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Abstract 
This research allempted to describe how sales management functions are practiced in MOHA 
Soft Drinks Industry S. C. Respondents were drawn judgmf!nlally factory wise. Both 
questionnaire and interview were used for primOlY data collection. SecondOlY data were 
collected jt-om company owned sources. Based on the sources the findings indicate that new 
sales people are needed mainly when a vacancy occurs to a sales position. The recruitment and 
selection process is centralized and to fill the vacancies, sales managers consider internal 
employees as a major source of recruitment. In the sales management unit not all sales 
personnel are well-qualified and there are no specialized sales people in each step of the 
personal selling process at all. When sales forecasting is done by field sales people and top 
managers independently, it tends to be inaccurate. Mainly sales volume quotas are set by sales 
managers. Once the sales budget is allocated based on the newness of the sales territOlY, it 
fluctuates in response to unforeseen market conditions. The decision-making process in the 
sales management unit is not highly participative. Most often, the .sales management unit 
prepares both enl1y level and rejt-esher training to sales staff. Mainly customers ' service 
training is given to sales people and training effectiveness is determined by measuring sales 
volume increment. Sales people are offered an incentive when they meet or exceed sales volume 
quotas. All sales personnel are provided financial incentives. Therefore, to address the 
aforementioned gaps, the researcher presented possible solutions. The company should prepare 
reserved sales people prior to any sales vacancy arises. The company should initiate sales 
people to upgrade their educational level by joining colleges and universities. On the other 
hand, the sales managers are supposed to stipulate the required qualifications in the vacancy 
announcement and employ only eligible sales people. To support their recruitment task, those in 
hiring position should consult field sales managers and field sales people regarding the nature 
of the vacant sales position and ask them to recommend prospective sales person. COlporare 
managers need to adopt decentralized training since it minimizes the cost of sales people travel 
while training is given at the central level, allowance for executives who train the sales people 
and it accommodates individuals' level of understanding. Sales managers should closely work 
with field sales people in order to develop an accurate sales forecast and sales quota. Sales 
managers should go through a comprehensive assessment of sales training effectiveness and 
pel!ormance improvement. The decision making process should be participative to make well­
informed decisions. 

VII 



Chapter One 

1. Introduction 

1.1. Background of the Study 

Management covers a far-reaching position in both for-profit and for non-profit organizations. 

Regardless of the orientation of the organization (whether it is for-profit or for non-profit), 

every funct ional area within an organization requires prudent management to succeed. 

Management as a process involves situation analysis, planning, organizing, implementing, 

controlling and performance evaluation. So does sales management. The integrated process of 

all these managerial functions ensures an organization' s objective attainn1ent and performance 

improvement. Many present their perspective about sales management. Sales management is 

simply the managen1ent of an organization 's personal selling function (Ingram, 1989). 

Therefore, it is the management of human element, which makes it a challenging profession, 

yet it is the lifeblood of an organization. 

Sherlekar (2007) described sales management as the backbone of marketing. In every 

organi zation the sales management unit if not the only is the main functional unit that links 

customers and the company and only through which revenue of the company is generated. In 

the past sales management used to be about po li ce work (Chitwood, 2000). The manager 

operated like a watching dog, making sure people came to work, completed the paper work and 

stayed productive. Chitwood, argues, "I beli eve that the greatest asset of any company is the 

undeveloped potenti al of its sales people". In thi s line , the sa les manager today is more of a 

coach than a true manager. The sa les manager must play a significant role in the career 

guidance and development of the sales people he/she supervises. 

Wotruba (1992), "guiding salesmen to accompli sh their goals reflect the characteri sti cs of all 

management jobs: gelling things done through others rather than doing them oneself" . Wotruba 

argues that direc ting others is somewhat frustrating because many sa les managers who were 

once sales people retain a natura l tendency even a strong desire to p3li icipate di rectl y in 

selling. A ll the perspectives from whi ch we view sales management remains to exist, the 

generi c processes that sales manager undergoes should be integrated to get the sales 

management unit performing well to ex ploit the best effort of personal selling. Planning is 
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unique among the elements of management as it may walTanty no further action. Planning 

activity is essential to effective sales management. Implementing the results of plarming is 

fundamental to functions of organizing (concerning how the sales task is divided into a 

manageable proportion), directing (coaching and guiding the company's sales force to the 

direction which brings about optimum expected outcome) and controlling (making a follow-up 

to be sure that things are going right and evaluating the ultimate ends to ensure that the sales 

objectives are accomplished best). 

Controlling is part of the larger process of management as are planning, orgaI1JZll1g and 

coord inating (Still , 1976). According to Still, all sa les executives are responsible for 

controlling the personal selling effoll of the organizational units they head. If all detailed 

functions in each element of the sale management process go misfit , organizational sales 

objectives do not come true to the level that would be attained if all were concomitant. 

Studies in the profess ion of sales management show and stress the invaluable contribution of 

sales management unit to organizations if effectively practiced. For example, a prudent 

research and development department may welcome a saleable new product; a finance 

department may raise the fund for the development of new product; purchasing and 

procurement department may be capable for on time input supply; a cali bre production 

department may process producti on very careful; adverti sing department may develop and 

communicate plausible messages about the product; at the end disorganized sales management 

unit may kill all the investment. It is the last functional unit that channels and hand over the 

product to target customers. In an effort of narrowing the gap between how sales management 

is being practiced and how should it be practiced the theme of this study centres on examining 

sa les management practices in the process of managerial functions in MOHA Soft Drink s 

Industry S.c. so as to so licit gap filler alternati ves. 
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1.2. Background of the Organization 

Soft drinks industry is admirably profitable world-wide with the two core players in the market 

(coca cola and Pepsi cola). Pepsi cola traces its origin to 1898 when Caleb Brad ham, a 

pharmacist in New Bern, North Carolina, created a curative drink for dyspepsia called Pepsi 

cola. Pepsi cola emerged for the first time as a serious competitor of coca cola during 1930s. 

When did Pepsi cola start in Ethiopia? Nefas silk Pepsi cola in Ethiopia is the first Pepsi cola 

plant and was established in 1966 as a share company. 

Mohammed Hussein Ali-Amoudi (MOHA) soft drinks industry S.C. was formed and registered 

under the commercial code of Ethiopia on the 15th of May in 1996. The company was formed 

after the acquisition of four Pepsi cola plants located at Addis Ababa (Nefas Silk and 

T/Haimanot), Gondar and which were purchased by Sheik Mohanmled H. AI-Amoudi on the 

18th of January 1996, through bid which was tendered by Ethiopian privatization agency. The 

hand over of the factories was finali zed on the 4th of April in 1996 (MOHA soft drinks industry 

employees' handbook, 2003). 

Currently the company has seven operating units including Summit Plant, Bure Plant , and the 

receJ1lly inaugurated Hawassa Plant in the Southern Nations & Nationalities People's Region. 

the major products of MOI-lA are Pepsi co la, Mirinda Orange, 7-Up, Mirinda Tonic, Mirinda 

Apple (all Pepsi Brands), and Kool (Bure Kool and Tossa bottled water products).The 

company is operating in a 52% market share in soft drink industry in Ethiopia, alU1Ual 

production capacity of 27 million crates of various types of soft drinks and sa les volume aJU1ual 

gro\\1h rate reaches up to 15%. The company relies both on company-owned sales people 

(customer representati ves) and independent sales representatives operating in Addis Ababa and 

outside Addis Ababa to access the product for the ent ire market in Ethiopia. To avoid sales 

territory confl ict the company deploys company-owned sa les representatives to a territory 

separated from independent sales representatives (MOI-lA , 2003). 
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1.3. Statement of the Problem 

Sales management evolved through distinctive stages in the business world. However, unlike 

the earliest rudimentary practices, this world sales management is and should be scientific and 

artistic to go through a sound planning, organizing, directing, controlling and evaluating the 

personal selling effort to succeed the overall marketing objectives of the company. All these 

procedural sales management activities are equall y indispensable to reach predetermined sales 

objectives. 

The development of effective strategies is one thing; successfu lly implementing them through 

sales organization structure is another; still following-up to correct wrong doi ngs if there are 

any and comparison and analysis of the gap between what level was set forth and what has 

been materialized at hand are due sales management functions. All maintain an 

interrelationship. For example, plamling in sales management determines the type sales 

organization that the company seeks to have and the way how sales organi zation should be 

structured. Conversely, sales organization structure affects at large plans and policies 

developed at the corporate level and put into practice through it. The supervisor who directs 

sa les people guides them in line to the plans and objectives developed at the top. Again the 

sales manager oversees and evaluates the acti vities and performances of sales representati ves 

according to the standards which come down fro m the top to the operational level. Therefore, it 

is the harmonious run of all the processes the meets the desired performance. Unfortunately, if 

core selling activities are di sintegrated, company's objecti ves will remain unmet sati sfactoril y. 

Bymes (2005) "many managers ask for references to best practices that they can observe and 

replicate. In virtually every company, the answer ex ists withi n the company itse lf" . On the 

other hand , good sales management properly applied is the least expensive, most accessible 

means for organizations to bea t competition , increase profi ts and grow (Calvi n, 1991 ). 

Literall y, sa les management processes are uncovered to every organ ization of any industry. 

However, the way how each seemingly minor tasks but probably causes incurable difficulti es 

in the processes come do wn to earth va ries and in turn shapes organ izat ions' trend in 

undesirable direction. If sales management processes are dul y carried out, organi zations' 

profitability in general and performance and effecti veness of personal se lli ng will prosper. 
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Designing the sales organization is extremely important and .complex task. For example, in 

MOHA's sales organization structure, the marketing unit managers (MUM) receive objectives 

from sales and marketing manager for the upcoming years or months. Then, review and assess 

market unit and territory performance. Territory development managers (TOM) gather data and 

results of prior month or year and discuss the MU objectives for the upcoming years or months. 

Once TOM receives and considers objectives from MUM, communicate objectives to account 

development representatives, territory coordinators, and customer representatives (CRs) at 

weekly team meeting and distribute route specific objectives to CRs. Having distributed sales 

objectives to each CR, the TOM makes a follow-up, giving suggestions to improve any 

deficiencies and ensuring the availability of selling aids to excel sales volume (MOHA Soft 

Drinks Industry employees' handbook, 2003). Therefore, the following are basic research 

questions: 

>- How do sales managers develop a sales plan? 

>- How the sales resource is organized to attain the expected result? 

>- How directing and training of sa les people is carried out? 

>- Do sales managers exerc ise control of the personal selling eff0l1 and evaluate 

effectiveness of sales performance? 

1.4. Ration ale of the Study 

Sales management's hi story traced back to the start up of marketi ng. But the practice which is 

going on thi s lime entirely vari es from the earli est one. 

In the production ori entation era selling was of secondary concern next to production and sa les 

men were hired often more for their personality and aggressiveness with mere consideration of 

their business skill (Wotruba & Simpson, 1992). 

In the sel ling orientation era, the selling function had been extended from simple finding of 

customers to capturing and keeping them away from competitors. 

St ill in the market ing orientation, era sa les managemen t shifted from outside-in approach to 

inside-out approach to add up mutual benefit. 

Thus, this research was initiated to ex tract lacks or unmet siiuations in sa les management 

practices in each process of managerial functions to so licit possible remedies. 
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1.5. Objectives of the Study 

The general objective of this study is stated as: 

Assessing the sales management practices of MOHA Soft Drinks Industry 

Specifically: 

.:. To distinguish acceptable sales management practices from unacceptable ones 

.:. To disclose effective selling effort organization aspects 

.:. To identify unsatisfactory sales force directing and training practices 

.:. To detect loose controll ing and evaluation practices in the sales management level 

1.6. Significance of the Study 

The expected contribution this research will lay down up on completion· is multidimensional: 

• It serves as a stand point for those who pursue further study in the area 

• It opens an avenue for the company to adopt new ways of sales management practice or 

to modify an existing one for each step in the process. 

• Besides the company that the research is designed to others may find it incorporating 

fruitful experiences to reform their sales management organizational and functional 

setup. 

1.7. Scope of the Study 

This research is restri cted to deal with the subsequent steps of sales management process: sales 

people employment, sa les forecasting, sales budgeting, and sales goal setting, organizing (sales 

force organization, sales force sizing, sales force organization structure, territory management, 

directing and controlling of the personal se lling effort. Al l sales personnel in Nefas Silk plant 

and Tekle Haimanote plant were selected to participate in the stud y. However, independent 

sa les representatives are excluded from subjects of the study. 

1.8. Limitations of the Study 

The researcher has faced numerous difficulties: 

Research experiencc of the studcnt researcher: the experti se the researcher has possessed in 

conducting thi s research is open to question. 
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Missing responses and unreturned questionnaires: not all the respondents return the 

questionnaire on time. Then, five questionnaires were not returried. This reduces the accuracy 

of the sample. In addition to this, some questions with in the questionnaire were not answered. 

Financial deficiency: the researcher experienced financial difficulty while working on the 

research. 

The researcher considered different ways the researcher to combat those difficulties. For 

example, to get expertise guidance, the researcher had had frequent contact with the Advisor. 

To reduce financial problems, the researcher did himself the writing and editing task instead of 

paying others for writing and editing service. 

1.9. Operational Definition of Terms 

Sales management: the administration and direction of those people who are engaged 111 

personal selling or who provide direct support to the sales force. 

Sales forecasting: is the prediction of sales for the upcoming periods. 

Sales force: the totality of employees who directly involved in generating a sale 

Sales quota: the minimum sales goal for a set time span expressed on the amount of dollar, 

units sold , activities performed, sales call s made, new accounts identified and qualified. 

Sa lcs organization : is the organizational structure through which the sales manager' s plans 

and objectives are achieved. 

Salcs budget : the statement of revenues and costs that a expected for a given time period; 

allows managers to monitor whether sa les costs are consistent or appropriate for the level of 

expected sa les. 

Personal selling: the direct one-to-one or one-to-group communications between sales people 

and customers to determine their r needs and sati sfy those needs. 

Rccruitmen t is the process of securing a pool of appl icants to be considered for hiring 
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1.10. Organization of the Study 

Five chapters constitute this research. Chapter one is about research proposal, which is the 

prerequisite of doing an actual work. In thi s chapter, the following elements are included: 

Background of the organization, Background of the study, Statement of the problem, Rationale 

of the study, Objectives of the study, Significance of the study, Scope of the study. In chapter 

two extensive related literatures about sales management practice were reviewed. Chapter three 

incorporates detailed research methodology (QuestiOlmaire Pre-test, Data Presentation, 

Analysis and interpretation, Data Type and Data Collection Instruments and Sampling 

Teclmique). Chapter four discusses the findings collected from respondents and secondary 

sources in a table, graph and chart form. The last chapter presents the summary of the entire 

work, the conclusion and recommendation. 
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Chapter Two 

Review of Related Literature 

2. Introduction to Sales Management Practices 

A sa les organi zation employs both sales and sales management process-both of which help the 

sales force execute the sales strategy. The processes are, in effect the "glue" that holds the 

strategy and organization structure together. Basically to get buyers purchase an organization 's 

product, an extensive' effort needs to be invested -from the side of the sales organization. 

Production is' completed only when the product reaches the target market to which it is 

intended and tailored. This can be realized through establi shing a sales management unit to 

expedite selling activities by effectively managing the personal selling effort. 

Sales management involves planning, organizing, directing, and controlling and evaluating the 

company's personal selling effort. This sales management process needs to support the go-to­

market personnel and drive superior sa les force. Each of the managerial process comprises 

numerous cruc ial activities which co llectively constitute the entire sales management function 

and requires sales men's and sa les manager's persistent effort to bring about acknowledged 

outcome. All the processes are complementary. If any miscarriage of an activity happens in 

one of the processes, the subsequent steps and functions will go wrongly. 

Decisions about sales forecasting, sa les budgets, sa les quotas, hiring of sa les people, 

determining the sa les organi zation structure, sales force deployment directing sales force and 

controlli ng the progress of sales force performance and evaluating the outcome are all the 

variables thi s research dea ls about. 

2.1. The Sa les Management Process 

A sales management process includes all the aspects, resources, and procedures invol ved In 

selling. Every manageri al process is a cha in of tasks dependent on human resources for its 

completion . Sales management in tegrates the doing aspects of selling and the planning aspects 

of overa ll marketing strategy. The success of the whole process in sales management in the 

form of increasing sa les revenue and profit s depends on the effi cient execution of tasks at 

every level. Wotruba & Simpson (1992) , state a fundament al demand of sa les managers as 
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guiding their subordinates in carrying out the selling process. In directing sales person 's work, 

sales managers call on their own selling experience, insight and training. But sales mangers 

remain credible and effective leaders only by keeping up to date. 

