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Abstract

Sales presentation is defined as the "main body" and as an important
stage of the sales process. The aim of research is a model for effective
salesperson presentation in industrial markets. method of research is
qualitative, exploratory, applied, and analysis method is GT theory. The
statistical population is the clothing wholesalers of Tehran. judgmental
purposeful is sampling method and interviews were conducted with 15
salespeople. The data collection tool is in-depth interview. Validity and
reliability of the research findings were checked by with expert
academic researchers and data analysis was done using Nvivo software.
The analysis of the interviews led to the identification of six main
categories, which are: 1. Causal factors, including the core categories
of passion for work and attractiveness of the seller. 2. The axial factors
include the central category of trust building for the acceptance of the
seller. 3. Intervening factors include the core categories of
psychological capital, emotional intelligence, spiritual intelligence,
managerial  ability, product characteristics, and personality
characteristics. 4. Contextual factors include the central category of
situational factors. 5. Its consequences include the central categories of
personal consequences and organizational consequences. 6. Effective
strategies include the core categories of grooming, communication
skills, professional ethics, and sales presentation skills. Finally, the final
model consists of 15 categories, 44 concepts and 112 primary codes.

Keywords: buyer-seller relationships, seller's Effective
presentation, industrial market, sales performance
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