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'A¡<» irrinc CONTROL SYSTIùM 

- M.O.S.   - 

1.   Purpose  of _ the_ Market i r^ Control   System  - MC5 - (l_)_ 

The action and   decision   of   the  v.arketim' Hanafement   contri- 

bute   to  the  8I1CC8J«   or  fallire  of   the  ünterpriue.   In Mr.  area   of 

responsibility,  trie   job  of   tía Varketir.r  Manaror   is  to  seekiru'   .ays 

and  planning  strategics for   obtaining improvement   of   narketirg 

performance and  profitability.  To   this purpose  hv applies: a ser- 

ies of  checklists,   based   upon  the accumulation  of marl . »   know- 

ledge and  technical   experience,   to assess  present  condì ti one and 

foreoast future opportunities and   developments. 

The Marketing Control   S.ysterr   (M.C.Li.)   is a  market i rw manage- 

ment   tool composed   of a  Stratone   checklist,  concisely   ind   sy a te- 

mati oally developed   to assist marketing  managers   to a raw conci i- 

siona and  to  planning action,  according  to factual  conditions  and 

ar.oertained  needs. 

The primary aim   of the  M.C.S.   is to  guide and   stimulate 

Marketing Management's  thoughts ant)  aid   perspective decisions 

which  will,  by  their very   nature,   enhance the chances  of aiccess 

and  prosperity of the  Enterprise. 

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

The M.C.S. oomprioes a  series of oonorete marketing quest- 

ione, which should be analysed and answered, at regular intervale. 

Many  of the questions require oareful aeeesement, and consultat- 

ion with other operational Managers (Produotion, Finance, Admini- 

stration, etc.) before a deoieion is reaohed. The M.C.S. has been 

(1) The M.C.S. wae oreated in i960, by Prof. S.P. Padoleoohia 
for ths us« of students of the Buropean Marketing Institute. 

Ssa mtÊÊm mmmmmm 



designed   to make   it.   ponoible   to  examine   tn.     rea lit;/   if  the  m.-ir- 

kotin,-  context  and   to   enable   • arketinr Managen;  to  work or   them, 

at   an,y   t imp ari   in an;/   place. 

The '.CS. contain« a nujiher of point r. or gestiona to be 

considered, and by oheckinp the r-olimn:; on the ri.-ht it should 

be ascertained if and what action was taken or ii' further act- 

ion  ia   required.   Th».   following  headings are   used» 

N/A -  Non-Applicable PAR -   Partial  action taken 

YES -  Action taken ACT = Action  to be taken  im 
NO    . Action not   taken,   or mediately 

not  to be taken ?      - To oonsult  if action 
should   eventually   be 
taken 

Where headings other than   these are used,   they are explained 

accordingly. 

The H.C.S.   Bhould  be processed at  least  every  three months. 

The answers should be  thoroughly reviewed,   to fully ascertain  if 

the original conclusions  were  correct.  In certain ciroumatances 

speoifio  pageB of the M.C.S.   should  be allooated  to other mana- 

gers or/and subordinates  for completion, discussion and aotion. 

At  the top of every  checklist are oross  references for trans 

fer of  items requiring further attention.  The series of tables 

from MCS 29 to 35 should   enable Marketing Ma nagera to speedily 

analyse the type of aotion  required and the  impeding faotors 

which suet be overoome  to achieve the desired  objeotive.  They 

also inoorporate a Marketing Planning Sohedule for use as and 

when priorities are established. 

The M.C.S. provides Marketing Management with an immediate 

oheok upon progress made on  eaoh and  every aotivity which was 

planned  or initiated.  They oan be occasionally used separately 

au working papers and taken to top management meetings, if nec- 

essary,   in view of discussiti« aotion and plans with colleagues, 

who should be involved  in deoisions whioh still remain to be taken. 

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



a tfood   working atmosphere,  at   top  management and   operational 

levels. 

;ome  items   in the checklist,   which are not fully  appli- 

cable  today,  may  well  become  relevant  in future as  expansion 

or ohanpes  in marketing oorditiona   take place.   In  either  of 

these  events,   the M.C Ü.  will   be a valuable aide-memoire  from 

which  to develop  strategic  plann   of ao^icn. 



MC3   1 MAUKETINC   PLANNING 

1.   Expressed  as a %  of   turnover,   are  the 
total   Marketing coBtai 

(a)   Increasing 

N/A Y'ÎS KO PAH 7 ACT 

(b)   Static 

(o)   Deoreasing 

?.   If  increaoinf,  do we  know  the precise 
reason  why? 

}.  Do we  have a breakdown  of  tt,     increaaed 
coats   in order to define  the  specific 
areas   that must be  improved? 

4.  Are  we  resignnd   to acceptance  of this 
higher J> of costa? 

duo«  it? 

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

to be  taken? 

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

Number of monthst 

9«  Could  we improve upon this  time-lag 
by  introducing any  rapid  form of ana- 
lysis which would  enable us to more 
rapidly identify trends? 

10. Can we oompare current results with 
those of similar periods in previous 
yA&rs in terms oft 

(a)  Total value of sales 

(b) Are« sales 

(o) lfuaber and type of units sold 

(d)  Value of sales 

11. If no,  is our trading likely to suffer 
in future years due  to the laok of this 
typ« of information? 



VIO. 'A¡n » LAV 

1    .    ¡lo     '"   if now    to   nil'    • r-   oí'   pi:;t 

pro:": t. in le accounts   .*r, i :¡.   mive 
not   t ri 1 (.i1   wit.    < .    1 • i'i ii '   11 f 
pi!; '.   1 '   mont   s'.' 