A sales plan is basically your strategic and tactical plan for achieving your marketing objective. 

The key features of sales plan is its use of sales projections and associated dollar values. Sales 

plans are about targets and numbers (Rodriguez, 2006). For Sherlekar (2007), a sale planning is 

part of marketing planning which covers sales forecasting, sales programs, to achieve sales 

foals and making sales policies. It is deciding in advance a future course of act ion regarding the 

selling of the product- what is to be sold, how, when and by whom it is to be sold. 

2.1.1. Recruitment and Selection of Sales Personnel 

Sahu & Raut (1993), "recruitment is one of the most important j obs of the sales manager. For 

implementing the sales policies a carefully planned and systemati c method of recruitment and 

selection is highl y essential. A substandard recruitment and selection will make all subsequent 

actions meaningless . Recruitment of sales people is an end less job because of the fo llowing 

reasons: 

To replace the gap created : gap ari ses due to res ignati on, retirement and promotion 

To match the expansion programs: industries grow and ex pand with the passage of time. To 

match such expansion programs, new posts with in the sa les organization is also created. Thus 

there ari ses the need of recruitment of sales personnel. Here ari ses a problem about the number 

of sal es personnel required and the ir qualifications. The necessary qualifi cati on of sales men to 

be recruited can be known by anal yzing the job. 

In many firm s, the sales department works in conj unction with the human resources 

department to ca rry out the recruiting task (Wotruba & Simpson, 1992). The sa les management 

depm1ment usuall y makes the fin al hiring deci sion , however, in order to match responsibility 

wi th authori ty. Lacking hiring authorit y the sales managers' responsibility for accompli shing 

objecti ves through the sa les force might be excused w ith such statements as: " I can' t help the 

result when you give me people to wo rk with' " For similar reasons, final hiring authority in 

many firm s has been centralized. 
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2.1.1.1. Objectives of Hiring 

Moncrief & Shipp (1997), the objective of the firm is to replace leaving sales people as quickly 

as possible. Traditionally, when turnover creates an open territory, the sales manager 

immediately begins searching for a replacement because an empty territory means declining 

sales for the district. Hiring only when a territory becomes available is known as just-in time 

hiring. The opposite of just in time hiring stock-fi lling is defined as hiring recruits before a 

territory opens, with the assumption that a territory will become available in the near future. 

2.1.1.2. Timing of Hiring 

Timing has two dimensions; when new sales people will be needed and when the best recruits 

will be ready .to conunit to a job (Wotruba & Simpson, 1992). The first dimension is crucial 

because of the serious consequences of not having sa les people when needed. If new personnel 

are not ready, poor performers may be retained to longer, or newly hired people may be rushed 

through training too fast in order to get them in the field qu ickly. 

2.1.1.3. Qualification of those Hired 

Wotruba & Simpson (1992) state that determining what qualifications an applicant must 

possess to be given a job offer may be the most challenging task in the ent ire hiring process. 

There is no standard set of job qualificat ions. Position analysis, personal hi story ana lys is, 

customer characteri stics or expectations help managers identify proper job qual ifications. 

2.1.1.4. Sources of Recruitment 

After knowing the exact number of sa lesmen required for the sales organ ization and their 

required qualification, the sales manager has to search the poss ible sources of recruiting these 

sa les personnel. The vari ous sources of recruitment can broadl y be divided into two sources ( I ) 

in ternal sources (2) external sources (Sahu & Raut, 1993). 

2.1.1.4.1. Internal Sou rces 

Some business organi zations make recruitments from among the persons worki ng in the 

organization. The company may heave talented and qualified persons and they are chosen for 

the vacancies that arise from time to time. 
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Advantages of internal sources 

- Internal applicants already have experience in the firm and thus are acquainted with general 

company policies product and culture 

- Very often no training and guidance is needed 

- Recruitment within the company is done chiefly on the basis of reliability, loyalty, sincerity 

and hard working of employees 

-Internal source of recruitment saves expenditure on training, hence this method is economi cal. 

2.1.1.4.2. External Sources 

In fact, internal sources provide limited for recruitment. Either internal sources may not 

provide su itable candidates or provide only a limited number of persons fo r such requi rements. 

Therefore, almost all the organizations depend on external sources for recruiting salesmen. The 

following are some of the important external sources of recruitment. 

Advertisement: thi s is one of the best and popular sources of recruiting salesmen. The 

advertisement openly specifies the requirements and requisite qualifications. Thi s source offers 

the merit of wider selection scope. 

Employment agencies: these are special offices which render services to both job seekers and 

employers. 

Recommendations: salesmen may be recruited by the recommendations of the ex isting 

employees. As the employees know the requirements of the organization, they recommend the 

right person. 

College and school: schools colleges and uni versities are an important source of recruitment 

particu larly in western countries. 

Competing firm s: salesmen serving in competing firm s may be offered higher salary and other 

facilities and amenities so that they are attracted to join the spec ific firm. 

Self-offers: in highl y unemployed countri es many concerns often receive application of job 

seekers. 

Wholesalers, retailers and customers: At times, wholesa lers, retail ers and customers happen 

to be an important source of recruit ing salesmen. Some customers even have greater product 

knowledge than the sales man (ibid ). 
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Firms hire sales people at the entry level and promote sales people from within the 

organization to sales management positions and thi s increases sales people's trust in the 

organization and reduce sales people turnover and opportuni stic behaviour (Ganesan; Weitz & 

Jolm, 1993). 

Proper recruitment and selection provides a sound foundation of a good vibrant sales 

organization and sales management and it ensures the right person for the ri ght job (Sherl ekar, 

2007). Therefore, the statement that holds the finn should recruit the most able sales people for 

any given task is inescapable (West, 1987). This recruitment planning provides more time for 

locating the best recruit by carrying out job analysis/job descriptions and (Ingram & Laforge, 

1989). The most important decision you ever make is whether or not to hire or promote a 

specific person to your sales staff (National Society of Sales Training Executives, 1993). 

Because selection mistakes are so costl y, it is clear that a sales manager must fo llow cycl ical­

scientific thought process through the four steps: analyze the facts Gob specification and 

candidates' qualification), identi fy the objective, eva luate pros and cons of many possible 

solutions, and decide, wh ile avo iding the counterproducti ve. 

Ingram & Laforge ( 1989), recruitment and selection are perpetual act ivities III some sa les 

organizations but in others are conducted only when a vacancy occurs. The most popular 

methods of locating sales recru its is through empl oy referral progralll- which is relat ively quick 

and inexpensive compared to other recru iting methods. While it is a good idea to include 

internal sources as part of recrui tment and selection program, there may not be enough 

qualified people inside the organization to meet the human resource needs of the sa les force. 

Determinants of success such as training and motivation are highly dependent on the intrinsic 

qualities of the recruit (Jobber & Lancaster, 2006). Moncrief & S hipp ( 1997), the objective of 

hiring is to replace leaving sa les people as qu ickly as possible. But poor section decisions have 

immediate and long-term effects. So, hi ring an individual whose perfo rmance is mediocre at 

best causes the organi zation lose potenti al sales that an outstanding hire might have made and 

thi s mediocre hire also has h igher poten ti a l of being a quicker turnover because recruits who 

take jobs they are not reall y satisfied wi th will soon become turnover stat istic. The best th ing 
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to do is keep on recruiting continuously even when you have no openings so you have a really 

list of to qualify candidates (National Society of Sales Training Executives, \993). 

2.1.2. Sales Force Training 

Futrel (\992) says a person can become successfu l sales person through company and personal 

training and by the proper application of knowledge in developing skills and abilities that 

benefit customers. Typically, when people think of training they perceive the training of new 

personnel , but training is a continuous process that can occur at multiple levels. 

Many people believe that salesmen are born and the skill and ability of sales man ship cannot 

be acquired (Sahu & Raut, 1993). It is partly true and no doubt that there are born sa lesmen. 

But these people require training before they are accepted as salesmen (in other words, even 

born salesmen need some training). 

Sherlekar (2007) put the view that good salespeople are not born; they are made-by planned 

and well-executed training programs. Therefore, trained sa les people are able to secure sales 

orders more quickly, sell more, and are easier to manage. Manning & Reece. (1992) state that 

some managers believe that a so lid training program can compensate fur lesser qualifications in 

a new recruit and produce an out standing performer. Conversely, weak training or a poor 

motivationa l climate can reduce the performance ofa highly qualified sales person'. 

Boykin (20\ 0) says investing in training for your sa les force can be expensive. One thi ng you 

want to make certain is you maximize the value of you r investment. To maximize the value 

means that your sa les team will take what they learn from the training and actua ll y use it in 

their sales eff0l1s on a daily basis. 

2.1.2.1. Objectives of Training 

Wotruba & Simpson (1992) explain that from the management' s standpoint the objecti ve of 

training program serves to coordinate the program with other sales acti vities and goal s. From 

the trainer's stand point, however, obj ectiyes stipulate what is to be accomplished. The training 

program can be developed and presented: internally, by professional experts in the fJe ld, or 

some combination. Initial sales tra ining is only the beginn ing of the sales person' s career 
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development but the company's fonnal progran1 itself may go on throughout the sales person's 

career. 

Sahu & Raut (1993) state objectives of sales training as follows: 

v" To teach salesmen the principles of the art of sales man ship 

v" To acquaint salesmen with the policies of the firm 

v" To teach the sa les force all facts relating to the quality of goods, the manufacturing 

process, and the history of the company 

v" To enable the sales staff to gain enough knowledge and technique so that they do not 

remain inferior to the salesmen of competing organizations 

v" To keep a reserve force of the salesmen to take the place of those who retire or resign 

Calvin (199 1), to be effective, any sa les training must accommodate the specific type of sales 

person and product involved. A sales program cannot be mass produced. It must accommodate 

the sales person 's background, skill and experience level. 

2.1.2.2. Types of Training and Development Programs 

Moncrief & Shipp (1997) mention four Iypes of training and development programs that must 

be considered. Indoctrinat ion Training: it is defined as the tra ining of new sales personnel in 

the way to do the job. This train ing is thorough and intense. 

Refresher Training: as the sa les environment continues to evolve, sales people must be able 

to adapt to the changes. This adaptation may consist of refresher training. Most managers 

believe that even the most experienced representatives need refresher training to keep current 

on new trends and changes in the prod uct or industry, as wel l as to rev italize the ind ividual. 

Sales Person Developm ent Programs: the purpose of sales person development program is to 

help the entire business grow and prosper. Specifica ll y sales person deve lopment programs 

develop added skill s, professionali sm, goa ls and hab its for the sa les person beyond those 

needed for the present job. 

Executives Training: sa les executives al so need additional training known as executi ves 

training development programs, to help them expand their sk ill s and continue an upward path. 
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2.1.2.3. Training Locations 

The location of training can be centralized or decentralized. In centralized training approach, 

all personnel are trained in the same location (at company head quarters or a national trai ning 

centre) (Moncrief & Shipp. 1997). Supporters of centrali zed training argue that training 

everyone at the same location leads to much more efficient and consistent learning. The 

downside to centralized training is the high level of expense for the organization. In 

decentralized training simultaneous training occurs at multiple locations- at a number of 

district offices. Some companies have combined both a centralized and decentralized format, 

with general training occurring at the corporate head quarters and then more specific training 

occurring at district office. 

Centralized locations are generally best when affordable by the firm (Wotruba & Simpson, 

1992). The cost is high because trainees must be reimbursed for trave l and lodging, and 

valuable time of top executives who participate in the program is often involved. Centralized 

instruction provides greater consistency in program content. 

Decen trali zed location involves learning closer to the actua l loca l of the job and from fi eld 

managers who will be the trainees' eventual supervisors. An extension of decentralized 

program is on the job training, in which the trainee learns by doing, often with the out sight and 

criticism of an experienced sales person. 

2.1.2.4. Training Program Evaluation 

The training process beg ins with an assessment of the need for training. Likewise, the process 

will end with an assessment of the results (Moncrief & Shipp, 1997). Management can 

ascertain the results of the training by measuring the increase -in sales, the increase in sales 

call s, customer sati sfacti on, and the effectiveness of sales person communication and service or 

through a number of other variables. One serious problem with the measurement solu tion is 

that changes sa les vo lume may have occurred because of non-training environmental factors. 

Therefore , the most benefic ial way of determining train ing success is by comparing trained 

sales people versus a group of untrained sales peo ple on the skill s in question. 
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Wotruba & Simpson (1992) explain that trainees must be informed about the standards of 

performance expected in company evaluation programs. Factors such as number of calls per 

day, average order size, expense-to sales ratios typically are used in monitoring sales people 

progress. They should be explained to the sales people along with the rational for using them. 

The reporting system used in evaluation and control programs also must be designed to help 

assess training effectiveness and in particular, how well training objectives are being meet. 

2.1.3. Sales Forecasting 

Cohen (1991) defines forecasting as predicting the future by analyzing the past. This does not 

mean that what happened in the past will also happen in the future, only that analysis of the 

past begins the process. Through forecasting. it is possible to determine the needed number of 

sales people, decision on distribution chalmels, price products, develop sales quotas, 

determining advertising budgets, determine the potential benefits of sales promotion programs. 

Calvin (1991) says obtaining the best estimate of future sales on the bases of current 

knowledge represents the ultimate objective of your forecasts of sales. (Wotruba & Simpson, 

1989), if sales managers don't know the size of poten ti al markets, they can't determine 

whether sales forecasts represent feasible goals or the levels of effort needed to reach them . A 

forecast of sales never exceeds a sales potential, and they rarely should be equal, because fi rms 

seldom have marketing plans that reach all possible customers. 

Sales forecasting is not a guess work and forecasters should remove as many of the hunches as 

possibl e and substitute scientificall y processed facts to enable prediction s to be made (Bolt, 

1987). According to Bolt, since a wide range of factors affect prediction and make exact 

forecast ing impossible, analysi s of the difference between actual sales and forecast s should 

indicate the beginning of trends to cause management to take a proper action. One objective of 

sales forecasting should relate to the degree of accuracy, it could indicate what is desired and 

what is considered rea li stic . It is the analys is of variance between the previous forecast and the 

previous actual sa les that ind icates the beginning of a new up-turn or down-turn in sales. 
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2.1.3.1. Sales Forecasting Methods 

Forecasters can use either quantitative or qualitative forecasting methods or in combination 

(Moncief & Shipp, 1997). On the idea of Still, Cundiff & Govoni (1976) these are termed as 

unsophisticated or sophisticated methods which rely on judgment of experts or involve 

applying statistical techniques with varying degree of difficulty respectively. The movmg 

average teclmique (categorized under the sophisticated methods) minimizes the impact of 

randonmess on an individual forecasts because it is an average of several values rather than 

simply a linear projection like a naive or trend projection method (Wotruba & Simpson, 1992). 

Industry survey of the unsophisticated methods requires the company to survey all the 

manufacturers of a considered item or those interests in buying it. One survey of 175 different 

firms showed that the jury of executives' opinion and sales force composite were the two most 

popular methods used; but sales forecasting should not be based on popularity or who uses the 

method rather on situational factors, including feelings about the company's sales force, how 

quickly the forecast can be made, cost accuracy and so forth. 

The sales force composi te method is useful because it reli es on the judgment of those closest to 

the customers in that sales managers ask them to estimate fut ure sales as part of their overall 

territory planning process and thi s likely to foster confidence in sa les people when it is to 

develop quotas (Moncrief & Shipp, 1997; Wotruba & Simpson, 1992). 

Some sa les managers are reluctant to invo lve sales people in forecasting for fear that the 

resulting forecast wi ll be too high or too low. But the experi ence of sa les managers using sales 

force composite method does not support thi s fear (Wotruba & Simpson, 1992). Cohen (1991 ), 

when sales are forecasted by sales people it will tend to be underestimated because sa les 

forecasts eventually lead to sales quota. Conversely, when top-down forecasting is employed , 

the problem arises in correlating economic variables and quantity demanded , as well as the 

assumption that thi s observable rel ationship will continue. But the sa les forecast estimate does 

not necessaril y become the company" s sa les quotas. According to Wotruba & Simpson, if sales 

personnel turnover is high , sa les force composite method is less valuab le, because 

inexperi enced sa les people are less knowledgeable about their customers and overall trends in 

their territories. 
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Calvin (1991) says that some companies ask their sales people to forecast sales but they never 

compare actual results with the forecast submitted. In forecasting there is no one best 

technique, use only what is most appropriate fo r your company's circumstance. 

