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Abstract

The researchers attempted to assess the problehmr@spects associated with selling in resellerketarwithin

the fast-moving-consumer-goods industry, using Y8&iestments Limited, Koforidua, Ghana (Y&K) as case
study. Using convenience and purposive samplingragches, we surveyed the opinions of resellers,
salespeople, and management of Y&K on the subjedt analyzed using descriptive statistics. The ystud
revealed that problems faced by resellers inclug#oeners’ reluctance to accept new products, oweplyg of
products and shortages in money collected as & ispressure to attain sales targets, and geiéfadulty in
retrieving money owed by clients, among others.weleer, firms that are able to employ the right spémple
with the right qualities and strategize well woeltjoy high sales and market growth.
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Introduction

Selling, otherwise known as personal selling, irmeslperson-to-person communication with a prospé#ct.
is a process of developing customer relationshiiscovering customer needs, matching the apprapriat
products with these needs, and communicating bsnéfiough informing, reminding, or persuading (Mengy
and Reece, 1998).

Sometimes, a product being offered for sale isedat business product. A firm purchases business
products either for re-sale or for use in produddtiger products. Firms that purchase productsdesale are
classified as resellers. Thus the reseller maiskéhe market in which firms (sometimes called nhédaen,
dealers, distributors, or resellers) buy produdtsfar their own use but to ‘resell’ those produtttsother firms
or consumers at a profit. For example, Y&K InvesttseLimited in Koforidua, Ghana (Y&K) purchases
products from companies like Nestle Ghana Limitgdilever Ghana Limited, Johnson and Johnson, Cadbur
Ghana Limited, etc. for re-sale to other dealechsas wholesalers and retailers. Therefore, sieebuys
goods purposely for re-sale, Y&K operates in thedler Market.

Y&K started in Accra, Ghana, as Y&K Farms. The gamy was into petty trading of farm products until
1999, when the then Unilever distributor in Kofaradhad some problems. Y&K farms was invited to fioid
the slot and won the slot as the Unilever Key bsitior for “cluster 4", a Unilever terminology faerritorial
demarcation. The name of the company was latenggthto Y&K Investments Limited because the company
aimed at investing in many business areas. Theyaoynlater added sugar and rice trading to itsnass lines.
The company currently covers almost all marketth@Eastern and Volta Regions of Ghana and hasesffat
Oda, Somanya, and Ho.

The performance of Y&K caught the attention of NesBhana Limited which had no distributor in
Koforidua and so also appointed Y&K as a Key Disitor. As at now, the company is into the distiitu of
general fast-moving-consumer-goods (fmcgs). Bexdlus company is into consumable goods, it dealstlyno
with wholesalers and retailers, who purchase fegale. In doing this, Y&K employs and uses salesm€hus,
the outstanding performance of the company andsticeesses it has chalked over the years can fieutett
partly to the abilities of its sales people. Theeaarchers, in carrying out this research, intenddohd out the
problems being faced by these sales people onidglteand the strategies that they employ to ovedinose
problems in a competitive environment.
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The Problems And Objectives Of The Research

It was stated that Y&K'’s sales performance has bdégh over the years. In spite of Y&K’s outstarglin
performance, selling in the resellers market ireeonomy like Ghana makes the company seem preddmrs
susceptible to:

a) poor handling of merchandise by clients that lead to damage of product packages, spillages, ants and
other insects’ infestations, etc.;

b) difficulty in collecting money from clients that buy on credit;

c) the risk of arm robbery attacks because of the huge sums of money collected from clients during sales
rounds;

d) competition from other firms which makes selling difficult; and

e) difficulty in convincing customers to accept new products being introduced into the market.

The main objective of the study was to ascertainrttagnitude of each of these problems and to ésttabl
the factors that have contributed to the compasaiss performance. Specifically, the study ainted a

a) finding out what clients/customers’ expectations are with regards to the firm that supplies products

they buy.

b) establishing the major constraints in selling in the resellers market.

c) finding out the causes of short falls in selling in the resellers market.

d) finding out the extra effort needed to do well as a salesperson in the resellers market.

e) establishing the qualities that make a good and effective salesperson.

Nature Of Selling

In the opinion of Kotler and Armstrong (2000), peral selling is the oral presentation in a convirea
with one or more prospective purchasers for theqse of making sales. Palmer, Adrian (2000) sesopell
selling as a face-to-face communication betweeprganisation and its customers, with a view to edhg a
sale. Selling is a profession and professiondingels more about gathering market and custonterination,
listening, interpreting and understanding custonemds, managing the customer-supplier relatiorisképface,
and communicating clearly to the customer the benef purchasing a particular product that melegirtneeds.
Personal selling thus refers to the personal conmatian of information to unselfishly persuade agpective
customer to buy something — a good, a servicedaa, ior something else that satisfies that indaliduneeds.
The word “unselfish” tells a sales person to bancptoward customers and to serve or help the peoso
organisation without expecting to get somethingeturn (Futrell, 2005).

All the above indicate that personal selling otisglinvolves a personal interaction between aesalhd a
prospective buyer with the aim of convincing thegpect to make a purchase. The selling concepishbht
consumers will not buy enough of the organizatiopreducts unless it undertakes a large-scale gelim
promotion effort. For instance, if an employeesédesperson) of Y&K goes to interact with a bussnelgent
such as Glorious Enterprise with the aim of conwvigcher to buy goods from Y&K, that activity is kwa as
selling or personal selling.

Role or Functions Of Selling
Selling provides many valuable functions, both gociety as a whole and for the individual firm. egb
functions as were given by Marks (1994) are presthelow:

Personal Selling Creates Utility: Selling (and marketing in general) helps to pdevihe three basic
activities of time-, place-, and possession-utilipeing defined here as the ability to satisfy honnmeeds.
Salespeople sell their products or services whatlsfy customers’ needs or solve their (custompreplems
(Hafer, 1993).

