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Abstract

Achieving good sales performance will result from the performance of the sales force. Sales force performance is an
evaluation of the sales force's contribution to achieving organizational goals. The purpose of the activity is to conduct a
performance assessment of SMEs. Partners who become the place of activity are culinary creative product businesses in
Jambi city. In improving business performance, through provision of knowledge on how to assess business performance
that has been run.  Based on the analysis of partner problems, there is still weak knowledge of performance appraisal
$0 that it has not been able to achieve competitive advantage. The method offered in this activity is to implement a
performance assessment instrument in the form of socialization and assistance to business owners. The outcomes of the
excercise indicate that the salesperson performance training has been successful. By evaluating business performance,
partners are now aware of areas for improvement to enhance business competitiveness and tackle growing competitive
challenges effectively.
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INTRODUCTION

The role of the workforce is purely to mediate customer contact with the company
however, in recent years, the role has evolved beyond that, and it has become essential for
salespeople to create value for both consumers and organizations (Badrinarayanan &
Becerra, 2019). In light of these changes, the importance of sellers as well as the interest in
gaining more knowledge about the factors that influence sales performance is growing
simultaneously (Bagozzi et al., 2016). Recent studies confirm this relationship but emphasize
certain dimensions such as self-efficacy, coworkers, buyers and situational factors and ethical
issues (Herjanto & Franklin, 2019). Cooperation between business actors is something that
needs to be done to continue to increase productivity and survive in business competition.
The success of the company is highly dependent on the performance of the sales force.
Salespeople play an important role in interacting directly with their customers to introduce

their products. In an effort to improve sales force performance, companies continue to find
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new approaches to selling. Parties that deal directly with customers and strong relationships
will make a high contribution to the prosperity of the organization (Graciafernandy et al,,
2022).

Achieving good sales performance will result from the performance of the sales force.
Sales force performance is an evaluation of the contribution of salespeople to achieving
organizational goals (Pradita, 2017). Sales force performance can take various forms of
indicators including sales volume, sales growth rate and customer growth. According to
Graciafernandy et al., (2022) companies with salesforce that have the ability to innovate have
the potential to improve sales performance. Customer-oriented companies can outperform
their competitors by anticipating and developing the needs of customers and responding
through goods and services that consistently have superior value and provide more
satisfaction to consumers.

Performance is one of the measurement tools for achieving organizational goals.
Performance is defined as a description of the level of achievement of the implementation
of a program, activity or policy in realizing the goals, objectives, mission, and vision of the
organization as stated in the strategic planning of an organization (Erlianti & Fajrin, 2021).
Sales force performance is an evaluation of the sales force's contribution to achieving
organizational goals. Performance measures are often associated with the success and failure
of the company in achieving the company's main objectives, including making a profit,
increasing the number of sales and maintaining its survival.

The culinary snack business, which serves as the site of the activity, is currently
operated by a partner. Although the production takes place at home, the partner sells their
delicious tempoyak sticks at stalls and souvenir shops. Furthermore, there are plans to
establish their own shop in the future. The partner demonstrates great cooperation in
creating various snack products and possesses the necessary skills to transform raw materials
into valuable products. Additionally, there is a high demand for the partner's offerings, and
they have numerous potential sources of partnership. After conducting thorough
observations and discussions with Mrs. Thiur, the business owner, it has become evident
that the partner's performance appraisal issues primarily revolve around four key areas: 1)
strategies for assessing performance, 2) insufficient knowledge about performance, 3) a lack
of proficiency in performance assessment, and 4) competition. Considering the partner's
overall challenges, it is crucial to introduce effective performance appraisal methods to

enhance their performance evaluation process.
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RESEARCH METHOD

Partners encountering challenges can benefit from solutions such as creating
presentations, training sessions, or engaging in socialization activities. The socialization
activities aim to educate partners on various aspects of business growth, such as sales,
employment, income, and market share growth, to enhance their competitive edge. The
process of implementing PKM involves several stages, including preparation,
implementation, and achieving final results.

Preparation Phase: This phase involves initial steps to establish collaboration. The
chief executive of PKM initiates contact with partners to discuss collaboration opportunities.
Concurrently, observations are conducted to understand the specific challenges partners
face. Partners affirm their commitment to collaboration through formal statements of
willingness.

Implementation Phase Activities: This phase focuses on executing the planned
activities. Implementers, in coordination with partners, establish a detailed schedule for
socialization efforts. PKIM prepares necessary materials for dissemination to partners and
seeks permission to proceed with planned socialization activities. Tasks are delegated among
PKM implementers and students assisting in activities. Socialization materials are delivered
through lectures, discussions, and interactive sessions. Partners are encouraged to seek
clarification through questions, fostering a comprehensive understanding. Implementers
gather partner feedback, evaluate material comprehension, and assess the effectiveness of
the socialization efforts.

Final Results Stage: At this concluding stage, efforts culminate in outcomes and
documentation. Implementers compile both essential and supplementary outcomes achieved
through the collaboration. Research related to PKM activities is documented in relevant
journals. Progress and final reports are compiled, detailing the project's evolution and
achievements. Financial reports are also prepared, providing a comprehensive overview of
resource allocation and utilization throughout the project lifecycle.