M/A Y n\ NO 1 Aii A "p 

13-    if  yeí;»    iü   the   in ; i ) eti.-;e   o!' 
c lX'ed    or ihn' i'irit   aoco   riti;: 

(a)   Increasing 

(b)   Static 

(c)   Uecreasi-ifi 

14.   If   increasing,  do  we   po.-.üess   firm 
fact3 as  to  tne   reanonu   why? 

l'bt   If yea»   Lavo  we   tak^n   corrective 
action  based   upon   t'ose  facts? 

16.   Is   the   rate of   opening  new  accounts 
adequately  compensât in;;   fop  cloed 
or doemant account:.,? 

17.   If  no,   sliojld   we  consider a   revision 
of Marketing policy   in  order  to: 

(a)   Regain tuis  lost  business 

(b)   Prevent  the closure of current 
trading accounts 

^cj   Increase the  rate  of opening 
of new accounts 

18.  Do we know  trie additional  costs and 
timfl  that could  be made available, 
if necessary,   to acquire new business? 

would  need  to be delegated? 

20.  Could  or should  we replace any pre- 
sent member of the  staff by a person 
with experience in Marketing activi- 
ties? 

21.   If no,  would  it be  01' benefit to train 
or acquire Buch a person to carry  out 
this function? 

22.  Do our plann fo^ markst ezransion in- 
olude any changée or additions to our 
present methods of Marketing? 

, 



•'  J 

•'AW '.•JTT •i ; í i lAJTNinn 

'.     ; ''   .r"';,    ooilrl    Wf    -oiÉÍ'ir.i   ','iw,    by 

*X   Hri.:ii!i.t,'tli'>n    Or    .;0   <•   ot:.i;r 
'in:;,    t>,at   UIPSO     imon.l    -".'f.   ¿ill 

ob tu i •.   t   .• M M • i rnj    ri:.; .It ,? 

N/A YE: NO VkH 7 A :T 

24.    If   our  plan:)   for   market   liipanaioi" 
•ire  not   compiuti',   uhm.   of*   fio 
l'oli owiiir co, Id    we   evi In te   to 

tìst.itM 1 i dt,   t'i"   iioat   economic   m earn, 
of  attiiniri;-   our   obj >M; 11 vos? 

(a)    !\,f!  approuva te   3i,;t   wid   type 

oí'   promotion   ro i i i red   to   pro- 
duco  expeo tod    r< :; il tr, 

cOLitj   thereof 

(c)   Tt,o   total   cojt.i   of   promotio- 
n;il   strategj Oí; 

I'd )   Tr¡e  number ari'.'   or  value   of   or- 
ders  required   to   break-even   on 
that  pronotional   ¡itrataf-'y 

(e)   Trend.-,  in   tic   response   rate  of 
promotion 

(f)   The average   oo.;t   of aiy   ont.' 
call  made  by   a   aaleaman 

(g)  The average  value  of  order per 
call,   i.e.   weekly  Dales dividod 
by number of  calls 

(h) and   the   trend  of  the ave- 
rage value  of  orders received 

(i)  The ooat and   success rate  of 
telephone canvassing 

(j) The ooat and   success rate of 
distribution  strategy 

(k)  The cost and  potential  sicoess 
of outside specialist services 
to supplement  our «nm Marketing 
effort 

(l) Ancillary products or servios« 
that oould "be introduoed - ar.d 
the profit margins thereon 

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

25.  In what order of priority should 
we obtain information relating to 
any of the above? 

. 



Men 4 MAIIKWT TRENDS 

/    TRADING  EFFECT 

1.   How are we  likeLy   to  be af-                                        / DON'T \C : 

months,   by any  of  the  fol-                                    /                   -pj^j)  ^py? :T 

keting strategy   or within                               / 
our Mark«t  environment?                                / 

/             GOOD  EFF1. 

ACT /     NON APPLICA T.-. 

CHANGES INi 

- Needs 
- Taste 

-  - Attitude 
- Habits 

- Geographic  LOOR ti on 

- Proton  _ 

- Availability of SuMÜM  
- Product Specifications                                ,,„ 

- Client Servio« 

- Equipment                                                                 m 

2.  Of the items  ticked  "Qood  Effect", 
have we developed plans tc take ad- 
vantage of the situation? 

H/A YES HO PAH ? 

3. Of the items ticked "Bad  Effect", have 
we considered plans to minimize the 
effect? 

tial new oustomers entering our sarket? 

5. Have we assessed the potential value 
of "alternative" customers of our pro- 
duo t? 



b Cf M«11 't'JV'T '"'   K> 

1. >o  wp  a^ktiowl ed^e   that  our   Competitors 
ire   striving   to   improve   tl <3ir mothods 
and   tai-i»  business   away   from  UB? 

N/A Y vi: NO ¡ AH 7 ACT 

" 

if  whir,1    of   tie   following  could   we   be 
1 id,'«J   impon or   to   oir Competi tori-,   - 

by   a   potrntial   ciatomer? 

'a)   l'noe 
(b)   Quality   of   Product 

1 0 

rr 
(e! Oeneral  efficiency 

i" 
Advertiiii ri£ 

^ffWMH^.]* t°n 
[ ij   Credit  systoin 

fi Quality   of salesmanship 

r Product   i ma, e 
 M Company   iraa('e 

i. W .] 

Lun 
re\ 

It« 

ch   itemu   in  the   "No"  or  "Par"  co- 
inn  davo  undergone  improvenent  or 
riBion witlijn  the   last  1? months? 

in > 

4. 
lun 
tic 

It« 

By 

ioli   items   remaining in  t' ese co- 
ins coi.Id   or should receive atten 
>n now? 

