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Why Sales are Important?
wehs úl=Kqï jeo.;a fjkafka@

1

2



9/9/2026

2

Main Income
m%Odk wdodhï ud¾.h ùu

Brings Cash to Business 
jHdmdrhg uqo,a f.k tau

Helps to Cover Expenses and Generate Profit
úhoï wdjrKh lr ,dN bmehSug yelsùu

To Attract and Retain Customers
mdßfNda.slhka wdl¾IKh lr .ekSug iy r|jd .ekSug

What is a Sales Plan?
úl=Kqï ie,iqula hkq l=ulao@

3

4



9/9/2026

3

Sales Plan úl=Kqï ie,iqu
Sales plan is a strategic document that 
outlines how a business will achieve it’s 
sales targets. 
This include, strategies, timelines, 
responsibilities, and resources.
úl=Kqï ie,iqula hkq jHdmdrhla ish wf,ú b,lal <Õd
lr.kakd wdldrh meyeÈ,s lrk Wmdhud¾.sl f,aLKhls' 
fuys wka;¾.; foa ;=, Wmdhud¾." ld, rduqj" j.lSï
iy iïm;a we;=,;a fõ' ¡

What are the Steps in Sales Planning?
úl=Kqï ie,iqïlrKfha mshjr fudkjdo@

Step 01
Market 
Analysis
mshjr 01 

fjf<|fmd< 
úYaf,aIKh

Step 02
Demand 

Forecasting
mshjr 02 

b,a¨u
mqfrdal:kh

lsÍu

Step 03
Setting 
Sales 

Objectives
mshjr 03 
úl=Kqï
wruqKq

;SrKh lsÍu

Step 04
Developing 

Sales 
Strategies
mshjr 04 

úl=Kqï
Wmdhud¾. 
f.dvke.Su

Step 05
Preparing
Sales Plan
mshjr 05 
úl=Kqï
ie,iqu

ms<sfh, lsÍu
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Step 01 Market Analysis
mshjr 01 fjf<|fmd< úYaf,aIKh

Market Analysis 
fjf<|fmd< úYaf,aIKh

Analyzing the market to understand 
• Customer Needs
• Competitors
• Market Trends
• Opportunities and Threats
my; oE wjfndaO lr.ekSu i|yd fjf<|fmd< úYaf,aIKh lrhs
• mdßfNda.sl wjYH;d
• ;r.lrejka
• fjf<|fmd< m%jK;d
• wjia:d iy ;¾ck
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fjf<|fmd< 
úYaf,aIK l%ufõo

3' fjf<|fmd< 
m%jK;d úYaf,aIKh

1' mdßfNda.sl 
úYaf,aIKh

2' ;r.lrejka
úYaf,aIKh

Wmdhud¾.sl 
fjf<|fmd< 
úYaf,aIKh

l¾udka; jd¾;d

l¾udka; jd¾;d

.+.,a udOH m%jK;d

w;S; úl=Kqï úYaf,aIKh

mdßfNda.sl iólaIK iy iïuqL idlÉPd

fjf<|fmd< LKavkh

mdßfNda.sl yeisÍu úYaf,aIKh

mdßfNda.sl yeÕSï iy mdßfNda.sl u; úYaf,aIKh

fmdag¾f.a n,mEï mfya wdlD;sh

ixikaokd;aul ñkqïlrKh

;r.lrejkaf. Yÿw; úYaf,aIKh

fjf<|fmd< fldgi úYaf,aIKh

fjf<|fmd< ysveia úYaf,aIKh

ksIamdok Ôjk pl%h

úYd, o;a; úYaf,aIKh

fjf<|fmd< ia:dk.;lrKh

Porter’s Five Forces Model
fmdag¾f.a mxp n,fõ. wdlD;sh

Porter's five forces model is a 
framework for analyzing the 
competitive forces within an 
industry to understand its 
profitability and structure
fmdag¾f.a mxp n,fõ. wdlD;sh hkq
hï l¾udka;hl ,dNodhS;djh iy
jHqyh wjfndaO lr.ekSu i|yd tys
mj;sk ;r.ldÍ n,fõ. 
úYaf,aIKh lsÍug Ndú; lrk
rduqjls
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Product Life Cycle Analysis ksIamdok Ôjk pl% úYaf,aIKh

