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W ETING CONTROL SYSTEM

- M.C.5, =

1. Purpose of the Marketirg Control System — MCS - (1)

The action and decision ot the “arketing danagement contri-
bule to the success or failire of the knterpriue. In hi: area of
responsibility, tne job of t:e varketing Manager 1s to seekinw .ays
and planning strategies for obtaining improvement of marketire
performance and profitability. To this purpose ho¢ applier a ser-
ies of checklists, based upon the accumulation ot mart et know-—
ledge and technical experience, tO asfes3 present cond ttions and

foreoast future opportunities and developments.

The Marketing Control OSyster (|‘-‘!.C.‘d.) is a marletin;s manage~ *
ment, tool composed of a strateric clecklist, concisely 'ind syste-—
matically developed to assist marv.eting manapers Lo craw concli- {

gions and to planning action, according to factual conditions and

aroertained needs. '

The primary aim of the M.C.S., is to puide and stimulate
Marketing Management's thoughts and aid perspective decisions
which will, by tkeir very nature, enhance the chances of s.ccess

and prosperity of the Enterprise.

2. Instrustions for the use of the M.C.S.

The M.C.S. oomprices a ssries of conorete marketing quest-
ions, whioh should be analysed and answered, at regular intervals.
Many of the questione require careful asesssment, and oonsultat-
ion with other operationsl Managers (Production, Finanoce, AMmini-
stration, etc.) before a decision is reached, The M.C.S. hae been

(1) The M.C.S. wvas oreated in 1968, by Prof. S.P. Pad 0leochia
for the use of students of the Buropean Marketing Inatitute,
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desipned to make it possible to examine tn. reality «f the mar-

kaetin:s context and to eriable “arketin,' Managers to work on them,

at any time nd in anyv place,

The '.C.5. contains a number of poinin or questions to he
considered, and by checking the colimns on the ri.cht it should
be ascertained if and what action was taken or it further act-

ion is regiired, The following headings are useds

N/A = Non-Applicable PAR = Partial action taken
YES = Aotion taken ACT = Action toc be taken im
NO =« Action not taken, or mediately
not to be taken ? « To consult if action
should eventually te
taken

Where headings other than these are used, they are explained

accordingly.

The M.C.S, should be processed at least every three months.
The answers should be thoroughly reviewed, to fully ascertain if
the original conclusions were correct, In certain circumstances
specific pages of the M.C.S, should be aliocoated to other mana-

gers or/and subordinates for compleiion, discussion and aotion,

At the top of every checkliat are oross references for trang
fer of items requiring further attention, The series of tables
from MCS 29 to 35 should enable Marketing Managers to speedily
analyse the type of aotion required and the impeding factors
which must be overoome to achieve the desired objective, They
also incorporate a Marketing Planning Sohedule for uee as and
when priorities are established.

The M.C.8, provides Marketing Management with an immedinte
check upon progress made on eaoh and every aotivity whioch was
planned or initiated, They can be occasionally used separately
as working papers and taken to top management meetings, if nec-
essary, in view of discussing aotion and plans with oolleagues,
who should be involved in deoisions whioh etill remain to be taken.

This will permit to promote greater understanding, oo-operation and




a good working atmosphere, at top management and operational

levels.

Come items in the checklist, which are not fully appli-
oable today, may well hecoms relevant in future as expansion
or changes in marketing corditions take place. In either of

these events, the M.C 5, will be a valuable aiie-memoire from

which to develop atrategic plans of aotion,

LT s
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MCS ) MARKETING PLANNING
N/AjYssinolPar | 2 JACT

1. Fxpressed as a 7/, of turnover, are the
total Marketiny costs:
(a) Incressing
(b) Static
(o) Decreasing

2. If increasing, do we know the precise
reason why?

}. Do we have a breakdown of ti. increased
costs in order to define the specifio
areas that must be improved?

4. Are we resignead to acceptance of this
higher 4 of costs?

Be ¢eeees Or have we taken action to re-
duce it?

6. If the latter, have we set a firm date
by whioh time improvement must take
plaoce?

Te ¢ceeese Or further remedial aotion is
to be taken?

8, What is the average time pariod before
we recognise a consistent upward/down-
ward trend in demand?

Number of monthss

9, Could we improve upon this time-lag
by introduoing any rerid form of ana-
lysis whicn would enable us to more
rapidly identify trends?

