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SMITE

Sales Management Interactive Training Experience

INTRODUCTION

This simulation has been developed to allow you to experience and explore the process of sales management. This is done by placing you in charge of a sales unit making decisions covering recruitment, training, staff deployment, territory management and motivation. The impact of these decisions and competitive action are assessed using a computerized simulation model.

Each simulated quarter, decisions are made, the impact simulated and reports produced, analyzed and used to help make decisions for the next quarter. In a few hours, you will manage the simulated sales operation for a year or more. Like the real world, you develop your knowledge and understanding through experience and thought. But, unlike the real world this is without financial or career risk. Also, as you will be working in a small group, you are able to share your understanding and argue your position with fellow participants. Finally there is a trainer who will challenge and coach you through the experience.

THE SIMULATION

The simulation consists of the following:

· PREPARATION

· DECISION MAKING

· REVIEW

Preparation

Preparation involves you becoming familiar with the basic selling situation, defining individual responsibilities, considering objectives and strategies and deciding how to measure and control your sales unit. It is important to recognize that it will take time before you fully understand the response of customers, the personalities of your sales force and all the facets of the unit that you are managing. It is probable that you will only fully understand after you have run the business for several quarters and analyzed your results. Thus your understanding and the effectiveness of your decision making will improve throughout the simulation.

Decision Making

After the preparation, the operation of the sales unit will be simulated for several periods each representing one trading quarter. (The first decision period is quarter 1). Each period involves the following:

· SUBMIT TERRITORY DECISIONS

· SIMULATION

· ANALYSE RESULT & RECRUIT STAFF

Decision Submission - the decisions (as described later) must be submitted to the simulation control center at or before the time set. You must keep to the decision making schedule for, if decisions are not submitted on time, the previous decisions may be used in their place. The decisions must be submitted on the forms provided and should be complete and legible!

Simulation - the decisions are evaluated and their impact calculated. This evaluation will take sometime and this time should be used to reflect on your objectives and strategies and to update your business control systems. 

Result Analysis - several reports covering the operation of the sales unit, the sales regions and your sales force will be produced. Additionally, you can ask for further detail reports.

Recruiting Staff - consists of advertising for sales people, interviewing them and deciding if you wish to offer them a job. This takes place in parallel to your analysis of results. And, to allow for processing, recruiting will be completed some time before the decision period

Review

At the end of the simulation there will be a review of the results and you may be asked to make a short presentation.

OBJECTIVES & MEASURES

SMITE produces several measures of sales management performance. These include revenue, growth, profit contribution and profitability. Also, besides providing these for the whole business, they are provided on a regional, individual sales person and individual sales area basis. It is up to you to decide which measures you will use and you should decide these at the beginning of the simulation. Although, it is up to you to set your own objectives you will be asked to explain why you chose these and how you performed against them.

THE SITUATION

You are the senior sales management of a company selling a range of industrial products.

Its sales territory is divided into about hundred geographic areas that represent the smallest unit for selling. (A map of the territory showing the areas is attached.) Each of these areas differs in terms of sales potential and the number of prospective customers. Although there are no forecasts for each area's sales potential, it is believed that this may relate to customer size and number of customers. So, attached, for each area there is information about aggregate customer size and number of customers. (Customer size is based on the total sales revenue they receive from their customers and the aggregate amount is the total for the geographic area).

The territory is served by several sales people managed by you. Each must be assigned one or more sales areas and report into a region managed by a regional manager. Each sales person differs in terms of personality, skills, knowledge and potential and works from home (his or her home base).

THE PRODUCTS

The industrial consumable you sell might be fasteners, lubricants, bearings, computer consumables etc. The exact nature of the product is not important to the simulation. Except that, once established in a sales area you have repeat business and your sales people must have suitable selling skills, product knowledge and knowledge of the industry they are selling to.

The market is not seasonal and the economy is stable. This means that changes in sales from quarter to quarter are wholly due to your actions and those of your competitors.

TASKS

Your tasks are:

· SALES MANAGEMENT

· TERRITORY ALLOCATION

· STAFF RECRUITMENT

· STAFF DEVELOPMENT

SALES MANAGEMENT

Each sales person reports to one of up to four regional sales managers. Each sales manager is paid one hundred and fifty percent of the average sales person's salary.

