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     In today’s global marketplace, organizations operate in a highly competitive environment. The well sought and successful implementation of strategic impartations is a critical component when procuring the competitive edge. The selling proposition is a major element in the differentiation process, which catapults and categorizes the leaders of industry. Whether this be a small business or a huge global conglomerate, the organization’s sales force is accountable and responsible for conveying the organizational missions, scopes, marketing methodologies, branding, the features and benefits, clearly identified within the products and the services that company has to offer. 

     The effective managerial processes are critical in order to achieve maximization of production levels. The successful achievement of corporate objectives, development of strategic approaches, utilizing various tactics, through critically assigned unique pathways is the key element to the Max opportunity and its ongoing training, leadership and empowerment modules for success. The sales division is the human intersection of the company; the Max modules induce the pertinent effective leadership; the roadmap for driving in the right direction. All sales managers today,  must withhold a uniquely equipped set of principles, with various levels of competency in all areas of personal and professional acumen. The learned or innate understanding of people, polarities, cultures, sub-cultures and the engagements of interaction amongst all, is of extreme importance and equates to the quality of a leader in all venues. Our Max consortium takes the entrepreneur through a journey of success, imparting various proven instruments to obtain maximum returns, financially, emotionally, psychologically and Spiritually. “I wish above all things that you would prosper; even as your soul would prosper”.  (The Bible paraphrased). This is not a religion lesson. The sales force represents the company and can essentially gauge the characteristics of the company’s stakeholder’s. The sale force management team develops and organizes your sales force, hence, accountable for the evaluations of sales force activities, performance levels, and enthusiasm and motivational mandates necessary in achieving work breakdown schedules, deliverables, benchmarks, goals, to well rounded optimal success.

     The following information and ongoing Max consortium training and leadership series is designed to allow your business to be the predominant organization of its kind in your area and diversify into a successful Max consortium joint venture business with us. The preceding and following training and leadership series, quantifies and qualifies organizational success, encompassing universal concepts which work. The analysis of theories and practices involved in building and the management of an effective sales force is an ongoing adaptation and integration process, as is our training and leadership series which result in a continuum examination with all pertinent strategies to maximize aspects with regards to all important factors of a successful business. This is what we believe to be the most important element, SALES!  The sales managerial components will cover forecasting, human resource capacities, sales rep and consumer automation, statistical data analysis moreover, closing! Inclusive in the following are the key depictions as to various business models, training, motivation, compensation, team building, performance level evaluations, and the mandated understanding and interaction Max divisional promotions and marketing objectives. “Anything that is wasted effort represents wasted time. The best management of our time thus becomes linked inseparably with the best utilization of our efforts” (Ted W. Engstrom).
· Leadership, Entrepreneurship, Motivation, Empowerment, Sales Force Management, Training.

· There are ongoing MaxIT modules to assist JV licensee in the Max Opportunity.

· MaxModule “MaxIT  maximize productivity through Information Technology “Maximize It”

     Some people speak of a natural born leader, believing there exists innate characteristics which compose the make-up of a true leader. There are some who think leadership can be learned. The compositions of the two are what make an effective leader.  Life is a lesson book with a continuum of momentous decisions one must undertake. One of the most pertinent aspects of true leadership is the decision-making process.  The true leader innately or learns to make decisions which would result in positive successful outcomes. Some of the decisions would be as simple as what route will one take to accomplish a goal and decide who he or she will collaborate with to make this succession complete.  The precise sequential decisions guided by a true leader will impart the beginning notions to that of who the leader leads. Without people the leader has no one to lead. This innate quality is advantageous, however, can be learned through life personal and professional experience. 

The sales force arena encompasses many attributes which will directly reflect the outcome and outputs of those who is effectively leading. A leader will aquire an ongoing precedence as to how to motivate others, teach and coach others and the true leader takes the attitude of “Talk is cheap; let me show you”. In other words, produces and shows by example to extract the best of of his or her following. “The best sales managers are great leaders of their sales people” (Spiro, Rich, & Stanton, 2009, p.  260).
The leader must have someone to follow in order to claim the role of leadership.  In a life of change and adaptations the true leader brings out the best in followers and carries them through the course of change in such a way admonishes resistance to change. “When innovation requires elaborate and extensive teamwork across functions and perhaps locations. Increasingly, high-impact innovation cannot be achieved by isolated specialists.  Rather, as the knowledge base of the organization deepens and diversifies, many talents need to combine (and combust) for truly creative change” (Goffee & Jones, 1996, p.  145). 

Whether learned or an innate quality, the leader is a decision maker. “The ability to make smart choices is a fundamental life skill” (Hammond, Keeney, &  Raiffa, p.  2). The person withholding good intentions, desirous of being “Mr. Nice Guy”, in no way constitutes, nor will it qualify an individual to engage in a position of leadership and authority. In other words, the leader‘s first objective is not to be a people pleaser. Of course, during the leadership process pleasing people is key, but the leader’s decisions are predicated on his or her realization of actualizing their vision. “Where there is no vision; the people, they shall perish” (The Bible paraphrased). The leader gets others to follow vision.  The essence of decision making can be collective processes to develop, continually nurture, and utilize, the ability to get others to follow  reflects the acknowledgement and  ongoing responsibility of a well-refined effective leader.  Effective leaders continually choose and utilize various formats of the decision-making process, depicting diverse methods to reach results, with the obvious anticipation of those particular results formulating into a positive influence or effect.  Leaders obtain the procedural, well sought methods by analytically assessing each given scenario. When postured in correct sanction, the effective leader is able to depict a certain methodology and follow through with the best decision.  Furthermore, his or her influential aptitude will create the pertinent environment and atmosphere, whereby, his or her peers / subordinates make the concerted decision to enjoin in a mandated level of uniformity.  The true leader has the ability to accomplish this through the proper decision-making processes and effectively gets others to follow.  “Follow the leader”. “But the no-brainers are the exceptions. Most of the important decisions you’ll face in life are tough and complex, with no easy or obvious solutions” (Hammond, Keeney, &  Raiffa, p.  2). 

Goleman states 6 emotional leadership styles; ideologies which encompass visionary elements, “visionary: the leader inspires, believes in own vision, is empathetic, and explains how and why people's efforts contribute to the dream” (Goleman, 2010, p.  1). Followers follow a vision; wait for results, when the leader makes the decisions which result in positive outcomes, more than likely people will follow.

Life is a sale; merely every word perpetrating from our mouths to every commodity is designed to sell in one fashion or another. Although a person may not be the sales person or marketer of the year, the words expressed are in one shape or form selling someone else. Whether they are intentionally selling a product or a service, moreover in a more canvassed reinforcement of the preceding statement, "merely every word perpetrating from our mouths is a sale" selling principals, thoughts, opinions, ideologies, or themselves. Whether this is a subtle or clear and apparent obtrusive sale, "life is a sale" is an ardent fact. We are selling and advertising with the intent to close some type of deal, we sell our thought processes, our beliefs, to the degree the very essence of who we are. 

Many remember the famous line from the movie Jerry Maguire, "You got me at hello". Did Tom Cruise?s character, Jerry Maguire intend to advertise and close his future wife with such a simple statement precisely at the time he stated, "Hello"? It is all a matter of perception and connection from the perspective of the recipient of communicative advertising. Remember asking out and courting your girlfriend or wife; advertising to close the deal. Teaching your children; advertising to close the deal. Speaking to colleagues about politics, business, religion, small talk; all advertising to close the deal. Advertising started from the moment the first two people began to communicate. Why do we advertise? TO SELL!


The narrow specific methodologies of advertising have transgressed and honed in on product and service brand awareness, to brand recognition, to brand awareness through means of advertising and have changed in scope as the industry of advertising commences to its realistic format of today. Brand Notoriety and Brand Equity.

Advertising trends remained since 1994.


The notion of ethical advertising varies from one marketer / advertiser to another, similarly, to one consumer to another. Advertising in its infancy as a commercial sector of industry, was an open playing field. Advertising campaigns, since the inception of advertising various ethical and legal promotional advertising campaigns designed to capture and penetrate a certain marketplace. As is the case with good promotional programs there are always intertwined those with the not so good commercialized campaigns. For instance, unethical and illegal practices such as, "The miracle healing cures all potions" fad, to in today?s era, spamming via the Internet. "Over time, a wide variety of rules and laws have been enacted to regulate advertising activity. The Federal Trade Commission is a major regulatory body in the U.S. which examines issues of fairness in advertising" (Zinkhan, 1994, p. 1).

Two fads which come to mind is the peddler promoting and advertising a miracle drug to cure any and all ailments and the pet rock. "A fad is ?unpredictable, short-lived, and without social, economic, and political influence" (Kotler & Keller, 2006, p. 77). One illegal and unethical and one ethical and legal, both successful advertising campaigns, depending on how one views the ideology of a successful fad. The promotional efforts may not have been long lasting but are recognized throughout history for ages to come. 

Change in current marketing and advertising trends since 1994

Around the time of the 1920?s to date, marketers and advertisers have perpetrated various methodologies to quantify and qualify its population segment and drive targeted traffic to its product or service line. The advent of the Internet and technological advancements have made it possible for organizations to capture a narrow specific market segment and have made it possible to hone in on targeted audiences through mediums of strategized marketing advertising campaigns.
 

"The research era: Beginning in the 1920's, advertisers used a number of techniques to reach and motivate mass audiences. From the 1990?s to the present, reflecting the more personalized nature of media, advertisers have shifted their focus to ever more sophisticated techniques for identifying and reaching narrowly targeted audiences with messages prepared specifically for specific groups or individuals" (Lane, King, & Russell, 2008, p. 11).

Past and current decision making processes on behalf of marketing models and advertising differ from person to person. These variances of ethical codes within the realm have been in existence since, as reflected in the introduction, two people began to communicate. Advertising and marketing has circum to the point as one of the most intricate aspects of commercial trade. 

Precise ethics may vary, however, ethical forms of conduct have existed since inception, to 1994 at the time Zirkhan?s article, to today and continuously in the future. "When making these difficult moral choices, there are many places to turn for guidance, including: personal conscience, company policy, industry standards, governmental law or regulation, and organized religion" (Lane, King, & Russell, 2008, p. 11). Let us take for instance, geocentric or global surveys and inquiries as to the validity and acceptance of a product. Although, true statistical analysis will be derived on closed business; sales, the statistical inferences simply by compiling data from large sources of populous can be instrumental in all aspects of advertising and marketing any product or service. Rather than canvassing entire populations an organization can randomly select sampling of potential purchases or even distribute promote actual campaigns to a narrower population and determine the validity of such advertising campaign. "A sample is considered to be random if every item in the population from which the sample is drawn is equally likely to be picked" (Thurman, 2008, p. 65). The question is it ethical to just randomly compile data? The ethical codes will vary from marketer to marketer. Is it legal to randomly compile data? The legal aspect is simply governed by permission granted marketing called opt-in.

Federal Trade Commission (FTC), Federal Communication Commission (FCC), Mobil Marketing Association (MMA), amongst other various regulatory agencies, all have various rules, regulations and laws, governing advertisers from advertising and marketing under false pretences, spamming, and federal and state do not call lists. The list goes on from the legal aspect of advertising and marketing to the ethical practices in marketing. As technology and information dissemination advances, marketing and advertising methodologies enhance, likewise, legislation and laws governing the marketing and advertising industry are in constant change. 

The advent of the Internet and technological advancements and how data and voice are transmitted it has made a cost prohibitive task extensively simple and cost effective to maximize returns on investment marketing and advertising dollars. This also allows for targeted traffic for any business. 

The most effective, legal and ethical methodology is of course a hybrid with a cross integrated marketing method which utilizes various facets of proven advertising trends in the past to current this means traditional, online and cell phone push pull marketing strategy. Worldwide Associates MaxTech platforms utilize turn-key traditional print, online web and multimedia marketing and cell phone marketing. County to Global learned behavioral patterns included transcending to a new trend. "A trend is a direction or sequence of events that has some momentum and durability" (Kotler & Keller, 2006, p. 77). Transforming to a paradigm shift and megatrend, "Megatrends have been described as large social, economic, political and technological changes [that] are slow to form, and once in place, they influence us for some time-between seven and ten years, or longer" (Kotler & Keller, 2006, p. 77).
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In juxtaposition with all marketing mediums the predominant and  most successful marketing and advertising combine all facets of "Push & Pull" marketing methodologies. 

Traditional local geocentric marketing and virtual globalization expansion client initiatives are at the push of a button At Worldwide Associates Inc. MaxTech DataWare Corp. Our goal is to take companies and their products and services and expand them locally or around the world faster than anyone has ever done before. With a global partner Social Business Network spanning over 70 countries, and the latest in Telecommunications & High Technology, we look to take small to medium-size companies with a strong domestic presence, and make them a global success; virtually overnight make them a viable entity on a worldwide global basis.  
 
Relying on the strength of our management team, and the years of global experience that has been selected for this company, the Worldwide Organization seeks to chart a new path in advisory services and strategic business expansion through globalization, pioneering new Social Business Network opportunities for the leaders of tomorrow. 
 
At Worldwide we globalize companies, predominantly by focusing on several key expansion methods, including: strategic partnering, joint ventures, international licensing with royalty agreements and manufacturing & distribution agreements.  In addition, we are also able to provide advice on Mergers & Acquisitions, Integrations, as well as entry into public and international markets, purchase order financing, and asset lending, venture capital.    
 
In this day and age of global competition, the world can be a very intimidating place.  International travel and expansion into new markets, has become costly and time consuming.  Yet in spite of these conditions, it is more important than ever, that companies be strategically and competitively prepared to take their products and services into the global marketplace, intelligently and efficiently.   
 
The Worldwide Organization brings a valuable, compelling and now accessible global commodity to the table, in multiple countries, namely: Local knowledge, local experience and a rich collection of in-Country business professionals, located across the globe; all connected through the worldwide organization’s Global Social Business network and communications portal.
Some of the common barriers to any organization's foray into international expansion are the lack of access to local institutions and business contacts, as well as political contacts within the target country.  In addition, there may be an absence of familiarity with local business, social, political and religious customs, or a lack of general knowledge about the operating environment within the target Country.  In some cases, there exists little knowledge of which countries may present a viable target-market for expansion. With the strength of our global advisory team and management, we are able to help organizations in a variety of different industries (which may lack the resources of a Fortune 500 company), strategically target areas for expansion and compete internationally, in the ever competitive Global Social Business Network Marketplace.  .    
 
This is the basis for the Worldwide Social Business Network. Strategic business model and its success our global relationships and business knowledge is not limited to just one particular industry, or country. The Worldwide Group of Companies and Organization brings together management and advisors with experience in many different fields of business, across the globe. So no matter what business you are in, the Worldwide Organization can position you to succeed in over 20,000 business communities, and 14.6 million current business database.
 
By utilizing this cross-sector approach to the marketplace, the opportunities for Worldwide Organization and its? client & partner businesses, are limitless.  There is an abundance of companies whose products and services are ripe for international expansion.  Indeed, with the globalization movement that is on around the world, many companies future existence will depend upon it.
 
Once Worldwide receives its public status, it will apply to become a Social Business Network Development Company (SBNDC), a designation for investment companies given by the SEC (Securities and Exchange Commission) Worldwide. Will be looking to fund projects for global Social Business Network expansion from third parties, as well projects developed by the Worldwide Organization, the primary project developer for Worldwide Group of companies 
 
The goal of Worldwide Social Business Network is not only to invest in third-party companies and affiliated projects, but to also advise and guide them in their global expansion.  By being able to add value to their management team, and by opening up new market opportunities, Worldwide. Can be a major developer of companies looking for growth, funding and advice 
 
Aside from our core business, the Worldwide Organization (the development team.), will develop several affiliated projects and/or services, which will focus on global reach and technology.  To date, the Worldwide Organization has been developing projects in the following areas, on behalf of Worldwide Associates Inc.: Public Relations (Worldwide Associates.com), Internet Search Engine (Worldwide Associates.com), Feature Film (Worldwide Productions), Video Production ( IPTV), Design ( www.Worldwide Associates), Publishing (Worldwide publishing), (Worldwide Telecommunications), Professional Social Business Network Training (www.Worldwide Associates.com), Public Speaking (Mr. Jack Lennon), Podcasting (Worldwide Broadcasts),
    
 When affiliate projects reach defined targets, Worldwide. May engage in either a buyout, or revenue sharing arrangement with the Worldwide Group of Companies & Organizations (the development team for Worldwide Associates Inc
 
This portion of the business model allows the Worldwide Organization to build up a portfolio of products and services that are applicable to the global markets, in addition to those products and services which it may acquire from third parties.    

Max Box / MaxTech / Max Towers Merchant Service Integration

The Max MDU Model comprises a target approach to, including but not limited to,   hospitals, educational facilities, libraries, municipalities, hotels, motels, any infrastructure to use all or in part the following descriptions. The collaboration of MaxTech, MaxBox, and Max Towers allows for the final solution for hardware, software, telecommunications and wireless mandates.  

The ardent fact and bottom line initiative and justification for a wide array of channels of distribution and channel members are to cut costs and establish as many points of presence as possible, whether that point of presence is the purposeful intention for branding or an actual point of sale. The proper implementation of channel management and the allocation of as many points of presence are to leverage and utilize the co-existence of various joint venture relationships and/or affiliated concerns.
     “Channels are the routes to and relationships with customers” (Brandweek, 1999, p.  1). The question is, are these channels beneficial or detrimental to the overall branding of an organization? Various components must be taken into consideration, including, the implementation of a well sought out structural flow and dissemination of information, including but not limited to, branding, product and service lines. The persona of the channel marketer is a key factor and must be considered carefully, when potentially utilizing and leveraging from other peoples resources (OPR). 
          Evaluation of the functionalities and responsibilities of channel members
     The main rationale for channels of distribution and the proper channel marketing managerial components are to leverage existing or new points-of presence. This cooperative understanding can be beneficial once orchestrated in the proper sanction. “Co-op also is a source of building goodwill with distributors and retailers and exercising some creative control over local advertising, as well as saving money for national advertisers” (Lane, King & Russell, 2008, p.  327). This is clearly, as previously mentioned, the main purpose for managerial marketing channels of distribution, to save money, maximize profitability and free cash flow, through means of leverage and other people’s money (OPM) and other peoples resources (OPR). “Because of the high profit potential of an exclusive dealer-ship, new networks such as Lexus and Saturn can be extremely selective in granting franchises so as to choose dealers who offer very high levels of customer service” (Brandweek, 1999, p.  7).

     The proper dissemination of brand awareness, brand recognition, brand equity is the responsibility of the point – of – presence and the new marketing channel. The very essence, climate, culture of that marketing channel also becomes the concise and clear depiction of the main company to the consumer. “Service delivered through the channel is the basis of that relationship”.  P.  8). How the host company parlays its missions, scopes, and objectives, through its marketing channel, is done through logistical implementations to expand its own branding and sales for its products and / or services et. al. “Logistics now involves efficient utilization of information from and to customers and suppliers” (Brandweek, 1999, p.  3).

      Assessment with areas of potential conflict between intermediaries

     The notion of data warehousing and data mining is an important facet within the realm of channel marketing. A specified geographic terrain located by the point – of – presence, the distribution channel, can inadvertently disparage a company’s branding, yet the company may not know of this challenge until much further into its affiliated relationship. 

     The distribution channel through logistical flows of information, due to technological advancements, can compile potential and active customer lists, like in the case of Toyota’s dealership channels for the Lexus automobile. If the hosting main company does not get customer interaction and feedback on how the channel distribution member conducted business may result in brand dilution to brand diminishment to inevitable demise. As in the case of Lexus, the main company appoints individuals to call actual customers of their regional and national locales to compile evidentiary feedback from the experience and acceptance of the customer’s experiential components on the Lexus purchase. “For example, data mining is an increasingly important technique for understanding consumers and developing channels tailored to their needs. In contrast, channel players often have too limited a perspective and too broad a product scope to build deep knowledge of customers' product-specific needs” (Brandweek, 1999, p.  2). The data is compiled by the channel member and utilized by the main organization, but if the information is not used properly or in a timely fashion, the main company branding can be jeopradized.
            Worldwide Max implementing channel center’s our corporate marketing strategy.
     Take for instance, our company, Worldwide Associates and its software, hardware and web based Max consortium applications, the entire conceptual notion is predicated on channel marketing venues, established within a local community environment to coexist with local small business branding and our own product and service branding in that particular geographic county setting. The utilization process of granting much of our information benchmarks and information architecture, and business publications for free, allows for our MaxTech and MaxBox to become paradoxically promoted within the confines of their brick and mortar locale and electronic presence on the web. "Although business publications remain the primary a primary tool of B2B marketing, personal selling, telemarketing and other forms of direct response, and Internet occupy a much higher share of expenditures directed to business compared to traditional media" (Lane, King, & Russell, 2008, p.  75).

