[image: image3.wmf]SALES PROCEDURE MANUAL

[image: image4.wmf]


A guideline for all Sales Representatives to effectively apply selling technique & tools in order to achieve sales target and profitable growth.

You have chosen to make a career with The World’s Largest Food Manufacturer, and specifically within the all important area of sales!

NESTLÉ’s success as a Company is directly related to the effectiveness of the Sales Team.  As a member of that Sales Team you have a crucial role which influences both the security of the Company and its employees ... no sales, no profits, no Company, no jobs!

All this may seem an incredible responsibility. It is!!  But selling within the FMCG Industry can also be a lot of fun.  It is a challenge to manage your sales territory effectively, and a great satisfaction to achieve your goals and objectives by skillfully using your acquired knowledge.

At Companywe have a commitment to ensuring our staff enjoy and succeed in their jobs.  For this to happen you need to be fully informed and trained about our Company and its products
Information or knowledge is power in the hands of a sales person.  Without information you cannot sell!!  We want you to enjoy your chosen career, but you will enjoy selling if you become knowledgeable and skilled as a professional Sales Representative.

As a Company Sales Representative you will need to know various details about sales procedures and our policies.

This manual will assist you in delivering the expected level of service and serve as a reference tool for everyday use.
Letter of Appointment

You should have received a letter of appointment which outlines your basic conditions of employment with regards to: -

(
Remuneration


(
Hours of Work

(
Control and Direction

(
Annual Leave Entitlement

(
Long Service Leave

(
Sick Leave Entitlement

(
Pension Fund


(
Retirement

(
Confidential Information
(
Medical Scheme

(
Notice Period


(
Company Vehicle Policy & Use (if applicable)

(
Expenses


(
Incentives (if applicable)

(
Standards

If you have any queries on any aspect of your letter of appointment, please discuss them with your Manager.
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1. Introduction

This manual describes our “ go to market” practice and serves as the reference document for all sales personnel when dealing with our customers.

The purpose of this document is to assist and enable us to apply the best selling practice in order to:

Have an effective utilisation of sales resources

Standardise best practice across Companysales forces

2. Objective

 The objectives of this selling manual is to:

· Provide you the Company Sales Representative with a guideline to Company sales procedures.

· Assist all sales staff to achieve their respective sales targets through improved performance

3. SALES PROCEDURES

3.1. Sales Planning and Preparation

To ensure you achieve your sales budgets and targets assigned by management you must plan out where you will achieve your sales through effective planning procedures

During pre and post planning phase the following processes should be prepared and or reviewed.

3.1.1. Planning/Procedure

Monthly

1.
Review Monthly Activity Schedule in conjunction with sales meeting notes.

2.
Break down your monthly targets by product by store.

3.
Analyse resources available to achieve targets


- promotion programme


- adhoc funds


- marketing support (TVC, consumer promos, added value promos, in-store prizes)

4. Identify whether resources in 3. will achieve targets in 2.  Where potential shortfalls exist, discuss with your Manager.

Weekly/Daily

5. Review Store Activity on your Tough book and set store objectives based on monthly activity and resources as above.  These objectives include:

· Achievement of assigned monthly sales targets by $ and by category
· Distribution (presentation of new product)

· Placement (relay proposal of new or existing product)

· Displays (presenting parcel deals, merchandising units

6. Objectives will be communicated to you by your manager on your Tough book or at the Sales Meeting. It is imperative that you review and complete these objectives.

7. Review the results on a daily and weekly basis by comparing them back to the monthly plan.

3.1.2. Call Cycle Planning

Your call cycle has largely been determined by the geography of the territory and/or the contribution to Company.

Your call cycle will be provided to you by your Manager. It is the expectation of the company that you work to this call cycle and complete all calls as planned. Any changes to your call cycle must be communicated and discussed with your Manager. You are expected to follow your call cycle unless your have prior authorisation from your Manager. Any changes you feel that need to be made permanently will be in consultation with your Manager, and ultimately the final decision to change will be theirs.

TIP> Daily Time Planner

As part of your daily planning, set a plan for “time-in” and “time-out” against each call.  You may even need to reassess your calls cycle (in conjunction with your Manager) and fine tune as necessary - “fish where the fish are” but don’t ignore the potential of some of your smaller customers.

3.1.3. Call Requirements

It is imperative that you are fully prepared with the right equipment to achieve your planned objectives.  Checklist:

· *Briefcase

· *Tough book

· *Presenters (marketing presenters, deal sheets, samples, Nielsen data, relay proposal, etc.)

· *Shelf Evaluation (Tough book)

· *Promotional Programme

· Price Survey (Tough book)

· *Credit Book / (Tough book)

· *Price List

· *Product Code Number Sheet for group listings

· Order Forms - Companyand detail (Tough book)

· Product Information/Merchandising Manuals

· Display Requisitions

· *Pager 

· Camera

· *Craft Knife

· Merchandising Equipment - knife, staples, etc.  Merchandising units, e.g. Kit Kat and dip dispensers

*Items to be taken in to call.

It is also important that you have some basic Point of Sale material in your vehicle to accommodate ad hoc opportunities, trellis, wallpaper.

3.1.4. Presentation Forms

It is extremely important that you use the time spent with the retailer constructively.

Therefore being effectively planned in what you present in terms of products becomes very important if you are to achieve your sales targets.

To assist in your presentations, Companyhas developed a series of presentation parcel forms, which can be emailed to the buyer prior to your call appointment or completed on a hard copy.

To be successful you must plan what you are going to do before you walk into the store.

Remember:
“If you go in with nothing and come out with nothing, then you have achieved nothing”.
Set clear objectives each time you enter a store that you can measure your success against.

Forms can be used to present a number of options for one product, or a number of different products.

3.2. Sales Negotiation and Execution

This section will go over all in-store procedures and processes that you will encounter as a Sales Representative for Company, to assist you in achieving your overall targets and objectives.

PINPAN – is a point of reference to ensure all pre and post opportunities have been explored and executed at store level. 