Sales management is responsible for allocating territories, deciding how many days to spend dual calling with his or her staff, which course (if any) they should attend, whether any should be asked to move their home base and which, if any, additional reports are required detailing the sales persons' actions.

Each sales manager can spend up to a total twenty days each quarter dual calling with his sales staff. These visits are used to develop staff skills and knowledge and to assess their performance and development needs.

For each sales person visited by their regional sales manager, a report is produced commenting on their morale, selling skills and product and customer knowledge. These comments are based on the regional sales manager's perceptions and so their accuracy depends on the length of the visit.

The home base move takes a quarter to implement. So, if it is part of a territory reallocation, the territory should be changed the following quarter.

The special reports (detailed later) allow results to be explored in more detail (by area, workload, new and old customer mix, etc.).

TERRITORY ALLOCATION

Each sales person must be allocated a territory consisting of one or more areas. When allocating this, you should consider customer potential, workload and the sales person.

Because each area differs in terms of potential, you may not be able to serve all areas profitably. So, you may not wish to allocate all of them to sales people (who, otherwise, would waste time unproductively).

The sales person's workload is affected by the number of existing customers (in his or her territory), the need to prospect (for new customers) and travel time. As the sales people work from home (home base), travel time depends on the way the territory is spread about the home base. (You do not have to worry about the road or air network and how this affects travel time.)

As each sales person differs, you should consider their personality, morale, skills and knowledge when allocating an area. (For instance, a sales person with high selling skills may be best for getting new business and sales people with good product knowledge best for developing existing business.)

Besides allocating a territory, you must allocate the sales person to a region.

STAFF RECRUITMENT

You must recruit staff to ensure suitable geographic coverage, to replace staff who have resigned and to replace staff whom you have fired because you believe that they are under performing.

The recruitment process consists of advertising for staff, interviewing suitable respondents, making offers and, for those who accept the offer, allocating a territory.

Advertising for staff involves deciding required product and customer industry knowledge, selling skills, suggesting the salary on offer, the areas where jobs exist and deciding the size of the advertisement. Based on these you may receive several applicants that are interviewed.

For each prospective employee, you are told the current salary and where he or she lives (home base) and whether he or she works for one of the companies. Based on the interview, you are given an indication of their current skills, knowledge and personality. (Where the personality gives some indication of how hard the person may work.)

Based on the interview information you may offer people a job. This consists of a salary offer and their location (home base). When making the offer you should consider their current salary, expectations and whether the job involves a move (of home base). Based on this, the offer is accepted or rejected. For those who accept the offer, you must allocate a territory, decide which regional manager they should report to, course attendance etc.

Each quarter, you can fire staff you feel are under performing. These stop working immediately (so you must reallocate their territory) but will be paid for the full quarter.

Each quarter, some staff may resign. You are informed of these resignations at the end of the quarter (so you can reallocate their territory for the next quarter). As part of their leaving interview, you may find whether they left because of low salary, over work, home base move or, whether it was a natural loss.

Head Office has authorized you to recruit up to sixteen sales people and you must not exceed this number.

STAFF DEVELOPMENT

The skills and knowledge of your sales staff are be developed through experience, attending training course and dual calling with their regional sales manager.

Over time, the sales person develops their product and customer industry knowledge and, perhaps, their selling skills.

Each quarter, you can send sales people to one of three sales courses. Each course can differ in terms of duration and subject emphasis as follows:

Course No.
1
2
3

Duration (days)
5
1
3

Selling Skills
0%
100%
50%

Product Knowledge
100%
0%
50%

Customer Knowledge
0%
0%
0%

Currently, one course (lasting five days) concentrates on developing product knowledge, another (lasting one day) emphasizes developing selling skills and the final course (lasting three days) combines developing product knowledge and practicing selling skills.

When the regional sales managers dual call with their staff they identify weaknesses and coach them.