Selling Increases Total DemandBy contributing to time-, place-, and possesditility, salespeople
increase the demand for goods and services.

Selling Fights Inflation: Salespeople help lower prices by increasing thmalrer of buyers and encouraging
large-scale and less expensive methods of prodhuctio

An Agent of Change:Society’s habits tend to change slowly, and @entaembers of society including
salespeople are responsible for changing thes¢shHappromoting better ways of doing things.

Hafer (1993) adds two more roles to what Marks @)38esented. They are:

Selling creates Efficiency and Lowers Priceset us step back in time for a second and thih& world
without selling, and suppose you needed a newftmilk. You would have to spend time to find the teéals
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and make the milk. If you were doing this, you Idonot be doing something else like rearing cattlea
group of people worked together as a team to dbimgptbut to produce milk, milk could be produced in
volumes; and because this team could specializeultt make a tin of milk cheaper. If a salespersospecialist
in selling milk, were to find customers and makkesaeach team member could concentrate on doirzg itvh
does best, the unit cost would go down and thd mfits of the team (company) would go up. Sejlin
allows the whole economy to take advantage of sfization of labour and enhances the firm’s abitiby
produce at a lower cost.

Selling Creates OpportunityBelling creates opportunities for many peopleic8ithe products and services
sold by sales people are the culmination of allifmss activities, salespeople’s efforts create jmbsother
people. Salespeople are on the front line of lssimand without them, there would be no need foowatants,
truck drivers, or manufacturing workers, etc.

The Salesman

According to Perrault and McCarthy (2003), the salan or the salesperson is often seen as a refatsen
of the whole company — responsible for explainisgotal effort to customers rather than just poghproducts.
The salesperson may provide information about prsduexplain and interpret company policies, andnev
negotiate prices or diagnose technical problems.

The salesperson also represents the customer haie ithe selling firm. Recall that feedback is an
essential part of both the communication procesd #me basic management process of planning,
implementation, and control. For example, the sgsdeson is likely to be the one to explain to thedpction
manager why a customer is unhappy with productityual

Characteristics/Qualities Of The Salesperson

The job of a salesman requires some distinct cheniatics or qualities of head, heart and appearanc
There are a number of qualities that actually magethe overall personality of a salesman. ThesHitops
which can be grouped into four (4) categories, atiog to Sahu and Raut (2003), are Social Qualitiésntal
Qualities, Physical Qualities, and Character Qieatlit

Physical Qualities: The physical quality of a salesman is of cruciapamance since it is the most visible
aspect of all qualities. Some of the importantgitsl qualities are:

Health: It is commonly said and believed that ‘health isalil. A sound health, in fact, helps the salesman
to perform his duties perfectly, contributes to thevelopment of mental qualities and provides aofoself-
confidence. Salesmen possessing bad health canabitan a pleasing and impressive appearance and
therefore cannot carry their duties efficiently.

Voice: A pleasing and clear voice is needed by the salesmarder to create a favourable impression on
the prospects. Generally, a hoarse, high pitcsiedl|, commanding or nasal voice does not appealistomers.
The salesman’s voice should neither be too loudomlow but should be such that customers can &aearell as
receive clearly what the salesman is presenting.

Posture: Good and correct posture enhances the appearadcpeasonality of an individual. It is the
position in which one holds his body while standimglking or sitting. A good posture of an indival
spreads the message of confidence to one anddatireates favourable impressions on the prospects.

Appearance: The first impression on the prospect is createdthwy physical appearance of the
salesman. A salesman should possess a good, rie@leasing appearance which provides him a lotetff s
confidence to deal with prospects. The physicakqeal appearance of a salesman is used to judge his
cleanliness, through checking of his grooming dothes.

Mental Qualities: Mental quality is another important consideration the success of salesmen in selling
jobs. Below are some of the mental qualities:

Alertness:A person that is alert is watchful and ready tol egth whatever happens. An alert salesperson
has a sharp impulse, is active, attentive, andyréadieal with every situation. He is able to melejections,
remove them, know the actual need, and serve todstesatisfaction of every customer.

Imagination: This quality of a salesperson helps them to peeceivtheir mind’s eye the problems and
difficulties that prospects are facing. This im@give quality is necessary to help a salespersteriine the
exact requirements of customers who may not kn@anettact product that they are searching for or wihiay
meet their needs.
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Self Confidence:ln salesmanship, the need for self-confidence gy felt since the salesman is
continuously subjected to resistance, discourageraad opposition. Knowledge of the goods and sesvi
being offered for sale and knowledge of the custsimeeds build the self-confidence of the salestoaface
and tackle selling effectively and efficiently. sl a thorough knowledge of the market, the prodnck the
prospect, provides an air of confidence to thessadm to persuade and convince customers.

Memory: A sharp memory helps a salesperson to recall c@sg&nmames, meetings with customers,
specific agreements reached, etc. and can heldeapsason become accurate and alert when dealitig wi
customers.

ResourcefulnessResourcefulness is the ability to think about theraatives and find out new ideas. This
ability helps the salesman to be more creative el as confident. Knowledge of goods, customers thedt
buying motives usually makes a salesman more resfulr If a customer asks a resourceful salesmantado
specific product, which the salesman does not haeenever says ‘no’. Either he offers the customuer
alternative product or promises to arrange theiredyproduct in the near future. This attitudehsf salesman not
only makes the customer satisfied but also helps#hesman in striking the sale.

Knowledge: The salesman should have knowledge of competitimhthe general trade information. This
includescompetitors’policies, strategies, products and standar@eddrmancén comparisorwith the salesman’s
own company, distribution channels used by comprstipackaging and product features, etc.

