
■̂ ;-.''''?J,'5ş.T .->.r ,«^·-O■.'.,_ ,  ,, í>-í'"«^"'' •,•..4'̂ .· > í»  i  Ч,



n-E '.ERPA CC3FP. CASE: A STUDY ABOUT TRANSFER OF SOFT 

TECHNOLOGY - A MARKETING PROGRi^

A ITESIS

SUBMITTED TO THE DEPARTMENT OF MANAGEMENT
AND

GRADUATE SCHOOL OF BUSINESS ADMINISTRATION 
OF BILKENT UNHvERSITY

IN PARTIAL FULFILLMENT OF T>E REQUIREMENTS 
FOR THE DEGREE OF 

(FASTER OF BUSINESS ADMINISTRATION

Ipiii V,Lm o 3
BY

IPEK YILMAZ 
JULY 1992



H b

1 Э32.

ß  Ufe



I certify that I have read this thesis and in my opinion it is 

fully adequate, in scope and quality, as a thesis for the 

degree of Master of Business Administration.

Ass. Prof. GUliz Ger

I certify that I have read this thesis and in my opinion it is 

fully adequate, in scope and quality, as a thesis for the 

degree of Master of Business Administration.

Prof. D r . Secil Tuncalp

I certify that I have read this thesis and in my opinion it is 

fully adequate, in scope and quality, as a thesis for the 

degree of Master of Business Administration.

Assoc. Dr. Neelam Kinra

Approved for the Graduate School of Business Administration.

P fof. D r . SUbidey Togan



то MY MOTHER



ABSTRACT

T>£ >v€RPA CQRP. CASE: A STUDY ABOUT TW^NSFER OF SOFT TEChWOLOGY-
A l^«<ETING PROGRAM

BY

IPEK YILWiZ

SUPERVISOR: ASS. PROF. GULIZ GER 

JULY 1992

This research study was carried out within the scope of the development 

through technology transfers; and basically focuses on the transfer of 

maiagerial know-how of a Turkish company, its application in the Turkish 

market, and the analysis of resultant marketing performance which also 

indicate the analysis of transferred know-how. For this purpose, the Verpa 

Corp., which is the only subsidiary of American Rexair Inc. in Turkey, was 

chosen as an illustration. Rexair manufactures “Rainbow Cleaning System“ 

which is marketed both in the USA and internationally in 33 countries with 

the sane program. Here, Rainbow represents the product transfer which is 

totally Imported from the US and the Total Program represents the transfer 

of managerial know-how by the Verpa Corp..

To understand the present situation of the Verpa Corp. in the market aid to 

analyze the performance of the current marketing strategy, two different 

questionnaires were administered to dealers and customers. Besides, 

observations and interviews with managers, dealers and customers were also 

performed and used both in the design of the questionnaires. Managers and 

dealers were asked basically about the organization structure, weaknesses 

and strengths of the currently applied Total Program, and their problems 

related to the company and the job. On the other hand, customers were 

wanted to answer the questions related to the product, dealers’ performance 

and also their complaints in general. The first questionnaire was



distributed to 14 dealers in the company and the second one was given to 30 

customers. Therefore, the company was evaluated by both parties. According 

to the questionnaire results, dealers were grouped as the ones who worked 

less than 6 months and the dealers who worked more than 6 months. Customers 

were grouped as A, В and C according to their socio-economic status (SES). 

To find out the significant relation in the answers of these groups t-test 

was applied. However, no significant difference were found in the answers 

of the groups in both questionnaires.

The Total F>rogram and the Rainbow Cleaning System are perceived as "very 

different" by the respondents. The Verpa Corp. is able to take attention of 

the consumers in the market and expand its market share by the application 

of a differentiated marketing program. The present findings indicated that, 

Verpa can reach further success if the managers improve and adapt some 

parts of the Total Program as talent scouting, training and motivation, re

organize the company, and also improve the relations between the Area 

Distributors and also dealers. At the end of the analysis it is seen that 

dealers are ready any type of change or adaptation that will help to 

increase the sales performance of the company where the managers already 

have a certain knowledge potential to apply these.

The success of 'vterpa implies that Turkish companies can compete at home or 

in international markets by using such transferred technologies and improve 

their marketing performance.
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ÖZET

»veRPA DIS TIOîfET: BİLGİ -mANSFERININ PAZ/«jîWA îîLANINDA
UYGULAMIASI ÜZERİNE BİR CALISWi

ipek YIIJV«

YÜKSEK lisans t e z i, ISLETTE FîîKULTESİ 

TEZ YÖNETİCİSİ: ODC. DR. GULIZ GER

Bu çalışma bir TUrk şirketinin transfer ettiği teknolojiyi bulunduğu 

pazarda uygulamadaki başarısını incelemektedir. Bu amaçla secilen ^̂ >erpa Dıs 

Ticaret, Amerikan Rexair firmasının tek TUrkiye yetkili dağıtıcısıdır. 

Rexair’in Ürettiği "Rainbow Temizlik Sistemi" Amerika’da ve dUnyanın 33 

Ülkesinde aynı programla pazarlanmaktadır. Burada, Rainbow teknoloji 

transferini, izlenen Total Program da bilgi transferini oluşturmaktadır.

Verpa’nın bulunduğu pazardaki konumunu anlamak ve izlediği pazarlama 

politikasının etkisini belirlemek amacıyla iki ayrı anket hazırlanmıştır, 

ilki şirketteki bazı satis elemanlarına (14 kişi), İkincisi de müşterilere 

(30 kişi) dağıtılmıştır. Böylece şirket ici durum elemanların bakış 

acısıyla, şirketin pazardaki durumu da mUsterilerce değerlendirilmiş oldu. 

Anket sonucunda elemanlar Verpa’da 6 aydan az ve 6 aydan fazla çalışanlar 

olarak; mUsteriler de SES grubundaki çoğunluk itibarıyla A, B ve C olarak 

gruplandırılmıslardır. Her grubun cevaplarını test etmek ve aralarındaki 

farklılıkları bulmak için t-test uygulanmıştır. Sonuçta gruplar arasında 

farklılık olmadığı ortaya çıkmıştır.

Verpa Dıs Ticaret’in uyguladığı Total Program ve satışını Üstlendiği 

Rainbow Temizlik Sistemi müşterilerin ilgisini çekmiş ve "cok farklı" 

olarak belirtilmiştir. Bu araştırma sonunda elde edilen bulgular Verpa’nın 

pazar payını artırması için halen uygulanan Total Programda bazı değişim ve 

yenilikler yapması gerektiği (eleman getirme, eğitim, motivasyon gibi),
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şirketin daha etkili çalışması için yeniden organize edilmesi ve 

distribütörlerle pazarlama elemanları arasındaki ilişkiyi güçlendirmesi 

gerektiği anlaşılmıştır. Yöneticilerde bu değişimi uygulayacak potansiyelin 

var olduğu ve elemanların da bu tip yeniliklere acık oldukları da ayrıca 

gözlenmiştir.

Sonuçta, TUrk şirketlerinin kendi aralarında ve dUnya pazarında daha ileri 

seviyelere ulaşması için, ve TUrkiye pazarında rekabeti devamlı canlı 

tutabilmek için, bu tip teknoloji transferlerine ihtiyaç duyulduğu 

anlaşılmıştır.
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I) I^ m m m oN :

Technology transfer and creation as a tool for economic development has 

gained increased importance. The countries who were successful in 

technology creation also became the world's most advanced countries and 

transferor of technology; whereas other nations unsuccessful in their 

attempts tried to catch up with their counterparts by means of technology 

transfers. Since no country in the world is self-sufficient in terms of 

technology creation and development, a wide variety of technology transfers 

occur among nations all over the world such as advanced to advanced, 

advanced to developing, newly industrializing to less developed, etc.. This 

study attempts to explore the software technology transfer among the whole 

package from an advanced to a developing country in which US represents the 

source country and Turkey represents the recipient country for this case 

analysis.

The technology needs of underdeveloped nations are great and diverse. The 

content of the technology transfer package is wider for them and can 

include; a) sole physical aspects of technology, such as blue print 

designs, etc.; b) technical know-how, to understand and make users physical 

aspect; c) managerial know-how, a set of traditional management 

quantitative and functional area ski11s/techniques which are essential to 

achieve the goals of an organization in an efficient and effective way; and 

d) capital, necessary to finance the above required components. In the 

transactions between developing and developed countries, for instance, the 

largest portion of payments is devoted to the technical and management 

know-how by the recipient nations. As a result of this trend, transfer of 

technology of developing countries takes the form of foreign direct 

investment in most of the cases and usually offers capital as well as 

technology and related technical/managerial know-how. US multinationals,
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being the major creators and transferors of technology, have become key 

transfer agents by means of direct investment (Cavusgil, 1989). Besides, as 

US multinational companies (MNCs), other international firms are also using 

different channels like licensing, joint ventures or franchising to 

transfer technology or to introduce something new- new production 

processes, products, organization styles, management or marketing 

techniques. Therefore, by possessing firm-specific advantages in the 

market, MNCs gain a competitive advantage relative to other firms in the 

recipient country/less developed countries (LDCs) (Cundiff et. al., 1988, 

and Rugman et. al., 1986).

Among the whole package of these transferred technology, one of the most 

significant forms of knowledge a MNC can offer LDCs is, simply, the 

knowledge and skill of how to run a business. Most of the specialists agree 

that the factor inhibiting growth of business firms in LDCs is not so much 

lack of capital as it is lack of skill in managing materials, money, and 

staff, and the lack of knowledge as to how to create sound business and 

marketing plans (Dawson, 1987). Here, a major concern for the recipient 

country is an assessment of whether the imported technology (managerial 

know-how in this case) is appropriate for the local conditions. To assure 

appropriateness of this, developing or recipient country can identify key 

industrial areas in which new technologies are required, search alternative 

technologies, evaluate alternatives in terms of social and economic costs, 

select appropriate technology, and actualize adaptation and absorption of 

incoming technologies and facilitate economic growth (Cavusgil, 1989). 

Later, determined managerial know-how can be transmitted from developed to 

LDCs through various channels as management contracts, technical aid 

programs from international organizations, direct foreign investment, or
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training courses provided by foreign companies to their local national 

managers at company headquarters.

In spite of the high technical skills and well-meaning efforts of experts 

of MNCs, arranged comprehensive programs for the LDCs may not reach to a 

desired level due to the internal and external factors which constrain to 

either acquisition or application of management know-how techniques. These 

factors are basically import quota systems, lack of socio-economic 

information, authoritarian atmosphere, imperfect product markets, economic 

instability, government regulations, political instability, difference 

between local and foreign business, operations and procedures,

unpredictable nature of legal actions, resistance to new ideas, lack of 

qualified staff, lack of physical facilities, lack of competition in the 

marketplace, management attitudes, worker attitudes, and the state of 

knowledge (Cavusgil, 1989).

Beside these constraints, many countries continue to transfer technology to 

improve their economic performance and to meet national goals as in the 

case of Turkey: Since 1980 Turkish market has become more attractive in the 

eyes of MNCs after following devaluation and trade liberalization policies 

and encouraged them to get involved in different direct investment projects 

in Turkey (Conway, 1987). MNCs provided resources that Turkey would not 

otherwise have access to. She benefits from technology transfers to local 

citizens and an ability to compete in the world markets (Terpstra, 1987). 

Most of foreign or MNCs enter the Turkish market through licensing, joint 

ventures, franchising and/or wholly owned subsidiaries. Therefore, they can 

use the Turkish managers who know local market conditions better than 

themselves. The development of knew technology - products, production 

methods, marketing techniques, management- is one of the major strengths of
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these MNCs in the Turkish market. The introduction of new technologies by 

them thus contribute significantly to the growth potential of Turkey. Local 

enterprises started to imitate the quality of knew products, marketing and 

management techniques (Ahiakpor, 1990). Therefore, all these imitations 

and/or transfers established a kind of knowledge base in the Turkish market 

and become the stepping stones towards the goal attainment in marketing. 

The most important factors, in this case, that constraint the transfer to 

Turkey are inefficient knowledge about socio-economic factors, 

authoritarian atmosphere, economic instability, lack of qualified staff, 

management attitudes and the state of knowledge.

This research study was carried out within the scope of the development 

through technology transfers; and basically focuses on the transfer of 

managerial know-how of a Turkish company, its application in the Turkish 

market, and the analysis of resultant marketing performance which also 

indicate the analysis of transferred know-how. For this purpose, the Verpa 

Corp., which is the only subsidiary of i^^rican Rexair Inc. in Turkey, was 

chosen as an illustration. Rexair manufactures "Rainbow Cleaning System" 

(App. A) and applies a marketing strategy denoted as the Total Program 

(App. 8). Here, Rainbow represents the product transfer which is totally 

imported from the US and the Total Program represents the transfer of 

managerial know-how by the Uerpa Corp..

Following to this introduction, both companies -Rexair and Uerpa- are 

described in detail by considering their marketing strategies in the second 

section. The next chapter deals with the situation analysis in the 

industry, market and the firm view points and discusses the results through 

SWOT analysis. The fourth chapter gives the information about the studies
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performed prior to the application of the questionnaires which are prepared 

to increase the validity and the reliability of the findings derived from 

the personal observations and the interviews. Then, the results of the 

questionnaires are discussed by using all types of data obtained during 

study. Finally, recommendations and implications of the transferred 

managerial know-how are stated in the seventh section combining to the 

conclusion derived at the end of this research project.



II) DESCRIPTION OF TIE COrmiY:

A) FEXAIR INC.:

A.l) 7>E HISTORY OF REXAIR:

The separator, which was invented in 1923 by John W. Newcomb enabled the 

production of the first bagless cleaner, and was used for the purpose of 

cleaning in 1927 for the first time.

This invention took the attention of Leslie H. Green. After the Depression 

of 1929, Green purchased all interests and formed a new corporation, naming 

in Rexair. Trademark was granted by US Patent Office in 1934. In 1935, T. 

Russ Hill was hired by Green to evaluate the product and merchandising 

possibilities. Hill found out the solution for the dust problem by using 

the water as a dust filtering agent in the Rexair machine in 1936; and "Wet 

dust cannot fly" became the slogan of the company. In 1941, Rexair merged 

with the Martin-Parry Corporation becoming a totally owned subsidiary. By 

1947, Rexair increased the number of distributors to 202 with 3,000 dealers 

in US, and internationally 18 branches with 500 dealers. In 1953, due to 

this rapid growth US was divided into five geographic regions.

Rexair began as a $100,000 company and in 1956 was a $4,000,000

corporation. The book value of the stock rose from $9 per share to $25 per

share. Its sales multiplied 300% per year. In 1956, the Martin-Parry 

Corporation merged with Ward Industries. In 1959, J. V. Sanders (President) 

and the principle stock holders of Rexair purchased the company from Ward 

Industries. Rexair was, finally, joined to Kidde Inc. in 1971 to grow

faster and survive under tough economic conditions (App. C).

The Evolution of the Rainbow; From the years 1936 to 1956, the Rainbow was 

called the Rexair. In 1956, all distributors became independent and the
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name of the unit was changed to Rainbow. The Rexair Model A was introduced 

in 1937, and was the first cleaner to use water as a filtering agent. In 

19̂ i0, Rexair introduced Models B and C. In 1955, the Model D was 

introduced, and was improved from the inside to the outside. Accessories 

and extra attachments for the Rainbow were made during 60’s for further 

customer satisfaction. In 1969, Rexair purchased a new facility in 

Cadillac-Michigan to supply increasing demand by increasing production.

The Power Nozzle (P/N) was introduced in 1974. It was the first motorized 

beater brush action unit on the market to be used in combination with 

water-washed air. The present design of the Rainbow-SE debuted in 1980 

whose motor also enabled it to be used for wet pick-up. A new carpet 

cleaning extraction unit, the Aqua Mate (A/M), was introduced in 1982.

A.2) BASIC r m E T I N G  STmTHSY GF REXAIR INC. :

Rexair’s basic corporate strategy is to profitably supply good-quality 

products and services to the consumers. To achieve this objective, Rexair 

has developed a marketing strategy that is based on the desire to 

effectively penetrate the market and to serve the consumer through 

Authorized Independent Distributors who are usually referred to as RGOs 

(Registered Distributor).

Rexair produced Rainbow for industrial purpose at the beginning. In the 

meantime, continuous technological improvements and changes in the design 

enabled the machine to be used at home. Compared with other cleaning 

systems in the market. Rainbow is relatively more complicated: Engineers 

wanted to create a machine that can perform all the functions of an air 

cleaner, a vacuum cleaner and a carpet shampooer, simultaneously.

Therefore, consumers can make cleaning without feeling a need for other
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systems. Besides, accessories were also introduced to oonsumers that enable 

Rainbow to be used for all purposes such as vacuuming inside the pillows, 

getting dust of electronical instruments without scratching, painting 

and/or for insecticide usage. To overcome the perception of the difficulty 

in the use of the machine, managers decided on personal selling to create a 

demand in the market. Therefore, every consumer is informed about the 

functions of Rainbow in detail during demonstrations or shows held in their 

homes. To do this type of advertisement, many Independent Distributors were 

required to create the desire for Rainbow in the Area of Primary 

Responsibility assigned for the respective RGD.

There is no clear definition of target market for Rainbow. Rexair 

concentrated on middle to upper class and especially to families in the US: 

Since most of the consumers are price sensitive and are easily affected 

from different campaigns of competitors, managers decided to arrange long 

payment terms to capture more market interest. It was easy for them to set 

such payment conditions because there are many financing companies that 

provide cheap and long term credit in the US. Therefore, Rainbow started to 

attract the attention of families who have average purchasing power; so 

Rexair enlarged its target market. On the other hand, continuous 

technological improvements in the main body caused an increase in the 

production costs. This resulted in the positioning of the Rainbow as higher 

priced than most of the cleaning systems in the US market. However, product 

features were used to create differential advantage over the other brands; 

and quality, functionality and effective service helped to reposition the 

Rainbow ahead its competitors.

8



Rexair developed a marketing program which is called as the Total Program 

(App. B). This program enabled the company to grow rapidly in the domestic 

market. Today, there are more than 210 distributors in the US which are 

grouped according to their regions, such as West, East, North, Central, 

etc.. A manager is assigned for each region where he/she reports directly 

to the head office and to the President. After gaining a certain market 

share at home, Rexair decided to enter into the international market 

(App. D):

InternationalIzation: The most important firm-specific advantages that 

Rexair Inc. has during internationalization are;

1) having a strong management structure and marketing techniques which were 

developed through the use of extensive R & D skills of the firm 

combining with the experiences, and also strengthened by the studies of 

the specialists; and

2) having a strong corporate culture in which all of the employees 

(managers, dealers, workers, etc.) share the same beliefs towards the 

goal attainment of the company.

After developing, testing and selling the product successfully at home, 

Rexair decided to introduce both the Rainbow and the Total Program abroad. 

For this purpose, they use the dealers of different nations who have worked 

in Rexair for a couple of years, who share the same beliefs and also who 

are able to apply the Total Program efficiently and effectively in the new 

markets. For example, a Spanish dealer who has worked for Rexair for 2 to 3 

years can become an RGD in Spain if he/she fits the qualifications set by 

Rexair Inc.. Therefore, every country/region can be managed by a national 

manager who knows local market conditions better than others. These 

national managers import the Rainbow totally from the US and try to sell 

the product in their country by using the marketing techniques described in 

the Total Program with some adaptations. In addition, to develop and to
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improve the managers’ skills, Rexair started to arrange training programs 

for them through seminars or meetings. Therefore, they can use and compare 

the advices of Rexair’s and also other international RGD’s. International 

RGDs are just like subsidiaries of Rexair Inc.. They are operating under 

separate names but are controlled by the parent company. Due to the 

differences in the cultures, they were let to apply some local adaptations 

in the program while the main part/basic purpose remains the same. 

Marketing decisions of RGDs are usually guided by policies set by Rexair; 

however, they tend to have more independence than branches in the US in 

implementing marketing.

A.3) TDT^ PRDGW^:

Rexair’s Total Program Flowchart (TP’s) (App. B) includes the following:

1. People (Talent Scouts)

2. Preparation (Training)

3. Places (Demonstration Program)

4. Promote (Motivation)

5. Propel (Opportunities)

6. Peek (Financial Management)

7. Product (Customer Service)

A.3.1) Talent Scouts:

The purpose of talent scouting is to find out new human resources for the 

business. Rexair’s basic growth strategy depends on this program. Dealer’s 

attitudes, behaviors and opinions are very important in Rainbow business 

because they are responsible from the presentation of the machine to the 

consumers by the in-home demos. Therefore, the only way for growth in the 

market can be done by offering qualified, new and presentable persons by
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talent scouting program. Every dealer is responsible from this program: 

Dealer is expected to offer Rainbow opportunities to the consumers during 

the demo. Then, customer is asked to join the Rainbow family as a dealer. 

If customer accepts this opportunity, then he/she will come to "open house" 

program and detailed explanation will be given by RGD. Later, candidate 

attends training program and starts to go for demos with executive dealers. 

Newcomers are continuously supported by the dealers who offered the Rainbow 

opportunities to them because the future career of a dealer depends on the 

number of talent scouts, and their sales as well as his/her sales. If a 

dealer recruits enough number of people for Rainbow family, he/she can open 

a new office with them and become a distributor.

If a dealer recruits a person, he/she will start to write NEW RAINBOW which 

is a "Perfect 10 Board" denoting 10 talent scouts and get advancement 

credit if newcomers sell Rainbow. If a dealer finishes to write it, he 

gains one free Rainbow or $750 in cash. Dealers are also rewarded for 

recruiting with continuous contests; e.g. one can win a colored TV or video 

if he brings more people than others in a month.