»in i 

whom s 

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

Itemi 

"X" Have any of our competitore reoently 
introduced any new marketing method», 
techniques,  materiale, components or 
equipment? 

7. 
and the advantage of introducing 
any ?f these ourselves? 
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•'A ' l   • ;  \ • J ì 
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1 i • 

r. t -i 
•i r i t,/ 

•   /al . 

-   i • 
ina 

. i*, i .in 

i   w i ' 

To'.-il 

o!    jnier 

-  a wa i 

A rei 

io 

Ulf'   < 

r   o pi fr:,   Ir,   lanci 

-TT 
rid i1/ ¡d   ri 
~"!T7s7T 

e:; 
T- 

TT 
i v e r^_ 

"-ÏÏ7!  
-  Development,   i 

TT7 
-i-wal   totals 

To orecu r 
- Number   of   enj.irif 
- lorive raion   riti J   - 

to  affectiv.   saì ej 

recoiled 
il   -jn-] il r-i es Kilt 

Y hi: : Ni 

Nimber  of   penai i     3ale^ 
-   Val in   of   pend i  tí"   9a 1 OLì 

- ^oinpla i iito 

- Vol "i ne  and   val le 

- Prod iction delays 

ÖT new  o , 3 t O'V ner 

-  .lervioe TO 
ali 

aya 
-  * lût rib.it ion delays 

irchasin,1: delays 

What   factors  prevent   f   om   prodioii. 

lar. re;'   j-iant 111 OK? 

of personnel 
- Triad equal e distribution ay ó torn 

-  Inai 
Lack 

and 

equate market  inforna 
of co-ordination bet 

FT on 

  sales 
- Lack of equipment 

ween prodao_tio^ 

- Other reasons i 

= 

JJ 



MOS  7 

».   Are  our    >rketinf   recorde   ¡sifficiently 
comprehensive   to  provid' ,   a;;   necessary, 
trie  iïieaniï   l'or: 

Analysis   of   sa l eu   performance 
Analysis AT afsa piriuwmmjy 

Hnwrn m AUDIT 

N'A y Kì NO PA'< A'T 

:;e fining   ratio  of  C;ì11H   to  sales  ob- 
tained 
"Defining average  number  of  aalea     """ dT 

e. Pennine average val a» of sajer 
f. Forecasting of  aalea 

Anaiyaia  of  competitive activity 
TCà?èaamôrî^^r"market coverage 
Aaaesament  of demand growth 

i.  AnMMi.t  of  promotional   resulti 
k.   Re-«Ilocation of  territories 
1.   Identification  of  "new"   or 

tive"  cuat,ornera 
TT erna- 

n. 
TTofTroTiß our share of  tiie market 
Defining trends   in market demand 
r>hort arMToTTf-term marketing  stra- 
tes  planning 

"'TêT^âTëînenTof distribution chanaela 
effectiveness.     ___^ 

4.   Could  any   of  the above listed   itema be 
economically  introduced? 

If yea,   ltensi 



M;::; ó DN 

*,'\ • :: ; 'n 1 ', i 9 A.:r 

1 .    Arc   Olir    .  I   J ; ''1 '>    Il   TI    i'O i  l     I • .;    ., . i    i     ; l     t. o     m 

n lui   or   pò r i od J <•   r< v • • w'. 

? .   I.'UB.;   Oli-   i:u¡in¡'jl i   >.<   .  , .; t um   IM: in     i   m i ru - 
•i¡ um  ol'   "•; i :¡ t ii.in [•   viijt-. ¡'—ul'X'k"   o orili i i : on   ? 

3 .   t. .en   "o i L— of-o ! O'i. "  il >>.. i    iV'i 'i,    i.    u i r il i'- 

1 ivory   del  t,y   piriod   :i'!Ci'¡ 1,'iMr   lo   t'm  maio 

Ti tv    Ol'    r;  ,y, Loi lori-1' 

4.    ¡luci;   our   m«'t i'Ht    o:    di   >'.'-.     iti.TI   ,m      inaili! n- 
nano«   ol'   e itilo "m r\;   ,i 1. TOK- l • v o 1   r. orr   -IT-   I   • . o 

trahly   witii   ti at   ol'   un-    . i mi. • t , t or.-.'.' 

S.   l'o  wo  know   t'iti   toi, il   n n'.')ji-  ol'   l'i iìt ri Im lor ' 

Detail   outlot '   wi L    in   air-    tf:.   ol'   i J 11-, t r-1 Un — 

11 onV 

6.   Tf*  no,   havo  w<.   act    i,    ari,,    record i ri.-:   3y.;t<;m 
whica  will   ¡à 111.11 Lo l.v   f • r-. i J 11 : •?    m   witi.   t'iin 

infornai i ori? 

7.   Tf  no,   have  we conimi.ir»«,    in.     plan   to col- 

lect   auch   i ufo? n.'it i iiiV 

fi.   If   this   infornati >n   i..   Oi.   ree >>i ,   Kay.'  *es 

a .   naterón seri   a J 1   <:Y ¡       . ri • n i  . i r1 :   ition 

ou ti e tu? 
b.   Bstabliuhod   ti.v   on;ri"t. n. : io.;;    in''    -<<o- 

(^raptilC    Ice . L 1    n    LI..'. !•    : l   : ' •' , li il  i ori   OH t- 
let3   Wltli    tho    lif'ti.'f        1U'J''.1    pOtl.llt l'I l':' 

o.  Directed any  ¡roc i.il   p..'-.'ori   towards   thoun 
distributor;! and  m II./ó&I   t>o  rui;-ilta? 

sistancoo whi'in   n'•; 1 i r;? 
e.   Prepared  a plan  of  a'-ti ou  to ovorcouo 

these   refiiatano..    ? 