Initiative: To be successful in the job of selling, a salesmegds to have a lot of initiative. It is the akilit
to work on one’s own without any guidance from amgfa The salesman should be able to handle difficul
situations independently on his own initiative.

Social Qualities: A salesman is required to deal with different typégpeople in the society, persuade and
influence them in favour of products and servieesye in different circles, meet many customers getdalong
with them. Therefore, a salesperson must posses goalities which are essential for their woskfallows:

Good mannersThis is the most important social quality that kesanan must have. A salesman must always
be polite and respectful towards the customer andhalk should be polished. A salesman at no pshiould get
angry with the customers. If he does, he loses §&etain behaviour like clearing of throat freqthgmwhile
talking, swinging on chair, etc. irritates customerherefore such manners should be avoided.

Patience and ToleranceAt times, customers start rejecting the utility gprite of the product or service
offered for sale without reason. Under such cirdamses, the salesman should remain calm and toldfan
should try to listen patiently to the argumentgstad customers, and their objections regarding toelycts or
service. He should try to explain his views in ditpomanner and remove the objections through plgas
replies. Salesmen with bad tempers lose sales pitap easily.

Tact: This is the ability to do things correctly at thght moment without offending others. Tact is the
ability of the salesman to tackle all kinds of atians and handle different prospects or clientsaitisfactorily
different ways. This can be developed by empatbigiith customers.

Courtesy: A salesman is expected to be polite and considardies dealings with a customer. It has been
rightly pointed out that ‘courtesy costs nothing pays much’. Respecting customers and a sincesieed®
serve them are essential for success in salesnparidie use of words like ‘thank you’, ‘please’, iaeme’,
etc. in appropriate occasions costs the salesnadlning, rather, it creates favourable and lastimgressions
on the customers.

Sahu and Raut (2003) further adkbility and Eagerness to meet people, Effectivee&peand
Cooperationto the Social Qualities of a good Salesman.

Character Qualities: There are certain moral qualities which are alspartant in developing the overall
personality of a salesman. These are:

Honesty: The salesman must be honest throughout. The proVenhesty is the best policy’, holds good in
salesmanship. A salesman has to be true and sintdns dealings, statements and actions in ordewih
permanent goodwill for the organisation. In sellirgnsactions, dishonesty always suffers in thg kom.

Determination: Determination is the will to go ahead and succekdess a salesman is determined to move
ahead, he cannot be successful. At times, he nyrisistance from various quarters. Each suchigmoin
selling efforts should make a salesman determiodidd alternative ways to proceed to achieve ssgce

We can still talk ofCourage, LoyaltyandIndustriousnesas part of a good salesperson’s character
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All the above qualities make a favourable impraessim prospects. When all these qualities are used
skilfully, a salesman can easily influence the pexss in favour of purchases and this goes a langte make
the firm achieve its selling objectives.

Types Of Salesmen

Salesmen or salespeople in modern days are natifofim type and perform varrying functions. Themef
classification of salesmen is necessary. They Ibeaglassified on the basis of organisation, gobdg sell, and
services offered (Sahu and Raut, 2003).

On the basis of organisation, the types of salesmen are:

Wholesalers’ Salesmen

Usually, the job of the wholesaler is to purchaseds from the manufacturer and sell the same tileed.
Therefore, a wholesaler is normally the main lirdtvibieen the manufacturer and the retailer. Whaesal
appoint salesmen whose main job is to inform retaibbout the various products or services asagsghersuade
them (retailers) to buy for resale. As the wholesalsually deals with a number of products of wasio
manufacturers, also Wholesalers’ salesmen haveatmllé a number of items. They help the retailers i
selecting the products and show them ways and m#ansreasing their sales volume. Another dutyhefse
salesmen is to collect all possible informationb@half of the wholesaler regarding dealers’ atégjdnarket
conditions and the competitive position of the praidlamong others.

Manufacturer's Salesmen

There are some salesmen who do the selling onlfbaththe manufacturing organisation. They usually
possess specialised knowledge about the produdte @ervices being offered. They can be divid¢d three
categories namely: Pioneer or Promotional Salesnigealer or Middlemen Servicing Salesmen and
Merchandise Salesmen.

Pioneer or Promotional Salesmarsually undertake the responsibility of introducingw products or
services to the market. They work just like missiy salesmen.

Dealer Servicing or Middlemen Servicing Salesrasn usually employed to book orders, visit deadgrs
regular intervals and convince them about goodssendces.

Merchandise Salesmeare generally appointed to assist dealers to exgaid sales volume. They visit
dealers at regular intervals and point out waysraedns to increase sales.

Retailer's Salesmen

Retailers constitute the end part in the chaindisfribution of goods and services. Usually, refail
purchase goods from the wholesalers and sell tleeting ultimate consumers. In the distribution pas;
retailers are the middlemen who directly come itwatact with the final consumers. To carry out itieeilling
activities, retailers employ salesmen. RetailedeSmen are of two types, i.e. Counter salesmenCaridoor
salesmen.

Counter or Indoor Salesmeare basically meant to pass on the goods acrossotinger in exchange for
money. Sometimes too, Indoor Salesmen remainértiel Retailer’s store to guide customers that cionie
make a choice. They usually sell products by remgi at the counter and/or in the store and aret mos
commonly found in every shop, whether big or small.

Outdoor or Travelling Salesmeare usually employed to contact prospective custsnseattered in
different parts of the country. Unlike Indoor Sateen, Outdoor Salesmen travel extensively in seafch
prospective customers personally, introduce newlyets, popularise existing products, etc.