RESULT AND DISCUSSION
Partner Business Profile

The partner who is the place of activity is aksena snack, which is a business engaged
in snack sticks. The business owner is Mrs. Thiur Maita Lubis. Her business has been
established for 4 years. Starting from Mrs. Thiur saw that tempoyak sticks are still rarely

found and in the city of Jambi tempoyak is usually processed into chili sauce and side dishes,
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no one has processed it into tempoyak sticks and Mrs. Thiur also thought of being the first
to process tempoyak sticks that are easy to consume anywhere. The business idea started
from being bored with the usual souvenirs such as pempek. So Mrs. Thiur wanted to make

a snack that was different from the competition. Some samples of partner products are:

Figure 1. Partner Products

Model of Science and Technology Transferred to Partners
This community service activity is related to the provision of knowledge about the

performance of salespeople delivered to partners.

1. Empirically, the factors of sales force performance are:
a. Personal factots
b. Organization.
c. Coworkers,
d.  Buyer/Surrounding environment
e. Situational factors.
2. Personal Factors

Workforce performance investigates the influence of workforce personal factors on
their performance. It refers to an individual's internal factors that help him or her achieve his
or her best performance. This shows that salespeople's personal factors are not only one of
the most investigated categories in workforce performance, but also considered a key
ingredient in building good relationships with buyers, coworkers and other stakeholders. To
do their jobs effectively, salespeople must effectively manage their social intelligence and

social competencies..
3. Otrganizational Factors

The indicators of the distributive justice variable are the development of Jelinek

including (Greenberg, 1980):
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a.  The organization values the work of employees.

b.  There is a match between what employees receive and the challenges of the work
performed.

c.  There is a match between the results received and the contribution to the organization.

The indicators of procedural justice variables are the development of Jelinek's include

(Greenberg & Tyler, 1987):

a.  Managers treat employees well
b.  Managers consider employee opinions.
c.  Managers show concern for employee rights.

Intrafirm competition in this study the indicators of intrafirm competition variables

are the development of Jelinek which includes:

a.  There is a lot of sales person competition in the workplace.
b.  The culture in the workplace is very competitive.
c.  There is a ranking system in the workplace based on results.

The indicators of the sales person organization fit variable are the development of

Jelineke which includes:

a.  There is a match between personal values and the organization where you work.

b.  The workplace organization has the same values that employees do when dealing with
others.

c.  The workplace organization has the same values that employees do when it comes to
honesty.

d.  The workplace organization has the same value that employees do when it comes to
fairness

4. Coworker factor

The level of collaboration between coworkers improves relationship quality and sales
performance. The quality of such relationships enhances the ability of the sales workforce
(the tendency to seek interdepartmental collaboration) to coordinate different types, and
levels, of expertise. Such high levels of coordination enhance team spirit, service and create
a sense of familial bonding between team members. To maintain strong bonds, salespeople
help each other by sharing buyer information and any sales-related information (i.e.,
competition, trends, etc). In short, the success of the sales force depends on synchronized

efforts across related departments and among colleagues.
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5. Buyer Factors

Buyers play an important role in determining the performance of salespeople. Buyer
satisfaction represents a positive overall evaluation of the product and results in a positive
attitude towards the seller. Such satisfaction encourages the buyer to exercise vulnerability,
allowing the seller to access the buyet's available resources (i.e., finances, expertise and
information or ideas) for better engagement, resource integration, and relationship
development (Karpen & Kleinaltenkamp, 2018). In short, buyer satisfaction is considered a
key component in building a healthy company and salesperson performance and a fruitful

buyer-seller relationship and serves as the key to company success.
6.  Situational Factors

Situational factors are external aspects that can affect the performance of salespeople.
Such factors cannot be controlled and exist in any sales situation. One of the biggest
situational factors is the characteristics of the sales territory. Each territory is different and
requires different measurements, products and approaches. Moreover, this market is not
static but dynamic and volatile. Therefore, sellers working in such markets are required to
respond to rapid changes, and from ten unpredictable changes, to the needs and
requirements of their buyers. Moreover, effective sellers must be able to predict these
upcoming changes without experiencing high role ambiguity and role conflict. Thus, to
anticipate such dynamic market changes, sellers must be more adaptable and work smarter
in an effort to improve job satisfaction and downstream sales performance. The
implementation of the activity is presented in the form of PPT through ZOOM, the sample

socialization material is documented in the following photo:
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Figure 2. Documentation of the Activity
CONCLUSION
As for some points that can be concluded from the results of the activities that have
been carried out, the firstis that training on debriefing on sales force performance is provided
by conducting training presented in the form of PPT, including: basic concepts of
performance, understanding sales force performance, factors of sales force performance, and

so on. Furthermore, the training has been carried out online and runs smoothly. And finally,
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partners received the information and materials presented with enthusiasm, and asked

questions during the activity process.
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Pendahuluan