Before submitting forecasts to higher management, sales executives should evaluate them 

carefully regardless of their personal involvement in the preparation (Moncief & Shipp, 1997; 

Ingram & Laforge, 1989). Bolt says that the objective of forecasting may be to adjust 

production scheduling, financial planning, or to buy advantageously in the seasonal market. 

Wotruba & Simpson (1992), when sales forecasting is viewed only as a projection of what is 

going to happen in the company, the firm is not planning effectively. At times a sales fo recast 

may present undesirable picture causing management to take corrective action. If the corrective 

action is successful, the original forecast would appear to have been inaccurate. 

Ingram & Laforge ( 1989), forecasting of sa les can be used by sales managers to determine 

where selling effort is needed and how it should be di stributed. Possibly you should put less 

emphasis on general economic indicators and sa les trends and give more emphasis to changes 

in industry demand, ne"" accounts, and compctitors ' new products . The biggest problems in 

obtaini ng accurate sa les forecasts include: inabili ty of sales people and sales managers to judge 

their sales prospect accurately, difficu lty in predicting the state of the economy. 

Wotruba & Simpson (1 992) state that at times a sales forecast may present an undes irable 

picture, causing management to take correcti ve action. If the correcti ve action is success fu l, the 

original forecast would appear to have been inaccurate. 

Each month you compare cumulative actual sa les for each territory with those projected, 

analyze the reason for the variances and take appropriate correcti ve actions (Calvin, 1991). 

2.1.4. Sales Quota 

Quotas are quantitative obj ecti ves assigned to specific market ing uni ts- individual sales 

persons and specify desired performance leve ls for sa les volume (St ill , Cundiff & Govoni , 

1976). 
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On the idea ofWotruba & Simpson (1992), a plan is not helpful without an incentive to carry it 

out. To make quotas work as incentive devices, managers increasingly are asking sales people 

to participate in quota setting. The belief is that participation produces goals that are more 

meaningful to the sales people involved. One training manager put that "people own their own 

targets and if you have high trust .. . sales people don't lowball you". Managers use quotas to 

adjust differences among sales people in ability and experience. The best control of sales 

performance occurs when quotas cover all aspects of the selling job. For example, is expected 

to do considerable missionary work, a quota covering only sales volume can be misleading. 

Ingram & Laforge ( 1989) "since sales forecast represents an expected level of firm's sales for a 

defined geographic area, time period and strategy, there should be a close relationship between 

the sales forecast and the sales quota". 

Wotruba & Simpson (1 992) say that quotas have limited value when personal selling is of 

minor influence in the sale, for example, if the product is low price and if the sales person is an 

order taker. Some sales managers believe that sales quotas limit performance because sa les 

people might strive to reach their quotas but then not extend themselves beyond their quota 

level even if the opportunities exist there. 

Reynolds (2010) says "hen quotas are set effect ively, the consistent altainmeI1l will directly 

and posi ti vely impact a company's abi lity to achieve its overal l sa les budget or plan. Most 

sales commission payouts are linked to the attainment of quotas and therefore, it is common for 

sa les quotas to increase year over year. 

In the view of Wotruba & Simpson, quotas are not only goa ls but also provide incent ives to 

reach goals . But unless effecti\'e evaluation fo r accuracy is carried out, judging whether 

performance gaps are the fault of the sa les person or refl ec t poor management planning is 

difficult. Reasons fo r setting and us ing sales quotas include to provide quantitative 

performance standards, to mot ivate desired performance, to obtain more effective budgetary 

control, and to use in connection with sales contests (Sti ll , Cundi ff & Govoni, 1976). 
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2.1.4.1. Types of Sales Quota 

Wotruba & Simpson (1992) mentione types of sales quota as follows: 

1. Sales volume quotas: Sales volume quotas are especially important for growing territories 

with substantial untapped potential. In established territories management may emphasize 

profitabi lity rather than sales volume. 

2. Financial quotas: These types of quotas are especial useful in established territories where 

cost control should be emphasized. 

3. Activity quotas: These quotas are to sustain sales force efforts that have long-range effect 

on sales. For example, quotas for letters written to prospects, di splays arranged, product 

demonstrations to be made and call s on new accounts. 

4. Professional .development quotas are improvements of sales people ski ll s 111 selling 

teclUliques. 

2.1.4.2. Methods of Setting Sales Quota 

Sahu & Raut (1993) mentione four methods of quota setting. 

1. Top management down-ward: in thi s method the management and executives estimate the 

total sales for the coming year by their experience and judgment. Sales executives having 

enough experi ence in the sales fie ld are given responsibility of setting such sales quotas . Thi s 

method is sometimes called guess work quota setting method because it is estimated on the 

basis of executives thinking or guesses work. 

2. Territo.], estimate upward : in thi s method the salesmen are asked to make estimation of 

sales of their territories fo r the coming peri ods. The branch managers make adj ustments in the 

sales man's estimates. The di strict and di visional sales managers make further adjustments of 

sales man' s estimates with the cooperation of sales people. The salesmen under thi s method are 

allowed to make their estimates. This method assures the management regarding the 

achievement of sa les quotas by the sa les people as they acti vely participate in quota setting. 

3. Combination of the two: at the head quarters, the management by their past experi ence and 

judgment estimate the sales quota. At the grass root level , the sales men are asked to make their 

own estimates. Next beth the estimates are put together with adjustments. Ultimately a fin al 

sales estimate for the entire sales fi eld of the company is prepared based on both the estimates. 
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4. past performance method: under this method, sales estimates are made keeping in view the 

past sales performance taken as the base and the total sales estimate for the future is made by 

increasing the sales by a certain percentage. 

2.1.5. Sales Budget 

Sales budget is the statement of revenues and costs that are expected for a given time period 

(Moncief & Shipp, 1997). Sales budgets are among the most important control devices 

available to sales managers allowing them to monitor whether sales costs are consistent or 

appropriate for the leve l of expected sales. It is important, however, that the process of 

calculating a budget takes much less time than negotiating the amounts and deciding which 

manager. will be responsible for which costs. Managers are often compensated on the extent to 

which they meet budget. [n constructing sales budget, any of the following methods can be 

used: all you can afford method, percentage of sa les method, industry parity method, objecti ve­

and· task method , zero- base budget, and return on investment or a combination. 

Preparing a budget requ ires accumulating as much detail as possible on anticipated month ly 

expenses fro m the sources of those expenses, whether the sources be the sales manager, the 

sales force or the sa les forecast (Calvin , 1991). The person responsible for creating expenses 

know better the next years expense This bubble-up process results in greater accuracy, 

involvement and commitment. 

Wotruba & Simpson (1992), wi thout a carefu ll y planned budget , management would have no 

means of detecting when and where spending is out of control. Any increased budget request 

shou ld be supported by evidence of additional sa le opportunities. A sa les budget controls the 

finances allocated for achiev ing sa les ta rgets of a company and it is the stand po int for 

comparing the actual sales performance of a company. A good sa les budget should serve as a 

guide and it shou ld be flexible and resil ient to the vo lati le changes in the market'. Ifnew hi gh 

potential market segment is discovered in the middle of a budget period , the sa les force should 

not be kept from pursuing it surel y because no fu nds are in the ori ginal budget to cover the 

expense. Moncrief & Shipp (1 997), budget fl ex ibil ity does not mean that sa les manage rs 

shou ld be able to change budgets at will , because such freedom w ill red uces the incen tive to 
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keep a close eye on expenses and may allow managers to hide problems until they become 

major. Rather budget flexibility is necessary to cope with new responsibilities or market 

changes that occur during the budget period. 

One study found that percentage changes in sales force expenditures had more impact on 

market share changes than percentage changes in adverti sing, sales promotion, customer 

service, product qua li ty. Another study reported that a 5% change in sales force expenditures 

produced an average 6 .5% change in market share for both consumer and industrial business. 

Cited in (Ingram & Laforge, 1989). 

Wotruba & Simpson (1992), when the budget is allocated to each territory, it should consider 

such factors as: that territory's competitive situation, development stage and potenti al. In thi s 

regard the build-up approach refl ects market condit ions better on the other hand a break-down 

approach reflects the firm 's financial conditions as well as its overall goals and strategy better. 

Whichever method is used, each person responsible for budgeted activities should par1icipate 

in preparing budget requests for those acti vates . Calvin (1991) recommends that each quar1er 

you should rev iew the budget for future periods and based on any new information make the 

appropriate adjustments. 

2.1.6. Sa les Force Ol'ganization 

2.1.6.1. Sa les Organization Structul'e 

Moncief & Shipp (1997) state sales organization as the organ izationa l structure tlu'ough which 

sales strategy is impl emented. In addition to focusing on how to structure the fi eld sales force, 

sales management must consider whether to use other se lling methods such as telemarketing, 

national account management, and how to combine the entire firm 's selling methods into a 

cohesive program. 

Wotruba & Simpson (1992), the organizat ion is a system of checks and ba lances that provides 

control. Management should undertake organ izational audits peri odically to ensure that the 

systems making up the organi zati on are still operat ing properl y to achieve corporate goals. The 

way in which sa les organization is structured can affect the methods of forecasting. For 
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instance, there is little prospect of using the sales force in forecasting when it is composed of 

independent agents. 

Sales organization involves a set of selling and sales management positions and a set of 

relationships among these positions together they form an organization structure. The level of 

the position in the organization affects span of control (the number of people who report to a 

typical supervisor). The higher the position is in the sales organization, the less is the span of 

control because of the greater job complexity at higher levels . There is no ideal span of control. 

For example, for consumer products an individual supervises 8 sales people. A natural 

temptation is to increase span of control, which requires fewer slJpervisors. The sales manager 

should be cautious about increasing the spans too much; however, the result might reduce role 

clarity and performance and lead to great frustration because of less opportunity to interact 

with a supervisor. The most effective sales organization is the one that fits its environment best 

by going tJu-ough organizational enviromnent analysis, determination of activities to be 

performed, selecting best organizational option and evaluate the organization (ibid). 

2.1.6.2. Sales Force Organization Options 

The sa les force can be organized by product line, account/customer, geographic territory, 

funct ion, some combinat ion of those methods or with no restri ctions (Wotruba & 

Simpson,1992). 

1. Product line organization: if your company offers a wide variety of di ssimilar or um-elated 

products-especially if they are complex and are so ld to totall y different markets, you should 

consider a sales force organized by product line. 

2. Account based organization: if your company se ll s large quantities of products to a limited 

number of major customers-especially customers with many branches, you should consider a 

sa les force organized bY account. A sales force organized by account allows each major 

customer to receive a hi gh degree of special ized attention. 

3. Geographic territol'Y organization: if yo ur company se ll s similar or closely related 

products to a large number of widely dispersed customers in the same industry. you shou ld 

consider a sa les force organized by geographic terri tory. This means that the sa les people se ll 

all your products to any appropri ate customers within thei r ass igned territori es. 
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4. Functional organization: if you offer a product that requires considerable service after the 

sale and different skills for selling consider a two tired organization with separate functions. In 

a functional sales organization, customers sometimes dislike the change of sales people and 

sales people di slike the change of customers. 

5. No restrictions organization: if the methods described previously for organizing your sales 

force do not appear appropriate, consider having no restrictions. Sales people who sell 

customer services often operate without restricti ons. 

2.1.6.3. National Account Management (NAM) 

Moncrief & Shi pp ( 1997), NAM is a team approach too sell ing to a firm 's largest customers. 

National account management teams usuall y combine a national account manager who is 

responsible for coordinating communication between the customer and the seller and with 

members of the sell ing organization as needed. NAM allows sellers to meet a frequent ly heard 

request from maj or buyers. One study shows that the most important reason companies adopt 

NAM is to increase sa les. NAM program deli ver very high levels of service to major accounts. 

2.1.6.4. Sales FOI'ce Deployment 

The dec ision of classifying customers, determining sales fo rce SIze, and des igning sales 

territories are collecti vely known as sales force dep loyment (Moncief & Shipp, 1997). In 

classifying customers using s ingle factor models provides systemati c justi fica tion fo r allocati ng 

sa les call s to di fferent customers and req uire little data and little experti se on the part of sales 

mangers but these models do not take all relevant characteristics of customers into account. To 

determi ne sa les fo rce size sales execut ives may use Breakdown method, Workload method, or 

Incrementa l method. The most important flaw of break down method is that it reverses cause 

and effect (i t assumes that sa les cause the number of sales people not the other way round). 

Therefore, determi ni ng sa les fo rce size on the bas is of expected sa les, in a sense li mi ts sa les to 

that expected level. The work load approach assumes the proper cause-effect relati onship that 

effort causes sa les. But thi s method lacks sensitiv ity to changes in the competitive 

envirolUn enl. The incrementa l approach is quite difficult to accomplish in practi ce because it is 

difficul t to calculate the incremental revenue derived from additional sales person (ibid). 

Nevertheless, the incremental approach is based on one ma in proposit ion; net profi t will 

25 



, ~'.. , 

increase when additional sales personnel are added if the incremental sales revenues exceed the 

incremental cost incurred (Still, Cundiff & Govoni, 1976). 

2.1.6.5. TelTitory and Time Management 

Once you have decided on the most effective means of organizing your sales force , you must 

determine the exact size and limits of each territory. To create territories that most effectively 

use sales people's time and maximize company revenues, you should examine current and 

potential sa les, current and potential customers (Calvin, 199 1). The reason for territory design 

includes: market coverage, balancing work load, evaluating the sales force performance, 

controlling direct and indirect costs and maximizing the amount of time sales people spend in 

front of customers (Moncief & Shipp. (1997). Because business is a dynamic process, you 

should reanalyze territories each year. Every year customers come and go, grow and decline. 

2.1.6.5.1. Routing and Scheduling of Salesmen 

The sales force should have a well planned routing and scheduling. This helps the sales force to 

minimize the waste of time and effort and avo id duplication and improve coverage of sales 

territori es . A well planned routing and scheduling helps the management to secure closer 

control over the sales force's time and effort (Sal1l1 & Raut, 1993). 

2.1.7. Personal Selling Processes 

The primary responsibility of a sales person is to conclude a sale through the evolved selling 

process which assumes that the sales person typicall y wi ll perform the various steps in the 

process in some form but the steps do not occur for each sales ca ll rather they occur over time, 

accompli shed by multiple people within the se lling firm , and not necessari ly in any given 

sequence (Jobber & Lancaster, 2006). 

The sales person who does not ad here to the formal and uni versally accepted sales process for 

the modern business will find that their performance will be lagging somewhat whenever they 

neglect or skip certain stages (Mulrennan, 2008), During training, the sales person must be 

drill ed for every stage of the sales process , Jobber, D & Lancaster, G. (2006) have men tioned 

the necessary skill s involved in se lling as: opening, need' and problem identi fi cation, 
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presentation & demonstration, dealing with objections, negotiation, closing the sale and 

follow-up. 

Sahu & Raut (1993), a good salesman is never satisfi ed with existing customers- always try to 

find out new accounts and tries to avoid suspects who are not prospects. Prospecting methods 

include: endless chain or famil y tree method, canvassing or cold turkey method, centre of 

influence method, personal observation, direct mail or telephone method, and company 

records. 

Sales people call on unqualified prospects because qualifying prospects prior to call ing on 

them is time consuming and not always easy, yet calling on unqualifi ed prospects is a waste of 

time (Wotruba & Simpson, 1989). Moncief & Shipp (1 997), a lack of proper pre-approach 

work greatly diminishes the likely hood of a successful sale . Sales peoples in approachi ng 

phase do hand shake, eye contact, and physically appear. If a strong relationship has already 

been maintained with the buyer, the approach becomes less important. A sales person's 

objective in approachi ng stage is to make a favourable first impression and to gain the 

customers anention and interest sufficiently to make the presentation (Dwyer, John , & WaITen, 

2010). 

