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(Sales Management)
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22
(Designing the sales force) ( 2541:508-5 )'0
221 (Sales force objectives)
IBM (1) (Selling) (2)
(Upgrading) ~ (3) (Installing) (4)
(Developing) (5) Protecting Account)
2 1)
(Traditional view)
' o)
(Newer view)
(1)
(Prospecting) (2) (Targeting)
(3) (Communicating)
(4) (Selling)
(5) (Servicing)
]
(6) (Information  gathering)
(7) (Allocating)
222 (Sales force strategy)

(The right customer at the right time and in the right way)
(1) (Sales representative to buyer)
2) (Sales representative to
buyer group) (3)
(Sales team to huyer group)



(Conference selling)

(5) (Seminar selling)

(Account managers .National account major
sales) (Technical people)

(Customer service representatives)
(Office stall)

(1)
(Direct sales force or company sales force)
(Full time part time)
(Inside sales personnel)
(Field sales personnel)

(2) (Contractual sales force)
(Manufacturer representatives) (Sales agent)
(Broker)
2.2.3 (Sales force structure)
(1) (Territory-structured sales
force) )
(Product-structured sales force) (3) (Customcred-
structured sales force) (4)
(Complex sales force structured)
224 (Sales force size)
2 (1) (Productivity approach)
2) (Workload approach)
225 (Sales force compensation)
(1)

@



2.3
(' 25441 49-57)
231 (line organization) 2
2311
2.2
. [
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2.2 ( 2544 )
! Sales Executive
23.1.2 ( 2.3) (Sales Supervisor)
(Area Manager ~ Regional Manager) A

C (Sales Manager Division A, ...)
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232 (line and Staff organization) 24

ke L
gyamiduw |
Qiﬂmﬂ:uuﬁaa‘;'n
WRTUTHMITIMYL |
e - »ao ,“ e . -
HINNITARIK R XARALREPRTN & l HINNIRARTUMITUY
wanaw | — I !
Qiﬂmn‘un i
I I T =

24

nﬂumﬂﬁmn‘n

l ]

Q’w mMIdIUNRS z‘:;'a'm n3hunIaata :‘:1;’5'61 ARE PRI RETEIN

25 ( 544)



233 (territory-structural sales force) 26
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234 (product-structural sales force)
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2.35 (customer-structural sales force)
2.3.6 ( 2.9)

S N A O

Product Specialist
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237 (product management organization) 29
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2 (Functional
Boss) (Administrative Boss)

(matrix) 2.10

238 (matrix organization) 2.10

X Y oz
A
B 1
¥ o)
2.10 ( 2544)
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2.12 (job rotation)
2-3
(
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g
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( Hhodpguans ( dhonsumnu )
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212 ( 2544)
24

( w 254135 )
24.1 (Recruiting and selecting sales representatives) ) (1)

(Recruitment)
2)
(Selection)
24.2 (Training sales representatives)
(1) 2)
3)
@

24.3 (Supervising sales representatives)
244 (Motivating sales representatives)

245 (Evaluating sales representatives)



25

( 2544 1 241-240 >

251

10

252
(physical unit)

( market potential )

(sales potential )

213 ( ( fi .2544)

253 ‘ ! 2
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(sector )
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2.1 (
1 2
! T '
10 50
140
35
3.25
1 )
?
3
JJ *
% 3.25
2.14
2-541 (trend )
22)
749 5
2.2
]

2544)
( )
I . I R N7
170 190 200 90 60 130 .5 08C
180 190 225 285 340 3SC 4.0 420
50 . 55 50 60 70 65 .30
400 425 490 525 560 590 590 530
I 0 . 60
i 4070
15
70 40 245
400 425 490 525 560 660 730 775
21
2.14
2524 —2528 = 8.52%
2529 —2533 = 7.49%
1
( 2544)
( )
2524 2525 2526 . 2527
3.25 406G 425 490
750 42308 4625  +15.29
( )
2523 2520 2531 2532
60 6.60 7.30 775
1 4567 +17.B5 +106°  +6.16

400
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1951
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2533
745
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2542 ( product life—cycle ) 10( 21)

521 2 2528 5 19
10 5 2533
2528 B0 5
( market fluctuation )
(
) 2528 10
10 2532
2543 3
( executive commitee )
(sales force composite )

( Delphi technique )

2.6

( mis 2544 : . -292)
26.1
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211

2.12

2.13

2544 :255-258 )
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2.74
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100,000
40,000
30,000
50
15,000

110,000
50,000
33,000
5
16,500

( product development strategy )