       Summary

     In order to maximize the productivity and enhance the hosting companies objectives, in a positive sense, a complete and thorough plan of action must be accomplished, starting with the pertinent and apropos information flow from the channels of distribution to the end consumer, likewise, customer acceptance and consumer impact derived from its channel agent.   The logistical format imposed upon, from the main organization, must adhere through its distribution channel with the mandated objectives and impart precisely the nomenclature of the business and its value-added products and services enhancing its marketing communications for its affiliated concerns passed through to the consumer. “Clearly technology has had an immense impact in information flow in enabling companies to know more about their customers than ever before--and vice versa--and the Internet has opened up entirely new vistas in this regard” (p.  3).
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     Juxtaposed with the innate desire to allow one’s entrepreneurial spirit to catapult to a reality, it is of great importance for an entrepreneur to obtain the applicable knowledge and apply what is learned in order surpass from a conceptual idea,  its origination context to that of a tangible successful business or enterprise.
     Jerome Katz and Richard Green are recognized as two world renowned and prominent mentors aiding in the impartation of entrepreneurial business, from small businesses and medium size businesses, to small and medium enterprises (SME). Two authors assert in their 2nd edition of ESB Entrepreneurial Small Business text, that there are five venues to enter into small business arena. The authors purport, starting a new business from inception, buying an existing business with both assets and liabilities, franchising, inheriting a business or becoming a professional manager of a small business are amongst the five choices to enter into the small business arena. The following will depict the concepts of the five gateways to enter into the small business environment, including the advantages and disadvantages of each option.

Starting a New Business

     Under the auspice of starting a new business, the entrepreneur perpetrates a vision in his or her mind from its embryonic stage, to a reality in the market place. Often times, this new start-up business accentuates the innate, internal desire of the entrepreneur. It is, exclusively, the responsibility of that entrepreneur to compile the resources which will manifest the blueprints to catapult his or her dream, idea, or vision into a reality. The start-up process does, emphatically, demand a tenacious entrepreneurial attitude, with the potentiality to not attribute any recognizable benchmarks for long periods of time when engaging in a start-up business.  The entrepreneur, who chooses the start-up sanction of business, must withhold a persistent attitude of faith, conviction, and belief. Although, the start-up methodology may be the most rewarding, this aspect can also be categorized as the highest degree of risk. Entrepreneurs must evaluate their personal and financial risk reward ratio’s relevant to their personal risk tolerance levels.

Advantages of Starting a New Business

     The start-up new business could be the most invigorating and positively challenging for an entrepreneur. Often times, an entrepreneur chooses to work hard, outside of the contingent workforce or under the control of those delegated for that position. The classic entrepreneur begins with his or her vision and can make all the unilateral decisions, without the impedance or barriers of other individuals. This entrepreneur in the start-up venue usually has few influences as to the managerial processes, when starting from inception. 

     There may be partners in this entrepreneurial endeavor, however, more often than not; the start-up stage is usually one person or few like minded individuals who work ceaselessly to accomplish milestones and benchmarks. This new business usually does not reflect any negative or positive occurrences until an action is perpetuated through the decision making process. Once an action has been orchestrated, then the effect is substantiated. The entrepreneur can gauge its success and further embellish or ease off on decisions once the effects of the decision making process are displayed. 

     There are no problems from the inception stage, it is until decisions are made and acted upon, based on the decision making process to determine if the action were a solution or a problem. “A start-up begins with a, ‘clean slate’. There are no existing employee problems, debts, lawsuits, contracts, or other legal commitments that need to be satisfied” (Green & Katz, 2009, p. 143).]

     An entrepreneur often times may have a successful business model and enterprise concept as a small business. Expansionary measures un-seemingly may affect the overall productivity of the current business. A small business doing well in a particular demographic area does not necessarily mean that the business will do well in another area or overseas. The entrepreneur in the start-up mode makes the determinations to how small or how large its organization will be or how large or small its market penetration will be. “A start-up can be kept small deliberately to limit the magnitude of possible losses” (Green & Katz, 2009, p.  151). In many instances, change and growth may be detrimental to an organization. Penetrating into other markets could result in more liabilities with potential losses along with incurring higher degrees of lack of control within the scope of the company’s internal and external environments. The start-up entrepreneur is not forced to encumber more liabilities or potential risks; this decision is gauged contingent upon the risk tolerance levels of the start-up business owner.

Disadvantages of Starting a New Business

     Branding! Brand awareness, brand recognition and brand equity are all important facets for product lines and services rendered to a customer base. The start-up venue also includes new products and services which are to penetrate into a particular market place or market segment. Many customers are not willing to test or try out a product or service which does not have some sort of performance record, history, or recognition.  “A start-up business has no initial name recognition” (Green & Katz, 2009, p.  144). The onset of a niche market may be able to withstand the nomenclature of an unrecognized product or service name brand. This unrecognized name brand should be considered a test market to service or produce and meter the viability of a potential market share, through statistical inferences. The entrepreneur in a new start-up business must allocate more than sufficient resources for branding purposes and often times perform with higher standards than their potential competitors; the age old adage of, buyer beware seems to be more and more prevalent in today’s domestic and global society. There exists with any product and or service the auspice of competition; competitive forces producing higher quality products and superior services with more than sufficient customer satisfaction and customer service. Where there are good opportunities for consumers there exists lower caliber of service to outright scams. The lack of brand recognition makes it difficult for a customer to purchase products or services, due to the very nature of not receiving quality products or services, to the point of the potential of purchasing a product or service and receiving nothing at all.  

     The funding aspect of a new start-up may be the most difficult of tasks to undertake. The financing of a concept may be the very component which will refrain the actual business to catapult into a reality. “A start-up can be very difficult to finance” (Green & Katz, 2009, p.  144). From the mind of the entrepreneur to marketing, to the actual sales and customer base acquition is, quite often, the most difficult and cumbersome process. The financing of a start-up is tedious and difficult because of lack of past performance levels. The investment banking and venture capital arena, more often than not, choose to invest in a proven business with financial proof as to the applicable potential in the marketplace and managerial operations. 

Buying an Existing Business

     The purchasing of an existing business is considered to be the second most common way an entrepreneur engages in a new business venue or small business management. The acquisition of an existing business has benefits and can provide for the potential of an immediate operational business and could result in a quicker sanction for the entrepreneur to become a small business owner. “The second most common way to enter small business management is to purchase an existing business” (Green & Katz, 2009, p.  151). Although this alternative is a common thread amongst entrepreneurial engagements, within the small to medium sized business, there are advantages and disadvantages in doing so as disclosed in the following paragraphs.

Advantages of Buying an Existing Business

     In many cases, the alternative from starting a new business from inception to purchasing an existing business will unequivocally allow the entrepreneur to utilize the existing benefits from such business, especially if the business is currently successful.

     Some of the many advantages are, including but not limited to, existing client and customer base. The existing business means the acquisition of the entire businesses asset base, customers are considered assets, due to the revenues derived from such clientele. “Established customers provide immediate sales and cash flows” (Green & Katz, 2009, p.  151). Often times, customers are an asset base combined with future asset valuations of owning or obtaining a certain customer base in a specified sector of industry. For instance, if an entrepreneur has purchased the licensing and equipment as a Competitive Local Exchange Carrier, the telephone company acquisition would include the assets of the company, including asset valuations for obtaining and owning a paying customer base. 

     Another advantage of buying an existing business is, the mere fact, that the business models and managerial components are already intact. “Business processes are already in place in an existing, operating business” (Green & Katz, 2009, p.  151). The ideologies and managerial processes are in place, to remain as is or enhanced for profitability, free cash flow, and maximization of shareholder/stakeholder wealth. 

Disadvantages of buying an existing business

     There are however, disadvantages when purchasing an existing business. When acquiring an existing business all assets of the current business are accumulated into the new enterprise with change of ownership, however, the liabilities are absorbed also. The liabilities of the current business do not necessarily mean only those financial liabilities as reflected on the balance sheet; these liabilities could range anywhere from disgruntled employees and/or customer base to lawsuits. Often times, the financial statements may reflect the pictorial financial condition of the company, however, if a company has, for whatever reason, lowered customer or employee satisfaction the new business owner, through this acquisition may not recognize the negative impact until sometime in the near or distant future. 

     Customers and employees generally resist change, unless the change is proven and spoken of as an even greater benefit to the parties involved. Customer may not recognize the change in ownership of a small business as positive maneuver, customers may not be the only group who may resist change, employees and managers, often times, resist change also. “Existing managers and employees may resist change” (Green & Katz, 2009, p.  151).  It is of good practice, when delving into an acquisition, to apprise those in a managerial capacity and/or prepare the employee base by simply making all parties involved privy to the change of ownership, hence, attempt to minimize the potential resistance to change until individual levels of comfort is ascertained during this transition period. If the acquisition process is not carefully addressed and processed accordingly, diminished sales and employee satisfaction may create a major negative impact on the business. 

     It is very important, as in the case of starting a new business, the business owner become an integral part of all operational functionalities of the business and enjoys what he or she is engaged in. Although, a business owner may not be technologically inclined, since technological advancements and efficient software and hardware applications are created every day, in many facets of business, i.e. customer resource management systems, Internet Marketing software, Information Technology interfacing, the new business owner may find that the current technological configurations are not adaptable in today’s new and future economic and technical environment. “The business may be declining because of changes in technology” (Green & Katz, 2009, p.  151). This criterion demands the new entrepreneur to further adapt and obtain the necessary knowledge to accomplish seamless integrations for keeping ahead of competition and a continuum of customer satisfaction.

Franchising

     Franchising is similar to purchasing an existing business; however, there are many differences. Franchising can grant the franchisee the ability to engage in a small business similar to, the assistance offered by small business incubators. The small business incubator comprises of external organizations, usually, within the city or county which aid in the resourcefulness of the entrepreneur’s business perspective and model. The incubator may consist of consultants, offices, office equipment, etc. 

     Franchising to some degree has its own form of incubation processes. “Franchising is a legal agreement that allows one business to be operated using the name and business procedures of another” (Green & Katz, 2009, p.  159). Franchising in its truest form are to assist the purchaser, the franchisee, with the business itself.

Advantages of franchising

     If an entrepreneur has sufficient capitalization, the entrepreneur can leverage off of the branding and hopeful proven business models the franchisor is selling. “Franchises may range from “turnkey,” in which every part of setting up the business is handled by professionals, to those in which the only thing that is franchised is the right to use the business name” (Green & Katz, 2009, p.  143).  Once the sufficient capital is exchanged to the franchisor, under usual circumstances, the franchisor will provide a turn-key business application for the entrepreneur/franchisee to engage in sales, including name recognition for the entrepreneur/franchisee to obtain credibility. 

     The entrepreneur can utilize a vast array of venues when locating an apropos business suitable for his or her demand, within the scope of franchising. Locating an existing small business for sale is not nearly as easy as locating a franchise, nor are small businesses for sale as voluminous as it pertains to quantity of business opportunities available. Franchises can be sought and found easily with many options to choose from.  Whether the rationalization process is to have a “turnkey” operation or the use of business name, the entrepreneur contemplating the concept of franchising must equate the capital expenditures and determine if the franchise fee and its policies and procedures are a viable solution.

     A franchise offers four basic functionalities which may serve as advantageous to an entrepreneur, the entrepreneur may want to use the trade name for recognition and brand equity. The entrepreneur may use current franchisor’s channels of distribution or product distributions currently in place. The franchisor, due to name recognition in many cases, may offer the franchisee higher conversion ratio’s to sales and the franchise offering usually has a set guideline, business plan, and/or business format which has proven to be successful with track record performance levels. These four constituents will eliminate cost prohibitive market tests, advertising dollars, and trial and error limited return on investment capital. Although the initial franchise costs are to be considered start-up cost, most franchises offer a proven system with records to justify the capital investment; franchises usually provide the managerial expertise and training programs to assist the franchisee, hence, eliminating must of the risk as opposed to the common risks associated with an actual start-up business. 

Disadvantages of franchising

     Entrepreneurs usually engage in their own business to create and establish their own set of rules and business models to accomplish their professional objectives. The entrepreneur, under the auspice of a franchise, as a franchisee, is to some degree under the confines and jurisdiction of the franchise circular, rules, regulations, policies and procedures, set forth within, the confines of the franchise agreement from the franchisor and its legal board. “One disadvantage of franchising is that you give up control of marketing and operations” (Green & Katz, 2009, p.  161). The contractual restrictions within the franchise agreements usually preclude the franchisee the freedom and latitude to be creative and grow the business, except when permissible or within the guidelines of the agreement. This disadvantage generally is classified by the individual entrepreneur. Many entrepreneurs like to utilize their creativity and decision making processes. In the case of franchising, the entrepreneur has very minimal, if any, means of control as to the marketing or operations pertaining to the business.  "Policies, programs, and procedures that treat the self-employed as if they were entrepreneurs create false hopes and overlook the most critical ingredients necessary for helping them to succeed in the new economy." (Hansen, 2004, p.  8).
     Another potential disadvantage is that there are many franchisees and the more voluminous the franchisor base becomes, the more subject to customer dissatisfaction. Any negative connotation on the franchise itself may impact the success of the individual franchisee’s business.  Much of the individual franchisee’s success is contingent upon the success and branding of the franchise he or she has purchased. .

              Inheriting a business

     Many people, who inherit a massive amount of money or win the lottery, often times, end up financially distraught, due to the lack of knowledge pertaining to money management. Similarly, when inheriting a business, the business could result in a detrimental and negative position in the marketplace. The successful or unsuccessful bequeathed entity may not remain the successful operation once managed and turned over into the hands of its new owners. The predecessors usually have built an organization; if the organization is worthwhile to bequeath to its rightful heirs, more often than not, the company was to a degree, successful. This notion of the business being a success does not directly mean that the operation will continue to be a success.  

   Advantages of inheriting a business

     The rightful heirs of a business must have the mindset of a start-up entrepreneur to a franchisor, in other words, the entrepreneur must have the innate desire to make the business work. The advantage of inheriting a business, if desirous in continuing to make the business a success, is that an operational business with track record has been established. The new owner of the business can expand on its original successes and turn the business into more of a success.

     Another advantage of inheriting a business is, there often times will be no initial investment or net capital outlay. However, as previously stated, given the scenario of inheriting a business, the new business owner should be desirous in running the business and making it a success, because the new business will, in the least, require time investment. 

Disadvantages of inheriting a business

     Many times, family members involved around the family business, take the business for granted. Often time’s complacency becomes a major issue. The family usually helps one another with the business and quite frankly will cover one another because all parties have a vested interest in the business. This fact precludes the potential likelihood for a business success because the new owner has the ultimate responsibility. “The combination of a small selection pool, along with the lack of motivation by family

members who are guaranteed jobs, predictably leads to less successful businesses. (NA, 2007, p.  24).

Becoming a professional manager of a small business

     Another entree into obtaining a small business is to work your way into it. Instead of monetary value, many will engage in time value and leverage their resourcefulness for equity in a business or to become part of a business.  “A professional manager of a small business is one who has the experience and skills to use a systematic approach to analyzing and solving business problems” (Green & Katz, 2009, p.  165).
     Advantages of becoming a professional manager of a small business

     Small, Medium, and Large businesses are interested in paying for a precious commodity. This precious commodity is talent.  “The most important corporate resource over the next 20 years will be talent—the resource in the shortest supply—according to a recent study by McKinsey and Company” (Lewis, 2009, p.  17). Professional managers can position themselves by working closely in a certain business, obtain and quantify all the pertinent talent pertaining to the operations of a certain business and soon thereafter be a small business owner without investing money. This is mainly due to the high demand for quality and resourceful talent, in juxtaposition, with expansionary measures revolving around the small businesses arena. 

     More than likely, when a small business expands professional managers will manage much of the expansionary measures.  “The study found that the demand for talented people between the ages of 35 and 45 will increase 25 percent—but that the supply of this asset will decrease by 15 percent. In addition, the study said, 75 percent of managers say they lack talent at various times and are unable to pursue growth opportunities because of it. Finally, only about 10 percent to 20 percent of corporate officers say that improvement of the talent pool is one of their firm’s top three priorities” (Lewis, 2009, p.  17).

Disadvantages of becoming a professional manager of a small business

     For the most part, the entrepreneurial mindset is that of freedom; freedom to do as will. "Policies, programs, and procedures that treat the self-employed as if they were entrepreneurs create false hopes and overlook the most critical ingredients necessary for helping them to succeed in the new economy." (Hansen, 2004, p.  8). These very policies and procedural aspects of a certain company may preclude the professional manger to excel, due to the fact, that he or she is not granted sufficient latitude to build the business as he or she sees fit.

     Another potential disadvantage in becoming a professional manager of a small business is there usually is no voluntary risk capital. The only investment is time and the professional manager usually gets paid for the time allocated to the business venture. As is the case with employees and even employers, complacency may set in because of the minimal vested interest in the project or company. The entrepreneur, not only has time invested, but, monetary capital also.

     It is one thing to obtain a vision and a dream. It is another to put that dream into a reality. The entrepreneur has five alternatives to enter into the small business arena. The aforementioned gateways to entering into the small business environment have its pros and cons, risk and rewards, and its advantages and disadvantages. An entrepreneur must arm him or herself with the applicable knowledge and perform the necessary due-diligence most relevant to his or her scenario. Upon this proper due-diligence and research the entrepreneur must choose the best congruent solution most suitable for his or her new business venture. "An entrepreneur is someone who perceives an opportunity and creates an organization to pursue it." (Hansen, 2004, p.  8). The entrepreneur, no matter what the entree into the small business arena, should understand and accept entrepreneurial activity takes a different type of person, one that realizes a vision and consistently and persistently perform the mandated duties to put the vision into a reality.
The Max opportunity has implemented all positive aspects of potential joint venture partner licensees. First we must get one thing straight! The successful entrepreneur is a sales person with a dream to fulfill. Whether the innate natural characteristics apply or that of a life lesson, we all sell to close. Life is a sale; merely every word perpetrating from our mouths, to every commodity is designed to sell in one fashion or another. Although a person may not be the sales person or marketer of the year, the words expressed are in one shape or form, selling someone else. People in general are intentionally or unintentionally selling a product or a service, moreover in a more canvassed reinforcement of the preceding statement, "merely every word perpetrating from our mouths is a sale", people are selling principals, thoughts, opinions, ideologies, or themselves. This could be a subtle or clear and apparent obtrusive sale, "Life is a sale" acknowledge this it is an ardent fact. We are selling and advertising with the intent to close some type of deal, we sell our thought processes, our beliefs, to the degree the very essence of who we are. 
Any profession encompasses a sales process, Doctors, attorneys, car sales person, CEO’s of fortune 1000 firms are all selling you; selling us! The actual realization of this will spearhead the first change initiative needed for joint venture success. Yes, we are selling you, closing you on our program; however, you also will be selling our viable joint venture Max approach for enhanced success. Our processes are ongoing in correlation to the necessary support, the following will relate to you and your future sales force, which is essentially the lifeline to our collective Max joint venture business together.
Job security? What is that? There was a time when many of those in the contingent work force would specifically look for a job, discount remuneration, i.e. salary, bonuses, benefits for job security. It seems as though economic conditions, globalization and a wealth of competitive peers, job security has become and is becoming obsolete. It does not matter if you are a top executive at a firm, owner of a small business, or in the linear contingent workforce; competition, cutbacks, globalization all make you in no way immune to loss in revenues as a business owner or from finding yourself looking for new employment. It does not matter if you a top producing salesperson or a counter clerk; your competitive rivals are always working towards out producing you. You are only the star for as long as you produce. You may be the company’s or customer’s best friend one day with raking in that 10 million dollar account. However, just as tomorrow comes that account will be old news. Sounds callous, the ardent fact remains as is the case in many situations. 

Corporate America, breaking the glass ceiling seems as that of a notion of the past. Many people are found sitting at the edge of their seat, with the hopeful anticipation they still have a job. This country, amongst many other foundations, was founded for the sake of freedom. The foundational premise to those who built an industrious, to now post industrial powerful country was predicated on the entrepreneurial spirit, yes most importantly freedom. Freedom from being bound. Since work is an integral part of most everyone’s daily life, it is important to live a meaningful work life. 

This is partly why many across the globe, especially, here in the United States of America, whereby, more and more people wish to work for themselves. “There are more and more people who are being drawn by the prospect of working at home” (Jesse, 2009, p.  1). There is a great difference when one can live their purpose, their calling then live for their job. Whether you are your own sales rep or hire sales reps, the supply is there to fill a demand we can collectively work in your local area.
Since life is merely a sale, the only way one can truly be successful is to master the art and science of sales and / or duplicate a successful sales plan, hence, build a sales force around that succeeding premise. “Success through the accomplishment of others”. It is very important to have organizational objectives, project management, financial and managerial management, however without sales; inevitably, there will be nothing to manage.

Everyone and everything normally goes through changes and adaptations. Our firm has integrated a system which is designed to help the small business owner and then grant the opportunity to the entrepreneur, the business orientated seeking individual. The change initiatives asserted from our firm has triggered a completely new infrastructure within the internal confines of our original long lasting scope, missions, and business objectives.  

We give opportunity to the entrepreneur and the entrepreneur gives the opportunity to the small to large businesses. However, our model revolves around the small business owner; even so our platforms will coincide with any organization of any size. The combination of the direct sales and technological advancements has given birth to an opportunity, which not only helps the newfound owner, “entrepreneur” but the small business owner in that particular community or region. Moreover, serves as a bedroom economy stimulus package in that geographic terrain.  Our new joint venture partners, “licensee’s” must conform to the realization that sales is the key element to their success, not that of a high pressure sales person just closing for business, but that of the ‘relational consultative seller’. This type of rep uses relationship selling techniques to demonstrate how his or her company’s products will contribute to the customer’s well-being or profit”. (Spiro, Rich, & Stanton, 2009, p.  13). 