Plan

Introduce

Negotiate

Present

Analyse 

Notes

Plan - Ensure all pre and post planning is completed by account to ensure all opportunities are explored and executed at store level

Introduce – your self to the buyer and floor manager each time your are in account to ensure that they are aware of the level of service an commitment your are providing.

Negotiate –At all times of presentation to ensure your are maximising Company return on investment and maintaining profitable and sustainable business practices.

Present – All opportunities in a professional manner

Analyse – the out come of the call to ensure that you have achieved all targets and objectives IF not highlight them as a pending issue and review and address at your next appointment.

Notes – End of call. This should record all relevant data about the call you have just completed.

TIP< Ensure Clear Objectives are Set Prior to Entering Store

Write them down and cross them off as you cover them with the buyer.  (Going in to merchandise or say hello to a buyer does not constitute a clear objective!)

3.2.1.    In Store Procedure

3.2.1.1.   Overview

1.
Sign in and make initial contact.

2.
Walk the store - note store activity identifying possible areas of opportunities.

3.
Complete work in own sections - shelf, displays, storeroom

4.
Discussion with buyer.

5.
Complete relevant paperwork required prior to leaving store.

6.
Sign out.

3.2.1.2.   Signing In/Signing Out

Sign in and sign out is to be completed every store you visit. This is an 

OSH requirement. If you have the opportunity, make initail contact with the decision maker so that he knows you are working in-store

3.2.1.3.   Walk the Store

Do this at every call to enable you to spot activity from other manufacturers, changes being made in the store layout (or additions such as wine bays, delis) and areas of opportunity for Nestlé.  This should include checking for compliance on displays.

3.2.1.4. Complete Work in Own Sections

This includes:

· Merchandise as required (filling, facing up, stock rotation, date code checks and merchandising entry forms)

· Check shelf layouts, price tickets

· Review shelf evaluation form - follow up relay/distribution opportunities

· Record details on Toughbook

· Price surveys

· Prepare shelf order

· Tidy displays

· Check storeroom - stock levels and credits

· Update products counts and rolling counts – this will assist both you and the store

NOTE:While you are merchandising in the store you should always follow the procedure below. By doing so it will assist you in ensuring you achieve a successful call.
1. What are the SPLASH ( Shelving, Price, Location, Assortment , Stock and Hygiene ) conditions of the store?

2. Identify the SHIP areas of the shop ( Storage, High visibility, Impulse, Planned goods ).

3. Detect errors in the location of space (impulse versus  planned purchase) and improvement opportunities.

4. See opportunities to improve merchandising of Company products ( location, space, height, block, additional display ).

5. Look for opportunities to place stand/ display.

6. Detect opportunities to place POS.

NOTE: Additional considerations in Coding, Shelf Life and Stock Rotation

· The coding system in use by the factory must be familiar to the whole sales team. Together with knowledge of shelf life, staff can determine the freshness of product.

· Stock rotation aspects should be discussed with the customer to ensure freshest stocks are available at all times.

 Julian Coding

NNZ utilises a Julian Coding system to identify the production date and other necessary information. The first number of this code represents the year that the product was manufactured. The next three numbers represent the day of the year it was made. The last number and letter represents the factory and machine number. 

TIP < Liaison with Merchandisers
Ensure good communication and direction is given to merchandisers to maximise efficiencies.

3.2.1.5.   Discussion with Buyer

May include:

· Store trading environment

· Competitor information

· New product presentation

· Parcel deal presentations

· Booking displays (ensuring the display is before the shelf location) 

· Relay presentations

· Alignment with customer

· Following up on issues e.g. merchandising, deliveries, credit claims, payment queries.

· Market information (Nielsen, etc.)

· Complete/suggest order

3.2.2. Order quantities

All Companyproducts are delivered free into store - you cannot accept an order for less than 25 inners. To obtain BTP however the store is required to purchase 50 inners or more.

TIP< Gain Knowledge of Your Customer

If you can obtain a better understanding of your customer’s business and their real needs, you can target your presentations more effectively.  This knowledge can only be acquired by asking questions.  It is often better to make a separate appointment to discuss these (rather than tagging it on to a presentation where you are trying to sell something).  It pays to know your customer likes, dislikes and personal interests.

TIP< Profit and Pricing Awareness

You should develop more in-depth knowledge of product margins and trade pricing particularly in view of the current competitive environment where margins are tight.  This will assist you in your presentations and negotiations and help you to develop action plans where problems exist.

3.2.2.1.   Complete Relevant Administration

May include:

· Promotional Payment requests – (Tough book) - obtain invoice from store

· Credit note

· Display requisition

3.2.2.2. Shelf Evaluations

3.2.2.2.1. Shelf Objectives in Store

Nestlé is market leader in almost every category it competes in in the market place.

The space in which we occupy on the shelf is a very important ingredient in the marketing mix, which enables us to maintain that market share.

It is said that 80% of our sales are derived from the shelf.

The shelf has to be a very important part of your function as a Representative of Nestlé.

As a Sales Representative, you must be at all times, looking for ways to improve the position of Companyproducts on the shelf.  The information we have available for you will assist you in your quest to obtain more space at store level.

Nestlé can advertise and promote its range of products as much as it likes but if the consumer cannot find them at store level, that advertising is wasted.

To assist you in meeting your store objectives and to ensure you are making headway at store level, Companyhas devised a “Shelf Evaluation tool” to measure the progress you are making.

3.2.2.2.2.   The Shelf Evaluation Tool (via the Tough book)

This tool has been devised to assign marks to each category Companyparticipates in the market place.

Products/Ranges are evaluated and given a mark(s) which enables us to measure your progress and assists you to increase sales in that store by increase shelf share.

Shelf evaluations are completed 4 times a year, but you should complete one each time you improve the shelf.

Each time your Manager visits a store, they will complete a shelf evaluation and will also measure your progress.

This is a tool to help you, view it as such and use it as a working document to your advantage.