%
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(industrial goods)
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281 (0

(Manufacturer) (mdUStrial CUStomer)
2.18 ( 12541)
1
2
3
282 0
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{Mznufacturer) ‘ : (Manufacturer's sales {Industndl customer)

2.19 ( 2541 )

1 (Manufacturer’s sales branch)



283 )

As1vmitedum
Anda gamIMN s ANAM AT IUN T T2
(Manufacturer) I (Industnal distabutor) I (Industnal customer)
2.20 1 1) ( . 2541)

2 (Industrial distributor)

284 )

AN UUDIAHAR
v a g -2
HHGE AN M NYATIHNT TN
b2 (Manufacturer's -’ ¥ >
(Mznufacturer) (Industnal customer)
representatve)
221 1 Q) ( 2541)

2 (Agent)
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2.22 2 ( 2541)
}
2 ( 32
)
3
( )
( 23)
29 (Competition oriented pricing)
( 2531 :370)
291 (Pricing to meet competition or going
rate pricing)
()
@
8 @)
100% 4,500 (4)
(Oligopoly)
©)
292 (Pricing below the competition)

(1) 2)
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)
(Elastic) (4)
()
293 (Pricing above the competition)
1) 2)
(Upper class) (3)
@)
(Inelastic) (5)
294 (Sealed-hid pricing)
2
(Marginal cost)
9,500
81 100
g (X = 100 X.81) 11,000 1,600
0l 16
26
10,000 216
26 I ( 2541)
1) @ ) @) ()
() () () ()
(1)-(2) ( ) (3) X(4)
9,500 9.400 100 8 8l
10,000 9,400 600 36 216
10,500 9,400 1,100 09 99

11,000 9,400 1,600 0 16
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2101

Performance Review
Evaluations

(performance evaluations)

Personnel Rating

V 2544 : 164)

Performance Appraisals

(selfimage)

28

(defensive)

Employee Appraisals

Employee



2.102

2.23

2.23

21021
21022

(quota)

2544)

29



21023

21024

2.10.25

2.10.2.6

21027
2.103

21031

21023

2.24 !

(«

2544)

(forecast)

2.24



2.7 007 2529(

w 40 18 250 10 50 02 B 30

50 20 375 15 125 05 100 40

Batting Average*

[.2544



21032

(payofftime)

(selling skil)

(knowledge)
(features)

(communication skill)

(personal organization and reporting)

( )

(henefits)

32



) (adherence to company procedures)
6.
211 (Key Performance Indicators)
(Key Performance Indicators ~ KPI)
( 2544:3)
2
( 2544:3)
2111 (Financial Perspective)
1 (Growth in Sales and Profits)

(% of Sales Increase from last year)
(% of Revenue from new customer)

2112 (Customer Perspective)
(Profit per customer)
(Market Share)
(% Growth of business with existing customer)

21 13 (Internal Process Perspective)

33



2114 (Learning and Growth Perspective)
(% turnover per key staff)

2.12 (Cause and Effect Diagram)
“ " (fish-bone diagram)
Ishikawa diagram Kuoru Ishikawa
( ', . 2515 :55-69)
(structure approach)
212.1

(cause) (effect)
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2.25 (
2211 ()
212111
(effects)
I
J
212112 (operational definition) “o
(criteria) (test) (decision)
2121121 (criteria)
2121122 ! (test)
3 6
(test model)
2121123 (decision)

9% 9%

Voo 2545)

“ effect”



212113 0 effect
(negative effect)

21212 ()
( negative effect)
2.26
(effect)
21213 (3
212131
4M Man, Machine, Method
4P Person, Plant, Process

212132

Materia]
Policy

(positive effect)

(category)

25-45)

4M

4P

36
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21216 (6

(Pareto Chart)

212161
212162 !
2.29
2.13 (Pareto Chart)
' 20%”
bR

VitTredo Pareto (1848—1923)

2545:70-13)

“80%

39



“One Man Production”

2131

U—100%

(vital few)

100%

40



“trivial”

28

2.8

2.9

111

J

2300 .

28

23.00 .

