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Robin J Birn (Sales research) graduated from the Cambridgeshire
College of Arts and Technology Business Management programme in
1976. He entered Marketing as a graduate trainee at the Market
Research Agency Research Services Ltd, where he worked mainly on
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David Bruce (Recruiting successful sales people) is a Director of
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consultancy firm which he founded in 1979. He was previously
employed with ICI as a General Manager. His past career in sales and
sales management has included employment with the Beecham Group
and Calor Group Ltd. Mr Bruce’s consultancy assignments have
covered a range of industries, including transportation, finance
services, chemicals, estate agency, agricultural supply and food. In
addition he has kept in touch with reality by working on an interim
basis with clients in a line management capacity.
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became European Legal Counsel to the Kendall Company, a
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John C Chambers (How to choose the right forecasting technique) is
Director of Operations Research at Corning Glass Works. He has
previously been affiliated with the Ford Motor Company, North
American Aviation, and Ernst and Ernst. His current interests centre
on strategic planning for new products and development of improved
forecasting methods.

Ian Collins (Sales planning) is a Managing Consultant with
Marketing Improvements Ltd, the international marketing
consultancy. His twenty years of marketing and planning experience
have been gained in a variety of posts with ITT, Renault and
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in the professional services, instrumentation, computation and auto-
motive fields. In geographic terms, his business experience has
covered the USA, Europe and South East Asia. He is responsible for
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Ltd.
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joined Honeywell Europe in Brussels, where she worked in the
strategic planning department. Here she was responsible for develop-
ing marketing information and sales forecasts for purposes of
planning and budgeting. As a founder and Director of MMD she has
considerable experience in applying modern forecasting systems and
quantitative methods to different industries throughout Europe.

Soli Doctor (Value factor in selling) started his career as a sales trainee
in an internationally-known distribution house and moved up to the
position of Senior Branch Manager. Later he was appointed
Managing Director of an Indian marketing company. He was
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guest speaker at various institutes and management schools. During
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sales personnel. He is currently Director of MARC Services, a con-
sultancy organization specializing in manpower development, sales
and sales management training, which he started in 1970.

Gerard Earls (After-sales service) is an Associate Consultant of
Marketing Improvements Ltd and a Senior Academic of Middlesex
Business School at Hendon. After having completed his studies as a
linguist and economist, he joined ITT’s international division and
after three years moved to the sales force and then the sales
management of Dexion Ltd. After ten years he moved to the inter-
national division where he was mainly responsible for the Western
European market. He joined Marketing Improvements as Inter-
national Operations Manager and after four years’ work in Western
Europe and North America, he joined Middlesex Business School
while retaining his links with Marketing Improvements, and also
working as an Associate Lecturer for the City University having
carried out several consultancy assignments for the University of
Timisoara, Romania.

John Edwards (Business-to-business selling; Managing the business-
to-business sales function) is Managing Director of his own
consultancy company, Marketing Futures Ltd, specializing in long-
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of Edgar Vaughan & Co. Ltd, and held various positions within
Vaughan’s international parent group, E. F. Houghton & Co., and
also worked in the machine tool industry for several years. He has
considerable experience of marketing to businesses in Europe, the
Middle East, Africa, and the USA. John Edwards has a degree in
Production Engineering from Aston University, and a Masters’
Degree in Business Administration from Wharton School, USA. He
is a member of the Institute of Production Engineers and the Institute
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Institute of Management, a Member of the Institute of Marketing for
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based direct sales and marketing company before becoming a
promotions consultant and field operations executive to major
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of his own international consultancy firm, Strategic Management
Learning.

Satinder K Mullick (How to choose the right forecasting technique) is
Project Manager in the operations research department at Corning
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Toubro Ltd, India; Bohner and Koehle Maschinenfabrik, West
Germany; and Johns Hopkins University. He specializes in strategic
and tactical planning for new products.

Patrick Parsons (Physical distribution) has considerable senior
management experience in international trade gained in Indonesia,
West Africa, as well as in England, with Unilever Group, Johnson,
Matthey and Fisons, and has specialized in physical distribution for
much of his career. Latterly, he has lectured at colleges of technology
on commercial subjects and is now a freelance consultant. He has also
carried out training projects for Pitman in Saudi Arabia. He is a
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worked in more than fifty countries throughout the world.
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research in the UK for various civil and military projects and in 1945
transferred to the production side and became manager of a group of
fine-chemical manufacturing plants. After attending the Admini-
strative Staff College at Henley, he gave up his job to study the
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Womack Associates Ltd, a marketing and management consultancy
which works closely with clients to achieve improved business perfor-
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The sales manager must first and foremost be a manager. Like other
managers in the company he is responsible for getting things done
through other people towards economic objectives. This simple
definition has many implications.

