Outline of Chapter 15

              PERSONAL SELLING

              INTRODUCTION

                  Transparency 101

                  "Overview of Key Personal

                  Selling Issues"

              THE IMPORTANCE AND ROLE

              OF PERSONAL SELLING

              Salespeople are communicators

              who build relationships 

              Personal selling requires

              strategy decisions

                  Transparency 102 (Exhibit

                  15-1) "Strategy Planning

                  for Personal Selling"

                  Overhead 156 "Personal

                  Selling"

              Personal selling is important 

              Helping to buy is good selling 

              Salespeople represent the whole

              company--and customers too 

              Sales force aids in market

              information function as well 

              Salespeople can be strategy

              planners too

              WHAT KINDS OF PERSONAL

              SELLING ARE NEEDED?

              Personal selling is divided into

              three tasks

                BASIC SALES

                TASKS--Order-getting,

                order-taking, and supporting.

                  Transparency 103 "Basic

                  Sales Tasks"

              ORDER GETTERS DEVELOP

              NEW BUSINESS

              RELATIONSHIPS

                ORDER

                GETTERS--salespeople

                concerned with establishing

                relationships with new

                customers and developing new

                business.

                ORDER-GETTING--seeking

                possible buyers with a

                well-organized sales

                presentation designed to sell a

                good, service, or idea.

              Producers' order getters--find

              new opportunities 

              Wholesalers' order

              getters--almost hand it to the

              customer 

              Retail order getters influence

              consumer behavior

              ORDER TAKERS NURTURE

              RELATIONSHIPS TO KEEP THE

              BUSINESS COMING

                ORDER

                TAKERS--salespeople who

                sell to the regular or

                established customers,

                complete most transactions,

                and maintain relationships with

                their customers.

                ORDER-TAKING--the routine

                completion of sales made

                regularly to the target

                customers.

              Producers' order takers--train,

              explain, and collaborate 

              Wholesalers' order takers--not

              getting orders but keeping them 

              Retail order takers--often they

              are poor salesclerks

              SUPPORTING SALES FORCE

              INFORMS AND PROMOTES IN

              THE CHANNEL

                  Overhead 157 "Supporting

                  Salespeople"

                SUPPORTING

                SALESPEOPLE--salespeople

                who help the order-oriented

                salespeople--but don't try to

                get orders themselves.

              Missionary salespeople can

              increase sales

                MISSIONARY

                SALESPEOPLE--supporting

                salespeople who work for

                producers by calling on their

                middlemen and their

                customers.

              Technical specialists are experts

              who know product applications

                TECHNICAL

                SPECIALISTS--supporting

                salespeople who provide

                technical assistance to

                order-oriented salespeople.

              Three tasks may have to be

              blended

                TEAM SELLING--different

                sales reps working together on

                a specific account.

              THE RIGHT STRUCTURE

              HELPS ASSIGN

              RESPONSIBILITY

              Different target markets need

              different selling tasks 

              Big accounts get special

              treatment

                MAJOR ACCOUNTS SALES

                FORCE--salespeople who sell

                directly to large accounts such

                as major retail chain stores.

              Some salespeople specialize in

              telephone selling

                TELEMARKETING--using the

                telephone to "call" on

                customers or prospects

                  Overhead 158

                  "Telemarketing"

              Sales tasks are done in sales

              territories

                SALES TERRITORY--a

                geographic area that is the

                responsibility of one

                salesperson or several working

                together.

                  Overhead 159 "Some

                  Bases for Setting Sales

                  Territories"

              Size of sales force depends on

              workload

              INFORMATION TECHNOLOGY

              PROVIDES TOOLS TO DO THE

              JOB

                  Overhead 160 "Sales

                  Technology"

              Changes in how sales tasks are

              handled 

              New software and hardware

              provide a competitive advantage

              SOUND SELECTION AND

              TRAINING TO BUILD A SALES

              FORCE

                  Overhead 161 "Sales

                  Selection and Training"

              Selecting good salespeople takes

              judgment, plus 

              Job descriptions should be in

              writing and specific

                JOB DESCRIPTION--a written

                statement of what a

                salesperson is expected to do.