Moncief & Shipp ( 1997), many new sales people perceIve a customers' objecti on as a 

negati ve, however experienced sa les representati ves argue that in real ity objections prov ide a 

clearer picture of customer needs and are an expected step in the selling process. An important 

attributes for a sales person in overcoming objections are an empathetic attitude towards the 

buyer and the ability to di scern the rea l objecti ons from pseudo objections. Fi ve common 

reasons for customers' objection duri ng sa les presentations and di scussions include: poor 

qualifying, as a negotiation too l, brand loya lty to a competitor's product, lack of information 

and procrastination. People perceive that sales people have something to hide or lack 

confidence when they are unab le to look the buyer in the eye and mai ntain contact wh ile 

encountering objections. Tart, N. (2008), expla ined that if yo u comfort customers abo ut the ir 

objecti ons, they will probably make their final decision. 
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For many people closing the deal is the hardest part of the sales process (Moncief & Shipp, 

1997). Buyer closures are rarely voluntary. Instead the seller must be proactive in the process 

and ask for the order. After closing as an organization seeks new customers, it unintentionally 

ignores existing ones. Good sales people will do everything in their power to make sure the 

buyers do not have a bad experience with the product the objective of sales presentation is to 

convince the prospect or customer that the seller's product can satisfy the customers' needs 

better than can those of the competition. 

2.1.8. Directing the sales force 

Directing involves counselling and coaching sales people to remove the defects and 

weaknesses in their perfOlmance, giving them adequate information regarding company plans 

and po licies and changes in those policies (sherl ekar, 2007). Ingram & Laforge (J 989) state 

that direction implies that sales people choose where their effo rts will be spent among various 

job activities. The motivation task is incomplete unless sales people 's eff0l1 is channelled in 

directions consistent with the overall strategic role of the sales force within the finn. 

Motivation can be intrinsic (if sales people find their job to be inherently rewarding) or 

extrinsic (i f sa les people are motivated by rewards provided by others). 

Motivation is not a state "] am motivated" rather a direct ion "I am motivated to go to the 

movies rather than to study" (Wotruba & Simpson 1992). That implies people are motivated 

towards something they can relate to and something they can believe in. Calvi n ( 199 1), 

motivated sales people produce more dollars or revenue per do llar of expense and stay with 

you longer since they have less reason to leave and thi s reduces the cost of turnover. Sales 

people want to be noticed, praised, appreciated for their performance and reinforced for 

posi ti ve results. 

Some people sta te they don't know how to give appreciation; others don' t know wby to give 

appreciation in the work environment ; yet ot hers say they are too busy to give appreciat ion and 

thi s is the biggest sin of managers, being too busy to give appreciation for a good job well done 

(Sykes, 20 10). As a leader, a majority of yo ur job is to motivate others to succeed so that 

everyone's goa ls are accompl ished. 
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David & Moore state "my success and continual career growth depended upon my ability to 

motivate and manage sales people rather than on my own efforts to develop business", Cited in 

(Ingranl & Laforge, 1989). Research has shown that improving motivation is important to 

sales success and high levels of motivat ion leads to: increased creativity, working smarter and 

a more adaptive selling approach, increasing use of win negotiation tactics, a more relaxed 

attitude and a less negative emotional tone, and an enhancement of relationships . 

Sales people need to feel that their work serves a useful purpose and contributes significantly 

to the company's success and well being (Calvin, 199 1). Calvin argues that sales people 

require consistent, motivated, and competent leadership in order to maintain their motivation. 

A sale coaching is frequently the least understood; most inconsistently implemented ski ll for 

sales mangers and coaching sales teams provides challenges unlike those of other management 

di sciplines. 

Sherlekar (2007) , sales supervision is directly concerned with . the basic need of motivating 

sales men by satisfying their needs for security, opportunity, self expression, respect and good 

conditions of work. Ability to work is different from the wil l to work. You can buy a man' s 

time and physical presence at a given place, his muscular motion per hour. However, you can ' t 

buy hi s willingness to work, hi s enthusiasm or hi s loyalt y (Sherlekar, 2007; Sahu and Rout , 

1992). Wei tz, et a!. (200 I), most sales people work in the fi eld without direct supervision if 

motivated . 

Effective motivation reqUIres a deep understanding of sales people as individuals, their 

personalities and value systems because motivation works differently for each single sal esman 

i.e. what turns one sales man on turns another off and the sales manger' s ability to moti vate on 

an indi vidual basis wi ll determine whether sales people are a grade A, grade B or grade C 

(Jobber & Lancaster, 2006; Adams, 1999). 

The major moti vating fac tor in sell ing is compensati on given to the sa les force and the amount 

paid has a direct impact on the efficient wo rking of the organi zat ion and the sal es force (Sahu 

& Raut , 1992). Salespeople may be remunerated for their performance through straight salary 

method , straight commiss ion method, sal ary and commiss ion or salary, commiss ion and bonus 

method. 
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Witthaus (1999) argues that employee incentive schemes will only prove effective where 

employers ask what their employees want and then act on this information. Notes that incentive 

programmes now embrace a wider range of customer-facing staff rather than just salespeople. 

Firms are moving away from offering cash incentives. Companies must understand the 

complexities of employee behaviour in order to deliver the most effective schemes in terms of 

motivation and contribution to performance. 

Manning & Reece (1992), sales mangers discovered that simply asking sales people for their 

opinions and then follo" 'ing-up on their suggestions, where appropriate, are excellent ways to 

motivate them. Effective communication seems to be underutilized form of motivation. So, 

sales people should work in an atmosphere that encourages open, free, two way 

communications. There is no perfect sales force compensation plan and each plan must suit the 

specific types of selling job, the obj ectives of the firms marketing program and the type of 

customer served. 

Two of the major approaches used by a firm to retain sa les people possessing idiosyncratic 

skills (company specific skill s) are : bind sales people to long-term employment contracts and 

provide financia l incenti" es for sa les people to remain with the firm (Ganesan; Weitz & John, 

1993). In order to mini mize the cost for both the sales person and the firm by encouragi ng long 

term relationship between them, promotion of sales people to sales management pos itions from 

within the firm is needed , From thi s policy the sales people are benefited because they know 

that opportuniti es for future rewards in the form of promotion will be restricted. The firm 

benefited because it is able to rea li ze the effi ciencies gained through developing finn spec ific 

sk ill s in its sales people without the cost of continually training replacements. 

2.1.9 . Controlling and Evaluation of Sales Force 

2.1.9.1 Contro lling the Sa les Force 

The success of plalUling depends greatl y on the contro l of the se lling force. Controlli ng is 

ordinaril y understood as giving of orders or commands. Adams (1 999) says controls are not 

always designed to detect miscond uct; rather they are designed to act as aids to manage ll1ent , 

informati on providers that enable both manger and salesman to operate as e ffi cien tl y as 
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possible. For effective control, the sales manger must set performance standards for sales 

people, check whether the standards are being met, compare actual with anticipated or planned 

performance and take corrective actions (Sahu & Raut, 1993). In reporting and recording 

method of control, the reports by the sales men may be submitted weekly, monthly depending 

upon the requirements. 

Some sales mangers would complain about sales person rather than analyzing the underlying 

problems and attempt to solve them through a formal evaluation process . They dislike sitting in 

judgment and they especially dislike the di sagreements caused by negative appraisals (Calvin, 

1991 ). 

2.1.9.2. Sales Force Performance Evaluation 

One study shows that behaviour measures were six times as imp'ortant as outcome measures in 

determining the sales manager' s evaluation of the sales person. Another study shows that 

behaviours accounted for a larger portion of the variance in predicting sa les manager's 

evaluations of sales people than objective measures of sales performance cited in (Moncrief & 

Shipp, 1997). 

When sa les mangers give a sales person a poor apprai sal they are in effect eva luating their own 

performance as mangers. The evaluation process involves: 

(1) Deciding what to apprai se (sales quality, sales result s, sales acti vity, selling sk ill s, job 

knowledge, self organization and planning, participation, paper work, expense control, 

customer relations, company relations and personal characteristics) 

(2) Developing individual performance objecti ves and measurements for each sa les person. 

(3) Observing, rating, and evaluating actual performance. 

(4) Discussing the evaluation with each sa les person. 

Objectives can become quotas which serve as a base for both compensation and e\·aluatioll. 

You should conduct performance re views and evaluation four times per/yea r (ibid). 

An outcome-based evaluati on focu ses on objective measures of result s with little monitori ng 

and directing of sales person behaviour by sales mangers. In contrast, behaviour-based 
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evaluation in corporate complex and often subjective assessments of sales people 

characteristics and behaviours with considerable monitoring and direction (Ingram, T & 

Laforge, R. (1989). 

Outcome based measures measure results of the selling process like: revenue (dollar sales and 

sales unit volume and measures of profitabi lity (net margin, sales expense or a ratio of 

cost/sales. But behaviour based control measures product, knowledge, presentation quality, 

closing ability, number of calls made, number of days work, etc (Monrief & Shipp. (1997). 

2.1.10. Sales People Turnover 

People leave organizations for a variety of reasons, and management must always plan for the 

inevitable loss of personnel (Moncrief, W & Shipp, S, 1997). There are many reasons for 

turnover. Sales people may leave an organization to escape poor working conditions and 

inferior supervision, because of real and perceived low compensation or because of 

dissatisfaction with the job itself. In addition, sales people leave because they are offered a 

bet1er position elsewhere, they are promoted or reassigned with in the organization or they may 

retire. 
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Chapter Three 

3. Research Methodology 

The nature of the study is descriptive and its central point was to describe the practices of sales 

management in MOHA Soft Drinks Industry. Sales management being a vital functional unit to 

the organization, the researcher tried to assess how the core functions are being carried out by 

sales staff. 

3.1. Study Population Characteristics 

The study participants are categorized into two groups based on the responsibility they handle. 

The first group contains 10 respondents (the Sales and Marketing Managers, the Marketing 

Unit Managers and Territory Development Managers) . The second group contains 46 

respondents (Territory Coordinators, Account Development Representatives and Customer 

Representatives). 

3.2. Sampling Technique and Sampling Procedure 

Judgemental sampling was applied to se lect the respondents. In thi s ti me MOHA Soft Drinks 

Industry S.c. has 6 operating plants. Tlu-ee of them are found in Addis Ababa and the rest three 

are found in different cities of Ethiopia. Two of the plants (Nefas silk plant and TekleHaimanot 

plant). The researcher has judged that sales personnel in two plants wou ld provide the desired 

information because when the researcher requested the administrators in the aforementioned 

plants to apply the case in their factory, they were wi lling. All sales persolUlel in these selected 

plants were included in the sample. 

3.2.1. Sample Size 

The number of sa les personnel currently working in the sales management un it is 56. Since all 

sales personnel were included as study part icipant, the total respondents were 56. Nefas silk 

plant has 21 sa les routes, which are administered by three Territory Development Managers 

(TDM). An indi vidual TDM is responsible to manage 7 sales routes and has control over one 

Account Development Representati ve (A DR), one Territory Coordinator (TC) and 7 Customer 

Representat ives (CR)/fi eld sa les peoplc. Therefore, in Nifas si lk plant there are 32 responden ts 

including the Sales and Marketing Manager (SMM) & the Marketing Unit Manager (MUM). 
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TekleHaimanot plant has 12 sales routes which are administered by one Sales and Marketing 

Manager (SMM), one Marketing Unit Manager (MUM), three Territory Development Mangers 

(TDM), three Account Development Representatives (ADR), three Territory Coordinators 

(TC), and 13 Customer Representatives (CR).Totally, 24 respondents were drawn from Tekle 

Haimanot plant. In sum, 56 respondents were obtained. The total 56 respondents were 

classified in to two groups. The first group includes the SMM, the MUM and the TDMs (10 

sales staff) exposed to 38 research questions. The second group includes ADRs, TCs and CRs 

(46 sales people) presented with 28 research questions. 

3.3. Data Type and Data Collection Instruments 

For the completion of this resear.ch, data were sourced from both primary and secondary 

sources in a non-routine basis. Primary data were collected directly from the aforementioned 

56 respondents via mail questiOlUlaire and structured interview conversed with the sales and 

marketing manager on ly in Nefas silk plant. Secondary data have been fetched from 

employees' handbook and Terri tory University manual based on which MOHA Soft Drinks 

Industry S.C. leads the business . 

Primary data co ll ection: 

i. Structured and pre-coded questi onnaire compns lI1g close and open-ended questions (28 

evaluative statements/likert scale type and 13 direct questions with vertically appeared 

response categories) were distributed to respondents. 

ii. Structured interview was conversed with the sa les and marketing manager in Nefas silk 

plant. Eleven open-ended questi ons were presented to an individual interviewee (the Sales and 

Marketing Manager). The reason that the researcher has selected only an individual 

interviewee is, because not all the questions measure attitudinal variation of the respondents. 

Whether the questions are asked to the total respondents or to a single respondent , the response 

is the same unless an answer is responded with misconception. 

For li kert items, the researcher has used bipolar scaling method i.e. measuring either positive or 

negative response to a statement by aski ng respondents to specify their level of agreement to 

each statement. Each liken it em is presented with a non-forced choi ce method. 
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3.4. Questionnaire Pre-test 

Prior to distributing the questiOlmaire to the actual sample, a participating questiOimaire pre­

test was materialized by taking 19 sales personnel in Summit plant which belongs to MOHA 

Soft Drinks Industry S.c. Those involved in the pre-test were told to comment on 

questionnaire layout, word meaning confusion, question difficulty and appropriate set of 

response categories. To ensure reliability of the instrument statistically, alpha coefficient is 

calculated using SPSS. The researcher has found a reliability coefficient (Cronbach 's Alpha) 

value which ranges from 0.92. Therefore the instrument's internal consistency is accepted. 

3.5. Data P."esentation, Analysis and Interpretation 

, After. collecting the questionnaire from the field , the researcher has gone through it in order to 

check questionnaire completeness, response legibility, response clarity and acceptability in 

order to screen out usable questionnaires. For missing responses, the researcher has applied 

pair-wise deletion. That means, those respondents who did not respond to a given question 

have been excluded from the sample while that specific question is analysed. 

Even though likert scales are summative scales, in thi s research the researcher has gone 

through uni-variant analysis (an examination of one variable at a time or each item is analyzed 

separately). In non-liken items, a response for each single variable has been portrayed and 

described using tables, charts and graphs to sununari ze responses. Frequencies "'ere computed 

using SPSS. 
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Chapter Four 

4. Data Presentation and Analysis and Interpretation 

This chapter is filled in by demographic variables and major findings. Data collected from 

interview, questiOlmaire and employees' hand book are discussed in detail. Most basic research 

questions are evaluative statements with response categories labelled as strongly agree, agree, 

neutral , disagree and strongly disagree. To ease the analysis task, response categories are 

divided into tlu'ee by bringing strongly agree and agree into general agreement to the 

statement; di sagree and strongly disagree into general disagreement to the statement and fina lly 

neutral response category. 

4.1. Demographic Data 

The response rate for the questionnaire instTument was 91 %. That means from the total 56 

eligible respondents 5 respondents did not return the questionnaires on time and they were 

ignored. Therefore, the sample size considered for analysis contains 51 respondents. 
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Table 1. Demographic information 

Frequency percent Valid percent 

Sex Male 51 100 100 

Female 0 0 0 

Age <21 0 0 0 

21-30 years old 15 29.4 29.4 

31-40 years old 30 58.8 58.8 

41-50 years old 5 9.8 9.8 

51-60 years old I 1.96 1.96 

>60 years old 0 0 0 

Marital Unmarried 18 35 .29 40.9 

status MaITied 25 51.4 59. 1 

Divorced 0 0 0 

Missing 7 13.7 -
Educational High school 18 35.29 36 

level complete 

Preparatory 7 13.7 14 

Complete 

College Diploma 4 7.84 8 

BA Degree holder 19 37.25 38 

MA holder 2 3.92 4 

Above MA holder 0 0 0 

Miss ing I 1.96 -
Income leve l < 1,000 I 1.96 2.32 

(bi rr) 1,000- I ,800 16 31.37 37.2 

1,801 -2,600 15 29 .4 I 34.9 

2,60 I -3,400 , 
5.88 7 J 

3,40 I -4,200 5 9.8 I 1.6 

>4,200 , 
5.88 7 J 

Missing 8 15.7 -
Work < I 2 3. 9 3.9 

expenence 2-3 2 3.9 3.9 
(years) 3-5 12 23 .5 23.5 

6-8 2 3.9 3.9 

>9 " 64.7 64.7 JJ 

Source: Questionnaire 
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Table I contained demographic profile of the respondents. Based on the table, all of the 

respondents are male. According to table 1,29.4%,58.8%, 9.8% and 1.96% of the respondents 

are categorized under the age level of21-30, 31-40, 41-50 and 51-60 respectively. This implies 

most of the employees in the sales management functional unit are within the age of 31-40. 

