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Improving productivity through better sales and sales 
management: Part 1

R eflecting on the productivity and competi-
tiveness of world-class organizations, often 
neglected and seldom reported on in produc-

tivity terms is the sales and sales management process. 
As the world becomes more globally competitive and 
borderless, one of the constants is the need to market 
and sell products and services. When we consider this, 
our thoughts usually jump to traditional sales-type 
organizations, those with the large, visible advertising 
budgets, brand names, and instant recognition.

Some time ago a training video was used to focus 
on the sales process which was entitled “Who Killed 
the Sale?” The various situations retraced the steps 
through the entire sales process from the disap-
pointing “loss analysis meeting” back to an original 
enquiry about a product. Concurrently, the training 
situation showed a competitor that had won the busi-
ness and how its sales process had been superior 
from the beginning. Some of the situations that were 
reported and encountered are summarized in the table 
in a simplistic review of a sales process in competing 
organizations.

Who killed the sale in the scenario in the table? Was 
it the incompetent sales representative, the sloppy 
order fulfillment department, the disinterested ac-
counting department, or inefficient delivery com-
pany; or was it the unfriendly receptionist or personal 
assistant who did not communicate issues? Probably 
everyone had a hand in it but no one took ownership. 
The key person in the sales process, however, is the 
sales representative.

The truism that “nothing happens until someone sells 
something” is what drives the businesses and econo-
mies of the world, whether they are small and simple 
or large and complex. Some organizations do not rec-
ognize a sale until the account is paid in full, i.e., the 
end of the process. This requires the salesperson to 
keep watch on all the steps during the sales ordering 
and fulfillment processes to ensure that a high level of 
customer satisfaction is achieved.

At the end of the sales chain are customers. To what 
extent are they satisfied or dissatisfied? Customer 
satisfaction measurement tells us whether the sales 
process is working or needs fixing. Such measure-
ment is an important first step in improving the pro-
cess. A good sales and/or operations manager reviews 
the whole process, engages all involved in the process 
review, and institutes changes as necessary. In some 
cases, the attitude or culture of the organization is 
such that sloppy process performance is acceptable. 
Surely, however, such an organization could not 
remain in business very long, since it would not take 
long to discover that the amount of waste and rework 

Incident
(moments of truth)

Won Lost

Sales prospecting Well-planned appointment made
Appointment kept on time

Random selection of potential customer not based on strategy
Appointment changed at last minute
Late for appointment

Sales call Well dressed
Polite and courteous to all
Asked thoughtful, need-based questions
Made direct eye contact
Gained agreement & summarized points
Talked about value
Qualified the customer-stated requirements/ budget
Asked for the order
Promised realistic delivery time

Untidy appearance
Discourteous to receptionist & prospect’s personal assistant
Gave impression of being in a hurry/disinterested
Started sales presentation without ascertaining prospect’s needs
Did not listen to prospect 
Talked about price
Did not ask for order but got it
Overpromised on delivery time

Order fulfillment Order correctly transmitted & entered
Inventory situation confirmed
Customer informed & reassured

Order incorrectly entered in system
Inventory not checked for availability
Inaccurate packing
Did not inform customer of delays

Accounts Invoice correctly processed
Delivered on time

Invoice errors on price & delivery details
Several days late
Quantities incorrect

Follow-up Customer called to verify satisfaction Customer returned goods with angry note
Went to competition
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involved in a sloppy sales process was eliminating profitability and alienating 
customers. 

Most of us are occasionally the victims of poor service. As customers, we do 
not like being taken for granted and not being appreciated. Inevitably we turn 
to another supplier. Remedies for poor service and poor sales management can 
include improved sales training, new methods of customer relationship manage-
ment, improved attitude toward internal customers, and a better focus on quality 
assurance during the order invoicing and delivery process. Throughout the sales 
process, there should be a key dependency on teamwork and an understanding of 
the “pass-off ” from one person in the process to another (internal customers). It 
is not much help to an organization to hire a “top-gun” salesperson if the support 
processes are in such disarray that the customers are turning to the competition 
for satisfaction. Very soon the top gun will be working with that competition for 
more job satisfaction and higher remuneration.

Good salespersons are treasures in any marketing organization. Here are some 
tips for professional sales staff:
1) Remember to put the customer first as there is no substitute for excellent cus-

tomer service at all times.

2) Be honest and fast when responding to customer queries.
3) Make appropriate, disciplined use of IT systems and processes to support sales.
4) Develop a mindset/attitude that recognizes that everyone in the business is 

engaged in the sales process.
5) Forecast sales realistically so as not to commit the company to overordering 

supplies and/or resource services.
6) Build strong customer relationships to protect and grow your market share.
7) Try to remain ahead of trends and be innovative.
8) Be prepared to do some basic, quotidian tasks such as making appointments, 

maintaining customer records, packing, and sending and copying information. 
9) Become your customers’ key contact person and make yourself readily         

accessible.

.................................................  by Richard Barton

Is there any end in sight to spiraling energy prices? Probably not. High fuel 
costs affect everyone in one form or another, and we owe it to future genera-
tions to conserve energy to the extent possible. Small farmers and ranchers are 
being especially hard hit as soaring gasoline prices eat up their profit margins. 
California has an ongoing Flex Your Power at the Pump campaign to encour-
age state residents to conserve fuel while saving money. The California Farm 
Bureau Federation (www.cfbf.com/issues/energy/flex.cfm) is an enthusiastic 
participant in that campaign and offers suggestions to reduce farm fuel con-
sumption without sacrificing productivity.

1) Inflate tires to proper pressure. Overinflated tractor tires lower productiv-
ity and waste fuel, while underinflated ones increase wear.

2) Consider reduced tillage. Try reducing tillage or its intensity whenever 
possible or change to no-till cropping if fields permit.

3) Modify equipment, where applicable, to perform multiple operations in 
one pass. This reduces trips across the same field.

4) Use the appropriate-sized tractor for the load. Excess tractor capacity 
wastes fuel; too small a tractor for the load is also inefficient.

5) Stay on top of general tractor maintenance. Regular maintenance makes 

all vehicles cleaner, safer, and more fuel efficient.

6) Paint on-farm fuel tanks a light color to reduce evaporation losses. This 
cost-effective measure yields long-term savings.

7) Minimize the time spent driving tractors or other field equipment on the 
road. Lighter, more fuel-efficient vehicles should transport crops to stor-
age or markets.

8) Think about how you use your pickup truck. Heavy trucks have a crucial 
role on farms, but their power isn’t needed on trips to town. Combine er-
rands as much as possible. If a family member has a medical appointment, 
schedule vehicle service, buy farm supplies, and purchase inputs on the 
same day.

9) Remember that general driving tips enhance fuel efficiency. Use your 
heating and air-conditioning only when really necessary and don’t exceed 
the speed limit.

10) For diesel-powered irrigation pumps, be sure to match the engine output 
horsepower with the horsepower demanded by the pump. Research shows 
that matching pump and engine rpms moves the most water per liter of 
fuel.
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