3.2.2.3.   Relays

3.2.2.3.1.   Planning and Presenting a Relay

· Where possible, complete ad hoc relays there and then on the spot

· Utilise Nielsen and/or store specific data

· Where applicable, utilise CompanyTrade Merchandising (Apollo).  Appropriate information is required (see appendix)

· It is imperative that you gain commitment to maintain the relay to avoid unnecessary expense to Nestlé.

Tip< If you are going to use the Merchandiser please ensure that you give them adequate notification. 

3.2.2.3.2.   Evaluate Relay Opportunities and Set Targets

 (basis = Shelf Evaluations)

· Maximise facings

· Target competitor products for deletion

· Position next to the market leader

· Position lesser brands before antagonising strong competitors

· Position at the traffic entry to the section (although avoid first bay in the aisles)

· Block with other variants

· Block with other company lines

· Away from housebrands

· At eye level or close to it

· Using all company POS material

· Well clear of shelf add ons

3.2.2.3.3.   Prioritise Your Targets

· Select the most important improvements

· Plan alternative for each of these
-
alternative lines to displace
-
alternative positions on shelf

3.2.2.3.4.   Now Get the Manager to the Section

· Sell the benefits

· Greater brand impact

· Companion product sales

· Improved shelf appearance

· Sales/market shares reflected on shelf makes it easier for customers to find preferred brands

· Improve stock-turns

· Less out of stocks

· Time and money saved in shelf filling

· More profit

· Handle his/her objections (revisit benefits)

3.2.2.3.5.   Carry Out the Relay

· Get the Manager to give commitment to the relay

· Carry out any small changes he/she requires on the spot

· Once he/she agrees it, it is his/her relay and the opposition will have difficulty changing it

· Stress that we will maintain the relay.

“WE DO THE WORK, YOU REAP THE BENEFITS”

3.2.2.4.   Gaining distribution

In every call the sales representative should be attempting to gain increased distribution of the Company portfolio of products.  The steps in gaining new distribution should be as follows.

3.2.2.4.1.   SELL CURRENT SKUs.

 

· Getting orders for the current range and selling “easy” SKUs ( current stocked range and absent  “must”) will allow you to receive many “yes” from client and will create an atmosphere of  cooperation. As you and your client get to know each other, the more he will trust you and will progressively let you suggest or even decide alone on quantities to order and new SKUs to include in range. You must build this relationship with patience and persevearance as it is the key to successful selling.

· This step consists in getting the client to repeat the purchase of SKUs he has already ordered in the past. This includes of course “must “ and “prioriy” SKUs. It is an easy step but a very important one since most sales volume of the call depends on it.

3.2.2.4.2.   SELL ABSENT “CORE” SKUs



· If the store does not stock all the “core” SKUs according to it’s store type , then you must attempt to sell them. 

· It’s vital that you use the PRODUCT CATALOGUE/TOUGH BOOK/NIELSEN INFORMATION/STORE SPECIFIC INFORMATION as a tool to help sell these SKUs!

· Start by offering the identified Company “core” SKUs that the client should have ranged. Focus on the benefits the client will have if they stocks the SKU in order to convince him. Remember the AIDA technique   (Attention, Interest, Desire, Action) . If the client interrupts you with any question (what is the price?), then he is showing interest and is almost ready to order.

· You must now manage all objections and do 90% of the talking yourself at this stage.

3.2.2.4.3.   SELL ABSENT “ existing” SKUs



· If you have been succesful selling absolutely all absent “core” SKUs, then the next stage is to offer “existing” SKUs. Offer “existing “ SKU’s you have identified earlier. Remember that not all existing SKUs might be suitable for the store type ( too big size, too expensive, etc.) so make sure you only select SKUs that will not sit on the shelf forever.

· Target the SKU’s by priority. Remember to always offer first the SKU/Range you think the client is more likely to purchase before proceeding with the next one. 

3.2.2.4.4.   SELL”NOVELTIES” (NEW LIMITED TIME/SEASONAL SKU’s)


· Novelties such as temporary promotions or new products are sold after you are done with the standard range. Natural curiosity makes it easier to sell novelties so leave them for the end for when you will need something unusual to capture the customer’s attention.

· It is important for the company to distribute new products rapidly so make sure you insist on having them stocked by the client by using the right arguments.

· Exploit the “novelty” effect to create suspense and then show-off the novelty features in an attractive manner. Using materials such as sales folders and samples if available will guarantee you get an order. 

Gaining distribution of all Company SKU’s is Crucial!!!

3.3. Post Call Procedure

All remaining administration should be completed following each call.  Once you have exited a call you should:

· Enter the order on Tough book (if you have not already).

· Complete Store Activity details on Tough book (stock levels, listings, pricing, new store details, results achieved against set objectives, detail relating to new objectives).

· Complete funds reconciliation.

· Complete car trust/bonus stocks documentation.

· End of Call Report.

· Diarise any additional follow up required in Outlook task manager.

· Communicate the order via Tough book.

· Forward appropriate administration by stipulated deadlines.

TIP< Use of Funds and Evaluation of Promotions

Plan these wisely - treat the money as if it were your own!  Look for more trade-offs instead of paying for ends, e.g. in-store prizes or simply the quality of our merchandising material that will brighten up the store. Pre and Post evaluation on promotion is impetrative to analyse the effectiveness of a promotion - what was the incremental sales increase? Did Company get a fair return on investment? What was the cost of Sale?  Was the price point too high or too low?  Was the location right?  Record this data on your Toughbook and discuss it with your buyer.

3.3.1. Credits

3.3.1.1. Credit Procedure

These should be actioned in the Tough book where the store will permit. 
Interim Credit Books

These books are supplied on request from the office.  Immediately a book has been completed, return it and ask for a new book. They are allocated to you and need to be signed in and out.

Note:
It is vital that we keep credits to a minimum.  Every product credited gets deducted from your territory sales. 

 You will notice that the forms are in triplicate:

· the top white copy going to the person from whom the goods are withdrawn for credit.

