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ONIT - 13+ SALES PLANNING, BUDGETING AND
CONTROL S

—

Objectives

r studying this unit, you should be able to:

fie
:\ understand the importance of sales planning;
. identify the types of sales planning:
o explain the process of sales planning;
o discuss the essentials of good sales forccasting, and
o cxamine the sales lmclgéts and control.
Structure

13.1 Introduction

132 Meaning of Sales Planning
13.3  Importance of Sales Planning
13.4 Types of Sales Planning

13.5  Factors Affecting Sales Planning
13.6  Stages in Sales Planning

13.7 Essentials of Sales Planning
13.8  Selling Strategies

139 Exccution of Sales Plans
13.10 Challenges to Sales Planning
13.11 Sales Budgets and Control
13.12 Summary

13.13 Keywords

13.14 Model Examination Questions
13.15 Supgested Readings

13.1 INTRODUCTION

Progress and prosperity of any organization, either business or non-business, directly
management, sale planning is the primary activity and

depends on its planning activities. In sales
it has its own importance. Based on sales planning other activities of business are planned. In

other words, it gives kick start to remaining functions like sales organization, selection, training
I.md development of sales employees, allocation of resources, sales control, etc. In view of
importance of the sales planning, it is proposed to study various concepts of sales planning in
this chapter. : ‘

13.2  MEANING OF SALES PLANNING

ylauat
e ml!:::;:::::g ;::?;:::sfglc:k-lclu-m future course of action in advance. '.I‘I\is means deciding what
s wvaloston of crssent i Ir:; .Ic:.. tomorrow, hm.v and when we are going todo it. A sales plan is
srategiesthatars required lo. n(z I tll prod.uct in pnrhm'llar market region. [tincludes sales objectives,
resources. A sales plan of & 1 lieve ll'nc prcdclcrmlmed sales objectives and allocation of required

a firm also includes assignment of sales targets to sales employees in

- | *
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et sudying this unit, you should pe able to;

understand the meaning of sajeg terTitorie.
' ladd r i ' .
' (emritories; es and identify the procedure for developing sales

explain the process of managing saes territorie
.

discuss the sales quota and targets, and ’

examine the sales monitoring sales targets,

gtructure
4l Introduction
") Meaning of Sales Territories

|43 Scope of Sales Territory Management

144 Procedure for Developing Sales Territories |
145 Managing Sales Territories

(46 Sales Quotas and Targets

147 Monitoring Sales Targets and Revision

18 Summary

149 Keywords
(410 Model Exa;nination Questions

1411 Suggested Readings

141 INTRODUCTION | "

Sales territory is @he technique used by the sales manager to manage and control the sale;
force efficiently and effectively. It is very difficult to the sales manager to monitor huge market
and selling activities by one. Hence, he (sales manager) divides as per territories to manage and
control the sales force. A territory can be defined based on the geographical area, sales potential,
history, or a combination of all these factors. It is the geographical area or areas assigned to sale
person/persons to marketing the products of a company. Companies attempt to balance thei-
territories because this can reduce selling and marketing costs and increase sales and revenue. In
General, a firm splits the total market into some specific geographical areas and assigns each
salesman a specific zone in which he has to carry out his selling operations. The geographical
area assigned to a salesman becomes his sales territory. Each of the territory is served by one o*

more salesmen.

42 MEANING AND DEFINITION

. : M i i ists of present and
A territo not consist of eograpthﬂl boundaries. It consis : _
ry may or may no g i assigned {0 a geographic area o

Mtential customers of the product. Normally, a sales person |

5 = product. No ¥ @ ¢ ! ‘o

isting and potential customers. This territory i$ assigned to sales persons as their operating
P ; : gy o le, a sales team is

leritory, The . arritory in ideal scenario. For examp
. They cannot go beyond this territory ! ! . _ e ;
Bked to look thér Delhgi cust)c,)mers. This sales team is responsible for the sales of Delhi city. The

213
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UNIT - 15 : SALES FORECASTING TECHNIQUR ‘
.S
Objectives \