Marital status data of the respondents reveals that 41 % of the respondents are unmarried, 59% 

are married and 2.3% are divorced. Therefore, married sales employees are greater than 

umnarried and divorced ones in number. 

As we can see from the table I, 36% of the respondents have completed high school education 

leve l; 14% of the respondents have completed preparatory education; 8% of the respondents 

repolted that they have earned college diploma; 38% of the respondents are bachelor degree 

holders: Finally, 4% of the respondents are MA degree holders. This' information shows that 

most of the employees in the sales management functional unit did not possess adequate 

educational level. For example, more than half of the respondents complete only high school 

and preparatory education respectively; 8% of the respondents have college diploma. Thus in 

the sales management unit there is a significant employees ' qual ification gap. 

Income status information indicates that 37.2% of the respondents fall into 1,000-1 ,800 birr 

income level category; 35% of the respondent s have stated that they are paid an income level 

which fa ll s in the range of 1,80 1-2,600birr; 7%, 11.6% and 7% of the respondents have 

reponed that their income fall into the category of birr 2,601-3,400, 3,401-4,200 and greater 

than bill' 4,200 respectively. As it can be seen 72.25% of the respondents earn an income level 

between birr I 000-2600. 

The sixth element in the demographic variable is respondents' work experience, As indicated 

in table I, 64.7% of the respondents have been working for more than 9 years; 23.5% of the 

respondents ha\'e been working for 3-5 years; 3.9% of the respondents replied that they have 

been working for less than I year; sti ll , 3.9% of the respondents have been working for 2 years. 

The remaining 3.9% of the respondents have communicated that they have work experience of 

6-8 years. Thi s implies that, most of the respondents have an extended period of work 

experience, whi ch is more than 9 years . This implies that the sales management fu nctional unit 

in MOHA Soft Drinks Industry S.c. has possessed experienced sales sta ff. 
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4.2 Sa les Management Practices 

This section deals about sales management practices such as sales people employment, sales 

forecasting, sales quota, sales budget, organizing sales force, sales people training, customer 

handling, directing sales effort and sales people control and performance evaluation. 

In the previous section, we have seen demographic information of the respondents . Now the 

researcher presented basic research questions with responses. Secondary data collected from 

company employees ' handbook are also discussed in this section . 

Sales Staff Employment 

Accord ing to the response of the interviewee, in MOHA soft drinks industry sales managers 

uS,e the workload method to determine the sales force size . .The interviewee said that once the 

total selling effort that brings about the optimum sales vol ume and profit is determined, the 

sales force size which handles the expected selling effort is going to be determined. 

In case of sales people recruitment and selecti on, the interviewee has beli eved that rec ruitment 

of new sales people is centrali zed. That means fie ld sales managers and fi eld sales people are 

not consulted about the characteri stics of the vacant sales positi on and they are not given a 

chance to recommend prospective sales people. 

1.1- ...... 2 

Interna l 
Sources 

Employee 
Referrals 

Advert ise 
men t 

Respon se Alterna ti ves 
-------

Source: Questionnaire 

Figu re I so urces of sales staff r ec ruitment 

Employment 
Agencies & 
Advertisement 

In Fig. 1, 60% of the respondents have men ti oned th at interna l employees are major sources for 

the employer to recru it new sa les people; 20% of the responden ts have repli ed that employee 
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referrals are taken as main sources of recruitment. On the other 'hand, 10% of the respondents 

have cited advertisement as a source that the employer considers to obtain prospective sales 

people. Another 10% of the respondents have indicated that the employer considers both 

advertisement and employment agencies. As is evident from the given information, in MOHA 

soft drinks industry when new sales people are needed to a vacant position, the employer 

considers intemal employees as major sources. So, the company will be beneficial by hiring 

sales people who are familiar to ' the company in several aspects. 

6 
en 5 -c: 
QI 4 -c 
c: 
8. 3 
en 
QI 
a:: 2 

1 

o 

5 

A B c 
Response Alternat ives 

Source: Quest ionnaire 

160
% I 50% 

40% 

30% 

20% 

10% 

0% 
D 

Figure 2 occasions by which new sales personn el are employed 

Where : A=when a vacancy occurs 

B=by considering future business expansion 

C=by considerin g future employee turnover 

D=when a vacancy occurs and by considering future business expansion 

Fig. 2 portrays occasIons by which new sa les people are wanted in the sales management 

deparlment. As indi cated, 50% of the respondent s have replied that new sa les people are 

sought to be hired when a vaca ncy occurs in a sa les pos ition . On the other hand , 30% of the 

respondents have replied that the employer seeks new sa les peop le considering fu ture business 

expansion. Funher, J 0% of the responci ents have approved that the employer needs to hi re new 

sales people considerin g future sa les peop le turnover. The remaining 10% of the respondent s 

have indicated that the employer wa nts to hire new sales people consideri ng future business 
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expansion and only when a vacancy occurs. In view of this, it can be sUl1U11arized that in 

MOHA soft drinks industry the employer does not want new sales people unless a vacancy 

exists to a sales position. The employer so licits prospective sales people as soon as a vacancy 

occurs. If new personnel are not ready, poor performers may be retai ned to longer, or newly 

hired people may be rushed through training too fast in order to get them in the field quickl y 

(Wotruba & Simpson 1992: 366). 

Table 2 Sales force training 

'" 
Response categories 

'" OJ) 

Item " c c.. 0 c 

E c.. '" '" '" " '" SA A N D SD ~ VJ ~ 

The sa les management · unit gives an 51 F 16 17 3 8 6 1 

entry level training to sales staffs P 31.4 " , 5.9 15.7 11.8 2 .) -'.J 

before they are placed to any sales Vp 32 34 6 16 12 -

position. 

Refresher training is given to sa les 51 F 13 12 5 14 6 1 

staff continuously. P 25.5 23.5 9.8 27.5 11.8 2 

v.p 26 24 10 28 12 -

One to one coaching and feed -back 4 1 F I 1 14 
, 

8 5 0 ~ 

is given to sales people at the TO,-1 P 26.8 34. 1 7.3 19.5 12.2 0 

level. Vp 26.8 34 .1 7.3 19.5 12.2 -

Source: Questionnaire 

Table 2 shows that 66% of the responden ts have agreed that the sa les management func tional 

un it gives an entry leve l train ing to new en trants before placing them to any sa les posit ion. 

Against to thi s, 28% of the respondents have decided that the sa les management functi onal unit 

doesn' t give an entry level training to new entrants before they start any se lling operation. So, 

it can be inferred that new entran ts to the sa les management uni t are primarily given an entry 

level training prior to handle any responsibi lity. 

When we see the training program of the sa les management unit , it is central ized. The 

individual interviewee stated that at times when sa les people train ing is needed, al l sa les people 
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in all plants who are supposed to attend the training program are pooled together and receive 

the desired training program at the corporate level. Some times on the job-training and 

coaching are individualized at the Territory Development Managers level. 

Item 2 of table 2 deals with the status of frequent refresher training gtven to sales staffs. 

According to 50% of the respondents, refresher training is given to sales people in a continuous 

manner. Unlike thi s, 40% of the respondents have agreed that continuous refresher training is 

not available to sales staff. Lastly, 10% of the respondents neither agreed nor disagreed to the 

statement. Proportionally if not quite enough, continuous refresher training is moderately 

available. 

From table 2 .when we see one-with-one coaching and feedback to sales people at the TDM 

level, 61% of the respondents indicated that sales people have an access of one-with-one 

coaching and feedback at the TDM leve l. On the other hand, 31.7% of the respondents 

di sproved thi s statement. In addition to thi s, the employees' handbook states that the Territory 

Development Manager is there to assess sales people capability through WORK' WITHs and 

ONE on ONE's providing development feedback. According to these two sources we can infer 

that Territory Development Managers give each sales person coaching and feedback 

individuall y and thi s brings about open discussion between the sales person and the Territory 

Developme11l Manager. 

4,40% 

5,50% 

1, 10% 

Source: Questionnaire 

Figure 3 types of sales people trainin g 

o Cu.sl?merS~ service I 
tralll lllg 

• Product knowledge 
training 

. Customers! service and
l product knowledge 

traiiling ~ J 

J 

In fi g. 3, 50% of the respondents indicated that cllstomers' service training is mostly given to 

sa les people; 40% of the respondents replied that sales people most ly attend both customers' 
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service and product knowledge training. The rest 10% of the respondents indicated that the 

company 's sales people mostly attend product knowledge training. From this point of view, we 

are in a position to conclude that in MOHA soft drinks industry S.c. most often sales people 

are presented with customers' service training. 

-8 , 

. ' 
I " " 

k O% 
2 

I 1 20% 

Evaluating Sales Volume Comparing Trained Sales ' , 
Increment People with senior ones 

Response Alternatives 

Source: Questionnaire 

Figure 4 ways of Evaluating Sales people training 

In fig. 4 above, two ways of determining training effectiveness are di splayed. Most of the 

respondents (80%) have answered that top managers determine the training effecti veness by 

measuring sales volume increment in the sales territory where newly trained sales people are 

working. Only 20% of the respondents have said that top managers consider both sales volume 

increment and compare newly trained sa les people with their senior ones in terms of skill s to 

determine the effectiveness of sales training. In thi s regard it is obvious that in MOHA Soft 

Drinks Industry sales vo lume increment is taken as a criterion to determine the effectiveness of 

sales training. 

Sales Forecasting 

Here under data on sa les forecasting (sales forecastin g technique, the adjustment of sa les 

forecast and the tendency of underestimating or overestimating the sales fo recast) were 

gathered. 

The interviewee replied that sa les managers use the 1l1 0Vll1g average sales forecasting 

teclUliq ue whereby the nex t peri od's sa les is estimated to be the average of the recent past 

consecutive months or years. 
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Table 3. Sales forecasting 

" Response categories ., '" 
"Eo 

c bJ) 

Item 0 
SA A N D SD .5 

E c-
'" '" '" '" " ·s rn ~ 

The forecasted sales are adjustable 51 F 13 2 1 3 7 6 I 

when unforeseen happenings in the P 25.5 41.2 5.9 13.7 11.8 2 

market are noticed. v.p 26 42 6 14 12 -

When sales forecast is done by field 51 F 12 14 6 16 
, 
~ -

sales people, it tends to be P 23.5 27.5 11.8 31.4 5.9 -

underestimated. v.p 23.5 27.5 11.8 31.4 5.9 -

When sales forecast is done by top 51 F 17 10 5 15 2 2 
. 

managers, it tends to be P " , 19.6 9.8 29.4 3.9 4 J.) ,J 

overestimated. v.p 34.7 20.4 10.2 30.6 4 -

Source: Questionnaire 

As shown in table 3, 68% of the respondents have judged that in the sales management 

functional unit a calculated sal es forecast is adjustable when unforeseen happenings in the 

market are noticed. In contrary to th is, 26% respondents did not accept thi s statement. Th is 

information implies that sales forecast once determined , it is subj ect to be adjusted depending 

on unusual market conditions. 

Item 2 of table 3 signifi es that 51 % of the respondents pointed out that if sales forecast is done 

by field sales people, it tends to be underestimated. Unl ike this, 37.3% of the respondents 

responded that the predetermined sal es forecast is not adjustable in response to unexpected 

market situations. Small numbers of respondents (11.8%) have prefelTed to indicate a neutral 

response. 

In dealing with sales forecast by top managers in table 3, 55% of the respondents have 

approved that when sales forecasti ng is done by top managers, it tends to be overestimated. In 

opposit ion to thi s, 34.7% of the respondents have answered when sales forecast ing is done by 

field sa les people, it tends to be underestimated. In conclusion, if sa les forecasting is done by 

fi eld sa les people and top managers independently, it tends to be underestimated and 

overestimated respect ively . Thi s implies that there will be inaccurate estimate of future sales. 
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Sales Volume Quota Sales volume and Act ivity 
Quota 

Response Alternatives 

Source: questionnaire 

Figure 5 Types of Sales Quota 

From the above graph, we can see that 90% of the respondents indicated that sales volume 

quota is the. type of quota mostly assigned to sales people in MOHA soft drinks industry S.C. 

Only 10% of the respondents haw pointed out that both sa les volume quota and activity quota 

are assigned to sales people. Therefore, sa les people in the company are expected to achieve 

sales vo lume quota by merely considering activity quota, financial quota and profess ional 

development quota. 

Table 4. Sales Quota 

'" Response categories 
'" 

~. 

c CJ) 
Item 0- c 

SA A N D SD c 
E 0-

'" '" '" '" '" r/J ~ E 
Planned sales quota oUt\\'eighs 51 F 16 20 4 7 2 2 

actual sales in your sa les territor". P 31.4 39 .2 7.8 13.7 3.9 4 

v.p 32.6 40.8 8.2 14.3 4.1 -

When quotas are divided in to sales 5 1 F IS 12 I 16 7 0 

territories and sales people the p 29.4 23.5 2 31.4 13.7 -

ability and experi ence of sa les v.p 29.4 23.5 2 3 1.4 13.7 -

people are considered. 

Source: Questionnaire 

According to table 4, 73.4% of the respondents have agreed that planned sa les quota is greater 

than act ual sales ; differentl y 18.4% of the respondents have repli ed that planned sales quota 

doesn' t exceed the act ual sa les in the company. For thi s issue, onl y 8.2% of the respondents 
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have preferred to be neutral. As we have seen in table 3, if sales forecast is independently done 

by field sales people and top managers, it tends to be inaccurate. Therefore, we can infer that 

there is a mismatch between planned sales quota and actual sales in MOHA soft drinks 

industry S.c. 

'" '" .:: 
" S c 

~-4-I'% 1 
,- "I • 
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.. 
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7 I-
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Respondents 

Source: questionnaire 

Figure 6 Reasons for Imbalance between planned quota and actual sa les 

Where, 

C=Consumers' buying power 

P=Product shortage 

lS=lnaccurate quota and sales people perfo rmance variation 

S=Sales people performance vari ation 

1= Inaccurate quota 

As it can be seen from fi g 6, 4 1 % of the respondent s have indicated that planned sa les quota is 

greater than actual sa les because of inaccurate quota setting and 27.3% of the respondent s 

accepted that sa les people performance variation results in planned sa les quota " 'hich is greater 

than actual sa les . Still 19% of the respondents have menti oned that planned sa les quota is 

greater than actual sales because of both inaccurate quota setting and sa les people performance 

variatio n. As we ll , 6.8% of the respondents stated consumers' buying power and 9% of the 

respondent s specifi ed that product shortage appear to be a cause for imbalance between 
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planned sales quota and actual sales. Consequently, we can judge that plaJU1ed sales quota is 

greater than actual sales because of inaccurate quota setting. The existence of inaccurate sales 

forecast at the begilU1ing emerges to be a cause for inaccurate sales quota which is di stributed 

to each sales territory. 

In table 4, item 2 tell s us whether the ability and experience of customer representatives (sales 

people) is considered when quotas are divided to sales territories . As we see, 53% of the 

respondents have agreed that the abi lity and experience of sales people is taken in to account 

when quotas are divided to sales territories; 45% of the respondents have reported that the 

ability and experience of customer representatives is not considered when quotas are divided to 

sales territories. The remaining 2% of the respondents did not decide either to agree or 

disagree. This information implies that when platU1ed quota is divided to different sales 

territories, sales people experience and selling skill is moderately taken in to account. 

In business world not all products have stable demand throughout the business period. Rather 

some organi zations may face irregular demand. For this issue the interviewee has replied that 

when MOHA Soft Drinks Industry faces decl ine of sales during slack periods, customers are 

offered incenti ves. That means if customer buys 10 crates of different soft drinks, I crate soft 

drink is given as an incenti ve to thi s customer. In add ition the interviewee explained that in 

order make the demand stable, field sa les people and fi eld sales managers visit their customers 

and initiate them to increase the visibility of the product to impress consumers' impulse duri ng 

off-peak demand season. For example, plac ing the soft drinks refri gerator in a place where 

catching consumers' eye easily . 

By any means when an indiv idual sa les person is incapable to serve his/her sa les territory on 

account of emergenc ies, the interviewee has mentioned three mechani sms whi ch sa les 

managers use. The first mechanism is that if the problem arises from the vehicle that the sa les 

person dri ves, there is a reserved truck and the sa les person resumes hi s/her regular operat ion 

using that reserved truck. 