· the pink copy is handed in with goods returned.

· the third copy remains in the book.

Heading Up

Details are filled in the top section as per the sample.

Product Description

In this space insert the name only of the product concerned.

Product Number

Use the line number for the product.  It is most important that this number is given on every occasion.  

Cartons/Outers etc. and Parts

In here will be shown the quantity; in all instances where less than an “inner” or selling unit is concerned, then the quantity must be written in the “parts” column, e.g. innner and 12 sachets of Maggi Soup should be indicated by the figure 1 in the “Carton/Inner” column, and figure 12 in the “parts” column.

Discount

This column is for office use only.

Type of Credit

The bottom left hand corner of the form refers to the disposition of the goods.  We will cover this column under the heading “Disposition of Goods”.

Disposition of Goods

A tick is to be placed in the space B, C, or E indicating in what manner you have disposed of stocks taken back for credit.

Credit Reason Codes

	Type
	Class
	Reason Code
	Description

	6
	8
	B
	Damaged in Customer Store

	
	
	C
	Outdated

	
	
	E
	Packaging/Manufacturing Fault


Destroyed, Category “B”  The following will come into this category:

(a)
Unsaleable stock destroyed by the Representative.

(b)
Stock returned to the warehouse to be destroyed.

(c)
Stock such as that involved in a quality complaint returned to office for inspection.

Outdated and Destroyed
Category “C”

This will cover “Date Code” withdrawals.

Product packaging Fault

Category “E”

This refers to packing fault that can be directly attributed to Company and the manufacturing process. All “E” credits are to be accompanied by a consumer complaint form indicating exactly why an “E” credit was issued so that we may identify why this has occurred and make provisions to correct.

Short deliveries from the warehouse are referred to the office for action - credits are not to be written by a Representative in these cases.

Total

You are now referred to the bottom right hand corner of this form and notice there is a space for your signature after the word “Representative”.

Returns

As we do not sell on a “Sale or Return” basis, no stock is to be uplifted and returned to store.

If for special reasons some suitable action is necessary the matter must be discussed with your Manager.

Note:
We expect and demand payment for goods supplied, on due date.


Our customers have every right to demand prompt action for credits.


Do not leave credit notes in book and clear monthly.

Please complete all credit notes and return to sales office weekly.

3.3.1.2.   Representatives Handling of Credited Stock

· Credited Companystock remains the property of CompanyNew Zealand at all times.
Only the person issuing the credit has the right to remove the stock from the store.  This person should be the appropriate sales representative.


· No Companystaff member has the right to dispose of Companycredits in any way that will benefit that person financially.


· Disposal of any Company credits must be done in a manner that does not compromise product quality standards.


· No Companycredits are to be swapped with credits from other grocery manufacturers.


·  All credited stock must be uplifted and removed from the premises.

· Credited stock should whenever possible be sighted prior to writing up the credit.  Some stores record these credits in a book and destroy the stock themselves.  In stores where this system is used, we must insist on the following:


· Significant item product must be sighted to action the credit (e.g. 1100g tins of MILO, 500g tins of coffee)


· Significant volume of credit must be sighted (e.g. full cartons or say 20 tins of HIGHLANDER).

· The store has a responsibility when handling our stock to take reasonable due care at all times.  In instances where it appears that reasonable due care has not been taken, this situation must be discussed with the store and a compromise solution agreed on.  This may include:

· Agreeing to credit on 50% of the damaged stock

· Ensuring that the store staff are instructed on correct handling disciplines

· Advising the Management that unless store handling procedures improve in future, a 50% credit will be given on the products concerned.

· Out of Town Representatives.
Credits of any significant quality (such as full cartons) must be discussed with the relevant Manager who will advise of the appropriate course of action to be taken.
Credited stock is not to remain in depots for extended periods of time.  This can encourage possible break-ins and infestations from rodents and insects.

· No credits are to be delivered to buyer’s residential addresses.

· A complete book is to be returned to the office.  New books will be issued only in exchange for used books.

Recall Procedures

In the event of product recall, the sales staff must assist with their expert knowledge in the field.  Recall at different levels and the role of sales staff in the procedure must be understood.

Immediate action and knowledge of product coding is required for effective recall at any desired level.

3.3.2. Display Allowance

The Tough book has an option for promotional payment requests and the how to use is outlined in the Toughbook training manual.

The Toughbook option should always be used for promotional payment requests (where possible) as it allows management to perform promotional analysis.

3.3.2.1.   Usage Procedure

3.3.2.1.1.   Promotional Allowance

1. Always add customer invoice number to promotional payment request.

2. Complete the applicable sections. 

3. “Promotional Payment Reconciliation” to be filled in with every promotional payment request, and handed / e-mailed  to your Manager at the end of each month.

4. Ad hoc and per carton limits are to be adhered to at all times.

3.3.2.1.2.   Completion of the Promotional Payment Request.

1. Customer number and name with address must be supplied.

2. Include customer invoice/reference number.

3. GST number is essential.

4. Product details to be completed:

a.
“MAGGI” is insufficient.  It must be “MAGGI Soup for a Cup” or “MAGGI Cook in the Pots”, etc.

b.
If a product has no discretionary funds allocated, a promotional payment request cannot be completed for that product (in the month concerned).

5. “Number of Outers” must be supplied against the product.

6. RRSP and quantity must be provided with request.

7. The correct proportion of funds should be allocated according to the quantities of product bought.

8. “Date Display Made” to be supplied.

9. Deal and Bonus Codes relating to sale to be noted, so Trade Expenditure by Customer can be tracked.

10. Falsification of details on promotional payment requests is considered “serious misconduct”.

11. Sales Representatives have no mandate to exceed the allocated funds for ad hoc promotions or exceed the deal guidelines without prior approval. 

3.3.3. Display/Merchandising Requisitions

These are designed to be completed when a rep requires:

-
Displays to be built

-
Specific merchandising required

-
Relays completed by someone else

It is extremely important that a merchandising requisition is completed at the completion of call each time work is organised with one of your stores to ensure it is not forgotten or missed.