“Technology has made it easier for people to have their own home based business by way of the internet” (Jesse, 2009, p.  1). The Internet makes it easier to perhaps sell. “Marketing can never replace sales” (Geoffrey, 2009, p. 1). As I have always said, “The Internet does not sell; people do”.  Sales fuel everything around us. Many may not realize this; however, most of which verbiage we speak is a sale. We sell ourselves for a date; we sell ourselves to walk down the isle for marriage.  Everything is a sale, whether we are selling our notions, ideologies, beliefs, herein lies the sales process, getting someone to buy. Buy us or buy a product, no difference we are selling. We had to sell someone to fly to the moon, Martin Luther sold equal rights, many are sold on the notion that we are in a recession, our government sells us on war and we have to kill. Then we revert back to buyer’s remorse.

It is also important to realize that the best business or marketing plan means nothing, if the premise, product, notion whatever it is, is not sold. Many think erroneously, if I have a great marketing plan or the Internet will sell my “whatever”. Under most conditions this is just not true. People sell and people close. Branding may sell; however, someone branded and closed the brand name to the world. I like this guys style, “That sales force might not work for you directly, but if there’s not some selling going on somewhere — with human beings doing the selling — there isn’t really any business going on.  Kapeesh?” (Geoffrey, 2009, p. 1). Any commodity, anything we see sold there has always been a person behind that sale!

     As it be, the topic of sales undoubtedly correlates with the sales approach we collectively decide to take and impart most of our corporate financial and human resource capital expenditures on. Sales generate revenues, which derive profitability and more importantly free cash flow and asset valuations. Direct sales, whether that is person to person, business to consumer (B2C), or business to business (B2B) derives the origination of financial success. Our collective joint venture will encompass and allocate more than sufficient solutions and viable models for both the (B2C) and  (B2B) telephone and face-to-face sales and moreover, closing tactics for our collective business endeavor. 

     Our involvement equates to numerous involvements with various independent sales force representatives. Having the ability to maintain levels of control within a sales force is very important. The proper delegation of authority and also motivation is a key element to a successful sales force. Not controlling in an authoritative dictorial standpoint, but the assessable maneuverability of motivating the qualified sales force to maximize self proactive measures, in juxtaposition with, asserting levels of control, important to create a synergistic, seamless, highly qualified team of sales reps. The emphasis of our exclusive and unique sales force platforms comprise of the motivational connotations which inflict the mandated capabilities and atmosphere exemplified and displayed by those assigned in a managerial capacity.

     Years ago, high energy sales and closing was the mode through the transactional approach to selling. What has become most prevalent in today’s society is the consultative approach relational approach, however, always with the intention of closing, not just building a relationship. Friends usually will not continue to pay for someone’s mortgage or utility bill. Relationships, under most circumstances, do not pay the bills, sales do. 
Max training, amongst many other components and modules, incorporates more of the relational closing approach “The consultative seller”. This type of rep uses relationship selling techniques to demonstrate how his or her company’s products will contribute to the customer’s well-being or profit”. (Spiro, Rich, & Stanton, 2009, p.  13). Building a team of professionals is important to adhere to the desires and need of our clientele. However, there is a challenge sometimes when building rapport and building a relationship with a client. Fact remains, that one must always be in closing mode to procure and solidify the business. ABC Always Be Closing. 

     It is true, not many people like to admit that they have been sold or closed on something. They will admit, however, how much they enjoy or don’t enjoy something they have purchased. People by nature are more and more skeptical, not many people want to deal with someone which is just out for the sale. Rather, they will prefer to deal with someone who truly is interested in the success of a clients business, almost to the point that sales person has a vested interest in their clients success.  Sales person, without telling a lie, can sell that way. The prime way to sell is to close on features and benefits of the product or service, leaving the client thinking they have sold themselves and need or want what is offered. With the Max consortium; they do! 
     There is definitely a fine line as it pertains to, “Information overload”. Many have heard the KISS acronym. I have always used, “Keep It Simple Socrates”. I think everyone could be a genius in their own mind; moreover, I did not like to refer to anyone as stupid, especially, if they were sitting or standing straight (stooped – inside family deal with Gig). So how does an organization get their subordinates to achieve the overall objective? Simply put one step and one person at a time. It starts with a certain process, then the company and those delegated to the sales force managerial component of the company must SELL to their sales force, in order to achieve maximum efficiency and performance. As you deal with numbers, the momentum can help when the sales force is in tune with the organizational objective which has much to do with the marketing strategy and organizational objectives. The organizational objectives are reflected in our exclusive online and offline programs, fully integrateable and customizable to you, our joint venture partner, your employee manuals and the company’s collateral materials are electronic and printed. Aside from a seamless training and empowerment integration for our collective sales force, another most relevant and the aspect which impacts the sales force are the marketing methodologies, marketing mix, and the marketing of our actual company’s products and / or services. The marketing materials, whether, the staples are gold plated on the booklets or an eight and a half by eleven photocopied piece of paper (unaligned with misspellings) are used to sell. The marketing, inclusive, the marketing strategies, sales force strategy, sales management strategy, all directly reflect, in many cases, exemplify the actual sales force. 

     Our marketing strategy is more than just professional, in turn, will aid in the benefactor and extracts the pertinent levels of professionalism within the sales force strategy. This implementation of professionalism is up to the sales management strategy by enforcing areas as simple as a dress code to learning higher vocabulary skills to utilizing proper voice inflection.

     Marketing is important, as you recognize and will continue to recognize the Max opportunity encompasses it all, but it boils down to the sales force and the sales force management to sell our sector of business. A Sales Force Management text refers to the eight steps in the sales force process and should be implemented by the sales force management of the company. Prospecting, whereby, sales reps need to find interested and qualified participants.  “Prospecting is the method or system by which salespeople learn the names of people who need the product and can afford it” (Spiro, Rich, & Stanton, 2009, p.  66). 2 During the pre-approach, the sales person can find triggers, while    building the relationship with the client; hence, preparing for the close, this will determine the closing approach. All businesses need or could use the Max opportunity. During the need assessment, the salesperson can identify and infuse the mandated rationale as to how a product and service offered will satisfy the potential client’s needs. Then comes why a sales person needs to have product knowledge, the presentation. This is the marketing program and educational collateral materials embedded in the salespersons mind and given the precursory steps; intertwine the company’s product and or services with the rationale that the salesperson has the solution. This is accomplished in the presentation, with marketing materials as aids. The marketing materials, generally will not sell the deal. The salespersons will, especially, if all components for the close are orchestrated properly. We walk those every step of the way, through aligned Max consultants and partners, since we all have a vested interest in all of our success.
Objections will arise, more often then not. Often times when objections occur, this is the client silently asking “Sell me more”. Meaning the salesperson is on their way to the close. Once one overcomes objections, then comes the trial close or gaining commitment. Then follows the primary objective, the close. Follow-up is important due to the relationship established and for future potential business. Also it is the right thing to do; to make sure your client is doing well.
Here is an example to work the psychological manifesto which is within all. No matter who or what tie a person was wearing when they got their first sale; their tie was cut in half. The woman? Some came in the in the next day wearing a tie to get cut with the expectation to get it cut, because they were driven by expectation that day for a sale.  Point is, the excitement with, especially; the first sale creates a euphoric state that much will not bother them. Plus added laughter and people looked forward to the rookie making a sale. “Sales people experience a wonderful sense of exhilaration when they make a sale” (Spiro, Rich, & Stanton, 2009, p.  229). Obviously, the sale has to include monetary value, as for most sales people getting paid is most important. People do work for churches, charities and donate time and resources to help. However, sales is sales and the individuals involved in this daily job function work to get paid. We all work together so all get paid.
No sales force is alike, as is the same for the indivividual sales rep, everyone is different and what triggers the outcome is a combination of the individual sales rep and the sales infrastructure of an organization. “Sales reps have their own personal goals, problems, strengths, and weaknesses” (Spiro, Rich, & Stanton, 2009, p.  229). Just as the case with precision operating organizations a true iron clad SWOT Analysis must be entertained, consistently reviewed, assessed, finally, tweaked to maintain or bring forth optimum levels of organizational strengths,  enhance weaknesses, acknowledge and grasp at opportunities, recognize and eliminate threats. Such is the same for the individual sales person; he or she must continuously internalize a SWOT analysis on themselves.  We  call this a “check up from the neck up”. Under most circumstances, given the proper training and guidance most people can sell. Life is a sale and merely everything coming out of our mouths is a sale! Whether we are selling a product or service; whether we are selling ourselves, our thought processes, ideologies, beliefs, it’s a sale. Even giving someone directions is a sale. We are guiding them the best way we feel to a destination. It may very well be the best way. The person listens drives that way and bammm Closed!!!
Text states, “Each rep may respond differently to a given motivating force. Ideally, the company should develop a separate motivational package for each sales rep, but a totally tailor made-made approach poses major practical problems” (Spiro, Rich, & Stanton, 2009, p.  229).  Agree managerial concerns should be adaptable to the desires of a sales force, however, if you are trying to please everyone you lose control, not to mention it is impossible. Speaking of control, control (subtle or affirmative) is a key element in sales and closing business. Most of the time, the top producing sales people take charge and go for the gusto. 

There are intrinsic rewards and extrinsic rewards, all of which are the innate make-up and desired outcome for producing an effort. It is different for everyone.  “Motivation is an intrinsic response; it comes from inside and cannot be imposed from the outside. Motivation comes from wanting to do something of one's own free will” (Baldoni, 2009, p.  1). Motivating a particular person or an entire sales floor, sales force management takes creativity and various motivational factors, but has to start with the personal desire to achieve and succeed. “Sales motivation is a primary factor in a sales rep's success since sales is a very emotional game”(Brown, 2009, p.  1).               

Since you can’t please all the people all the time a company should conform to a standardized motivational methodology, not just monetarily speaking.  Motivational sales meetings and during this period training and praise to producer’s and even those who doing their best at the moment works wonders. “Sales meetings are one of the most commonly used method of motivating salespeople” (Spiro, Rich, & Stanton, 2009, p.  243). Again, can’t make everyone happy, some people may not like the motivational floor manager, thus, productivity for that person will not flourish. This is why a company should adapt to the notion that sales is a revolving door. Sales people, people in general are temperamental, so for the company’s best interest be consistent and work the numbers. 

Salespeople, often times, take the least path of resistance. Notice in any sales force there are producers and there are non- producers. Usually the non-producers bicker and complain exerting most of their energy and focus on the negative aspect of issues at hand, WORK. The producers are usually positive and enthusiastic. 

Anyone can be motivated to a certain degree; it also has to come from within. Motivation can trigger and gain momentum. The bottom line is the motivational skills and tactics are to close your sales people and allow them to manifest into what the company can give them and expects of them. If the motivational methodologies do not work for specified individuals, then they should find elsewhere to become who they would like or not like to be.

This is not just in sales. Take a look at any office setting, there are positive people and there are negative people. The ones who are not inspired, just simply working for a paycheck are negative and lack productivity. This is very dangerous for a sales force, because a negative environment can spread like wild fire. A positive atmosphere only lasts as long as its people are positive and production is evident. Production … sales and closing business!!! Production can also can impart a positive contagious atmosphere, due to the mere fact, that a psychological shift can take place from person to person. “Well if he or she can do it; then so can I”. However, in retrospect this can also impede an influential negative attitude on that person, because the harder he or she work they still may not close. Then they will quite simply feel less than qualified to the point of unworthy; hence, lack the positive frame of mind to produce. This quite simply means the job may not be for them or that the person must persevere and work harder and the sales managers can help, motivate, and empower so much. 

If people are hungry, then they are motivated to eat. If someone fogs up a mirror (meaning if they are alive and breathing),  They will get hungry. Some people are motivated by eating more than others. Why? They get hungry more than others. Of course, there are psychological issues etc., but in general you understand the point. Everyone is motivated to eat and drink, not everyone is motivated in the work force by the same thing. Some are merely money motivated, some think they want to be a success and then call it quits, some are motivated just to make things happen, some are motivated simply by helping clients.

Any type of production motivates, some may like the sales meeting every morning, the rah rah shishkoombah, some think it is absolutely ridiculous. Bottom line, the sales force, sales team, sales floor is a revolving door.  That is not to say a company will have top producers stay with a firm, longevity occurs, but boils down to the 80/20 rule 20% of the people do 80% of the production. 
The statistical figures may not be precisely accurate, but you get the jist. A sale force text concludes, “Motivational effort is generally thought to include three dimensions: intensity, persistence, and choice. Intensity refers to the amount of effort the salesperson expends on a given task; persistence refers to how long the salesperson will continue to put forth effort; and choice refers to the salesperson’s choice of specific actions to accomplish job-related tasks” (Spiro, Rich, & Stanton, 2009, p.  228). “As for me, I do not push my Spirituality on anyone, however, I utilize Psychological and Spiritual impartations to help drive the skills out of people. But they have to want and believe in themself. "...if you have faith as a mustard seed, you will say to this mountain, 'move from here to there,' and it will move; and nothing will be impossible for you." (The Bible Paraphrased- Matthew 17:20).

Many people perceive sales, as it may pertain to the sales force, differently. Many perceive people behind the cash register or in the aisles of a department store as assistance, more so, customer service. It is not to say that they are not trained from a sales perspective, we all look at things differently.

In our collective line of business, sale’s is the lifeline, the sales force are both marketers and closers. Think of professionals on the phone or in the field vying for business, sales reps, brokers, closers, you name it, standing pacing back and forth on the floor, pumped, raised voices, psyched for closing business. The euphoria is unexplainable. Yes, when you are sold over the phone or face-to-face you as the customer does not see the enthusiasm the excitement needed to impart this synergistic sales environment as the driving force to a company. Banks, brokerages, timeshares, any business engages in this type of activity, some more; some less. You are beginning to engage in direct sales with independent field representatives in regionalized areas. 
This is invigorating, nonetheless.
	This is invigorating, due to the abi
The following are examples of various pertinent discussions which are included on a case specific topics pertaining to th actual issues JV licensee participants face within the real world. There are always solutions to challenges. The MaxTech training modules are real-time interaction with data transmission, ongoing consultation over the phone and our own exclusive MaxBox whereby the actual sales training, motivation and empowerment series is represented on the big screen TV or on the wall creating an atmosphere unity. The MaxBox virtual training symposiums are as if the entire JV licensee process is in one room, although we may be physically worlds apart.
The following are examples which will portray how intense and informative our modules are to make all of us a success:

Sale is the lifeline to everything and for years the entire industry was far from the mainstream educational processes.

I know how things change from our brokerage days and funding companies to now dealing with relational aspects of clientele. It is so important to determine what the sales model should be and then stick to it. We are developing through information in this class, also a complete new and exciting selling process. As opposed to a transactional, whereby, sell to anyone to generate revenues we are leaning towards more of the relational consultative approach. At least for one project we are fully engaged in.



	Everything is fueled by sales. Would you think a mental health facility would even have a quote, "Sales Force". Since there are several mental health facilities and options available a web site, publication, promotional marketing materials will only go so far. It will even take the inapt ability of a sales person to present, go through and isolate objections and close the deal. I imagine you being in the mental health service agency you would represent a certain aspect or even facility. Kind of like a health care agency? I know someone who is just starting up the health care agency and once again the lifeline is leads through marketing and sales revenues through closing with the right sales process.


	

  

  

	I agree with you and thank you for your feedback. I do not think there is a right or wrong opinion, I think it is a matter of perception. I think sales as closing and the mandated closing tactics that are to be imparted within a sales force.

Yes "hitting the pavement" is important. This is where the real life educational process begins. From finding what works, formulating recourse rebuttals for objections and building confidence to close.





	
Yeah there is a saying we use to use. "Less is more". This is all generically speaking there is really no two alike sales processes. The sales reps are different and have different styles and then the buyer's are different and need to be closed in different ways.

Generalities help, but the top producers utilize many forms of closing tactics. Or even just merely work the numbers. I know, for some, "Less is more", however, I will not ever forget how one of our closers in the investment banking business would just talk and talk and talk. Not nonsense, but make sense. It was almost as though he got people to send the check to not hear anymore. Inside joke. He was smooth, articulate and would overcome objections by professionally talk, often times, one sided form of communication.






	

  

  

	
I think the art or science of sales is a continuous learning process, since time creates inevitable change and each sales scenario is different. For example, buyer's all have different triggers and / or purchasing and buying habits.

The closers make a difference. This can be by sticking to a regimented closing tactic and merely work the numbers. Then one can master the art of what I call, "A human chameleon" and adapt to the buyer to influence the purchasing process. The more trial and error, the more prone to increased sales. Then there are cycles and when sales is low then morale is low. So my belief there is an art and a science to sales which is constantly changing.





	

  

  

	

Thank you for the insight. I thought due to competitive forces this would be a predominant reason to allocate resources to a sales force.

As I am sure you’re marketing materials and marketing methodologies comes into play with the sales process.





	

People use to say I reminded them of Michael Douglas in the movie "WallStreet". Then other movies where, like you said, sheer and utter mayhem at times. Thank God have calmed down. Still miss some aspects of that business though!!!

Yes the art is personal; the science is practical and practice.

Jtd... stands for Jesus Tanner Derek always Love our Lord!!! Thanks for asking
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	Discussion 2

Thanks for starting off. All elements and facets of the company must work in tandem with one another.. For instance, marketing and production. An organization does not want to over invest or have increased production capacities if the products are not being sold. Inventory costs money. Especially, if the product is in the technology sector, weeks could go by, a day could go by and bammm the product is obsolete.

The sales force is the say all end all to not only generating the revenues, but internal maximization of returns on investment and free cash flow. The sales force generates the sales and is indicative as to how much allocation of capital resources and / or human intellectual resource capital will be spent on a project. I agree with you, you are so right when you state inter-departmental revenue goals. It is all interdependent as to the correlation of all divisions reflecting the most integral part, the sales force.




	

  

  
	

   

	
	
	

	

There is definitely a fine line as it pertains to, â€œInformation overloadâ€�. Many have heard the KISS acronym. I have always used, â€œKeep It Simple Socratesâ€�. I think everyone could be a genius in their own mind; moreover, I did not like to refer to anyone as stupid, especially, if they were sitting or standing straight, lol (stooped â€“ inside family deal with Gig). So how does an organization get their subordinates to achieve the overall objective? Simply put one step and one person at a time. It starts with a certain process then the company and those delegated to the sales force managerial component of the company must SELL to their sales force, in order to achieve maximum efficiency and performance. As you deal with numbers, the momentum can help when the sales force is in tune with the organizational objective which has much to do with the marketing strategy and organizational objectives. The organizational objective is usually reflected in handbooks, employee manuals and the companyâ€™s collateral materials. However, the most relevant and the aspect which impacts the sales force are the marketing methodologies, marketing mix, and the marketing of the actual companies products and / or services. The marketing materials, whether, the staples are gold plated on the booklets or an eight and a half by eleven photocopied piece of paper (unaligned with misspellings). The marketing, inclusive the marketing strategies, sales force strategy, sales management strategy, all directly reflect, in many cases exemplify the actual sales force.

The marketing strategy could be very professional which should extract the pertinent levels of professionalism within the sales force strategy. This implementation of professionalism is up to the sales management strategy by enforcing areas as simple as a dress code to learning higher vocabulary skills to utilizing proper voice inflection.
Marketing is important, but it boils down to the sales force and the sales force management sector of that business. The text refers to the eight steps in the sales force process and should be implemented by the sales force management of the company. Prospecting, whereby, sales reps need to find interested and qualified participants. “Prospecting is the method or system by which salespeople learn the names of people who need the product and can afford itâ€� (Spiro, Rich, & Stanton, 2009, p. 66). 2 During the pre-approach, the sales person can find triggers while building the relationship with the client; hence, preparing for the close, this will determine the closing approach. During the need assessment, the salesperson can identify and infuse the mandated rationale as to how a product and service offered will satisfy the potential client’s needs. Then comes why a sales person needs to have product knowledge, the presentation. This is the marketing program and educational collateral materials embedded in the salespersons mind and given the precursory steps; intertwine the company’s product and or service with the rationale that the salesperson has the solution. This is accomplished in the presentation, with marketing materials as aids. The marketing materials, generally will not sell the deal. The salesperson will, especially, if all components for the close are orchestrated properly.

Objections will arise, more often then not. Often times when objections occur, this is the client silently asking “Sell me more”�. Meaning the salesperson is on their way to the close. Once you overcome objections, then comes the trial close or gaining commitment. Then follows the primary objective and close. Follow-up is important due to the relationship established and for future potential business. Also it is the right thing to do; to make sure your client is doing well.


	

  

  

	

This is so correct. One must put in place and understand what the desirous objectives are in order to put forth the properly orchestrated strategies to accomplish the objectives. I always refer to people not only being on the same page, but reading in the same book. We can all be on page 33, however, reading page 33 in different books eliminates coordination and meeting of the minds.