SALES TRAINING

The sales trainer spends his time developing and running training courses and performing administrative duties. Each day's change in course content involves about 5 days preparation by the sales trainer. So, for example, if the product knowledge course was changed by reducing it to four days the product knowledge part and introducing one day's selling skill training, the trainer would spend about five day preparing the new selling skills portion and perhaps a little time reducing the product knowledge (to four days).

If the time spent developing new materials and delivering courses, in the quarter, exceeds fifty days; an outside consultant will be used.

FINANCIAL INFORMATION

The sales unit is financially independent and operates on an investment center basis. This means that, besides being responsible for generating revenue, you are responsible for selling cost, the costs of servicing customers, overheads and working capital.

Financial information is reported at several levels. First, there are reports covering the complete sales unit. Next, reports are provided for each region. Then reports for each sales person and, finally, there are reports on each sales area. Each show revenue, costs, working capital, profit contribution and profitability. This is to allow you to identify how each area or sales person is contributing to general performance.

Sales Revenue from each customer varies widely. It depends on the size and type of customer, the mix of products bought, competition, the sales person and the length of time the customer has been buying the company's product.

Gross Profit is revenue less the cost of the product sold. It varies from customer to customer depending on the mix of product bought and the amount bought. Typically, it is about thirty-five percent for small customers, but for large customers it can fall to as little as twenty percent.

Selling Costs cover sale force salaries and travel expenses. (Travel expenses cover automobile expenses, refreshments and, if necessary, accommodation. Typically, they are $0.50 per mile.)

Servicing Costs cover order management, distribution & warehousing, invoicing & debt collection and customer services. Analysis has shown that these costs of servicing customers can be broken into those costs that are related to revenue and those that are dependent on the number of customers. 

It costs, on average, about one percent of revenue to service customers plus $500 to service each customer each quarter. However, this is only an indication as there is some variation between customers and, the distance from the company's warehouse influences distribution costs. (As shown on the map, the warehouse is in a central position.)

Sales Overheads include the cost of management, training course costs, relocation costs (home base moves cost $10,000 and are independent of distance), recruiting staff, the cost of special reports plus a fixed cost of $250,000 each quarter.

Working Capital - Besides being responsible for costs, you are responsible for the capital investment required to fund your selling activities. This means that you are responsible for the capital invested in finished inventories and accounts receivable (the amount of money owed to you by your customers).

Working Capital requirements depend on the amount purchased, the customer and the mix of products purchased. Typically, each customer's working capital equates to about one quarter's sales value. However, this does vary (from half a quarter's sales value to one and a half a quarter's sales value.) So, if sales revenue for the quarter was one thousand dollars, working capital might be as low as five hundred dollars or as high as fifteen hundred dollars.

Cost of Capital - The working capital must be funded by the bank and the company and the cost of this funding is the capital charge. The quarterly cost is five percent of the value of the working capital.

Training Costs - Currently, the sales unit employs a single sales trainer who is paid at the average sales force salary. If there is too much work for the single sales trainer, outside consultants can be hired in on a daily basis. The cost of these consultants is four times the sales trainer cost (but they are only paid for the days worked).

Besides the trainer's salary and consultant fees, each course day costs $1000 and each student/day costs $400. So, a course lasting five days with ten sales people attending would cost $25,000 (5 x (1000 + 10 x 400).

REPORTS

Each period you automatically receive these reports:

· FINANCIAL SUMMARY

· TERRITORY SUMMARY

· REGIONAL PERFORMANCE

· ORGANISATION SUMMARY

· DUAL CALL COMMENTARY

· TRAINING SUMMARY

· RESIGNATIONS

and, optionally, can ask for these reports:

· AREA SUMMARY

· AREA RESEARCH

· AREA POTENTIAL

· SALES WORKLOAD

· SALES CALL ANALYSIS

FINANCIAL SUMMARY

This summarizes the sales performance in financial terms thus:

· SALES REVENUE

· GROSS PROFIT

· SELLING COSTS

· SERVICING COSTS

· MANAGEMENT COSTS

· TRAINING COSTS

· REPORTING COSTS

· SICKNESS COSTS

· RECRUITMENT COSTS

· CONTRIBUTION

· CAPITAL CHARGE

· RESIDUAL PROFIT

· WORKING CAPITAL

· RETURN ON CAPITAL

For each, the current quarter and cumulative figures are shown.