The second mechanism is that if the problem ari ses from the inconvenience of the sales person, 

another sa les person near the uncovered sa les territory is informed to ex tend hi s/her 

responsibility covering the uncovered sales territori es in addition to hi s/her assigned territories 

till the incapable sales person recovers. The third mechanism mentioned by the interviewee is 
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that there are reserved sales people who serve the uncovered sales territories in place of the 

incapable sales person. 

Table 5. Sales Budget 

~ '" 
Response categories 

~ bD 

Item Co c .5 0 E Co ~ 
~ 

" ~ 

~ C/) <II SA A N D SD c:: 
Sales managers consider whether SI F 16 23 4 7 1 0 

the sales territori es are new or P 31.4 4S .1 7.8 13.7 2 0 

well establi shed while allocating Y.p 31.4 4S.1 7.8 13.7 2 -
sales resources. 

The sales budget is fairly allocated 10 F 
, 

2 3 2 0 0 ~ 

to each sales expense category. P 30 20 30 20 0 0 

Y.p 30 20 30 20 0 -

In the sales management unit the SI F 21 19 1 8 2 0 

sales budget is flexible 10 address P 41.2 37.3 1.96 IS .7 3.9 0 

unforeseen opportunities and Y.p 4 1.2 37.3 2 15.7 3.9 -
threats in the market. 

A given change in sales forces SI F 16 18 S 9 
, 

0 ~ 

expenditure results in a larger P 31.4 35.3 9.8 17.6 S.9 
I 

0 

change in sa les people Y.p 31.4 35 .3 9.8 17.6 S.9 -

performance. 

In companson, actual sales 10 F 2 4 I 0 3 0 

expenses out-weigh planned sales P 20 40 10 0 30 0 

expenses in the organization. Y.p 20 40 10 0 30 -

Source: Questionnaire 

As indicated in tab le S, fo r the fir st item, 76.S% of the respondents have confirmed that sa les 

managers consider whether the sa les terri tori es are new or well-establi shed when sa les 

resources are allocated . On the other hand , IS.7% of the respondents have refused that sa les 

managers do not consider the newness of sa les territories when sales resources are allocated . 
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Lastly, 7.8% of the respondents have preferred to be neutral. Therefore, relying on the 

aforementioned figure, it can be concluded that in MOHA Soft Drinks Industry S.C. sales 

resources are allocated based on the newness of the sales territories. That means if the sales 

territory is new, it requires huge investment and if the sales territory is well-established, a 

relatively low sales resource is required. In thi s line, sales managers in the company 

discriminate sales resources between new sales territories and well-established ones. 

The 2nd item in table 5 shows that 50% of the respondents have approved that the sales budget 

is fairly allocated to each sales expense category. However, This 20% of the respondents have 

replied that the sales budget is not fairly allocated to each sales expense category. Apart frol11 

this, 30% of the respondents did not decide to say either agree or di sagree. In this regard , the 

greater numbers of the respondents have agreed that the sales budget is fairl y distributed to 

each sales expense category. Accordingly, it can be inferred that in MOHA Soft Drinks 

Industry S.C. all sales expense categori es are fund ed comparatively without di scrimination. 

A response on fl ex ibility of the sales budget is indicated in table 5. Accordingl y, 78.5% 

respondents have agreed that the sales budget is fl ex ible to meet unforeseen condit ions in the 

market; 19.6% of the respondents have repli ed that the sales budget is fl ex ible to meet 

unforeseen conditions in the market. Finall y, 2% of the respondents have repl ied to be 

indi ffe rent in their response. Majority of the respondents have agreed that the sa les budget is 

fl ex ible in response to unexpected market conditions. For example, if competitors' acti on is 

changed or market demand changes, the sales budget fluctuates so as to escape the influence of 

these unexpected happeni ngs in the market. 

Item 4 in table 5 dea ls with the rate of changes in sales people performance as a result of 

changes in sales force expenditure. In the table, 78.5% respondents have agreed that the sales 

budget is fl ex ible to meet unforeseen conditions in the market. However, thi s statement is 

critic ized by 23.5% of the respondents. At last, 9.8% of the respondents have nei ther agreed 

nor disagreed to the statement. Based on the indi cati on of the data, we assume that a given 

change in sales force expenditure results in a larger change in sales people performance in 

MOHA soft dri nks ind ustry S.c. 
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Comparison was made between actual sales expenses and planned sales expenses as can be 

seen in table 5. Based on the response obtained, 60% of the respondents accentuated that actual 

sales expenses outweigh planned sales expenses in the sales management funct ional unit. On 

the other hand, 30% of the respondents replied that actual sales expenses do not exceed 

planned sales expenses. This takes us to conclude that the sa les management unit faces the 

situation wherein actual sales expenses outweigh planned sales expenses. This means, there are 

conditions which enforce the department to reallocate additional budget beyond the planned 

sales budget. 

Sales Force Organization 

This part is filled in by sales force organizational structure, sales staffs speciali zation, sales 

force size determination, sales fo rce organizational fitness, availability and wise use of selling 

aids . 

When we see the sales force organizational structure of MOHA soft drinks industry, the 

interviewee has ensured that the sa les force is organized on the basis of geographical location 

whereby each sales territory is served by an ass igned sa les representative or sa les team. 

According to the response of the interviewee, primarily customers are di\'ided based on 

locations where they are found in. Then, each sales territory is admi nistered by a pal1icular 

sales team assigned for that specific territory. In connection to this the intervie\\'ee said that in 

addition to its own sa les force , the company has independent sales representatives that are 

given a separate sa les territory both in Addis Ababa and out of Addis Ababa. 

MOI-lA soft drinks industry does not have a separate key accounts manager who is responsible 

to serve only selected key accounts. In thi s line the interviewee described that those key 

accounts which are found in each sa les territory are admi nistered by sales people who work in 

that territory. Again key accounts located in the territories which are given to independent sales 

representatives are served by those independent sales representatives . 

With respect to territory adjustment, the interviewee explained' that at first a sa les person is 

ass igned to a given sales route containing close to 300 cllstomers (retailers and institutions 

which directly purchase for immedi ate consllmpti on). This indi vidual sales person is 
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responsible to visit 50 customers per day. Eventually if customers' size in that sales route 

grows to the level that individual sales person is incapable to cover, territory development 

managers go through territory data analysis and finally the territory is going to be restructured 

and another sales person will be assigned. Sti ll the interviewee replied that if customers' size 

in a given sales territory shrinks, the sales person in that territory will be given additional 

territories. 

When sales people working in the field they may face unscheduled sales calls from new 

accounts or existing ones. Concerning this the interviewee explained that if those unscheduled 

sales calls require prompt purchase of the product sales people address these call s up on 

request. However, if the product is not available at hand while customers decide to buy, sales 

people go back to the factory and deliver the product to those unplarmed calls. According to the 

interviewee if those unplanned sales calls are rai sed for future purchase, sales people record 

these opp0l1unities and inform territory development managers about those opportuni ties. 

Table 6. Sales staff Specialization 

Item Sample Response Frequency Percent 

alternatives 

Does the sales management unit 10 Yes 0 30% -' 

have sa les people specia li zed in No 7 70% 

each step of the personal se lling 

process? 

Source: quesrionnaire 

For the quest ion in table 6, 70% of the respondents have said that the sales management unit 

has not sales people specia li zes in each step of the personal selling process. Conversely, 30% 

of the respondents have stated that the sa les management functional unit does not have 

specialized sales people fo r each personal se lling step. Relying on 70% agreed response; we 

judge that in the sa les management un it ofM OHA, steps of the personal se lling process are not 

being handled by specialized sales people. 
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The response obtained from the interviewee shows that the sales management unit neither 

organize a separate research unit nor enter into a contract with commercial research firms to 

undertake a market research. Up to thi s time an intense and formal marketing and sales 

research has never been conducted. 

Table 7. Sales Force Organization 

"' Response categories en 
~ c e.o 

Item c. 0 SA A N D SD c 
E c. .:;; 

en en 

'" "' ~ rn ~ 

The sales management unit has 10 F 1 2 2 5 0 0 

hired Well-qualified sales staff. P 10 20 20 50 0 0 

V.p 10 20 20 50 0 -

The deci sion making process in 51 F 13 9 1 20 8 0 

the sales management unit is P 25 .5 17.6 1.96 39.2 15.7 0 

participative (invo lves all sales V.p 25.5 17.6 1.96 39.2 15.7 -

staffs while sales objectives are 

developed and performance 

standards are determi ned). 

Field sales people in form sales 51 F 37 12 2 0 0 0 

managers about any ne'" phenom- P 72.5 23.5 3.9 0 0 0 

enon in the market as soon as they V.p 72.5 23.5 3.9 0 0 -

notice. 

Selling aids are availab le with 4 1 F 13 9 1 9 9 0 

fi eld sales people up on needed. p 3 1.7 22 2.4 22 22 0 

V.p 31.7 22 2.4 22 22 -

Sales people uti lize all the 10 F 2 3 2 2 0 1 

necessary selli ng aids effec ti vely. p 20 30 20 20 0 10 

V.p 22 .2 33 .3 22.2 22.2 0 -

Source: Questionnaire 
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As exhibited in table 7, in the sales management unit employees ' qualification is open to 

question because 50% of the respondents have stated that employees in the sales management 

functional unit haven ' t the required qualification. However, 30% of the respondents replied 

that the sales management unit employees are not well qualified. The remaining 20% of the 

respondents presented a neutral response. Furthermore, the profile of the respondents 

mentioned earl ier in the classification data section has implied thi s fact i.e. 50% of the 

respondents are still wi th secondary school completing certificate (36% high school complete 

and 14% preparatory complete). In v iew of this, it can be said that the sales management 

functional unit has faced wide employee qualification gap which challenges the operation of 

the business. 

Item 2 in table 7 presents deci sion-making in the sales manageli1ent unit. In thi s line, 43% of 

the respondents have reported that the decision-making in the sales management unit is 

participative i. e. invohes every sa les staff while sales objectives are developed and 

performance standards are determined. Unlike thi s, 55% of the respondents replied that the 

decision-making process does not involve front line sales people. From thi s information, we 

can conclude that the decision-mak ing process in the sa les management uni t is not part icipative 

(it is dominated those in high management leve l). 

When we see item 3 in table 7, 96% of the respondents pointed out that as soon as they 

observed unusual market condit ions, fi eld sales people inform their immediate sales managers 

about those unusual market conditions. Th is implies that , most of the company's fie ld sales 

people are ready to inform the sa les managers about new opportunit ies and threats in the 

market as qui ck ly as possible . 

In table 7 for the availability of selling aids, 53.7% of the respondents reported that sell ing aids 

are availab le with fie ld sa les people up on needed. Unlike thi s, 44% of the respondents have 

declared that se lli ng aids are not avail able with field sales people up on needed. Based on thi s 

information, it can be conc luded that fie ld sales people have a moderate access of sell ing aids 

when they want. Howe'·e r, thi s does not guarantee to say the necessary sell ing aids are 

suffi cient ly ava il able since 44% of the respondents clai m that there is lack of necessary selli ng 

aids. Therefore, sufficiency of necessary se lling aids is open to question. 
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Item 5 in table 7 shows wise use of the necessary selling aids by field sales people. 55.5% of 

the respondents have responded that field sales people utili ze the necessary sell ing aids 

effectively. On the contrary, 22.2% of the respondents revealed that sales people do not utilize 

the necessary selling aids effectively. Finally, 22 .2% of the respondents presented a neutral 

response. To generalize, in MOHA, field sales people utilize the necessary selling aids 

effectively. Therefore , sales people can make their selling task easier by using these necessary 

selling aids. In addition, if fi eld sales people use selling aids, one sales person can serve so 

many customers with minimum time and effort. 

Table 8. C ustomer Handling 

'" Response categories 
'" c.o c SA A N D SD 

Item 
<> 0 .E '2.. c.. '" E '" .:!? <> 

'" 0:: ~ rn 
There is high customers' objection 51 F 5 I I 5 18 12 0 
in your sales territory. p 9.8 2 1.6 9.8 35.3 23.5 0 

V.p 9.8 21.6 9.8 35.3 23.5 -
You frequently face unconvinced 51 F 4 II 2 24 10 0 
objections of customers to your P 7.8 21.6 3.9 47.1 19.6 0 
product. V.p 7.8 21.6 3.9 47.1 19.6 -
There is high customers' attrition 51 F 5 10 9 14 13 0 
rate in your sa les territory. P 9.8 19.6 17.6 27.5 25.5 0 

V.p 9.8 19.6 17.6 27.5 23 .5 -

Source: QuesJiol1l1ail'e 

Table 8 contained 3 questions which were asked about customers handl ing. The first item in 

the above table states that there is high customers' objection in the sa les territory. For thi s 

statement, 58 .8% of the respondents repli ed that there is no higl,. customers' objection in their 

sales territory. However 31.4% of the respondents have responded that they encounter high 

customers' objection. The rest 9.8% of the respondents have preferred to be neutral for the 

statement. As is ev ident from the given information, in MOH A there is no hard customers' 

objection. Th is indicates that sales people effectively ca rry out the prior steps of objecti on 

handling incl ude; prospecting, pre-approach, approach and sales presentation steps in the 

personal selling process. 
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On the subject of unconvinced objections, 66.7% of the respondents have mentioned that they 

did not face frequent unconvinced obj ections from customers about the product; yet, 29.4% of 

the respondents have answered that they faced frequent unconvinced objections from 

customers. From thi s information we can infer that most sa les people did not face frequent 

unconvinced objections the company 's sales people may be skilled to handling customers' 

objection systematically. 

The issue of customers' attrition rate IS presented in table 8. Accordingly, 53% of the 

respondents have emphasized that there is no high customers' attrition rate in their sales 

territory. On the other hand, 29.4% of the respondents have declared that there is high 

customers' attrition rate in their sales territory. Lastly, 17.6% of the respondents preferred to 

present a neutral response. All in all, in the company the rate by which customers change their 

loyalty or switch to competitors' brand is low. This means that the company's customers have 

strong loyalty to the company. 

7 
6 

~ 5 -
Z 4 
g 3 
~2 
" 0::1 

o 

640%) 

~"""'l.(26.7%) ----

CP cc PP PCL 
Response Alternatives 

Source: qllesliol1llOire 

CLCC 

Figure 7 causes for un convinccd objections of customers 

Where, 

CP= Customers lack of information about the company' s product 

CC= Customers loya lty to competitors' brand 

PP= Poor prospecting and poor qua lifying 

PCL= Poor prospecti ng and poor qualifying, and Customers loyalty to competitors' brand 

CLCC = Customers lack of informati on and their loya lty to competitors' brand 
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Fig 7 displays possible reasons for unconvinced objections. As·mentioned by 6 (40%) of the 

respondents, customers ' lack of information about the product causes unconvi nced objections. 

Whereas, 4 (26.7%) of the respondents have indicated customers' loyalty to competitors' brand 

as a reason for unconvinced objections; 3 (20%) of the respondents have recognized that poor 

prospecting and poor quali fY ing results in unconvinced objections. Still 6.7% of the 

respondents mentioned that poor prospecting, qualifying and customers' loyalty to 

competitors' brand are causes for unconvinced objections. Lastly, 6.7% of the respondents 

have specified that customers' lack of information about the product, customers' loyalty to 

competitors' brand, and poor prospecting and quali fy ing jointly result in unconvinced 

objections. Having this information, we can conclude that lack of information on the part of 

customers about the product is taken as a cause fo r the emergence of unconvinced objections in 

MOHA Soft Dri nks Industry S.c. even if its ex istence is minimal in the company. 

J .~_~ 
J, J 0'lO I 

8,80% 

Source: qll estionnaire 

Figure 8 ways of approaching custom ers 

c pp 

OTAC 

~PPACO+ 
J 

Where: PP ~ via physical presence to customers' work place 

OTAC ~ over the telephone and ask customers to come to the fac tory 

PPACOT ~via phys ical presence, ask customers to come to the factory and O\'er the 

telephone 

As it is di splayed by fi g. 8. 80% of the respondents said that sales leaders maintain physica l 

presence to customers' work place to deal with any discomfort about the selling operation. 

Apart from this, 10% of the respondents have stated that di sappointed customers will be treated 
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over the telephone or they will be asked to come to the factory. At last, 10% of the 

respondents, if customers have any di spleasure about the selling operation, sales leaders deal 

with the case via physical presence to customers' work place, over the telephone, or asking 

customers to come to the office. It is obvious that most sales leaders go to customers' work 

place to discuss with customers on account of problems about the selling operation. When sa les 

leaders physicall y appear to customers' work place in ' this maJmer, customers may feel 

confidence that they are treated \\'e11 and their problems aJ'e heard. 