There are also some tools for the talent scouting program. "Don’t Let Me 

Forget" buttons that have the Rainbow colors, a brochure with the same 

message and has success stories inside. There is a card on the back page 

of the brochure that a dealer should return to the office after demo. It 

shows that the customer accepted to join the Rainbow family as a dealer.

A.3.2) Training:

Training is the preparation part of the program for the dealers to become 

an executive salesperson in the Rainbow business. It is an ongoing process; 

as well as new dealers, executive and/or V.I.P. dealers are required to be
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trained about product features, competitors, customer behaviors and self- 

awareness. There are Training Managers (TM) who give these concepts with 

the help and under the control of marketing Director (MD) and RGD. Rainbow 

demonstration is the foundation of Rexair business, and therefore, the 

position of a TM, who should be in every office, is very important.

Historically, Rexair has promoted their top salespeople to sales trainers. 

It seems logical that the best salesperson would recruit and develop good 

salespeople. However, the results of this strategy were disappointing. The 

mostly cited reason for a trainer’s failure is a lack of development. 

Whenever someone is given a new task to perform, he/she needs a new set of 

skills to perform that task. If a salesperson is promoted to a trainer, 

he/she needs the additional skills of "teaching" because he/she needs to be 

able to transfer his/her skills. The company’s marketing success depends on 

the trainer’s ability and the trainee’s ability to pick-up those skills. If 

this is the case, it will result in a highly effective sales force. This 

makes it easier to attract and keep highly motivated potential sales 

candidates.

Dealer’s future success depends on knowledge, attitude, skills and habits. 

Their immediate goals are: 1) learning Rainbow demo, 2) understanding lead 

programs, 3) utilizing talent scouting program. Full time (FT) and part 

time (FT) dealers are trained at different hours of a day: Lectures for FT 

dealers are in every morning between 9:00-10:00 a.m., whereas that of FT 

dealers are in the evening between 6:(X)-7:30 p.m., three days a week. On 

Saturday morning, every dealer attends the meeting to discuss the previous 

week’s demos, sales, interesting objections, etc.. In the case of Rainbow, 

there are 3 phases of training (Rexair 1, 1991):
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1. Classroom: Rainbow demo; after building confidence, brief explanation of 

lead program and talent scouting are given.

2. Sales meetings: Consist of a) improvement of a dealer Rainbow demo, b) 

giving help to the dealers with all-around skills of the business, c) 

assisting dealers in setting goals.

3. Field training: Management personnel and other dealers watch one when 

put on Rainbow demo in the field; explanation of why and how on the job 

training will ensure their success in this business.

A.3.3) Demonstration Rnxram;

The base of the Rexair business is the Rainbow demonstration. The demo 

provides the leads, recruits and sales. The better a dealer understands and 

performs the demo, the more successful will be the organization. There are 

3 phases to a complete Rainbow demo:

PHASE ii Set the stage. Dealers should:

- be on time for appointment,

- be neat in appearance,

- warm-up by being friendly and a good listener, and find out 

something to talk to them,

- set the stage for demo,

Pl-fc^ 2i 'T m  here for three reasons"

Dealer starts the Rainbow demo by using presentation book which 

includes the information about dust, health and cleanliness.

Then he/she: - presents gift to prospect and builds value for the 

gift,

- shares the opportunity with prospect by explaining 

the talent scouting,

- shows Rainbow to the prospect.
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It is necessary to reinforce the importance of talent scouting and

leads in this stage.

PHASE 3i Rainbow demo, there are 9 steps:

1. Explanation of air pollution problem and showing dust in the 

air with light,

2. Explanation of basic unit and its ability to air-wash and 

conditioning,

3. Comparison with other vacuum cleaners,

4. Building mini-vac test and comparing the air flow and suction,

5. Attachments’ explanations,

6. P/N presentation,

7. More data are given from the summary book to the prospect,

8. Explanation of lead program: There are two types, for owners 

and future-owners. Oners of Rainbow will gain a free A/M for 

their leads by “Whale of a Deal" program; and future-owners 

will gain another gift by the same program,

9. Talent scouting.

Dealers also fill out all paper works (App. E) properly which are 

controlled by the M3.

A.3.4) Motivation:

To increase the dealer’s performance in the job and to encourage them for 

further personal improvement, continuous motivation is desirable in the 

Rainbow business. It is always necessary to keep dealers’ enthusiasm alive. 

Otherwise, they won’t be aggressive for the job and would not be 

successful. For motivation purposes, distributor adjust daily, weekly and 

monthly sales contests including number of talent scouts, leads, demos and 

sales of a dealer. The best one will gain different gifts such as stereo
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cassette players, videos, colored TVs, trips, cash, dinner, etc.. Rexair 

also organizes different sales contests at home or internationally to 

motivate all distributors. Sales are evaluated by Rexair according to 

installation check lists sent by every distributor. In the event of a quota 

tie between distributorships, the organization with the highest contest 

sales volume wins. Contest decisions made by Rexair Inc. are the final 

decisions. For example, "Sprint Saturday" is one of the contests in which 

one can gain a gift if he/she performs the highest sale in a given day. 

"Sell a Then" is another in which one can win if he/she performs the 

highest sale or the highest talent scouts in three days’ period. There is 

also "Trip Club" which organizes travels to Alaska, Lake of Tahoe, 

Barbados, etc. for the distributors who rank in the first three worldwide 

according to sales and recruits. Therefore, international distributors who 

are winners of a Rexair Sales Promotion Trip, will also travel using the 

same criteria with winners in the US.

A.3.5) Opportunity:

Opportunities offered by Rexair are related with ones’ possible career in 

the future. A person starts the job as a dealer, then, according to 

personal performance he/she can be raised to ROD or Satellite Distributor 

position. Therefore, he can open his own office and become a boss, and his 

earning will also be increased to a more satisfying level (App. F).

For promotional purposes, these opportunities are also explained to the 

customers by dealers with "Don’t Let Me Forget" brochure during demo under 

the talent scouting program.

A.3.6) Financial Management:

Every distributor is responsible from his/her own financial statements and
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book keeping. Rexair’s financial relations with Independent Distributors 

are recorded under accounting heading which includes order procedure, 

policy statement, warehousing program, purchase reporting, etc..

Having a warehouse storage facility is very beneficial for RGDs because of 

the immediate supply of the goods. There will be no problem about negative 

inventory and all customers will be satisfied. For warehousing processes 

Rexair sets certain perogatives (Rexair 2, 1991):

1. Pre-approval of warehouse selection,

2. Monitoring shipment requests,

3. Orders are processed in Troy and shipment is from Cadillac, Michigan,

4. Only located properties of Rexair Inc. are in Michigan-Califomia and 

New Jersey to be contacted for order problems and/or process.

Besides these, RGDs are responsible for paying the inbound freight charges 

and all warehouse fees for storage, handling, insurance, physical inventory 

counts, etc..

A.3.7) Customer Service:

Rexair requires that each RGD makes post-sale services including customer 

assistance, instructions in the use of the product, warranty and other 

repair services available through its own responsible service outlets in 

the APR. Dealers are also responsible from all services for the customers 

to make them feel satisfied from their buying decisions and, therefore, the 

product. During the initial training and in all meetings, the distributor 

stresses the importance of the appropriate attire and good manners in the 

customer relations (App. G.l, and G.2). The dealer informs the customer 

about customer services including repairs and invite them to call the
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distributor at any time with questions, requests for assistance, or further 

instruction they may need.

After signing the installation check list form, distributors send follow-up 

letters to establish goodwill. These letters are used to remind some 

important points to the customers during/after the usage of Rainbow, 

including accessory price lists and also invite the customer to the Rainbow 

family as a dealer through talent scouting program.

To offer customer services in an office, one person is assigned as Customer 

Service Manager to handle all complaints, inquiries and the administrative 

part of providing repair services to the customers. Also, if there is a 

given due date for repairement, distributor or service representative 

assures that the service department adheres to it. To handle a customer 

complaint, the following are advised by the Rexair Inc. (Rexair 2, 1991):

1. Appoint a customer service representative in the office,

2. If there is no service manager, distributor can request customer’s 

complaints or problems,

3. Record the nature of complaint (App. H.l, and H.2),

4. Written acknowledgment of complaints impresses the customer. This 

basically confirms what has been said over the telephone and includes 

whatever action was undertaken to resolve the complaint. This letter is 

sent once the complaint is resolved.

Besides, Rexair also determines the distributors who are good in customer 

relations and give them "Certificate of Excellence" (App. I) at the end of 

the year. Moreover, fairs are another concern of the business to improve 

customer relations: Exhibiting at fairs is one way of public relations.

17



Initial contacts with important prospects and unexpected sales can be made 

in this way.

A.4) IWSETING DIFECTDR;

Marketing Director (MD) in any office occupies a very important position 

and is placed under the distributor in the organization chart. The main 

goal of the lO is to get more demos and to control every records (App. J) 

related to the dealers. Every office should have a hfD to improve dealers’ 

demos and deal with their problems about the job. To become a ^D, a dealer 

must have worked for the company for 30 days, completed the initial dealer 

training, been present on 10 Rainbow demos, possess MD traits (App. K.l) 

and his/her distributor must have completed MD Academy classes. These 

classes are given in Michigan-US by Rexair and announced at certain times 

in a year (e.g. February, June and October; within 3 days). One who 

finishes this academy gains a certificate (App. K.2) and learns the do’s 

and don’ts for a MD (App. K.3).

The distributor must accept the do’s and dont’s of the MD. He/she must 

meet daily with the MD, prior to sales meetings, in order to make sure that 

they are agree on the problems and the solutions. The distributors must 

make sure that they do not assign any additional tasks or duties to the MD 

that will detract him/her from the main goal.

B) TFE ^̂ ERPA CQRP.:

B.l )  WflWETING STRATEGY OF TFE CORP.:

The base of the marketing strategy has already been established by Rexair 

Inc. as the Total Program. The Verpa Corp., as other international RGDs, 

tries to apply the sane program to capture certain market interest.
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However, some parts of the program are not applied totally and effectively 

due to the requirement of high capital outflow during application and also 

due to the managers’ fault. Therefore, within the whole package of the 

program, Verpa picks and adapts the ones which are more suitable to run the 

business by considering the present condition of the company.

Rainbow, being the major strength of the company, is positioned in the 

market by implying especially quality: Being an American product, having 

long warranty period and easiness in after-sale service are the prior 

features described by the dealers to the prospects to attract the 

attention. Price is the weakness point, because, there are few people to 

afford $1,500 for Rainbow comparing in the whole market. Therefore, 

different from the situation in the US, company focuses on people who have 

purchasing power above the average. If Uerpa comes to an agreement on the 

supply of long term credit with a bank, company can expand its market to 

the ones who have relatively lower income level.

Under this situation, the Uerpa Corp. follows two step marketing strategies 

coming one after the other: The first one is concentration. Verpa 

concentrated on certain part of Ankara market whose purchasing power is 

relatively above the average. It is trying to create the brand awareness by 

demos to such consumers which results in "word of mouth" advertising among 

them. In some cases, customers are calling the office and requesting an 

appointment.

In this market, Uerpa is trying to attract and increase the number of 

customers by different methods. They are giving price incentives (e.g. one 

can gain a free Aqua Mate that constitutes $150 if set 4 demonstrations 

from his/her relatives, friends and/or colleagues within 14 days),
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arranging easy payment conditions - there are different types; payment in 

cash, cheque for a month or eight types of payment terms were set-, 

establishing brand differentiation where dealers explain and compare 

Rainbow with other cleaning systems in every demo and show the differences 

of the product.

The second one is market development. Verpa Inc. is willing to expand its 

market nationwide starting from the big cities. Istanbul, Izmir, Kayseri, 

Samsun, Adana, Mersin, Antalya, Konya, Eskişehir, Bursa, and Erzurum are 

the prior ones to enter. Today, new outlets are on trial. Before enlarging 

the market nationwide, managers want to build a strong organization in 

Ankara which actually works without facing important problems. Therefore, 

extensive market development seems to take for about two to three years.

B.2) KEY FUNCTIOWiL STIVkTEBIES -  OP’s:

PRCDLCT: Rainbow’s quality and functionality are the major strengths of the 

Verpa Corp. ahead its competitors in the market. Product features are 

continuously explained to the dealers during training for effective demos. 

Therefore, they can overcome the objections of the prospects related to the 

product. Following are it’s distinctive advantages over the other brands:

* Rainbow includes the functions of air cleaner-conditioner, vacuum cleaner 

and carpet shampooer.

* Rainbow is presented as a high-tech product (App. L) by the dealers: 

Engine is similar to that of "air craft" consisting of separator, 

tribune, main engine and fan from bottom to top. Separator rotates 14,000 

times/min whereas that of usual vacuum cleaners’ can rotate around 2,000- 

3,0000/min. It has water container instead of dust bag where all dust is 

sent to the water. Rainbow combines aerodynamics (air in motion - the
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energy of air in motion is used to pick up dust, grit and surface litter 

from carpets and floors) and hydrodynamics (water in motion - dirt and 

dust are trapped in Rainbow’s water bath).

* Rainbow’s cleaning efficiency is better than that of usual vacuum with 

bag or dry filter because there are no pores in water to leak or clog up. 

On the other hand, bags and filters must allow air passage where dust is 

pumped into the air: collect dirt, dust and litter are stored in the 

vacuum which enable the bacteria, viruses and mites to grow in this dark, 

hot and dirty environment; as bags and filters are clogged with dirt, 

efficiency continuous to diminish and dust pumped into the air settles on 

furniture, drapes, etc. require more frequent cleaning.

* Rainbow has many accessories which can be used for every surface 

(hard/soft) and in every condition (wet/dry). Different from the other 

products. Rainbow can also be used to vacuum the "inside" of pillows, 

mattresses, etc. by using its second exit, to dye or to insecticide and 

also to get rid of the dust from the valuable furnitures, tableau and 

computers.

* Rainbow has three years of guarantee which is a long time compared to 

other cleaning systems.

* It can be used in home, office, hotels or for industrial purposes only by 

changing the water container. There are 2, 4, 8 and 201t. containers for 

either case.

* If required, service is supplied by the distributors within 24 hours. If 

the motor/engine is necessary to be repaired, new Rainbow is given to the 

owner because such maintenance can only be done in factory, in US.

* One disadvantage of Rainbow as an air cleaner is its noise. Since the 

motor is very powerful, engineers could not able to eliminate this noise 

totally. On the other hand, it can be used for moisturizing, deodorizing.
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air freshening and giving fragrances (violet, pine, lemon, apple, spice, 

orange, etc.).

* Rainbow shampoos are very effective, e.g. carpet cleaning concentrate can 

take out "wine" spots from the carpet.

Among those, 3 years of guarantee (durability), functionality and effective 

after-sale service are primarily emphasized by the dealers during demos as 

denoted in the training and customer service parts of the Total Program.

PRICE: There is no standard pricing policy applied by the Rexair Inc. over 

the whole distributors. According to the customs conditions of a country 

and other economic magnitudes as total cost, inflation rate, living 

standards, a distributor can adjust and decide on the selling price of the 

Rainbow. For instance, it is $2,000 in Germany, $1,930 in Italy and $1,500 

in Turkey. On the other hand, selling price is strictly controlled by R(3D 

through his/her outlets in a country. The Area Distributors of Oerpa should 

not sell Rainbow more or less than $1,500, otherwise he/she will be 

reported.

The Oerpa Corp. does not primarily compete on price. Rainbow can be seen as 

expensive if compared to ones’ purchasing power in todays’ economic 

conditions. However, if the comparison is done within the cleaning systems, 

it is easily seen that Rainbow is cheaper than the others: It is $1,500, 

while air cleaner + vacuum cleaner + carpet shampooer worths around $4,000- 

$5,000. There are also different payment conditions set by the company:

* Paying in cash

* Cheque is accepted for one month

* Two and three months payment by installment carrying 0.07% interest 

charge per month
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Payments сап also be done in TL according to daily exchange rates where Is 

Bank is taken as base.

Nowadays Verpa is also performing a new campaign to capture more market 

interest. There are six types of payment conditions for the consumers where 

his/her Rainbow will be given accordingly. For example, if a customer 

decides on the 4th choice, i.e. $200 payment per month. Rainbow will be 

given in the 4th month.

PLACE; Managers are aware that by increasing number of outlets consumers 

will be reached more easily, and service will be given more effectively. 

The place of these outlets are determined by considering the easiness of 

accessibility, parking and transportation. Current place of Verpa is very 

suitable to cover such needs. Although Rainbow is presented mostly by the 

in-home demos, in some cases, customers want to watch the show in the 

office. There is one room for this purpose. In addition, customers 

sometimes visit the office to talk about their problems or to supply 

fragrances or shampoos. Therefore, easiness in the accessibility to the 

company is important. On the other hand, Verpa is not big enough to serve 

efficiently; sometimes 15 dealers come together to use telephones and two 

or three share the same table.

Managers want to carry the office to a larger place, but, they are facing 

to some difficulties: Rents are very high in desired places as Çankaya, 

G.Ü.P., where owners want the payments in $ or DM in advance; or owners set 

extra conditions for interior decorations - some repairements in the 

kitchen an/or bathroom, or repainting at some parts of the floor.
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PROMDiTION: The only promotional activity performed in the Rainbow business 

is done by personal selling and by word of mouth, because, Rainbow is 

relatively complicated compared to the other brands in the market and has 

to be demonstrated to every user and the buyer. Besides, Rexair also gives 

the reasons for this as follows:

* People usually leave the room or deal with different things when a TV 

commercial comes on.

* People sometimes disbelieve what they see in an advertisement

* Friends’ recommendations are more effective than TV or radio.

* Air pollution problem can be better explained face to face (dealer to 

customer) by demo and emphasis can also be given to indoor pollution, 

i.e. inside is 20 times dirtier than outside!.

Personal selling is cheaper than other types of advertising: Although it 

takes time. Rainbow should be demonstrated to every buyer and user. It is 

also relatively easy to attract consumers by personal selling. Here, 

dealers act as change agents of progress - speeding acceptance of new 

products that offer advantages over those already available and raising the 

living standards; they are the diffusers of the benefits of technological 

change - by establishing effective communication, individual customer need, 

where the basic need is cleanliness and healthiness in this case, can be 

satisfied by this product; they are the creaters of customer satisfaction - 

a well informed dealer can tell buyers things about the product that will 

enhance buyer understanding of the product’s value and increase its useful 

life and also influence customer perceptions about the company (Wendel et. 

al., 1988).

Sponsoring activities can also be performed for promotional purposes. For 

example. Rexair gave two Rainbows to eliminate the dust problem in
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"Biosphere 2" which is a three acre enclosed airtight structure in Oracle, 

Arizona, where 8 people will live there for two years. Fairs are another 

way to present Rainbow to the consumers. It is always recommended by Rexair 

to join the fairs arranged by the organizations to create brand awareness 

in large groups.

The benefits and reasons of personal selling are explained under the 

People, Promote, Propel, and Product headings of the Total Program.

Analysis of the key functional strategies indicate that product, place and 

promotion constitute the strong points/parts of the company. Since, product 

is directly imported from the US, managers cannot apply any change on it. 

Place is also relative factor and determined by the managers. The only 

factors on which the distributors can change are the price and the 

promotion. Price can be lowered or raised by considering the financial 

situation of the Uerpa Corp. and also by considering the market trend, i.e. 

purchasing power of the Turkish citizen and economy in general. Promotion, 

or personal selling in this case, is the part of transferred know-how. The 

present condition of the market and the way of demonstrating the Rainbow 

are very suitable to attract the attention of the consumers. Therefore, 

Verpa follows the same way as other RGBs and does not think to change the 

current program.
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I l l )  <WLYSIS OF IÎÇ  SITUATION :

To understand the situation of the Verpa Corp. in the market and to analyze 

the appropriateness of the marketing mix, which are explained above, 

following analysis about industry, market and the firm are given in this 

section.

A) IMDUEriTiY:

After 1984, opening to the West in trade relations, there was an enormous 

increase in the export and import activities of Turkish economy. This, 

consequently, increased the interest of Turkish people in the imported 

goods. In terms of cleaning systems, carrying Western brand names and 

implying quality, ones who have purchasing power show a tendency towards 

these durable goods. They are distributed either by wholesalers or by 

retailers heavily. This created a tough competition in the market and 

resulted in different campaigns to attract consumers: Most campaigns are 

related with the ease of the payment conditions and/or the presense of 

another gift with the product. Some of them give the product at the 

beginning of the payment and some give according to the terms arranged for 

that campaign, e.g. at the 3rd or 4th month; and some can establish 

relatively long payment terms as 12 month period.

These campaigns are employed especially by the Turkish companies which 

already have a certain market share such as Arcelik. AEG, Rowenta, Simtel, 

etc.. Besides, some European brands, which entered the Turkish market after 

1984, also captured a part of market interest as Bosch, Miele, Nilfix, 

Firigidaire and Westinghouse. Some of these, basically Bosch, also arranged 

new campaigns to increase their sales volume. Continuous advertising, 

within these promotional activities. increase the awareness of the
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consumers. Television and newspapers are the most important media used by 

the competitors.

Some statistical data are given in App. L. Statistics show that some 

European countries like Germany, Italy, Denmark, Sweden and Switzerland are 

the prior ones to import cleaning systems.