9.   Have we survey«!   our   11.-. t, i-ibu t<uti   to deter- 
mine their decree  of  .;at i jfact ion  wit'i  o,ir 
policies  concernili';« 

- Delivery  avattmi 
- Service 
- Promotion and  mercluuidizin/:   nethoda 
- iiKMV'1 H .stanco 
- Advertising aupport 

10.   If no to  the above,   should  Me undertake a 
survey  to  tent  ti.cir denrée of oatitifaotion 
and  their  reauoan  of   1 rinatiti fact i on? 



MO.; 9 I I:;T
! TRI!' 'TON 

11.    Mol'ore appoint 1 ri,'  distributor:-.,   luv-  WR 
ascertained   that« 

a.     !''or-,Hl   '1 1 :, l ri k) itor:;   .;nntp-ii:t       -ir*    ori 
l'ile 

V'AIYK, NO l'Ail 9 ACT 

b.   T'oir arivi   of   operation   i ..   olarl.y 
d el'in«J 

e.    Lini eu   tar/vit .•-.    ire   ìet 

<i .       ..or minimum   ntook   levi-la   a/Toed 

f».    If  tarots   art;   noi  net,    ».ho   initial 
contract   u   probatory,   and   will   be 
C'ril'irnid   sutijoct   to  re; i, Its 

1'.   Tln?jf  do not   denn   th<<  contract   for 
the H o 1 - •  purpose  of  rostrictin,-  aa- 
168  of  o.r   prorl-mt   in   their  area   of 
operation 

<T.    "'tie  lines  carried   k>,y  our  d i :-,t rib Hon; 
do not rior.fliot  with  our   own 

M .   We know  the   turnover that   he  obtains 
on his othor   linea - and   hin   reason 
for doeirinft  a   further  line 

i.   Our comriiusion/d i jcount   term:', aro of 
equal  inoentive  to the other  linea 
carried 

,j.   WH thoroughly   investigate   their ser- 
vine facilities and vorify   the num- 
ber,  oalibre  and  eiperience  of   their 
personnel 

I?.   After appointmr >t   of distributors do we: 

a.   net up oommunioation prooed ires to en 
sure prompt  attention to  enquiries/ — 

a erv i o i ng/o omp la i nt a 

b.   ... with a olear understanding that 
we require  feedback A.. the  results 
of oalls 

o.   provide adequate training  to the dis 
tribu tors'   personnel                              ~ 

d.   iaaedietely  inform then of additions 
or modifications of the  range of pro 
duots                                                            ~ 

e.   that we pay ooamissions promptly 

13. Do ve »oknowledge that distributors usu 
ally require «or« motivation than on- "" 
own mrttsting personnel? 

14. Do we issue bulletins or neva)ollor? to 
Infor* distributors of the procreen and 
suooessei of our rrelict llnesf 



MCL>    IO KOMOTTON 

At  approximately what   level   of 
turnover   should  we  improve.'in- 
troduce   an,y   of   tre  following 
promotional   itone? 



MC^  H i'H (MOTION 

Do   our catalogues and   leaflets   adequately 
convey   the   I'ol lowing: 

a.    Company ' ¡J   ip-to-dato  image 

N/A Yß) NO PAH *p ACT 

b.   Modernity of  premiees/equipment/processing 

c.   Depth  of   our experience 

d.   Quality   of our techniques/prod ict 

e.   Attention to detail 

f.    quality   aid  spoed  of   service 

g.   Desire for customer  satisfaction 

h.   Ability   to solve problema 

i .   Pricing   policy 

j.   Ran^e  of   products 

k.   Technical details readily understandable 

1.   Areas  of  distribution 

m.   A suggestion to enquire for  further details 

n     Space for Distributor's/Dealer's  name and 
address 



I i«) '.' >:' Î ' »'1 

llave   we   ol'.'irl.y   deMriud    thore   . Lì; i -v:).«   ol 
t'.e   ¡'iilerpnae   an     of   ily   pr-Jii i"ls,   sur- 
vice,   price,   et':,   win"-1'   -should   lorn   tho 
fundamental    theme  of   o . r   pronot i o un I   oain 

pai 'ns?  ______ 

Have  we   identified   tt e  "IM,-P"   WC   win 
to   project? 

•ave   wr.   id i-'.t i f i ed   tir   m;i,ir 
our  prumoti onal   apj ealv 

P Ü-) 

Is   our  pronation   :itrnta/;y  di"'1  '' '-'1   t-0' 

-  Create   interest  and   enquiry 
^T^êâTt^TmiQcI i a t c sales 
"'- Bernina   our name  to tic market 
*TT?ô1TôrrTTyTn?"7ë' Lofton   biyln/-  resistance 

^rSTcêmTu^mmarket  to f.xperir.wr.   o j r 
prod'ict( ^) 

"ToâTêr" a d eslre"Tó'""cHian¿¡¿_ 
Të^ggpTu re   lont  ouotomcrs" 

TTreä^e  new cuatomcrí 
- Cumúlale  -nark o J   to  impube   buying  from 

.,B   matead   tnan   !'r""!  comp_c ' i t ' rj. 