              Good salespeople are trained,

              not born 

              All salespeople need some

              training 

              Selling skills can be learned

              COMPENSATING AND

              MOTIVATING SALESPEOPLE

              Compensation varies with job

              and needed skills 

              Payment methods vary 

              Salary gives control--if there is

              close supervision 

              Incentives can be direct or

              indirect 

              Flexibility is desirable--but

              difficult to achieve

                  Overhead 162 "Flexibility in

                  Sales Compensation Is

                  Desirable"

                  Transparency 104 (Exhibit

                  15-2) "Relation between

                  Personal Selling Expenses

                  and Sales Volume--for

                  Three Basic Personal

                  Selling Compensation

                  Alternatives"

                SALES QUOTA--the specific

                sales or profit objective a

                salesperson is expected to

                achieve.

              Simplicity shows the link

              between effort and income 

              Sales managers must plan,

              implement, and control

              PERSONAL SELLING

              TECHNIQUES--PROSPECTING

              AND PRESENTING

                  Transparency 105 (Exhibit

                  15-3) "Key Steps in the

                  Personal Selling Process"

              Prospecting--narrowing down to

              the right target

                PROSPECTING--following all

                the leads in the target market

                to identify potential customers.

              All customers are not equal 

              How long to spend with whom? 

              Three kinds of sales

              presentations may be useful

                SALES PRESENTATION--a

                salesperson's effort to make a

                sale or address a customer's

                problem.

                  Overhead 163 "Sales

                  Presentations"

              The prepared sales presentation

                PREPARED SALES

                PRESENTATION--a

                memorized presentation that is

                not adapted to each individual

                customer.

                CLOSE--the salesperson's

                request for an order.

                  Overhead 164 (Exhibit

                  15-4) "Prepared Approach

                  to Sales Presentation"

              Consultative selling

              approach--builds on the

              marketing concept

                CONSULTATIVE SELLING

                APPROACH--a type of sales

                presentation in which the

                salesperson develops a good

                understanding of the individual

                customer's needs before trying

                to close the sale.

                  Overhead 165 (Exhibit

                  15-5) "Consultative Selling

                  Approach to Sales

                  Presentation"

              Selling formula approach--some

              of both

                SELLING FORMULA

                APPROACH--a sales

                presentation that starts with a

                prepared presentation

                outline--much like the

                prepared approach--and leads

                the customer through some

                logical steps to a final close.

                  Overhead 166 (Exhibit

                  15-6) "Selling Formula

                  Approach to Sales

                  Presentation"

              AIDA helps plan sales

              presentations

              Ethical issues may arise

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 15

              Transparency 155

              (Minolta) "Does your copier look

              like this most of the time?"

              A salesperson who has the skills

              to get orders for expensive

              copiers may not have the

              technical skills to provide support

              after the sale.

              Transparency 156

              (Procter & Gamble) "Our pre-built

              displays can help you cut costs.

              How much depends on how you

              handle them."

              This ad informs retailers about

              Procter & Gamble's Streamlined

              Display system, but the job of

              explaining the details of the

              system and how it will help the

              retailer is left to a sales rep. The

              copy at the bottom of the ad says

              "A Procter & Gamble

              representative will contact you

              soon to show you how

              merchandising with Streamlined

              Display can grow your volume

              and cut your costs."

              Transparency 165

              (Iomega) "How do you follow up a

              cool multimedia presentation?

              Cool multimedia handouts."

              With the storage capacity of 70

              floppies, zip disks make it easy

              for sales reps to go to a sales call

              with a dynamic multimedia

              presentation--and even to leave a

              copy with the customer.

              Transparency 169

              (DisplayOne-Menasha Corp.)

              "This is the only display that will

              get more attention in-store."

              DisplayOne helps firms design

              attention-getting in-store displays,

              but getting the cooperation of

              retailers in placing such displays

              is usually a job for a firm's own

              supporting (missionary)

              salespeople.

              Transparency 180

              (The Product Line) "She isn't

              building it or fixing it. She's selling

              it over the phone."

              Telemarketing is often an

              economical way to contact

              customers that are spread out

              geographically or not large

              enough to justify a personal sales

              call. Telemarketing is typically

              used in simple sales situations

              and for order taking, but The

              Product Line gives its telephone

              salespeople training in the

              products they sell (as

              demonstrated by this ad) so they

              will be able to handle more

              complex sales situations.

              Transparency 187

              (Avondale Boat Division) "We

              build boats with style... Avondale

              started out building boats over 50

              years ago...and is still building

              them."

              At first impression this seems like

              a pretty production-oriented

              message to be sending to

              customers--and not a message

              that differentiates Avondale from

              other boat building companies.