Sales Revenue is the total for the territory. It is the sum for all the regions plus any residual sales (from those areas not served by a sales person).

Gross Profit is the total sales revenue less product cost for the territory.

Selling Costs are the total of the sales force salaries plus home base move costs, travel and other expenses.

Servicing Costs are the total cost of servicing customers for the whole territory.

Management Costs are the total cost of the sales director, the regional managers, home base moves, the salaries of fired staff and the fixed costs of operating the sales unit.

Training Costs are the total cost of the training courses (including accommodation and travel expenses and salary for the sales staff, the trainer's salary and any additional training consultancy). 

Reporting Costs are the cost of any reports produced and so is the salary of sales staff and other costs.

Sickness Cost is the salary cost of sales people off sick.

Recruitment Costs is the cost of advertising for and interviewing prospective sales staff.

Contribution is the gross profit less selling, recruitment, management, servicing, training and reporting costs.

Capital Charge is a charge to cover the cost of funding working capital.

Residual Profit is the contribution less the capital charge.

Working Capital is the total amount invested in Finished Inventories and Accounts Receivable.

Return on Capital is contribution expressed as a percentage of the working capital and shows profitability.

TERRITORY SUMMARY

This report provides key information about sales unit as a whole and totals for each region:

· SALES STAFF

· SALARY

· AREAS SERVED

Number of Sales Staff shows the territory total and the total for each region.

Salary shows the territory and regional total salaries.

Number of Areas Served shows the total number of regions served for the nation and for each region.

REGIONAL PERFORMANCE

This summarizes the sales performance of each region and the sales people in that region in financial terms thus:

· SALES REVENUE

· GROSS PROFIT

· SELLING COSTS

· SERVICING COSTS

· MANAGEMENT COSTS

· TRAINING COSTS

· REPORTING COSTS

· CONTRIBUTION

· CAPITAL CHARGE

· RESIDUAL PROFIT

· WORKING CAPITAL

· RETURN ON CAPITAL

Sales Revenue is shown for the region and for each sales person.

Gross Profit is shown for the region and for each sales person.

Selling Costs is the total of the sales force salaries plus travel expenses.

Servicing Costs is shown for the region and individual sales people and is the cost of servicing customers.

Management Costs is, for the region, the regional manager's salary plus expenses and the cost of home base moves. For individual sales people, the regional manager's salary is allocated on a dual call day basis.

Training Costs is the cost of the training courses. For individual sales people, it is their accommodation expenses. For the region it is the sum of these. (The trainer's salary and any additional training consultancy are treated as an overhead that is charged at the sales unit level.)

Reporting Costs is the cost of any reports produced.

Contribution is the gross profit less selling, servicing, management and training costs.

Capital Charge is a charge to cover the cost of funding working capital.

Residual Profit is the contribution less the capital charge.

Working Capital is the amount invested in Finished Inventories and Accounts Receivable.

Return on Capital is contribution expressed as a percentage of the working capital and shows profitability for the region and individual sales people.

ORGANISATION SUMMARY

This summarizes the key information for each region and the sales people in that region thus:

· SALES PERSON NUMBER

· SALARY

· MILEAGE

· SELLING DAYS

· HOME BASE

· TERRITORY SIZE

Salary is the amount paid to each sales person and the total for the region.

Mileage is the amount driven by each sales person and the total miles driven per regional sales person including the miles driven by the regional manager when dual calling.

Selling Days is the total number of days spent actually selling during the quarter and, for the region, the total selling days. Selling days are the number of days in the quarter less training days, sick days and days spent preparing reports.

Home Base is the actual location of each sales person's home.

Territory Size is the total number of areas covered by each sales person and, for the region, the total number of areas sold to.

DUAL CALL COMMENTARY

This report lists the comments made by the regional sales managers about individual sales people. It is based on the perceptions formed during dual calling. Although the sales management are reasonably rational, because the time spent dual calling is relatively short, the comments are not completely accurate.

TRAINING SUMMARY

These two reports summarize the courses and the training unit.