On the basis of goods they sell, Salesmen (usually Travelling Salesmen) can bénpoittwo types, namely
Staple Salesmen and Speciality Goods Salesn®taple Salesmespecialise in selling necessities like food,
clothes, stationery, grocery, et&peciality goodsre goods which are fairly durable, non-consumahk have
high unit value, such as industrial products, niakeisupplies, vacuum cleaners, electronic wateifipts, etc.
The Speciality Goods Salesmspecialize in selling such goods.

On the basis of services they render, salesmen can be categorised as Exporters’ Satedmaustrial
Salesmen, Service Salesmen, Missionary SalesmérHaumse-to-House Salesmdixporters’ Salesmeare the
representatives of their organisation in overseakets. Firms that engage in the export businegday these
salesmen.Industrial Salesmegell industrial goods only, such as machines, plaszimponents and spare parts,
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etc. These goods are sold to manufacturers ariddsgshousesService Salesmeao not sell tangible goods
but sell only services. Examples include the iasae agents, bank deposit collectors, door-deligeryice, etc.
Missionary Salesmeare appointed by the manufacturers to propagatendrés of goods and are responsible
for promoting sales and creating additional demaimekeby developing new sales territories. Asrtfwd is to
maintain the good will of the manufacturer, theg aalled missionary salesmeHouse-to-House Salesmaray

be in the form of Independent Consumer Salesmea,asme in the form of Peddlers and Hawkers, whaninyc
goods on their head, shoulder, back or handsaattsell them by moving from door-to-door. Thel geods,
which are usually cheap (e.g. bangles, powder, ¢digtuits, bread, porridge, fruits, etc.) indepamtty by
moving from door-to-door and approaching each pgospersonally.

Operating A Sales Force

Once a company has established objectives anégyrat needs to select a good sales force thatyieid
good results for the company. The following netmlde done in order to own and operate an efficat
effective sales force:

Recruitment or Staffing of the Sales Forc&o ensure an effective selling function, managentest to pay
particular attention to the recruitment, selectionl training of salespersons. The manager hgspieeciate the
strategic role that the sales force plays and ddfie traits/qualities/characteristics that willieeded to make a
good salesperson as the starting point of the itegeat process. Spiro et al (2008) suggest a [p-stdes force
recruiting or staffing process as below:

Step 1 -Planthe recruiting and selection process.
Step 2 -Recruitan adequate number of applicants.
Step 3 -Selectthe most qualified applicants

Step 4 -Hire those people who have been selected.
Step 5 -Assimilatethe new hires into the company.
This is further explained in the flowchart below:

Figure 1: The Sales force Staffing Process

Plan for Recruiting and Selection
Establish responsibility ~ for Determine the Conduct Prepare job Determine hiring
recruiting, selection, andp»{ number of people | job B description B qualifications
assimilation wanted analysis
A 4
Recruit an adequate number of Applicants
Identify sources of recruits Select the source to Contact the recruits
B be use
v
Select the most qualified applicants
Design a system for measuring [y Measure applicants against> Make selection
applicant hiring qualificaticns decision:
v
Hire the people
v

Assimilate the new people into the sales force

Training Of The Sales Force

Selling is a highly competitive business, which emlthe training of the sales force a vital ingretier
success. Initial training and continuous developinie necessary to enable the salesman to perf@srjob
satisfactorily. Whilst other divisions can makestakes which can pass unnoticed and corrected Idter
mistakes of the sales force may be crucial as iimegriably result in lost revenue, hence the neettdin the
sales force to perform perfectly with minimum ormgstakes.

Training Objectives
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There must be specific objectives for an effectianing programme for the sales force, which nhest
reflected in the formulation of the course contegkills to be taught must be clearly stated asd #te level of
skills needed to be achieved must be measuralféeitidate control and provide feedback on success.

A major objective of sales training programmeigtrease level of sales per sales executiveghrehirate
of sales per sales call. Other training objectimetude passing on In-depth production knowledggroved
products application knowledge, Understanding pgciand discount rules and rates, Presentationsskill
Territory and time management, Report and lettetingr skills, Imparting knowledge of competitorg'qulucts,
and Teaching of Company’s policies, strategiesmodedures.

The Selling Process

The selling process is the set of steps througlthvhisalesman or a salesperson passes with a gtivspe
client to make a sale. These steps focus on theajgetting new customers and obtaining ordessnfthem
(Dunne and Lusch, 1999). These steps (Philip Ka2ie03) are presented below:

Prospecting and Qualifying:The first step in selling is to identify leads amaalify them into prospects.
Companies and salespeople can generate leads tiygpup a booth at trade shows to encourage drep-by
inviting current customers to give or suggest nanfgsrospects, using the telephone, mail, and tkernet to
find leads, dropping in unannounced at variousceffj called canvassing, and contacting prospeanmations
and associations.

They can then qualify the leads by assessing e#ls of interest and financial capacity. Thusal@ying
is the process of finding those who have the gb#dind willingness to purchase your product. (Duane
Lusch, 1999).

Pre Approach: Before calling on prospects, the salesperson orsétblesman needs to learn as much as
possible about the prospect. The sales persoraasult standard industry and online sources, actpraees
and others to learn about the prospect. Anottsk & this stage is to decide on the best timird) the best
approach, which might be a personal visit, a pheatle or a letter.

Approach: During the approach, the salesperson should knawtb@reet the buyer to get the relationship
off to a good start. He should show courtesy dtehtion to the buyer; and avoid distracting marsmas, such
as staring at the customer. The key to a sucdesgfiroach is discerning as soon as possible te®mer's
needs by asking the right questions and listenMéhat the salesperson hears about the custometdepn or
need is more important than anything at this poifihe salesperson should ask a few well-chosentiquego
find out more about the need or problem to be sbkwed let the customer do the talking (Dunne ansichu
1999).