I think the more closely in tune the marketing department and the sales department are the higher levels of productivity. The horizontal approach may help intertwine and collaborate both the marketing and sales division in a more unified way. Both departments should understand and accommodate to the mandate requests from each department.





	

  

  

	

Yes, is the person reading page 12 of a comic book when we are reading a novel? We are in two different psychological dimensions.

I agree that those in a managerial capacity must have a comprehensive knowledge as to the marketing and sales divisions of the company. For me, in most cases, I would rather delegate and have separate individuals held accountable for productivity and results of that particular division. But the two being intertwined is key. Just my thoughts.
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	Top of Form

Article Review Discussion

Job security? What is that? There was a time when many of those in the contingent work force would specifically look for a job, discount remuneration, i.e. salary, bonuses, benefits for job security. It seems as though to economic conditions, globalization and a wealth of competitive peers, job security has become and is becoming obsolete. It does not matter if you are a top executive at a firm; cutbacks make you in no way immune to find yourself looking for new employment. It does not matter if you a top producing salesperson; your competitive rivals are always working towards out producing you. You are only the star for as long as you produce. You may be the company’s best friend one day with raking in that 10 million dollar account. However, just as tomorrow comes that account will be old news. Sounds callous, the ardent fact remains as is the case in many situations.

Corporate America breaking the glass ceiling seems as that of a notion of the past. Many people are found sitting at the edge of their seat with the hopeful anticipation they still have a job. This country, amongst many other foundations, was founded for the sake of freedom. The foundational premise to those who built an industrious to now post industrial powerful company was predicated on entrepreneurial spirit, yes most importantly freedom. Freedom from being bound. Since work is an integral part of most everyone’s daily life it is important to live a meaningful work life.
This is partly why many across the globe, especially, here in the United States of America, whereby, more and more people wish to work for themselves. “There are more and more people who are being drawn by the prospect of working at home” (Jesse, 2009, p. 1). There is a great difference when one can live their purpose, their calling then live for their job.

Since life is merely a sale the only way one can truly be successful is to master the art and science of sales and / or duplicate a successful sales plan, hence, build a sales force around that succeeding premise. Have always said, “Success through the accomplishment of others”. It is very important to have organizational objectives, project management, financial and managerial management however without sales; inevitably, there will be nothing to manage.

Everyone and everything normally goes through changes and adaptations. Our firm has integrated a system which is designed to help the small business owner and then grant the opportunity to the entrepreneur, the business orientated seeking individual. The change initiatives asserted from our firm has triggered a completely new infrastructure within the internal confines of our original long lasting scope, missions, and business objectives.

We give opportunity to the entrepreneur and the entrepreneur gives the opportunity to the small to large business. However, our model revolves around the small business owner; even so our platforms will coincide with any organization of any size. The combination of the direct sales and technological advancements has given birth to an opportunity which not only helps the newfound owner, “entrepreneur” but the small business owner in that particular community or region. Moreover, serves as a bedroom economy stimulus package in that geographic terrain. Our new partner’s, “licensee’s” must conform to the realization that sales is the key element to there success, not that of a high pressure sales person just closing for business but that of the ‘consultative seller’. “The consultative seller. This type of rep uses relationship selling techniques to demonstrate how his or her company’s products will contribute to the customer’s well-being or profit”. (Spiro, Rich, & Stanton, 2009, p. 13).

“Technology has made it easier for people to have their own home based business by way of the internet” (Jesse, 2009, p. 1). The Internet makes it easier to perhaps sell. “Marketing can never replace Sales” (Geoffrey, 2009, p. 1). As I have always said, “The Internet does not sell; people do”. Sales fuels everything around us. Many may not realize this; however, most of which verbiage we speak is a sale. We sell ourselves for a date; we sell ourselves to walk down the isle for marriage. Everything is a sale whether we are selling our notions, ideologies, beliefs, herein lies the sales process, getting someone to buy. Buy us or buy a product no difference we are selling. We had to sell someone to fly to the moon, Martin Luther sold equal rights, many are sold on the notion that we are in a recession, our government sells us on war and we have to kill. The we revert back to buyer's remorse.

It is also important to realize that the best business or marketing plan means nothing if the premise, product, notion whatever it is, is not sold. Many think erroneously if I have a great marketing plan or the Internet will sell my “whatever”. Under most conditions this is not true. People sell and people close. Branding may sell; however, someone branded and closed the brand name to the world. I like this guys style, “That sales force might not work for you directly, but if there’s not some selling going on somewhere — with human beings doing the selling — there isn’t really any business going on. Kapeesh?” (Geoffrey, 2009, p. 1). Any commodity, anything we see sold there has always been a person behind that sale!
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Thanks for the informative post. Yes indeed in any relationship, personal and professional, communication is a key element. I know with technological advancements we are able to communicate globally, but sometimes very impersonal.

Text and data transmission negates voice inflection and often times, personality. People need to be able to communicate and articulate the various functionalities they must provide or need to provide. If there is open communication, especially as it may pertain to the marketing components of the company and the sales force, the company can realize even greater success.

Communication is important within the firm and within the confines of the sales force and its prospects for sales revenues.






	

  

  

	

I truly believe given any product, service, brand, whatever it may be, there is always the inapt or learned behavioral aspect to a salesperson behind it. We have heard, "The name speaks for itself". Take for instance, a Mercedes or a Rolls. The names speak for themselves. But sometime, somewhere there were people behind the original sales of the automobile.

Sure people will do a search for Nike and purchase right online. Again, there are the originals sales maneuvers to get Nike to be a brand name. Then others, like Michael Jordan, to maintain the name. I think there are also impulse purchases, however, behind that is originated sales and marketing derived from people. Just my thought



Jtd...




	

  

  

	

Yes it is true. Could be good, could not be. However, Biblically speaking is prophesied as explosion or wealth of information. We can communicate and disseminate information across the world in an instant. I do not think that it is to replace the interpersonal and interaction (live) of those who choose to do so. You are right.

Remember back in the day with the rotary phone and only few families had them. Land lines in the home, now it is almost abnormal not to have a cell phone. Signs of the times. As for me, it works well, but nothing like real live interaction.





	

  

  

	

Great post. I remember always stating there is a fine line from building rapport and getting to friendly. The more you try to be their friend, the harder it may become to close the deal.

There is always a balance and its seems that those top producers almost have a natural talent. Whether it is an innate gift or learned behavior.
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As with you always enjoyed and valued your insightful thought provoking posts. I agree name undisclosed, given the issues, would probably be most suitable. Many people do not retire when they are able to due to wanting to remain busy, especially if they enjoy what they do. Plus he may even serve as an asset to the company on a consultative standpoint at the time of retirement.

Totally agree, we may be inquisitive as to the nature of an individual. It is nice to know before hand and gain some personal insight. People's personal lives reflect, often times, their work ethics and commitments. Just like you, curious for insight, 
Funny I saw parts that movie with Demmi Moore and Michael Douglas. Forgot the name offhand, however, the blame was switched to Michael Douglas. My comment was look at all the time corporate is spending on this!!! No One is getting real work done, lol.

Jtd...
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Thank you, as you always bring great insight to our discussions. As you quote from our text, "performance-based interviews--are valuable in showing how much time effort, skill, and creativity the candidates bring to their presentations", some questions have to be answered to find out if suitable for a job.






	

It is important to understand that the recruitment process is clearly indicative as to how the public, more specifically, the potential applicants and hires perceive one’s firm. Although not much is displayed with regards to newspaper ads, Internet hiring campaigns etc., “ the ad”, even only just a few words speak volumes. For instance, if you are hiring for sales, the human resource manager and recruitment team will not put in an ad for janitorial services.

We have done different types of recruiting tactics and have listed a number of various potential positions, very well knowing we could use some of the services and when spoken to would display that notion of contract work and or potentially hiring for that position. However, hiring good, qualified producing salespeople is of extreme importance to our company. “A good recruitment process is very important for your company, but in more ways than you may think. The process itself speaks volumes about your company. It is a direct reflection of the validity and professionalism of your business”. (Argence, 2009, p. 1). This is why it is important from the marketing division, human resources, recruitment sales to parlay as best to the public what the company and the position is about.

The recruitment process takes time and money. The capturing of the proper human resource capital, namely, the right person(s) for the job absorb financial resource capital. “As far as recruiting employees, a good recruitment process will attract the right kind of employees, the kind that you want in your company with the knowledge, skills and abilities that you want and need” (Argence, 2009, p. 1). The first step is to allocate an entangled web between the marketing department, the human resource department and the sales division, with those accountable set forth in a managerial capacity. When hiring the sale force it is important for the sales force to realize what the objectives, products and / or services are to be sold. This is accomplished through various divisions, namely, the marketing division. “Thus the sales force is the group most directly involved in carrying out the company’s strategic marketing plans” (Spiro, Rich, & Stanton, 2009, p. 127). However, more often than not the marketing department will not be directly involved in the direct recruitment and hiring of the sales force. This is the job task performance levels of human resources / recruitment and the sales manager, inevitably, the finalization of the hiring process will be that of the sales manager. “The human resources department may do all of the recruiting and initial screening of the recruits, but it is usually the sales manager who makes the final hiring decisions” (Spiro, Rich, & Stanton, 2009, p. 137).

As mentioned previously human resource capital can often be a costly endeavor. The staffing with the right personnel will establish the success rate of the company. This is an ongoing responsibility of the company to impart and allocate resources, both time, education, and finances in to the recruiting and staffing aspect of a firm. “Staffing provides the company with a base of skills that will either make it or break it” Masgidi, 2009, p. 1). When hiring sales people it is also important to not note that this element is an ongoing process of recruitment and hiring, along with training, motivation and personal and professional empowerment, with the expectation not one person, nor firm, can please everyone, therefore, under most circumstances the sales force becomes a revolving door.
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Yes that is for sure, it is a matter of how we phrase it. I agree with you, all I think is sometimes employers and companies are restricted due to actions of others.

In fact, I also believe that people also create a challenge and make things up. Frivolous lawsuits, innuendoes etc. For instance, someone could innocently ask about children. As for me I am and always will be Blessed with God's gift my son. It could be common ground and topic for conversation to share the love you have with your children.

Now there is truly a fine line, one that if you ask if someone is married then ask about their personal life etc.




Jtd...




	

  

  

	

Thanks for that input. I am sure that JP Morgan Chase was also included in all the ads. That in and of itself drew such a grandiose gathering.

I am sure the company or you kept statistics with regards to how many applicants showed up at the firm and then how many people actually procured employment. I also wonder if they knew they were only going to hire a certain small number of people and played the numbers.

Unit 3 
Discussion 1

Top of Form



Great post and quote, "The nature of the sales job, the individuality of salespeople, the diversity of company goals, and the continuing changes in the marketplace make motivating sales reps a particularly difficult and important task". Since every business and every person is different motivational endeavors can be quite cumbersome. We cannot please all the people all the time. As you have stated it comes from within. The sales person is a different breed. Although I always say, "Life is a sale".

Everyone in some way or another is a sales person. The mere fact that you have pointed out as a commissioned rep, also, makes it more difficult for motivation, especially if that person is not producing, selling, closing business; getting paid.



Jtd...




  

  

Discussion 1:

From my experience, salespeople often times take the least path of resistance. Notice in any sales force   there are producers and there are non- producers. Usually the non-producers bicker and complain exerting most of their energy and focus on the negative aspect of issues at hand, WORK. The producers are usually positive, although there are some instances where I have dealt and been involved with a complaining producer. However, he produced. ;
I think anyone can be motivated to a certain degree; it also has to come from within. Motivation can trigger and gain momentum. The bottom line is the motivational skills and tactics are to close your sales people and allow them to manifest into what the company can give them and expects from them. If the motivational methodologies do not work for specified individuals, then they should find elsewhere to become who they would like or not like to be.

This is not just in sales. Take a look at any office setting, there are positive people and there are negative people. The ones who are not inspired, just simply working for a paycheck are negative and lack productivity. This is very dangerous for a salesforce, because a negative environment can spread like wild fire. A positive atmosphere only lasts as long as its people are positive and production is evident. Production … I mean sales and closing business!!! Production can also can impart a positive contagious atmosphere, due to the mere fact that a psychological shift can take place from person to person. “Well if he or she can do it; then so can I”. However, in retrospect this can also impede an influential negative attitude on that person, because the harder he or she work they still may not close. Then they will quite simply feel less than qualified to the point of unworthy, hence, lack the positive frame of mind to produce. This quite simply means the job may not be for them or that the person must persevere and work harder and the sales managers can help, motivate, and empower so much.
This post sounds simple; however, that is the simple fact of the matter. It is simple. At least in my opinion and experience.
As stated in the text, if people are hungry then they are motivated to eat. If someone fogs up a mirror (meaning if they are alive and breathing), lol they will get hungry. Some people are motivated by eating more than others. Why? They get hungry more than others. Of course, there are psychological issues etc., but in general that is the point. Everyone is motivated to eat and drink, not everyone is motivated in the work force by the same thing. Some are merely money motivated, some think they want to be a success and then call it quits, some are motivated just to make things happen, some are motivated simply by helping clients.

I know personally through the course of change, always had better salespeople than I and now that I have been away from personal sales myself, it does take a shifting of the mindset, making an ardent decision and getting back into the swing of things. Any type of production motivates, some may like the sales meeting every morning, the rah rah shishkoombah (spelling?) some think it is absolutely ridiculous. Bottom line, I always believe the salesforce, sales team, sales floor is a revolving door. That is not to say a company will have top producers stay with a firm, longevity occurs, but boils down to the 80/20 rule 20% of the people do 80% of the production. The statistical figures may not be precisely accurate, but you get the jist. Text concludes, “Motivational effort is generally thought to include three dimensions: intensity, persistence, and choice. Intensity refers to the amount of effort the salesperson expends on a given task; persistence refers to how long the salesperson will continue to put forth effort; and choice refers to the salesperson’s choice of specific actions to accomplish job-related tasks” (Spiro, Rich, & Stanton, 2009, p. 228). As for me I do not push my Spirituality on anyone, however, I utilize Psychological and Spiritual impartations to help drive the skills out of people. But they have to want and believe in themself. "...if you have faith as a mustard seed, you will say to this mountain, 'move from here to there,' and it will move; and nothing will be impossible for you." (The Bible Paraphrased- Matthew 17:20).
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Thank you also. Everyone has their niche and sometimes certain products services, especially, as it may pertain in sales may not for someone. Sales takes a different caliber of individual, especially, working on commissionable income.

Work, in general, is a big part of most everyone's lives. If not closing deals it can also affect the personal attributes of one's character. May not be for ever. Simply stated, if someone is not closing for awhile, like you said your morale goes down. Then that also affects you and everyone around you.
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Are you kidding me all the time, lol. It just goes with the nature of business. You can't keep everyone happy all the time. Quite often you may find, even the most positive people, on a sales team becoming negative simply because of a negative atmosphere. It spreads like wild fire.

What do they say, "Negative news travels one hundred thousand times faster than positive". I believe that to a degree. If you look at a positively contagious atmosphere, then influential components from others turn negative, it is quicker to turn negative to positive. Meaning the team entirely.

However, I must say there is nothing in business like a positive, motivated, empowered set of individuals all working collectively and in unison. Producing and closing with momentum always helps to induce a positive sales force.

Jtd...
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Funny you bring up the sales incentives regarding the wireless industry. Now this is just me, due to the nature of our past and current businesses. I did not ever consider someone behind a counter as a sales person, rather customer service. I know there is a degree of sales with anything, even just a persuasive genuine attitude about a product or service.

When I went to a wireless company to get some information from them, I got to talking to the manager and found out that they have quotas and incentives. Not just overall for the store, but the individual counter reps also. They did indicate that the incentive program and the quota expectations were not stringently enforced, however, since out line of business sales to me was always perceived differently.
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	Discussion 2

I know many companies and salespeople within the salesforce of an organization offer all types of sales compensations and contests. Some include, as posted, vacations, televisions, etc., all types of perks that would be beneficial for some recipients. To me, I think the incentive which drives most people is an increase in commissionable income. Sales contests can create a healthy atmosphere of internal competition and the television may be the prize, however, the most beneficial aspect of the sales contest is the actual ability to achieve a specified task, perform, and win. “Sales people experience a wonderful sense of exhilaration when they make a sale” (Spiro, Rich, & Stanton, 2009, p. 229).

There is a self-gratification when someone, especially in sales, reaches objectives and then actually gets recognition, outside of the expectations from a day to day selling job. However, performance levels are triggered differently by all people. Some person may not want the television, so in turn may not work as hard. Unless of course, he or she is internally empowered and motivated by their very nature. In other words, competitive or just to succeed. Many may not be able to take a vacation. The realization that one has performed and over achieved the normal expectations is recognized by bonuses, incentive programs and contests. If it were me, I would rather have the cash to spend on what I would want. Cash incentives to me are the best. However, I do know that whatever the selected item for contest winners the company gets at a deep discount and possibly free.

I know in one of our firms, which we may incorporate within one of our businesses was what we referred to as, “Cooperative Compression Cycle Code”, whereby an entire team, whether that comprised of at least five people or many others would get overrides based on performances of others and then increased for top producers. However, this was in the form of cash commissionable income and rebates on a product.
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I know exactly what you mean. But then there is the question with a strong commission plan and what it means to different people. I think the recruiting aspect is so important when it comes to hiring a sales force. It truly is a revolving door due to the nature of so many wants and needs of different people.

I know many people enjoy being recognized for their efforts and it does help assert or continue on with momentum. I f not one person is producing then doubt sets in. As Norman Vincent Peale said, "The two most powerful words in the world; Faith and fear, one can eliminate the other".

Oh yes you are so right friendly and healthy competition is good.[image: image40] 



	

  

  

	

I have heard and seen many types of contests and I really like that one. It triggers so many aspects of human nature.

At least for many, people like to open presents, many people like to take risks or gamble (especially sales people). Even if you only get the three hundred dollar envelope you come out winning. You may not have won first prize,b but the drive is there to sell more cars and opening up the gambling envelope tactic again.

Bottom of Form




	Top of Form



As usual phenomenal insight and post. I absolutely concur with your findings it is not productive, nor a moving motivational tactic to pressure people to sell. Even so I believe in qutas and pressure when someone is just shere lazy.

The position of a closer a sales person, especially with commissionable income has enough pressure to produce. Couple this with organizational pressures, then not only can there be a psychological shift as to their own ability, the pressure inevatibly will make them negative about themself and the company. It is very unlikely to sell, promote, and close business when one has a negative attitude.

Within the arena of sales, people are motivated, mostly, by their own ability to sell and watch the benefits of their efforts come to fruition. In other words, the closing of a sale or meeting the objectives or goals to sell is self-satisfying for most. It offers and reaffirms the sales person's ability, which in turn, gives many the self gratification of a job well done. Unless a scam of course; even then those types of sales people do for the final objective, to close and get paid.

Pressure of any types is far different from motivating someone and working with them to find the talent which lies within or develops a talent to cultivate a sales pro.



Jtd...   



	

  

  

	Web Article Discussion

No matter who or what tie a person was wearing when they got their first sale; their tie was cut in half. I forget what we did to the woman. Gave them a bonus or spiff, lol. Oh yeah, I think some came in the in the next day wearing a tie to get cut. Point is, the excitement with, especially, the first sale creates a euphoric state that much will not bother them. Plus added laughter and people looked forward to the rookie making a sale. “Sales people experience a wonderful sense of exhilaration when they make a sale” (Spiro, Rich, & Stanton, 2009, p. 229). Obviously, the sale has to include monetary value, as for most sales people getting paid is most important. Peope do work for churches, charities and donate time and resources to help. However, sales is sales and the individuals involved in this daily job function work to get paid.
No sales force is alike, as is the same for the indivividual sales rep, everyone is different and what triggers the outcome is a combination of the individual sales rep and the sales infrastructure of an organization. “Sales reps have their own personal goals, problems, strengths, and weaknesses” (Spiro, Rich, & Stanton, 2009, p. 229). Just as the case with precision operating organizations a true iron clad SWOT Analysis must be entertained, consistently reviewed, assessed, finally, tweaked to maintain or bring forth optimum levels of organizational strengths, enhance weaknesses, acknowledge and grasp at opportunities, recognize and eliminate threats. Such is the same for the individual salesperson, he or she must continuously internalize a SWOT analysis on themselves. We use to call this a “check up from the neck up”. Under most circumstances, given the proper training and guidance most people can sell. It may not be for them, but as I have eluded many times before. Life is a sale and merely everything coming out of our mouths is a sale! Whether we are selling a product or service; whether we are selling ourselves, our thought processes, ideologies, beliefs it’s a sale. Even giving someone directions is a sale. We are guiding them the best way we feel to a destination. It may very well be the best way. The person listens drives that way and bammm Closed!!!
Text states, “Each rep may respond differently to a given motivating force. Ideally, the company should develop a separate motivational package for each sales rep, but a totally tailor made-made approach poses major practical problems” (Spiro, Rich, & Stanton, 2009, p. 229). Agree managerial concerns should be adaptable to the desires of a sales force, however, if you are trying to please everyone you lose control, not to mention it is impossible. Speaking of control, control (subtle or affirmative) is a key element in sales and closing business. Most of the time, the top producing sales people take charge and go for the kill.
There are intrinsic rewards and extrinsic rewards, all of which are the innate make-up and desired outcome for producing an effort. It is different for everyone. “Motivation is an intrinsic response; it comes from inside and cannot be imposed from the outside. Motivation comes from wanting to do something of one's own free will” (Baldoni, 2009, p. 1). Motivating a particular person or an entire sales floor, salesforce takes creativity and various motivational factors, but has to start with the personal desire to achieve and succeed. “ Sales motivation is a primary factor in a sales rep's success since sales is a very emotional game”(Brown, 2009, p. 1).

