CHAPTER 19

LINDELL’S NOTES

CHAPTER OUTLINE

19-1    OVERVIEW
A.
Personal selling involves oral communication with one or more prospective buyers by paid representatives for the purpose of making sales.

1.
Selling relies on personal contact.

2.
The goals of personal selling are informing, persuading, and/or reminding.

B.
Sales promotion involves paid marketing communication activities (other than advertising, publicity, or personal selling) that stimulate consumer purchases and dealer effectiveness. It includes the following:

1.
Coupons.

2.
Trade shows.

3.
Contests and sweepstakes.

4.
Point-of-purchase displays.

19-2    THE SCOPE AND IMPORTANCE OF PERSONAL SELLING
19-3    THE CHARACTERISTICS OF PERSONAL SELLING
A.
These are advantages of personal selling:

1.
Individual attention is paid to each consumer.

2.
There is a dynamic interaction between a buyer and a seller (the buyer-seller dyad). See Figure 19-3.

3.
It is flexible and adaptable to the needs of specific consumers.

4.
There is less waste than with advertising.

5.
It clinches sales and is usually the last stage in the consumer’s decision process.

6.
It holds on to repeat customers.

7.
It answers any remaining questions about price, warranty, delivery, and installation, and closes sales.

8.
Immediate and clear-cut feedback is provided.

B.
These are disadvantages of personal selling:

1.
It is ineffective for generating consumer awareness.

2.
It can accommodate only a limited number of consumers.

3.
Many customers desire self-service.

4.
Costs per customer can be very high.

5.
It has a poor image in the eyes of a number of consumers, and is criticized for a lack of honesty and pressure tactics.

19-4    DEVELOPING A PERSONAL SELLING PLAN
A.
Figure 19-4 shows the seven steps in the development of a personal selling plan.

19-4a    SETTING OBJECTIVES
A.
Objectives can be demand- and/or image-oriented.

B.
Usually, persuasion (converting consumer interest into a sale) is the major goal. See Table 19-1.

19-4b    ASSIGNING RESPONSIBILITY
A.
Personal selling is assigned to a marketing or sales manager who is involved with all aspects of selling.

1.
A small or specialized firm would likely have its marketing manager oversee selling or use one general sales manager.

2.
A large or diversified firm may have multiple managers assigned by product line, customer type, and/or region.

B.
The basic tasks of a sales manager are understanding and conveying the marketing plan to the sales force; identifying a sales philosophy, sales force characteristics, selling tasks, a sales organization, and methods of customer contact; sales forecasting; allocating resources; personnel management; coordinating with other marketing functions; assessing performance; monitoring competitors; making sure the sales force acts in an ethical manner; and upholding the image of the company.

19-4c    ESTABLISHING A BUDGET
A.
A sales-expense budget allocates expenditures among salespeople, products, customers, and geographic areas for a given period.

B.
Components of a sales-expense budget include sales forecast, overhead, sales force compensation, sales expenses, sales meetings, selling aids, and sales management costs. Table 19-2 contains a budget for a small maker of business machinery.

C.
The size of the sales-expense budget depends on geographic dispersion of accounts, product complexity, and recruitment and training needs of the sales force.

19-4d    DETERMINING TYPE(S) OF SALES POSITIONS
A.
Order takers process routine orders and reorders, usually handling pre-sold goods or services.

1.
Compensation is low, little training is needed, a variety of tasks is performed, and sales force size can be adjusted easily.

2.
They are inappropriate for creative selling, offer little information, have high turnover, and have limited enthusiasm.

B.
Order getters generate customer leads, provide information, persuade customers, and close sales. They are best with high-priced, complex, and/or new products.

1.
Order getters provide expertise and enthusiasm, expand sales, convince undecided customers, and gain peripheral sales.

2.
Order getters have a high-pressure image, require substantial training, may avoid some nonsales tasks, and are compensated well.

3.
Figure 19-5 contrasts order takers and order getters.

C.
Support personnel supplement the basic sales force by providing a variety of functions.

1.
A missionary salesperson distributes information about new goods or services.

2.
A sales engineer accompanies an order getter when a technical or complex product is being sold.

3.
A service salesperson usually interacts with consumers after sales are completed.

19-4e    SELECTING A SALES TECHNIQUE
A.
A canned-sales presentation is a memorized, repetitive presentation given to all customers interested in a given item. It is best with inexperienced salespeople handling inexpensive, heavily advertised, and pre-sold items.

B.
A need-satisfaction approach is based upon the principle that each customer has different attributes and wants, and therefore the sales presentation should be adapted to the individual consumer. It is best with skilled sales personnel handling expensive, complex, and moderately advertised items that involve customer questions.

19-4f    OUTLINING SALES TASKS 

A.
The selling process outlines the tasks performed by the sales force. See Figure 19-6.

1.
Prospecting is generating a list of customer leads. It may be blind or involve referrals.

2.
Approaching customers involves a pre-approach and greeting.

3.
Customer wants are determined by asking questions.

4.
The sales presentation includes a description of the product, its benefits, available options and models, price, associated services, and a demonstration (if necessary).

5.
Questions are answered, involving further information and objections.

6.
Closing the sale is getting the customer to agree to a purchase.

7.
The follow-up after the sale ensures that the customer is satisfied, makes referrals, and makes repurchases.

B.
Nonselling tasks may also be required, including setting up displays, writing up information sheets, marking prices on products, checking competitors’ strategies, doing test marketing analysis and consumer surveys, and training new employees.

19-4g    APPLYING THE PLAN 

A.
The plan is applied through sales management, which involves the planning, implementation, and control of the personal sales function.