The merchandiser must receive merchandising requisition in fair and reasonable time.  As a guideline they should be received no latter than the Thursday prior to a Monday display.  If, in some circumstances, you have a short time frame you can phone the merchandiser and notify of work to be done, then follow up with hard copy of requisition. They can be posted, faxed or e-mailed. Keep in mind that they have to be furnished by the merchandiser with their time sheets on order to get paid.

You cannot ask them to fill it out for you. 

3.3.4. Point of Sale

All Point of Sale is issued from one warehouse (Design Print Logistics in Auckland) and you will be issued with a Point of Sale Manual showing all material available for your use.

The pages in this manual are updated monthly.

Point of Sale can be sent directly to a store, your home, or a Companydepot.

3.3.4.1. How to Order

1.  You can e-mail your order and your manager will have a copy on your Tough book. Hard copy order forms are in your selling kit.  When you need more, please re-order from Design Print on your order form.  They come in packs of 25.


2. To fill in the order:
(a)
Put in your name, the date and your territory number.
(b)
Identify the required by date for the material.

Ideally allow at least two days.
(c)
Enter the code number of the products required (refer manual).
(d)
Enter a brief description of what you require, e.g. “Nestlé Milo Poster”.

Note:  When ordering stands and bins you only need to order the complete unit.  (It will include all components packaged as one unit, i.e. base, inners, shelves.)

(e)
Enter the quantity required.  (Refer manual for pack sizes.)  Make sure all your orders are in packs, i.e. order three “Milo Netball Posters” you will receive 60 individual posters (3 packs of 20).
(f)
Address for delivery, e.g. depot, home address or store delivery address.
(g)
Special instructions for any information or request.
(h)
Please print your name and sign.


3. When sending orders, use either the 0800 fax number or e-mail at all times unless it is an emergency.
 Orders can also be through and picked up from the Auckland warehouse.


4. Queries:  if you have any queries, please feel free to fax them through with a contact phone number.


5. Design Print Logistics Phone:  09 277 5330  (  Freefax:  0800 169 990

3.3.5. Trade Assets 

Trade assets are defined as any sales tools we place in a customer store to assist with sales. They can vary from a full confectionery stand to a dip chute for reduced cream. 

They are a cost to Company and remain the property of Company. You must record where we place these stands and agree the period they are to be placed for. You will note (Recording of placement and duration on your Toughbook notes under the respective customer)

You will communicate to the store that they will remain the property of Company and should not be discarded. If the need to use this hardware is no longer or we are not getting value for money they should be returned to DPL so that another team member may use them.

3.4. Administration

3.4.1. Expenses

3.4.1.1. Cash Expenses - Monthly Expense Sheets

These are to be written out in duplicate (one copy to be sent in and one copy as a record).  Example is attached - to be in your Managers hands by the end of each month.

All expenses claimed for under expense sheets must be supported by receipts.  Any amounts over $20 must be supported by “Tax Invoice GST” receipts.

3.4.1.2. Out of Pocket Expenses

Representatives receive a monthly out of pocket expense allowance of $25.  This amount is directly credited to your bank account along with your salary.  It covers all expenses under $2 e.g. postage, parking, small stationery items.

3.4.1.3. Overnight Allowance

An overnight allowance of $8 per night including GST will apply to each night spent away from home.  This will apply to each night spent away from home on Company business, including special courses or functions.  It is important that the location is detailed on the Representatives expense sheet - e.g. Auckland, Wellington, Kaitaia, Gisborne.  (This allowance is to cover lunch, private toll calls made).

3.4.1.4. Credit Card Expenses

Company Amex cards are to be used for authorised company business only.  Amex is not to be used at any time for personal expenditure.

All expenses claimed for must be supported by receipts.  Any amounts over $20 must be supported by “Tax Invoice GST” receipts, (ie an Amex receipt on its own is not sufficient).

Upon receipt of Amex statement, you are to sign and attach receipts and forward immediately to your Manager.

Motel accounts paid by Amex, receipts are to be furnished for these but will not include any lunch charges, only dinner, bed and breakfast.  If dinner is taken away from the hotel, then a receipt will be required.  If any claim is made for a larger amount it must be supported by a suitable and reasonable explanation to enable consideration to be given for passing the larger sum.  All representatives are to exercise prudence in where they stay and are not to commit the company to excessive and unnecessary costs.

3.4.2. EX Car Sales

1. Two Companyorder forms are required for all sales ex car.


2. Representatives must write clearly the words “ex car” in the space provided for “Delivery Instructions”.


3. The customer’s signature must be obtained through both copies.


4. One copy must be left with the customer, while the other copy goes to the office.  


5. All sales ex car must be listed in the lower part of the stock form.


At the end of each week the Representative will record the stock on hand, sign and forward the stock sheet, together with the order form.

4. TOUGH BOOK PROCEDURES

The basic functions of selecting a Customer, Creating an Order, and Communicating an Order are extracted from the Sales Portfolio manual. For full information, refer to the mentioned manual.

Regarding to the Care and use of the Tough book please refer to the standing instruction for the care and security of sales force computers - SER . 011

4.1. Selecting a Customer

1. From the Scheduling dialog box, tap the Add button. The Customer List dialog box displays as shown below.
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If a customer appointment is highlighted when you click Add, appointments will be inserted above the highlighted appointment.

[image: image6.wmf]
2. Select the customer or range of customers that you want to add to the schedule and click OK. The Add Customer Call dialog box displays.