Since you can’t please all the people all the time a company should conform to a standardized motivational methodology, not just monetarily speaking. Motivational sales meetings and during this period traing and praise to producer’s and even those who doing their best at the moment works wonders. “Sales meetings are one of the most commonly used method of motivating salespeople” (Spiro, Rich, & Stanton, 2009, p. 243). Again, can’t make everyone happy, some people may not like the motivational floor manager, thus, productivity for that person will not flourish. This is why I believe a company should adapt in some way, that sales is a revolving door. Sales people, people in general are temperamental, so for the companies best interest be consistent and work the numbers.

From my experience, salespeople often times take the least path of resistance. Notice in any salesforce there are producers and there are non- producers. Usually the non-producers bicker and complain exerting most of their energy and focus on the negative aspect of issues at hand, WORK. The producers are usually positive, although there are some instance’s where I have dealt and been involved with a complaining producer. However, he produced. ;
I think anyone can be motivated to a certain degree; it also has to come from within. Motivation can trigger and gain momentum. The bottom line is the motivational skills and tactics are to close your sales people and allow them to manifest into what the company can give them and expects from them. If the motivational methodologies do not work for specified individuals, then they should find elsewhere to become who they would like or not like to be.

This is not just in sales. Take a look at any office setting, there are positive people and there are negative people. The ones who are not inspired, just simply working for a paycheck are negative and lack productivity. This is very dangerous for a salesforce, because a negative environment can spread like wild fire. A positive atmosphere only lasts as long as its people are positive and production is evident. Production … I mean sales and closing business!!! Production can also can impart a positive contagious atmosphere, due to the mere fact that a psychological shift can take place from person to person. “Well if he or she can do it; then so can I”. However, in retrospect this can also impede an influential negative attitude on that person, because the harder he or she work they still may not close. Then they will quite simply feel less than qualified to the point of unworthy, hence, lack the positive frame of mind to produce. This quite simply means the job may not be for them or that the person must persevere and work harder and the sales managers can help, motivate, and empower so much.
This post sounds simple; however, that is the simple fact of the matter. It is simple. At least in my opinion and experience.
As stated in the text, if people are hungry then they are motivated to eat. If someone fogs up a mirror (meaning if they are alive and breathing), lol they will get hungry. Some people are motivated by eating more than others. Why? tThey get hungry more than others. Of course, there are psychological issues etc., but in general that is the point. Everyone is motivated to eat and drink, not everyone is motivated in the work force by the same thing. Some are merely money motivated, some think they want to be a success and then call it quits, some are motivated just to make things happen, some are motivated simply by helping clients.

I know personally through the course of change, always had better salespeople than I and now that I have been away from personal sales myself, it does take a shifting of the mindset, making an ardent decision and getting back into the swing of things. Any type of production motivates, some may like the sales meeting every morning, the rah rah shishkoombah (spelling?) some think it is absolutely ridiculous. Bottom line, I always believe the salesforce, sales team, sales floor is a revolving door. That is not to say a company will have top producers stay with a firm, longevity occurs, but boils down to the 80/20 rule 20% of the people do 80% of the production. The statistical figures may not be precisely accurate, but you get the jist. Text concludes, “Motivational effort is generally thought to include three dimensions: intensity, persistence, and choice. Intensity refers to the amount of effort the salesperson expends on a given task; persistence refers to how long the salesperson will continue to put forth effort; and choice refers to the salesperson’s choice of specific actions to accomplish job-related tasks” (Spiro, Rich, & Stanton, 2009, p. 228). As for me I do not push my Spirituality on anyone, however, I utilize Psychological and Spiritual impartations to help drive the skills out of people. But they have to want and believe in themself. "...if you have faith as a mustard seed, you will say to this mountain, 'move from here to there,' and it will move; and nothing will be impossible for you." (The Bible Paraphrased- Matthew 17:20).
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Why hellooooo. Yes I agree, when there is common ground and a mutuality of interchangeable activities, thoughts, actions you name it; it makes for a more streamlined, comfortable, sales and closing process.

Although, I always believe there should be the psychological exchange that the sales rep is not superior in character as a whole, however, impart that persona of professionalism to get the client to follow the sales persons lead. His or her ultimate goal is to close and part of that is control.
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I know what you mean. It has been sometime when we had our groups of sales people and then having the sales meetings for recognition, training, motivation etc. I sure do miss those days. It drives everyone. Well it is designed to, except for those who don't want to join the party, lol. Everyone will have the not so good days, but does not mean they need to bring others down.

Yes mentioning the name, recognition, thanking them, job well done. It is not as though we are little children looking for acceptance, sales can be tough. Implementing the right courses of action throughout the sales force serves as a contagious force which drives productivity and results. Mostly positive results when production levels are at or surpass objectives.
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Point well taken and I agree many people would like the concert tickets and the vacations. I for on if I were working for a company would just want the straight out commission earned with cash incentives on top. I would prefer to get the money.

I am not saying you are wrong, the article could be concise and accurately depict what really drives a sales force. I for one am different and to me and others it may be a turn off. This is the whole notion of motivation it is the ability to bring out the best with as many people as one can. We can't please all the people all the time.

Bottom of Form
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Web Article

I think it is true that quotas would indicate strong and weak spots in selling. It is however in my opinion, much more than that. Sometimes managers just spew out quotas because they are getting heat from the boss. Sometimes quotas are erroneously thrown out corporately to boost sales to meet projections.

Quotas also have a psychology behind the figures, because people are behind the quotas. It is important to set realistic quotas, doing the opposite, can quite potentially cease sales. Or in the least create diminishing sales results.

Jtd...
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Spiro tells us that there are five main goals to any compensation plan:

1. To motivate salespeople: Compensation plans are designed to motivate people to perform" (p. 258).

2. To ensure proper treatment of customers: "A seller's ability to maintain strong long-term relationships with customers depends largely on providing customer service that results in a high level of customer satisfaction" (p. 259).

3. To attract and keep competent sale s people: "A good pay plan helps a company build the quality the quality of its sales force because it assists in attracting high-caliber reps. A sound plan also should help keep desirable people" (p. 259).

4. To be economical yet competitive: "Most firms, however, want to keep their sales force expenses in line with those of competitors. It is not always easy to balance being economical with being competitive" (p. 259).

5. To be flexible yet stable: "A compensation plan should be sufficiently flexible to meet the needs of individual territories, products, and salespeople" (p.260).

Albrecht reports that a sales compensation need to be simple enough for salespeople to understand exactly how their pay correlates with performance (Albrecht, 2009). Overly complex plans can make it difficult for plan administrators to calculate payouts and for salespeople to understand the payout structure (Albrecht, 2009).

Albrecht goes on to tell us that there are four main factors that can drive complexity, and that sales managers should avoid these factors whenever possible:

1. A lack of guiding principles in plan design and creation (Albrecht, 2009).

2. Too many "chefs" creating or influencing the incentive plan (Albrecht, 2009).

3. A "vending machine culture" within the sales organization, whereby the organization believes that if you want to promote a certain behavior, it has to be paid for in incentives (Albrecht, 2009).

4. "Tweaking" of the incentive plan over time, often to meet short-term needs (Albrecht, 2009).

Albrecht concludes the article by giving some good advice for sales managers: by adopting a strategic, thorough incentive design process, companies can create a comprehensible sales incentive plan that will ensure a high level of sales force motivation (Albrecht, 2009).
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Others  Discussion 2:
Value of Kaplan University’s MBA Program
• Establish program objective: Tell potential students about the value/benefits of an MBA degree that Kaplan can provide.
• Identify who should be trained: All staff should be trained
• Identify training needs and specific goals: Knowledge of Kaplan University, Understanding of customers (potential students) and recruiting skills.
• How much training is need? 12 weeks
• Who should do the training? Managers of sales people representing Kaplan University, New hires, Experiences reps, vendors, distributors etc. (referencing page 198)
• When should the training take place? Upon hiring sales people
• Where training should be done? Training facility at Kaplan
• Content of training: How to recruit potential students, Improved communication, customer service/relations, self management, methods/purpose, understand of Kaplan University, Successful recruiting tactics, ethics
• Teaching methods used in training programs: group sessions, current students, company mission experiences/suggestions, demonstration, role play, on the job, computer simulation
• Determine how training will be reinforced “The most frequently used method is for the sales managers to serve a coach, reinforcing training efforts during actual calls. Some companies use senior sales people to coach follow up the training session with refresher class. (p. 214-reinforcement)
• What outcomes will be evaluated? Outcomes will be measured through an assessment of skills learned.
• What measures will be used? Reactions, learning, behavior, results (p. 215)
Works Cited
Spiro, Rich, & Stanton. (2008). In Spiro, Rich, & Stanton, Management of a Sales Force. New York: McGraw-Hill

	
	Hello, All!

I see value as the operative word here, so my model focuses on internal and external value the targets the benefits of the salesperson and potential Kaplan students.

Training assessments--Establish program objectives:
To showcase the flexibility, convenience, and affordability of Kaplan University's MBA program. To appeal to individuals who are ready to make a change for the better through an MBA program that easily incorporates into their present lifestyle, meeting potential students where they live.


Identify who should be trained:
Mentors, recruiters, financial aid staff, customer service operators, and student counselors.

Identify training needs and specific goals:
Training needs includes, but are not limited to developing sales techniques and persuasive scripts that focus on the personal needs of the customer. Training procedures will develop newly hired sales people into professional sales people.
Goals are all relative to reward incentives and progressive development of the sales force.

How much training is needed:
The training process is based on levels of achievement commiserate with Kaplan's ongoing opportunities for enrollment. This would mean that the three levels of training should take no more than six weeks to complete.

Program design--Who should do the training
Six current senior sales reps will train groups of no more than twelve new-hires. Multiple training sessions are expected contingent upon the the number of new-hires at any given time.

When should the training take place:
Training should begin as soon as twelve new-hires are solidly committed as Kaplan employees.

Where should training be done:
Training should be held at a generally localized area that is easily and conveniently accessible to all expected trainees. When it has been determined that new-hires reside within close proximity to a Kaplan campus, training will be scheduled for on-campus sessions.

Content of training:
"Mission Statement and Goal Setting
How to Implement Personal Goals and Measure Results
How to Motivate Yourself Every Day
Organization and Time Management
Importance of Positive Thinking
Balance of Mental, Emotional, and Physical
The Power of the Subconscious
Focus and Persistence
Personal Sales Action Plan
Each sales rep develops a personal action plan that includes a mission statement, goals and objectives, and methods for measuring goals and their impact on the organization.
Selling Approaches
Prospecting and Lead Generation
Qualifying, Probing Questions and Scripting
Presentations that Focus on Benefits
Closing that is Automatic
Becoming a Sales Master
How to Add Value to a Customer
Relationship Building and Trust
Accessing and Working with Personality Types
Account-Based Selling
Selling a Service
Telephone Selling
Why is Phone Selling Key to Success
Review the Unique Characteristics of Phone Selling
How is it Different from Face-to-Face Selling
Sales Management and Leadership
An optional part of the training program for supervisors and managers. Team Mission Statements
Forecasting and Team Goal Development
Sales Contents and Special Incentives
Compensating the Sales Team
Teamwork in Sales
Future Sales Trends
How will customers respond to personal selling in the future?
Worksheet Forms/Action Plans
The following worksheets are the tools used to create sales action plans. They are completed to organize and support the sales process. These projects are personalized to the needs of the sales team and individuals"
(http://www.salestrainingplus.com/services/sage.htm).

Teaching methods used in training process:
Role playing, script writing sessions, speaking and listening skill enhancement sessions, overcoming resistance training, organizational skills training, time management training, training sales calls, "lectures, discussions demonstrations, mentoring, CDs and podcasts, and web-based training" (Spiro, et. al., 2008 p. 211).

Reinforcement--Determine how training will be reinforced
Live sales calls, following up on recruiter leads, monitoring sessions, evaluations during training, final assessment at end of training period.

Evaluation--What measure will be used:
"Reactions, learning, behavior and results" ((Spiro, et. al., 2008 p. 215).

The program is expected effectively groom newly-hired sales reps, empowering them to grow into sales professionals fully capable of selling the value of Kaplan's MBA program.


Hi Wanda

Not that you have not written so many intellectual aspects in this discussion, the main premise which sticks out in your writing (to me) is, “Live Sales Calls”. Kind of like the Missouri statement, “The show me state”.  I have made a practice to understand and acknowledge, precisely, what sales reps are to expect from real life scenarios. I use to and still say, “In the trenches”.  I think live sales calls are so important, one can have all these expectations on its sales force, however, realistic expectations are what work, with the inducement to exceed limits and boundaries. In other words, actions speak louder than words. Show me how to do it, prove to me it works. That very part of training will infuse such motivational remedies and empowerment tactics that people will be “pumped” up to get on the phone or hit the streets selling and closing.

A manager cannot simply state his or her expectations without knowing, precisely, the ins and outs of the product, service and the entire scope of the sales process. One can become an outstanding sales person, however, when refining to a case specified product or service of a company. Normally there are no two alike scenarios, the manager must know and be able to train accordingly, with knowing from real life action rebuttals, objections, how to overcome NO.  The old adage, “Practice makes perfect”. However, the German true translation is, “Practice makes a master”. There is no perfect human, nor, sales process. One can master this art. How can a manager train others to master, when they do not know themselves. Back to what I said, “In the trenches”. I think the manager must be trained and parlay that to the sales force, through real life circumstances, not just text book sales aids.  

”In a large firm, however, the large number of territories and the normal turnover in those territories mean that the job of recruiting and selecting new salespeople will be a continuous one” (Spiro, Rich, & Stanton, 2009, p.  132).

 

“Management can use sales meetings to communicate the company’s long-term goals and strategic objectives and to explain how important the salesperson’s role is in achieving these goals”. (Spiro, Rich, & Stanton, 2009, p.  243).

“Rather than just selling products and services, salespeople are expected to build relationships and provide solutions to their customers’ problems” (Spiro, Rich, & Stanton, 2009, p.  195).

In today’s competitive marketplace, customers are demanding more and more from their suppliers in terms of quality of service” (Spiro, Rich, & Stanton, 2009, p.  195).

“Tactics are the activities that people must perform in order to carry out the strategy” (Spiro, Rich, & Stanton, 2009, p.  50). 

“Organizational changes occur in companies’ sales and marketing efforts as firms find that their existing structures are inappropriate to implement the marketing concepts” (Spiro, Rich, & Stanton, 2009, p.  91).

“In the management process, you must decide where you want to go before you can figure out how to get there” (Spiro, Rich, & Stanton, 2009, p.  91).

“The human resources department may do all of the recruiting and initial screening of the recruits, but it is usually the sales manager who makes the final hiring decisions” (Spiro, Rich, & Stanton, 2009, p.  137).                               

“A peak experience is an experience that surpasses the usual level of intensity, meaningfulness, and richness and produces feelings of joy and self-fulfillment” (Hawkins, Mothersbaugh & Best, 2007, p.  436).
“Companies set objectives first and then develop strategies, or plans of action, to achieve the objectives” (Spiro, Rich, & Stanton, 2009, p.  50). 

   “Dynamically Continuous Innovation. Adoption of this type of innovation requires a moderate change in an important behavior or major change in a behavior of low or moderate importance to the individual” (Hawkins, Mothersbaugh & Best, 2007, p.  251).

“Staffing provides the company with a base of skills that will either make it or break it” Masgidi, 2009, p.  1).

“The manager’s task is to then overcome these inhibitors with diffusion enhancement strategies” (Hawkins, Mothersbaugh & Best, 2007, p.  258).

Statement of the Problem(s)
     There are many avenues with regards to training a sales force. The objective in training is not only to train reps for product and or service knowledge; however, to increase revenues, more importantly free cash flow by inducing and imparting professional motivational and enhanced sales capabilities. The more people interact in a training setting and work on real life sales issues the more proficient sales rep is prone to become. Of course, product and / or service knowledge is an important factor. This substantiates and validates the objectives of the company through its product and service lines and in and of itself can assert a positive frame of mind due to the features and benefits of the product or service line. Sunrise Cleaners would like to broaden their horizons as it were to recruit, hire and train a new breed of potential sales reps. The students will, more than likely, have marginal or no sales experience. The recruiting process must be designed to sell the potential new sales rep and the Sunrise training program must be designed to keep them; procuring maximum productivity and sales closing ratios. 

      Summary of the Facts

     An organization which has many options to train its representatives must understand that any training program absorbs financial resource capital and human resource capital. The purpose for investing is to obtain a return on investment (ROI). Sunrise will need to implement a cost effective training program to keep the sales reps in tune with current and future demands of its clientele. “As product life cycles have become shorter and relationships between companies and their customers have become more complex, training for sales people has become more important than ever before” (Spiro, Rich, & Stanton, 2009, p.  243). The company is considering expanding its recruitment allocation resources to that of new inexperienced sales reps which as with any training program costs money.
  




      Analysis
     Real life human on the job training works best with most organizations. This offers many benefits to not only the new trainee, but the company as well. Often times it is important for a company to align its new sales reps with experienced, positive, clear representations of a company. This will allow the trainee to earn money and benefit from on hands real time experience. There is nothing that will compare to that of a real life training implementation that will engage the new trainee with real life, not rehearsed sales scenarios and processes. 

     The marketing department and sales department usually work very close with one another, as in the case of Sunrise. The two divisions should work closely on an in-house training program. “Many aspects of sales training are affected by the company’s strategic marketing plan. Conversely, the sales training program-when properly coordinated with the firm’s marketing objectives and strategies-can help the company implement the plan” (Spiro, Rich, & Stanton, 2009, p.  195).
     Obtaining new recruits needs marketing endeavors to tweak the interest of even a company’s future employees. The proper managerial sales authority must keep them. The new recruit and newly hired trainee must know from the onset what the company expectations are from the new sales rep. “The job analysis and subsequent written description must be done in great detail. It is not enough to say that the salesperson is supposes to sell the product, call on the customers, or build goodwill toward the company” (Spiro, Rich, & Stanton, 2009, p.  134). The marketing division creates the collateral material to obtain sales reps and establish a sound training program; the sales division implements it within the sales force.
        Recommendations    
     In any sales force training program, established objectives must be realized and implemented. Training programs are ultimately designed to assist in the sales force capability to maximize sales performance. “Successful programs consist of four phases: training assessment, program design, reinforcement, and evaluation” (Spiro, Rich, & Stanton, 2009, p.  193). 

     First, Sunrise must assess trainee needs to determine the validity of recruiting and hiring  inexperienced collegiate level students to hone and mold into what the company hopes to be producing sales people. A concise training assessment as to implementing program objectives, who will be trained, how to train, and how much training is needed must first be ascertained. This will begin from the recruiting process to only hire self-motivated, multi-tasked, entrepreneurial minded trainees. A careful and selective analysis must begin from the time of recruitment to increase levels of efficient sales production from a new collegiate level sales force. 

     The program design will encompass modules online, which will assert motivational skills and empowerment programs for real-time viewing, moreover, a recruiter adjoining and networking with colleges throughout the United States. “The advantages of instant communications are inestimable, and the role that the telegraph and later developments played in the 19th and 20th century growth of the U.S. was so huge as to be incalculable. Without communications that were swift and certain, this nation would never have grown the way it did” (Haycox, 2010, p.  1). The training will be completely that of a distance learning approach, however, the selective recruitment process will be face-to-face.  Training will be accomplished through a variety of personnel in managerial capacities to offer a diverse cross-cultural and behavioral on line atmosphere. This diversity will encompass the means to attract and peak interest through different personalities, hence, creating a diverse scope of training processes. Reinforcement is simple, training is mandated for live interaction with time scheduled and prerecorded training symposiums timed and tracked through sales reps log in. “This lack of skill reinforcement leads to minimal behavioral change by a salesperson” (Spiro, Rich, & Stanton, 2009, p.  195). Evaluation is production based on anticipated statistical averages within the company and quotas as a mandate for employment.
             Conclusion
     Training can be construed as the company’s intersection of human intellect and emotion designed to trigger a pathway to maximization of sales productivity. Within the scope of a global environment, it is undoubtedly counter intuitive to implement ongoing daily sales meetings. However, due to the advent of the Internet and a multitude of ongoing technological advancements, the distance training and educational aspect of corporate objectives can be disseminated across the world instantaneously. There will come a time, whereby, managerial executives in United Stated are, in a virtual regard, standing on a stage in a call center in India, as if they were physically there, imparting the company’s training and organizational mission. “The talk is now about virtual reality (VR) in communications, which in one version of the near future has us looking at holographic friends standing on our desktops (scaled down, hopefully!)” (Haycox, 2010, p.  1).
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Our Collective Basic requirements for the position of Max Sales Rep are: 

· College or technical education preferred. 