Course Summary

This report shows

· COURSE DURATION

· MIX OF SUBJECTS

· COURSE NUMBERS

· COURSE COSTS

Course Duration is the length, in days of the course.

Mix of Subjects shows separately (for sales skills, product and customer/knowledge) the percentage of time spent on the subject.

Course Numbers is the number of sales people who attended the course. (If this is zero the course has not been run and the trainer is free for other work.)

Course Costs is the total cost of running courses excluding sales staff salaries and the trainer's salary.

Training Unit Summary

This report shows

· NUMBER OF TRAINERS

· TRAINING DAYS

· DEVELOPMENT DAYS

· CONSULTANT COST

· TRAINING COSTS

Number of Trainers shows the number of trainers employed.

Training Days are the number of days the trainer spends actually teaching on courses.

Development Days are the number of days the trainer spends developing new materials.

Consultant Cost shows the cost of any training consultant's employed.

Training Cost shows the total training costs.
RESIGNATIONS

From time to time, because of perceptions of low salary, dissatisfaction with the job or because of family reasons, sales people may resign. This report advises you of the people who have resigned and left the company at the end of the quarter.

AREA SUMMARY

This, optional, report provides, for selected sales people, financial information about the areas they sell to thus:

· SALES REVENUE

· GROSS PROFIT

· SELLING COSTS

· SERVICING COSTS

· CONTRIBUTION

· CAPITAL CHARGE

· RESIDUAL PROFIT

· WORKING CAPITAL

· RETURN ON CAPITAL

For each sales person, the report takes a day of his or her time to produce.

Sales Revenue is shown for each area he or she serves and is the actual revenue earned.

Gross Profit is shown for each area and is the sales revenue less the cost of the products sold.

Selling Costs is shown for each area and is the total of the sales person's salary and travel expenses. The sales force salary is allocated on a per call basis and travel is allocated based on actual miles traveled.

Servicing Costs is shown for each area and is the actual cost of servicing customers in the area.

Contribution is the gross profit less selling and servicing costs.

Capital Charge is a charge to cover the cost of funding working capital. So, it is the working capital multiplied by a notional interest rate.

Residual Profit is the contribution less the capital charge and so indicates how the area contributes to total residual profit.

Working Capital is the amount invested in Finished Inventories and Accounts Receivable.

Return on Capital is contribution expressed as a percentage of the working capital and shows profitability for the area.

AREA RESEARCH

This, optional, report provides, for selected sales people, comparative information about the areas they sell to thus:

· NUMBER OF COMPETITORS

· CUSTOMER PENETRATION

· REVENUE SHARE 

For each sales person, the report takes half a day of his or her time to produce.

Number of Competitors is the number of competitors serving the area.

Customer Penetration is the number of customers being sold to in the area expressed as a percentage of the total potential customers in the area.

Revenue Share is the sales revenue received by the company expressed as a percentage of the total amount spent by customers with the company and with competitors.

AREA POTENTIAL

This, optional, report provides information about areas not served by the company but where competition is active. It costs $10,000 to prepare and shows:

· NUMBER OF COMPETITORS

· CUSTOMER PENETRATION

· REVENUE SHARE FOR EACH COMPETITOR

Number of Competitors is the number of competitors serving the area.

Customer Penetration is the number of customers being sold to in the area expressed as a percentage of the total potential customers in the area.

Revenue Share is the sales revenue received by each competitor expressed as a percentage of the total amount spent by customers with the company and with competitors.

SALES WORKLOAD

These reports provides information about work load for:

· TERRITORY SALES

· INDIVIDUAL REGIONS

· INDIVIDUAL SALES PEOPLE

Preparation of these reports involves half a day of work by the sales people involved. The number of sales people involved depends on the reports selected.

Territory Sales provides information about the territory sales unit and each region. Every sales person spends half a day preparing this report. However, this means that reports on individual regions and sales people do not require any additional work.

Individual Regions provides information about the selected region(s) and all the sales people in it. Every sales person in the selected regions spends half a day preparing this report.

Individual Sales People provide information about the selected sales people. Only the sales people reported on spends time preparing the report.