10, Can we oompare ourrent results with
those of similar periods in previous
ysars in terms ofs
(a) Total value of sales
(b) Area sales

-

) or and type of units sold

(d) Value of sales

11, If no, is our treding likely to suffer
in future years due to the laock of this
type of information?
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1 . Do e unow t-e non 2 0f pant
pro’itanle actounts wro1 i, nave
not traled wit . . luriac- tie
pact 1 mont a7

NM/ARY RS NO L A o

13, if yen, 1u the 1n:ilence of
clozed or dor-ant acco ntos

{(a) Increasing

(b) Static

(c) Decreasiag

14. If increasing, do we po.:sess firm
facts as to tne reasons why?

ATF

15, If yes, have we taken corrective
action based apon ttese factg?

16, Is the rate of openins new accounts
adequately compensating for clcsed

L' or doemant accounty?

of 'arketins policy in order to:

17. If no, should we consider a revision

; (a) Rerain tuis lost business

trading accounts

(b) Prevent the closure of current

Tc) ncrease the rate of opening

of new accounts

18, Do we know tne additional costs and
tima that could be made availatle,
if necessary, 10 acquire new businesu?

f’

woiild need to be delegated?

19, ......and the Marketing functions that

tien?

20, Could or should we replace any pre-
sent member of the staff by a person
with experienoe in Marketing activi-

this funotion?

2i. If no, would it be o: benefit to trai
or acquire suoh a person to oarry out

present methods of Marketing?

22, Do our plana fo. market exransion in-
olude any ohanges or additions to our
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IN/A

e TE yey codd wee contieg oW, by
eX:alflaertalion Oor 50 - otier
Aniy that these wmend orte will
ohtary b v e lrea res 02

24, If our plans for market expansior
are not conplete, whicn of the
followine codld ae evaliate to
gagtantish the nogt econonmic mean:
of attiinin- o.r objrctives?

(a) e approximite sice ind type
of pronotion reqiired to pro-
diuce expected resalto

(b) v.vens anrd tou respostive

costs thaereof

(c) Tho total costs of promotio-
nal strategics

(d) Tre number an. or valie of ore
ders required to break-even on
that promotional atrategy

(e

e

Trend.; in tne response rate of
promotion

(f) The averarre co.t of any onec
call made by a salesman

(g) The average val.e of order per
call, i.e, weekly sales divided
by number of calls

(hY .... . and the tremd of the aved
rage value of orders received

(1) The cost and success rate of
telephone oanvassing

- S

(j) The cost and success rate of
distribution strategy

(k) The cost and potential siccess
of outside specialist servicas
to supplement our uwn Marketing
effort

Ancillary products or servioen
that could be introduced - ard
the profit margins thereon

(m) The method and cost of assessi
the new business potential on
the perimeters of our present
area of Marketing

In what order of priority should
we obtain information relazing to
any of the above?




MCS 4 MARKKT TRENDS

'RADING EFFECT
= ]

1. How are we likely to be af- DON'T ¥
fected, within the next 12
months, by any of the fol-
lowing changes in our Mar-
keting strategy or within
our Market environment?

BAD EFF9CT

NO CHA

GOOD EFTFl.

NON APFLICAT .-

CHANGES IN3

| - - Neeods
- Taste
- Attitude

- Pu;ohga;ng eg;n tx
- Geographic Loocation
- Pac

- Promotjio

- Price +
- Availabil 0
= rroduc eoifications

- Name O roduct

~Weihods or Systems of i

- Cllent §orvioe |

-]iforig;g

- Hquipmen +
NOIPA

—1- N/A | YES

2, Of the items tioked "Good Effeot",
have we developed plans tc take ad-

vantage of the situation?
H . *
. Of the items tioked "Bad Effect”, have

we considered plans to minimize the

offect?
<+— X
4. Have ve aseessed the number of poten- T
tial nev customers entering our market? ﬂi F

5. Have we asscesed the potential value
of "alternative" oustomers of our pro-
duot?
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1. "o we acknowledre tnat our Competitors
are striving to 1rprove their methods
and tare busines: away from us?