Keberhasilan perusahaan sangat bergantung pada kinerja dari tenaga
penjualan. Tenaga penjualan memegang peran penting dalam
berinteraksi secara langsung dengan customer (Schwepker 2018.
Kinerja tenaga penjualan adalah suatu evaluasi dari kontribusi tenaga
penjualan untuk mencapai tujuan-tujuan organisasi. Kinerja tenaga
penjualan dapat mengambil berbagai macam bentuk indikator antara
lain volume penjualan, tingkat pertumbuhan penjualan dan
pertumbuhan pelanggan Badrinarayanan (2019. Kinerja Tenaga
Penjualan. Kinerja merupakan salah satu alat ukur bagi pencapaian
tujuan organisasi. Menurut Micheli, P.) kinerja diartikan sebagai
gambaran mengenai tingkat pencapaian pelaksanaan suatu program,
kegiatan atau kebijakan dalam mewujudkan sasaran, tujuan, misi, dan
visi organisasi yang tertuang dalam strategic planning suatu organisasi.

Metode

Kegiatan pelatihan dilakukan untuk memberikan pembekalan kepada
mitra,dalam memahami manajemen hubungan tenaga penjualan
,yang meliputi tahap persiapan, pelaksanaan dan hasil akhir.

Hasil dan Pembahasan

Mitra yang menjadi tempat kegiatan merupakan bisnis kuliner aksena
shack merupakan usaha yang bergerak di bidang cemilan stik.
Pemilik usaha berna ibu Thiur Maita Lubis. di kota jambi. Beberapa
sampel produk mitra adalah

Gambar 1. Foto Produk Mitra

EFEKTIVITAS KINERJA TEN
PENJUALAN

Ardiansyah Rasyid, 0326096601/10198033, Fakultas Ekonomi dan Bisnis,UniversitasTarumanagar
Levina Setiawan NIM: 125220122

Johanna Aurielle Mardjo NIM : 125220141
1,2 Mahasiswa Jurusan Akuntansi Fakultas Ekonomi dan Bismis, Universitas Tarumanagara Jakarta

Model IPTEKS Yang Ditransper Kepada Mitra
meliputi:

Kegiatan pengabdian masyarakat ini terkait dengan pembekalan pengetahuan
tentang kinerja yang disampaikan ke mitra adalah :
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Kesimpulan

Kegiatan pelatihan merupakan salah satu metode yang efektif untukmeningkatkan
kinerja tenaga penjualan dalam memahami kebutuhan dankeinginan konsumen
serta mencapai target yang diinginkan oleh organisasi.Melalui pelatihan, tenaga
penjualan dapat dibekali dengan pengetahuan,keterampilan, dan strategi yang
diperlukan untuk berinteraksi secara efektifdengan pelanggan, mulai dari tahap
persiapan hingga evaluasi akhirDalam pelatihan ini, penting untuk memberikan
pemahaman mendalamtentang profil pelanggan, tren pasar, dan kebutuhan
konsumen yang berubah-ubah. Tenaga penjualan perlu dilatih untuk
mengidentifikasi kebutuhan uniksetiap pelanggan dan menyajikan solusi yang tepat
sesuai dengan kebutuhantersebut.Selain itu, pelatihan juga harus fokus pada
pengembangan keterampilankomunikasi, negosiasi, dan presentasi produk yang
efektif. Tenaga penjualanperlu mampu menjelaskan manfaat produk dengan jelas,
meyakinkanpelanggan, dan menangani keberatan atau pertanyaan dengan
baik.Terakhir, evaluasi terus-menerus terhadap hasil pelatihan diperlukan
untukmemastikan efektivitasnya. Perusahaan perlu mengukur peningkatan
kinerjatenaga  penjualan  dalam  hal  pencapaian  target  penjualan,
pertumbuhanpelanggan, dan kepuasan pelanggan secara keseluruhanDengan
demikian, melalui pelatihan yang tepat dan evaluasi yang terus-menerus,
perusahaan dapat meningkatkan kinerja tenaga penjualan dansecara keseluruhan
mencapai tujuan organisasi dengan lebih efektif.

Ucapan Terima Kasih

Terima kasih kepada seuruh pihak yang ikut berkontribusi pada
kegiatanPKM.Khususnya Pemilik usaha berna ibu Thiur Maita Lubis.
di kota Jambi,serta mhasiswa yang terlibat

Referensi

Micheli, P., dan A. Neely. 2010. Performance Measurement in the Public Sector in
England. Public Administration Review (July/August 2010):10.

Badrinarayanan, V., Ramachandran, I. and Madhavaram, S. (2019), “Mirroring the
boss: ethical leadership, emulation intentions, and salesperson performance”, Journal
of Business Ethics, Vol. 159 No. 3, pp. 897-912.

Schwepker, C.H. Jr, (2019), “Using ethical leadership to improve Business-To-
Business salesperson performance: the mediating roles of trust in manager and
ethical ambiguity”, Journal of Business-to-Business Marketing, Vol. 26 No. 2, pp.
141-158

PKM



	658-Article Text-4271-2-10-20240621 jurnal terbit=sales perform.pdf (p.1-8)
	Srttgs_pengabdian_10198033_13E110724065236(2).pdf (p.9)
	Poster RW thiur(1).pdf (p.10)