· Five years of business or sales experience preferred. 

· Enthusiastic, positive, sales-oriented personality. 

· Business and professional appearance. 
· Reliable transportation or quality telephone skills 

· Must be able to see, hear and communicate effectively in oral and written form. 

· Arithmetic calculations, juxtaposed with, simple statistical analysis. 

· Maneuverability and adaptation to various business environments. 

Successful Max Sales Reps withhold: 

· An independent self-starting aptitude. 

· An outgoing personality, with an enthusiastic positive sales-oriented mindset. 

· An accustomed acumen dealing with top management level and business owners. 

· An articulate, concise ability to parlay the benefits of our products / service. 

· A professional appearance and atmosphere in all levels.. 

· The ability and desire for true success. 

Compensation: 
· Varies by applicant.

· Bonus and commission structure up to 20% monthly residual.
Potential benefits in the future may include: 

· Group health insurance 

· Group life insurance 

· Profit-sharing trust plan/401k plan 

· Workers compensation coverage 

· Vision service plan 

· Prescription drug program 

· Accidental death and personal loss coverage 

· Emergency travel assistance 

· Employee awards programs 

· Vacation 
Managerial Positions include a combination or all aptitude levels of the following:

(All managerial positions may required to take an aptitude test, unless prohibited by law in a particular jurisdiction)
         Analytical - Synthesizes complex or diverse information; Collects and researches data; Uses intuition and experience to complement data.

         Problem Solving - Identifies and resolves problems in a timely manner; Gathers and analyzes information skillfully; Develops alternative solutions; Works well in group problem solving situations; Uses reason even when dealing with emotional topics.

         Project Management - Develops project plans; Coordinates projects; Communicates changes and progress; Completes projects on time and budget; Manages project team activities.

         Technical Skills - Strives to continuously build knowledge and skills; Shares expertise with others.

         Customer Service - Manages difficult or emotional customer situations; Responds promptly to customer needs; Solicits customer feedback to improve service; Responds to requests for service and assistance; Meets commitments.

         Interpersonal Skills - Focuses on solving conflict, not blaming; Listens to others without interrupting; Keeps emotions under control; Remains open to others' ideas and tries new things.

         Oral Communication - Speaks clearly and persuasively in positive or negative situations; Listens and gets clarification; Responds well to questions; Demonstrates group presentation skills; Participates in meetings.

         Written Communication - Writes clearly and informatively; Edits work for spelling and grammar; Varies writing style to meet needs; Presents numerical data effectively; Able to read and interpret written information.

         Teamwork - Balances team and individual responsibilities; Exhibits objectivity and openness to others' views; Gives and welcomes feedback; Contributes to building a positive team spirit; Puts success of team above own interests; Able to build morale and group commitments to goals and objectives; Supports everyone's efforts to succeed.

         Change Management - Develops workable implementation plans; Communicates changes effectively; Builds commitment and overcomes resistance; Prepares and supports those affected by change; Monitors transition and evaluates results.

         Quality Management - Looks for ways to improve and promote quality; Demonstrates accuracy and thoroughness.

         Business Acumen - Demonstrates knowledge of market and competition; Demonstrates knowledge of market and competition; Aligns work with strategic goals.

         Cost Consciousness - Develops and implements cost saving measures; Contributes to profits and revenue; Conserves organizational resources.

         Organizational Support - Follows policies and procedures; Completes administrative tasks correctly and on time; Supports organization's goals and values; Benefits organization through outside activities.

         Strategic Thinking - Develops strategies to achieve organizational goals; Understands organization's strengths & weaknesses; Analyzes market and competition; Identifies external threats and opportunities; Adapts strategy to changing conditions.

         Judgment - Displays willingness to make decisions; Exhibits sound and accurate judgment; Supports and explains reasoning for decisions; Includes appropriate people in decision-making process; Makes timely decisions.

         Motivation - Sets and achieves challenging goals; Demonstrates persistence and overcomes obstacles; Measures self against standard of excellence; Takes calculated risks to accomplish goals.

         Planning/Organizing - Prioritizes and plans work activities; Uses time efficiently; Plans for additional resources; Sets goals and objectives; Develops realistic action plans.

         Professionalism - Approaches others in a tactful manner; Reacts well under pressure; Treats others with respect and consideration regardless of their status or position; Accepts responsibility for own actions; Follows through on commitments.

         Quality - Demonstrates accuracy and thoroughness; Looks for ways to improve and promote quality; Applies feedback to improve performance; Monitors own work to ensure quality.

         Quantity - Meets productivity standards; Completes work in timely manner; Strives to increase productivity; Works quickly.

         Adaptability - Adapts to changes in the work environment; Manages competing demands; Changes approach or method to best fit the situation; Able to deal with frequent change, delays, or unexpected events.

         Dependability - Follows instructions, responds to management direction; Keeps commitments; Commits to long hours of work when necessary to reach goals; Completes tasks on time or notifies appropriate person with an alternate plan.

         Initiative - Volunteers readily; Undertakes self-development activities; Seeks increased responsibilities; Takes independent actions and calculated risks; Looks for and takes advantage of opportunities; Asks for and offers help when needed.

         Innovation - Displays original thinking and creativity; Meets challenges with resourcefulness; Generates suggestions for improving work; Develops innovative approaches and ideas; Presents ideas and information in a manner that gets others' attention.

Life is a sale; merely every word perpetrating from our mouths to every commodity is designed to sell in one fashion or another. Although a person may not be the sales person or marketer of the year, the words expressed are in one shape or form selling someone else. Whether they are intentionally selling a product or a service, moreover in a more canvassed reinforcement of the preceding statement, "merely every word perpetrating from our mouths is a sale" selling principals, thoughts, opinions, ideologies, or themselves. Whether this is a subtle or clear and apparent obtrusive sale, "life is a sale" is an ardent fact. We are selling and advertising with the intent to close some type of deal, we sell our thought processes, our beliefs, to the degree the very essence of who we are. 
Many remember the famous line from the movie Jerry Maguire, "You got me at hello". Did Tom Cruise’s character, Jerry Maguire intend to advertise and close his future wife with such a simple statement precisely at the time he stated, "Hello"? It is all a matter of perception and connection from the perspective of the recipient of communicative advertising. Remember asking out and courting your girlfriend or wife; advertising to close the deal. Teaching your children; advertising to close the deal. Speaking to colleagues about politics, business, religion, small talk; all advertising to close the deal. Advertising started from the moment the first two people began to communicate. Why do we advertise? TO SELL!

The narrow specific methodologies of advertising have transgressed and honed in on product and service brand awareness, to brand recognition, to brand awareness through means of advertising and have changed in scope as the industry of advertising commences to its realistic format of today. Brand Notoriety and Brand Equity.
Advertising trends remained since 1994.

The notion of ethical advertising varies from one marketer / advertiser to another, similarly, to one consumer to another. Advertising in its infancy as a commercial sector of industry, was an open playing field. Advertising campaigns, since the inception of advertising various ethical and legal promotional advertising campaigns designed to capture and penetrate a certain marketplace. As is the case with good promotional programs there are always intertwined those with the not so good commercialized campaigns. For instance, unethical and illegal practices such as, "The miracle healing cures all potions" fad, to in today’s era, spamming via the Internet. "Over time, a wide variety of rules and laws have been enacted to regulate advertising activity. The Federal Trade Commission is a major regulatory body in the U.S. which examines issues of fairness in advertising" (Zinkhan, 1994, p. 1).
Two fads which come to mind is the peddler promoting and advertising a miracle drug to cure any and all ailments and the pet rock. "A fad is unpredictable, short-lived, and without social, economic, and political influence" (Kotler & Keller, 2006, p. 77). One illegal and unethical and one ethical and legal, both successful advertising campaigns, depending on how one views the ideology of a successful fad. The promotional efforts may not have been long lasting but are recognized throughout history for ages to come. 
Change in current marketing and advertising trends since 1994
Around the time of the 1920's to date, marketers and advertisers have perpetrated various methodologies to quantify and qualify its population segment and drive targeted traffic to its product or service line. The advent of the Internet and technological advancements have made it possible for organizations to capture a narrow specific market segment and have made it possible to hone in on targeted audiences through mediums of strategized marketing advertising campaigns.
 
"The research era: Beginning in the 1920's, advertisers used a number of techniques to reach and motivate mass audiences. From the 1990?s to the present, reflecting the more personalized nature of media, advertisers have shifted their focus to ever more sophisticated techniques for identifying and reaching narrowly targeted audiences with messages prepared specifically for specific groups or individuals" (Lane, King, & Russell, 2008, p. 11).
Past and current decision making processes on behalf of marketing models and advertising differ from person to person. These variances of ethical codes within the realm have been in existence since, as reflected in the introduction, two people began to communicate. Advertising and marketing has circum to the point as one of the most intricate aspects of commercial trade. 
Precise ethics may vary; however, ethical forms of conduct have existed since inception, to 1994 at the time Zirkhan's article, to today and continuously in the future. "When making these difficult moral choices, there are many places to turn for guidance, including: personal conscience, company policy, industry standards, governmental law or regulation, and organized religion" (Lane, King, & Russell, 2008, p. 11). Let us take for instance, geocentric or global surveys and inquiries as to the validity and acceptance of a product. Although, true statistical analysis will be derived on closed business; sales, the statistical inferences simply by compiling data from large sources of populous can be instrumental in all aspects of advertising and marketing any product or service. Rather than canvassing entire populations an organization can randomly select sampling of potential purchases or even distribute promote actual campaigns to a narrower population and determine the validity of such advertising campaign. "A sample is considered to be random if every item in the population from which the sample is drawn is equally likely to be picked" (Thurman, 2008, p. 65). The question is it ethical to just randomly compile data? The ethical codes will vary from marketer to marketer. Is it legal to randomly compile data? The legal aspect is simply governed by permission granted marketing called opt-in.
Federal Trade Commission (FTC), Federal Communication Commission (FCC), Mobil Marketing Association (MMA), amongst other various regulatory agencies, all have various rules, regulations and laws, governing advertisers from advertising and marketing under false pretences, spamming, and federal and state do not call lists. The list goes on from the legal aspect of advertising and marketing to the ethical practices in marketing. As technology and information dissemination advances, marketing and advertising methodologies enhance, likewise, legislation and laws governing the marketing and advertising industry are in constant change. 
The advent of the Internet and technological advancements and how data and voice are transmitted it has made a cost prohibitive task extensively simple and cost effective to maximize returns on investment marketing and advertising dollars. This also allows for targeted traffic for any business. 
The most effective, legal and ethical methodology is of course a hybrid with a cross integrated marketing method which utilizes various facets of proven advertising trends in the past to current this means traditional, online and cell phone push pull marketing strategy. Worldwide Associates MaxTech platforms utilize turn-key traditional print, online web and multimedia marketing and cell phone marketing. County to Global learned behavioral patterns included transcending to a new trend. "A trend is a direction or sequence of events that has some momentum and durability" (Kotler & Keller, 2006, p. 77). Transforming to a paradigm shift and megatrend, "Megatrends have been described as ?large social, economic, political and technological changes [that] are slow to form, and once in place, they influence us for some time-between seven and ten years, or longer" (Kotler & Keller, 2006, p. 77).
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In juxtaposition with all marketing mediums the predominant and most successful marketing and advertising combine all facets of "Push & Pull" marketing methodologies. 

Traditional local geocentric marketing and virtual globalization expansion client initiatives are at the push of a button At Worldwide Associates Inc. MaxTech DataWare Corp. Our goal is to take companies and their products and services and expand them locally or around the world faster than anyone has ever done before. With a global partner Social Business Network spanning over 70 countries, and the latest in Telecommunications & High Technology, we look to take small to medium-size companies with a strong domestic presence, and make them a global success; virtually overnight make them a viable entity on a worldwide global basis.  
 
Relying on the strength of our management team, and the years of global experience that has been selected for this company, the Worldwide Organization seeks to chart a new path in advisory services and strategic business expansion through globalization, pioneering new Social Business Network opportunities for the leaders of tomorrow. 
 
At Worldwide we globalize companies, predominantly by focusing on several key expansion methods, including: strategic partnering, joint ventures, international licensing with royalty agreements and manufacturing & distribution agreements.  In addition, we are also able to provide advice on Mergers & Acquisitions, Integrations, as well as entry into public and international markets, purchase order financing, and asset lending, venture capital.    
 
In this day and age of global competition, the world can be a very intimidating place.  International travel and expansion into new markets, has become costly and time consuming.  Yet in spite of these conditions, it is more important than ever, that companies be strategically and competitively prepared to take their products and services into the global marketplace, intelligently and efficiently.   
 
The Worldwide Organization brings a valuable, compelling and now accessible global commodity to the table, in multiple countries, namely: Local knowledge, local experience and a rich collection of in-Country business professionals, located across the globe; all connected through the worldwide organization’s Global Social Business network and communications portal.
Some of the common barriers to any organization's foray into international expansion are the lack of access to local institutions and business contacts, as well as political contacts within the target country.  In addition, there may be an absence of familiarity with local business, social, political and religious customs, or a lack of general knowledge about the operating environment within the target Country.  In some cases, there exists little knowledge of which countries may present a viable target-market for expansion. With the strength of our global advisory team and management, we are able to help organizations in a variety of different industries (which may lack the resources of a Fortune 500 company), strategically target areas for expansion and compete internationally, in the ever competitive Global Social Business Network Marketplace.  .    
 
This is the basis for the Worldwide Social Business Network. Strategic business model and its success our global relationships and business knowledge is not limited to just one particular industry, or country. The Worldwide Group of Companies and Organization brings together management and advisors with experience in many different fields of business, across the globe. So no matter what business you are in, the Worldwide Organization can position you to succeed in over 20,000 business communities, and 14.6 million current business database.
 
By utilizing this cross-sector approach to the marketplace, the opportunities for Worldwide Organization and its client & partner businesses, are limitless.  There is an abundance of companies whose products and services are ripe for international expansion.  Indeed, with the globalization movement that is on around the world, many companies future existence will depend upon it.
 
Once Worldwide receives its public status, it will apply to become a Social Business Network Development Company (SBNDC), a designation for investment companies given by the SEC (Securities and Exchange Commission) Worldwide. Will be looking to fund projects for global Social Business Network expansion from third parties, as well projects developed by the Worldwide Organization, the primary project developer for Worldwide Group of companies 
 
The goal of Worldwide Social Business Network is not only to invest in third-party companies and affiliated projects, but to also advise and guide them in their global expansion.  By being able to add value to their management team, and by opening up new market opportunities, Worldwide. Can be a major developer of companies looking for growth, funding and advice 
 
Aside from our core business, the Worldwide Organization (the development team.), will develop several affiliated projects and/or services, which will focus on global reach and technology.  To date, the Worldwide Organization has been developing projects in the following areas, on behalf of Worldwide Associates Inc.: Public Relations (Worldwide Associates.com), Internet Search Engine (Worldwide Associates.com), Feature Film (Worldwide Productions), Video Production ( IPTV), Design ( www.Worldwide Associates), Publishing (Worldwide publishing), (Worldwide Telecommunications), Professional Social Business Network Training (www.Worldwide Associates.com), Public Speaking (Mr. Jack Lennon), Podcasting (Worldwide Broadcasts),
    
 When affiliate projects reach defined targets, Worldwide. May engage in either a buyout, or revenue sharing arrangement with the Worldwide Group of Companies & Organizations (the development team for Worldwide Associates Inc
 
This portion of the business model allows the Worldwide Organization to build up a portfolio of products and services that are applicable to the global markets, in addition to those products and services which it may acquire from third parties.    

Max Box / MaxTech / Max Towers Merchant Service Integration

The Max MDU Model comprises a target approach to, including but not limited to,   hospitals, educational facilities, libraries, municipalities, hotels, motels, any infrastructure to use all or in part the following descriptions. The collaboration of MaxTech, MaxBox, and Max Towers allows for the final solution for hardware, software, telecommunications and wireless mandates.  

The ardent fact and bottom line initiative and justification for a wide array of channels of distribution and channel members are to cut costs and establish as many points of presence as possible, whether that point of presence is the purposeful intention for branding or an actual point of sale. The proper implementation of channel management and the allocation of as many points of presence are to leverage and utilize the co-existence of various joint venture relationships and/or affiliated concerns.
     “Channels are the routes to and relationships with customers” (Brandweek, 1999, p.  1). The question is, are these channels beneficial or detrimental to the overall branding of an organization? Various components must be taken into consideration, including, the implementation of a well sought out structural flow and dissemination of information, including but not limited to, branding, product and service lines. The persona of the channel marketer is a key factor and must be considered carefully, when potentially utilizing and leveraging from other peoples resources (OPR). 
          Evaluation of the functionalities and responsibilities of channel members
     The main rationale for channels of distribution and the proper channel marketing managerial components are to leverage existing or new points-of presence. This cooperative understanding can be beneficial once orchestrated in the proper sanction. “Co-op also is a source of building goodwill with distributors and retailers and exercising some creative control over local advertising, as well as saving money for national advertisers” (Lane, King & Russell, 2008, p.  327). This is clearly, as previously mentioned, the main purpose for managerial marketing channels of distribution, to save money, maximize profitability and free cash flow, through means of leverage and other people’s money (OPM) and other peoples resources (OPR). “Because of the high profit potential of an exclusive dealer-ship, new networks such as Lexus and Saturn can be extremely selective in granting franchises so as to choose dealers who offer very high levels of customer service” (Brandweek, 1999, p.  7).

     The proper dissemination of brand awareness, brand recognition, brand equity is the responsibility of the point – of – presence and the new marketing channel. The very essence, climate, culture of that marketing channel also becomes the concise and clear depiction of the main company to the consumer. “Service delivered through the channel is the basis of that relationship”.  P.  8). How the host company parlays its missions, scopes, and objectives, through its marketing channel, is done through logistical implementations to expand its own branding and sales for its products and / or services et. al. “Logistics now involves efficient utilization of information from and to customers and suppliers” (Brandweek, 1999, p.  3).

      Assessment with areas of potential conflict between intermediaries

     The notion of data warehousing and data mining is an important facet within the realm of channel marketing. A specified geographic terrain located by the point – of – presence, the distribution channel, can inadvertently disparage a company’s branding, yet the company may not know of this challenge until much further into its affiliated relationship. 

     The distribution channel through logistical flows of information, due to technological advancements, can compile potential and active customer lists, like in the case of Toyota’s dealership channels for the Lexus automobile. If the hosting main company does not get customer interaction and feedback on how the channel distribution member conducted business may result in brand dilution to brand diminishment to inevitable demise. As in the case of Lexus, the main company appoints individuals to call actual customers of their regional and national locales to compile evidentiary feedback from the experience and acceptance of the customer’s experiential components on the Lexus purchase. “For example, data mining is an increasingly important technique for understanding consumers and developing channels tailored to their needs. In contrast, channel players often have too limited a perspective and too broad a product scope to build deep knowledge of customers' product-specific needs” (Brandweek, 1999, p.  2). The data is compiled by the channel member and utilized by the main organization, but if the information is not used properly or in a timely fashion, the main company branding can be jeopardized.
            Worldwide Max implementing channel center’s our corporate marketing strategy.
     Take for instance, our company, Worldwide Associates and its software, hardware and web based Max consortium applications, the entire conceptual notion is predicated on channel marketing venues, established within a local community environment to coexist with local small business branding and our own product and service branding in that particular geographic county setting. The utilization process of granting much of our information benchmarks and information architecture, and business publications for free, allows for our MaxTech and MaxBox to become paradoxically promoted within the confines of their brick and mortar locale and electronic presence on the web. "Although business publications remain the primary a primary tool of B2B marketing, personal selling, telemarketing and other forms of direct response, and Internet occupy a much higher share of expenditures directed to business compared to traditional media" (Lane, King, & Russell, 2008, p.  75).

       Summary

     In order to maximize the productivity and enhance the hosting companies objectives, in a positive sense, a complete and thorough plan of action must be accomplished, starting with the pertinent and apropos information flow from the channels of distribution to the end consumer, likewise, customer acceptance and consumer impact derived from its channel agent.   The logistical format imposed upon, from the main organization, must adhere through its distribution channel with the mandated objectives and impart precisely the nomenclature of the business and its value-added products and services enhancing its marketing communications for its affiliated concerns passed through to the consumer. “Clearly technology has had an immense impact in information flow in enabling companies to know more about their customers than ever before-- and vice versa--and the Internet has opened up entirely new vistas in this regard” (p.  3).
Unit 4 

Discussion

	Top of Form

Wanda

Why hello!!! Yes sales meetings are so important and within the scope of a sales meeting, when keenly orchestrated, those of managerial concerns can incorporate so much and gain so much from the nature of the sales meeting. Empowerment, motivation, and of course, training.

Training is a key element to a successful sales person, hence, a successful sales team. Training can be boring, however, with the shrewd manger or facilitator, during the course of training, the whole direction could lead to an ecstatic feeling about the company and motivate them to do the best they can do.