N/aQYssINO Jiar] 2 L acT

2. Of whie! of the following could we be
Jd red caperior to o.ur Competitors «
by a potential cistomer?

‘a) Price

(b) Quality of Produgt

froduct foghulas

{c
{(d) Aftcr sale >

e] General efficic

eliver

0 vertiuing

T Trenotion

1; Credit stonm

uality of sal esmanghi

'roduct ima ‘e

(1) Company ima e

3, Wiich items in the "No" or "Par" co-
lumna have undergone improvenrent or
revision withiin the last 12 montha?

Ttem:

4, Which items remaining in t:ese co-
lunns could or should receive atten
tion now”

Ttems

By whom:

I

-

5. Are there any items in the "N/A" CO-
lumn which may become applicable and
which should receive attention now?

Item:s
CUNERAD CHNERSD CEEND STaunll CHNERED

6. Have any of our oompetitore recently
introduced any new marketing methods,
techniquee, materials, components or
equipment?

T. If yes, have we assessed the oost
and the advantage of introducing
any ~f these ourselves?

#——AT —

1 111 11 }J
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LIV AT B D ‘ Lol Wit re -
ity ”

- Jal.e of omMers recter s o
—WSToT valic o onlers 1o fand
- awaitinges delivery
- RreL ales perior.i:e
= T 7:0 AL il per.ormane
T K lys. s oF iniils sold
— Tevelopaenl 11naal Lotals
= Jar.in:es Lo forecist
— N.mbor of enjairies received
T Tonversion ritio = initinl wnqiiries
to elfectiv. sales
- M.nber of peudl . 3ales
3

- Valie of pendl i sale:
- ~onplaiuts

- Volune and val ie ol new c.alomers
- rrodiction delays

- Jervice delays

- . iatribution delays H
— l.rchasing’ delays

2. yhat factors prevent { om prociciie
lar.rer quantities?

- uacs. of personnel

- Inajejuate distribution sysiaem

-~ Inalegidtle markel inormation

~ Lack of co-ordination between productlon
and sales

- Lack of equipment

-~ Uther reasonst
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AUDIT

—

Are our ~rketing recorde siufficirently
compret.ensive to provid -, as necessary,
tne means tor:

a. Analysis of sales performance

?

AT

lN Ay B‘] NORPA 2

. i « v -’

c. Jefininge ralio of caulls to sales ob-
tained

X. Dellning average number ol 8ales

avera/e valie Ol 8a

Forecasting of sales

' . Anaiysis of coupetitive activity
‘ E. Xssessmont ol markel coveragz
mani g s

g3essment of dg

k. Re-allocation of territories

. entification o nea" or "alterna-
tive" customers

m. DeliningZ our share of tie Darsek

n, Delining trends in market denand
o, SOrt aria fonr-tarm marketing stra-

‘ ey planning
p. "easirement of diatribution chanuels

affectiveness,

4, Could any of the above listed items be
economically introduced?

If yes, itenst




MOL o

l.

Are our rsirtrn Lo ol bes ot e b Lo an
rnal or pepriodle roveoo W

VO Oar arrstriral)y oL, S5lam v e L miile

num ol Mo antone e oate V=g lock” corddation 7

Yo woen "oit=of=gtocr” dois ooy 10 var de=-
livery del wy period accectabbe Lo the mato
rity ol o astoners’

4. Does our meb o 00 diystes atvon o ma it o=
nance of castoncrs stock=t.vel cor cre 1o
reably wa b tiat ol oar Conpet i tors

e Do we know tue totl aher of Pistrilutor’
Retail outlet wil in oor wre. of dastribn-
tion?

6. Tf noy, have we sct o, ar. recording gystem
whicth will altioately provide o witb s
infornstion?

7. If no, have we cuonsldera. - plin to col-
lect auch 1nforuiti n?

&, Tf this inforamtion 1. o reconly hiave wet
a. vaterorised all or, sty e athion

ety?

b, Bstablished Ly coivvcto e Loy and “eo=
pgraphic lec .ty o thooo e e hation oul=
lets with the bistes peo’ . L poteulinl”

C. Directed any 5 cCi.al 6. .0rt towamls Lhege
digtributors and u: 1l yeed ti o resaltg?

. early delln ¢ Grecil1e hilyin: -
sistancaes whic, rooain?

e. r'repared a plan ol actiou to overcoue
tliese resistanc..?