Presentation and DemonstrationOnce the initial contact has been established hadsales person has
listened to the customer’s problems and needsohetells the “product story” to the buyer, followgrthe AIDA
formula of gaining attention, holding interest, @simg desire, and obtaining a purchase action. esSal
presentation can be improved with demonstrationmaduct samples, and visual aids (Dunne and Lukg®n).

Overcoming ObjectionsCustomers typically pose objections during salesgmtations or when asked for
the order. The prospect’s problem can be eithgicé or Psychological. To handle objections, shkesperson
maintains a positive approach, asks the buyerddfyglthe objections, questions the buyer in a st the
buyer has to answer his or her own objections, etc.

Closing the Salelt is at this stage that the salesperson atteroptsriclude the sale. The salesperson needs
to know how to recognize closing signs from the éauyncluding physical actions, statements or contme
The salesperson can use techniques such as askiag getting the buyer to make minor choices sash
colour, or indicate what the buyer will lose if tbeder is not placed now. The salesperson might ttie buyer
specific inducements to close, such as speciat paic extra quantity, or a token gift.

Follow-Up and Maintenancefollow-up and maintenance are necessary if thesgateon wants to ensure
customer satisfaction and repeat business. Imnadgiatfter closing, the salesperson should cemegt an
necessary details on delivery time, purchase teemd, other matters important to the customer. Jdles
person should schedule a follow-up call when thigainorder is received to make sure there is prope
installation, understanding of usage instructioms servicing. This visit or call will detect anygblems, assure
the buyer of the salesperson’s interest, and redngeognitive dissonance that might have arisen.

Figure 2 below is a diagram representing the nmetips in an effective selling process:
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Figure 2:  Steps in the selling process.
* Pre-Approach Approach Presentation &
Demonstratio

Follow-up & :
Maintenanc H Cloglnlg the Overcoming
ale Obijection: -

Prospecting and
Quialifying

Selling To An Organisation

Selling to a whole organisation can sometimes ptovee a complex process because it is possibla for
number of different people to become involved at¢hstomer end. Theoretically, only one of thelwek the
buyer, but in practice, he/she might not make amglmse decision until others with technical experand
knowledge about the product have given their apgdrovAll these involved in the buying decision are
collectively known as the Decision Making Unit (DMWr the “Buying Centre” and it is important for
salespeople to identify the DMU in all current grdspective customer companies.

The Decision Making Unit (DMU):In the opinion of Boycet al (1998), the DMU refers to several people
from different departments who participate in tleeidion process of an organisation and share knipelend
information relevant to the purchase of a particydeoduct or service. They perform six differeptes as
Initiators, Deciders, Influencers, Users, Buyensd &atekeepers. In selling to an organisatioresgalople
should devise strategies to convince each of tt@eelayers or bypass them to reach others i),

Methods Of Remunerating Salespeople

A good compensation plan motivates the sales ftoggerform selling activities in the most produetiv
manner and achieve the objectives of the organisatiThere are three (3) basic methods of remungréte
sales force of an organization (Kotler, 2003) whiohy be adopted based on time spent on the jobthend
volume/amount of sales made. The three (3) metbhedd in compensating the sales force are StrSiglairy,
Straight Commission, and Salary plus Commission.

Straight Salary Method:This may be the most simple, common and perhapslitiest method of remunerating
the sales force. Under this method, the salesmeepaid a pre-determined and fixed amount as salattye end
of each month just as other employees.

Straight Commission Methodlinder this payment plan, the salesperson’s remtioere paid as a percentage
of the actual sales made or the orders secureldoy.t The percentage of commission may, howevey,fram
concern to concern and from person to person.

Salary Plus Commission MethodThis method is an amalgamation of both the straggiary and straight
commission methods. In other words, it carriestuiess of both methods and as such incorporates the
advantages of both methods. Under this schemealls force is entitled to a commission in additima fixed
salary. The commission element, usually in thenfaf a percentage of sales, is meant to provideocager
incentive to make more sales by putting in extfareind hard work. The guaranteed fixed salanvigies the
salesman the necessary financial security and admfo

Scope and Methodology of the Research

The research work, which was a descriptive surw&g undertaken to examine the problems and praspect
associated with the use of the Salesforce in gelimreseller markets, using Y&K as a case studyhe
population was made up of resellers of fast-mowaogsumer-goods (who are clients of Y&K) within
Koforidua, Somanya, Suhum, and Akim Tafo, and tlemagement and sales personnel of Y&K. The sample fo
the study were fifty-three (53), comprising five) (fhanagement staff, thirteen (13) salesmen, n8je (
wholesalers and twenty-six (26) retailers. Withamels to the sample, convenience and purposive gagnpere
used. Convenience Sampling was used to seleatltbéesalers and retailers for the study, as thearebers
surveyed the opinions of those that were availabtée times they visited the various researchsar@arposive
Sampling was used to select the Management StdffrenSalesforce of Y&K as respondents for theystud
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All the respondents were made to answer both opdeé and close-ended questions relating to the
objectives of the research. Some of the resporderte later interviewed to seek clarification taclear
responses.

Descriptive statistics such as percentages andeifrgquencies were used to analyse the data gather
Data were sorted, coded, and analysed; and themat@on presented using tables, column charts pandharts.

Results and Discussion

Summary Of Questionnaires Administered And Coltecte
Sixty (60) questionnaires were sent out in all casipg six (6) management and non-management
personnel of Y&K, fifteen (15) sales personnel &micy-nine (39) wholesalers and retailers.

Out of the sixty (60) questionnaires issued to oesients, fifty-three (53) were returned, representi
eighty-eight percent (88%) of the whole as prestmerable 1.

Section 1:  Presentation And Analysis Of Responsesdi Wholesalers And Retailers.