Thanks so much

Derek

Jtd...
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   Derek
	6 Feb 10    8:06 AM MST 

	Discussion 1:

Some people will say that experience is the best teacher and that professional sales training theory will only take an individual so far. If you are the sales manager, how do you react to this statement? Does sales theory help in being a successful salesperson? Examine the perspective that both experience, coupled with theory training, is the most successful way to succeed in sales. Are there additional considerations? Within your response, include and cite a relevant quote from our textbook.

Many sales people are driven by opportunity and even the mere sound of an opportunity. However, there are many from Missouri, the “Show me state”. Sales people do not necessarily have to come from Missouri to withhold this show me state of mind. From the experienced sales reps, to the newbie in the camp, it is of extreme importance that those in a managerial capacity will be regarded, in some shape of form a professional respect and one worthy of executive controls. Just because a manager has the title, “manager” does not infer he or she will emphatically force the sales force to sell and close. Product knowledge is the start. A manager should have more than just sufficient product knowledge and experience in the sales process. In an ever changing global environment, this also leads to a continuum of educational processes for the manager which is to be parlayed to the sales force. Sales people, plain and simple get bored. Keeping up with product and / or service knowledge is one of the mandates for maximum managerial outputs to the sales force. “Many aspects of sales training are affected by the company’s strategic marketing plan. Conversely, the sales training program-when properly coordinated with the firm’s marketing objectives and strategies-can help the company implement the plan” (Spiro, Rich, & Stanton, 2009, p. 195).

Training serves many purposes, for one it will keep the trainer, in such a manner, whereby he or she is forced to maintain a level playing field and relate the marketing and strategies of the company to the subordinates. Compartmentalizing and departmentalizing sales training, which may in fact be a sufficient resolve for various aspects of companies, as referred to as departmentalization by division.

However, since marketing, moreover, the sales force are accountable for the revenues generated, in essence, comprise the financial where with all of a company, the sales force should be involved in some shape or form with all aspects of the company to maximize efficiency and corporate effectiveness. A person may ask, why should a sales person be involved with and IT meeting. The simple fact of the matter is, although the entire IT department job task performances may not be directly related to sales, IT infrastructure is a cross-relational entity which affects the sales force. A solid understanding, as to the requirements and demand it is important to acknowledge and in the least, understand the expectation requirements of various divisions to maximize effectiveness and efficiency within a firm.

Time costs money, time can absorb profitability. When streamlined, time becomes an efficient asset. For instance, if a sales rep sells a product, procuring $300.00 margin of opportunity or profit, however, IT and distribution spend four hours initializing and finalizing a sale, at a pay rate of $100 dollars in wages per hour, results in a net loss of $100.00. It is up to the manager to have an on hands approach, as to expectations of other divisions and sales reps to have some knowledge also. Furthermore, it is up to the sales manager to decide how much or how little knowledge would be applicable to the sales rep.

The manager will need to keep on their toes to educate their sales force. In addition, to the educational aspect of training, the manager should be able to motivate and demonstrate what needs to be done and what the expectations are from the sales force. It is one thing to speak; it is another to act. “Actions speak louder than words”. The sales meeting can implement many important components needed to drive production. “Management can use sales meetings to communicate the company’s long-term goals and strategic objectives and to explain how important the salesperson’s role is in achieving these goals”. (Spiro, Rich, & Stanton, 2009, p. 243).
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	Wanda

Yes that can be a challenge to have a hidden agenda. Although the job is supposed to maximize levels of efficient and productivity that person may not have wanted to do a good job, due to not getting the full credit for initiating the needed training program.

Or just being lazy and not enthused about her own job. She could of been just having a bad day, week whatever, lol. The fact of the matter is how can someone expect enthusiasm if the trainer is not enthusiastic, how can someone expect knowledge if the trainer is not knowledgeable. All too often people take the easy way out. Get by with minimal exertion and pawn off the rest. Professional delegators!!! lol

And as always thank you!

Derek

Jtd...
Date Modified: 9 Feb 10    7:46 AM MST
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	Angie

I have to agree with you. Time changes everything Since time is ongoing, change is inevitable. The sales force must always adapt to change.

I was thinking the same quote I used for previous paper. You hit it on the head! "As product life cylces have become shorter and relationships between companies and their customers have become more complex, training for sales people has become more important than ever before" (Spiro, Rich, & Stanton, 2008, p.194).

It is an investment, just as one decided to pursue ongoing educational endeavors, knowledge is good. I do however say, "Knowledge is not power; the application of the precise and proper knowledge is". A good sales training program continuously feeds what is necessary to keep up with the times.

Thank

Derek
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	Angie

As in any investment, it must be tracked and perhaps repositioned. Training the like must be tracked and repositioned all the time.

Thank you

Derek

Jtd...

Bottom of Form



	Top of Form

Hi Wanda

Not that you have not written so many intellectual aspects in this discussion, the main premise which sticks out in your writing (to me) is, “Live Sales Calls”. Kind of like the Missouri statement, “The show me state”. I have made a practice to understand and acknowledge, precisely, what sales reps are to expect from real life scenarios. I use to and still say, “In the trenches”. I think live sales calls are so important, one can have all these expectations on its sales force, however, realistic expectations are what work, with the inducement to exceed limits and boundaries. In other words, actions speak louder than words. Show me how to do it, prove to me it works. That very part of training will infuse such motivational remedies and empowerment tactics that people will be “pumped” up to get on the phone or hit the streets selling and closing.

A manager cannot simply state his or her expectations without knowing, precisely, the ins and outs of the product, service and the entire scope of the sales process. One can become an outstanding sales person, however, when refining to a case specified product or service of a company. Normally there are no two alike scenarios, the manager must know and be able to train accordingly, with knowing from real life action rebuttals, objections, how to overcome NO. The old adage, “Practice makes perfect”. However, the German true translation is, “Practice makes a master”. There is no perfect human, nor, sales process. One can master this art. How can a manager train others to master, when they do not know themselves. Back to what I said, “In the trenches”. I think the manager must be trained and parlay that to the sales force, through real life circumstances, not just text book sales aids.

Just my thoughts

Thanks

Derek
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	Discussion 2:

The textbook covers a number of phases that provide a foundation for developing a sales training program. Apply the steps from figure 7-1 of the textbook to construct a training model if you were asked to train salespeople to sell the value of the Kaplan University's MBA program? Within your response, include and cite a relevant quote from our textbook. What sales theories would you use in this model and why?

“As product life cycles have become shorter and relationships between companies and their customers have become more complex, training for sales people has become more important than ever before” (Spiro, Rich, & Stanton, 2009, p. 243). As previously mentioned training can encompass a comprehensive objective and include many variables. It is important to implement a degree of motivation and product knowledge throughout the various training symposiums offline and online. The manager or managers must obtain the ability and capacity to draw and empower enthusiasm through its training curriculum.

Establish Program objectives
Program objectives are derived from the marketing division of the firm, this is why it has been pronounced that marketing and sales should be, almost an interwoven component of the firm. Although, different divisional objectives, the intertwined aspect of these divisions induce a level of maximum productivity.

Identify who should be trained

All sales people should be trained and empowered, whether, the sales rep is a seasoned pro with the firm for twenty years or a new recruit shaking at the knees.

Identify training needs and specific goals

Training should encompass all regards of the sales process, interestingly enough, live sales calls or role playing is the most impactful tactic when training the sales force. Furthermore the educational curriculum and product knowledge is of extreme importance. Role playing, acting as though, or live sales calls will serve the purpose for educational product knowledge and how to accomplish the objective to close the deal.

How much training is needed?

Training is an ongoing occurrence; every morning should set the day straight for most. Getting a “Check up from the neck up” can start the professional day right.

Who should be trained?

All members of the sales force and invitations from other divisions should be expected to grant inputs to create a seamless and synergistic environment.

When should training take place?

There should be some form of training every work morning of the week. This does not mean training on product knowledge, however, a well diverse and sought out sales meeting will incorporate many mandated needs of the company and induce maximum empowerment.

Where should training be done?

Training will be done onsite and offsite, via the web interface.

Content of training

Empowerment series, guest speakers, motivational measures, product demonstration, recognition performances, sales incentives, etc.

Teaching methods used in training program

The diversity of personality will incorporate a diverse field of retention. There should be a mix of those conducting the sales, motivation and training meeting

Determine how training will be reinforced

Through live interactive role playing and recorded presentations interface on the web for continual review and optimal retention for implementation in the field.

What outcomes will be evaluated?

During the meeting, recognition is an important component, evaluations on top performance levels of weekly producers will reflect the positive atmosphere to enhance levels of production from others.

What measures will be used?

Top Performer’s and managers set the example by action and the statistical actuarial of that weekly performance.
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	Angie

I know what you mean. I for one would get bored. However, when I speak of training I always impart many variables to the equation of a training program. It does not necessarily have to be a redundant product or service educational campaign.

When I mean training, any topic or experience from the sales force can be an item. It is important getting everyone organized and moving in the right direction. The atmosphere does not even have to be formal. It could be in the lunch room, real casual at times. Psychologically it creates unity and a synergistic environment when diverse roles are imparted strategically. Yes you do not want to have it to the point where the sales force states,"Oh that darn sales meeting again!!!" lol.

The managers can creatively orchestrate it as though it were just an intermingling gathering session, however, with clear definitive objectives. Even if the sales force does not recognize the intent, the objective can be reached. Just my thoughts

Thanks

Derek
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	Shan

I think there should at times be formal training. Most sales people are high energy people and need to also be in a regimented pattern of work mode.

I know for me with my strengths and weaknesses it is always good to have people which fill gaps with my weaknesses. A formal atmosphere of training also brings a degree of regimented control, whereby, all members can hone in on objectives. Rather than scattered.

Thanks

Derek

Jtd...

Respond
   
Edit
   



	

  

  
	

   Derek  
	9 Feb 10    7:34 PM MST 

	Angie

That could just be my style. I think of training in all regards. Believe it or not the trainer gets trained and increases his or own potential each time they train. If they are open to it.

People learn from people, sometimes good lessons; sometimes not.

Thanks so much

Derek
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	Wanda

Definitely a combination of both. Of course I believe there must be a collaboration and sequential order with ultimate conclusionary objectives.

I think the freshness and newness only will help uplift a monotone mundane program.

Thank you so much

Derek

Jtd...
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Kira

Yes, sales training is such a critical aspect to the overall success of a sales force, which directly affects the overall status of an organization. As expressed earlier I think the keen managerial components to initiate more than just product knowledge or service knowledge makes the greatest difference.

The point is, that during a daily, weekly or monthly sales meeting, of course it is imperative to train and educate sales reps on products, services and sales tactics. However, when articulated in the proper sanction it can also infuse the mandated remedies to incorporate motivation, enthusiasm, excitement and empowerment. All very essential to a positive producing sales rep and sales force.
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	Web Discussion

There is nothing more suitable and advantageous than that of live interaction, within the scope of sales force interventions. Whether the predominant motive be for training, empowerment, motivation and the like. Live interaction allows and grants the ability to uphold and maintain various pertinent components of communication, including but not limited to, voice inflection, facial and body gestures. In our era of globalization and technological advancements, the world communicates from the touch of a finger. The data and voice transmission allows for interchangeability and dissemination of information real-time. Along with these advances include real-time video compression, which in part, will benefit the training and motivational mandates required by managers and their sales force.

MaxTech has it proprietary back-office, which includes all sales processing, functionalities from administrative to empowerment, due to technological shifts of real-time viewing and interaction. This exclusive web and database platform aids in the predominantly proven ability to extract maximum levels of performance, through previous requirements and MaxTech’s live interaction for multiple and individual concerns.

MaxTech’s exclusive webinar digitized media component administers its marketing plan, strategic implementations, motivational, empowerment, leadership series, educational training, sales processes and closing tactics with real-time interactivity for its licensees. In turn, allows licensees same latitude for its own personnel. The MaxTech media brand is designed to catapult the success of its licensees, through carefully regimented sales training and other pertinent live series, via webinar and or conference calling approaches. “The advantages of instant communications are inestimable, and the role that the telegraph and later developments played in the 19th and 20th century growth of the U.S. was so huge as to be incalculable. Without communications that were swift and certain, this nation would never have grown the way it did” (Hatcox, 2010, p. 1).
The marketing tactics and sales force strategies must work in tandem. The artful display of digitized real-time media content allows for a unified global environment within the workforce. Marketing activities must be integrated into a webinar approach to infuse the mandated requirements from a global sales force. The joint venture licensee arrangements have a unified objective, the sales force must continuously be aware of such objectives and disseminate the proper allocation of resources and knowledge to its sales field and sales clientele. MaxTech’s webinar digitized approaches clarify; signify the quantified soluble objectives of the company through its information architecture and benchmarks to client through its sales force. The readily and accessible streaming of information for educational and motivational methodologies equates to higher measures of success for its joint venture licensees partner arrangements.

Strategies and timelines properly integrated through marketing, makes your sales people smarter in all areas of expectations for sales. The MaxTech platform also allows for its clientele to learn and train, hence, making the sales reps position in the company easier and streamlined. The abstract or content for webinars will be customized to that of the needs for MaxTech’s MaxBox Licensees which then can be utilized in the library database of prerecorded training and empowerment symposiums for future needs of licensees. “In today’s competitive marketplace, customers are demanding more and more from their suppliers in terms of quality of service” (Spiro, Rich, & Stanton, 2009, p. 195). MaxTech acknowledges and understands the needs necessary for its joint venture licensees to be successful; the expectation is reciprocal for the licensees sales force to acknowledge and understand the needs of its clientele. The same MaxTech does for its licensees it is expected the licensees organizational infrastructure do for our collective clientele. “Rather than just selling products and services, salespeople are expected to build relationships and provide solutions to their customers’ problems” (Spiro, Rich, & Stanton, 2009, p. 195). These solutions comprise of more business for clientele and can be parlayed via the telephone, face-to-face or through MaxTech’s eftools administrative and sales recorded or live modules for sales education and clientele education.

MaxTech manager’s, as is expected for its licensees should be high-powered, product knowledge orientated, enthusiastic individuals with the capacity to teach and duplicate a successful model for expansionary measures. Through seamless integration and face-to-face training empowerment symposium’s, both online and offline, only insure the corporate missions, scopes, and objectives of all its shareholder’s and stakeholders.

Webinars can reach a huge number of potential sales reps and prospects with a couple clicks, ears and eyes. There will come a time, whereby, digitized people will be sitting or standing next to you in the room, “The talk is now about virtual reality (VR) in communications, which in one version of the near future has us looking at holographic friends standing on our desktops (scaled down, hopefully!)” (Haycox, 2010, p. 1). MaxTech and MaxBox have in place the technology to bring the meeting into the living room, from the television set to an actual atmosphere of having the meeting in ones living room wall, life size, or in a seminar setting or small office.

This is the future; the future is here and the future is now! However, imparted it is clearly asserted, nothing will replace the true life interactivity, amongst human beings. The good, the not so good, or the indifferent. MaxBox and MaxTech technological hardware and information architecture and design, enhance the distance learning and tools mandated for peak performance levels which drive everything today. Whether that be Kennedy fly to the Moon. Martin Luther King, Unity. Nasa Spacecraft, a walk down the wedding aisle in Church, baby crying for mother’s milk, everything is a sales process.

Speaking of communication we were sold on the rotary phone, then the touch tone phone, then cell phone, now wireless Internet communications, next is 3D digitized people engaging in one locale from across the globe for a common purpose.
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	Kira

You are right! Various people are motivated and stimulated by different things. Some people are pushed by the "business is business" attitude and get right down to business. They realize their responsibility and just do it. Some people are turned off and lack the motivation to produce.

That is why I think a diverse well rounded training program is a key element. We are not always going to please everyone, but preferably please the masses. This is why managerial duties will also assert a diverse set of people in a diverse training program. In other words, training should not be dismal and boring, yet creative interactive, empowering and uplifting. There is always the office setting to sit with people on on one for other issues.

Thanks so much
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	Hi Wanda

Oh but of course I remember. I truly believe many have gifts. We are aware of the gifts of the Holy Spirit. The gifts people have may include, insight, foresight, vision, Prophesy. You name it. I think movies and their creators, whether they dream a dream come true, actualization or drive a model.

Funny you say, I have a dear friend who we were talking about the future of libraries. I was also telling her how I saw on Star Wars the futuristic library, which is not too far off. As a matter of fact, one of our technologies is close to it. Obviously, with many joint ventures and combined technological resources. But the digital man or woman standing next to you interacting is not far off.

Yes, the Jetsons, Look at all the vending machines which pump out even hot food. There was one of that then. Did the creators envision this as a reality or did the Jetson's envision their dream a reality? That's what makes the world go round.

Thank you so much

Derek
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	Kira

I cannot stand that either, especially in sales. No they are not right, if they were right then they do not need a sales p[person to sell them something they need. Everyone could and would do all on their own.

I know for instance, I have been sold on something that otherwise I may not of gotten in the first place. Quite often, I am happy. Salespeople need to lead and then close that is the objective. Now we are talking about a company and a rep that truly has a beneficial product or service. Customers are not always right, customers can be the most ignorant and stick to a level of ignorance ''''''til company demise. The ones who are open and listen are the ones who make a concerted decision which hopefully helps their own company.

Thanks for that!!!


Derek

Jtd...
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Discussion 1:

Two broad goals of a sound compensation plan are 1) to manage sales force activities and 2) to ensure proper treatment of customers. Apply relevant information from our textbook and by at least one additional resource to illustrate the top five priorities when creating the best compensation plan for a sales force.

What motivates people to work? Most people are motivated by money. This is not to say that the motivational or rationale to work is to be greedy for the money, but people want to be paid to, in the least pay bills. Most people will aspire for greater than just their needs for food, clothing and shelter. This is particularly true with sales reps. People in sales enjoy the benefits of the earning potential without a cap. It is a motivational factor embedded in most sales arenas. The compensation plan of a firm must offer the attribute that a sales person can earn up and above the resources for just the necessities.

The compensation sets the parameters with regards to managing a sales force. It sets forth the expectations of a company with the underlying premise of remuneration. When you sell this product or service you get this. The objective on the onset is clear. Sell and get paid this much, the equation is simple and sets the policy for organizational expectations. “Simplicity is the hallmark of a good compensation plan” (Spiro, Rich, & Stanton, 2009, p. 260). A compensation plan should be diverse, yet, simple to understand, whereby, it does not take a rocket scientist to figure it out. The simpler the better. There can be, however, incentives which would increase commissionable income or bonuses, simply by increased productivity and sales closes.

The compensation package of a firm clearly depicts and identifies the job description, set forth the sales reps plan of action to reap rewards from production; this is accomplished by the establishment of the compensation plan. Level compensation will induce a greater ratio of sales to close and overall production, due to the fact, the level compensation builds in benchmarks and milestones. For instance, the first ten sales represent 12% commission. From ten to fifteen 15% commission from fifteen and up the highest rate of commission would be 20%. This psychological transfer transmitted from the compensation plan includes and initiates incentives to produce more than just expectations and leaves it to the sales rep. If someone has nine sales within the month, then he or she would push harder to obtain the increased commissionable income as would be the case if they had fourteen deals in for the month.

Our firm designed a compensation with our legal team which included level compensation to the sales rep and then even compensation back to the customer on the basis of rebates (to the customer). This was also a program designed to include the entire organizational infrastructure and disburse accordingly to sales reps and customers. This was the “Cooperative Income Program”. This started by level compensation factors and induced the team approach simply by giving overrides to other members of the team. This “Cooperative Income Program” set forth a team work approach and designed to allow the team to be a self managed entity. This very component gave birth to the 4C the Cooperative Compression Cycle Code. Where customers and sales reps benefit from the organizational productivity. I am not at liberty to disclose the leveraging, compounding, and investment formulas and variables, but it worked. “4C Cooperative Compression Cycle Code”. (Barch & Lindauer, 1999, p. 1).

http://02e872f.netsolhost.com/informacom/etraining.htm
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	Angie

The technology was advanced for its time. The compensation package was one of its kind also, we may do something similar again. The customers had to be in the form of rebates, sometimes checks were small and sometimes he checks were larger. We have the ability to generate additional revenues to include in the rebate form to the customer.

The sales compensation plan also included the rebate program which essentially drove the sales the way it did. Companies do use rebates, but normally a small percentage of a purchase price. Publically traded companies can leverage various revenue streams and even stock to give back portions to the customer base. As you mention the legal standpoint n Louisiana here are various state rules and regulations which have to be acknowledged. We have a good Federal Trade Commission attorney who would have to review and assess the plausibility on a state wide basis.

I did not know Louisiana does not allow rebates. even a mail in rebate for part of the purchase price?

Thanks
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	Hello Christian

Thanks for your response. I know it it pretty clear and concise as it pertains to monthly bills, i.e. home, utilities, communications, auto etc. We know what the bills are and it helps knowing what we earn pays for bills and more.

The math is simple, income versus expenses. It is important, especially in sales for a compensation plan to allow the sales rep to know what they are going to make and what they can potentially make with production.

Thanks so much
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	Christian

Yes the first item on the list is motivation. Compensation is so very important. No matter how much someone likes their job they will have to bring in income to substantiate their standard of living. Very few people will lower their standard of living to accommodate a compensation package. Especially if it is working for someone else.