9, llave we surveye! o r aistributors to deter-

mine their de;rec o' ivtisfaction with our
policies concernin.s

- Delj il

- Dervice

- promotion and merchandizing nelh
- nce

- Advertis gupport

10, If no to the aubove, should we undertake a

survey to tesl ti.cir desree of satisfaction
and their reasony ¢f insatiusfaction?
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JUTHTIRUYTON

Before appointin, distributors, tve we
ascertainud trat:

a, Morial distribators cont Pt tre o on
fi1le

Y k)

NO

I’A it

? !AC T

b. Treir area of operation 1.: cloarly
define

Cc., ales tarm at. 1re et

d, v orminimum atock levils asroed

f. If tarts are not set, the 1nitial
contract 15 probatory, and will he
comlirvd sunject 10 readts

I'e They do not desire the contract tor
the sole purpose of restrictines sa-
lea of o.r prodat in their area of
operation

T i'Me lines carried by our distribators
do not corflict with our own

i, We know tte turnover that he obtaing
on his other lines - and his reason
tor desiring a further line

i. Our comnission/discount terms are of
equal inoentive to the other lines
carried

J. We thoroughly investigate their ser=-
vice facilities and verify the num-
ber, oalibre ard experience of their
personnel

) A

After appointme 't of distributors do wes

a, set up oommunioation proced:.res to en
sure prompt attention to enquiries/
servioing/complaints

b, .., with a oclear understanding that
we require fecdback ~. the results
of calls

c. provide adequate tr.ining to the dis
tributors' personnel

d. immediately inform them of additions
or modifioations of the range of pro
ducts

. that we pay commissions promptly

13.

Do we acknovledge that distributors usi
ally require more motivation than ou-r
owr: marketing personnel?

4.

Do we issue bulletins or newalelterg to
infors distridutors of the pro;sress ami
sucoesset of our yproluct lines?




MCo 1O PROMOTTON

NON AVPLTCART
At approximately what level of

turnover should we improve in-
trodice any of tre tollowing
promotional itemns?

POOR

FATR

i
ACT | TITH-
. SATTORACTO U

GO0n |

l. ‘‘reygs Heleases

B Tress ntelations

. Letlaerheads
. Vvisiting Cards
g o :;:rgae Mang
"6, Leaflets

. Laidlogues 1
"B, Direct E;ail material !:
. Postery !

s |
11. TransportiColour and Message |
12. Packaging

13. Point of Sale Dis
other Displ

iinE

16. In-Store Promotions
17. Fie es Aids
18, Samples
19, Premium Offers

. Ties
2

21, Bgdges
22, Unj formg
23. Which promotional items are undergoing ‘

improvement now?

Number: — \

- 1
24 . Which promotional items are in the pro- |
cess of introduction? |

Number:

25. Whioch promotional items oould be im-
proved or introduced within the next
3 months?

Numbers

26. Which promotional items are we not ap- 7&
plying vhich would be worthwhile inves
tigating now?

Number:

1




MCL 11 PROMOTION

F
N/l YeANORPAR | 2

ACT

Do our catalorues and leaflets adequately
convey the tollowings

a. Company's ip-to-date image

b. Noddernity of premises/equipment./processing # {

c. Depth of our experience

d. Quality of our techniques/prod.ict - -

e. Attention to detail

f. Wality aid speed of service

&. lDesire for custoner satisfaction

h. Ability to solve problenms
5. cing policy
J. Tange of products

k. Teshnical details readily understandable

1. Areas of distribution

m. A suggestion to enquire for further details

Space for Diatributor's/Dealer's name and
address
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Ity

Oy on

|, Have we clearly detined thore vt oty of
the nterprise an 0 i pratitts, ser-
vice, price, etlo. whish shoi1ld torm the
fandamental treme of o.r promotional can

pa1 ms?

NOREAY

>, Have we identithied tre "iger,me' we wish
to project?

1, ave we adeetofred the mier o parpere of’
our promotional appeal”

4. Is our promction stratermy des: 1l tog

- Ureate interest and enquiiry

Neate immoedialc sales

~ hemind our name to tte markel

—orten niying resislance
e e L e market to experiren’ our

prodct(s)

— Toster a esire 1o change

- He-cap!u re lost cusctomers

P
— nreate new cugtomers

—wTImilate market to impnlce baying from
.8 instead tuoan from compet1lorg
t
)

. Refore approving and launchin- tte promo-
tion campairn do we check at o1ty

s effectively carr ing the thcne

= 16 believablc

=TIl cartire market attentron aad 1nte=
rest

=] be remembered

=TT Improve our ima,c in the T rket

fipon receivi- enniires, liive we agcert-

indiced the enquiry?

ained the form of promoticr whict may have

Do we review our promotional bud;-et at
times otner than the commencament. of the
financial year”




vy 13 FARY ETING MANAGITVNT

1oen
1. On averape Low would |, rate

the attribites of my Person
nel’

SATTIOEACTCRY

00D

VERY .",()()I.T

CEPTTON FROM
AVFRAGF -~ NAME

a. i,oyalt;
b. Enthusiasm

T. bel

1
g, Determination
h, fo-opQrLt;cn
1. Ambition
. mriclencs
MR SR

€
.