Preparation of these reports involves half a day of work by the sales people involved. The number of sales people involved depends on the reports selected.

Workload

These report information about workloads thus:

· AREA SIZE

· TOTAL CALLS

· TOTAL CUSTOMERS

· SALES DAYS

· TRAINING DAYS

· SICK DAYS

· REPORTING DAYS

· TOTAL MILEAGE

· CALLS/DAY

· MILES/DAY

Area Size is the total number of geographic areas served.

Total Calls is the total number of calls made.

Total Customers is the total number of customers served.

Sales Days is the total time, during the quarter, available for selling. So it is the length of the quarter (sixty workdays) less any training, sickness and reporting time.

Training Days is the time spent attending training courses.

Sick Days is the time lost due to sickness.

Reporting Days is the time spent by sales people preparing reports and on administration. The minimum number of reporting days is five (to cover customer record keeping and producing the standard reports. Producing the optional reports will add to this.

Total Mileage is the total miles driven to call on customers.

Calls/Day is the number of calls divided by the sales days.

Miles/Day is the mileage divided by the sales days.

SALES CALL ANALYSIS

This, optional report provides, for selected regions, information about call rates of individual sales people thus:

· CALLS ON EXISTING CUSTOMERS

· CALLS ON NEW CUSTOMERS

· TOTAL CALLS

· REVENUE/CALL

· GROSS PROFIT/CALL

· CONTRIBUTION/CALL

· MILES/CALL 

For each sales person, the report takes a half-day of his or her time to produce.

Calls on Existing Customers are the number of calls made on customers that started buying from the company before this quarter.

Calls on New Customers are the number of calls made on customers that started buying this quarter.

Total Calls is the total of calls on existing customers and calls on new customers.

Revenue/Call is the revenue earned expressed per call.

Gross Profit/Call is the gross profit expressed per call.

Contribution/Call is the contribution expressed per call.

Miles/Call is the total mileage expressed per call.

DECISIONS

Each period you must make the following sets of decisions:

· TERRITORY DECISIONS

· ADVERTISING FOR STAFF

· RECRUITING STAFF

TERRITORY DECISIONS

These decisions consist of:

· SALES FORCE CHANGES

· TERRITORY CHANGES

· STAFF TO FIRE

· TRAINING COURSE CHANGES

· SPECIAL REPORTS

Sales Force

These decisions are for individual sales people and allow you to decide to:

· INCREASE SALARY

· CHANGE HOME BASE

· CHANGE REGION

· DUAL CALL DAYS

· TRAINING COURSE

· OPTIONAL REPORTS

Increase Salary allows you to increase the salary offered to the sales person. You may not reduce the salary. The decision takes place immediately.

Change Home Base allows you to change the location of the sales person's home. The decision takes a quarter to implement.

Change Region allows you to change the region that the sales person reports to. The decision is implemented immediately.

Dual Call Days allows you to decide how many days the regional sales manager is to spend with the sales person.

Training Course allows you to decide which (if any) sales course the sales person is to attend. The sales person can attend a maximum of one course each quarter.

Optional Reports allows you to specify which reports you wish the sales person to prepare.

Territory Allocation/Deallocation

This decision allows you to change a sales person's territory by adding areas, removing areas or transferring areas from one sales person to another. 

Fire Sales Person

This allows you to dispense with a sales person's services. The sales person leaves immediately but is paid for the quarter.

Training Course Changes

This decision allows you to change the duration and mix of content of the training courses. For the courses that you wish to change you enter the new duration (in days) and, for selling skills, product knowledge and customer/industry knowledge respectively, enter the proportion of the course to spend on each.

Special Reports

These decisions allow you to obtain additional reports on a regional or territory basis thus:

· SALES CALL ANALYSIS
· SALES WORKLOAD
ADVERTISING FOR STAFF

This decision defines the advertisement that you wish to place for staff. You must enter the following:

· AREA TO ADVERTISE IN

· ADVERTISEMENT SIZE

· SALARY

· SKILLS & KNOWLEDGE

Area to Advertise in indicates where in the territory you wish to hire staff. 

