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Applying Markov Chain Method to Analyzing Sales Strategies
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Abstract: The sales process is shortly analyzed, and the model is established based on the sales states, M arkov
chain and Pfeifer’ s work. Based on the model, several sales strategies are analy zed and compared. The result
shows that a better sales strategy is first to improve the relationship with customers and then to promote pro-
ducts, when a sales plant is not in good relationship with customers.
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