1.leadership

m, Appiication
n. Attatude 1o guperiorg

o, Attitide to subord)nates

-

ACT

2. Is there any memter of my ['ersonnel that I
wculd not be willing to re-employ?

Heve all Personnel been informed, in writing,
of the policies and objective~ of the Enter-
prige?

llave all Personnel been informed, in vriting,
of their specific duties and responsibilities?
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-
L,

(i averne  ow wo Ldowe
rate tne application

ot our 'ersornel and
‘nerr atility tos

ALY TN MANAGE N

POOR

WA

SAT A oY

HY

ViskY GOC i

ACT

a, ‘rganlse

FCCWPPTON FROM
AV RAG S

- NAUK

b

b, ~otivale

c, Control

q. Teach by example

f. Recruit

z:’l. Train

h. Analyse pe:rformince and
correct actions

1. oeek advice

Y. communicate witi s.periors

k. conduot meeliry s

T. Nerotiate

m. Gl0sc larfe orders

n. Open new accounts

0. Rchieve expected results

2.

From study of the above, wshould
training be given?

yes, should this be Ynternal?

4.

v.....External course?

..-...EOHA;

6.

-

Te there any member of the Persor.el
who is likely to seek or who should
reoeive additional incentives with-
in the next 12 months?

7.

If yes, was a target of achievement
appropriately set?

\8 thoere aiy aember of the Personnel
who is likely to be terminated/leav-
ing within the next 12 months?

9,

If yes, do ve already have a suooes
sor?

L1 11
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CAHE

AdAcs 0

1.

'
!

)

s

NG

CAL

?

DO We know tne precise quialities and
qanlitiitions woe see< in a candidate
for 4 marketirny p st 1 terme of':

a, Mareetinge experience nd back. ronu

b, Teclny vl nareebing skill

. bersonnly ty

B
r 4

d. Amtition

lioes our recrultment system attract the
tvpe of marketing man that we would wich
to employ”

o

If yes, have we studied the recriitaern:
practices adopted by our competitors?

Do we know why ouar competitors acquire
tue type of marketing personnel that
we would wish to employ?

a. Our psalary scale is in line with tne

llave we recently contirned that:

market?

!
b, Our bonus and/or commission struct-

ure 1s an adequate incentive?

¢. Our fringe benefits are of suffi-
cient attraction?

a. Convey a general air of efficiency

At time of interview do we:

and enthusiasm?

.__..4;_"._-4. e

b, Ensure that our method amd/or manner

does not deter an applocant with
good potential?

4

o, Sell the right image of our enterprise?

Do we ensure minimum delay between times

of application, interviews, final seleoi
ion and notification?

apprliocants have rejeoted the job?

Have we verified the reasons why previoue

we adequate information as to the total
oost of advertising, seleoction, trein-

When we smploy a new marketing man, have

ing, salary and expenses before he starts
to produce profitadle results? h




MARY 100 MATAL Mo

N/l y s nofrac 2 T

1. 1u oar turnover ot markoeting perconnel
a., Yigher than previons year:

b, Approximate 1, the el in previ-
Ol yudrs
c, Lower tnan 1n previo FRES N

2, 1t hagner:

a. Stoild we improve o rucrultument
proced ires:

b, Do we provide L fticient trunlng
befure seek) - economid res s’

¢, sShould we revise our movhetin  tralr
i1y proced res?

4. Do we provide uae) Gt tield tradnin

@, iave n.rhetin mann. ent e ved
adeqinte instracti o ns v Lyt oand
motivation technin ses?

f. T yes, are t'osc el e ton, manias
lised?

~, Arec we rapidly et i and cor=
ractirn;s specifle Welt pases lnor=
weting pervsonn:l perferman seu”

I, Are we providin siificyent motivit-
ion?

i, should we hold more wrrclinge meet-
ingrs?

