Part I Introduction

1 The Drive for Systematic Sales Management: The Sales Excellence

ApproachasaRoadmap . ....... ... ... ... ... ........... 3
1.1 Sales: “Fighting on Two Fronts™ . . .. ................... 3
[.2  Are You Familiar with These Problems? .. ................ 7
1.3 An Overview of the Sales Excellence Approach ... ......... 9
1.4 The Sales Excellence ApproachinUse .................. 13
1.5 1Is Sales Excellence Worthwhile? . . ............ ... ... ... 18
Part I1 Sales Strategy: Setting the Fundamental Course
2 Customers: The Focus of the Sales Strategy . ... ............. 27
2.1 Customer Definition and Customer Benefits: The Basis
of Market Development . .. ... ... ... ... ........... 27
2.2 Customer Prioritization and Segmentation: Farewell
to the “Standard Customer” . .. ............ .. ... ....... 30
2.3 Customer Retention: Key to Enduring Success . . ... ........ 37
3 Competitive Advantages: Quicker, Higher, Farther... . .. ... ... 41
4 Sales Channels and Sales Partners: Designing the Route
tothe Customer . .. ... ... .. .. ... . . . .. ... ... i 45
5 Price Policy: The PriceIsRight. .. . ... ... ... ... ... ........ 61
5.1 Price Positioning: The Fundamental Line of Attack .......... 62
5.2 Costs, Competition, Customer Benefit: The Bases of Pricing . . . 63
5.3 PriceDiscrimination: Eachto HisOwn? ... ... . ......... 65
5.4 Discount and Terms and Conditions Policy: The Curse
of the Price Waterfall . . ...... ... ................... 68
5.5 Price Promotions: Caution, Trap Ahead! .................. 72
5.6 Price Complexity: Overwhelming the Customer . .. ......... 73
5.7 Competitive Bidding and Internet Auctions . ............... 74
5.8 Price Harmonization: The Battle Against Reimports . . . . ... .. 77
5.9 Excursus: What Pricing Pros Do Better . . ................. 80
ix

|
Bibliografische Informationen digitalisiert durch F\ 1 HLE
http://d-nb.info/1020436352 ‘B IOTHE


http://d-nb.info/1020436352

X Contents

6 A Framework of Figures for the Sales Strategy: Targets
and Resources . . .......... .. ... ...
6.1 Checklist for Part 1I: Sales Strategy: Setting
the Fundamental Course . . . ........ ... .. ... ........

Part III Sales Management: Designing Structures and Processes,
Managing People and Living the Culture

7 Sales Organization: Successfully Designing Structures
and Processes . .. ........ ... ...
7.1 The Fundamental Sales Orientation: Products, Regions, Sales
Channels or Customers? .. ........... oo,
7.2 Thelnterface Curse ... ... .t
7.3 The Braking Function of Bureaucracy ... ................
7.4 Contact Points for Customers: Uncomplicated, Reliable
and QUiCK . ... ...

8 Planning and Controlling: The Middle Ground Between
“Flying Blind” and “Graveyards of Numbers” .. .............

9 Personnel Management: The Poor Cousinof Sales . . . ... ... ...
9.1 Understanding What Performance Depends On .. ...........
9.2 Personnel Recruitment: Professionalism from the Start . . . .. ..
9.3 Personnel Development: Standing Still Means Going Backwards
9.4 Leadership Styles: Patriarchs, Despots and “Correct” Managers .
9.5 Target Agreements: The Balanced Scorecard in Sales . .. ... ..
9.6 Incentive Systems: What Gets Rewarded, Gets Done! . .. ... ..

10 Culture in Sales: The Power of Unwritten Laws . . . ... ........
10.1 Making Sales Culture Tangible . . .....................
10.2 Managing and Changing Culture . .. ...................
10.3 Checklist for Part [1I: Sales Management: Designing
Structures and Processes, Managing People and Living
the Culture .. ... .. ... .. .. . . .

Part IV Information Management as the Key to Professionalism
in Sales

11 Basis for Understanding Information Systems . .. .............
11.1 Requirements on an Information System . ................
11.2  Six Steps on the Way to a User-Oriented Information System .
11.3 Overcoming Acceptance Barriers . . ....................

12 The Customer: The Unknown Factor? . .. ...................
12.1 Customer Information that You Cannot Do Without . . . . .. ..

12.2  The Customer Structure: Guidepost for the Deployment of
Resources . ... ... ...



Contents

Xi
12.3  Customer Profitability: Which Customers Do Companies Earn
Money On? .. ... .. e 175
12.4 Customer Satisfaction and Customer Retention: How Stable
Are Business Relationships? .. ... oL 181
12.5 Analyzing the Purchasing Behavior of Corporate Customers . 189
13 Competitor Information: Know Your Opponent . . .. .......... 193
14 The Market: Identify Trends at an Early Stage . . .. .. ......... 197
15 Information About Internal Processes: Sand in the Wheels? . . . . . 201
16 CRM and CAS: Signposts in the Information Jungle . . .... ... .. 205
16.1 Checklist for Part TV: Information Management
as the Key to Professionalismin Sales . . ................ 210
Part V Customer Relationship Management: Staying on the Ball!
17 The Salesperson Personality: Of Know-It-Alls, Socializers and
Allrounders . ... ... ... e 217
17.1 Personality Traits: Liking Yourself and Others . .. ......... 218
17.2  Social Competence: Professionalism in Interaction . . . ... ... 220
17.3 Professional Competence: The Sales Representative’s Store
of Knowledge . ...... ... ... ... . ... . . ... 227
17.4 Systematically Developing Sales Representatives . . .. ... ... 234
18 Rounding Out Relationship Management: Trade Shows,
Call Centers, Internet . . ... ..... ... ... ... ... ........... 237
18.1 Trade Shows: Meeting the Customer . .. ... ............. 237
18.2 Call Center: The Hotline . .. ......................... 240
18.3 The Internet in Relationship Management: Options and Success
Factors . . ... ... 243
18.3.1 Special Features of the Internet . . ... ............ 243
18.3.2 A Company’s Internet Presence: Basic Options . . . . . 244
18.3.3  Advice on Designing an Internet Presence . . . ... ... 246
18.3.4 Management of Customer Recommendations
onthelnternet . .. ... ... ... ... ... ........ 248
19 Customer Retention Management: Making the Customer a “Fan” 251
19.1 Customer Retention: The Foundations . . ................ 251
19.2  Customer Magazines, Cards, Coupons, Clubs and Virtual
Communities: The (Neo-) Classicists of Customer Retention . . 253
19.3 Value-Added Services: The Ace up the Sleeve . .. ... ...... 257
194 Complaints: Irksome Moaning, Disturbance of the Peace
or Opportunity? . . ... ... ... 261



Xii Contents

20 Key Account Management: The Close Cooperation with Important
Customers . . ... ... 271

21 Relationship Modeling: The Business Relationship Firmly Under

Control . . .. .. .. . e 281

21.1 Checklist for Part V: Customer Relationship Management:
Stayingonthe Ball! ................................ 286
Epilogue . .. ... e 291
The Authors . . ... .. .. .. . . 295
Bibliography . . . ... . .. 297