Before arrrovinr am!   launcMn,-   tho   promo- 
tion  campairn  do wo oh'Ck   t'.-L»    it: 

- V.eeU   customer  nfi^jj  apd   »a'-'u — 
- Tn  effectively   carr,;mg  the   t^.<-r,,e 

 ——'—~        '     m"^^ 
"1B believahlT 
T^mT^sipT^fr^TiaTret atteiit-1' 

roBt   
*^*TT^^ be   remembered 
- 'Jill   improve  our iwa^e  in   Ine  nv rkot 

6,   Upon  receiving  enquiries,   Invf   wo  ascert- 
ained   the   form   of  promotion   which   ma.y   have 
indiced   the  enquiry 

7.  Do we review  our promotional   budget at 
times  other  than  the commoncameni,   of  the 
financial   year' 



ve:; lì r-'AIO'i-TIN';  PANACI • -UT 

1.   "ti  Hvv-vnr,r   low   would    ,   rati' ^r •ne;) 

nel l''A 11- 

/          SATIS!'ACT ' (Y 

e,oc\) 

/                 VERY   n(X)D 

ACT 
V^ EXCEPTION PROM 

X     AVCTA6K - NAME 

a.   Royalty 
b.   Enthusiasm 

e.  Integrity 
f.  Self di8CÍDlin>. 
g.  Determination 
n. Co-operation 
i.  Ambition 
J.  BT i «iency 
k.  Rffectivene88 
1 Leaderohip 
m. Application 
n.  Attitude  to auDeriors 
o.   Attitude  to  subordinates 

2.   le   there any member of my  Personnel   that  I 
would  not  be willing  to  re-employ? 

ES NO PAR ? ACT 

3.  Heve all  Personnel  been informed,   in writing, 
of the policies and  objectiver  of  the Enter- 
prise? 

4.  Have all  Personnel  been informed,   in vriting, 
of their specific duties and  responsibilities? 
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'A'.'.   •';M'II:  MNACtf   W 

2.   From  study  of  the above, 
trainine be RIven? 

^^^yëfT"BÏÏoâTa•TTas"Te  Internal? 

4 External course? 

5 BOU.?1 

6. Is there any member of the Person,,el 
who is likely to seek or who should 
receive additional incentives with- 
in the next 12 months?         

7. If yes, was a target of achievement 

appropriately set? ______«—. 

6. ts tnurö uuy „lembor of the Personnel 
who íB likely to be terminated/leav- 
ing within the next 12 months? 

9. If yea, do we already have a suooea_ 
sor? 



Ml^l-, "A •<Y H: M . ; ANA-;:-; 

1.   Do   wo   know   t:.e   pceci.ic   |ua 11. 11 <-.-,   aii'l 

'1 j.'il i l'i : . 11 oiui   wo   t;ee*   in  H   c;ind vinte 
for  .i  inarkot i ri/-   p   st     ri   term.-,   ol': 

a,   Mar^etmr   uX[:nri I.MIOI;    uni   ba'- k. TO imi 

'.   A V ¡\. J V.bY A ( ? A;T 

b.   ?*><;!.ni vit   in.-irc.t';. inr  ¡-.kill 
  

i: .     ' »M\JO:i:i 1 1 t.y 

ii .   A nit 11, i on 

.   hoes   our   ree ru i truon t   uyatcn  attract   tue            j 
tyne   oí'   marketing   man   that   we   would   wii;fi         \ 
tu   employ?                                                                                    [ 

\.   If  yea,   have  wo   atudied   the   recruit:.!«!,',           ' 
practices  adopted    by   our  competitori;?                 ! 

4.   I)o  we  know  why   our  competitors   acquire 
tue   type  of marketing personnel   that 
we  would  wish   to   employ? 

i 
! 

:.   Have  we   recently   confi mad   thai.: 

a.   Our  salary   scale   is  in   line   with   tne 
market? 

i 

i 

1 
b.   Our bonua and/or commission   strict- 

ure  io an adequate incentive? 

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

j 
„   , 

b.   At   time of  interview do we« 

a.   Convey a general  air of efficiency 
and  enthusiasm? 

b.   Ensure that  our method amd/or manner 
does not deter an applocant  with 
good potential? 

o.   Sell  the right   image of our  enterprise? 

7.  Do we ensure minimum delay between times 
of application,   interviews,  final  aeleot^ 
ion and notification? 

8.  Have we verified  the reasons why previous 
appliòants have rejeoted the job? 

9.  When we employ a new marketing man, have 
we adequate information as to the total 
ooet of advertising, aeleo ti on,   train- 
ing,  salary and  expenses before he starts 
to produce profitable resulta? 



MC."    1*' 

•IAK- a'1N>;   HAI <V•:•> .-.il'l' 

Ii;   o.r   turnov.T   of  market inf   P":.»r.noli 

«    i •   11 i    • ••>-,•• -Lì!   in   pri:vi- t,.   aproxima U 1.,   U i    •••'•' 
Ciri y (.'art 

c.   Lower   t:,¡in   i"   l'^'" 

a. Rro.Lrt we ii^rovo o.r roc ru i 'x.en t 

nroced ire;-,': . — 

,,. no wo provai« «.fficu-nt tr.-umny 
before  aeeki'»-  econome   ru» • 1.*• 

o.   Liho-JM   we   reviví   our n: rl .-i i 
Li.r   I'fOCtlll   U't-ii': 

¡awe   »i.rketnv  ¡nana .•••: ..•.. !.    "i""'vßl 

¡ltJ(.qKtte   inalr.cti-n^on    LrauU-V  a,u> 

motivation   tecKni ! <o;5 

k.   Are mark 
new reri 

}. When ü memb 
we emleavoa 
on  for leav 

4.   la all  the 
conscious" 
tvnesi? 

r>.   In Rene^l» 
Lrin,: new MI 

vourabiy wi 
motivatine 

-. Are *e mpvll, ..I -.' i. ,' i ">' ^<' ( r 

roctir.i- sp^ifi'1- wwu-..-.';!»eu >n UP 

ketinp   perBOnn.'l    perlV mri': :^ : 

h#   Aro  we   prov.di.w-   s .¡TíOJ-..t   -not.vat- 

ion _^——— 
i.   Should  we hold   mor.. •»;,:•. ,-u..»' meet- 

irii'ü? 
~77r^ our marketing meeting   rooeivod 

with  enthuaiPBm? 