J. Are our marketing meetings received
with entrusiesm?

k. Are marketing tar ts attainable hy
new perBOnnel?

}y, When u member ol tne gtaff departs, do
we enieavour 10 ohtain their thrue reag
on for leavin:’”

4. 18 all the mar-eting personnel t'qustomer
conscious' - helptul and courteous at all
tinen?

5, In general, doen tne total cos;t of acqui-
ring new aarketing pereunnel compare fa-
vourabiy with the cost of re-training and
motivating low performance old personnel?
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VALK TG AN

A

In tre scompetition to obtian tre scr-
vices of prood marketing per.connel, 1in
crencril do we pite o ajreal by come
parison L¢ other locial companies?

salaries

N

A

Y43

NO li‘/\ i

?

AT

a.
b. bonuses

o, profit stinrin:

L. penglon soioene

e, workings conditiong

e WOrking toura

. Work load:,

rn. holidays

. . 7 N
1. ancenities/facilities

Jeo JOb security

k. prcrotion prospects

1. general atmosplers

m. leam spirct
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MA RK FTING CONTHOL

1. Do Salesmen waste Managenent time by trans
ritting as.perfluous and anusable intformat-
ion?

. Or, conversely, do not transmit essential
information for Management action?

If yes, are we planning to improve our re-
ports from the field?

Do our reports from the field 3how:

-~ Value of Sales

- Number of Dales

Catexgory of Sale

- Sales Target per period

- Attainments towards Target

- Number of Calls made

- Number or New Customers found

- Reason for No Sale

- Length of each Contact

- Quality of New Customers

- Number and Dates of Call-Backs

- New Accounts opened

Name and Address of all Calls
Complaints

- Enquiries

- Request for Quotations

- Progress on Enquiries

- Competitive Activity
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NAARYLOGE OV AR 2 gAcT

l. Are freld reports o ool G W ] -
coolly analysed Lo reveals

- avera.ce call rate

4 . .
- averidece T ot travell. o time

- averasce value of orderg

- i bher of eng.icier pa: sed from -ead
Office

- nonversgion ratio of crders Lo eniil-=
ries

‘v Are tre boindaries of sales territrriew

clearly dgetinea”
1 ) .

e e oand ans G en o ticondins to
salesmen?

4. 1o we know Lne "new bHaisines:s" votoene
tial 1n geographic rrean 1nto which we
1ntend to expana’

ye Mave we propared o revioion of sales
territorioes 1 ascor.o o o Wil oany pro
posau 1ncreia of galosmen Wil otin L o
next year’

. If tne major function of o.r salesmen
1s to obtalr orders, do #e nevert.cles:
a.k them to make deliverivs - sometimes
at short notice?

7. 1f yes, have we studied the results of
this ftorw of delivery in terms of:
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1. Aueon We cond it oA yreotings trainang
coursey dO We prov.te informaticn upcn
all or any of the followinsrs

a. the sales potential of our product(s)

Y., tne specillc cwte;'or]es_mxstomers

o, t.e market need for our proc ictle)
and th.e reasons why cistomers buy

d., inforsation upon corpetitors’' prices,
feat .res and met) od s

e. Wny we are d1-ferent {rom our compe-=

titors

f., company policies = terms of tradiniy

credit facilities, discounts, special
orders, elc. +
m, compary ethics of tradings and comparny

objectives

h, reasons for our price structure

i. company support - Manirement, admini- m.
stration and technical

j. the specit je financial advactapes of
our product(s)

k. product.s' tecunical advantapges --

1. how to open the gales interview . --

o, the demonstration/presentation se= ...'l
quence

n. the buying resistance that will be ll...
met and the answers to overcome them

0. closing techninues -=.---

p. use of visual aids

q. how to identify a "prospect” custo- =....

il S

r. the value of time - the oost of making
a sales call

s. the working territory

4. number od oalls required

u., new acoount opening target

v, the need for sales records and market
information

w, oall=back or follow-up procedures

x, instruction upon oompany docunentation .-l..l
- reporting prwduwo.

y. the neod for information on oompetitive
activity, unusual or nev application,
ochanges in demand, etoc.
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Se 'lave our markalinag tralning mnethols
undersone im,rove.cnt witqiin the last

12 mont!s? #
g

i |

y, 1t yes, tase t- e3e improvoments ob-
tiined t « desired results?