Step 02 Demand Forecasting
mshjr 02 b,ä u mqfrdal:kh lsÍu
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Demand Forecasting
b,ä u mqfrdal:kh lsÍu

Demand forecasting is the process of predicting future 
demand for a product. 
It's about understanding number of products needed by 
the customers and timing of the requirement.
b,a¨u mqfrdal:kh lsÍu hkq ksIamdokhla i|yd wkd.;fha we;sjk
b,a¨u mQ¾j wkqudk lsÍfï l%shdj,shhs'
b,a¨u mqfrdal:kh lsÍu u.ska mdßfNda.slhskag wjYH ksIamdok
m%udKh iy tu wjYH;djh we;sjk ld, jljdkqj wjfndaO
lr.ekSu isÿ flf¾¡

b,a¨u mqfrdal:kh
lsÍfï l%u

úúO u;hka iy ;SrK
u; mokï jQ l%u

ld,h u; 
mokï jQ

l%u

fya;= iy M, l%u

.=Kd;aul
l%u

úfYaI{ u;h ( lafIa;%fha m%ùKhkaf.ka
fyda l<ukdlrejkaf.ka woyia
,nd.ekSu'

fv,a*s l%uh ( m%ùKhka lKavdhulf.a
woyia tl;= lr ksjerÈu ks.ukhlg
meñŒu'

p,k idudkHh ( miq.sh ld, iSudjl ^Wod( 
wka;su udi 3& úl=Kqïj, idudkHh .ekSu'

uE; o;a;j,g uq,a;ek §fï l%uh ( uE;l
isÿ jQ úl=Kqïj,g jeä nrla § b,ä u
fjkia jk úg blaukska ilia lr.ekSu'

m%;smdhk úYaf,aIKh ( ñ," oekaùï" wdodhu
jeks n,mdk idOl wkqj b,ä u ;SrKh lsÍu'

wd¾Ól iy .‚;uh wdlD;ss ( idOl lsysmhla
tl;= lr .Kkh lsÍu ^Wod( ñ, ¬ 
wf,úlrKh ¬ ;r.ldÍ;ajh& úYd, 
jHdmdrj,g jvd;a iqÿiqhs'

fjf<|fmd< m¾fhaIK ( iïuqL
idlÉPd iy úuiSï u.ska mdßfNda.sl 
wjYH;d y÷kd.ekSu'

úl=Kqï n,ldfha woyiaa ( fl<skau
mdßfNda.slhka iuÕ .kqfokq lrk
wf,ú lKavdhfuka f;dr;=re ,nd.ekSu'
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Step 03 : Setting Sales Objectives
mshjr 03 (  úl=Kqï wruqKq ;SrKh lsÍu

Sales Objectives úl=Kqï wruqKq

Sales objectives are specific targets a business sets 
to guide and measure the sales performance.
Sales objectives guide the direction of sales 
team. It motivates them and can be used to 
measure the performance. 
úl=Kqï wruqKq hkq úl=Kqï ld¾h idOkh fufyhùu iy uek ne,Su i|yd
jHdmdrhla úiska ilia lr.kakd ksYaÑ; b,lal fõ'
úl=Kqï wruqKq u.ska úl=Kqï lKavdhug hd hq;= ÈYdj fmkajd fohs' tAjd
u.ska Tjqkaj Wkkaÿ lrjk w;r ld¾h idOkh uek ne,Sug Ndú; l< yel'
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Objectives shall be SMART úl=Kqï wruqKq SMART úh hq;=h

Setting Sales Objectives
úl=Kqï wruqKq ;SrKh lsÍu

Revenue 
Based
wdodhu u; 

mokï jQ

Volume 
Based

ksIamdok m%udKh
u; mokï jQ

Market Share 
Based

fjf<|fmd< fldgi
u; mokï j

Customer 
Based

mdßfNda.slhska u; 
mokï jQ

Activity 
Based

l%shdldrlï u; 
mokï jQ

Achieve a 
monthly 
sales target 
of Rs. 2 Mn
udislj
remsh,a ñ,shk
2 l úl=Kqï
b,lalhla
imqrd .ekSu'