We all know there are sacrifices to make when starting or operating one's own business, then the risk reward ratio comes into effect. However, I think most people drive or strive to be compensated to meet their standard of living.

I think the compensation, in juxtaposition, with the right incentive plan makes the difference. As you have pointed out from your additional research, A "vending machine culture" within the sales organization, whereby the organization believes that if you want to promote a certain behavior, it has to be paid for in incentives (Albrecht, 2009).


Thank you so much for your great insight!
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	Kai

Compensation plans are so important and will appeal to certain people. The compensation factor, in conjunction with, incentive programs should be streamlined but then honed in to characteristic specifics that would appeal to certain people.

When you state keeping a flexible creative multiple plans, I would think that comes under the auspice of bonuses. I am not sure how most would feel, but i would rather have a simple base compensation package, one which is easy to understand, compute and calculate. Then as additional perks etc., a bonus structure which may change to assert more incentive to perform.

Thank you so much

Derek

Jtd...
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Discussion 2:

Examine the practice of setting sales quotas. Should sales quotas always be set in advance or are there instances when using sales quotas would not be effective? Use an example of a positive use of sales quotas and also an example of misuse of setting sales quotas. Within your response, include and cite at least one relevant quote from our textbook.

Quotas are designed to set parameters and usually result in the influential component for sales reps to target. Some quotas are the bare minimum to keep a job, some are to set the pace for level compensation measures. “Sales quotas help in planning and evaluating sales force activities”. (Spiro, Rich, & Stanton, 2009, p. 285).

Quotas also are used to gauge and incorporate corporate expectations. If a quota is met, within a geo centric or overall standpoint of a sales force, it will also be able to increase quota expectations. Increasing reasonable quotas also increased sales, “If the total sales significantly exceeds the predetermined standards, management should analyze the reasons for this variance” (Spiro, Rich, & Stanton, 2009, p. 285). The opposite is also true if the overall quota is not being met by territorial or corporate quota guidelines, then expectations may be too low. This instrument can help measure levels of success, this instrument can be too high or too low of standards. Our program, of some time ago, used the entire corporate production with personal quotas to engage in the system, “The $4C Cooperative Income Program” (Barch & Lindauer, 1999, p. 1).
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	Wanda

Yes it is great when everyone hits their numbers. Quotas are very important so members of the sales force know what is expected of them. Goals and quotas are synonymous, the quota is a goal, with some demands for keeping a job, to just making a certain amount of commission.

I think maybe setting reasonable quotas may help the new trainee, but you are right, maybe the new trainee should also have a period of on-the-job performances without the quotas for a specified period in time.

Thank you
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	Kai

I think quotas can work both ways. It can exert pressure to bring out the best in people. Of course, the quotas should not be so extreme where it cannot be met. That will definitely impede on enthusiasm and motivational factors for people to excel.

I think that is why it is so important for managers to, "be in the trenches" as I would say. So they would know and quantify real objectives and quotas that will truly make people strive to drive. The reality is that quotas can work for or against the company and then quotas can work for or against the sales rep.

Thank so much for your post
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	Shan

Great points. It should all be in advance. I know for one, often times, sales reps take the least path of resistance. So much occurs within a sales position. People do not realize that most sales positions are almost to the degree of one managing or operating his or her own business.

Past results could be indicative as to expectations of today. The quotas should be emphasized in advance, so that if they are met then the sales rep is happy. Most of the time if they are not met, then sales reps will complain, especially if it is not stipulated in the beginning.

Thanks so much
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	Angie

Great points! The question should be, what are the goals and objectives of the company, then utilize forecasting measures to compute and calculate numbers.

When the objectives of the company are ascertained or at least forecasted, then the company can impart a valuable quota system which will induce sales reps and hopefully motivate sales reps to meet their personal expectations. If the sales reps meet their expectations then the figures will mesh congruent to that of the companies overall projections.


Thanks so much
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	John

I think it is true that quotas would indicate strong and weak spots in selling. It is however in my opinion, much more than that. Sometimes managers just spew out quotas because they are getting heat from the boss. Sometimes quotas are erroneously thrown out corporately to boost sales to meet projections.

Quotas also have a psychology behind the figures, because people are behind the quotas. It is important to set realistic quotas, doing the opposite, can quite potentially cease sales. or in the least create diminishing sales results.

Thanks so much

Derek

Jtd...
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Web Article

One division of our firm licenses out technologies and our business model for people to set up a business in their area. We also outsource sales and incorporate training, empowerment and leadership modules for clientele. The plan can promote so much, the compensation is what makes the difference. The “what’s in it for me”. Since this aspect of our firm is a for-profit entity and the clientele and joint venture partners are mostly for profit remuneration is a key element as part of bringing in partners.
We developed a simplified forecasting model which allows the entrepreneur the new joint venture license to accurately visualize compensation based on sales forecasts. In the top legend to the right the numbers can be changed. The amount of sales people on the floor or in the field, the closing (quota) expectations and the amount of work days for that month. This comprises and equates these variables based on inputs and the output represents the calculations of percentages to the joint venture entrepreneur licensee. This is an instrument which sets forth, not only expectations from firm to firm, but in the sales field and sales force itself.

The program is designed to engage entrepreneurs and businesses, the residential applications of our technologies and the commercial applications of our technologies, to help our firm sell and to help our partners earn serious income. The forecasting is mandated as part of our business model to allow joint venture partners so that they understand what is expected of us when they meet their obligations.

As in the case, our products speaks and sells itself, however there must be a presentation to explain our programs , along with closing tactics. The forecast models are used for individual sales reps to sell our technologies and the whole firm. (Barch, Lindauer, & Meyer, 2010, p. 1).
http://cellemall.com/maxopportunity.html

Although sales forecasts are made quarterly, “Sales forecasts are commonly made for periods of three months (quarterly), six months, or one year” (Spiro, Rich, & Stanton, 2009, p. 358), our firm decided to do monthly in order for all components to keep tight reigns on sales force productivity and management. In today’s global marketplace, organizations operate in a highly competitive environment. The well sought and successful implementation of strategic impartations is a critical component when procuring the competitive edge. The selling proposition is a major element in the differentiation process, which catapults and categorizes the leaders of industry. Whether this be a small business or a huge global conglomerate, the organization’s sales force is accountable and responsible for conveying the organizational missions, scopes, marketing methodologies, branding, the features and benefits, clearly identified within the products and the services that company has to offer. In order to accomplish this sales forecasting and compensation must be tied to the unified objective.

“The true art of managing talent is, first, to identify it and understand the context in which it can flourish, and then to provide proper investment, guidance and opportunities for it to grow” (Bnet staff, 2010, p. 1). Yes it begins with talent, but to begin with your talent a firm must acknowledge that a well sought compensation plan is important and the company must assert sales forecasting measurements for managerial processes and to establish internal benchmarks, guidelines and financial goals. Forecasting allows a firm to set performance levels and sets indicators as to how a sales force is producing, Performance indicators enable you to understand whether people are thriving in their jobs or not” (Bnet staff, 2010, p. 1).
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	Wanda

Good point, no the spreadsheet does not included under-reporting or over-reporting. Perhaps for their internal business it should include this. This, as you mentioned in your other post, serves as a goal, a quota and a clear depiction as to the amount of funds earned based on hypothetical numbers. But when the numbers are reached then the expected compensation sets in.

This is eliminate, yes, du to monthly reports. However, each group will be in different areas and will have higher or lower results than the other. But it would be a good idea to include the other aspects of under and over reporting issues with tem directly.

Thank you
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	Kira

Great post and thanks.

I think from the article you researched the calling on more numbers could be construed in many ways. According to James, “Many sales professional think that they can make better numbers by calling on more customers.” (James, 2009). I believe in numbers and then maximizing your numbers to reach a level of efficiency, especially as it pertains to sales.

The point is that without numbers then one, more or less has nothing. Yes it starts with one and I am a firm believer in a pipeline. Every sales position has its pros and cons and good days and not so good days. I think when working the numbers it grants a level of satisfaction that you always can work on someone else. There is a psychological shift when you know you have plenty more potential clients, for instance, "there is many more where that came from". The pipeline. Just my thoughts

Thanks
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	Shan

Thanks for your post as always! I think it is equally important to not set the wrong quota program than it is to implement the right one. Point is, I do not think there is a given perfect sales quota mechanism with any companies sales force. Some people will agree and like it and some people won't. It does set parameters, on a territorial and overall standpoint.

The company has to look at overall production in a given area and overall, then create the basis for a quantified viable quota system. Sometimes working for the right system ends up being the wrong one, creating detriment to the company revenues. I always believe that quota systems have a psychology behind them, since people of all types are behind the quota.

Thanks

Derek
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	Christian

Thanks for great post! I agree that "way its always been" is not the best and viable solution. Everything is subject to change, even so sales people in general are resistant to change. However, when it helps the sales force and the sales force recognizes it the change initiatives will help all aspects of the business when imparting the right structure and change initiative.

it is two fold, it has to be a viable solution and has to be sold to those who will be affected by it.

Thanks again

Derek

Jtd...
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Discussion 1:

To begin this discussion, provide the definitions of sales force automation software as compared to customer relationship management techniques and then discuss the differences and similarities as well as the outcomes offered by the integration of these two concepts. Within your response, include and cite at least one relevant quote from our textbook.

Sales force management software is quite similar as to Henry Ford’s integration of the first time assembly line for manufacturing automobiles. Similarly sales force automation tools, specifically customized software or web-based integrations, streamline the sales force into an efficient selling embodiment, instrumental for the very essence of a company. In the day of technology, old school carbon copy receipts and paper trails for company records and accounting are obsolete. We are in a paperless society which demand effective and efficient sales, juxtaposed with, customer service. Even so, customer service may not be construed as the sales force, they have an important role; customer retention. “In recent years, sales organizations have relied on computers and sales force automation (SFA) software to manage information, which makes performance evaluation much easier and faster” (Spiro, Rich, & Stanton, 2009, p. 428).

Automation cannot replace the sales rep. In other words, robotics in the manufacturing industry may replace the assembly line worker; however, robotics and automation will not replace the sales rep. Perhaps in Star Wars or sometime in the future we will have electronic sales reps meeting business owners and decision makers to close deals. As for now sales is conducted by people; sales people have all types of tools to assist in the sales process. Take for instance, an outbound or inbound dialing system. The company import usually in a comma delimited file format, into the CRM automation software and wahlah either a live person is at the other end of the line, displaying all information imported into the system on their computer screen. However, there is a person on both ends of the line. The sales rep begins, in his or her human format, intellectualizes the sales approach. At this juncture, nothing within the scope of a sales force can replace people, there only exists tools in which aid the sales process to maximize productivity. With that said, customer relationship managerial components are and have to be conducted by a person. Automation, robots, technology does not establish relationships; people do.
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	Wanda

It has been great working with you again. God Bless always. As usual great post. This is all so relevant as to the auspice of datawarehousing and datamining. As you mention the CRM,"aggregate all information about a customer into a single database" (p. 54). This is a warehouse of information which is very valuable to not only the firms internal usages, but there are lead companies for instance which compile all this data and information on us and sell it.

As the datawarehouse builds as you mentioned, "CRM has become very popular because it allows for effective management of every aspect of the buyer-seller relationship" (p. 54). The the organization can extract pertinent parameters and data mine.

It is so much about information and knowledge about any item, namely customers. “Knowledge storage generally involves the creation of a database” (Laudon & Laudon, 2007, p. 435).

Thank you so much for everything. You did get what the JTD.. means right?

God Bless

Derek

Jtd...
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	Christian

Great working with you! The direct sales approach will, as it stands always have the human touch, since humans can interact and think on their feet. Real feet, lol.

The automation process can only assist the true life sales process of an individual sales closer. This helps streamline, organize, expedite etc. the sales venue. Just as stated, "The Internet does not sell, people do". Same for any technological advancement. People do the selling due to the versatility in nature.

Thanks

Derek
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	Angie

Nice to work with you! The (SFA) is a great instrument to manage the information that is gathered by those who do the data warehousing and data mining.

It is up to the sales person to utilize these tools to the maximum efficiency. Likewise the SFA and CRM are to help the sales rep to maximize their efficiency for peak performance levels. I know sometimes learning these in and outs of these tools takes away from the selling process also. But for most they are great tools. I have seen some of our salespeople spend so much time on the organizational and the tools to help them and forget or ignore to sell. The reason for their position.

Thanks Derek
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	Wanda

You are awesome

God Bless All

Derek n Tanner

Jtd...
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Discussion 2:

Experts in the field of customer relationship management and sales force automation will state significant benefits are achieved through the application of such processes. Such benefits as 1) repeat business, 2) enhanced target marketing, 3) increased brand and corporate identity, and 4) improved productivity, can be achieved through such implementation. Given your research, your knowledge, and your understanding of sales management, post your perspective and either defend their correctness or dispute their true application. Within your response, include and cite at least one relevant quote from our textbook.

1) Repeat business, is simply customer retention for ongoing business relations. Automated systems can allow the customer and the company to remain in contact and continue branding.
2) Enhanced target marketing, statistical analysis databases help hone in on geo-centric areas which statistically have proven track record. The concept of data warehousing and data mining stem from database inputs, which result in superior customer relationship management.
3) Increased brand and corporate identity is to get a product, service, trademark, company recognized as a household name
4) Improved productivity is a continual event.

All of these components are derived to increase profitability and free cash flow. “In fact, profitability analysis can reveal that selling to and servicing certain customers actually loses money for the sales organizations” (Spiro, Rich, & Stanton, 2009, p. 260). The properly orchestrated of management by objectives is effectively and efficiently realized when proper implementations of CRM and SFA are intact.
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	Hi Shan

Been nice working with you. I think it is all about time management. I think it is nice to be cordial. When at work work. This may sound callous, but when you are working rapport building is important, however, I think closing always has to be in the forefront, in the least on the sales persons agenda.

I think it is great to be personable, I think some of the best sales people are actors and play different roles. There is such a thing as getting too close and then it is harder sometimes to bring back to a business level and close.

That does not mean people can't meet and become friends, but close em first. Just kidding, its up to the people and situation.

Thanks so much

God Bless

Derek

Jtd...
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	Angie

To further embellish, if you care, lol, on the last post. I also have to remind myself that we all can get bogged down in so many other aspects of business. Then I have to remind myself that I too sometimes have to act as a robot to build a pipeline. A pipeline of potential customers is key.

There are so many attributes which will help a sales person when always filling the pipeline. For one is a psychological twist that you are not desperate for that particulars persons business, you have many more to deal with. Another important attribute with a continuous pipeline is that you learn from all the interaction and escalate to a level of precision closing with such versatile endeavors.

Thanks so much

Derek
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	Christian

As we have discussed, myself included I always have to also get back to the basic and sell. Since we all are pretty much sales people. We sell everything, ideologies, principles ourselves. I for one can get caught up in so many aspects of our businesses.
Then what I call paralysis by analysis can set in. The simple fact of the matter, all these tools, are beneficial to help in the sales process and management, I have to remind myself to get to the basic SALES 101 ABC Always Be Closing

Thanks so much

God Bless

Derek

Jtd...
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	Web Discussion

Some people speak of a natural born leader, believing there exists innate characteristics which compose the make-up of a true leader. There are some who think leadership can be learned. The compositions of the two are what make an effective leader. Life is a lesson book with a continuum of momentous decisions one must undertake. One of the most pertinent aspects of true leadership is the decision-making process. The true leader innately or learns to make decisions which would result in positive successful outcomes. Some of the decisions would be as simple as what route will one take to accomplish a goal and decide who he or she will collaborate with to make this succession complete. The precise sequential decisions guided by a true leader will impart the beginning notions to that of who the leader leads. Without people the leader has no one to lead. This innate quality is advantageous, however, can be learned through life personal and professional experience.

The sales force arena encompasses many attributes which will directly reflect the outcome and outputs of those who is effectively leading. A leader will aquire an ongoing precedence as to how to motivate others, teach and coach others and the true leader takes the attitude of “Talk is cheap; let me show you”. In other words, produces and shows by example to extract the best of of his or her following. “The best sales managers are great leaders of their sales people” (Spiro, Rich, & Stanton, 2009, p. 260).

The leader must have someone to follow in order to claim the role of leadership. In a life of change and adaptations the true leader brings out the best in followers and carries them through the course of change in such a way admonishes resistance to change. “When innovation requires elaborate and extensive teamwork across functions and perhaps locations. Increasingly, high-impact innovation cannot be achieved by isolated specialists. Rather, as the knowledge base of the organization deepens and diversifies, many talents need to combine (and combust) for truly creative change” (Goffee & Jones, 1996, p. 145).

Whether learned or an innate quality, the leader is a decision maker. “The ability to make smart choices is a fundamental life skill” (Hammond, Keeney, & Raiffa, p. 2). The person withholding good intentions, desirous of being “Mr. Nice Guy”, in no way constitutes, nor will it qualify an individual to engage in a position of leadership and authority. In other words, the leader‘s first objective is not to be a people pleaser. Of course, during the leadership process pleasing people is key, but the leader’s decisions are predicated on his or her realization of actualizing their vision. “Where there is no vision; the people, they shall perish” (The Bible paraphrased). The leader gets others to follow vision. The essence of decision making can be collective processes to develop, continually nurture, and utilize, the ability to get others to follow reflects the acknowledgement and ongoing responsibility of a well-refined effective leader. Effective leaders continually choose and utilize various formats of the decision-making process, depicting diverse methods to reach results, with the obvious anticipation of those particular results formulating into a positive influence or effect. Leaders obtain the procedural, well sought methods by analytically assessing each given scenario. When postured in correct sanction, the effective leader is able to depict a certain methodology and follow through with the best decision. Furthermore, his or her influential aptitude will create the pertinent environment and atmosphere, whereby, his or her peers / subordinates make the concerted decision to enjoin in a mandated level of uniformity. The true leader has the ability to accomplish this through the proper decision-making processes and effectively gets others to follow. “Follow the leader”. “But the no-brainers are the exceptions. Most of the important decisions you’ll face in life are tough and complex, with no easy or obvious solutions” (Hammond, Keeney, & Raiffa, p. 2).

Goleman states 6 emotional leadership styles; ideologies which encompass visionary elements, “visionary: the leader inspires, believes in own vision, is empathetic, and explains how and why people's efforts contribute to the dream” (Goleman, 2010, p. 1). Followers follow a vision; wait for results, when the leader makes the decisions which result in positive outcomes, more than likely people will follow.
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	HI Wanda

There are so many attributes which equate to an effective impactful leader. I think one is the ability to get people to follow the direction that the leader is honed in on, in general terms. Now with this, delves into various personal and professional characteristics one may withhold. We know we cannot please all the people; all the time. The objective is to get the masses to follow.

Leaders should withhold vision, with the exemplary ability to impart a yearning and desire for others to be involved. Leaders should be good decision makers, learn from circumstances and other people, but be focused. Leaders make a mark in ones life, whether personal or professional. I think part of that is being a human chameleon, relating to others and directing them in such a way to perform at peak levels. The ability to extract talent when someone may not have recognized they had. As you well know, our leader and model is Jesus Christ who not only got people to follow, but tranform. He adapted to His environment, yet focused on His mission.


God Bless

Derek n Tanner
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	Christian

Thanks so much. I think you hit the nail on the head. I think much of the lack is due to complacency in the work force. People like to put in as little effort and get the most they can. I think there is a huge difference when someone is involved in a project due to conviction and not just their paycheck

It takes heart, it takes something from within to aspire to true leadership. The leadership I think can be learned through life's experiences and knowledge gathering session. However, it starts from the heart and the conviction to bring a vision, a dream into reality and get others to follow along.

Thanks so much fopr great interaction and your insightful posts

God Bless

Derek
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	Angie

Thanks for insightful post. I hope you do not mind I will be referring to it due to the fact that we are regionalizing a large part of our business model. The article goes hand and hand with one of our current endeavors, including your insight, thanks.

We are accustom to United Stated and even Global penetration with parts of our business, now areas will be regionalized. We intend to sell off these regions and eventually the business will be more of passive income on our end rather an active participation.

Thanks so much

Derek
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	One of the topics that we have covered in some depth this week is Sales Force Automation. In an article in CRM Magazine, author Marshall Lager reports that it is easy for company executives to assume that SFA is just one piece of technology, or that it can be added all at once to the organization's sales processes (Lager, 2006).

Lager reports that Robert DeSisto, vice president of the CRM practice at Gartner, claims that the culture of the sales organization will dictate the best choices of what to automate (Lager, 2006). If the management's goals are dictated solely by numbers; then perhaps the right place to start is forecasting and reporting (Lager, 2006). If management is focused on adherence to the steps needed in the sales process, then perhaps opportunity management is the right place to start automation (Lager, 2006).

Lager tells us the Christa Heibel, CEO of CH Consulting reports that automatic letter printing and distribution triggered by stages of the campaign in the CRM database can achieve considerable ROI by keeping prospects fresh and moving them close (Lager, 2006).

Regardless of the benefits that can be achieved with SFA, the bottom line is that it is imperative to understand the culture of the organization from the inside out and the bottom up, or any attempts at SFA will simply be a waste of money (Lager, 2006).

Best regards,
Christian
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