4. 1f no, what turt.er revigi-n sho.ld

we consider?

. Do we have a small library of market-
ing books for circulation to marketing
personnael?

e or a recommended readir list
of books that may be obtained fron

public libraries”
- ﬁ
Do we considar and use marketing re-

ports as a means of identifying pos-
eible weaknessesn” ‘WL—F—'?#_

ve.... and to provide material for

marketing training? jl

If our marketing resources are restrict
el, have we made a thorough evaluation
of the consulting services tnat are

— available? 47_ H 4_%__#

10, Do our training procedures and tech-
niques include:
= oy

841608 Banual

- BAN. 8 iralning oourse

visual alds

L ®

writtien tes

a t
neetinge v executives from other

—pefiaarseotings after training
- [ ] lni

11. Could any of the above be intreduoced or
sdopted which would serve to reduce the

length of training periad or increase
the offectivenese of the training?

R

L.e ¥hat 48 preventing us from applying them?

13. Is time is the predlem, could any sembder
of the Namagement de cslled upen t0 ao-
siov?

If Jou) MO ———
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1. If any aspect of the Company is lackin,®
in efficiaicy, do we advise marcelins’
personnel of the practical and econo-
mic reasons why imiediate remedinl uct-

ion cannot be taken?
AjL--\

2. +ee.s. and of the poussible adverse ef'=
fects if premature action were to be
taken?

3. As ard when ~ompoticive activity ghows
sizns of strengthening, do we promptly
remind mar<eting personncl of the par-

# ticular advantages of our prolict(s)?

1

4. Are we accessible to markelin: person-
nel on the oucasions when they most need
guidance and advice?

1

5, In our communications with our marketing
personnel, written or verbal, do we usu=
ally convey optimium ani enthusiasm?

6. ls marketing personnel made filly aware
of tue value of tne acciracy of tneir
reports?

7. Do we express our appreciation when out

standing results have been achievad?

r— 8. Do we seek sugrestions fron marketing T
personnel ror vays and means improving
our marketing policies, strategies and
methods?

9. 1f yes, do we advise those that may
offer impraotical sugrestions cf the
reasons why they cannot be adopted?

10. 4.3 cur oommunioations with marketing
personnel of sufficient frequenay to
enable a rapid identifiocation and oor-
rection of oritiocal factors?

11. As and when an establinhed salesman is
undergoing a period of low sales, do
wet

| a. By discussion, let hia analyse his
! own performance in detail?

b. Mentally identify hie current fail
ings and, by uee of questions de-
signed to guide his thinking, ale
low his to fora the same oconolus-—
ions?
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c. Inforn tiim that he ras el'tete ls
own cire and that a hier level of
saler will now f2llo.?

12, Do we foster o team ~pirit between saies

men”
Do we pronote oo cpirit off trienily ri-
valry betwean galoesnen?

TF,

o we ctimilit 2 a4 salasman by oOCCiausl0-
nally c-allemysin,- him to attair above
averase resiits”

veo.. and cople the cralionre with
gome forn of incentive”

16, Do we con- ict i1ndivid.al interviews or
Area or National Marketi:- Veetlinsgs tor
any ot the followiny reasonss

- G0

- ce-tralini

_*FT

- drop in sales

- Ne¥ D duQ unch
- m-;ovemenfs in proiu-t/service

- new gales aids

. prlge chapg

- ghange in economic climate

- change 1n compa polic

= “ohapnze ip compagny girug)

- ohanze in system arnd or proced ires

- gJi8taln norale

17. Prior to a meeting, do we reqiest mark
eting pereonnel to submit subjects
which they would like to sec included
on the Agenda?

After a meeting, do we request market-
ing personnel to state which of the
subjects covered thay felt were of most
benefit to them?

1., Do we ensure at a -.rklting meeting thet:

et L ve attildes are dlspellsd

. gnthusians 1a develongs

- 00 dence in the future 1s displayed

T
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SALNS TARGKIDS = TNCENTIVES

1. Are sales tar-ats uet for salesmen?

—
N/A

1535 gNO

PARY ? or

2., If yes, are the targels 1n line wita
those prevailing within competition?

}, Are tarzaots gearad to realistic
level of sales?

T

4., OSho.ld tarrets be subject to review

ﬁ and revision?
5, Are incentives roared to sales tur-
rets”?