              On the other hand, in this market

              advertising doesn't sell custom

              built boats. Rather, it just informs

              potential customers that the

              company is available to meet their

              needs and encourages them to

              call for more info--and then the

              job of differentiating the company

              as a supplier is left to the

              personal selling effort.

              Transparency 188

              (Grainger) "There's a lot more to

              EPACT than just changing

              lamps."

              Grainger has well-trained

              salespeople to help customers

              select lighting and equipment that

              meets government rules.

              Transparency 197

              (McCormick & Co) "The most

              complete sales and profit building

              program in the seafood business!

              Golden Dipt & Old Bay. We make

              selling seafood easy."

              This trade ad informs

              supermarket buyers about

              McCormick's program for building

              profits in their seafood

              department and gives the buyer a

              toll-free number to call so that an

              Old Bay sales representative can

              give them the details of how the

              program works. Buyers who

              respond to the ad would probably

              be classified as the best

              prospects and given immediate

              attention. However, sales reps

              would also make "cold calls" on

              other buyers to try to persuade

              them that the merchandising

              program was consistent with the

              objectives of their stores.

              Transparency 224

              (Epson) "You've got to see it in

              Epson color. The world leader in

              high-performance portable

              projectors-gives you the power to

              add impact to any presentation."

              Epson promotes its

              high-performance portable

              projectors as an effective way to

              add impact to any sales

              presentation. More and more

              salespeople are using sales

              technologies to save time and be

              more effective in targeting

              prospects, making presentations,

              and closing sales.

              PERSPECTIVES ON TEACHING

              CHAPTER 15--PERSONAL

              SELLING

              Personal selling is a very

              important area for most firms,

              and it is especially important for

              those firms that compete in

              business-to-business markets. It

              is also an area where there are

              many very attractive and

              challenging career opportunities

              for undergraduate marketing

              majors. Yet, at the same time,

              many students have a negative

              view of personal selling. Perhaps

              this is a carryover of the "Willy

              Loman" stereotype or experience

              that a student may have had with

              a not-very-capable retail

              salesperson. Thus, along with the

              content objectives related to this

              chapter it is useful to think

              explicitly about ways to offset

              these perceptions and help

              students to see that there are

              interesting career opportunities

              in personal selling that offer the

              potential for professional and

              personal growth as well as the

              challenge of being a real problem

              solver for the company and its

              customers.

              The chapter-opener example

              focuses on Alcan and its

              company-wide commitment to get

              closer to its customers, especially

              in relation to its partnership with

              GM to produce the EV1. This

              case can be used to emphasize

              the reality of the promotion jobs

              that need to be accomplished in

              business markets. They require

              close, interactive dialogue with

              customers. The example touches

              on almost all of the key issues

              which are covered in this chapter,

              ranging from topics such as the

              kind and number of salespeople

              needed, selection and training

              issues, and compensation and

              motivation. It is probably useful to

              emphasize that these topics are

              not limited in importance to large

              companies like Alcan or GM. To

              the contrary, they are every bit as

              relevant to a small firm as they

              are to a large firm. In fact, as

              firms of all sizes work to develop

              closer relationships with

              customers more people from

              different areas of a company

              have at least some responsibility

              for personal selling--and that

              includes everybody from the top

              executive to the lowest service

              worker.

              The section of this chapter that

              starts on page 424 includes a

              detailed vignette of how sales

              technologies that didn't even exist

              a decade ago are reshaping the

              personal selling job. Similarly, the

              highlighted teaching case for this

              chapter (on page 425) relates to

              the increasing use of computers

              by different sales forces. These

              cases can be used to introduce

              discussion on several very

              important points. First, it

              reinforces the idea that changes

              in information technology are

              having a dramatic effect on many

              areas of business. This is a

              theme which is extensively

              illustrated across this edition of

              Basic Marketing. In addition, this

              case provides a good opportunity

              to stimulate student thinking

              about how a sales reps allocates

              time to different responsibilities.

              Given the high cost of the

              personal selling effort in most

              companies, this is an important

              issue. Once students see that the

              nature of the sales job means

              that there is the potential for

              much inefficient or wasted time,

              the discussion can turn to ways

              in which use of the computer can

              improve the efficiency of that time

              and effectiveness in helping

              customers solve problems. This

              approach is effective because it

              encourages students to

              "rediscover" that a common

              theme among many of the topics

              developed in this chapter is a

              focus on how to achieve a more

              efficient and effective use by

              salespeople's time--so that the

              effort contributes to achieving the

              marketing strategy objectives.