Advertisement Size indicates the size of the advertisement and so affects the number of sales people who reply to the advertisement and be interviewed.

Salary indicates the probable salary on offer.

Skills & Knowledge Needed indicates, separately, for sales skills, product knowledge and customer/industry knowledge required. This ranges thus:

0 - no skill or knowledge required

1 - minimum skill or knowledge required

2 - some skill or knowledge required

3 - average skill or knowledge required

4 - some expertise required

5 - complete expertise required

When advertising, you should consider how advertisement size, salary and skills & knowledge needs affect response rates.

RECRUITING STAFF

The advertisement for staff (above) generates a list of possible employees (each identified by a unique number) and information from an interview. Based on this you must decide which (if any) you wish to offer a job to. Your job offer consists of:

· THE SALES PERSON'S NUMBER

· A SALARY OFFER

· HOME BASE LOCATION

At a predefined time the job offers is evaluated and the sales person accepts or rejects the offer. If the offer is accepted, the sales person starts working at the start of the next quarter. At that time you must allocate a territory, decide their region, course and dual call days.

In the first period, to give you a flying start, each team has interviewed a different set of sales people. So, provided you offer reasonable salaries, you should be able to hire any or all of these people.

This simulation is one of a comprehensive range of Computer Aided Management Education simulations developed by Hall Marketing, Studio 11, Colman's Wharf, 45 Morris Road, London E14 6PA.

Phone & Fax +44 (0)20 7537 2982

E-mail jeremyhall@simulations.co.uk
Web http://www.simulations.co.uk
Appendix 1 - The Region's Geography
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The map above shows how the sales region is divided into about a hundred geographic areas that represent the smallest area that you can assign to a sales person. Area 54 is the location of the central warehouse. Each of these areas differs in terms of customer numbers and potential (see Appendix 2 on the next page). A sales person can be allocated one or more of these areas and you do not have to assign all the areas to sales people. If you recognize the area you should understand that travel between the areas is not constrained by the region's actual road system. Rather, travel distance between areas is the shortest straight line!

Appendix 2 - Area Potentials
Area Number
Customer Potential
Number of Customers
Area Number
Customer Potential
Number of Customers
Area Number
Customer Potential
Number of Customers

1
270
19
33
3640
52
65
6150
66

2
300
20
34
60
11
66
4850
61

3
70
11
35
110
13
67
250
18

4
410
23
36
400
23
68
1730
39

5
50
7
37
50
9
69
340
21

6
110
13
38
1050
32
70
360
22

7
180
17
39
840
30
71
300
20

8
270
19
40
340
21
72
4330
58

9
240
18
41
140
15
73
510
25

10
60
11
42
6310
67
74
330
20

11
540
25
43
390
23
75
1750
40

12
2690
46
44
1820
40
76
6070
65

13
260
18
45
700
28
77
1870
41

14
2250
43
46
4830
60
78
540
25

15
50
8
47
390
23
79
480
24

16
60
11
48
960
31
80
3330
51

17
410
23
49
290
20
81
2670
46

18
240
18
50
140
15
82
1280
35

19
1260
34
51
1210
33
83
5000
60

20
70
12
52
920
31
84
5160
61

21
60
11
53
1000
32
85
220
17

22
2690
47
54
700
28
86
330
20

23
260
18
55
450
23
87
780
29

24
70
12
56
330
20
88
340
20

25
60
11
57
640
27
89
170
16

26
400
23
58
360
22
90
230
18

27
70
12
59
510
25
91
30
6

28
120
14
60
2330
44
92
20
5

29
30
6
61
350
22
93
220
18

30
570
26
62
430
23
94
10
4

31
930
31
63
50
10
95
110
14

32
170
16
64
170
16
96
10
3

As with may businesses it is difficult to assess potential sales. However, it is believed that this correlates with the total size of the customer's business measured in terms of Sales Income. Thus, the Customer Potential in the table above is extracted from the customer's company reports and shows the total income for all the customers in the area in millions of $.

Appendix 3 - Initial Candidates
At the start of the simulation you will be assigned a team number. And, although you can change your name, this team number defines the group of sales people that you have interviewed and are available for you to offer jobs to. So, if you are Team 1 you can only make job offers to the sales people in the table immediately below. Note: all the tables are the same except for the Sales No.