—+

(. 1f no, have we calculated tune precige
volume of sales required f -om each
salesman?

7. +..... and considered an incentive
payabie upon sales obtainaed above
this volume - paid monthly, quarter-
ly or bi-annually?

8, If bonusses and comniussions are paid
in addition to salary, are tlhay a true

incentive to prolice mor. sales?
., 1f no, should we consider an alter-
nativae incent:ve schen: desipned to
achieve this?

I—
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N/Ay YES|NORPAR § 2 fACT

1. Before production or introd iction of a
new product do we ascertiin tne follow
ing s

a, potential consumer: acceptability

b, current market trends

c., competitive productb ant prices

d the basic and specml feat res that
the new product must posusess

e, the aprroximate selling price of the
new prouuct

f, distribitor/retailer acceptability

. alternative sitrategies of distribu-
tion

h. diseounts

i. credit terms anu facilities

j. the effect upon our present product
range

k. sales forecast

1., area of distribaution

m. potential share of the market

n. product launohing ocosts

o. total marketang costs in the first
year

P. the reaction of our own sales force

2. Have we recently appliel the above mar-
keting research techniques o our pres-
ent product range?

)}, lias anyone been given responsibility for
marketing research and acquisition am
ciroulation ofs
a. trade publioations
b. trade asscoiation reporte T
o. market trend reports I
d, nev product reporte ;#

. govarnment publicatione concerning

!! BT ket

f. competitive literature
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NEW POD

He st LATNCHTING

fefore U e lawach off 1 new pradict, d2
Wes

a2, establist the prodict's bhreak-even
point”

NAAQY RS

NO VAR

7JACT

b. prepare a cash flow forecaat?

c. establis. 2 marketin budset?

o we 1temise and allocate expenses 1n
line wit: the budret for:

a., mar<etin personnel salaries

b. salesmen's bonus/commissions

c. travel expenses of marketing rer-
sonnel

d, transport

e, distribution

f, new pro uct sales promotion can aiyn
p

g. new proluct sales training

h, advertising

i, catalofues

J. direct mail

k. pacraming

1. promotional displays

m. press release

n. press conference

o, exhibitions

p. overhead allooation

Do we set tar.-et dates for action and com
pletion of the above?

Prior to the produot launch, do we set up
procedures to measure the effect upon the
sales of our other products?
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AARKETING SO

TCATTIONS

Do we periodically review our mir<et-
in° comnunications documents?

N/ YER NOJPAR

7 A"

Do we periodically reviews the proce-
durc for marketias instr.ctions or
comminications?

s.

Are any important communiciations over
looked beca ise they arc not committed
io paper?

Do certain markctin, documents contain
itens which are no lomyser applicable?

Is the inf'ornation content in market-
ing communications adeqiate?

To provide furtier control information
and /or save time, sho.uld additional do
cunmentati1on be prepared?

Could certain forms be eliminated by
incorporating the information into
other existing docunents?

In the ligut of experience, could the
layoat of certain dociments be impro-
ved?

Are delays or errors in marketin, stra
tegy processing caused by incomplete
information being received from other
departments?

10.

Do we have central communication mar-
keting information system, into which
information is placed for distribut=-
ion ard evaluation?

dy identifioation of progress made?

A

RS
1
{
ul
il

r

11, If no, would we benefit by introducing
suoh a system?

12, Is our routing of marketing documen-
tation periodioally reviewed and revi
sed?

13, Is marketing documentation coded to
indicate the degree of priority?
eeeo and the need for feeddack in-
formation?

14. Do our oontrol prooceduree enable spes

LA et e
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MAHF%U‘ING L0l JUNICALLD

[s market 11.foraatl 'n documentod and
circularised as nocessary to indi=-
cate:

a. a delay i1s anticipated

N/A

Y G

NO

PaAR

?

ACT

I

b, a delay has occurred

c. total of delay to date

d. departrment of present delay

e, length of present delay

f. reason for present delay

g. action taken
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MARY

DA IR 08 BN Dy U

Which marketings projects are
pending introduction/improve

ACTION PENDT'I;

ment, and what is the present AWATING

state of developme:nt?

AT 1OVAL

RECOM 1., .

LN _Plaeagamie

FUNY

FURTHER olou

MURS INFORMATTON
DRATTT 7Yy

SION NECRSSAY

N
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