‘Getting things done’ implies that the sales manager must be action-
oriented and must be concerned with results rather than means. He
will be judged by what is ultimately achieved rather than by the
processes he manages. ‘Through other people’ suggests that the
results will be, in fact, achieved by others. He is not there to do their
job for them although this is what far too many sales managers do. It
is often easier to handle personally a difficult customer than to
develop a salesman to cope with him. ‘Towards economic objectives’
means that the sales manager must constantly consider the financial
implications of his actions.

Mike Wilson, Marketing Improvements Limited
Managing a Sales Force, second edition, Gower
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Preface

Success in business is less likely to come about because of the
brilliance of one individual than because of the efforts of a well-
orchestrated team. It may be invidious to single out the efforts of any
one section of the company as the sole reason. Many factors and
many people are involved, each playing their role.

One thing, however, is certain. Whatever plans have been laid,
whatever research done or product development carried out, what-
ever marketing and promotion schemes are implemented, the final,
vital, link is the same. The sales force carries the ultimate
responsibility of getting through to customers and securing orders.
Only when this occurs can the company stay in business, and success,
in terms of profit, follow. Indeed, if this does not happen then all
other activity in the company will have been in vain.

Of course the quality of the selling is also crucial, in terms not only
of sales technique but of customer management in the broadest sense.
Whatever the calibre of the individual sales person the factor which
has potentially the greatest influence on success, not only of the
individual but of the whole team, is the quality of sales management.

The sales manager’s task is very specific. It is to achieve sales results
through the team (not for them). The sales manager must:

® plan the overall activity of the team, setting both long-term
strategy and immediate objectives

® organize the team into the right structure to achieve the
objectives set

® recruit and select staff who can perform the jobs specified
within the organization structure

® [Irain staff to develop and refine the skills necessary to do the
jobs

® motivate staff, so that jobs are continuously performed to the
right levels
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Preface

® evaluate and control activity to ensure that objectives are met
and any necessary correcting action is taken.

All these key activities take time. In addition, the sales manager may
also play a part in both personal selling, perhaps to major accounts,
and many administrative tasks. Ensuring that sufficient time and
attention are given to, say, field training is crucial. And other urgent
pressures may all too easily distract from the important tasks.

The balance is never easy. What is more, the situation in which the
sales manager must operate is not static. In the market, for example,
competitor activity or the relative power of major accounts may be
changing continuously. In technology, the revolution in office
equipment is changing everything from the way orders are taken to
the analysis that is possible and the sheer volume of data available.

The successful sales manager is therefore not simply the one who
masters the essential techniques, though this is a good start. It is the
one who continually monitors the nature of those techniques, assesses
their relevance to current market conditions and adjusts the approach
taken to meet the present need and anticipate the future.

This book is offered as a catalyst to that process of review and
readjustment. It is not intended to be a comprehensive text on sales
management, though it may prove useful to those taking their first
look at the subject. Its aim is to inform and to stimulate the practising
sales manager. It therefore highlights those areas that have a direct
bearing on success and profitability.

As such, it is but part of the audit of effectiveness that any manager
should apply to the activity with which he or she is involved in order
to improve business results. If it provides just a few practical
suggestions, or prompts a few thoughts that lead on to improved
action, then it will have fulfilled its purpose.

Patrick Forsyth

Marketing Improvements Limited
Ulster House

17 Ulster Terrace

Outer Circle, Regents Park
London NW1 4PJ)
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Introduction: Surviving the future

David Senton

To say that the job of the sales manager is to manage the men and
women who make up the sales team makes it sound deceptively
simple. So much is bound up in the words ‘to manage’ — the scope of
the chapters in this book make that immediately clear.

The business context within which today’s sales managers must
operate adds another dimension to an already complex task. The
steady and established climate of the 1950s and 1960s has given way
to an uncertain, dynamic and fluctuating environment. Increasingly,
sales managers must be quick to anticipate and respond to market
conditions which demand change in the attitudes, knowledge and
skills of their sales force, now and in the future.

And changes there have been. The species ‘Salesman’ has
experienced a series of ‘annual culls’, both in the UK and internation-
ally. Some people, the salesman not least, have begun to wonder
whether there is a future for the genus at all. Certainly, in some
industries, numbers have been decimated.

If we examine how and why extinction occurs of any species, we
can see two main causes — changes in environment, and highly active
and organized hunters and poachers.

That there have been drastic changes in the sales environment in the
past ten years is manifest. Markets have changed in nature as well as
in scale. Some have even disappeared altogether. Distribution
channels have modified, developed and in some cases even dominated
manufacturers. Often very small numbers of very large customers has
meant, in many industries, that it is vital to the company’s welfare
that they are individually profitable. The cost of keeping a
representative on the road has continued to spiral upwards making
the size of budget loom large in the calculations of management who
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