1.1 Classification of Respondents

As shown in Table 2, out of the thirty-five (35sp®ndents, nine (9) were wholesalers representiagty-
six percent (26%); and the remaining twenty-six)(2@presenting fifty-four percent (54%), were ilets.
None of the respondents was an agent.

It can be deduced from the above information th&KYleals mostly with retailers. Clearly, Y&K is ithe
business-to-business (specifically reseller) maskate it does not deal directly with final consusnbut other
firms within the distribution chain.

1.2 Factors Considered By Resellers When Seleéti8gpplier
Respondents were asked to indicate the factors dbegidered in selecting a supplier. Responseketo
above question were categorized and coded as ®bmd have been presented in Table 3:

Prices of Products - 1
Reliable and Timely Supply of Orders - 2
Salesperson’s Appearance - 3
Salesperson’s Attitude - 4
Credit Facility from Potential Supplier - 5

In their responses, none of the respondents stetgdf these factors standing alone (i.e. noboaledt*1”
only, “5” only, “3” only, etc.). However, more thehalf of the respondents indicated that they aersid 1, 2,
and 5 in selecting a supplier, i.e. they consitiergrices of the products, reliable and timely $yb orders,
and credit availability from potential supplier bef choosing a supplier. Twenty-six percent (26%jed that
they considered all the five factors in decidingaosupplier, fourteen percent (14%) considers 1%aalbne, and
nine percent (9%) considers 1 and 2 only in chapaisupplier.

From the statistics available to the researchénsas realized that all respondents consider theegrof
products (or cost products) when making a choica sfipplier; about ninety-one percent (91%) of oesents
considers prices of products and credit availahififty-one percent (51%) considers price, creaigilability,
and reliable supply of orders; and twenty-six prt¢€6%) consider salespeople’s appearances dtutiat in
addition to the price, credit facility, and relialdupply of orders.

1.3 Ways Y&K Can Improve Performance To Win Morst@uers For Itself

Respondents were asked to suggest ways they thimkelp Y&K to improve upon its performance and
win more customers for itself. Twenty-three petq@3%) answered that Y&K needs to train its salesple on
how to treat customers at the point of sale. Hiftyr percent (54%) said Y&K needs to improve uplo@ time
it takes to deliver orders to its clients, whileventeen percent (17%) indicated that the comphayld offer
bonuses and other gifts to the middlemen that db \ilde remaining six percent (6%) asked for arréase in
the number of salesmen.

This information has been presented graphicalbigure 3.
Section 2:  Presentation And Analysis Of Responsesdm Salesmen.
2.1 Educational Background/Qualification of Salearé Y&K.
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Respondents were asked to indicate their educatmatkground or qualification as a way of evalugtin
whether Y&K employs the right qualified people tonk as salespeople. Out of the responses recediglat,
percent (8%) were Senior Secondary School gradyatesSSSCE/WASSCE), seventy-seven percent (77%)
were Higher National Diploma Certificate holderd\[Bi), and fifteen percent (15%) were Bachelor Ciedie
holders. There were no Masters, ‘A’ Level, and l@Vel Certificates holders within the salesmen tiredefore
have no percentages to their offerings. This &nlsimplified in Figure 4.

It can be deduced from the analysis above that nithaje about ninety-two percent (92%) — of salesroén
Y&K have their educational background ranging frefigher National Diploma to Bachelor Degree levels.
follow-up interview revealed that out of those wivere HND and Bachelor Certificate holders, eigliineé
percent (83%) had their specialization in the fiefdMarketing and the remaining seventeen percénq)
specialized in Business Administration. In othards, the statistics indicate that majority of #aesmen of
Y&K are well-educated in the field.

2.2 Training of Salesmen prior to field work

The researchers wanted to know whether, in spitaheir educational background, Y&K gives its
salespeople training before they are allowed t@mgfoto the field for sales. In answering this dioes all the
salespeople said that they were given training B&KYoefore they started selling. They indicatedtthze
company trains its salesmen using indoor lectungspaesentations; and, in addition, each potestildsman is
attached to a salesperson already on the field f&pecific period before they are given autonomgddo the
field to sell.

From the information above, it can be stated thiathe respondents were in agreement that they were
trained before they started the sales job. Thiglies that salesmen of Y&K receive some form ofnireg
before selling, which can explain the successekketidy the company over the years.

2.3 Factors that motivate salespeople to do thairwell

Salespeople were asked to indicate the factorabéivate them to do their job well. Out of thepenses
received (refer to Table 4), it came to light thhbut sixty-one percent (61%) of the salespeople wetivated
to work well because they were afraid that theylddose their jobs if they failed to achieve sai@gets, about
eight percent (8%) worked well because they reckiadequate compensation for their work, twentyehre
percent (23%) did not like the embarrassment amdeimes punishments that are meted out to thenmdor
achieving targets and hence worked well, and tmeainging eight percent (8%) said that they owedrthei
successes to a friendly and supportive staff. Mgtadmitted that they work well because of rewdhds are
given them for achieving and/or exceeding salegetar

A follow-up interview revealed that:

a. There is no such system to recognize and/or reward salespeople for achieving and/or exceeding sales
targets.

b. The CEO will insult and/or embarrass a salesperson before other staff if they fail to achieve results, or in
some cases, withhold a salesperson’s remuneration for the week.

c. Thereis no allowance set up to cater for shortages and the risk of traveling from place to place.

From our follow-up interviews with some of the sgleople, it was gathered that the salespeople & Y&
are compensated using the Straight Salary method.