Table 9. Motivation of Sales People 

'" Response categories 
'" " I: 00 

Item C. 0 I: 

E Co SA A N D SO '" '" '" 
'" '" ~ en ~ 

The sales management unit holds 5 1 F 16 II 2 I I II 0 

ceremonies most often to recognize P 31.4 2 1.6 3.9 21.6 21.6 0 

salespeople of good performance. V.p 3 1.4 2 1.6 3.9 21.6 21.6 -

Non-financial incentives 1I1slJJre 5 1 F 8 12 3 12 16 0 

sales people effort than financ ial P 15.7 23.5 5.9 23.5 31.4 0 

incentives. V.p 15.7 23.5 5.9 23.5 31.4 -

Source: Questionnaire 

The first item in tabl e 9 talks about recognition of good performers in the sa les department. For 

the statement which holds that the sa les management functional unit prepare ceremon ies most 

often to recognize sa les people of good performance, 53 % of the respondents have reached an 

agreement. On the contrary, 43.2% of the respondents have repl ied that the sales management 

unit doesn't prepare frequent ceremonies where by hardworking sales people are recognized , 

To conclude, in MOHA Soft Drinks Industry, the sales management unit moderately prepares 

ceremonies in order to recognize outstandi ng sa les people. This statement is supported by the 

employees hand book which refers to sa les people recognit ion has a ceremony that conveys a 

sincere appreciation of work performed by sa les peopl e. When an employee exceeds an 

objective or performs an outstanding job, s/he is congratulated (MOHA Soft Drinks Indust ry 

S.c. employees hand book). 
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In table 9 compan son was made between financial and non-financial incentives . On one 

extreme, 39.2% of the respondents have answered that non-financial incentives inspire sales 

people effort than financial incentives. On the other extreme, 55% of the respondents have 

approved that non-financial incentives are not so powerful to inspire sales people effort as 

financial incentives. 

From this stand point, we can infer that sales personnel in MOHA Soft Drinks Industry haven' t 

believed that non-financial incentives encourage sales people effort than financial ones. 

Therefore, the company's sales persOlmel prefer financial incentives to non-financial 

incentives. 

Table 10. Basis of Providing Incentives and Types of Incentives Given to Sales Staff 

Item Sample Response alternatives Frequency Percent 

What is the base 10 Sales volume increment 9 90% 

for providing Services provided to customers' - -

incentives to Number of new accounts identified - -
sales people? Sales vo lume increment and 1 10% 

Services provided to customers 

Which type of 10 Money 10 100% 

incentive sales Product - -

people mostl y Promotion - -
receive? Recognition - -

Source: Questionnaire 

Types of incentives and basis of providing incenti ves are explai ned in the above tabl e. In tabl e 

10,90% of the respondents have said that the sa les management unit focu ses on sales volume 

increment to provide an incen tive to sales people. 10% of the respondents have replied that 

sales vo lume increment and services provided to customers are considered so as to present an 

incentive to sa le people. Thus in MOHA Soft Drinks Industry S.c. sa les personnel need to 

achi eve or exceed an expected sa les vo lume. When sa les people achieve or exceed the 

predetermined performance level , they are offered fi nancial incentive. 
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Employees in MOHA soft drinks industry S.C. shall be primarily given an explanation of the 

nature of their assigned duties and expected standards of performance (MOHA Soft Drinks 

Industry S.C. employees hand book). 

Table 11 below compiled sales force control and performance evaluation information. 

According to the table, for the first item 57% of the respondents have responded that sales 

managers early inform front line sales staff about performance standards against which they 

will be evaluated. However, 21.6% of the respondents have decided that field sales people are 

not informed in advance about performance standards against which they will be evaluated. 

The remaining 21.6% of the respondents have presented a neutral response. Relying on the two 

sources (the employees hand book and the response of study participants) , we can infer that the 

desired performance standards are explained to fi eld sales staff at the commencement of the 

selling job. 

Table 11. Sales force control and evaluation 

"' Response categories '" ~ C ell 
Item c- o .: 

E c-
SA A N D SD '" '" '" 0: "' ~ en 0:: 

Front line sales persoTUlel are 5 1 F 15 14 11 5 6 0 

in formed in advance about P 29.4 27 .5 2 1.6 9.8 II .8 0 

performance standards against V.p 29.4 27.5 21.6 9.8 11.8 -

which they will be evaluated. 

Correcti ve actions are gi\"en qui ckl y 51 F 20 21 5 2 
, 

0 .J 

to fi eld sales people by sales P 39.2 41.2 9.8 3.9 5.9 0 

managers if something goes wrong. V.p 39.2 41.2 9.8 3.9 5.9 -

Performance levels e\"aluated by 41 F 9 15 9 5 3 0 

sales managers are informed to each P 22 36.6 22 12.2 7.3 0 

sales person being eval uated. V.p 22 36.6 22 12.2 7.3 -

In the sa les management unit sales 51 F 10 16 8 14 
, 

0 .J 

people' self-evaluation is taken as P 19.6 29.4 15.7 27.5 5.9 0 

right by sales managers. V.p 19.6 29.4 15.7 27.5 5.9 0 

Source: Que.slionnaire 
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In table 11, item 2 is about immediacy of corrective actions given to sales people. As indicated 

in the table, 80.4% of the respondents have agreed that sales managers give field sales people 

corrective actions quickly; 9.8% of the respondents have confirmed that field sales people do 

not get immediate corrective actions. Finall y, 9.8% of the respondents have provided a neutral 

response. Ultimately, we can generalize that sales managers give due emphasis to provide 

immediate corrective actions to field sales people when wrong doings are noticed. 

Item 3 in table II concerns how transparent sales managers are in ternlS of informing 

performance levels to each sales person. For this matter, 58.6% of the respondents have 

concluded that performance levels evaluated by sales managers are clearly informed to each 

sales person being evaluated. On the other hand, 19.5% of the respondents have said that 

performance levels evaluated by sales managers are secreted to each sales man being 

evaluated. The remaining 22% of the respondents remain neutral. 

For the issue sales peopl e self-evaluation in table II, 49% of the respondents replied that sales 

managers in MORA accept performance evaluation which sales people do for themselves. On 

the contrary, 33.4% of the respondents di sproved thi s statement. The greatest numbers of the 

respondents have indicated that employees' self-evaluation is taken as ri ght by sa les mangers. 

So, sales managers approve the performance evaluation made by sa les people. 

<> 

Both outcome 
and behaviour 
based criteria 

~ Outcome based 
c 
~ criteria 
<> 
~ 

Source questionnaire 

o 2 3 4 5 
Respondents 

Figure 9 Criteria of measuring sales force performance 
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Fig. 9 shows criteria of measuring sales people performance in MOHA soft drinks industry 

S.C. Accordingly, 30% of the respondents have confirmed that sales managers work with 

outcome-based criteria in measuring sales people performance. However, 70% of the 

respondents have said that they assume both outcome-based and behaviour based criteri a in 

measuring sales performance. So, in the sales management unit when performance standards 

are developed, they target both behaviours and outcomes that sales people achieve. So, sa les 

people are expected to fulfil both the required behaviours and out-come because their 

performance is determined in terms of behaviours and end results they archived. 

Table 12. The Status of Sales People Turnover Rate 

'" Response categories ,,~ 

" '" c.. c c 
Item '" '" E c.. SA A N D SD '" '" :;; " '" CFJ ~ 

There is high rate of employee 5 1 F 13 9 13 12 4 0 
turnover in the sales management P 25.5 17.6 25 .5 23.5 7.8 0 
unit. V.p 25.5 17.6 25.5 23.5 7.8 -

Source: Queslionnaire 

In table 12, the status of employees' turnover is illustrated. On one extreme, 43. 1 % of the 

respondents have indicated that there is high rate of sa les people turnover in MOI-lA Soft 

Drinks Ind ustry S.c. On the other extreme, 3 1. 3% of the respondents have confirmed that there 

is no high rate of sa les people turnover in the company. In the middle, 25.5% of the 

respondents have become neutral. To conclude, in the sales management functi onal unit there 

is high rate of employee turnover. That means once sales people are employed, they do not stay 

longer working in the sell ing job. 
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Figure 10 Reasons for sa les people turnover 

Where: 

C~ Compensation problems 

RS~ Recruitment and selection problems 

CM~ Compensation and motivation problems 

M~ Moti vation problems 

5.3% 

RT 

RM~ Recruitment, selection and Motivation problems 

RT~ Recruitment, selection and trai ning problems 

RC~ Recruitment, selection and compensation problems 

-

5.3% 

RC 

Fig_ 10 shows possible reasons for employee turnover in the sales management depal1menl. 

Accord ingly, 36_8% of the respondents associated high rate of sales people turnover with 

compensation problem. Differently, 21 % of the respondents stated that recru itment and 

selection problems cause sales people tu rn over; 15.8% of the respondents have linked sa les 

people turnover wi th compensation and moti vati on problems; 10.5% of the respondents have 

cited that moti vati on problems as causes for sales people to leave their j ob. Still 5.3% of the 

respondents have pointed out that recruitment, se lecti on and moti vation problems result in 

sa les people turnover; 5.3% of the study participants have indicated that recruitment, selection 

and train ing problems tend to be possible causes for sa les people turnove r. Finally, 5.3% of the 

respondents have beli eved that sa les people turnover is caused by recruitment , selection and 

compensation problems in combination. 
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As indicated in fig. 10, inequitable compensation causes high rate of sales people turnover in 

the sales management unit. However the influence of other factors like recruitment and 

selection decisions are not minimal for sales people turnover. 

The researcher asked the interv iewee if the sales management unit conducts sales research by 

its own research uni t of entering into a contract with commercial research finns. The 

interviewee explained that MOHA Soft Drinks Industry hasn't a separate marketing research 

un it; yet the company doesn' t enter into contract with commercial research firms to conduct 

any research to help the selling operat ion. Up to thi s time formal and intensive marketing 

research has never been conducted in the sa les management unit. 
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Chapter Five 

5. Summary, Conclusions and Recommendations 

5.1. Summary 

This research was conducted to present an adequate description about sales management 

functions' practice in MOHA soft drinks industry S.C. To do so, the researcher has sampled all 

sales staff in Nefas Silk plant and TekleHaimanot plant and collected the required data which 

enable to generalize about sales management practices. 

In addition to mail quest ionnaire offered to sales persormel , the researcher has collected data 

from supplementary sources (interview and employees hand book). 

The basic research questions were: 

• How do sales managers develop a sales plan? 

• How the sales resource is organized to attain the expected optimum result? 

• How directing and training of sales people is carried out? 

• Do sales managers exercise control of the personal selling effort and evaluate 

effectiveness of sales performance? 

The general obj ettive of this research was to describe the practices of sales management in 

MOHA Soft Drinks Industry s,c. Particularly the following elements have been dealt: sales 

staff employment, sales forecasting, sales quota, sa les budget, sales force organization, 

directing sales force, controlling and evaluating sales force performance. 

Major findings are summarized in the following way : 

As 50% of the respondents indicated, in MOHA Soft Drinks Industry S.c. new sales people are 

sought to be hired in the functional unit mainly when sales position vacancies occur. In order to 

fill those vacanc ies , the sa les managers consider internal employees as major sources of new 

recruits (60% of the respondents have repl ied this way). The interviewee replied that when 

prospective sales people are recruited , fi eld sales people and fi eld sales managers are not 

consulted about the characteri stics of the selling job which is vacant and are not initiated to 

referlrecommend prospect ive sa les people. 
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Most of the respondents (76%) have indicated that new sales people are given an entry level 

training prior to handle any selling job. As indicated by 50% of the respondents, the type of 

training which sales people mostly attend is customers ' service training. In addition, sales 

people are given refresher training continually as 50% of the respondents replied. The 

interviewee explained that both entry-level training and refresher training are given to sales 

people in-group at the corporate level i.e. sales people training is centralized. 80% of the 

respondents indicated that once sales people are trained and deployed to field work, Sales 

Managers determine the effectiveness of sa les training by measuring sales volume increment of 

the sales territory in which newly trained sales people are assigned. 6150f the respondents have 

confirmed that at the lower leve l Territory Development Managers provide coaching and 

feedback to fi eld sales people individually. 

The interviewee replied that sa les managers in MOHA Soft Drinks Industry S.C. work wi th the 

moving average sales forecasting technique. As the response of 68% respondents show, once 

the sales forecast is determined and implemented, it is adj ustable based on unanticipated 

market trends. 

As majori ty (5 1 %) of the respondents indicated, if sales forecast ing is done independently by 

fi eld sa les people and top manage rs, there is a li kelihood of underestimated and overestimated 

sa les forecast respecti vely . 

Based on 90% of the respondents, in MOHA Soft Drinks Industry, sa les people are expected to 

meet sa les vo lume quotas by merely considering other quota types like act ivity quota, financial 

quota, profess ional development quota, etc. As 67.3% of the respondents repli ed, in MOHA 

Soft Drinks Industry S.C. pl anned sales quota outweighs actual sa les mainl y because of 

inaccurate quota setting. 

When sa les quotas are di vided to sales territories the skill s and experi ences of sales people are 

moderately considered (53% of the responden ts have agreed for thi s statement). 

In thi s research, 76.5% of the respondents have confirmed that the sa les budget is alloca ted to 

each sa les territory based on the newness of the territory. [n addition , the sales budget in the 
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functional unit is fairly allocated to each sales expense category as expressed by 50% of the 

respondents. 

As 78 .5% of the respondents replied, the sales budget is flexible in response to unexpected 

market conditions. Finally at the end of the budget period comparatively actual sales expenses 

are greater than planned sales expenses. 

Most (60%) of the respondents believe that a given change in sales force expenditure results in 

a larger change in sales people performance. 

As described by the interviewee, the company's sales organization is organized geographically 

whereby customers are divided based on locations where they are found in. Therefore, one 

sales team or sales person is assigned to specific sales territories. 

Based on 50% of the respondents, in MOHA Soft Drinks Industry, sales people did not possess 

the required qualification . Yet there are no sales personnel specialized in each step of the 

personal se lling process (70% of the respondents have agreed thi s way). 

Majority (55%) of the respondents have responded that the decision-making process in the 

sales management unit is not pal1icipative . When sales objecti ves are devel oped and 

performance standards are determined, the decision making p rocess does not invo lve all 

members of the sales management functional unit. That means top managers and middle level 

managers dominate the deci sion-making. As is evident from table 7 almost all of the 

respondents have sa id that fi eld sales people inform sales managers about any new occurrences 

in the market as soon as they noti ce. 

The greater number (53%) of the respondents have agreed that in the sales management unit, 

the necessary se lling aids are moderately available up on needed and fi eld sales people utili ze 

them effecti vel y. 

According to 58 .8%, 66.7% and 5 1% of the respondents, customers' objection, unconvinced 

objecti ons and customers ' attrition rate are mi nimal in their sales territories respectively. Based 

on the response of 40 respondent s unconvinced objections happe n because of customers' lack 

of in fo rmation abo ut the company's product. 80% of the respondent s stated that if di sappoin ted 
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customers arise, sales executives deal with them by maintaining physical presence to 

customers' work place. 

As replied by 53% of the total respondents, sales managers in MOHA Soft Drinks Industry 

moderately prepare ceremonies by which outstanding sales people are recognized. In 

comparison, 55% of the respondents believe that financial incentives are stronger than non­

financial incentives to inspire sales people effort. Sales volume increment is considered by 

sales managers to provide incentives for sales people as answered by 90% of the respondents. 

According to 57% of the respondents, sales managers clearl y inform front line sales people 

about performance standards against which they wil l be evaluated. 80.4% of the respondents 

have answered that if wrong doings arise from the sales people, sales managers quick ly provide 

corrective actions to field sales people. Once sales managers determine sales people 

performance levels, the result is displayed in the score board and each sales person can clearl y 

see hislher own performance level made by the leader. When sales people performance is 

evaluated, sales managers apply both behaviour-base cri teria and outcome-based criteria of 

measuring performance as expressed by 70% of the respondents. 

49% of the respondents have confirmed that sa les managers in the company accept sales 

people self-eva luation. When fi eld sa les people eva luate their own performance level, sales 

managers appro ve the result. 