B.
Sales management involves the following:

1.
Selecting personnel.

a.
Many traits are examined.

b.
Salespeople traits are matched with those of customers.

c.
Salespeople traits are matched to the requirements of the good or service being sold.

d.
A formal selection process is established.

2.
Training personnel.

a.
It can be through a trainer, classroom setting, lectures, printed materials, role playing, cases, field trips, and on-the-job training.

b.
It should teach selling skills and company and industry information, and provide for retraining.

3.
Territory size and salesperson allocation.

a.
Territory size depends on customer locations, order size, travel time and expenses, time per sales call, visits per account, and hours per salesperson.

b.
Salesperson allocation is based on ability, the buyer-seller dyad, the mix of functions, and seniority.

c.
Adequate customer coverage, minimum overlap and conflict, recognition of geographic boundaries, minimized travel expenses, solicitation of new accounts, proper salesperson reward potential, and equity must each be considered.

4.
Sales compensation.

a.
Under straight salary, a salesperson is paid a flat amount per time period.

b.
Under straight commission, a salesperson’s earnings are directly tied to sales, profits, customer satisfaction, or some other performance measure.

c.
A combination plan includes both salary and commission components. It is used more frequently.

5.
Supervision, which incorporates these four aspects:

a.
Sales force motivation.

b.
Measuring performance.

c.
Completing nonselling tasks.

d.
Initiating behavior changes.

C.
Other factors to consider are the evolving role of women in personal selling and the special nature of personal selling in foreign markets.

19-5    THE SCOPE AND IMPORTANCE OF SALES PROMOTION
19-6    THE CHARACTERISTICS OF SALES PROMOTION
A.
The advantages of sales promotion include the following:

1.
Attracting customer traffic.

2.
Maintaining brand or company loyalty.

3.
Offering quick results.

4.
Providing customer value and a reminder function.

5.
Increasing impulse purchases and volume sales.

6.
Generating customer enthusiasm and patronage.

7.
Developing channel member cooperation.

B.
Sales promotion also has several disadvantages, as follows:

1.
The image of the firm may be lessened if it always runs promotions.

2.
Consumers may perceive a decline in product quality.

3. Profit margins are often lower for a firm.

4. Consumers may not make purchases when the items are sold at regular prices.

5.
Sales promotion may shift attention away from the product and onto secondary factors.

C.
Sales promotion must be viewed as supplementary, and not as a replacement for other tools.

19-7    DEVELOPING A SALES PROMOTION PLAN
A.
Figure 19-8 shows the steps in the development of a sales promotion plan. 

19-7a    SETTING OBJECTIVES
A.
Goals are generally demand-oriented.

B.
They may be related to channel members and to consumers.

1.
Channel-member sales promotion objectives include gaining distribution, receiving adequate shelf space, increasing dealer enthusiasm, raising sales, and getting cooperation in sales promotion expenditures.

2.
Consumer sales promotion objectives include boosting brand awareness, increasing product trials, hiking average purchases, encouraging repurchases, obtaining impulse sales, emphasizing novelty, and supplementing other promotional tools.

19-7b    ASSIGNING RESPONSIBILITY
A.
Responsibility is usually shared by advertising and sales managers.

1.
The advertising manager would direct coupons, customer contests, calendars, and other mass promotions.

2.
The sales manager would be involved with trade shows, cooperative promotions, special events, demonstrations, and other individualized efforts.

B.
Specialists, inside the firm or outside, can also be used.

19-7c    OUTLINING THE OVERALL PLAN
A.
An overall sales promotion plan should be outlined and include a budget, an orientation, conditions, media, duration and timing, and cooperative efforts.

B.
Sales promotion orientation refers to the focus—channel members or consumers—and its theme. Sales promotion can be oriented to either or both channel members and consumers. 

1.
Channel member promotions should increase product knowledge, provide sales support, offer sales rewards, and aid cooperation and productivity.

2.
Consumer promotions should stimulate purchases, sustain brand-name recognition, and gain audience participation.

3.
Themes are underlying messages. See Figure 19-9.

C.
Sales promotion conditions are the stipulations that channel members or consumers must meet to be eligible for a sales promotion, such as minimum purchases, performance provisions, and/or minimum age.

D.
Media are selected. They include direct mail, newspapers, magazines, television, the personal sales force, trade shows, and group meetings.

E.
The duration of a sales promotion is set.

1.
Coupons often have quick closing dates.

2.
Frequent-shopper points often have at least one-year closing dates.

3.
Seasonality must be considered.

F.
The feasibility of shared sales promotions is weighed. Each party (trade associations, manufacturers and/or service firms, wholesalers, and retailers) pays some costs and gets benefits.

19-7d    SELECTING THE TYPES OF SALES PROMOTION
A.
Tables 19-3 and 19-4 show channel member and consumer sales promotion tools.

B.
The selection of sales promotion depends on company image, goals, costs, participation requirements, and enthusiasm.

19-7e    COORDINATING THE PLAN
A.
Sales promotion must be coordinated with other promotion efforts.

1.
Advertising and sales promotion plans should be integrated.

2.
The sales force should be notified of all promotions well in advance and trained to implement them.

3.
For special events, such as the appearance of a major celebrity, publicity should be generated.

4.
Sales promotions should be consistent with channel members’ activities.

19-7f    EVALUATING SUCCESS OR FAILURE 

A.
For many sales promotions, evaluation is straightforward since there is a direct link with sales volume or performance.

B.
Trade show effectiveness can be measured by counting the number of leads generated, examining the sales from those leads and the cost per lead, getting customer feedback about a show from the sales force, and determining the amount of literature given out at a show.

C.
Some sales promotions—such as event sponsorships and T-shirt giveaways—are more difficult to evaluate because objectives are less definitive.

D.
Examples dealing with the effectiveness of sales promotion are illustrated.