B) W«KET:

The situation from customer view point requires the analysis of need 

identification and satisfaction, and determination of the important 

tangible and intangible attributes while purchasing cleaning systems ( air 

cleaner, vacuum cleaner, carpet shampooer).

In this case, the basic need is cleanliness and healthiness. Through the 

use of such cleaning systems, people try to eliminate the dirt and dust 

problem from their environment. The other basic needs or buying goals can 

be searched through the product satisfaction, like its reliability, 

performance, economy, etc..

The trend of the demand towards the cleaning systems in the Turkish market 

is increasing. This makes the producers and/or importers to involve in 

different marketing techniques towards the customer satisfaction. For these 

purposes, various cleaning systems were imported and/or produced at home 

and presented to the consumers for their special expectations, i.e. there 

are different brands for different targets: Firstly, physical (product

features, functionalities, service. brand, etc.), psychological 

(appearance, decorative value, etc.), economic (being perceived as luxury 

or necessity) and competitive characteristics of them are analyzed by the 

consumers. Within those, personal interviews with consumers indicated that
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price incentives occupy the most important step for their purchase 

decision. It is followed by the product’s differential advantages over the 

competitors and efficiency in the service of the company. After perceiving 

the real value of a product, buying decision is performed by the parents.

The studies (Louden et. al., 1988) show that in the case of buying 

appliances, both husband and wife involve in buying decision (i.e. joint), 

and depending on the situation one of them dominating (i.e. autonomic). 

Beside the parent’s decisions, reference groups are also very influential 

on their purchasing decisions. They seek brand related knowledge from their 

friends, neighbors, relatives or work associates who have reliable 

information about it. In this case, wifes are dominating since cleaning 

systems are used by them, or they explain the usage pattern to the 

housekeepers. At this stage, companies, wholesalers or retailers are 

expected to perform their best job for customer satisfaction, i.e. by being 

aggressive in the customer relations, they can be made loyal to both 

product and store.

Creation of such loyal customers and increasing brand awareness in the 

market by advertising or personal selling require more effort of the 

producer or importer. Here, the information sources that the customer 

utilize during buying process are very influential. Some can give 

importance to company and brand reputation, some can give the price or 

salesman’s advice and demonstration, some show tendency towards "word of 

mouth" or product characteristics, etc. depending on the situation. Within 

those, it is evident that favorable "word of nnouth" communication can 

actually have more influence than the huge sums spent on advertising. A 

study of durable goods purchases found that "word of mouth" is the major
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information source (Louden et. al., 1988), because:

- it is reliable and trustworthy,

- it can provide social support and give a stamp of approval to a purchase,

- it is often backed up by social group pressure to compliance with 

recommendations.

Under current conditions, consumers are informed mostly by the 

advertisements and resulted "word of mouth" especially through the use of 

different campaigns. With the help of them, sellers can create the value, 

urgency or reduce the risk for the product which are also necessary for 

post-purchase satisfaction of the buyers.

C) FIRM:

The Uerpa Corp. is founded on 20th of December in 1990 as partnership 

between Mustafa Yılmaz and Ali Tunga. Yılmaz controls all the financial 

parts of the business, whereas, Tunga deals with the relations with Rexair 

Inc.. Marketing and personnel relations are carried out by both partners. 

Rexair gives only one distributorship right to a country if a person has 

worked with them in the US for some time. Therefore, the one and the only 

RGD in Turkey representing Rexair is Ali Tunga, and the company is the 

OerpaCorp.. They explained the potential market to Rexair for this 

business and got approval from them. Then, Rexair built another stand in 

the factory to make Rainbow according to Turkish standards (i.e. they 

adapted the Rainbow): 220 Uolt, double insurance system, translate the

manual and stickers into Turkish, etc.. All these research and studies were 

lasted by Rexair for about 4 years.

Uerpa can give the opportunity to those who want to be a distributor in 

Ankara or in other cities, after completing the requirements of 45 sales 

and 3 talent scouts, using the rights given by Rexair. Today, there is one
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Area Distributor in Ankara, one in Kayseri, one in Samsun and two in 

Istanbul which were opened under the control of Verpa Inc.. Within 2 or 3 

months’, it’s planned to open other outlets in Izmir, Mersin, Antalya and 

Istanbul.

The future goal of the company is to expand nation-wide starting from the 

big cities and forming a chain of distributors which will be controlled in 

Ankara by the main office.

D) SWOT A^*:^YSIS:

The conclusions derived from the above analysis are given in this section

by considering the company’s internal and external environment.

D.l) Internal Analysis:

STRENGTHS:

1. Rainbow is low priced compared to the combination of usual vacuum 

cleaner + air cleaner + carpet shampooer in the Turkish market.

2. Rainbow is an American product which is manufactured totally in the US 

implying quality and long warranty period.

3. Rainbow’s distinctive advantages over other cleaning systems: 

Functionality includes air cleaning-conditioning, vacuum cleaner and 

carpet shampooer.

4. Rainbow, being produced for 55 years, is a very reliable product: 

Consumers can contact with Rexair whenever they want and complain by 

using the address written on the check lists.

5. Continuous training of dealers about competitors and product itself make 

dealers improve their selling techniques, and also make them prepare to 

different types of objections coming from the consumers during demo.

6. Rainbow demo, by personal selling, creates high interest. Demos are
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performed as a kind of show to attract consumers’ attention.

7. Ability to create high brand loyalty. By demos consumers are made aware 

of Rainbow’s functions and quality.

8. Distributors are responsible from the service. Every dealer knows how to 

repair and, therefore, gives efficient service to their customers.

9. Rainbow gained a good reputation in a short time and increased awareness 

by "word of mouth".

10. Since customers are determined according to the leads taken from the 

one who saw the demo, 'v’erpa can concentrate on certain type of 

consumers who are capable of buying the Rainbow.

11. Office has a good location which provides easy parking and 

transportation.

12. Since customer relations encompass the total system of the firm’s 

operations, company tries to supply efficient after-sale service, 

provided in 24 hours, and do not break relations with them.

13. Lead program and personal selling increase the trustworthiness of 

consumers to the product and company, because dealers obtain names from 

their friends, relatives or colleagues.

14. Dealers are hired by talent scouting program. They first see the 

Rainbow demo and learn the opportunities, then decide to enter this 

business.

15. Opportunities provide dealers to open his/her office and become a new 

distributor.

16. Dealer’s morale is increased by different motivations and contests.

17. By personal selling, long-term relationship between the firm and the 

customer is established.

Among those, personal selling. Rainbow’s functionalities and efficiency in

aftei— sale service are the most important strengths of the I'erpa Corp..
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ME^^CNESSES:

1. Company cannot order more Rainbow per shipment due to financial problems 

which creates negative inventory in some cases.

2. Company is relatively poor in organization capability. There 

is no clear division of authority and work.

3. Company has relatively low sales volume compared to other

brands due to personal selling which takes time to reach consumers.

4. Total Program of Rexair cannot be followed properly due to the 

requirement of capital outflow during application of the program.

5. Company did not go into a market research since Rainbow’s differential 

advantages, as a product, over the others are thought to be enough by 

the managers.

6. Managers are not using the controlling mechanism of Total Program to 

solve the problems faced during programming and/or organizing.

7. Sometimes, there is misunderstanding between distributors and dealers 

which creates counterarguments in the case of selling. For example, in 

Ankara, dealers see each other as his/her major competitor and can 

easily get angry to him/her rather than growing friendly relations.

8. Company is poor in inventory control. They still do not use computer for 

data storage which results in confusions in some cases.

9. Difficulty in finding effective sales persons: Although talent scouting 

program is applied, there is a high turnover. Dealers interpreted that 

they get tired physically by carrying Rainbow boxes.

10. Most dealers do not have car which cause difficulty in transportation. 

Oerpa has only one car for this purpose and it is insufficient.

Here, the basic weak points are being poor in planning, organizing and

inability in the application of the Total Program perfectly due to

requirement of the high capital outflow.
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D.2) External Analysis:

CFPORTUNITIES:

1. There is continuous demand on cleaning systems from newly married 

couples, ones who want to change the old one, people who care health 

very much and/or with allergetic problems, etc..

2. Turkish people trust on US products very much since they represent the 

quality.

3. Today, usage of Western products is a kind of status symbol and show 

prestige.

4. There is no possible technological threat that can come from abroad. 

Rainbow is technologically improved and continuous research studies are 

also performed by the engineers in the factory (App. M).

5. There is no salary in the Rainbow business. On the other hand, premium 

commission, compared to the Turkish standards and market, is paid to the 

dealers according to their sales volume:

. $150/ for each 1-10 Rainbow sales/ month 

. $160/ for each 11-15 Rainbow sales/ nranth 

. $175/ for each 16-20 Rainbow sales/ month 

. $200/ 21 and more Rainbow sales/ month

This payment conditions make the job more attractive for people to 

decide on being a dealer.

6. People highly take care of their health cleanliness. They become more 

peevish to themselves and environment.

7. Increasing tendency in consumption helps the dealers and the company to 

sell more of a high-tech, safe and reliable product. Total Program 

encourages dealers to answer any type of question coming from customers 

about selling operations. Rainbow and the method used by them.

American durable goods are always perceived as perfect by the consumers.
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"Made in US" label of the Rainbow gives the basic opportunity to the Verpa

Corp, in the Turkish market where the demand is continually increasing.

THREATS:

1. There is very tough competition in the market.

2. Economy is unstable in Turkey. Government changes the decisions which 

have been already stated during previous terms.

3. High inflation rate and continuous devaluation of TL affects the

business negatively. Since prices are set according to $US, every

appreciation causes an increase in the cash outflow of the company. From 

the customer view point: If they decide to pay in TL, price of Rainbow 

increases according to the daily exchange rate.

4. Low purchasing power of inost of the Turkish citizens.

5. Since there is no financing companies which provide cheap and long term 

credit, most of the Turkish trade companies face to difficulty in 

capital inflow and/or outflow.

6. People mostly do not tell apart the meanings of price and cost.

Therefore, they are easily affected from the campaigns applied by the 

competitors.

The most important threat in this case is high inflation rate and

continuous devaluation of TL across US$ currency which results in high

capital outflow.

Under current condition, there are many weak points that the company faces 

to. The basic one is being lack in planning and organizing. Since the 

company could not able to organize the work, set the short term plans and 

delegate the authority. Total Program cannot be followed or cannot be 

adapted. These, consequently, result in inefficient applications in the
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training, motivation, demonstration, customer service, opportunities and 

talent scouting. On the other hand, continuous and increasing demand on 

cleaning systems in the market. Rainbow’s differential advantages, and 

being able to approach the market by relatively different methods with the 

help of the program are the advantages of the Oerpa Corp..
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This study attempts to explore the marketing performance of the Verpa Corp. 

through the transfer of Rexair's Total Program. Therefore, the analysis of 

the company performance will also indicate or reflect the analysis of the 

transferred know-how. For this purpose, this study employed personal 

observations and interviews to obtain qualitative data at the first step, 

and two surveys to obtain quantitative data at the second hand. Personal 

observations, being exploratory, are very beneficial to gather fresh data, 

and to visualize the managers’ and the dealers’ conditions in the company; 

and helped the researcher support the findings obtained from the personal 

interviews.

Interviews, on the other hand, let the researcher ask more questions to the 

managers and the dealers, and also let her record additional observations 

about the respondents. Therefore, the current situation of the company 

(i.e. internally) was understood and examined by considering the thoughts 

and beliefs of the managers and the dealers. Customers’ interviews also 

helped the researcher to understand the position of the Verpa Corp. from 

their points of view.

Personal observations and interviews were used complementarily: With 

managers, the Total Program, strengths and weaknesses of the company in the 

market and the organization structure, were Jiscussed. Dealers were 

interviewed about the marketing techniques applied by the company and also 

about their personal problems and objections. Customers, on the other hand, 

were asked basically about the product and the dealers’ performance 

including the demonstration program.

IV) RFRFtfTH QUESTION;
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After learning and understanding the managers’, dealers’. and the 

customers’ responses, two questionnaires were prepared, which were 

administered to the dealers and the customers, to obtain quantitative data 

and also to increase the validity and the reliability of the findings 

derived from both observations and interviews.
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This section deals with the steps of the overall study including the 

research question given above and following surveys to conclude this case 

analysis.

A) rtTHaXLGGY

A.l) FV~e-Study: Managers (Mustafa Yılmaz and Ali Tunga) and the dealers, 

where 8 of them are full-time and 12 of them are part-time, were 

interviewed basically about the company related subjects as the Total 

Program, organization, planning, etc.. After the discussion with the 

managers and examining their thoughts, dealers were interviewed in groups 

and by personally. They explained their problems about the job 

(transportation, negative inventory, inadequate number of telephone lines, 

etc.) and the program (being not able to set demo, could not understand 

talent scouting, owner program, etc.). On the other hand, customers’ (14 of 

them) opinions in general were learnt during and after the demonstrations. 

Prospects usually showed their interest during demos and asked many 

interesting questions. These were tried to be answered by the dealer 

clearly. In some cases, customers came to the office to complain or they 

talked about their problems on the telephone. These are answered by the 

dealer, marketing director, distributor or the researcher depending on the 

situation they are in.

A.2) Pilot Study: To obtain more detailed information, different questions 

were asked during interviews. Managers were asked basically about the 

current application of the Total Program: What types of adaptations do they 

think?, what types of improvements can be done to strengthen some points?, 

why they do not and cannot apply some parts of the program in the market?, 

whether they think to add any new program or plan for new arrangements, how 

they can improve the relations with the dealers in the company and other 

distributors, and what are their thoughts about the future?. Dealers were

V) SnjDY

38



asked about the application of the Total Program: What are the weaknesses?, 

what types of development can be done for the program?, why do they need 

changes, if any?, and, their problems and complaints about the job. In 

addition, customers’ thoughts about the product, dealers, program and the 

company service were discussed.

After understanding the position of the firm and opinions of the customers, 

questionnaires were prepared, developed, and debugged through the use of 

these information. Therefore, with the help of the findings derived from 

the observations, interviews and questionnaires, related recommendations 

will be given so that the company itself and other distributors can 

effectively penetrate in the market.

A.3) Survey of Customers and Dealers: Before the application of the

questionnaires, samples of both the dealers and the customers were 

determined: There were 20 dealers in the company. Some have been working 

for about 1 year and some were employed 1 to 2 months ago. To increase the 

reliability of the answers of the questionnaires, dealers who worked more 

than 3 months were taken as a sample. Therefore, they can evaluate the 

questions better than the new comers, and also may suggest different 

changes or improvements for the marketing techniques (i.e. Total Program) 

of the company. This possibility was also observed during personal 

observations and interviews. Customers, on the other hand, were determined 

by considering the usage time of the Rainbow wnich was set as 2 months. 

Therefore, they can test the value of the product, evaluate the dealer and 

the company service responses, and build a kind of mode of seeing for the 

company.

A.4) Sample: Two samples were employed for this study; 14 dealers and 30 

customers. Dealers were chosen according to their work experiences in the
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Verpa Corp. where 3 months period was set as the limit. General properties 

and profile of the dealers are given in Table 1. Customers, on the other 

hand, were chosen arbitrarily. The only limitation is the Rainbow’s usage 

time which was determined as 2 months. Profile of the respondents are given 

in the Table 2.

B) OJESTIONT^IRE DESIGN:

Before the application of the questionnaires, personal interviews with both 

dealers and customers, who are in the sample, were performed to make the 

design of the questions clear and to understand their perceptions in 

general.

1) Questionnaire for dealers. (App. N)

One of the purposes of this questionnaire is to find out personality 

characteristics of dealers for qualitative evaluation: Managers can

communicate the criteria used for such evaluation to the dealers so that 

they know how their performance is judged and therefore can make an effort 

to improve it. In addition, TM and distributors can also explain the 

importance of these characteristics; how to develop some of them and how to 

express some features and/or temperaments into desired manner to the 

dealers during meetings. All will help the dealer to become a more 

effective sales representative. The other purpose is to find out the 

dealers’ thoughts and opinions about the Total Program in general, and to 

understand the effectiveness of current training program. Finally, 

demographics will be obtained.

Questions are designed according to the following purposes:

Qst. 1. 2, 4, 5, 6, 7, 9; approach to the job and Total Program.

Qst. 3, 8; the measure of training performance.

Qst. 10; personality characteristics of the dealers, and 

Qst. 11: dealers’ demographics.
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One of the purposes of this questionnaire is to find out general thoughts 

and opinions of customers about the dealer, Rainbow and the company. The 

other one is the recognition of the target market of the Verpa Corp.. 

According to the findings derived from this, related recommendations will 

be given for further improvements about:

* dealers, -whether the training program already applied by the company is

sufficient for the dealers’ sales performance,

-whether they learned how to behave and talk in Rainbow demos, 

-whether they can create an impression on customers in a 

positive way, and present the product and the company 

efficiently,

-if they really understood and expressed what they are expected 

to have learnt from the meetings,

* Rainbow, -if the value of the product was perceived,

-if they are able to compare Rainbow with competitors,

-what they are giving importance while buying Rainbow; tangible 

and intangible attributes,

-if their needs were satisfied by the Rainbow,

* the company by considering customer complaints about service, etc..

In addition, customer profile is also derived from the same questionnaire 

for the recognition of the target market, whether the company really 

reaches what the set target.

Questions are designed according to the following purposes:

Qst. 1, 2, 3; for dealers’ evaluation by the respondents,

Qst. 4, 5, 6, 7, 8, 9, 10, 11, 12; evaluation of Rainbow,

Qst. 13. 14, 15; feedback for the company.

Qst. 16; for customer profile evaluation.

2) Questionnaire for customers. (App. 0)
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C) RESULTS A^D DISCUSSIONS:

C.l) Results of the Personal Observations and Intervie>i<s;

Personal observations performed for this study complement the findings 

obtained from the personal interviews. After the interview with the 

managers, it was observed that they sometimes do not apply or postpone the 

things that they’ve stated during disoussion. For example, they know the 

importance of motivation of the dealers, and want to apply the same or 

similar techniques as Rexair does. However, they don’t take initiative to 

start the contests in a regular manner; rather they set contests 

arbitrarily. Moreover, during interview it was noticed that the managers 

are very optimistic about the problems of the company. They believe if the 

Total Program is applied perfectly, like in the US, or adapted to the 

present condition of the Uerpa Corp. and also the market, some of the 

problems faced during application can be eliminated or diminished at the 

first hand. Both managers agree that the Total Program is "excellent" and 

"perfect" to market the Rainbow. The only disadvantage according to them is 

the use of US$ currency in the business which results in an increase in the 

capital outflow of the company day by day and, consequently, the program 

cannot be applied totally. At the end of the interview, they concluded when 

the number of customer increases, the cash inflow will be high and, 

therefore, all subjects given in the Total Program will be applied exactly.

During the interview with the dealers, it is observed that they do know 

"much" than the managers?!. Everybody has a different idea about the 

application of the program - how to improve it and even how to manage the 

firm. However, they usually follow the one who talks and seems to be know 

much than the others. Here, it is also noticed that the dealers do not talk 

about the stated weak points with the RGD. They rather prefer to talk with 

each other during meetings and express their problems to the TM or to the
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MD. TM and MD, on the other hand, do not take initiative to discuss the 

dealers’ problems and objections with the RGD. All these, therefore, create 

negative talk in the company and damage the corporate culture. Dealers’ 

suggested solutions for the problems are basically related to their self

experiences. They showed the examples from demos and customers’ objections. 

On the other hand, all agree that if Verpa applies the Total Program as 

Rexair does, the company will be more successful, and also they can gain 

more.

The interviews with customers indicated that they usually liked the Rainbow 

as a product and enjoyed the demonstration. Dealers’ approach, attitudes 

and behaviors affected their buying decisions. However, in some cases, they 

complained about the dealers’ attitudes; e.g. being late to the appointment 

and not respecting the time.

C.2) Results of the Questionnaire Data:

After collecting and analyzing the answers of the questionnaires, t-tests 

are applied to see if there exists differences for the answers within the 

multiple questions. The significant level was chosen is 0.05 implying that 

P values higher than 0.05 would implicate no significant differences in the 

answers of the groups.

C.2.1) Dealers' Questionnaire:

In this questionnaire, grouping was performed between the dealers who 

worked less than 6 months (8 of them) and the dealers who worked more than 

6 months (6 of them), i.e. according to their job duration in the Oerpa 

Dorp.. To find out the significant relation in the answers of the groups t- 

test was applied; and at the end of the evaluation the only significance is 

obtained in the fourth factor of the 3rd question, where the importance
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level of self-confidence is much higher for the dealers who worked less 

than 6 months. On the other hand, all dealers’ or the groups’ responses are 

the same for the rest of the questions.

With the help of this questionnaire, the importance level of the job 

factors for the all dealers was obtained (Table 3; Figure 1). According to 

them, the most important ones are the product knowledge, self-confidence, 

trustworthiness to the company, first impression and ability to satisfy the 

customers’ needs. One interesting result derived from this question is that 

the dealers did not mark the factors on the "very important" column in the 

questionnaire which were stated as very important during interviews. For 

example, competitors’ knowledge: Most complained the inefficient 

information given by the distributor about the other brands in the market 

while we were discussing.

In the case of opinions and thoughts of the dealers about the Total Program 

(Table 4), most of them (86%) are unsatisfied from the present application. 