Achieve a 
monthly sale of 
1,000 units per 
month
udihlg tAll
^1"000& l úl=Kqï
b,lalhla imqrd
.ekSu'

Capture 20% 
market share from 
local markets
m%foaYfha
fjf<|fmdf<ka 20] l 
fldgila ,nd .ekSu'

Acquire 30 new 
customers per 
month
udihlg kj
mdßfNda.slhska 30 
fofkl= Èkd .ekSu'

Make 20 
customer calls 
per day
Èklg mdßfNda.sl 
weu;=ï 20 la ,nd
§u'
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Step 04 : Developing Sales Strategies
mshjr 04 ( úl=Kqï Wmdhud¾. f.dvke.Su

Sales Strategy úl=Kqï Wmdhud¾.

Sales strategies are the methods and
actions used by a business to achieve the 
sales targets. úl=Kqï Wmdhud¾. hkq úl=Kqï b,lal
imqrd .ekSu i|yd jHdmdrhla úiska Ndú; lrk l%u iy
l%shdud¾. fõ'

Objective wruqK

Strategies Wmdhud¾. 

WHAT l=ulao@

HOW flfiao@
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úl=Kqï Wmdhud¾.
ñ, kshu lsÍu m%j¾Okh úl=Kqï lKavdhu

• jÜgï iy úfYaI §ukd
• NdKav lÜg, ñ, l%uh
• ufkdaúoHd;aul ñ, l%uh
• ;r.ldÍ;aj ñ, l%uh

• oekaùï
• tlla .kakd úg tlla fkdñf,a §u
• iudc udOH iy m%isoaO mqoa.,hska

yryd m%pdrKh
• fkdñf,a idïm, ,nd §u

• mqyqKqj ,nd §u
• b,lal iy Èß.ekaùï ,nd §u
• úl=Kqï ksfhdað;hska jeä lsÍu
• ndysr wdh;k fj; ld¾hhka 

mejÍu

mdßfNda.sl iïnkaO;d ksIamdokh fnod yeÍfï ud¾.
• úYajdijka; mdßfNda.sl iq/lSfï

jevigyka
• wf,úfhka miq fiajdjka
• tla tla mdßfNda.slhdg fjka

fjkaj ikaksfõokh lsÍu
• úuid ne,Sfï weu;=ï ,nd §u

• ksIamdÈ;fhaa úfYaIdx. jeäÈhqKq
lsÍu

• weiqreïlrKh
• ksIamdÈ;hg w;sf¾l wx. tl;= 

lsÍu

• wka;¾cd,h yryd
• fnodyßkakka yryd
• is,a,r fj<|ie,a
• iDcq úl=Kqï

Step 05 : Sales Plan 
mshjr 05 ( úl=Kqï ie,eiau
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Sales Plan úl=Kqï ie,eiau

Sales plan is the final step of sales planning. It’s 
where the details gathered from market 
analysis, demand forecasting, sales objectives 
and strategies are combined into an actionable 
document.
úl=Kqï ie,eiau hkq úl=Kqï l%u iïmdokfha wjidk mshjrhs'
fjf<|fmd< úYaf,aIKh" b,ä u mqfrdal:kh lsÍu" úl=Kqï wruqKq iy
Wmdhud¾. u.ska ,nd.;a f;dr;=re ish,a, tl;= lr l%shd;aul l< yels
f,aLkhla njg m;a lrkq ,nkafka fuys§h'

Sample Sales Plan for CodeLoom T Shirts
ResponsibilitySales StrategyDeadlineSales TargetProductSales 

Channel

WhoHowWhenWhatWhere
Digital Marketing 
Team

• Social media boosts
• Brand Promotions
• Special Offers
• Influencer Promos

By May 2026To achieve a 
monthly income 
of Rs. 1 Mn

Office T Shirts
School T Shirts
Track Kits
Casual T Shirts

Online

Sales Team• Brand Promotions
• Special Offers
• Sales/BOGOs
• Influencer Promos

By October 
2026

To achieve a 
monthly income 
of Rs. 200,000

Casual T Shirts
Office Shirts

In Store

Sales Team• Brand Promotions
• Special Offers
• Competitive Pricing 

By January 
2027

To achieve a 
monthly income 
of Rs. 100,000

Casual T Shirts
Office Shirts

Retail 
Shops
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