yr.í) 17 '•'Auk'r: ri'.'f; ;.'ANA';.-^ :M;\ 

1  N   A Yra Mo r'A < 

1.    Iti   li.p   r;om)H,-t 11 ion   to  oht.'nn   t; f>   ser- 
vice:;   Ol'   rood   in.'irk •-1.1rií•   yv.r. ; fin riel ,    in 
rendrai   'lo  WIí   rite   o i r a¡ ecal   Ir/   oon,- 
pannon   Lo   olhor   local   cornea tu '•:;'.' 

a.   sa lari er, 

b.   bonuí'.ea 

r:.   prof i t   oda riti,- 

.   puna i un   :-,i:¡ ex o 

e.   working  conditions 

f.   work írif  I.ourn 

•.   work   load .. 

r,.   hol i<lay:¡ 

i.   anoni t i «r; / fac i 1 i t i ea 

j.   job   Hecurit,,/ 

k.   prciotion   prospnnts 

1.   general  atmosphere 

m.   luán   p.pi r t t 



.'Ci-, 18 
MARK CTING   CONTHOL 

1. Do Salesmen waste Manarenrnt time by trans 
T.ittinp superfluous and unusable informat- 

ion? 

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

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

N/A. v £•; NO 'AH ACT 

4. Do  our reports from   the field   3how: 

-  Value  of  Sales   

- Number  of Sales 

- Category  of Sale 

-  Sales  Target per  period 

- Attainments towards  Target 

- Number  of Calls made 

- Number  of 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 

- ComplaintB  

- Enquiries 

- H«quest for Quotations 

- Progress on Enquiries 

- Competitive Activity 



19 *'<> r'i UM   i .-;!(;•'(..(  An K  AriA!,Y.;T. 

N'A Y ;•:;•> •id l'Aií •> A>."P 

1 .   Ari'   !" i i; l'i    report :¡   .i •       r •. • iv 
i:.ll,v   anal.yuud   t.i   r>"/.al: 

- avcia. -í;   «a 1 1    cate 

- ! . :     '   i   !   l   v :  i _ 

- a vera»-e "     if   travel l»n,     timp 

- average  va Lie   oi'   orti er!) 

-   ri'i   bur   of   oiv].i rie:-   pa: .;ori   from     end 
Office 

-  '¡nr.vei'Hi on   rati''   of   i rder.;   to   pti::ii- 
ri.in 

.'.   An;   to   bo Minar1'*3   of   m ] CK   tern t'Tiou 
c ! early  a el' i tied 7 

:;n 1 «¡si': en? 

4.   !,o   Wf    know   li,e   "now   b J:U m::i:-"        ;• nt<>ri — 
tial   in   poo^raphìc   ima;;   into  whioh   we 
1 htt;ri'l    to   expand '. 

l>.   'lav,.   we   priipar*xl   a   riWK;iot¡   ol'   ¡.¡aleo 
t errj t on < 's   ii,  ;i 'cor   i    •••   wit.'.   an,y   pre 
pocou    lncrea ;«   of   t:i 1 ':¡;'-it,-n   wi   i in   I- i 
next  .year': 

'>.   Tf   tne  major  function   or   o.r  :vile-,men 
IG   to   obtHir    order«,  do  we  ne\ trt:.cl es:; 
a. k   them   to make deliveries   -  some tine:*. 
at  abort   notice? 

7.   Tf yea,   have we  studied   the re3ults  of 
thia  I'onr.   of delivery   in   termtt  of: 

- Effect  upon a salesman's planning 
- Effect  of postponed  or cancelled 

visits 
— Bff60t upon morale 
- » ;.m f i miA Jii.vt vn^prr. 
- Lost orders 



20 

1. .„on w<. co.l.-t •» .r-.tinr L•irunfV 
courae, do «o rn.v.de infocati, n '.iron 
all   or sr.,y   of   t>.-'   following» 

d.   information   «pon  co-npcti tors'   prices, 
feat.reo  and   metl.odu 

"e.  wny   we are different  from  our compe- 
titori; - 

f.   company   police  -   t«nra   of   tradir,,;, 
creditfaciliti^,  discounts,   apooi.il 
orderot   etc.  

r.   company   ethics  of   trading  an.l   company 
objectives 

V   r«asom.  for  our price  otruotare 

"i.  company   apport  - Maruiromeni, «dmini- 
.iPfttion arid   technical 

j.   the  specilic financial  advartapes  of 
our  produot(a) 

'it,   producta'   tec.mical  advantage 

!. how   to  open  the salei;  interview 

m. "the demonatration/prfc8«ntation ae- 

înetice 
n.  the buying resistance that will  t>e 

—•  „rf   the answers t.» overoome them 

o.  closing  techniques 

p.  use  of visual aida 
"q.  how  to  identify a  '«prospect" custo- 

r.  the value of time - the cost of making 
a  sales oall 

MA*:*-' '•Ti'lNf":   THAIMH'. 

IN A YbJ'.IfK' AU 

',.  inatruction upon ocpany aoou««i*aUon 
- reporting prooiiurMi •»<> 

y. the no- for information on w;*"iTt 

aotWity, unuaual or no« application, 
changes in demand, eto. 



M :.  21 *A'<\ w:' 1 !•'.   I'IUIM i-n; 

N/A fE5 NO ;Al< 7 ACT 

<'.   'lave   our  mark e Li i/»   training  TU-chola 
und erroné   ìI^TOVB, ><:.rit   wit un   the   la;t 
\?  months? 