All agree that the program is "perfect" to market the Rainbow and also 

provides easiness to them to sell it. They (97%) belive in that by 

following the rules of the program as in the case of the US, the current 

position can be improved to a more satisfactory level. Their suggested 

changes are basically about the talent scouting, training, motivation, 

opportunities and service. They desire the distributors to apply the "same 

or similar" techniques as other RGDs do. For talent scouting for instance, 

which is also related to the individual dealer's motivation, dealers want 

the managers to pay money for every letter that they wrote on the "Perfect 

10/New Rainbow" board. Managers also think to start this program to 

encourage them and to increase the number of dealers in the company. 

Moreover, dealers also want the RGD to extend the content of the training.
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Different from the training programs of the other international 

subsidiaries, knowledge about the marketing, consumers and competitors are 

wanted to be included in the program to increase their talent, because, 

they want to be seem as different than the other/usual salespersons.

Dealers were also wanted to write down the personal objections, problems 

and customers’ objections they faced to to the questionnaire (Table 5). 

Customers (62X) usually objected to the price of the Rainbow. Since they 

consider Rainbow as a vacuum cleaner in most of the cases, US $1,500 is 

responded as very high. Dealers indicated that they try to overcome this 

problem by performing effective demos which help the customer to visualize 

the all functions of the Rainbow. In addition to this, customers (28%) also 

wonder if the repair parts of the Rainbow can be found in the long run and 

also service can be given by the company since the product is imported. 

Another objection of the customers (lOX), stated by the dealers, is about 

the A/M or "Owner" program. According to the program procedure, a customer 

should arrange 4 demos from his/her friends, relatives or colleagues within 

14 days so that he/she will gain A/M (carpet shampooer), which worths $150, 

in free. However, some of the customers want to gain it during purchase of 

the Rainbow. In the case of job related complaints of the dealers, the cost 

of transportation (18%), where they spend around TL300,000 to TL600,000 in 

a month to go to the customers’ homes by taxi, and Uerpa has only one car 

to serve which is insufficient; organization and inadequate delegation of 

authority (32%) so that they cannot take initiative in some of the cases; 

negative inventory (12%) in which dealers cannot sell the Rainbow and use 

the machine only for demos, however this situation is rare; inadequate 

training (15%) and gift program (23%), where the dealers think that they 

can increase the rate of appointment and take the attention of the
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consumers by presenting a gift, were stated by them. Under these 

conditions, 93% of the dealers are partly satisfied from their situation or 

(position in the company and want the distributors to treat the weak points 

as soon as possible.

C.2.2) Customers* Questionnaire;

The grouping in the customer questionnaire is performed according to the 

socio-economic status (SES) of the respondents. This is derived from the 

last question and was put to find out the general profile of the target 

(Table 2). To determine the respondents’ SES, related data about parents’ 

education, occupation and income level were collected. Findings were 

evaluated according to the method used by PIAR for Turkish Media Research, 

June 1989:

(a) mother’s education (10 points) and occupation (10 points)

(b) father’s education (20 points) and occupation (30 points)

(c) total family income (30 points)

Thus, total points end up to 100 points. SES with respect to total points 

obtained are as follows:

Range of Number of % of

SES total points respondents respondents

A 1 0 0 - 8 5 11 36.6 %

B 8 4 - 6 5 15 50 X

Cl 6 4 - 5 0 4 13.4 %

C2, D, E < 50 — —

Comparison was basically performed between the A and B groups due to the 

abundance of the resfsondents. Results again showed that there is no 

significant difference in the answers of the groups, indicating that the 

same or similar marketing strategy can be applied to both targets.
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Respondents were wanted to evaluate the dealers’ attributes (Table 6; 

Figure 2); i.e. how did they present the product and behave to the 

prospect. The result indicates that dealers performed a good job and are 

generally successful: They have explained the Rainbow very well and 

answered the questions efficiently. Dealers’ responsibility, 

trustworthiness and appearance were denoted as "satisfactory" by the 

respondents; generally speaking that customers enjoyed from the 

demonstration. On the other hand, some complained about the duration of the 

show where dealers could not finish the demo on time and did not respect to 

the prospects’ time.

From another question, importance level of tangible and intangible 

attributes of the Rainbow for the customers during purchase was derived 

(Table 7; Figure 3). Rainbow’s reliability - being an American product; 

high level of performance; 3 years of guarantee period; water container; 

ability to present real and healthfully cleaning are indicated as very 

important by the respondents and also helped on their purchase decision. In 

addition, there are three interesting points obtained from this question: 

Although customers stated during interviews that "Made in US" label of the 

Rainbow is "very important" and effected their purchase decision, they did 

not mark this on the questionnaire and "being an American product" is, 

therefore, recorded as close to "important" by the researcher after the 

evaluation of the question. The other one is related to the Rainbow’s 

functionality. Although functionality was given as one of the perceived 

attributes (Table 8) of the Rainbow, respondents again denoted this factor 

as "important" in the same question. The last interesting point derived is 

that there is no strong effect of the groups on buying decisions of the 

prospects: Since reference system is used by the company, customers are
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reached through the help of their friends or relatives. New prospects are 

first informed about the positive approaches of their relatives or friends 

(if they decide to buy or have already been using); and then dealers 

request an appointment for the demo on the telephone. When a prospect hears 

his/her friend’s name and opinions from a dealer, he/she accepts the 

appointment. While the situation is like that, however, 60X of the 

respondents indicated that it is not important if their relatives or 

friends are using the Rainbow.

Furthermore, Rainbow’s perceived attributes are also derived from the same 

questionnaire (Table 8) to analyze how the Rainbow was positioned in the 

market. Both A and B groups perceive the product as very expensive (50%), 

very different (59%) where 96.6% of them have not seen a machine like 

Rainbow, and very functional (55%). The high priced image creates a 

negative impact in the market which shows that the value of the Rainbow 

should be stressed and emphasized more by the dealers. The result indicates 

that managers are partly successful in positioning, because, they also want 

to express the durability concern as with functionality and difference. 

However, durability is secondarily perceived by the respondents (13%). 

While the situation is like that, 93% of the customers denoted that the 

Rainbow is good value for money and all (100%) like the product (Table 9).

It is obvious that demonstration is the key factor in the Rainbow business. 

96% of the respondents liked and enjoyed the show. If an effective and 

successful demo is performed by a dealer, a prospect is expected to 

understand the value of the product and, so, buy the machine. To measure 

the effectiveness of the Rainbow demo, one question was employed to the 

customers. 64% of them indicated that they did not think to buy a cleaning 

system till they watch the show (Table 10); while the rest, 34% of the
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respondents have already needed a new one. Beside the demo, customers’ 

thoughts about the salespeople may also influence their purchase decision. 

If a prospect is negative to the salespeople, he/she is not expected to 

offer an appointment to the dealer. However, it is seen that 74% of the 

respondents are positive to the sales representatives. The rest (26%) were 

negative till they watched the Rainbow demo and, now, they are also 

positive in their thoughts. This is because of the dealers’ attitudes where 

they are tried to be different in their behaviors and appearance from the 

other salespeoples.

All these findings derived from the personal observations, interviews and 

questionnaires indicate that;

* managers are partly successful in the application of the Total Program. 

They are aware of the effectiveness and efficiency of the present 

marketing techniques and also ability to obtain further successes in the 

market. However, they do not spend much time on possible adaptations of 

some parts of the program which shows that the managers’ fault, or 

postpone the treatment of weak points. As it is understood, they leave 

the problems to solve in the future after they capture a certain market 

interest and increase the capital inflow to the company. On the other 

hand, they also wish to start and improve some weaknesses as in the case 

of talent scouting.

* dealers like the Rainbow business, product and the program. They are 

ready to take initiative to improve the current application of the Total 

Program and to take responsibility. To do this so, they have to express 

their problems and objections to the distributors as well as to the TM 

and MD which, therefore, lead to improve the business relations and help 

to build strong corporate culture.
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* customers enjoyed from the Rainbow demos, product and satisfied from the 

company responses, e.g. service. However, the relationship with them and 

the company is required to be improved so that the number of customer can 

be increased and the Verpa Corp. can build a strong reputation in the 

market.
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VI) REOM^NDATIONS:

This section deals with the recommended alternatives which are determined 

after the analysis of the personal observations, interviews with dealers, 

managers and customers, and also the questionnaires. At this stage, 

researcher basically focuses on the application and the possible ways of 

adaptations of the transferred know-how, i.e. Total Program, since this 

concept includes the basic weak points and the problems of the Verpa Corp..

To improve the marketing performance of the company, following actions

should be taken by the distributors:

* Managers should focus on short term plans to prepare a strong basis for 

the long ones.

* They should pay attention to the organization and give importance to the 

authority delegation.

* They should start to follow the Total Program with the rules given by the 

Rexair Inc., or with some adaptations depending on the situation:

- training program should be improved by giving emphasis on product 

knowledge where some of dealers do not know how to use the accessories, 

competitors and customers,

- motivation program should be re-organized in a more encouraging way to 

create competition between the dealers and to make them more 

aggressive; and attainable opportunities should be offered as resetting 

the amount of the commission according to a dealer’s position,

- customer relations and services should be developed towards the goal of 

optimum satisfaction from the Rainbow. One person should be assigned to 

manage these relations,

- managers should give importance to: a) premiums (or gifts) for every 

type of customer (owner / future owner), b)talent scouting program,
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* They should strengthen the business relations with other distributors and 

also between the dealers.

Uhder these recommended alternatives, the Verpa Corp. can use the 

implementation plan as given below:

A) Planning■ Organizing and Controlling:

Personal observations and the results of the questionnaires (Table 5) 

indicate that to perform the management functions, Yılmaz and Tunga should 

fulfill the responsibilities of planning, organizing, and controlling.

Strategic planning is one of the weak points of the company: Managers 

usually talk about what they can do in the near future for the suocess of 

the company. On the other hand, they continuously delay the defined 

objectives and do not put them into action as a dynamic process. In 

addition, they are mostly concentrating on long-range plans rather than 

short term ones which creates some conflicts or trouble during programing. 

For example, they are setting unattainable sales quotas for the following 

months without analyzing the current position and treating the weak points, 

like 500 sales in June while the present sale per month is changing between 

100 to 150.

Strategic planning starts from the definition of the corporation’s general 

goals and objectives. This provides company personnel with a shared sense 

of opportunity, direction, significance and achievement (Kotler, 1988). 

Therefore, every individual distributor and dealer in Turkey can work 

collectively towards realizing the organization’s goals. In this case, 

their basic goal is to supply the highest quality cleaning systems with 

effective services for the use of most of the consumers in Turkey. Here, 

the purpose is to create a cleaner and healthier home environment for the
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consumers. Besides, managers should explain their marketing strategy with 

the clear definition of target market, positioning, relations with 

customers, service requirements, pricing policy, promotional activities 

etc.. After that, managers can easily formulate their goals. Here, the 

objectives of the Verpa Corp. are:

. maximizing profit,

. increasing sales volume, and 

. building a strong reputation.

From the dealers’ point of view, managers are trying to pay a fair and 

competitive commission and supply the dealers with opportunities for 

training and development to allow them utilize and expand their talents. 

Interviews showed that these opportunities make the dealers aggressive and 

encourage them to sell more.

Then, managers can concentrate on later stage, which is strategy 

formulation: Under current situation, Uerpa can achieve its superior 

performance by seeking "quality leadership" in the market, because, 

company’s major strength depends on Rainbow’s differential advantages as a 

product over the other brands (Table 7).

In the case of marketing management process, managers should identify the 

target market clearly. The questionnaire results reflect that A and B 

groups in Ankara market are convenient to be chosen as the target. Uerpa 

can concentrate on these groups at the beginning. After gaining a certain 

level of interest from them, managers can expand their services to Cl group 

especially with the help of price incentives and/or arranging easy payment 

conditions. A, B and Cl are the ones in Ankara to be primarily served, 

because, they have purchasing power and have average or above average
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income level. After building a strong reputation in the present market, 

Verpa can apply market development nationwide, capture more market interest 

and increase market share in the long run.

To attract more attention and gain interest from the target, Verpa should 

strengthen the strategy of "quality leadership" in the market. Positioning 

should be built on the "quality" of the Rainbow including performance, 

durability, functionality and service. However, the result of the 

questionnaire shows that 83.3% of prospects perceive the Rainbow as very 

expensive, very different, and think that it is very efficient to make 

cleaning without feeling the need to the other systems (Table 8). 

Durability is secondarily perceived by them (8.3%), and also some (5%) 

stated that they gained a prestige by having a Rainbow. Although prospects 

accept the efficiency and difference of quality of the Rainbow from other 

brands, high-priced image has a negative impact in the market, showing that 

the value of the Rainbow is not presented effectively by the dealers. Here, 

one of the important decisions in positioning Rainbow in the market should 

be the determination of an optimal level of the quality to satisfy the 

customers. This should also be understood and accepted by the dealers to 

make customers believe in the use of quality. As a result, by emphasizing 

performance, durability, functionality of the Rainbow with the help of the 

"Made in US" label -where American industrial goods are perceived as high 

quality - and service efficiency of the company. Rainbow can be re

positioned in the present market.

Under these circumstances, the concept of "why do people buy Rainbow?" can 

be examined: Consumers often have stereotyped opinions about the products 

of nations or about certain types of products from specific nations. In 

many instances country-of-origin, identifying made-in label, prejudices are
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quite strong and widespread (Cundiff et. al., 1988), and the quality of a 

product is usually appraised with the name of a country in international 

market. The questionnaire findings indicate that 80% of the prospects give 

importance to Rainbow’s "Made in US" label while purchasing. US products 

are also perceived as very reliable (96.6%) and have high performance 

levels (96.6%) (Table 7).

In the case of organizing, managers are recommended to spend more time and 

pay attention to the organization of the business. In any business, 

division of work is desirable because it allows for task specialization 

that is designed to achieve greater efficiency in task performance. There 

is also division of work in Verpa. Dealers are organized under the control 

of TM, MD and owners. However, there is no clear definition of authority 

and responsibility through the members of organization. One point of 

weaknesses here is that the owners of the Verpa Corp. do not delegate 

enough authority to their employees. Therefore, employees cannot make 

decisions in areas where they are expected to be qualified and cannot take 

initiative. This is because of being a newly established firm and the 

program is still under discussion. Owners can’t trust others and employees 

feel that they are not ready to take such responsibilities. They are 

continuously asking questions to the owners rather than behaving as problem 

solver. If this problem is solved on time, owners can devote extra time to 

more important matters. In addition, authority delegated employees keep the 

company running, when owners must be away from the business, they become 

responsible for performing the tasks satisfactorily. To determine the 

authority - responsibility relationship, organization chart is very useful 

and recommended for Verpa to represent it in a graphical form as given in 

App. P.
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Finally, distributors are also required to strengthen their controlling 

function. This provides them with continual feedback on the progress of the 

company towards goal attainment. For the performance measure, owners can 

use order quantity, sales volume, sales expenses, individual dealer’s 

performance, labor turnover, capital expenditures and flow of capital. 

Distributors are using only dealers’ performance and sales volume as an 

indicator of success. For example, dealers have a performance standard of 

the number of customers they are expected to contact in a specified time 

period and the sales quota they are expected to reach. However, if 

managers use other additional performance measures as given above, they can 

spend more time on the treatment of sales force. Their performance can be 

compared on a daily, weekly and monthly basis: If a dealer is not reaching 

the standard performance level, specific actions should be taken as 

additional training or réévaluation of standards and adjusting them to a 

more realistic level.

B) Total Program:

Total Program was developed by Rexair Inc. as part of the firm’s ongoing 

efforts to provide to provide a better and qualitative service to the 

customers. Rexair transferred this management know-how through the 

horizontally integrated subsidiaries after using it in the internal market. 

While they are transferring technology, international RGDs do not forced by 

the company to apply the rules strictly given through the program. Rexair, 

therefore, let the distributors to adapt some parts according to their 

market conditions and the position of the company they have (e.g. financial 

situation). In addition, since knowledge or technology is dynamic, Rexair 

works on the program continuously to improve and develop it, and also 

welcome to any type of recommendations of the RQDs. For instance. Japans 

found out the "visualizer” which is excepted as an "excellent" tool and
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used by the dealers during demo to compare the Rainbow and the usual vacuum 

cleaners. Therefore, the Verpa Corp. can apply/find out different 

techniques to market the product while the base of the Total Program is 

preserved:

B.l) Talent Scouting:

Dealers who write "NEW RAINBOW” on the Perfect 10 board gain $750 in cash 

or a free Rainbow depending on their preferences in the US. However, 

personal interviews with managers show that they are not ready to give $750 

to every dealer who finishes to write it; and, therefore, dealers cannot 

earn any money from talent scouting. This, consequently, makes them not 

apply the program effectively during demos (Table 4), On the other hand, 

since the growth of the business depends on talent scouting (i.e, offering 

the job opportunity to the prospects and finding out new dealers), managers 

are strongly recommended to start the program as following:

a) They should give the control of new comers (i.e. how do they perform 

demos, contact with the customers on the telephone, obtain adequate 

number of references?, etc.) to the dealers who offered the Rainbow 

opportunity to them (App. E). This is beneficial for both parties where 

new comers adapt the environment more easily, can build good relations 

with others in the short run and are made to work due to the control of 

the dealers. Dealers, on the other hand, will be given responsibility, 

feel that they start to learn the business and become experienced.

b) A dealer who recruits a person should be rewarded. This will motivate 

him/her and encourage to apply talent scouting efficiently.

c) The reward should be immediate. For every letter written on the board, 

he/she can be given $40 in cash which ends up $400 when they write "NEW 

RAINBOW".
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d) If a dealer’s talent scout sell a Rainbow that dealer will also get an 

advancement credit and can put a new letter next to his/her (i.e. 

dealer’s) name. This can be continue until new comer sells 5 Rainbows 

and, then, he/she can be taken from the control of the dealer and starts 

to write his/her own letters.

e) A person should be accepted as a talent scout if he/she finishes initial 

training program and starts to go for demos.

f) If a dealer gains the right of being a distributor, he/she should be let 

to offer a new job opportunity to his/her talent scouts to work with 

him/her.

g) Beside the control of the dealers’, new comers’ performance should also 

be viewed and recorded by both TM and MD.

h) A dealer, who recruits 10 person in a month, should be given $100 extra 

extra for the reward of his/her special efforts. Therefore, dealer can 

gain $50 per letter in this case.

With the help of the above program, number of dealers can be increased in

the company which can lead to an increase in the sales.

B.2) Training:

Most of the dealers want the managers to put different subjects into the 

training (Table 4) which implies that the necessity of the improvement of 

the current training program by the distributors. Dealers can work more 

effectively to attain the goal when they are trained about the critical 

areas of product attributes and service information comparing with that of 

competitors’; company information; customer information - by understanding 

the customers’ feelings, interests, and problems dealer can tailor the 

sales approach that will satisfy customers’ needs and build customer 

loyalty; and self-awareness. Training for the new dealers must be heavy in 

orientation, i.e. understanding the needs of the new comers, and selling

58



skills. The experienced ones will need training in marketing, new products, 

management with the accomplishment of improving morale, motivation and 

customer relations. In addition, for qualitative evaluation, new comers’ 

personality characteristics can be learned with the help of a questionnaire 

which can be given at the beginning of the program. Therefore, managers can 

evaluate their personalities and communicate with them through the use of 

these temperaments, arrange training programs in a more satisfied manner 

and build a strong relation with the experienced ones. Their future 

performance can also be viewed through the use of such questionnaires. To 

show an example, one was applied to the dealers. The resultant profile and 

explanation are given in Figure indicating extrovert temperament , i.e. 

respondents are more action-oriented persons, generally good in selling 

where, personal contact, canvassing, high participation and public relation 

services are derived.

Moreover, dealers should also be trained about decision making and 

communication which are part of problem-solving skills. A failure in sales 

can be solved by analyzing the steps of problem to determine where the 

dealer needs skill development. These problem solving skills should be 

examined also when the sale is made so that the dealer knows his/her 

strengths, as well as reasons for failure.

In the case of customer information, every dealer is expected to be given 

the concepts about different types of buying motives as emotional, rational 

or patronage where more than one can also be fit to a customer (Wendel et. 

al., 1988): If it is emotional, where buyers appear as rational and 

scientific. Rainbow’s technological properties, features and functions can 

be explained as a whole. If it is rational or economic, buyers can be
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informed about effioiency, durability, reliability, performance, cost 

saving/ potential for earning, economy in use etc.. If it is patronage, 

price comparisons with other cleaning systems, reputation for quality, 

effective service given in 24 hours, easiness to reach outlets etc. can be 

determined.

Besides, managers should also make clear and explain the customer’s 

perceptions about sales representatives, because, prior knowledge and 

expectations of consumers about salespeople affect the persuasion and 

evaluation process: One of the questions was designed for this purpose 

where 26.6% of the respondents denoted that they did not trust salespeople 

till they see the Rainbow demo and made acquaintance with the dealers 

(Table 11). At this stage training is vital; by being different from usual 

sales representatives in appearance and behavior, there can be more 

concentration on product’s features. This is desirable for both parties,

i.e. increasing sale with increasing customer satisfaction.

Furthermore, to make the training program more efficient, following are

also recommended to the distributors:

* Although TM is responsible from the program, managers should also attend 

to the meetings at least 3 times a week. Therefore, they can understand 

the problems and observe the dealers’ responses.

* Both FT and FT dealers attend the meetings on Saturday morning. To make

this meetings enjoyable, one FT dealer can be assigned to organize and

present the program for every weekend, so that interesting presentations 

can be viewed and methods can also be used in other meetings.