The greater percent (43) of the respondents have indicated that there is high rate of employee 

turnover in the sales management fu nctional unit because of compensation problems. 
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5.2 Conclusions 

This part presents major implications derived from the fi ndings. 

The sales management unit is purposely organized to carry out the fo llowing functions: 

Recruiting and selecting sa les people, designing sales training program, sales forecasting, sales 

quota setting, sales budgeting, managing the sales force and the sales territory, directing the 

sales force, controlling and evaluating the sales force performance and planning and executing 

sales research works. 

When sales positions become vacant or when existing salespeople leave their job, the burden of 

filling those vacant positions goes to sa les managers to sustain the normal operation of selling. 

If reserved sales people are not ready up on vacancies, poor performers may be retained to 

longer, or newly hired people may be rushed through training too fast in order to get them in 

the field quickly or sales managers may keep the sales position vacant until eligible sales are 

obtained. Sales managers may consider internal employees, employee referrals, 

advertisements, employment agenc ies or other sources to get prospective sales people 

When new sales people are recru ited and selected, sales managers mayor may not consult fi eld 

sales people and fie ld sales managers abou t the requirements of the sales position and initiate 

them to recommend prospective sales people. Field sales people and fie ld sa les managers know 

better the characteristics of the sell ing job and they can recommend eligible prospective sales 

people to a sales posi ti on because they have high interact ion wi th many people internally and 

externall y. 

Business operates in a constantly .changing environment. Thus, sales managers prepare sales 

training programs for new ent rants in order to famil iarize them to the common activi ties and 

for ex isti ng sa les people in order to refresh and upgrade their skill s. To determine the 

effectiveness of the training, sa les manage rs assume numerous elements like sales volume 

increment, services pro\'ided to customers, number of new accounts identified , num ber of 

promot ional acti viti es made, etc so lely or in combination. 

In an atmosphere where sa les people do not fulfil the apt qua li fication, the sa les management 

unit fa il s to enjoy competitive advantage. Unqualified sa les people may not work their job 
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properly. Because of this they will be paid low compensation. If this is the case, they will leave 

the job quickly because they perceive they will be paid better somewhere else. In addition to 

qualification, specialization of sales people in the personal selling process plays an important 

role. If the personal selling steps are not hand led by specialized salespeople, converting 

prospective customers to actual customers and convincing them to place an order may be 

challenging. 

If field sales people are asked to estimate future sales, they underestimate it because the 

estimated sales volume eventually leads to the company's sales quota. On the contrary, top 

managers overestimate the sales forecast because they may not clearly know the real market 

trend. Once the sales forecast is done inaccurately, the sales quota also becomes inaccurate. If 

sales quota is beyond reali stic sales people may be irritated. Furthennore, the task of quota 

allocation to sales territories considers the skill and experience of sales people. When Sales 

quotas are assigned to sales people, those sa les managers who do not consider all types of 

quotas fail to measure all-rounded performance of sa les people. 

Preparing a sales budget with no or li ttle participation of those members who involve in the 

spending of thc budget may be foll owcd by the imbalance between the planned sa les budget 

and actual sa les expense. The person who is responsible for spending those expenses knows 

better the next year's expense. However, if budget ing dec ision is dominated by top managers, 

it may not accurately respond to the changing market conditions. One study reported that a 5% 

change in sales force expenditure produced an average 6:5% change in market share for both 

consumer and industrial business. There is a direct relationship between sa les expenditure and 

sales performance. If sales managers increase the sa les budget, they see an increment of sales 

in return or any performance improvement. 

If fi eld sa les people panic ipate in the dec ision making, they develop clear understanding of the 

dec isions to be made. Then, sales objectives and des ired performance levels may be easi ly met 

to the expected level. 

When sales people are recogni zed and appreciated for their good performance, they feel 

confidence that they are in a good position. Therefore if outstanding sales people are 

recognized in the face of their co-workers, they will be motivated to repeat the desired 
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perfonnance later and others may be initiated to do the same. Basically employees vary in their 

interest to receive a reward. Some may be eager to get financial incentives and others prefer 

non-financial incentives to financial ones. Therefore, the incentive program that accommodates 

the interests of both groups is commented. A comprehensive measure of sales people 

perfomlance signifies the strengths and weaknesses of sales people to provide an incentive. 

5.3 Recommendations 

Based on the findings the researcher recommends the company the following possible 

so lutions for the observed practices. 

1. If reserved sales people are not available at hand up on the emergence of a vacancy, 

sales managers busily employ ineligible sales people because eligible sales people may 

not be available hurry. So, the company should prepare reserved sa les people prior to 

any sales vacancy ari ses. To minimize the cost of maintaining reserved sales people, 

reserved employees should not be idle but helping those who are permanently on the 

selling job. 

2. Corporate managers need to adopt decentrali zed training. If sales training IS 

decentrali zed, it minimizes the cost of sales people travel and when the number of the 

sales people is low, the train ing accommodates individual sa les person on the other 

hand. Once sales tra in ing is given to measure its effecti veness, sa les managers should 

consider a multit ude of sales people functions li ke sales vo lume increment, new 

accounts identifi ed, seryices offered to customers, etc. 

3. Employee's lack of qualification affects the ability to provide competiti ve sem ce 

levels. The researcher recommends two alternatives. On the one hand , the company 

should help sa les people upgrade their educational level by joining schools, colleges or 

universities; on the other hand , from the very beginning sales managers are supposed to 

incorporate the required qualificat ions in the vacancy alUlouncement and recruit and 

select onl y eli gibl e sa les people. This also helps the company retain sales people longer 

working with the company because if they are well qualifi ed, they get equ itab le 

compensation. 

4. When new sa les people are recrui ted, information about the characteri sti cs of the sales 

position can be gathered frol11 fi eld sa les peopl e and fi eld sal es managers. Fi eld sales 
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people and fi eld sales managers can recommend eligible prospective sales people. 

Therefore, those in hiring position should consult field sales representatives regarding 

the nature of the vacant sales position and the prospective el igible sales person. 

However, if recruitment and selection process is fu lly centralized, sales people and fi eld 

sales managers may not work harmoniously with the sales person whom they do not 

recommend. 

5. In the sales management unit, once the proposed training program is completed and 

sales people are deployed in the selling operation, the training effectiveness is 

determined by measuring sales volume increment. Using only sales volume increment 

as a base to determine the effectiveness of sales training is not advisable because many 

factors may contribute for sales volume to increase or decrease. Therefore, sales 

managers should go through a comprehensive assessment of services provided to 

customers and skill improvements of sales people in add ition to sales vo lume 

increment. 

6. When sales forecas ting is independently done by field sales people and top managers, it 

will be inaccurate. In order to develop a relatively accurate sales forecast , top managers 

and fiel d sales people prepare their own sales forecast separate ly and later on they come 

together to compromi se the difference. In this wayan accurate and attainable sales 

forecast and quota can be set . 

7. The best contro l of sales people performance occurs when quotas cover all aspects of 

the selling job. In add ition to sales volume quotas, sa les managers should set and ass ign 

acti vity quotas, professiona l development quotas and others to sales people. 

8. In order to develop an accurate sales budget , in the budget decision-maki ilg process 

those sales members who directly and indirect ly invo lve in the spending of sa les budget 

should part icipate. No one clearly knows the nex t year's expense other than the person 

responsible for creating those expenses. Once the sales budget is determined, any 

increased budget request should be supported by evidence of add itional sales 

opportunities. 

9. When sales objec ti ves are developed and performance standards are determined, held 

sales people should acti ve ly participate in the decision making process. To the extent 

that h eld sales representatives active ly participate when sales objecti ves are developed 

and performance sta ndards are determined, decision makers enjoy two things. On the 
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one hand, well-infom1ed decisions can be made since fi eld sales people are the one who 

have high exposure to market information; on the other hand, sales people clearly know 

sales objectives and desired performance levels to easily achieve the expected level. 

10. Selling aids are not sufficiently available to field ' sales people up on demand. As a 

result, sales people may find the selling task difficult. If the necessary selling aids are 

available to fi eld sales people; one thing, sales people can convince customers eas ily. 

Another thing is that few sales people can reach many customers per day, week, month 

and aIillum. Therefore, the company should present the necessary selling aids in a 

sufficient level. 

II. In order to conve rt potential customers in to actual customers each step of the personal 

selling process requires a systematic approach by specialized sales people. If the sales 

management fu nctional unit organizes speciali zed sales people, many prospecti ve 

customers may become actual customers and the company' s market share grows. 

12. The sales management unit should prepare frequent ceremonies by which employees 

will be honoured and recognized in the face of their co-workers for their good 

performance because when employees are appreciated for their performance, they feel 

they are working better and they want to repeat the desired behaviour later. 

13. Literature presents that the reason companies adopt NAM is to provide customers high 

level of service and ultimately to increase sales. When big customers are treated 

separate ly from any ord inary customer, they feel they are given special attent ion and 

they become sticky loyal to the company. Therefore, sales managers in MOHA Soft 

Drinks Industry need to organ ize a key accounts manager who is responsible to serve 

company's key accounts. 

14. In thi s fu ll of suspicious customers worl d, run11lng a business with the absence of 

consumers research does not guarantee to win competit ion. Sales managers in MOHA 

Soft Drinks Industry need to organize a marketing research uni t which undertakes 

research works "'hen necessary. 
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Appendix 1 

A questionnaire to be filled in by sales staff 

Gender: Marital Status: 

Male [ 1 Female [ 1 Single [ 1 Married [ 1 Divorced [ 1 

Age: Educational Background: 

<2 1 [ 1 2 1-30 [ 1 31-40 [ 1 High school complete [ 1 Preparatory Complete [ 1 
41-50 [ 1 51-60 [ 1 >60 [ 1 College Diploma [ 1 BA Degree holder [ 1 

MA holder [ 1 Above MA holder [ 1 
Income level: Work experience: 

< 1,000 Birr [ 1 Birrl,001-1,800 [ 1 Less than one year [ 1 2 years [ 1 
Birrl,801-2600[ J Birr2,601-3,400[ 1 3.5 years [ 1 6-8 years [ 1 
Birr 3,401-4,200[ 1 >4,201 Birr [ 1 >9 years [ 1 

NB: SA=Strongly Agree A= Agree N= Neutra l D=Disagree SD=Strongly Disagree 

Questions about Sales Forecasting 

No Item SA A N DA SD 

I The forecasted sa les are adjustable when unforeseen happenings 
in the market are noticed. 

2 If sal es forecasti ng is done by fi eld sales people, it will tend to 
be underestimated. 

0 If sales forecasti ng is done by top management , it will tend to J 

be 
over estimated. 

4 The planned sales quota outweighs the actual sales . 

5 When sales quotas are di vided to sales territ ories the ability and 
experience of sal es people is considered. 

6 Sales managers consider whether the sales territories are new or 
Well-establi shed \I'hil e di stributing sales resources . 

7 The sales budget is fairly distributed to each sa les expense 
category. 

8 In the sales management unit the sales budget is Oexible to 
address unforeseen opportun ities and threats in the market. 

9 A given change in sa les forces expendit ure result s in a larger 
change in sal es people performance. 

10 In comparison, actual sa les expenses outweigh planned sales 
expenses in the sales organi zation . 



II The sales management unit has hired well qualified sales staff. 

12 The decision making process in the sales management unit is 
participative i.e. involves all sales staffs while sales objectives 
are developed and performance standards are determined 

13 Field sales people inform sales managers about any new 
phenomenon in the market as soon as they notice. 

14 Sales people utilize all the necessary selling aids effectively. 

15 There is high customers' objection in your sales ten'itory 

16 You frequent ly face unconvinced objections of customers to 
your product. 

17 There is high customers ' attrition rate in your sales territory . 

18 The sales management unit gives an entry level training to sales 
staffs before they are placed to any sales position. 

19 Refresher training is given to sales staff continuously. 

20 The sales management unit holds ceremonies most often to 
recognize sales people of good performance. 

21 Non-financial incentives InspIre sales people effort than 
financial incentives. 

22 Front line sa les staffs are informed In advance about 
performance standards against which they wi ll be evaluated. 

23 Corrective actions are given quickly to field sales people by 
sales manaoers if something goes wrong. 

24 In the sa les management unit sales people' se lf-evaluation is 
taken as ri ght by sales managers. 

25 There IS high rate of employee turnover III the sales 
management unit. 

26. In what occasion the sales manager, pursue hiring of new sales people? 

By hopping that employee turno ver will occur in the future 0 
By hopp ing future business expansion 0 
Only when a vacancy occurs 0 
Or any other, specify ___ __________ _ _ _______ _ 

27. Which source of sa les people recru itment you consider? 

Employment agencies 0 
AdveI1 isement 0 
Employee referrals 0 
Internal employees 0 

Or any other, spec ify _______________________ _ 



28. Which type of training is given to sales staff most frequent ly? 

Customer service training D 
About competitors' action training D 
Product knowledge training D 

Or any other, specify ____________________ _ 

29. How do you measure sales training effectiveness? 

By comparing trained employees with yet not trained ones in tenns of skill 0 
By comparing trained employees with senior ones D 
By evaluating an increment in sales volume D 
Or any other, specify _________________ _____ _ 

30. Which type of quota is assigned to sales people? 

Sales volume quota D 
Professional development quota D 
Activity quota D 
Financial quota D 
Or any other, specify _____________________ _ 

31.lfplanlled sales quota exceeds actual sales, what do you think is the reason? 

Inaccurate quota setting D 
Sal es people performance variation D 

Both inaccurate quota setting and Sales peopl e performance variation 0 

Or another, specify ______________ ________ _ _ 

32. Does the sales management unit have staffs specialized in each steps of the personal se lling 

process? 

Yes D 

NoD 

33. If yo u frequent ly face unconvinced object ions of customers, what do you think is the 

reason? 

Poor qualifying D 
Lack of information D 
Customers use it as a negat ion tool D 
Brand loyalty to competitors' brand D 
Or any other, specify _____ __________ _______ _ 



34. How do you visit your customers if they feel something unfavourable? 

Via physical inspection to customers working place D 

Over the telephone D 

Asking customers to come to your office 0 
Or any other spec ify~~~~~~~~~~~~~~~~~~~~~~~_ 

35. Which criteria of measuring sales force performance do you use? 

Outcome based criteria D 

Behaviour based criteria D 

Both Outcome based cri teria and Behaviour based criteriaD 

36. What is the base for providing incentives to employees in the sales management unit? 

Sales volume increment D 

Services provided to customers D 

Number of new accounts identified 0 
Or any other, specify_~~~~~~~~~~~~~~~~~~~~~~_ 

37. Which type of incentive sales men mostly receive? 

Money D 

Promoti on D 

Commodities D 

Recognition D 

Or any other, specify ~~~~~~~~~~~~~~~~~~~~~~_ 

38. If there is high rate of employee turnover in the sa les depaI1ment, what do you think is the 

cause? 

Recruitment problems D 

Training problems D 

Compensation problems D 

Motivation problems D 

Or any other specifv~~~~~~~~~~~~~~~~~~~~_ 



Appendix 2 

The Amharic version of the questionnaire 
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Appendix 3 

Interview questions 

1. Which methods of sales force size determination does your sales management unit employ? 

2. Do you think that the recruitment and selection of new sales staff is decentrali zed? 

3. Which type of sales forecasting teclUlique does your sales management unit employ? 

4. Which type of sales forecasting technique does your sales management unit employ? 

5. What do you do when the products' demand declines seasonally (for example, during 

sunIDler or nay slack periods)? 

6. Which types of sales force organization structure the sales management unit applies? 

7. By the time when the sales management unit seeks to conduct sales research, does the unit 

undertake the research via its own research team or entering into a contract with 

commercial research firms? 

8. How do you undertake sales terri tory adjustment when needed? 

9. How do your sales people handle unscheduled sales calls? 

10. Does the company have a separate key accounts manager? 

II. Do you think that sales people training is centrali zed in MOHA Soft Drinks Industry S.c.? 



Appendix 4 

Organizational Chart 

I 
Sales and Marketing Manager 

I 

I 
Marketing Unit Manager 

1 1 
Territory Development Territory Development Territory Development 

Manager Manager Manager 

~ ~ ~ 
~ ~ ~ J ~ ~ ~ ~ ~ 

Territory Accountant Customer Territory Accountant Customer Territory Accountant Customer 
Coordinat Development Representativ Coordinat Development Representativ Coordinat . Development Representativ 

or Representativ es or Representativ es or Representativ es 
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