\.   If  yus.   La/e   t- p:"»e   improvom^nt,3   ob- 
tained    t   H dosirert   results? 

4.   li'   no,   what   t'urt-.or  reviró vi   shoild 
we  consider? 

').   Do  we  have a   snail   librar./   of   market- 
ing booka  for circulation  to marketing 
personnel? 

6         or a   recommended   reading  list 
of books  that »a/  be  obtained   fron 
public   libraries? 

7.  Do we considar and   use marketing re- 
ports as a means of  identifying pos- 
sible weaknesses? 

marketing training? 

9.   If our marketing resources are  restrict 
ed,  have we made a thorough  evaluation 
of the consulting services  tnat are 
available? 

10.  Do our training procedures and  tech- 
niques include 1 

- sales manual 

- visual aids 

— »ritten taste 
»  Df( 'ímWTrmfnsasasal 
- a - 
- aactings with executives froa other 

  FHIJ training T 

11. Could any of the above be introduced or 
adoptad whioh would serve to roiuoo the 
length of training parlad or inoraaos 
tha effeotiveaoas of the training? 

_. Nhat i« provantiag us from applying tha*T 

13. la t 
of t 
slat 

If ¥ 

1M la tha prafcla», oould aar aaahar 
ha m wag—it V« oallsd upaa to aa- 
T 
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1. If any   aspect   oí'   tlio  Company   is   lackin,: 
in  efficiency,  do  we advise mar'«eLii,' 
personnel  of  the  practical  and   econo- 
mic  reasons  why   im aodiate   remedial  act- 
ion cannot   be  taken? 

2 and   of  tho  posible adverse ef- 
fects  if   premature action   were  to  be 
taken? 

3. As ard when Tompeticive activity shows 
si.^rib oí' strengthening, do WG promptly 
remind ma ratting personnel of the par- 
ticular  advantages   of  our  prodiera)? 

4.   Are we accessible   to inai'keiia:: person- 
nel  on   the  occasions whon  they most  need 
guidance and  advice? 

r;. In our communications with our marketing 
personnel, written or verbal, do we usu- 
ally  convey   optimism  ani   enthusiasm? 

6.   Is -narketing personnel  made  filly aware 
of tue value  of   the acciracy   of   ti¡eir 
reports? 

7.   Üo we  express  our appreciation wnen  ou_t 
standing results have been achieved? 

8.  Do we  3eek suggestions  fron marketing 
personnel  for Kays and  means  improving 
our marketing policies,   strategies and 
methods? ____^_. 

9.   If yes, do we advise those that may 
offer impraotical  suggestions of the 
reasons why  they oannot  be adopted? 

10.  A.j cur ooremunioations with marketing 
personnel  of suffioient  frequenoy to 
•nable a rapid  identifioation and oor- 
reotion of oritioal faotors? 

11. As and wh«n an •stablirthsd salesman ii 
undergoing a period of low salsa, do 
wet 

a. By discussion, l«t hi« analys« hi« 
own perfornanoe in dstailT 

b. Mentally identify hi« ourr«nt f«i¿ 
in«« and, oy «•• of questions de- 
al «ned to gui** M« tainklBCt ti- 
lo« his to fona th« same oonolus- 
ion«? 

MAitKffTI l'¡  MOTIVATION 

N/A YES NO PA:< ACT 

1 
BM J 



MOo   ?3 'A 
'' ''• 

1 1 'o' í n": 1 * >N 

N   A   Y iv J N;. ' k'i 7 A:T 

o.    Inf'orn   turn   that   ho  '.ao   el'f'i  :t».   Lis 
own  c i r.>  airt    that  a   hi'"1     l^vel   of 
öaLer   wi 1 1   now   1' ?l lo .? 

1?.   Do  we   for.ter  a   team   .-[urit   letwf<;n   sa i »> n 

13.   bo  wp  p.-Oüote   a   spirit   of   friendly   ri- 
valry   h'jtweun   ta 1 Hi/nen? 

14.   Ho we  stiniil'if 3  a  galisman   by   occasio- 
nally   c lallenrm.'  him   to  attair   above 
avera/'e   reaiita0 

1, and   co.pl e   t'.o  c:.alicnre   with 
some  I'orn  of   incentive'5 

KJ.   Do we con.   ict   individual   intorviHws  or 
Area  or   Natio.ial   MarKOtii -  vi optinoti   tor 
ary   ot   the following  reasonat 

-  i-e-traimne 

-  improvements   in prolu  t/aervice 
- new »aies aids 

- ohange  in economic climate 
—— - change  in company  policy 

- ohan/<e  in ayetem and, or  proced ires 
- sustain    orale 

17.   Prior to a meeting,  do we   request mark^ 
•ting pereonnel   to submit   subjeots 
which  they would   like to  wee  included 
on the Agenda? 

18.  After a aeetin«, do we request market- 
ing personnel  to atate whioh  of  the 
subjeots covered  they felt  were of aest 
benefit to then? 

1 i.  Do we ensure at a «arlteting aeeting theti 

btained 
- l *! * nu M IUIìMiMM MJirntn 

TP xrrffvw fw rrn rrr*-WêKêêêêêê 
- oonfidenoe in the future is displayed 

.. •MM 
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1.   Are   salea   Ur-atu   .ai   for   ualeemon'; 

2.   If ,yes,   are  the  tarjeta   ltl   line wit.-i 
those   prevailing wit-nn  competition? 

}.   Are   targets pea rod   to   i   realistic 
level   of  aalea? 