* To give the marketing and customer related knowledge to the dealers,

different records can be prepared and showed on the video or, in some

cases, an expert can be invited to give a talk about these concepts.
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* TM should be assigned to make market research for every month and the 

results should be discussed during meetings. Dealers, TM, MD and managers 

should respond their ideas and make comparisons which can be used during 

demos by the dealers to answer the questions of the prospects related to 

the competitors. These findings should also be discussed or posted to the 

other outlets, therefore, all distributors can understand the position of 

the Rainbow in the market.

* Managers can ask to the international RGDs whether they can record a demo 

on a tape so that dealers can understand and compare the similarities and 

differences in the Rainbow presentation and customer relations of the 

dealers of different nations.

* Managers should use the video-cassettes, which are prepared by Rexair 

Inc., extensively during meetings.

* Since the obligation of the TM is very important, his/her performance 

should be viewed by defining 3 months of controlling period. If the 

result is not successful, additional training and skills can be given to 

that TM. The following three months will be another performance measure. 

If managers do not like the result, new TM can be assigned for this 

purpose. Here, the training of TM should also be an ongoing process just 

as other dealers are trained by the distributors.

* Managers can advice Rexair to start and organize "Dealers’ Exchange 

Program" in the long run. This can be done between the US and an 

international RGD, or, between all the countries. By this program, 

dealers can visualize all the events in the host country, and when they 

come back different types of actions for treatment or improvement can be 

taken.

With the help of these methods, most of the problems can be eliminated by

the distributors within the time.

61



B.3) Demonstrations:

Within the whole program, demos are considered as very important and are 

taken crucially by Rexair and the RGDs. Rainbow is presented with the same 

method in every country, where, the only difference can be seen in the 

order of the phases of the show which is due to the dealers’ styles.

Rexair does not allow the RGDs to sell the Rainbow without demonstrating to 

the customers. Presentations should be made to every buyer and the user. 

This part, among the whole package of the transferred managerial know-how, 

does not carry any flexibility. Because of this reason, dealers are 

basically trained about the presentation of the product and are tried to be 

given every specific points and details during meetings. Explanation of 

effective demos, therefore, covers the major part of the training program. 

Although managers give importance to this concept, there are still some 

weak points which result in inefficient application of demos in some cases. 

To overcome these difficulties, distributors are strongly recommended to 

apply the following:

* Initial training of the new comers should be one week so that he/she can 

understand the details of the product such as how to set up the Rainbow 

and also collect after demonstration?, how to clean it?, how to repair it 

?, etc.. In addition, some technical details of the product should also 

be given, e.g. why the motor of the main body is the same as that of air 

crafts’?, how the separator rotates 14,000/min while the other cleaning 

systems’ can rotate 2,000-3,000/min.

* During initial training program, new comers should be sent to the demos 

with executive dealers to understand how to run it.

* Customers complained about the dealers where they couldn’t finish the 

demo on time and did not respect the prospects’ time (Table 6). This 

problem can be eliminated by finding practical solutions; e.g. dealers
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may set certain times for the parts of the whole demo as 10 min. for air 

cleaning, 5 min. for accessories and 20 min. for carpet cleaning. 

Therefore, prospect can ask more questions to the dealer in the remaining 

time.

* Questionnaire findings indicate that 96.6% of the respondents were 

pleased from the Rainbow demo and enjoyed the show (Table 9). Although 

the result is showing the efficiency of demo program, there are some 

problems continuously faced during application. Dealers are complaining 

about the appointment delays, being not able to set real demo - i.e. 

husband and wife are not together during show or they invite neighbors 

and friends to watch the demo, and change in the prospect attention 

during demonstration. Therefore, dealers in some cases cannot perform 

effective demos and lose sales. To prevent these conditions more emphasis 

should be given to presentation by the TM and distributors. The following 

are the recommended ways to diminish some of presentation problems:

1) When interruptions do occur, the main problem is regaining the 

prospect’s attention. Then, dealers Cen:

* restate and reemphasize the points made just before the interruption,

* ask the prospect a question to get previous sales points back in mind 

again which requires mental effort,

* describe the features from brochure, helpful to become close to the 

prospect, i.e. personal distance, and

* if the interruption was a long one, a small talk before demo is also 

helpful.

During demo it is always better to say "nothing about previous 

interruptions". Dealer must be understandable aid sensitive when a 

presentation is interrupted.
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2) If prospect compares Rainbow with other brands, Rainbow’s competitive 

features and benefits should be stated to the customer by direct 

explanations (demo) and comparisons where all competitive claims 

should be true end believable.

3) If the prospect starts to pay attention to other things, dealer can 

reestablish attention by smiling or asking a question. It is good to 

cater the ego needs and make the buyer feel important and respected.

4) In the case of prospect anger, it is recommended to let the customer 

explain his/her complaints. Ask questions to find out exactly what is 

wrong and then listen..

5) A customer’s time should be respected. Dealer must try to determine 

whether enough time is available to make an effective presentation.

Besides, dealers and TM, together, can find-out or develop different

techniques by using the real cases from demos.

In addition to all these, there are two more subjects which are necessary 

to be clarified by the distributors:

B.3.1) FV~emium (or Gift): Rexair has already been presenting the gifts at 

the beginning of the demonstrations, and also advices the RGDs to apply the 

same or similar techniques. This is because of showing or building a value 

for the gift, before giving it to the prospects, can quickly draw attention 

during demos. Here, something tangible is introduced in the interview and 

serves as a focus for 2-way communication. A worthwhile gift creates a 

better atmosphere for the demo, and enhances the product quality and the 

opportunity to get more leads and referrals. Free gift also shows the 

"thanks" of the company for the time spent by the customer for the 

demonstration.
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Dealers also want the distributors to start the gift presentation (Table 5) 

because, they believe that they can set more appointments and perform more 

demos relatively easy than the present situation; and the cancellation 

problem can also be diminished by this way.

Here, the main problem of the Verpa Corp. is not the awareness of the 

importance of gift presentation but the decision on the type of gift. 

Distributors want to buy the gift which is compatible with Rainbow and 

imply the quality in the eyes of the customers. Since this requires high 

capital outflow, where the market research indicated that company should 

spend around TL 2СЮ,000,000, program, consequently, is become delayed and 

postponed, under this condition Uerpa can;

a) prepare "lottery cards" in the short run and apply this extensively with 

the A/M program. This card will include the name and address of the 

customer, and Rainbow’s serial number. During demos, dealers can explain 

the details to the prospect: Lottery should be arranged for every month 

and the result of the drawing should be published in HUrriyet and Sabah 

which are read by the all respondents. The winner can be given dinner, 

micro-wave oven, a set of pan, small screened TV, radio and cassette 

player, gift cheques, a set of Rainbow shampoos and fragrances, etc.. 

This promotion will attract the attention of the customers and will cost 

much less to the Verpa. Besides, since the result will be published in 

the newspapers, company can also affect the other potential buyers by 

this way.

b) start to present the gift in the long run: After capturing certain

market interest, the capital inflow will be high. Then, Verpa can find 

out a nice and useful gift to present at the beginning of the demos. It 

can be imported from other countries or ordered to be produced at home.
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Camera (nonprofessional one), carving set, umbrella (carrying Rainbow 

label), mug, a packet of tea/coffee, T-shirt (carrying Rainbow design in 

the front), set of pen, raincoat, small Rainbow toy, etc. are suggested 

alternatives for this purpose.

With the help of above recommendations, company can increase the number of 

the customer by increasing sales.

B.3.2) Closing and Gb lections; Personal observations and the interviews 

with the dealers indicated that one of the most important problems of them 

is how to overcome the customers’ objections during demo while they are 

closing. Therefore, managers are necessary to spend effort to train the 

dealers about closing and objections.

Decision on timing to close, i.e. asking for an order after the demo, is 

very important in the selling process. When to ask for an order is just as 

inportant as how to ask for it. The right times to close come when dealer 

perceives that customer understands the value of the Rainbow. The following 

recommendations can be used as possible times of closing:

1) Asking "directly” for an order after demo,

2) Closing on a minor point, ask the prospect whether he/she prefers to pay 

by cash, cheque or by instalment.

3) For assumptive close, tell the prospect whether he/she can set four 

demos within 14 days from close friends or relatives, having purchasing 

power, to gain free A/M from the company.

4) In the case of procrastination, dealer can mention about a possibility 

of long delivery, increase in price (effect of inflation rate on $), 

inability to obtain product now, etc..

In addition, other methods can also be developed by analyzing the 

situations faced during demos.
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To perform a successful closing, every type of prospect’s objections should 

be analyzed (Table 5). During meetings, the possible customer objections 

should be discussed by giving real-world examples from demos. Therefore, 

dealers can answer to them relatively easier with concrete explanations. 

Personal interviews and questionnaire results indicate that most of the 

prospects' objections are about:

* price, which is routine method of bargaining. Price is relative factor. 

It is high or low only in relation to the value the customer expects to 

derive from the product. If customers think that the price is too high, 

dealers can point out values one after the other to justify the price. If 

prospect speaks of the cheaper price of competitors, then, dealer can 

stress the value, services, reputation, guarantee, durability, safety etc.,

* having no need for Rainbow, where Rainbow is mostly accepted as luxury. 

In this case, dealer can compare the expenses done for the cleaning by the 

prospect. Payment to cleaning lady per day which is 60,000TL , necessity in 

the change of dust bags of vacuum cleaners in every cleaning - where the 

prices of them changes between 80,000TL to 200,0(X)TL, frequent repairements 

or maintenance of the machine - hose or other parts can easily be broken 

etc., i.e. although it seems cheaper to buy usual air cleaner/vacuum 

cleaner at the beginning, they cost more than the Rainbow,

* not having the money to buy. The purchase time is postponed to following 

months. Easy payment terms arranged by the company can be described by the 

dealer. Also, in the case of delay, possible price rises due to inflation 

rate effect on $ in the future can be explained,

* product; service conditions, effectiveness in the case of air-cleaner, 

manual requirement for the use of the system, and if it is possible to find 

spare parts/shampoos, etc. are asked. During or after the show, related 

explanations can easily be done which is part of job,
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* the use of A/M program. They want A/M while purchasing Rainbow. Program 

was set by the Rexair Inc. and every distributor in the world should apply 

in the same way. Prospects can be informed about the necessity of A/M 

program being one of the important concerns of the business. And,

* why the company does not use daily exchange rate of $ of Central Bank 

instead of Is Bank.

In addition, researcher observed that customers sometimes object to not 

wanting to take time for demo - where the interesting features of Rainbow 

can be explained briefly on the telephone by the dealer to gain prospect’s 

interest - or, sometimes, they object to not wanting to make a purchase 

decision after demo. This is done mostly when wife and husband are not 

together. They want to take other’s advice so dealer is supposed to repeat 

the same demo which is only a time consumption. Questionnaire result 

indicates that both wife (40%) and husband (60%) are the buyers of Rainbow 

(Table 9). They usually decide together. Therefore, dealers should try to 

set the demo, to both wife and husband, to eliminate time consumption and 

increase closing %.

Being prepared through the clear answers to these objections of prospects 

let dealer sell Rainbow more easily. Also knowledge about consumer decision 

process, which should be given during training, will help him/her (Wendel 

et. al., 1988): At the first step, dealer helps prospective buyers to

recognize their needs; dissatisfaction with the status quo can be brought 

about by communicating the benefits of having a Rainbow and/or the 

disadvantages of not having it. This helps the listener to visualize the 

use of the product. Then, dealer can help them to see the Rainbow as the 

best solution to meet their needs. The relative advantages of Rainbow can 

be stressed during show to the buyers with the efficiency in service.
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Later, dealer explains that the benefits received from Rainbow will 

outweigh the price paid by comparison of expected life of competitor’s and 

Rainbow’s. And, finally, by dealer’s help the prospect feels that he/she 

should buy now; immediate enjoyment of benefits, future price rises and 

limited time offers are ways to convince the prospects. As a result, dealer 

should ask for an order, because customer can make all decisions and still 

not buy because of dealer’s reluctance to take initiative.

With the help of the above recommendations, dealers can overcome the 

problems of closing and abjections.

B.4) Motivation and Opportunities:

Personal interviews with the managers indicated that they are aware of the 

importance of motivation, because, in this business individual motivation 

is the engine that drives the organization to success. To make salespeople 

aggressive for the job. managers should satisfy both psychological and 

physical needs of them.

For the dealers’ higher order needs satisfaction (learning, belonging, 

development, variety, etc.) continuous contests, necessary to generate new 

enthusiasm, to increase the team spirit of the dealers, to increase 

interest in the job, to improve job satisfaction and to decrease 

absenteeism and turnover, can be arranged. At the end of every month a 

gift, dinner or trip can be given to one who performed the most sales. 

Within the month, special days can be denoted for contest purpose and 

dealers can be rewarded according to their demos, leads, sales and talent 

scouts. The most important thing here is that "there should ^  many 

winners" - attainable quotas are required. Also, rather than setting
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contests arbitrarily, it is better to arrange them in a more organized 

manner. Therefore, dealers can set certain goals to reach those quotas, 

become more programed, and consequently a kind of competition can be 

created in this way. Following are strongly recommended to improve the 

dealer’s and company’s sales performance:

* Managers should arrange competition for "every month" and the winners

should be rewarded at the end of that month in front of the others during 

meetings. There will be four winners who attained the highest sales, 

demos, obtained more leads and brought the highest number of talent 

scouts from previous month. They can be rewarded simply by giving 

different, useful and nice gifts as wristwatch, mug, camera, cassette 

player, T-shirt, a set of pens, note-books, or in some case, dinner. 

These can be determined accordingly. Even to make such monthly

competitions more enjoyable, managers can give the name of previous 

month’s sales champ to the following month. Therefore, the reward would 

be more attractive in the eyes of the dealers.

* Managers can give $300 to the dealer who performed the highest sales in 

every six months; set long term goals and help them to work in a more 

planned way.

* The most successful dealer can be given $500 in cash at the end of the 

year for his/her special efforts.

Such special rewards (cash or gift) may not be sufficient in some cases. 

Then, distributors can delegate authority according to ones’ position and 

assign a specific name as "Customer Service Manager" to show his/her 

responsibility in the company. In addition, opportunities offered by the 

company for the dealers must be encouraging. When a dealer gains the right 

of being the distributor, i.e. after 45 sales, his/her commission should be 

increased, e.g. US $160 / 1-10 Rainbow sale/month. When they gain more, it
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will be easy for them to open a new office. By determining such positional 

levels, all dealers will try to reach 45 sales and increase their earnings 

which is another type of rewarding system. Questionnaire results indicate 

that, under present conditions most of dealers (71.4%) also want the 

distributors to rearrange the current opportunities in more encouraging and 

beneficial ways. Therefore, managers are recommended to apply above 

suggestions as soon as possible.

B.5) Customer Relations:

Present findings indicate that both distributors and the dealers try to 

build good customer relations for the successful growth of the 'v̂ erpa Corp. 

(Table 3; and Table 9). In Rainbow business, demonstrations occupy the

first step in the customer relation and after-sale servicing follow this

consequently. To enhance these relations and to create loyal customers, 

managers are necessary to develop different techniques or ,at this moment, 

apply the present ones advised by the Rexair Inc.. Following

recommendations are given for this purpose:

1) By assigning one person as "Customer Service Manager" in the office,

customer’s complaints and problems can be recorded an immediate action can 

be taken. This also gives the customer the feeling that he/she is dealing 

with someone important to solve his/her problem or provide necessary 

information. Under current condition, questionnaire results indicate that 

100% of respondents are pleased from the service where all problems are 

solved within 24 hours. Service, in this case, is not related to only

repairement or maintenance but also includes usage explanation of 

accessories, Rainbow itself, or need for new fragrances/shampoos ,etc..

2) After making a purchase, most customers reevaluate their decisions and 

wonder if they made the correct choice. They remember the positive
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characteristics of the product they did not select. Some of them seek 

reinforcement for their choice by reading additional literature or talking 

with others about their purchase (Pickle et. al., 1990). To prevent all 

these, "follow up contacts" are very beneficial. Customers appreciate any 

kind of thoughtful attention. These letters also show that dealers are 

interested in more than just getting orders. In addition, any promised 

follow-up action should be taken as soon as possible. Quick resolution of 

problems makes customers feel important and makes them aware of eagerness 

to serve (Wendel et. al., 1988). Even following up with prospects who said 

"no" is useful, it can lead to a future sale. Therefore, it is required for 

the Verpa Corp, to start follow-up contacts with customers which have 

already been recommended by the Rexair Inc.. For this purpose, managers can 

design follow-up letters which can:

* remind some important points related with the use of Rainbow to the 

customers,

* remind that whenever a customer want, he/she can call the competent 

person from the office for his/her complaint,

* include the name and the price list of accessories and/or shampoos, 

fragrances.

3) Customer relations encompass the total system of the firm’s operations. 

An important consideration in creating positive customer relations is to 

make the customer really feel that he/she is "number one" in importance for 

the business. To promote healthy customer relations, 'jerpa often depends 

heavily on "word of mouth". This type of product/service promotion can be 

beneficial or harmful to the firm. A satisfied customer frequently 

recommends the products to friends and relatives. A dissatisfied customer 

can start an epidemic of ill-will by telling others about unpleasant 

experiences with the firm that can severely injure the firm’s reputation if 

the matter is not resolved. Therefore, he/she influences other potential
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customers. Managers, then, should consistently exceed customer expectations 

to prevent negative talk. Customers cannot be stopped from talking, but, 

they can be influenced in a more positive way through the explanation of 

Rainbow benefits and service efficiency of the company which also generates 

new potential customers. In addition, by drafting a "we welcome your 

complaints" message, Verpa can show its willingness to learn the customer’s 

expectations and advices that results in an increase in the number of loyal 

customers.

4) To develop a relation with the customers, managers are recommended to 

make an investment for this purpose. For example, they can arrange a 

lottery in every month as it is explained in the premium section.

Therefore, customers will be satisfied with the quick responses of the 

•Jerpa Corp. through the use of above recommendations.

C) Business Relations With Dealers and Other Distributors:

It was observed that owners of the 'v’erpa Corp. are usually trying to be 

open in their thoughts and behaviors to the dealers. Managers are 

encouraging them, keeping enthusiasm alive and trying to make salespeople 

aggressive in their job through the training programs. The result is 

sometimes good and sometimes bad accordingly. Whatever the result is 

obtained from this studies, managers are strongly recommended to "avoid 

negative talk" in the company. This insider talk influences every dealer, 

their sales performance, company goodwill and also outsiders. Since "word 

of mouth" marketing begins inside the organization, dealers should be 

controlled and prevented to use negative talks. For this purpose, managers 

can:

- train dealers how to say right things,
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- be specific in the compliments,

- reward people with immediate compliments; it doesn’t have to be tangible 

reward, just point out the positive talk,

- write letters of commendation, give certificates or attach notes to 

commission.

When dealers believe in their company, they will start to say good and 

positive things.

In addition, to improve personal relations between distributors and 

dealers, the following are advised:

- delegate authority to others for effective and efficient service,

- arrange special days with dealers and their families as picnic, dinner, 

sport activities etc.,

- talk about the competition and positive end results,

- extend the office hours to accommodate dealers’ and/or customers’ needs,

- apply what is promised and said to the dealers.

Managers are required to improve business relations with distributors, too. 

Oners generally give importanoe to the number of Rainbow sold in a month 

by an AD (Area Distributor) in his/her APR. However, they can concentrate 

on new techniques or methods to enhance the effectiveness of training, 

motivation and customer service, etc. during meetings.

The relationship between dealers of different outlets should also be 

strengthened and improved to grow in a positive way. They may sometimes get 

the same leads and/or set the appointment from the same customer, and when 

they meet each other, in some cases, discussions would take place. In 

another case, consumers can create conflicts between dealers to lower the 

price of the Rainbow (e.g. he/she says "your other outlet gave me lower
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price than you promised. Why don’t you decrease price more?" ). Such 

discussions can endanger the relations between the dealers.

With the help of these recommendations, the Verpa Corp. can improve and 

develop its relations with other ADs towards the accomplishment of the 

company goals. When all dealers and distributors behave as a single body, 

it will be easier, more effective and more efficient to grow in the Turkish 

market.

All these recommendations are basically focusing on the ways of 

adaptability of the transferred know-how. Total Program is the most 

important asset of the Verpa Corp. and provides the ease in marketing of 

the Rainbow Cleaning System. Although there are some weak points related to 

the company itself as planning, organizing, etc.; Verpa can build a strong 

reputation and increase its market share with the help of the 

recommendations which are given above.
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V II) CONCLUSION;

The Verpa Corp., as other international distributors, transferred the 

overall marketing know-how of Rexair Inc. for the sales purpose of the 

Rainbow Cleaning System in the Turkish market. Following indicate the 

implications of this transferred know-how which were obtained after the 

overall analysis of the company:

* Demonstrations let the dealers build close relationship with prospects, 

enhance the customer relations of the company, and also let the customers 

become loyal to the product.

* By talent scouting, new job opportunities are offered to the prospects 

who may not have any selling experience before. Company gains more people 

to join Rainbow fanily as a dealer by this program and prospects, who 

have been presented Rainbow demo, have an idea about the job before 

starting. Although distributors are not ready to pay $750 in cash to the 

dealers for talent scouting, they can adapt the program as by giving $00 

per letter which are written on the board by the dealers.

* The content of training is broaden in the Verpa Corp. case to improve the 

dealers’ talent and to serve the customers with a qualitative sales 

force.

* Inviting experts to the meetings and letting FT dealers organize the 

content of the Saturdays' meetings are the ways of adapting training 

program of Rexair Inc..