2.4 Problems salespeople encounter in selling

All the salespeople admitted that they encounteblems in carrying out their work. The problemsyth
encounter were categorized into four main classeshb researchers, i.e. clients’ reluctance to picoew
products for stocking, over-supply of goods tortge(resellers), shortages in money collected fetiemts, and
general difficulty in retrieving debts from clients

The salespeople explained that clients are alwalgtant to collect and stock new products for leesa
especially when no advertisements on the produnis Iheen seen by these clients on television ramdhen
radio. Also, the pressure to serve many clientsraget sales targets sometimes makes salespepply swre
goods to clients than are requested and recordeteirbooks, hence creating shortages and lossethdor
salespeople in the end. The salespeople stateédhihasame pressure to meet targets sometimessniba&en
count money collected from debtors wrongly, whidkoaleads to shortages that must be covered wih th
salesman’s earnings. Undoubtedly, selling in theirness-to-business (specifically the reseller)ketais not an
easy task. It requires vigilance and hard workhenpart of the salesperson.
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2.5 Factors that create a short fall in selling

Salespeople were asked to state the factors thatreate a shortfall in selling and inhibit a spé¥son’s
ability to do well. In their responses (shown igu¥e 5), forty-six percent (46%) answered that petition can
create a short fall in selling in the resellers keér They explained that sometimes competitor®dhice better
products which lead consumers, and ultimately, llerseto reject old brands. In addition, competto
sometimes come up with better promotional and/aegtsing messages which catch on well with theppeo
hence leading to a rejection and a rather acceptainitie competitors’ offerings.

Thirty-one percent (31%) said that frequent priceseases from manufacturers could also createod sh
fall in selling. Resellers simply refuse to accaptl stock goods with increasing prices becausg fihd it
difficult to sell. The remaining twenty-three pent (23%) attributed short falls in selling to l@l@mand of a
manufacturer’s goods because that manufacturermmesupport the selling function with proper prdioo and
advertising.

Section 3:  Presentation And Analysis Of Responsesdm Management Of Y&K.

3.1 Management’s view of Target Markets of Y&K.

Management were asked to state the target custoofieY&K'’s offerings. All management personnel
indicated that Y&K targets both wholesalers andaifets of fast-moving-consumer-goods within its i@gienal
zones. Management staff of the company comprs€HO or entrepreneur and the supervisors of thgpaay
responsible for the general day-to-day runninghef business, including its warehouses, companycheshi
Salesforce, etc.

3.2 Methods used to attract customers’ or prospedtention to Y&K'’s products.

When asked to indicate methods used by Y&K to eittedtention to its products, responses (as shown i
Table 5) depicted that Y&K depends mainly on adseny from manufacturing firms and little persomalles
calls to attract customers’ or prospects’ attentioBut of the five (5) management personnel remtass
hundred percent (100%), forty percent (40%) saad they depend on advertisements from manufactdirimgsg,
twenty percent (20%) said they use personal sa#s © attract customers, and the remaining fpetycent
(40%) indicated that the company depends both oropal sales calls and manufacturers’ advertisimgy a
promotions.

3.3 Factors that account for Y&K’s salespeople’ditibs to sell more.

In answering this question (refer to Table 6), gBighercent (80%) of management staff that resporided
the questionnaires believed that salespeople’styaltd sell the company’s goods was based on adequa
motivation and supervision from the company. Tweapdrcent (20%), however, believed that the sateple
are able to sell more because of uninterruptedigudmoods. In other words, during seasons whardg from
the manufacturers are in short supply, Y&K's sategpe still get goods to supply to their loyal otie because
the company has bigger warehouses and stores raods ghan the average Key Distributor, which givé&
the ability to supply clients even if goods are neteived from the manufacturers for more than atmo
Hence, realistically speaking, it is to the advgetaf every reseller to order her goods from tHesgeople of
Y&K because in lean seasons, only clients of Y&K geods to stock for resale.

The eighty percent (80%) also explained that, isedab other staff of the company, salespeople &KNare
paid highly, which should be enough motivation totdeir job well. In addition, management of Y&Hnlike
other organizations, is keen on salespeople’s sigien on the field to ensure that the right thisglone. Sales
supervision is usually done by sending a supervieond on sales routes randomly to check with Y&K’s
customers on the price at which salespeople s@tgdo them, how long it takes a salesperson tivatel
ordered goods, attitudes of the salespeople towart, among others. Management of Y&K added thét i
was detected that any particular salespersonlingéb resellers at a price higher than the patahich he/she
was given by the company, that salesperson is nadefund the extra money to Y&K and subsequently
dismissed from the company (this is because thgpaasnknows that a lower price is a major reasorsfpplier
selection by clients). Additionally, salespeopleonshow disrespect to the company’s customerstsfigharrels
with their clients, or show any poor attitudes todvalients are firstly reprimanded and, if it happe second
time, dismissed. Management explained that alléhmaeasures are instituted to ensure that saldspdomot
bring Y&K’s image into disrepute in the eyes ofdisstomers.

3.4 Other factors that account for Y&K’s success.

Responses from management indicated that the comipagenerally successful because they deal with
clients in an honest manner, ensures that thepsdpke get all the tools and assistance they reedd their job
right and on time, gives prizes or awards to ctethiat sell highest at the end of the year, giVents free
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merchandising and display materials, point of sdisplay assistance where necessary, and gensel/to
resellers at a lower price than competitors.

The researchers’ interactions with management fegethat even though salespeople are given training
before they start their work as independent satgspethey are not specifically trained in the arecustomer
communications, complaint handling, debt collectiechniques and dealing with difficult customerspd
listening skills, among others. Thus general trgjrin customer service is not formally given tdespeople
before they start work. It also came to light tbate they start work, no formal in-service tragnia organized
by Y&K itself for its sales staff, except when méatturers organize the training. For example, &rét Ghana
Ltd. could request to organize training for allesgdeople of Y&K that sell Unilever’'s products aiml,such a
case, salespeople are given in-service training.