4.   Sho   Id   tar'ot.i   be   nubject   to  rovinìi 
and   rev IB ion? 

r).   Are  incentives soared   to  sales  tar- 
rets? 

6.   Ti   no,   have we calculatod   tiie preciue 
volume  of  sales  required   f  om  each 
salesman? 

7 and  considered  an   incentive 
payable upon  salea   obtain«*!   above 
this  volume -  paid  monthly,   quarter- 
ly  or bi-annually? 

8.   If  bonu.iüea and   commi us i ona  are  paid 
in addition to salary,  are  they a   true 
incentive to prai ico moc.   saloü?        

L 

•. If no, should we consider an alter- 
nativo incentive achoi! deeipnud to 
achieve this? 

SAI,1« TA«:Wo -  INCWPIVKJ 

N/A YKS NO PA 4 ACT 



MCS25 MARKETING  RKJEARCIí 

1.   Before   production   or   introd iction   of a 
new   product do  wo  ascertim   trio   follow 

a.   potential  consumers acceptability 

b.   current mar'/.et   trends 

e.   competitive  products ana   prices 

d      the  basic  and   special   feati res   that 
the  new  product   must  posaesa 

H/A 

o.   the approximate   aellinp  price   of  the 
now prouuct   

f.  diatribitor/retai 1er acceptability 

p.  alternative  ¿trateras of distribu- 
tion 

li.  discounts 

i.   credit  term!; anil    facilities 

,j.   the  effect upon   our present  product 
range 

k.   sales forecat-.t 

1.  area of dintribution 

potential  share   of  the market 

n.   product launching oosts 

o.   total marketing costo ir,   the first 
year 

p.   fie reaction of  our own  nales  force 

2. Have we reoently applied the above mar- 
keting research teohniques to our pres- 
ent product range? 

3.  Has anyone been given responsibility for 

Marketing research and acquisition and 

oiroulation oft 

a.  trade publications 

b.  trade association reports 

o. aarket trend  reports 

d. new product reports 

e.  government publications oonoerning 
the *arkat 

f.  competitive literature 

YES NO PAH ACT 



NIO-J 26 NKW   r;jODilO:.'   LA iNCitl NC 

1.   ¡'-cloro   t   e   luu.-ici.  of    L   now   pr.vj u:t,   <i o 
wo : 

a.   estriMi •''    tl.e  pro] ict's   broak-even 
point? 

b.   prepari' a   oa.jh  flow   forecast? 

N;A 

c.   eatabliH1.   a  -narketin,- budrot? 

Jo  we   i terraje   and   allocate   expenses   in 
line  wit:   Hie   budget   for: 

a.   mar-tetiw  personnel   salaries 

b.   salesmen's   bonuu/commiuüi oris 

c.   travel   expenses  of   marKûtinf per- 
sonnel 

Y ci; 

d.  transport 

e. dist nbuti on 

f.   new   pro•not   sales   promotion  campa'»TI 

new   product   sales   training 

h. advertising 

i.  catalogues 

direct  mail 

k.   packagi W 

1.   promotional  dupLaya 

m.  pre;!»   release 

n.  press  conference 

o.  exhibitions 

p.  overhead  allocation 

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

4. Prior to thd product launch, do we set up 
procedures to measure the effect upon the 
sales  of our other produots? 

NC 'All ACT 

Jk 



MCJ   ?7 :!Af^>7i'iM'; JOM;:;I:IIJATI'.'Nò 

H/A YE: NO PAH "? k"r 

1.   Do  we   periodically   review   our inr'.et- 
irv  coninunicaUona doc imo-iit:;? 

.   Do  we   periodically   review   thu  proce- 
da ru   l'or  market i ir   instr<ctions   or 
comm inioiit i ona? 

\.   Are any   important   communier ' unii   over 
looked   became   they  aro  not  committed 
to  paper? 

4.   Do  certain  mar'<o tin,; documents  contain 
ite:i:i  which   are  no   longer applicable? 

"?.   Is   the  information cotitent  in market- 
ing comiDunicati ona adequate? 

6.  To  provide   farther control   information 
and/or save   time,   should  additional  do 
cementati on  be  prepared? 

7.   Coild  certain  foi-ns  be eliminated   by 
incorporating:  the   information  into 
other  existing documents? 

8.   In   the  lifiiit   of  experience,  could   the 
layout  oí'  certain documents be  impro- 
ved? 

».  Are délaya  or errors in marketing  atra 
tegy  processing caused by  incomplete 
information beinp  received  from  other 
departments? 

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

11.  If no, would we benefit by introducing 
»uoh a ay s tea? 

12.  Is our routiner of marketing documen- 
tation periodically reviewed and  revi 
eel? 

13»  Is marketing documentation ooded  to 
indioate the degree of priority? 

.... and the need for feedbaok in- 
formation? 

— 

14. Bo our oontrol procedures enable apee 
dy identification of progress made? ~~ 



T 
MGS  ?8 MAHK't •l'I Ni CO IM'.INJ HA IONS 

1').   I ü raarkui-   li.f or i.V. i >n documenlod   and 
circularised  as  noccseary   to   indi- 
cate: 

a.   a delay   la  anticipated 

M'A YK¡ NO l'A.) ? ACT 

b.   a delay   ha a   occurred 

c.   total   of delay   to date 

d. dep.irtrr.ont   of  present delay 

e.   length  of  prosent delay 

f.   reason for  present delay 

g.  action  taken 



MCS   2 2. MAUH^r ;   •• '»(XJ ;•),"!': 

Which   marketing project.»  are 
perniine  introduction/improve 
merit,   and   what   IB   the   presera 
otate   of development? 

!l 
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