Afer studying this unit, you should be able to:

. explain the importance of sales forecasting;

. identify the types of sales forecasting;

. discuss the methods of sales forecasting, and

. explain the essentials of good sales forecasting,

Structure

15.1  Introduction

15.2 Meaning and Definition of Sales Forecasting
153 Importance of Sales Forecasting

154 Types of Sales Forecasting

15.5  Factors Affecting Sales Forecasting

15.6  Methods of Sales Forecasting

15.7  Characteristics of Good Sales Forecasting
15.8 Summary

159 Keywords

15.10 Model Examination Questions

15.11 Suggested Readings '

15.1 INTRODUCTION

Sales are the primary source of revenue and increases cost of prodiiction of the firm. Since
total production is to be sold out and practically nothing can be prodt.:ced overnight. Hence
estimation of future sales is needed to decide quantity of production fora gwen.penod. Production
of goods requires combination of various resources (money, men, machines, {net.hods and
materials) which have to be employed properly. Thus, sales forecast is the most significant f_or
future business plan. Sales forecast helps the ﬁr.m to know the expected Ieve.l of sa_les fo'rc its
products and plan its production activities accord nllgly: Sales forecast. play_s an indicative ro ,::
the organization to all planning activities. Asspmmg mdeﬁm-tc continuation o]t; status :uoc: :o
expect no changes in future days seems imposs!blc and unrealistic. So the 'ﬁnn das n: ¢ ?gndoes,
forecast or not to forecast. The only one choice is that thc. way the forecast is made, when ot
who does it and what resources are to be adopted for it. Accurate sales fore cast is es
because plans of all functional areas depend on such forecast.

152 MEANING AND DEFINITION OF SALES FORECASTING

sed on the
culative

The term ‘forecast’ refers to prediction or estimation of fgtur_e happening ba
present situation, For example weather forecast. Sales forecastmg is pot a'm?feicsp:inciple&
exercise. It is judgment of future probable changes in the market considering sc1e;l laurc s
Sales forecasting is an estimation future sales. It cannot be cent pen:cent correct e;“ o videalt
uncertain. It is an activity, trying to estimate the future sales quantity of the ﬁnn: : clom lasiy
and organization engage in this activity, albeit at different levels of methodologica p

230
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IT - 16 : STRATEG]
Objecﬁ"cs

et studying this unit, you should pe able to:
undcrsland the meaning of strategic 5 :).
identify the stages in human neegs. e
discuss the strategies in product Iil:e cyele:
, discuss the portfolio managements of a b(: [
,  explain the role of sales manager in e twil:te;; ﬁrtm, and
- rst century,

’
S plans;
0

gructure

16.! Introduction

162 Maslow’s Hierarchy of Needs
6.3 Brand Functions

164 Product Related Analysis

165 Competitive Analysis

Ii.6.6 Strategic Marketing Process
(6.7 Customers Analysis

168 Market Share Strategy

169 Product Life Cycle |
16.10 Portfolio Management Analysis
16.11 Sales Manager for 21% Century
16.12 Critical Path to Continuous Success
16.13 Summary

16.14 Keywords

16.15 Model Examination Questions
16.16 Suggested Readings

161 INTRODUCTION

With the dynamic environment of the market, it is necessary to sales managers of acompany
to opt best choice from two. Managers either chose react to the situation or proactive, on which
they should take initiative steps for planning and implementing their plans to maintain their sales
and their market share and brand equity in the market. The present market is too dynamic to
excuse the delay decisions of managers. The following reasons make the obligatory to the managers

to prepare strategic plans for the organization:
I.  Demand for timely decision due to cons

2. To face real issues in the market.

3. To achieve long term targets of the organization.
4

5

tant changes in business environment.

: in the orga
To establish appropriate communication and control systen.1 in ' g ; F
h new roducts.productvanantsatnghttlme.Tlmmg

0 la;n‘:::;s \Srong timing could meet the disastrous product
portance:

of Strategic plans are required t
the introduction is of strategic im

245
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