[image: image7.png]. Sales Portfc
CustTools DtherTools

[156031: PAK N SAVE GLEN INNES]
View Options  Help

I | tovosen =1 I

Sales

Commuricalions

Customer

140181
156011
156021
158101
191571
155931

Name Oucer it

OODBARN LINCN ARAZZE CCFO79
OODBARN ALDERMEN A4 CCFOB!
OTANYDOWNS  AbA225 CCFORD
OODBARN ROYAL DAK At CCFO77
LBANY  AAA2ZS0820C CCFOR2
TALBERT  AAA225078( CCFO78

T ER

T

000
00
00
00
00
00

MEIE

O A

51461

16859
297.0
567.0
3876

50%.3

Release Hold

156031 (PAK N SAVE GLEN INNES]

Start| [P]Deskiop..| 3y Explotin.. | B Mictosot..|[ =3 Sates @1 Mictosot..| Zlnbox

vid

| % vPeat .| e@wirzio-. |

& @@ BTEM 155




3. Optionally, complete the Purpose, Comments and Contact fields.

If more than one customer was selected, the Contact field will not appear. You can edit the appointment later to add contact information.

4. Tap Add to complete the entry.

4.2. Create an Order
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From the Active Bar, Sales group, tap the Order Management icon. The Order Header screen displays. 

	Data Field
	Description

	Return Number
	If return items are to be included with the order, enter the return number in this text box.

	Load Standard Order
	Select this checkbox if a standard order is always taken for this customer with no deviations.

	Order Type
	Used to specify order type. Options are Normal, Proposal and Indirect.

	Order Date
	Defaults to the current date, change if necessary.

	Delivery Date
	Defaults to the current date, use this field to specify a delivery date for the order. You can use this option to set the default delivery schedule. For example, if you select a delivery date 7 days out, the system prompts to ask if all delivery dates should be set 7 days out from the order date.

	PO No.
	Used to record the customer’s internal purchase order number.

	PO Date
	Used to indicate the date of issue of the customer’s purchase order.

	Invoice Instructions
	Used to record any special invoicing instructions.

	Delivery Instructions
	Used to record special delivery instructions.

	Transport Company
	Used to specify the transport company to be used for delivery.

	Returns Disposition

	Used to record any special disposition for return items.



2. Enter data as required. 

3. Tap the Order Detail tab to continue taking the order. 

Once you have established the basic settings and instructions for the order, you can proceed to the Order Detail tab to begin taking the order. The Order Detail tab is the central area for recording inventory, orders, returns, and other pre-sales related tasks. You should take time to familiarise yourself with the features and functionality of this dialog box.
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Item Category is a hierarchical directory tree structure. The default display shows all categories. You can double-tap the All folder and drill down to specific item categories and subcategories.


Item View provides a selection list of possible display views. You can choose from ALL (all items), HISTORY (historically ordered items), or ORDER (items on the current order).

The ALL categories/ALL items view displays all items in the item database authorised for the selected customer. 

If you choose to use the All display option, you should first qualify the request by using the Item Category tree. The tree allows you to drill down to a specific item category and thereby restrict the results set and the time it takes to display the list. Using this combination is usually more efficient than opting to display all items.

The Warehouse Stock tab is used to check for item availability in warehouses commonly used to supply the selected customer.


Checking Warehouse stock

As a check for your order, you should check item availability by warehouse and specify the warehouse to use for distribution of certain items to meet the order. The warehouse application must de done on the first line of the order.

1. From the Order Detail tab, change the item view to ORDER. The display refreshes, listing only those items on the current order.

2. Select the item you want to check warehouse stock for and tap the Warehouse Stock tab. 

A tabular display appears showing all warehouses currently stocking the item and quantities available.

3. To specify the warehouse for distribution of the item, select the warehouse and tap Apply.

To order a product, select the Category from the Item Category Tree, highlight the product you wish to order and enter the order amount in inners or shippers dependent on the product in the Order Box. Once this is done press Enter on the Keyboard.

4.3. Communicating an Order

At the end of the business day, you can upload your sales transactions and activities to the host for processing. Prior to communicating with the host, you should review Orders to be Sent, and if necessary place a hold on incomplete or pending orders.

4.3.1. Reviewing orders to be sent

1. From the Active Bar, select the Communications group and then tap the Orders to be Sent icon. A listing of pending orders displays.


4.3.2. Uploading orders

1. From the Active Bar, select the Communications grouping and then tap on the Communication icon. The Communication dialog box displays.

2. From the Communication dialog box, choose a method of connection by selecting either the Dial Up Connection or the Direct Connection option. For more information regarding connection type, refer to selecting a Communications Method on page 2-7.
3. From the Session Type box, select Mail & Send Data.

4. Click Communicate to initiate communication with the host. 


Tap Yes to continue.

5. Communication dialog begins and displays on-screen.

6. When prompted, key in the User Name and Password to gain access to the Companynetwork.

7. When prompted, click OK.

8.  Review the communications dialog to verify successful transmission.

5. Quality Complaints Procedure 


1.
If a complaint is made to a representative or a Regional Sales Office:

· Advise the consumer of the free call 0800 830 840 telephone number to our specialist Consumer Services Department.


If the consumer does not wish to make the call, then for:


Priority One Complaints (foreign matter, illness, or where laboratory examination is necessary):

· Take down the consumer’s name and day-time (business hours) telephone number and advise the consumer that our Consumer Services Department will contact them during working hours.  Notify Consumer Services of any complaint received within 2 hours.


Priority Two Complaints (all other complaints):


Complete a product complaint form filling in all the required information.  Return the form with the sample (if available) to Consumer Services or telephone details and send the sample within 24 hours.

PLEASE NOTE:

· It is essential that Consumer Services are notified of all product complaints.

· Without batch code numbers or use by dates, the factory cannot investigate a complaint.  Please ensure these are supplied.

2.
Sales representatives may be asked to obtain samples from consumers on request from Consumer Services.  These will be for Priority One Complaints (foreign matter, illness, or where laboratory examination is necessary).  The consumer is to be contacted urgently and an arrangement made to collect the sample.  Maximum time to make contact is 24 hours and products should be picked up from the consumer within two working days of being notified of the complaint.  Where the representative visits the consumer, replacement product (not of the same code) should be supplied.


The sample is to be forwarded, clearly identified and with a completed product complaint form to Consumer Services at Head Office.