* Preparing dealers to the possible customers’ objections through training 

program will increase the effectiveness of the sales force.

* Commission system motivate and force the dealers to work hard, and 

encourage them to gain more.

* Different motivation techniques, e.g. contests, are presented in this 

case to apply and to encourage dealers for further sales besides the ones 

offered by Rexair Inc..
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* Resetting the amount of commission according to dealers’ performance will 

give them a chance to be own-boss, and open a new office.

* Gift program can be adapted as "lottery" for the customers which help the

Verpa Corp. to attract the attention of them and to increase the

awareness of the Rainbow in the market.

* Customers are effected from the service given in 24 hrs. and see the 

benefits through the use of the Rainbow.

* Managers are able to improve the morale of the dealers and distributors

with different contests and arranging special days to provide close

relationship between dealers and distributors.

* Proposed program of "Dealers’ Exchange" indicates the creative part of 

the Verpa Corp. and can attract the attention of Rexair Inc..

As it is seen from this case, to achieve the best results from management

know-how transfer, the Verpa Corp. is selective in the process of

adaptation, absorbing some management techniques and adding some of its 

own which are described in recommendations part in detail. Since it is 

difficult to follow and apply the total marketing techniques of Rexair Inc. 

due to the requirement of high capital outflow, Verpa prefers to pick up 

the major parts of the Total Program and adapts to the company and the 

Turkish market conditions. However, the current performance of Verpa 

implies that it can achieve further successes in the near future with the 

help of these adaptations.

As a conclusion, Turkish companies can benefit from such technology 

transfers by analyzing the market conditions, understanding the consumer 

behavior and determining the all risk factors before the transfer.

Companies can achieve the successes in transferring some kind of
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technologies if they provide the necessary factors such as availability of 

incentives (money, ideology, politics), factors of production (labor and 

capital) and the right choice of technology (labor intensive or capital 

intensive technology). Therefore, all these factors can contribute to the 

success of the process. On the other hand, the Verpa Corp. case may not be 

accepted as a perfect example to represent the advantages of management 

know-how transfer, because, it is newly founded and newly adapted to the 

whole program. More studies, surveys and comparisons should be done for 

this purpose; but, the result obtained from this case is encouraging.
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<¥TBOIX A: Brochure of the RainboM Cleaning System
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'lA.

The World’s Most Advanced 
Total Cleaning System

Surprisingly, many cleaners blow some dust back into the air. Where most cleaners 
use a filter or series of filters, the Rainbow SE features a water and separator 
combination, which allows fo r filtration of 99.997 percent of household dirt and 
litter. It is light-weight, highly maneuverable and equipped with a wide range of 
accessories. Rainbow works effortlessly on all carpets and hard surfaces. You will 
notice the difference.

Power Nozzle
W ith the Rainbow Power Nozzle, you keep your home cleaner and save time in 
the process. Its low profile enables you to  perform efficient cleaning, even under 
low furniture.

How the Power Nozzle Works
In the initial design specifications, we demanded a total “ No 
Compromise”  product that would meet or exceed all o f the 
professional expectations.



RAINBOW SE 
HAS IT  ALL!

Rainbow SE 
Standard Accessories:

• Practical Tool Attachment Caddy
• Light Weight Hose
• Universal Hard Surface Floor Brush
• Inflator, Coil Cleaner Tool
•  Crevice Tool
• Upholstery Cleaning Tool
•  High-Mobility Dolly
• Chrome Steel Wands for Attachments

Rainbow®SE
Power Nozzle Features:
•  Wide Cleaning Sweep
• Overload Protector Prevents Motor Burn-Out
• Low Profile
• UL Approved Electrified Hose
• Double-Insulated Throughout
• Chrome Floor Plate to Reduce Drag
• Easy-Glide Power Nozzle Handle
• Broad Elastic Buffer Band Protects Furniture

Rainbow® SE
The Rainbow SE features a powerful bypass m otor 
that generates consistently high air flow to carry 
surface dirt, grit and dust to its unique water- 
based filter system.

The Rainbow incorporates the best materials and 
computer-aided designs, right down to  oversized 
ball bearings, dust-sealed for life to  achieve longer, 
quieter operation. * •

The Multipurpose Cleaner:
• Handles All Floor and Carpet Cleaning Chores
• Handles All W et Pick-Up Jobs
• Deodorizes and Refreshes Your Home
• Optional AquaMate Permits Carpet Shampooing

Quality -  Made to Last:
•  Lightweight, Yet Very Durable
• Powerful 900 W att Bypass Motor
•  Double-Insulated For User Protection
• Over 54 Years of Consumer Satisfaction
• Advanced Material and Technology

------- IT ’S EX PER IEN C E T H A T  C O U N T S _____
The Rainbow SE represents the results of stylistic and 
technological progress acquired over 50 years of 
research and experience in the cleaning field. Founded 
in 1936, Rainbow manufactures the Rainbow SE 
(exclusively) for worldwide distribution to more than 
20 countries. A highly skilled manufacturing team is 
constantly working on improvements and innovations 
to insure that the Rainbow remains the Number One 
cleaning system in the world. When you own a 
Rainbow, you own the best.



To Enjoy Your 
Rainbow’s Many Uses, 

Be Sure To Take 
Advantage Of The 
Complete Line Of 

Optional Accessories.

. ,-,'v

; 'У i г "rr,;

V. '‘.j

RAINBOW® SPRAYER
The Rainbov/^ Sprayer assembly attaches to your 
Rainbow'^ Wand and is used to spray insecticides, 
moth proofing solutinos, etc. It can also be used 
with liquid fertilizers or plain water on your 
houseplants. Follow Manufacturer’s Directions.

FRAGRANCE PACS
Violet, Gardenia, Siberian Pine, Apple Blossom, 
Spice, Lemon, and Orange fragrances will make 
your home as refreshing as a spring garden. 
Available four to  a pack.

AQUAMATE
Sprays cleaning solution into carpet, 
removes d irt and grime with Rainbow’s hig 
volume airflow.

FLOOR CLEANER 
CONCENTRATE

Ideal fo r cleaning linoleum or tile floors. No 
back breaking e ffo rt, just spread on the recom
mended solution and let it do the work.

DEODORIZER AIR FRESHENER
A small amount in your water basin eliminates 
objectionable odors from your home.

CARPET CLEANING FORMUU
Combines ease of operation, superior clean''’· 
results and economy.

AEROFRESH BAG
Refresh your cushions and pillows with water 
washed air. A simple two-step process adds new 
life while it cleans.

FOUR QUART BASIN
For those “ big”  cleaning jobs. Doubles 
cleaning capacity of the Rainbow.

th«

SPECIAL ACCESSORY PACK
» Aerofresh Bag ·  Deodorizer —
' Fragrance Рас A ir Freshener
* Rainbow® Sprayer

FLOOR SQUEEGEE
Scrub linoleum and tile floors w ithout even get
ting your hands wet. Your floors will come 
clean, ready fo r waxing.

DELUXE ACCESSORY PACK
Aerofresh Bag 
Fragrance Рас 
Deodorizer ■—
A ir Freshener 
Rainbow® Sprayer

Four Quart 
Basin
Floor Squeegee 
Floor Cleaner 
Concentrate

Your Local Authorized Rainbow® Distributor

R .
© R exa ir, Inc., 1990 SP 790 10/91 100M



(!̂ =PEMDIX B:

TOTC  ̂ PROG№  ̂ FLOMCm?r

PEDPLEAalent Scxjuts:

Dealer Incentive: - Perfect 10
- Advancement credit
- Contest credit

Dealer Presentation: - Set stage, . Gold page
. Flyer
. Dpportunity card

—  Follow-thru Phone Contact

Opportunity Meeting: - Group interview
■ - Individual interview

Complete Records

PRHWIATICIN/Training:

Complete RB Demo: - FT and PT training
- Sales meetings and seminars

Total Program: - FT and PT training
- Talent scouts, owner referral, 

non-owner referral

Closing Sales: - FT and PT training
- Sales meetings and seminars

Work Habits: - Time management 
- Goal setting

PLACES/Demo Program:

|—  Demo Manager

Registration: - Dealer incentive
- Schedule
- Dealer contest

Owner Referral: - Customer incentive
- Contact system
- Dealer contest

Non-owner Referral: - Customer incentive
- Contact system
- Dealer contest

L- Complete Records
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FR>DTE/Motivation:

• Sales Meetings Educate Inspire

• Contests Daily, Weekly, Monthly: - Talent scouts
- Leads
- Demos
- Sales

• Dpportunity: - Promotion program

PROPEL/Opportunity:

Definite Advancement Program: - Earnings
- Position

Candidate Distributor: - Outside ad
- Satellite

PEEK/Financial Management:

Monthly P&L

Monthly Financial Statements 

Reserves, Taxes 

Savings Plan

PRQDUCT/Customer Service:

After-Sale Contact 

Prompt, Efficient 

Fair

Courteous
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APPENDIX C:

Organization Chart of Rexair Inc
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APPENDIX D:

Independent Distributors:

A) USA includes 210 distributors at home

B) International distributors are in 33 countries:

Japan * Spain Mexico

Hong Kong * Norway * Indonesia

New Zealand * Sweden * Yugoslavia

Malaysia * Switzerland * France

Venezuela * Germany * Portugal

Hawaii * Austria * Canada

Philippines * Italy Korea

Australia * Turkey * Poland

Singapore t Greece * Saudi Arabia

Puerto Rico * Holland * Finland

* England

* Cuba

* Denmark
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APPENDIX E: Dealers' Paperwork
APPOINTMENT CARD
3 x 5  C a r d

When Lead Was 
O.K.ed to Call 
or Pulled.

Owner or 
Non-Owner

(1)

(2)

(3)

(4)

(5)

(6)

(7)

DATE Saturday

TIME ^ _______

(8) DATE 7/31 (mTYPF __

(10) REFERRED BY _ Smith, Tom & Sue

NAME Jones, Bill & Mary 8/1

ADDRESSS 777 Main SI.
Anytown

(11) DATE SET _

(12) WHO WITH _

(13) WHO SET

yy

PHONE 325-1234

DIRECTIONS:

DEALER _!!!!L (14) GIFT

(15)#

Name of person 
who referred Api 
to us.

— Date Appt. Set
CH - Husband W - Wife
_Person that set

Appt.

Gift given for 
their time.

1. Date appointment set for —  spell out the month and day, this way we aren’t as apt to 
make an error in the date.

2. Time of appointment, be sure to put A.M. or P.M.

3. Name of prospect.

4. Address of prospect.

5. Phone # of prospect.

6. Directions to home of prospect. If rural get names of stores. Landmarks, Route #’s, 
color of House, anything that will make it easier tor the dealer to find.

7. (a) List the name of the dealer that pulled the lead.
(b) If someone other than the dealer that pulled the lead runs the appointment list 

that dealers name second and cross out the first.

8. If owner, give date the lead was O.K.ed to call. Non-owners list date demo was done.

9. 0  for Owner —  or —  N/0 for Non-Owner.

10. Name of persons that referred prospect to us, list husband & wife.

11. Date the appointment was set.

12. H for Husband —  or —  W for Wife.

13. Person that set the appointment.

14. Gift to be given for their time.

15. The number that card is on the appointment board for the day of the appointment.
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NAME

APPENDIX E:

DAILY CONTACT REPORT

_____________  WEEKENDING

MONDAY, DATE.

CALLS MADE_______

CONTACTS__________

APPOINTMENTS SET, 

TIME STARTED______

TIME FINISHED.

TUESDAY, DATE.

CALLS MADE________

CONTACTS__________

APPOINTMENTS SET, 

TIME STARTED_____

TIME FINISHED.

WEDNESDAY, DATE.

CALLS MADE__________ _

CONTACTS____________

APPOINTMENTS SET_____

TIME STARTED___________

TIME FINISHED.

THURSDAY, DATE.

CALLS MADE__________

CONTACTS____________

APPOINTMENTS SET, 

TIME STARTED_____

TIME FINISHED.

FRIDAY, DATE.

CALLS MADE_____

CONTACTS_______

APPOINTMENTS SET, 

TIME STARTED_____

TIME FINISHED.

SATURDAY, DATE.

CALLS MADE_________

CONTACTS____________

APPOINTMENTS SET, 

TIME STARTED_____

TIME FINISHED.

TOTALS

Calls Made Contacts Appts. set Total time
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APPENDIX E:

REFERRAL SHEET
1 NAME 1 NAME

FIRST LAST

2. ADDRESS
FIRST l a s t

2 ADDRESS

3. CITY PHONE 3. CITY PHONF

4. BEST TIME TO CONTACT 4. BEST TIME TO CONTACT
S TYPFWORKMR7 DAYS-NIGHTS 5. TYPE WORK MR2 DAYS-NIGHTS

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHTS 
6 DEALER DATE

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHTS 
6. DEALER DATE

7. LEAD 7. LEAD

8. ADDRESS 8. ADDRESS

1 NAME 1 NAME
FIRST LAST

2. ADDRESS
FIRST l a s t

2. ADDRESS

3. CITY PHONE 3. CITY PHONE

4 BEST TIME TO CONTACT _____ ________________ 4. BEST TIME TO CONTACT

5, TYPE WORK MR?___________ __________ DAYS-NIGHTS 5. TYPE WORK MR2 DAYS-NIGHTS

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHTS 
R DFAI FR DATE

WIFE WORK‘D YES-NO (CIRCLE) DAYS-NIGHTS 
6. DEALER DATE

7 LEAD 7. LEAD

8 ADDRESS 8. ADDRESS

1 N^MF 1. NAME
FIRST I.AST

2 ADDRESS_____ ____ ________________________
FIRST LAST

2. ADDRESS

3 CITY______ ___________PHONE 3. CITY PHONE
4 BEST TIME TO CONTACT 4 REST TIME TO CONTACT
5 TYPF WORK MR'i’ DAYS-NIGHTS 8 TYPE WORK MR3 DAYS-NIGHTS

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHTS 

R DFAIFR DATE
WIFE WORK? YES-NO (CIRCLE) DAYS-NIGI H S 

fi DFAI FR DATE

7 1 FAD 7 LEAD

8 ADDRESS 8. ADDRESS

1 NAMF 1 NAMF
FIRST LAST

9 AnnRFRR
FIRST LAST

2. ADDRESS

T CITY PHONE 3 CITY PHONF

A REST TIMF TO CONTACT 4. BEST TIME TO CONTACT

S TYPE WORK MR2 DAYS-NIGHTS 5. TYPE WORK MR2 DAYS-NIGHTS

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHTS 

fi DFAI FR DATF

WIFE WORK? YES-NO (CIRCLE) DAYS-NIGHT5 

6. DEALER DATE

7 I FAD 7. LEAD

8. ADDRESS 8. ADDRESS
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APPENDIX E:

RAINBOW BOOSTERS

RAINBOW BOOSTER

ADDRESS___________

OW NER_____________

DATE.

PHONE.

NON-OWNER.

DEAR RAINBOW BOOSTER,

AS OUR WAY OF THANKING YOU FOR YOUR ASSISTANCE, WE AT RAINBOW FEEL THAT YOU 

DESERVE A SPECIAL BONUS OFFER!!! SIMPLY CONTACT 4 FRIENDS, RELATIVES, OR 

ACQUAINTANCES, AND HAVE THEM WATCH AN EXCITING, NO OBLIGATION, PRESENTATION

AND YOU WILL RECEIVE A ______________. TO QUALIFY, ALL PRESENTATIONS MUST BE

COMPLETED WITHIN 14 DAYS FROM THE ABOVE DATE.

REMEMBER!!!

1. MUST BE BETWEEN 21 and 65.
2. IF MARRIED, BOTH HUSBAND AND WIFE MUST 

ATTEND & ONE MUST BE GAINFULLY EMPLOYED.
3. NO PURCHASE NECESSARY.
4. AFTER COMPLETION OF THE 4TH DEMONSTRATION.

YOU WILL BE CONTACTED BY OUR GIFT 
DEPARTMENT FOR DELIVERY.

5. THE REPRESENTATIVE HAS THE RIGHT TO REFUSE THE 
DEMONSTRATION IF THE APPOINTMENT DOES NOT MEET 
ABOVE OUALIFICATIONS.

6. CONTACT APPOINTMENT MANAGER A T ______________

“NO EXCEPTIONS”

A Whale of 
a Deal!

I UNDERSTAND THE (WHALE OF A DEAL) (14 DAY SPECIAL) AS DESCRIBED BY THE 
REPRESENTATIVE AND WILL PARTICIPATE ACCORDING TO ABOVE CONDITIONS.

Rainbow Boosters Authorization Representative.
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APPENDIX E: Opportunity Card
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Regional Sales Director;

1. District Distributor - (D.D)

2. Area Distributor - (75 sales for a month) * 3 months

3. Satellite Distributor - (125 sales for a month) * 6 months

* Satellite 

Distributor 

* Area

Distributor

* District 

Distributor

* Candidate 

Distributor 

* V.I.P.

Dealer

* Executive 

Dealer

* Dealer

* Trainer

APPENDIX F:

* The possible future career of a dealer from trainer (bottom) 

to satellite distributor (top) position.
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WHAT IS A CUSTOMER?:

* A customer is the most important person in our business.

* A customer is not an interruption of our work- he/she is the

purpose of it. We are not doing him/her a favor by serving

this purpose- they are doing us a favor by giving us the 

opportunity to do so.

* A customer is not dependent upon us- we are dependent upon

them.

* A customer is not an outsider to our business- he/she is a

part of it.

* A customer is not a cold static- he/she is a flash and blood 

human being with feeling and emotions, biases and

prejudices.

» A customer is not someone to argue or match wits with. Nobody 

ever won an argument with a customer.

* A customer is a person who brings us his/her wants. Treating 

customers fairly only makes good business sense.

APPENDIX G.l:
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Proposed Customer Relations Program By Rexair Inc. For Rainbow Independent 

Distributors:

STEP 1: PRERVE 

Properly train each dealer:

A. During initial training the distributor or the TM, if he/she has one, 

should teach the dealer to properly instruct the customer on the use and 

maintenance of the product. The importance of such instruction should 

also be stressed in weekly sales meetings.

B. The distributor should train and encourage the dealer to always use 

proper etiquette. During the initial training and in all meeting, the 

distributor should stress the importance of appropriate attire and good 

manners in the customer’s home, to create a good image to himself or 

herself as well as of the product. The dealer should be sincere at all 

times, and should attend to gain the customer’s confidence through 

his/her own confident attitude, honesty, integrity, and good manners. 

The dealer should be thought to never argue with the customer, but to 

sell the customer on his/her concern for them as well as selling his 

product.

STEP 2: PROMOTE

Sell the program to the customer:

Promote the importance of good customer relations in the home. If the 

distributor has earned it for the previous calendar year, his/her dealers 

may want to display copies of the "Certificate of Excellence in Customer 

Relations and Service" at the time of the original demo and installation of 

the product. The dealer should let the people know that every one in the 

distributorship is concerned with customer service and invite them to call 

the distributor at any time with questions, request for assistance, or

iffiNDIX G.2:
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further instruction they may need. The dealer should also make sure that 

the customer knows that the distributor's facility provides efficient and 

workmanlike repair services.

STEP 3: PREieir

Prevent possible problems by using the installatioh check list form:

The use of the ihstallation check list form mahdatory in each sale to the 

ultimate consumer purchaser. The consumer should sign the form in all 

cases. The form is intended to provide a number of benefits for the 

customer, for the distributor and for Rexair:

1. The customer’s signature on the form indicates that the dealer has 

properly instructed him/her on the use and maintenance of the machine.

2. Since each customer has acknowledged receiving that information, it 

should alleviate poor or nonexistihg maintenance, and the resulting 

complaints which follow.

3. In case of such non-maihtenance does occur, however, the distributor 

will have the customer’s signature indicating that the dealer had 

provided the necessary instructions.

a. It provides information for the distributor oh the idehtity of the 

customer and his/her address and telephone number so that the 

distributor may make further contacts with that customer when and if 

necessary.

5. The distributor has a permahent list of all customers who have purchased 

units from each of his/her sub-distributors ahd dealers.

S T ^  4: P O S T - S ^

Send a •’Follow-Up'' letter:

After the installation check list form, a post-sale follow-up letter is one 

of the most important tools in preventing any harm to a distributor’s 

goodwill. Rexair suggests seeding to each customer a follow-up letter which 

reassures the customer of the wisdom on the ihvestment ahd reminds him/her
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of the necessity for a proper maintenance. It is recommended that the 

letter repeats the various items on the installation check list in order to 

again draw the customer’s attention to the importance of such maintenance 

in order to assure the long life of the Rainbow. Distributors can also make 

good use of such letters by promoting the sale of optional equipment and 

promoting the opportunities you have for the customers as a PT or FT 

dealer.

STEP 5: PERSOMO.

Appoint a Customer Service Representative in the office:

A. One person in the office should handle all complaints, inquiries and the 

administrative part of providing repair services to the customers. This 

person should be assigned the task of assuring that each customer 

receives the maximum benefits from all the various services which the 

distributor makes available to his customers.

B. The distributor must appoint the proper person to show real concern for 

the customers.

C. That individual should be assigned a title such as "Customer Service 

Administrative", or "Customer Service Manager", etc.. This gives the 

customer the feeling that he/she is dealing with someone important.

D. The distributor should train that person continuously on how to deal 

properly with customer and handle their inquiries or complaints.

