished under each category.

Sales Support—This category consists of missionary sales people, detailers, and technical sales. These sales people do not use “hard” sales techniques with the customer. They are usually informing the customer about the product, so that the customer will buy or recommend it through another channel of distribution. The technical sales person will help design or follow-up on a product that the customer currently owns (Ingram, et.al., 2004).

New Business—This category consists of pioneers and order getters. Pioneers are looking for new customers, and selling them new products. The order getters might also be looking for new customers, but they also will service an existing customer as well. The sales personnel in this category are directly adding sales to the company (Ingram, et.al. 2004).
Existing Business—This category consists of order takers. They service and maintain the existing customers that the company has. They may often follow a pioneer sales person into an account that has been opened (Ingram, et.al. 2004).

Inside Sales—Retail sales people and telemarketers are under this category. You usually go to this type of sales person rather than have them come to you. They will either be an active or passive sale person. A passive sale is when you hand them the product and they “ring” it up on their cash register. They do not try to sell you additional products at this time. Our earlier scenario about the car sales person is also under this category. This is an active sales person since they want to persuade you to buy. Telemarketers are also usually active sales people since they are trying to generate sales through their calls to you. (Ingram, et.al.,2004)

Direct to Consumer Sales—This category consists of company sales people selling directly to the final user. You might be buying from the local Avon Representative, or from one of the infomercials on television. This is a growing segment of sales as more companies want to sell directly to the consumer (Ingram, et.al., 2004).

Combination Sales—It is likely that most companies use a combination of the prior five categories that have been discussed. This is largely due to the diversity of products now being sold by many companies. The Nestle Company has food lines for both human and pet consumption. The sales force has a number of sale’s strategies that they use to meet the needs of customers in a number of market segments.

The goal at this time is to make sure that the sales person is meeting the needs of the customer. Getting close to the customer, and creating a relationship with them, should be a priority. If the company knows their customer they are likely to hire and develop sales personnel appropriate for their market.

Practical Application 

One trend that appears to be growing in the marketplace is the add-on sale. There is a good chance that when you visit a fast food restaurant and order a hamburger that the person taking your order will ask you if would like to have fries or a soft drink as well. You were probably not originally thinking about doing this, but after thinking it over, you decide to buy a soft drink. This trend is creating more sales for the company without adding any sales people or spending any additional money on advertising. The only investment being made is to train the sales person in how to ask for these ancillary sales. 

Summary

The role of the sales person today is very diverse and challenging. Increased training plus good product knowledge are important tools that most sales people now possess. No longer can a person be hired one day and put in the field the next day to start selling the product. Competitive factors have made it increasingly important for companies to invest in their sales personnel before putting them in the field or in a store. This investment is rewarded by the sales person creating the professional image and increased sales desired by the company.

Questions to Consider

1. How has sales changed over the last ten years due to the Internet?. Do you think it will change more in the future as more people buy products online?

2. What impact will direct sales have on the role of sales personnel in the future? Justify your answer.
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