3.
Samples should be collected for all complaints on request from Consumer Services or Marketing.  However, if packages are opened, they will not necessarily be fully examined by the factory.  For serious complaints, unopened samples of the same code may be requested for examination.

4.
For packaging complaints, the package only needs to be forwarded (washed, in the case of liquid/wet products).

5.
Opened samples of canned products should be emptied and the can washed prior to being sent as they will “go off” during transportation and are of no value for examination.

6.
Blown cans of products should not be sent in the mail system.

7.
Frozen samples must be sent adequately packed in dry ice to ensure delivery in a frozen state.  Frozen samples should not be forwarded on a Friday or a day before a public holiday.

8.
Chocolate product should be despatched in a manner that will ensure that the product does not deteriorate during transportation.

9.
Where it is difficult for a representative to visit a consumer within the time period, Consumer Services must be advised so that alternative arrangements can be made.

10.
Foreign matter samples should, where appropriate, be sent by the branch packaged in a “Jiffy” bag with the complaint form attached.

11.
Samples of product should be securely closed and packed to ensure no leakage.  Attach the Product Complaint form so that it is not damaged in any way.

Where doubt exists as to sample collection and handling technique, the sales representative or Regional Office is to request advice from Consumer Services.

PLEASE NOTE:

CONSUMER SERVICES NUMBER

0800 830 840

QUALITY COMPLAINTS - SALES PROCEDURE

TELEPHONE


Please use wherever possible.  Essential for foreign matter complaints or those involving illness or where laboratory examination is required.

PLEASE NOTE:

· It is essential that Consumer Services are notified of all product complaints.

· Without batch code numbers or use by dates, the factory cannot investigate a complaint.  Please ensure these are supplied.

Frequently asked Questions (FAQ’s) and Other Information

5.1. FAQ’s

	Customer Frequently asked Questions
	How must you respond?

	· Why do you always run out-of-stock ?
	· Rather than explaining the reason for the stock-out (you might not have the most recent information and this might be misleading for the customer), make sure he/she understands that the situation is temporary and propose a substitute for the SKU currently stock-out.

	· Do not touch my shelves.
	· Explain the benefits of the change for his/her sales. Be persuasive and make sure he/she understands that this change is not just for Company but for the shop as a whole. Do not be over-insisting and try to gain his/her trust before going into any kind of change. At least ask permission to look at the expiry dates of products and do the cleaning. 

	· I do not wish to purchase products from Companyany more.
	· it whatever the reason is. Ask questions and go into details of his/her complaints, make notes of them. Inform your Supervisor immediately and if it is a potential Try to find out the reason behind this objection and do not get into an argument about POS.

	· Why do you always come so late?


	· Try to find out what is the best time in the day for him/her and what is the reason for that. If necessary review your route structure 

	· Look ! This product is damaged.
	· Analyse the product carefully and ask the circumstances in which they noticed the damage. Arrange 1-1 exchange where you find appropriate or credit as per policy.

	· Why do the POS materials always arrive too late?
	· Make a note and provide him an answer in your next call, if not the stand.

	· Why don’t you have more varieties in confectionery?
	· Instead of providing an answer, tell that ‘this is a very good suggestion indeed’ but also beyond your scope and show him/her you take notes that you will communicate to your Supervisor

	· Why don’t you launch new products?


	· Ask what kind of products and the reason for that. Take notes and thank him/her for the ideas.   

	· “X “ product would be very suitable for the consumer. Why don’t you have it ?
	· Ask what kind of products and the reason for that. Take notes and thank him/her for the ideas....

	· Why doesn’t Companyhave more advertising campaigns ?
	· Make sure that you have the latest information about the current and most recent advertising campaigns and make a list of them.

	· Why are the prices in the supermarkets so low ?


	· Explain that the size of the supermarkets allow them to afford special prices for some products but the convenience of the store remain intact. Remind him/her that Supermarkets are fighting with each other and not with the stores. Suggest him to choose small size SKU`s.  

	· Why are Nestlé’s prices so high compared to other food companies ?
	· Company products owe their quality to the finest selection of their raw materials and this makes the cost of production higher. The quality of products justifies a slightly higher price. Price is not the priority competition area for us but the quality is, definitely.

	· Why are your credit terms worse than the ones of other food companies ?
	· Explain that the company policy is clear on this subject and this is beyond your scope of responsibility. 

	· Why do you hardly have promotions for the “ X “ category ?
	· Make sure that you take note of the suggestion and communicate to your Supervisor. Do not give any explanation or promise about the situation.

	· Why don’t you have more POS material ?
	· Make sure that you take note of the suggestion and communicate to your Supervisor. Do not give any explanation or promise about the situation....

	· Why don’t you have better POS material ?
	· Ask what are their suggestions and views. How would they like the POS materials to be. Take notes.

	· Why don’t Companyproducts come in “ready-to-display boxes” ?
	· Instead of providing an answer, tell that ‘this is a very good suggestion indeed’ but also beyond your scope and show him/her you take notes that you will communicate to your   Supervisor

	· Why don’t you have a stand for product  “ X “ ?
	· Instead of providing an answer, tell that ‘this is a very good suggestion indeed’ but also beyond your scope and show him/her you take notes that you will communicate to your Supervisor

	· Why don’t you ever bring gifts ?
	· Make sure he/she understands that this is beyond your scope.

	· I have a great idea. I want put a vending machine / sell Food service items, how can you help me ?
	· Take a note and share with your Supervisor. Do not make any promise but make sure him / her understands that you will take necessary action steps. 

	· I want to put a Company banner to my shop.
	· Take a note and share with your Supervisor immediately. Do not make any promise!

	· Do not touch the products other than Company in my shop
	· Explain that this is for the total benefit of the shop and share the changes and the uplift they will make to his sales with him. Do not over insist, but try to build a trust relation which you will exploit in further calls.

	· Take your stand, I do not want to have it anymore


	· Try to understand the reason and explain the benefits of having the stand. If possible find a better location.