STEP 6: PRGTFT

Prompt and efficient treatment:

A. Every customer should always receive prompt, efficient and courteous 

service. Every effort should be made to maintain the customer’s goodwill 

by providing requested services as soon after the request as possible.

B. When the requested services are a callback, instruction, or merely a 

question with regard to the functioning, use or maintenance of the
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machine, the callback, instruction, or answer should be provided at the 

earliest possibility.

C. If a machine is in for repair, the customer should be given a receipt, 

and a reasonable expectation of when they can expect the work to be 

completed. Once that projected date is given, the distributor or 

Customer Service Manager should make every attempt to assure that the 

service department adheres to it. In the case of repairs, no more than 

two days should be required.

D. If repair services are being performed, the customer should be given a 

written estimate of what it will cost, and the customer should sign that 

estimate.

STH^ 7: PECFUE

Stress the importance of customer care throughout your organization:

The distributor will assure that all his people understand that good 

customer service creates goodwill which leads to referrals and increased 

sales. He/she should not delegate that responsibility to the customer 

service rep., but should be an active participant in training, motivating 

and reminding all his/her people to create goodwill through good customer 

relations. If dealers see him/her giving a customer what appears to be even 

more concern and care than that customer may legitimately deserve, they too 

will bend over backwards to create goodwill. Again, this should also be 

stressed in all sales meetings on a day to day basis.
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ivreoix H.l:

Complaint Codes:

Code #1: Product Complaint

Rexair does not hold the distributor accountable for code 1 complaints. 

However, they are reviewed monthly to see what types of complaints are 

being received.

Code #2: Abuse

Complaints involving improper maintenance by the customer, when not 

properly instructed by the distributor.

Pnrto 413: Request for Warranty Service

Complaints where the customer is unable to contact the original distributor 

for warranty service, due to the distributor no longer being in the area,

i.e. out of business. The complaint is logged against the original 

distributor and not the distributor handling the problem.

Code M :  Non^Delivered Items

Complaints where the customer did not receive a promised gift item, i.e. 

Aqua Mate. The complaint is logged against the original distributor and not 

the distributor handling the problem.

Code ilSA: Complaint Against the Distributor

Serious complaint where the customer is mistreated by the distributor, i.e. 

poor attitude, verbal abuse, etc.. RSD involvement is required.

Code flSB: Complaint Against the Distributor

Complaint where the customer is mistreated by distributor or when a 

complaint has not been resolved in a reasonable amount of time, Not so 

serious though to require RSD involvement.
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CUSTOMER SERVICE COMPLAINT FORM

APPENDIX H . 2 :

Date Received Date of Purchase
How Received: In Person Rainbow #

Mail Power Nozzle #
Phone AquaMate #

__ Miss
Mrs.
Mr.

Length of Warrantv 
Copy
Purchased From:

Address Salesperson

City/State/Zip Company Name

Business Area CodeA’elephone Number Address

Home Area Code/Telephone Number Address

City/State/Zip

Unit At: Estimate:

Action Taken
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C ertificate o f Excellence
in

Custom er R elations &  Service

In recogn ition  o f  th e D istributor’s a tten tion  to Consumer Care and as a 
com m endation  for ou tstan d in g  perform ance in service activ ities, 

th is C ertificate o f  E xcellen ce is presented to

VER-PA DIS ticaret A.S.

on  th is first day o f  January, 1992, 

R exair, Inc.

J.V . Sanders, Chairman and CEO
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APPENDIX J : MARKETING DIRECTOR FLOW CHART 
MONDAY THRU FRIDAY

MARKETING DIRECTOR FLOW CHART 
SATURDAY

101



WANT —  GOT —  DID —  BOARD

PLAN FOR SUCCESS

DEALER MONDAY 
W G D

TUESDAY 
W G D

WEDNESDAY 
W G D

THURSDAY 
W G D

FRIDAY 
W G D

SATURDAY 
W G D

SUNDAY 
W G D

TOTALS 
W G D

l

OFFICE

TOTAL

o
NJ





THE RECORD BOARD
QCAI  CDC S M T W T F S S M T W T F S S

u c n o  ^  2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31

ERASABLE PEN - MARK
DAYS OF MONTH

1

DEALERS LISTED
C.D. —  GREEN PEN

FULL TIME —  BLUE PEN

PART-TME —  RED PEN

TOP HALF OF SQUARE
DAILY TOTAL —  BOTTOM
HAVE MONTHLY TOTAL
TO DATE \  _

OFFICE TOTALS \
DEMONSTRATIONS

4 /
/ 4

4 / 
/  8

4 y
/\2

LEADS 91 y 
/  31

43 y 
/(34

OPPORTUNITIES OFFERED 6 /
/  6

CONTACTS / 2 3
SALES 2 /

/  2
RECRUITS 7

O



o
Ln

s N1 T
DEALERS 1 2 3

/

X
/ 1 14

2 X M 3 ·

OPPORTUNITIES OFFERED 
(CARDS TURNED IN)

“ X ”  OUT BLOCK ON DAYS 
WHERE THE DEALER DOES 

NOT WORK OR DIDN'T 
DO ANYTHING

DEMOS RAN

■ # LEADS TURNED IN

.# CONTACTS MADE —  LEADS CALLED 
& TALKED TO

GOLD STAR
“RECRUIT” BROUGHT IN 

& INTERVIEWED

SALE
(SELF ADHESIVE CODING DOT)



OWNER PROGRESS BOARD
DATE
SOLD

EXP.
DATE

CUSTOMER
# 0 f

LEADS Completed DEMOS
1. 2. 3. 4.

<*
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OWNER PROGRESS BOARD

o

OWNER PROGRESS BOARDOats exp
SCXDj DATE ____________

ComOtoMd 0E U 06

OWNER PROGRESS BOARD

Ccnrt̂ tmi DEMOS

OWNER PROGRESS BOARD

Corr« icM  DEMOS

OWNER PROGRESS BOARD
DATE EXP
S O LD ___________  DATE ____________

CorroetM DEMOS

OWNER PROGRESS BOARD
DATE EXP
s o l d ___________  D A TE ____________

CofTXÄt«! DEMOS

OWNER PROGRESS BOARD
DATE EXP
SOCO__________  DATE __________

Comoiei«! DEMOS

OWNER PROGRESS BOARD
DATE ryp
S O LD___________  DATE ___________

Ccmcttma DEMOS

OWNER PROGRESS BOARD

CUSTOMER
*01

LEADS ComcMM DEMOS

2. 3. 4

OWNER PROGRESS BOARD
DATE EW»
SO LD _______________ D A T E _______________

CorTTMWl DEMOS

OWNER PROGRESS BOARD

Cerxm na DEMOS

OWNER PROGRESS BOARD

Comoiewo DEMOS

OWNER PROGRESS BOARD
DATE EXP 
SOLD DATE

CUSTOMER
» Ot 

LEADS Comwwo DEMOS

2 3

PoSSiO'til’M  _

OWNER PROGRESS BOARD
DATE EXP 
SOLD DATE

CUSTOMER
♦ ol 

LEADS ComcWM DEMOS

2 3
*

POSiOil.l··» _ Sam



APPENDIX K.1 :

TRAITS OF A MARKETING DIRECTOR

The position of Marketing Director is extremely important in the future growth plans of 
"RAINBOW”. Following are 10 traits that a Marketing Director should possess:

1

1. Personable —  When others find you pleasing and easy to like, they will also strive to
cooperate with you. This makes your job as Marketing Director easier 
and will develop a better end result.

2. Positive Attitude —  your mental position with regard to the responsibilities of
Marketing Director will be reflected by the people you are supervising. 
A positive attitude will get positive results.

3. Enjoys Detail —  The job of Marketing Director is a detailed position. Paying attention
to detail will pay big dividends. This job cannot be properly performed 
without thoroughness in treating small items.

4. Ambitious — The Marketing Director must have a burning desire to accomplish 
specific goals. The best Marketing Director will be one who does not 
want to be a Marketing Director forever, but wants to move on to 
even bigger things.

5. Patience —  The Marketing Director must remain steadfast despite opposition,
difficulty or adversity. Knowing that the optimum level of performance 
will not be attained overnight will be a definite asset to you.

6. A Sense of Urgency —  Even though patience is a must, the "get it done, do it now”
attitude must be present on a day-to<iay basis.

7. Aspiration —  The Marketing Director must have a strong desire to achieve
something strong or great. Your desire to move up in the organization 
will be a benefit to you.

8. Integrity —

9. Intensity —

By adhering to a particular code of ethics you develop people of the 
same caliber. Be proud of what you do and give it your best effort.

If you are the type of person that will approach the job of Marketing 
Director with drive and fervor, you are the type of person that will get 
results.

10. Team Player —  The Marketing Director holds an extremely important and prestigious
position within the organization; however, the attitude must be that of 
"one of the team”, not "head of the team".
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APPENDIX K . 3 :

DO’S AND DON’TS OF 
THE

MARKETING DIRECTOR

DO’S DON’TS
1. Do the daily dozen 4- 2 listed in the total 

program answer book.

2. Verify all appointments ran by new dealer 
to make sure:

(a) demo was shown,
(b) opportunity was offered,
(c) leads are being asked for.

3. Assist dealers on the phone.

4. Teach the registration program.

5. Teach all of the lead programs to dealers 
in advanced training programs.

6. Try to develop all of the "Traits of the 
Marketing Director.”

7. Keep the Want-Got-Did Board current 
and totaled at all times.

8. Be aware of the Want-Got-Did Board at 
all times.

9. Use the Want-Got-Did Board to keep you 
aware of your needs.

10. Know that the Want-Got-Did Board is 
your most important tool!!

1. Don’t call dealers.

2. Don’t close sales over the phone or 
even take calls from dealer from their 
appointments.

3. Don’t answer the phone.

4. Don’t check out equipment.

5. Don’t deal with payroll in any way.

6. Don’t handle sales contracts.

7. Don’t deal with the Finance Company.

8. Don’t keep records unless they pertain 
to Demos.

9. Don’t deal with cancellation or credit 
turn downs.

10. Don’t run Demos.
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I) Statistical Data About Industry;

♦ 'v̂ acuum Cleaner Production At Home:

1990

^iTODIX L:

1991

Amount (Number) 554,789 557,022

Value (000 TL) 163,224,258 233,993,144

* Vacuum Cleaners, Imported:

1990 1991(First 9 months)

No. $(00) No. $(00)

Germany 12,249 951,262 3,659 277,640

South Korea 1,643 80,225 354 42,995

Denmark 1,178 202,528 1,073 166,258

USA 406 51,498 210 54,439

Sweden 370 67,028 4 1,888

England 276 12,557 150 2,929

Switzerland 95 18,483 - -

Italy 33 6,864 - -

Japan 17 5,320 250 22,312
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* Carpet Shampoer, Imported:

1990 1991

* Air Cleaners Are Of Industry Type: **

1990 1991

No. $(00) No. $(00)

Italy 1 5,302 - -

USA - - 5 12,245

Switzerland - - 1 161,294

** Data are obtained from DIE, January 1992.
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II) Cleaning Systems In The Market:

A) At Home Production, (average prices are given)

Arcelik

Aygaz

Rowenta

Hoover

AEG

Simtel

600.000 - 1,000,000 TL

500.000 - 1,200,000 TL

800.000 - 2,000,000 TL

800.000 - 2,500,000 TL 

2,000,000 TL

1.200.000 TL

B) Imported, ( average prices are given)

Germany : Bosch, 2-3 million TL 

Miele, 3-4 million TL

Arlet, 2 million TL (vacuum cleaner+carpet
shampoer)

Karker, 5 million TL (carpet shampoer) 

Progrès, DM500 (air cleaner)

Fakir, DM800 (vacuum cleaner)

Denmark : Nilfix, 1 , 4 - 2  million TL 

USA : Elektrolux, $800

Kirbey, $2,000 

Westinghouse, DM200 

Frigidaire, DM1,300 (air cleaner)

Farsizn, DM1,000 (air cleaner)Canada:

Italy: Vetrella, 1,900,000 TL (vacuum cleaner+
carpet shampoer)

Switzerland: Cleanfix, 3,500,000 TL (vacuum cleaner +
carpet shampoer)
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I) Technological Properties of Rainbow:

Manufacturer....................................  REXAIR, INC.

Rated Voltage............................................. 220

Rated H.P. of Motor............................ 0.9 Shaft H.P.

R.P.M. of Motor - At rated load.............. 14,000 (Approx.)

Motor Style............................................ By-Pass

Note: Not to be used in an explosive atmosphere

Diameter of Orifice, inches (water pan)............. 1.75 I.D.

Diameter of Hose, inches............................ 1.25 I.D.

Length of Hose, feet......................................7.00

Vacuum at Hose Inlet (sealed), inches H20....... 50In.Lift Min

Volume at Air Moved (max.), C.F.M...........................72

Length of Cord Supplied,feet................................25

Type and Gage of Cord Supplied................  0.75 mm square
conductors 'vDE approved 
cable type H055W-F

This machine can be used for wet and dry pickup

Caution: Do not pick up more than 2 qts. of water when using 2 
qts. pan

Minimum size of particles trapped in water:

Greasy dust like soot or talc is not wettable 
If wettable................................... 3 microns

Average noise level (measured at 3 feet and 45 degree above 
unit)....................................  72 db. "A" Scale

(¥=PBdIX M:

This machine carries T.U.V. Testing Agency approval for safety 
and R.F.I. suppression, and T.U.V. certification against lEC 
335-2-2 standards.
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II) Technological Properties of Power Nozzle (P/N):

Manufacturer......................................REXAIR, INC.

Rated Voltage.............................................. 220

Rated H.P. of Motor.................................. 0.17 H.P.

R.P.M. of Motor, At rated load................ 9,500 (Approx.)

Watts Input-Running free......................... 150 (Approx.)

Watts Input-On carpet 1/4" nap....................190 (Approx.)

Watts Input-1" shag..............................250 (Approx.)

Diameter of Inlet Opening............................ 1.00 I.D.

Diameter of Hose, inches............................. 1.25 I.D.

Length of Hose, feet......................................7.00

Type and Gage of Cord Supplied.................. 0.75mm square
conductors VDE 
approved cable type 
H05W-F

Weight With Straight Wand.................. 6.5 lbs. (Approx.)

Width, inches............................................. 7.00

Length, inches........................................... 14.75

Height, inches............................................ 3.00

Effective Brush Length, inches.........................  11.75

Motor Protection.......................... Circuit breaker and
thermal cutout

Bristle Protrusion, inches................................. 0.93

Housing Material................................A.B.S. plastic

Flame Rating.............................................94 HB

Sole Plate Material....................... Steel, chrome plate

Type of Drive............................... Elastic flat belt

Note: Do not use Power Nozzle for wet pick up.

This P/N carries T.U.V. Testing Agency approval for safety 

and R.F.I. suppression, and T.U.V. certification against lEC 

335-2-2 standards.
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APPENDIX N :

Bu anket Verpa Oís Tic. A.S.'de görevli pazarlama elemanlarının halen uygulanmkta olan 

Total Program özerindeki düşüncelerini ortaya çıkarmak amacıyla hazırlanmış olup 

Bilkent Üniversitesi isletme Fakültesi Yöksek Lisans (Haster) tezi için 

kullanılacaktır. Anket sonuçları toplu olarak değerlendirilecek ve Verpa'nın daha 

olumlu yönde geliştirilmesine yardımcı olacaktır, isminiz sorulmamaktadır.

Yardımcı olduğunuz için şimdiden Teşekkür Ederiz.

1) Randevulara gittiğinizde demo yaparken ve/veya bitiminde müşterilerden en çok hangi 
konu/konularda itirazUr (tepkiler) alıyorsunuz:

2) isiniz· yaparken, genel olarak, karşılaştığınız sorunlar ve şikayetleriniz 
nelerdir.K;sâca belirtiniz:

j )  As ¿9 dâK’i r 3K lO r  1 ¿r I n ı':sı" j  n ' 1 ' v Î Mj Sev ûh"' tS r ic S ' ım ,  ' ¡S İ f i ıZ İ  ZaıİJ İ y i

y a p m a k  için k e n d i n i z e  g ö r ;  ö n e m  d u r u m u n u  d ü ş ü n e r e k  X '^le i ş a r e t l e y i n ; : :

.nem I

Pe k  ö n e m l i
2 - k ö i M i l i  T n e m l i  F a r k a t m e z  dacil

.;2B'u çok iyi bilsek {

-·; t; a t  .iiukayeseıerı
y a p a b i İ m e k i j I i

,;'Je o l u r s a  o l s u n
i  â  l  I S / ¿ p 30 i 1 í í l ¿ k I

. v ; ı ü  . i l  j c i i  c J i i ı l ı i  

O i İ l i â N  , j L i  V t r ı  1 - I Ü y  ı l ı â K  ^



ôk fiil;
on i :1ı ! j ı i  -j :!! i i v/ i i c in  I

r Ok vJliCll'll 
n TJeqı

.i\Ğİ illin j y U f l i â n y l j

lîlüstsr'· üzcırinda 
güc kurmak (

,Iyi bir oyuncu olmak (

.Hösteriyi tanımak, 
doğru yaklaşımda 
bulunmak

.Şirketine güven 
duymak

.Müşteriyi her y ö 
nüyle memnun etmek ( )

.ilk izlenimi doğru 
yaratmak ( )

( ) ( ) ( ) ( )

( ) ( ) ( ) ( )

( ) ( )

i. J

) ( ) ( )

( ) { ) ( ) ( )

( ) ( )

( ) ( ) f ) i )

4) Su anda bulundurunuz şirkette izlenen Total Program'dan (nemnun musunuz? 

Evet___  Hayır___

Evet ise n eden:_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

Hayır ise neden:.

5) Sizce bu prügramın en iyi yani:.

5) Sizce ûu programın en kötO/eksik yanı:.

I] Şirkette hâlen u y g u h n n a K t j  olan Total rrogrıiiii üzerinde bir değişiklik yapmayı 
dücünzeyo 1 nız liOnçı rsOnu/konu 1 ar3 eğilirdiniz. e.SagıOa o e ı i n ı l e n  sıkların solundaki 
böSıüya X işareti koyarak belirtiniz. Aynı zafiianua düsünuüyünOz bu degisiklikleri say 
tarafta bırakılan bosluya yazârak, kısaca açıklayınız:

Eleman- cetiriîie (Talen: zcoutS;.

} E Ci 1 ; 1 ıTı i

[ j 0 e fil O pi'ogr juiı:

liot 1V as y o n :

I r s a L1 ar ; upp or l u n . -. ¿i· / ■

Hüsteri zerv-ei;
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5/ ^3'ü :irkac keıimevic ûiiı^triıak i :tiScydini2 neler söylerdiniz:

9) 3u anda bulunduğunuz şirketteki pozisyonunuzdan ¡nenmun .nusunuz

Evet Hayır_ _ _ _  Bazı yönlerinden meiûnunufa.

[•Jer bazı yönlerinden frıefiinunsamz veya değilseniz neler olduğunu kısaca belirtiniz:

Memnun olduğunuz y ö n l e r : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

Memnun olmadığınız y ö n l e r : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

10) Aşağıda belirtilen soruların her birini size yakınlık derecesine göre evet (E), 
hayır (H) ya da bazeni (B) yuvarlak içerisine alarak cevaplayınız:

1. Hayatınızdaki herseyin düzenli, programlı ve belli kalıplara göre yönetilmesini
ister miydiniz? E B H

2. Küçük tamir islerinden hoşlanır,mısınız? E B H

3. Birgun bulutlar üstünde, birgün derinliklerde kaybolan bir yapınız vârraı?E B H

4. Cok çabuk kızarır mısınız?

5. Hiç görevinizi iyi yapamadınız diye isinizi kaybetme korkusuna k a p ı l d ı 
nız mı?

6. Çalışırken birinin sizi izlemesinden rahatsız olur musunuz?

7 .  Yorucu b i r  i s i  uzun süre g ö t ü r e b i l i r  m i s i n i z ?

S. Tarni i i âdı ğı nı z  k i ş i l e r l e  beraber  olunca s e s i z  mi k a l ı r s ı n ı z ?

3. ı s ı n ı z ı n  u e t a y i a r ı y l a  uğrasmaktan n o s l a n ı r  mısırı ' . z. '

I C . o u y g u s a I .'¡ı ı s ı n ı z ;

11 u -^ n .· -1İl. 11 a I i.. a 11 I .L ı\ u i V c .. I I mı u 11 :

12.  f ! â n d s v u b r : n ı : 3  genelde gec :iıi i ' . j ' r . r e ı n ı ; ?

E B

E B

E B

E B

E 3 H

·■■■■·-' -’ ■'irrıri r.a a a I ar 1 rr. . ı csgor üyl e ı \ a r s i i a r  ui i sı n ı z ?i j. oaSf'.̂. Sı'

. . :>3 r a n a t l i K i a  gül =r  m i s i n i z ?

! 5.  ? a s k a : j ı " !n 1 r. s ı z ı n  r ı a k k i n i z d a k i  g o r u s l e n n e  öneifı y e r ı r  m ı s ı n ı z ?

’ ?. ,· j  ü n j y ri a İli a r-, t  ̂il i i o s 1 j  n ı r m ı s ı u ı z :

i l . : ekcor lâDancı  i . ı s ı l ' - r ı n  oidügu z ı r  jcaya jırrıiök s ı z ı n  i y i n  . . o l a y  iıii?