(slope)

(breaking point)

(Bachelor Enlisted Quarter

BEQ/BOO |
30
23
2
175
1
5
324
300
BEQ/BOQ
962 432
505 2.1
350 157
v 51
97 44
8 37
5 24
32 14
5 0.7

2225

50

2

100

52

265
110

“vital tew”

Bachelor Qfficer Quarter)

25-15)

3

7

11

&
60
10
50
373
%

432
659
819
87.3
917
9.4
978
99.2
99.2

97
b4
R
350

127

%2

505
29

41
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23.00 .
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231

2.10

2.31

()
210,000

205.000
200,000
199.000
199.000
198,000

1,211,000

mu

200.000
199.000
210.000
205.000
198.000
199.000

1734
16.93
1652
1643
1643
16.35

2.10

17.34
34.21
50.79
67.22
83.65
100.00



231
?
211 231
211
1)
()
3 59,700
2 43780
10 19,800
B 16,800
5 10,000
4 8.200
158,280
1
45
211

371.12
21.66
1251
1061
6.32
5.18

31.12
65.38
171.89
88.50
94.82
100.00

29

44



158280 g
150000

140000
130000

120000
110000
100000 —
90000 —
80000 —
70000 —
60000 —
50000 —
40000 —
30000 —
20000 —
10000 —

J

|

|

|

|
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2.32

23 )3
( ) 65.38 2 3

2.14 (Decision Making)

[ ( 2535 .27-29)
2.14.1

2 2,88l
(State of Nature) 0,,0,...,0m

— 100
- 90
- 80
- 70
- 60
50
40
30
20

e

45

(Act)



AV e 0
ai vV, vV« VB - - Vim
vi Vo W

a. W W v,

a v, V1oV Vi
2.33
A ()
A 1
0
3 (Certainly)
(Uncertainty)
(Risk)
(
(Costs)
(Losses)
(Opportunity Loss)
(Profit)
(Utility)

2.14.2 1 (Bayes Principle)

(Bayes Principle)

46



Vi ()0 M

1(aie) = Ev§jP(0))

(Decision Making without Experiment)

47

(Decision
Making with Experiment)
2.15
(Information System)
(Data-Processing System) (Management Information System)
(Decision Support System) ( [ 2540:28-30)
2.15.1 (Data-Processing System)
2152 (Management Information System)
MIS
(Computer Information System)
3 (People) (Hardware)
(Software)
2.15.3 (Decision Support System)
DSS MIS
DSS ' DSS

DSS

2154 (Expert System and Artificial Intelligence)



2.12

2.16

2529:33, )

DSS
( 2540)
(Decision Support System )
( 2540:50)
( 2535:49)
(Interactive)
( '2535:12, )
(Method & Procedure)
(
DSS
2542:114)

(Data Management) (Model Management)
2.3

(Dialog Management)

48



2.16.1.

2.16.2.

MIS

2.163.

211

The DSS

Database

DBMS ' MBMS

DGMS

2.34

(Structured Decision)
(when)

Model Base

Software
System

Environment

(Sprague 11993)

25401

(Unstructured Decision)

DSS

DSS
Transaction

(Semi structured Decision)

DSS

49



2171, (Need Identification)
MIS DSS
2.17.2. (Alternative Analysis)
]
“what-if Analysis”
(Spread Sheet)
10%
2
2.17.3.
2.19
2543
91.3%  90.9%
, 2535

++

50

Transaction

DSS

Lotus . MS Excel
(Spread Sheet)

5%

“whal-1f Analysis”

DSS



2536
Microsoft FoxPro 2.0
. 2538
2.0
DECCIB
2541
Microsoft Access 4.0  Visual Basic 4.0
Del Plan
2541

Telemac, 2543

Humber, 2542
key performance indicators

TimeCorp ,2543
VEM™ what-if analysis

ol



	บทที่ 2 ทฎษฎีและงานวิจัยที่เกี่ยวข้อง
	2.1 การบริหารงานขาย (Sales Management
	2.2 การออกแบบหน่วยงานขาย
	2.3 รูปแบบของแผนภูมิองค์การขาย
	2.4 การบริหารหน่วยงานขาย
	2.5 การวางแผนการขายและการพยากรณ์การขาย
	2.6 การวางแผนเกี่ยวกับลูกค้า
	2.7 โควตาของพนักงานขาย
	2.8 ช่องทางการจัดจำหน่ายสินค้าอุตสาหกรรม
	2.9 การตั้งราคาโดยมุ่งความสำคัญที่การแข่งขัน
	2.10 การวิเคราะห์และการประเมินผลงาน
	2.11 ตัวชี้วัดผลการดำเนินงาน
	2.12 ผังเหตุและผล
	2.13 ผังพาเรโต
	2.14 การตัดสินใจ
	2.15 ระบบงานข้อมูล
	2.16 ระบบสนับสนุนการตัดสินใจ
	2.17 ขั้นตอนของกระบวนการตัดสินใจ
	2.19 การสำรวจงานวิจัยที่เกี่ยวข้อง