Conclusions And Recommendations
From the results and discussions, the followingctisions were drawn:

The reseller market for fast-moving-consumer-go@fdscgs) within the research area comprises more
retailers and fewer wholesalers. The study browogibtthe fact that the three major factors considdyy both
retailers and wholesalers of fmcgs when selectirguplier are, in order of importance, the pricéshe
supplier’s products, credit facility, and relialdepply of orders. However, a significant numbeoatonsiders
the appearances and attitudes of salespeople itioad those three main factors.

A number of qualities make up a good and effectimbesperson, which could be broadly classified into
Social Qualities, Mental Qualities, Physical Quesif and Character Qualities.

Salesmen of the company are motivated to do thbimjell mainly because they are afraid to loser fodis
and become unemployed in an economy where it fedif to find employment. A significant percentaglso
do well because they are never comfortable withikalts, shouting, etc. that the CEO of Y&K metes to
them when they do not do well. It was clear fromn mesearch that most of the salespeople are wpikifiear
of either being embarrassed or losing their jobs.

It was realized that salesmen of the company facgesproblems in selling, such as customers’ rehosta
to accept new products being introduced, over suppproducts and shortages in money collectedrasut of
pressure to attain sales targets, and difficultyrétrieving money owed by clients. Also, factorkel
competition, low demand (perhaps arising from imp@ge advertising and promotion), and frequentepric
increases are major problems which every manufactneeds to address within the distribution chaid a
improve upon the selling function.

Most customers of Y&K suggested that the compargukhimprove upon its delivery time in order to
improve upon its sales performance and win moreoowsrs for itself.

The survey showed that all salesmen of Y&K are gin®re training by the company in the form of indoo
lectures and presentations, and attachments tagarienced field salesperson for a specific pehbefbre they
are allowed to start selling. However, once thiytsselling, no in-service training is formallygamnized by
Y&K itself to re-equip the salespeople with skills customer communications, complaint handling, tdeb
collection techniques, dealing with difficult custers, good listening skills, among others.

Notwithstanding its successes, it was revealedY8aé¢ uses mainly advertising from manufacturingnfis
and personal sales calls to attract customerstagpgcts’ attention to her products.

Based on the results of the study and the concigsivawn from it, the following recommendations are
spelt out by the researchers:

Management of Y&K should develop a strategy to fintl what customers’ real expectations from supplie
are and satisfy in order for them not to switclcamnpetitors.

Salespeople within the reseller markets shoulddirdd on how to use different sales-calling anendion-
getting techniques, including telemarketing, letteiting, proposal writing, door drops, mail shogsg. in order
to achieve a high market growth.

Y&K and similar firms within the industry shouldvast more in training and re-training of its sakagpe
in areas like relationship selling, ethical issireselling, leads identification and prospectirggritory and time
management, customer communications, complaintlimagndiebt collection techniques, dealing with idifit
customers, good listening skills, among othersriteoto sell more.
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The company needs to put in an extra effort to vatdi salesmen and her customers in order to se#.mo
Salesmen must be made to feel secure at the wade @nd not work in fear. Management of Y&K could
introduce cash bonuses, gifts or other award schdmeeward salespeople who achieve and/or exdesd t
targets. It is also recommended that “Salary @aesnmission” method of rewarding salespeople shdead
adopted instead of the use of the “Straight Salangthod, so that salespeople are encouraged toneed in
order to earn more.

Significance Of The Research

The research is useful because it serves as @&meteto students, managers as well as marketingalad
practitioners who want an insight into the subjewtter. Managements of reseller firms, especitily
management of Y&K would find the research very ubédr the formulation of policy and enhancement of
competitiveness within this business-to-businessketaector.

Limitations Of The Research

The researchers faced the general problem of timdefiaancial constraints associated with traveling
between data collection points, which limited tege of the research. Also, some respondents uvevéling
to divulge information either for security or otlpgrsonal reasons.
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List Of Tables

Table 1: Summary of Questionnaires Administered ad Collected.

GROUP NUMBER NUMBER (%)
ISSUED RECEIVED

Management/Staff 6 5 83

Sales personnel 15 13 87

Wholesalers/retailers 39 35 a0

Total 60 53 88

Table 2: Classification of Respondents

RESPONSES FREQ (%)

Wholesalers 9 26

Retailers 26 54

Agents - -

Total 35 100

Table 3: Factors Considered by Resellers When Seting a Supplier.

RESPONSES FREQ (%)

1 and 2 only 3 9

1,2and5 18 51

1 and 5 only 5 14

All (1-5) 9 26

Total 35 100

Codes:

Prices of Products -1
Reliable and Timely Supply of Orders -2
Salesperson’s Appearance -3
Salesperson’s Attitude -4
Credit Facility from Potential Supplier -5

Table 4: Salespeople’s views of factors that mote salespeople of Y&K Investments Ltd. to do their
work well

RESPONSES FREQ (%)
Adequate Compensation 1 8
Fear of losing job 8 61
Friendly & Supportive Staff 1 8

Reward for achieving and/d
exceeding target

-

Punishment for not achieving

3 23
target
Total 13 100
Table 5: Methods used by Y&K Investments Ltd. to #ract prospects’ attention.
RESPONSES FREQ (%)

Personal sales calls 1 20
Telephone solicitation - -
Exhibition - -
Letter writing, door drops - -
Advertising from manufacturing firms 2 40
Personal Sales Calls & Manufacturers’ promotions 2 40
Total 5 100
Table 6: Management'’s view of factors that help Y&'s salespeople to sell more.

RESPONSES FREQ (%)
Adequate motivation & supervision 4 80
Uninterrupted supply 1 20
Total 5 100
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Figure 3: Ways Y&K Investments Ltd Can Improve Performance
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