In later periods, candidates may apply to several companies and, if several teams offer them a job, they will accept the best offer.

Team 1

Sales
Home
Current
Current 
Personality
Interview Performance

No
Base
Salary
Company
(effort)
Product
Cust/Indst
Selling

1
42
65,000
Other
V. Good
Good
Average
Good

5
64
57,000
Other
Good
Average
Average
V. Good

9
66
69,000
Other
Good
Average
Good
Good

13
10
61,000
Other
Average
Poor
Poor
V. Good

17
82
62,000
Other
Good
Poor
V. Good
Good

21
23
63,000
Other
Average
Average
Good
Average

25
76
59,000
Other
Good
Poor
Average
Good

29
83
67,000
Other
V. Good
Poor
Average
Average

33
72
59,000
Other
Average
Good
Good
Good

37
78
55,000
Other
Average
Average
Average
Average

41
13
69,000
Other
Good
Poor
Poor
V. Good

45
75
63,000
Other
Average
Good
Average
V. Good

49
43
59,000
Other
Good
Average
Average
V. Good

Team 2

Sales
Home
Current
Current 
Personality
Interview Performance

No
Base
Salary
Company
(effort)
Product
Cust/Indst
Selling

2
42
65,000
Other
V. Good
Good
Average
Good

6
64
57,000
Other
Good
Average
Average
V. Good

10
66
69,000
Other
Good
Average
Good
Good

14
10
61,000
Other
Average
Poor
Poor
V. Good

18
82
62,000
Other
Good
Poor
V. Good
Good

22
23
63,000
Other
Average
Average
Good
Average

26
76
59,000
Other
Good
Poor
Average
Good

30
83
67,000
Other
V. Good
Poor
Average
Average

34
72
59,000
Other
Average
Good
Good
Good

38
78
55,000
Other
Average
Average
Average
Average

42
13
69,000
Other
Good
Poor
Poor
V. Good

46
75
63,000
Other
Average
Good
Average
V. Good

50
43
59,000
Other
Good
Average
Average
V. Good

Team 3

Sales
Home
Current
Current 
Personality
Interview Performance

No
Base
Salary
Company
(effort)
Product
Cust/Indst
Selling

3
42
65,000
Other
V. Good
Good
Average
Good

7
64
57,000
Other
Good
Average
Average
V. Good

11
66
69,000
Other
Good
Average
Good
Good

15
10
61,000
Other
Average
Poor
Poor
V. Good

19
82
62,000
Other
Good
Poor
V. Good
Good

23
23
63,000
Other
Average
Average
Good
Average

27
76
59,000
Other
Good
Poor
Average
Good

31
83
67,000
Other
V. Good
Poor
Average
Average

35
72
59,000
Other
Average
Good
Good
Good

39
78
55,000
Other
Average
Average
Average
Average

43
13
69,000
Other
Good
Poor
Poor
V. Good

47
75
63,000
Other
Average
Good
Average
V. Good

51
43
59,000
Other
Good
Average
Average
V. Good

Team 4

Sales
Home
Current
Current 
Personality
Interview Performance

No
Base
Salary
Company
(effort)
Product
Cust/Indst
Selling

4
42
65,000
Other
V. Good
Good
Average
Good

8
64
57,000
Other
Good
Average
Average
V. Good

12
66
69,000
Other
Good
Average
Good
Good

16
10
61,000
Other
Average
Poor
Poor
V. Good

20
82
62,000
Other
Good
Poor
V. Good
Good

24
23
63,000
Other
Average
Average
Good
Average

28
76
59,000
Other
Good
Poor
Average
Good

32
83
67,000
Other
V. Good
Poor
Average
Average

36
72
59,000
Other
Average
Good
Good
Good

40
78
55,000
Other
Average
Average
Average
Average

44
13
69,000
Other
Good
Poor
Poor
V. Good

48
75
63,000
Other
Average
Good
Average
V. Good

52
43
59,000
Other
Good
Average
Average
V. Good
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