. y . i i ,■ _ i I j  ̂'ji a J g "J11 ü t i V I . d: i. r a r ; : - 11I n G j : 11 j 1. I '.. i j

I y 1lı U .  si 11 I i w y I J 11 I . ’·! i w I 11 . y ,

i:?E S

20.  O'j : v r ' j ' i i r ;  : ; : b  Jüiünüiaden ;3DUr , ; r d ’ . n; ;  ...i!

8 H 

S H
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L-iyci·

b. Ya^Kı:: gruphrda:. iıaiı:;::nt giriyor.

/   ̂ o  fi r· p  ̂ y n !

c.  Li, son iiiczur. olduğunuz veys hölen o‘ :uii:3İ:t:. L ul unduğunu:  oku'  vs böıüfi .ürıüz;

d. Aybl' net geliriniz:

( ) 1-2 milyon TL
/ N 0-0 "
I y w V

( ) 3-4 "
/ . I p I'
. ;  "  V-

[ ] D fiı’ılyorı TL ve üZtPİ

c. banâ önce nic pazar ¡âms uz o rint c-· i ¡stırrıi mı? Lvet_

Lve: ise yaklâsık köc ay/yıl:_ _ _ _ _ _ _ _ _ _ _ _ _

f, fje kadar süredir Verpa bünyesinde cali: lyorsunuz? _ _ _ _

Hayır̂

g. Ful! time ' ) Fart time ( ; oıaral; görev yapıyoruii..

Anket bitmiştir, Yardınılanmz için Teşekkür Ederiz.
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^ra^DIX O:

Bu araştırma Bilkent Üniversitesi isletme Fakültesi Yüksek Lisans

(Master) tezi için kullanılacak olup Verpa Dıs Tic. A.S. nin uyguladığı 

pazarlama politikasının etkisini ölçmek ve müşteri profilini ortaya 

çıkarmak amacıyla hazırlanmıştır. Anketteki sorulara vereceğiniz samimi 

cevaplar, Verpa’nın pazarlama stratejisini daha olumlu yönde geliştirmesine 

yardımcı olacaktır. Anket sonuçları sadece bu araştırma amacıyla 

kullanılacak ve toplu olarak değerlendirilecektir, isminiz sorulmamaktadır.

Bu anketi cevaplandırmak suretiyle bilimsel bir çalışmaya katkıda 

bulunduğunuz için TEŞEKKÜR EIDERIZ.
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.Birinci soruya aşağıda belirtilen örneğe göre cevap veriniz:

Emin Kesinlikle
katılıyorum Katılıyorum değil im Katlimi yorum katılmıyorum

Hava kirlilimi 
önemli bir X
problemdir

seklinde işaretleme yapınız.

1) Size Rainbow'u(RB) tanıtan elemanımızı aşağıdaki faktörlere göre değerlendirir 
misiniz?

Tamamen Emin Kesinlikle
katılıyorum Katılıyorum*dedilim Katılmıyorum katılmıyorum

1.isini doğru, 
düzgün, tertipli 
yaptı-soruraluluk 
sahibi bir eleman ( \\ )

2. isini vaktinde 
fazla uzatmadan 
bitirdi

3. Konuya hakim, 
RB'ü çok güzel 
anlattı

4. Örün tanıtımı 
çok ilginç ve 
Heyecanlı geçti

j [ ) [

[ )

i ;

) \ I { )

fV )

b.uuven· ;ır aı:' 
izlenim bıraktı

i.,  -  
.  a  I I I ,

/¿rindi ve jözel 
cevâplar verdi ' }

’ .Görünümü, '.onu$- 
ması, nal /e tavır” 
l a n  tatmin ¿aıciydİi )

3.Genel olarak oldukça 
başarılı bir ¿leman ; )

i  ̂ )

\ j \ } \ /

y , GB' jn tanıtım seklinden liıeıTınun kaiû’ ınz m il 

:ayir ise rıeoeni'_______________________ _

t ve t Hayır,

;; r.î'j ■.j.rn’iiadan öncs ve sonra ; j : ; r ’e.T,a r ı - â a n h n  .hak.kıncaKİ /örOilerini·:

OtSyJÜ, j lı'lti r. dtü
;. V  ̂ J , V i -<i U I
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. y j  . , / . ı;v

iyiydi, ı̂;iici-i

Diğar:_

4) Daha önca hiç RB'a benzer bir zizteınle karşılaştınız ırn? E/et_ _ _  Hayır__

Evet ise marka s ı :_ _ _ _ _ _ _ _ _ _ _

5) RB'u sembolik olarak nasıl algıladığınızı aşağıda belirtilen faktörlerden en çok 2 
tanesinin yanına X işareti koyarak belirtiniz:

_ _ _  Son derece dayanıklı bir sistem
_ _ _  Cok pahalı bir sistem
_ _ _  Çevremde prestij yaratmamı sağladı
_ _ _ Başka makinalara ihtiyaç duyurmadan komple bir temizlik sağlıyor
_ _ _ Fazla komplike (çok aparatiı/parçalı) bir sistem
_ _ _ Diğer gördüğüm makinalardan cok farklı bir sistem

D i d e r : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

5) Aşağıda belirtilen /e RB'u aiiiıanızla ilgili olan faktörlerin her birini size göre 
önem derecesini düşünerek X ile işaretleyiniz:

Cok önemli Önemli Farketmez Önemsiz ¡üc önemli değil

.Amerikan malı
olması ( )

.Güvenilir olması ( )

.Yüksek p er f o r m a n s ı  ( )

, 'y o k r o n K s 1 y o n e 1
I -----------  f  '

' J I 'M -J 3 I .

( )

( )

 ̂ /

i y i ^l )

( ) 

( )

.3 y 1 11 1;. a r a n 1 1 
süresi ;

.ou Tl a z n e 1 1 olusu (

. A r k a d a s l a r M i z ı n  
k ul l a n ı y o r  olması (

. Ea ğ lı^ınıza kat k ıd a
oU I U11iDü3 I V

· ' '  r. n I ,
/ j  İ.L· 'J J  I I i NCÎIt .

lir tatnizlik zir.iıTii (hr/a arıtma, iisktri!: jüpürgsai /e/vaya halı yıkama) 
almayı zaten Jüaünüyordum, ihtiyacım ardı.

3ir "iıiiizliK aıatiiiıi jiiıiayı nic aüiaıiıiıüyorzıjiü, jeneıîıeK jmaciıla jidı.!.
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3) RB'un İliç beğenmediğiniz /e/t'eye şikâyetçi olduğunuz bir y e m  var mı? 

Evet___  Hayır_ _ _

Evet ise nedir:_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

9) RB'u nerde kullanıyorsunuz? 

Evde_ _ _ _  Ofiste__ Diğer,

10) RB'ü kim kullanıyor?:.

11) RB'u eslerden hangisi aldı? Bay_ Bayan,

12) Verdiğiniz paranın karşılığını aldığınızı düşünüyor musunuz? 

Evet_ _ _ _  Hayır_ _ _ _

Hayır ise n e den?:_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

13) RB servisinden memnun kaldınız mı? Evet, Hayır,

14) RB'la ilgili şikayetleriniz olup da şirkete bildirdiğinizde ne tür tepki aldınız? 

( ) Hemen çözüm getirdiler (24 saat içerisinde)

( ) Sorunu dinlediler ama uzun süre beklettiler (24 saatten fazla)

( ) Sadece dinlediler, herhangi bir çözüm getirmediler

( ; Hiç yardımcı olmadılar

ou sikayet/sikayetleriniz aşağıda belirtilenlerden uangi/hangileriyle i lg il i ;

■ Dışarıya coz atiiıası

( ; Sigortası atınca nasii :aııstıracağınızı bilememeniz

) Bazı aparatlarının kullanma bivimi

j ı\ 11* İlân /e / y e y a ç ika n s ı r ı s m ı n ı rı c e g i s ı j  i / e y a o n a r ı i m a s ı 

j elektrik süpürge aparatın in .lierjanesın ¡n jontuüyvr s.ması

j  1 o er

ıS) fSMan gene! olarak .¡lemnurı 'l ia ın ı:  

15) S-sfiSı sorular:

Hayır.

Mİ s 1 j d [ 1111 z: - 2 y _

j. i 1 j J · 11 i - u r u .M u 11 u i.. j ı\ a i _

: /: i iseniz esinizin mes ¡;rgı: 
:erj-st ise hangi i· üzerine: 
•‘omur ise aerece/'.adeiiie:

1 2 3



1 yasın altında yocuğunuz var »ıı? Varsa lıa·; tane;.

En son lîiez'jn oldurunuz okul; 
âu anda töğünü: ifıcslek;.

Yasınız aşağıdaki gruplardan hangisine giriyor:

( ) 20-30 ( ) 31-40 ( ) 41 ve özeri

Oturduğunuz semt;_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

Oturduğunuz konutta; Ev sahibi. Kiracı 0i5er.

Aylık net toplam (maaş, kira, temettö, vb.) geliriniz;

( ) 1-2.5 milyon TL
( ) 2.5-5 “
( ) 5-7.5 "
( ) 7.5-10 "
I ' 1 n -1 o “ >( } I U 1 û . j
( ) 12.5 .milyon TL ve üzeri

i. Kredi kartı kullanıyor musunuz? Evet

j. Evde hayvan besliyor musunuz?

k. Toza karsı alerjiniz var mı?

l. Okuduğunuz gazete ve dergiler:.

E v i n i s ’n - e / v y a  o f i s i n i z i n  t em i zl i ği n e  karsı;

( ) Cok fazla t i t i zi m di r
( ; ̂ iti: s a y ı l ı r ı m
; i .^azla titiz sayıliıam

,1 . Evinize sık sık. gelen giden d u r  mu?

Evet___ Hayır,

Evet_ _ _ _ Hayır,

Evet Hayır

iğine k a r ş ı ;

iği‘İlindir

; ; 3ı k d e r , . o i l i r ,  ns f t a d a  kez
j i' c j  I !\ £ â y i 1 illâ Z , ] j  vi ü il d c b 1 

 ̂ ; ı(aüii'z;ri, jyCİâ ü 1T

Anket bitmiştir. Yardımlarınız için Tekrar Teşekkürler.
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APPENDIX P:

*■ Recommended Organization Chart For the Verpa Corp.

Dealer 1 Dealer 2 Dealer 3

1 25



Tffl.FS
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TAa.H ii General Properties and Profile of the Dealers

Mentioned 
properties 
of dealers

Number of 
respondents

% of
respondents

1. Sex: Male 12 0.85
Female 2 0.15

2. Age: 20-30 9 0.64
Jl-^ fO 4 0.28
41-above ' 1 0.08

3. Education: H igh  school 3 0.22
U n iv e rs ity 11 0.78

4. Previous Experienced 5 0.36
sales Non-experienced 9 0.64
experience:

5. Duration Less than 6
in Verpa: months 8 0.57

More than 6
months 6 0.43

6. Type: F u ll  tim e 11 0.78
P a rt tim e 3 0.22

7. Earning 1 -2  m illio n 4 0.28
in TL: 2 -3  m illio n 3 0.22

4 -5  m illio n 3 0.22
5-above 4 0.28
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TABLE 2i General Properties and FV^Dfile of Respondents:

1. Age:

2. Dwelling:

3. Home:

4. Child under 7:

5. Credit card:

6. Have house pet:

7. Dust allergic:

8. Newspaper read:

9. Being peevish:

10.Frequency 
of visitor:

Mentioned Number of % of
properties respondents respondents

2 0 -3 0 4 0.13
3 1 -m 18 0.60
U l-^ o v e 8 0.26

Mesa Koru 6 0.20
Çankaya 6 0.20
G .O .P . 7 0.23
K a va klıde re 6 0.20
O thers 5 0.17

O t^e r 25 0.84
Tenant 5 0.16

Have 13 0.44
D o n 't have 17 0.56

U ser 28 0.94
Nonuser 2 0.06

Yes 7 0.24
No 23 0.76

Yes 6 0.20
No 24 0.80

H ü rriy e t 23 0.51
Sabah 11 0.24
O thers 11 0.24

U ery pee vish 4 0.13
P eevish 24 0.80
Not ve ry
pee vish 2 0.07

1 -2  tim es a
Meek 12 0.40
E v e ry  15 days 17 0.56
1 tim es a
month 1 0.04
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TABLE 3: Importance Level of the Job Factors Mentioned by the 
Dealers

1. Product knowledge

2. Competitor’s knowledge

3. The only goal is 
selling

4. Self-confidence

5. Using words 
successfully

6. Being a good player

7. True approach to 
customers

8. Trust in company

9. Customer satisfaction

10. First impression

Total
@

Less 
than 6 
months

More 
than 6 
months

P

«
4.57 4.63 4.50

«»
0.670

3.42 3.75 3.00 0.104

3.14 3.13 3.16 0.939

4.78 5.00 4.50 0.022

2.42 2.50 2.33 0.789

2.85 2.75 3.00 0.612

4.42 4.50 4.33 0.699

4.14 4.25 4.00 0.569

4.00 4.25 3.66 0.177

4.57 4.63 4.50 0.670

*: Numbers given are the means for each factor inhere 1: Not 
Uery Important, 5: Uery I m p o r t a n t .
Numbers given on the p column indicate comparisons are not 
significantly different at the 0.05 level; Nhereas the Uth 
one is significantly differs at the 0.05 level.

9: Explanation indicates the time duration of a dealer on 
RainboN business in the Uerpa Corp..
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TABLE a: Opinions
Program

and TTxjughts of the Dealers About the Total

Mentioned Number of % of
opinions respondents respondents

1. Application of S a tis fa c t. 2 0.14
the program 
by Oerpa Inc.:

U n sa tis . 12 0.86

2. The best part O^ner 8 0.57
of the program: program

M o tiva tio n 6 0.43

3. The worst part None 12 0.86
of the program: More paper 

t̂ XDTk 2 0.14

4. Thoughts about P e rfe c t 10 0.71
Rainbow: Need fo r  

everybody 4 0.29

5. Suggested change Ta le n t scout 6 0.23
in the progran: T ra in in g 5 0.20

M o tiva tio n 7 0.27
O p p o rtu n itie s 2 0.07
S e rv ic e 6 0.23

S a t i s f a c t . : Satisfactorily 
Unaatia.; Unsatiafactorily
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TABLE 5: Objections and the Problems of the Dealers Related to 
the Job and Satisfaction With Their Position in the 
Company

1. Customers’ 
objections:

2. Job related 
complaints:

3. Current
position in the 
Verpa Corp.:

Number of % of
Responses respondents respondents

P ric e 13 0.62
S e rvice a 0.18
R e p a ir p a rts 2 0.10
A/M program 2 0.10

Transporta. 7 0.18
O rga n iza tio n 5 0.12
N egative in v . 5 0.12
A uthor, d e l. 8 0.20
Inadeq. tra in 6 0.15
G if t  program 9 0.23

S a tis f ie d 5 0.36
U n s a tis fie d 1 0.07
em ends * 8 0.57

They suggested that if the Total Program is applied totally, 
current situation in the job (position or Nork conditions) 
can be improved to a more satisfactory level. In addition, 
commission should also be reset according to one's position.

Tr an sp or ta.: Transportation
Negative inv.: Negative inventory 
Author, del,: Authority delegation 
Inadeq, train,: Inadequate training
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T<aPl F 6: Evaluation of Dealers’ Attributes by the Customers Who 
Were Grouped as A and B According to Their SES

1. Responsibility

2. Finished the demo 
on time

3. Well explained the 
Rainbow

4. Excited demo

5. Trustworthy

6. Well answered the 
questions

7. Good in appearance 
and behavior

8. Generally, very 
successful

Total
@
A

@
B P

«
4.53 4.64 4.33

**
0.396

4.06 4.09 4.00 0.879

4.. 56 4.72 4.46 0.513

4.36 4.27 4.33 0.842

4.60 4.54 4.60 0.834

4.53 4.45 4.60 0.690

4.33 4.18 4.30 0.495

4.36 4.54 4.26 0.176

Numbers given are the means for each factor Nhere 1: 
Strongly D i s a g r e e , 5: Strongly Agree.

**: Numbers given on the p column indicate comparisons are not 
significantly different at the 0.05 level.

9 : A and 9 indicate the respondent's SES Nhere 11 of them 
belong to A, and 15 of them belong to 9 group.
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TABLE Importance Level of Tangible and Intangible Attributes 
of the Rainbow for the Customers During Purchase

1. (i«ierican product

2. Reliability

3. High performance

4. Functionality

5. Economic

6. Presents real 
cleaning

7. 3 years of 
guarantee

8. Having water 
container

9. Used by friends

10. Added to health

@ @
Total A B P

* **
3.93 3.91 4.13 0.188

4.36 4.45 4.33 0.789

4.43 4.36 4.53 0.881

3.93 3.72 4.06 0.206

4.06 4.00 4.20 0.920

4.80 4.63 4.93 0.181

4.63 4.45 4.86 0.176

4.43 4.45 4.33 0.346

2.40 2.54 2.13 0.596

4.70 4.63 4.66 0.393

*: Numbers given are the means for each factor Nhere 1: Not 
Uery Important, 5: Uery Important.

**: Numbers given on the p column indicate comparisons are not 
significantly different at the 0.05 level.

0: A and B indicate the respondent's SES Nhere 11 of them 
belong to A, and 15 of them belong to B group.
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TABLE 8: Frequency Table of Rainbow’s Perceived Attributes
Mentioned by the Respondents Mho Mere Broken Down 
According to TTieir SES as A and B

1. Very Durable

2. Very Expensive

3. Prestigious

4. Functionality

5. Relatively Complicated

6. Very Different

Respondents 
of A group

Respondents 
of B 9 ~oup

Total No. X No. X

* **
4 0 0.00 4 0.13

. 13 6 0.27 7 ’ 0.23

3 0 0.00 3 0.10

@
14 7 0.32 1 0.23

3 1 0.05 2 0.08

0
15 8 0.36 1 0.23

Numbers given are the sum of rau numbers of A and B groups.
0: Numbers indicate the perceived attributes of the Rainbow

stated by the group A.
Numbers indicate the perceived attributes of the RainboN
stated by the group B.
Numbers given in the each % column of the groups A and B 
end up to 100 %.
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CXistomers’ Thoughts and Approach to the Rainbow:

Mentioned
thoughts

Number of 
respondents

% of
respondents

1. Like the RB demo: /es 29 0.96

2. Seen the machine
Ab * 1 0.04

like RB before: Ybs 0 0.00
No 30 1.00

3. Complaints Yes ** 10 0.34
about RB: No 20 0.66

4. Where to use: Home 27 0.90
O ffic e 3 0.10

5. Who bought: H ife 12 0.40
Hjsband 18 0.60

6. RB is good value Yes 28 0.93
for money: No 0 2 0.07

7. Good in service: Yes 30 1.00
No 0 0.00

8. Service response: In  24 h rs  @@ 
More thsn 24

22 1.00

nours 0 0.00

9. Like RB: Yes 30 1.00
No 0 0.00

given to the distinction between 
vacuum cleaners" indicated by the

it gets

RB demo: Ra i nboN demonstration 
*: "More emphasis should be 

RainboN and usual 
r e s p o n d e n t .

noise in the case of air-cleaner 
Occupation of large space due to accessories 

-  Requirement of frequent change of Nater Nhen 
d i r t y .

9: -  "Very expensive"
-  "I couldn't eliminate the dust from the house totally".

99: Services are about following:- Nhen RB gives dust out
-  Nhen fuse/insurance button 

takes on
-  information about the usage 

of some accessories, and
-  small r e p a i r e m e n t s .
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TABJi 10: Effectiveness of RainboM Demonstration on the
Respondents

1. We have already needed
a new one, so we bought:

2. We didn’t think to 
buy a new one till we 
see the demo:

Number of 
respondents

% of
respondents

10 0.34

20 0.64

F 11: Customers’ Thoughts About the Salespeople Before ^  
After the Demonstration

1. It was bad, now it is good:

2. It is good before and after 
the demonstration:

Number of 
respondents

% of
respondents

8 0.26

22 0.74
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FIGUFES
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FIGLfE 1: TlTe Importance Level of Job Factors Mentioned by the 
Dealers

Mery
Important

Not Very 
Important

1. Product knowledge

2. Competitor’s 
knowledge

3. The only goal 
is selling

4. Self-confidence

5. Using words 
successfully

6. Being a good 
player

7. True approach 
to customers

8. Trust in company

9. Customer 
satisfaction

10. First impression
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FIGURE 2: Dealers’ Attributes and Evaluation of the Dealers’ 
Performance by the Customers

Strongly
Agree

Strongly
Disagree
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FIGURE 3: The Importance Level of Tangible and Intangible
Attributes of Rainbow Mentioned by the Customers

Very
Important

Not Very 
Important

1. American product

2. Reliability

3. High performance

4. Functionality

5. Economic

6. Presents real 
cleaning

7. 3 years of 
guarantee

8. Having water 
container

9. Used by friends

10. Added to health
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FIGURE 4: Dealers’ General Temperaments

Yes Sometimes No

1. Like the things settled and safe

2. Like to make minor repairs

3. In the olouds one day and 
down another day

4. Blush easily

5. Never been afraid of loosing job

6. Don’t annoy to have someone 
watch them at work

7. Can do routine, tiresome 
work over a long time

8. Not quiet when out with people

9. Like to take care of details

10. Cannot leave the personality when 
dramatic events occur

11. Remember people well

12. Be late for an appointment

13. Accept people’s mistakes

14. Easily laugh

15. Care the others thoughts

16. Like to gamble

17. Can enter a room where several 
strangers are in

18. Can speak to people first on 
meeting

19. Like to be presented and work 
with different people

20. Answered questions easily
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