	· I do not want any stand  !  
	· Suggest 1 week trial period. 

	· Do not put any POS!
	· Explain that POS increases the visibility and emphasise the location of the product in the shop.  Suggest a trial period and tell that you can take it off whenever he/she wants.

	· Why do you keep changing the Sales Representative  ?
	· Explain that the previous Sales Representative is working now in an area that he/she knows better and this is a policy in order to maximise the benefit out of the people knowledge of an area.

	· Why can’t you give me more money?
	· We have promotional guideline to ensure that the quality of promotional activity is sustainable

	· Why can’t you deliver in 24hrs like most other companies?
	· We have a large portfolio of products and customers. To ensure that we deliver in full and on time to all those customers we have to allow 48hrs. I will refer this to my manager.

	· Why don’t you weekend merchandise like MOST of your competitors?
	· I hear what you are saying, I will refer this to the National Merchandising manager.


5.2. Trade Maths

5.2.1.   Calculation of Gross Profit and Mark Up
Gross Profit

Definition:
Accounting for the difference between the total revenue from sales and total cost of purchases with adjustment for stock.  (source - Collins)


What the retailer hopes to make on a product expressed as a percentage.

Formula:
Retail selling price Minus net cost

where:
Retail selling price (RSP)


Net into store (NIS)

	
	RSP - NIS    

RSP
	or
	PROFIT   
RSP
	(Note:  remove GST from all prices before calculation)


Example:
International Roast
RSP $2.54,  exc GST = $2.257




NIS $2.114


2.257 - 2.114


2.257
= 6.3% GP

Mark Up

Definition:
The amount added to the cost of a commodity to provide the seller with a profit.  (source - Collins)

	Formula:
	RSP - NIS    

NIS
	or
	PROFIT   
COST
	= Mark up



(Note:  remove GST from all prices before calculation)

Example:
International Roast
RSP $2.54,  exc GST = $2.257




Cost $2.114


2.257 - 2.114

2.114
= 6.76% M/U

5.3. Nielsen terminology – as a Company sales representative you will utilise Nielsen information on a day to day basis to assist you in your selling strategies. Nielsen uses common terminology to explain key market definitions, some of which are explained below.

MAT 

Moving Annual Total Combined 52 week period

YTD




Year to Date

Qtr




Combined 13 week period

4 week



Combined 4 week period

Week




Individual week period

Units




Unit volume sales by required conversion

Value




Value Dollar Sales

% Volume Share
Volume 
Sales Share

% Value Share


Value Sales Share

% Distribution


Numeric Selling Distribution

RSP




Retail Selling Price

Rate of Sale
Average sales value per store in distribution

All Commodity Value
Weighted distribution of the turnover of all categories in store

5.4. Trading Terms

1. Goods are sold at the prices ruling at the date of delivery, irrespective of those applicable at the date of the order.


2. All prices are subject to alteration without prior notice.


3. The Company’s Trading Terms are:
(a)
The purchase price of all goods invoiced up t the last working day on or before the 
15th of the month shall be paid in time for banking on the last working day of the 
month.
(b)
The purchase price of all goods invoiced from the 16th to the last working day of the 
month shall be paid in time for banking on the last working day on or before the 15th 
of the following month.
(c)
A settlement discount of 4% shall apply to the purchase price of goods for which 
payment is received by the Company in accordance with subclause (a) and (b).


4. Trading Terms granted prior to the introduction of the terms set out in Clause 3(a), 3(b) and 3(c) shall remain in force until such time as the Company revokes those prior terms in writing.


5. Goods invoiced in any month which are not delivered within three (3) working days after the expiry of that month shall be deemed to have been invoiced in the month of delivery.


6. All prices are net.  If the buyer genuinely disputes any part of an invoice, the buyer shall pay to the Company by the due date for payment, the undisputed portion of the invoice without prejudice to the rights of the Company and the buyer in respect of the disputed amount.


7. If the Company at the request or direction of the buyer invoices a third party in respect of goods ordered by the buyer, the buyer shall, notwithstanding such fact, remain liable for payment for such goods.


8. When goods cannot be checked by the buyer on delivery, the carrier will accept a signature for receipt of the goods ‘subject to checking’.  In such cases the buyer shall not be entitled to any claim for short delivery unless the carrier is advised of any shortage within 24 hours (excluding Saturday, Sunday and statutory holidays) after the date of delivery.


9. No claim in relation to the goods supplied by the Company shall be recognised unless made in writing to the Company within seven (7) days after delivery of the goods, time being of the essence.


10. Risk of any loss, damage or deterioration of or to the goods shall be borne by the buyer from the date of delivery of the goods.


11. Property in the goods shall be retained by the Company until:
(a)
The purchase price for the goods and all other moneys payable to the Company by the 
buyer (whether under the contract for purchase of the goods or otherwise) have been 
paid in full, or
(b)
The goods are resold by the buyer pursuant to the authority granted by Clause 11, 
whichever event occurs first.


12. Notwithstanding that property in the goods is retained by the Company, the buyer is authorised to sell the goods in the ordinary course of business provided that such authority may be revoked by written notice from the Company at any time if the Company considers the credit of the buyer to be unsatisfactory or if the buyer is in default in the performance of its obligations under the contract for purchase of the goods or any other contract between the Company and the buyer, and shall be deemed automatically revoked if the buyer shall commit any act of bankruptcy, enter into any composition or arrangement with its creditors, or (in the case of a company) do any act which would render it liable to be wound up or if a resolution is passed or proceedings are filed for the winding up of the buyer or a receiver is appointed in respect of all or any assets of the buyer.


13. For so long as property in any of the goods is retained by the Company, the buyer, if so required by the Company, shall store separately those goods in respect of which property is retained by the Company and clearly identify such goods as the property of the Company.


14. Where goods in respect of which property has not passed to the buyer are sold by the buyer pursuant to the authority granted in clause 11, any book debt created upon the sale of such goods and the proceeds of sale of such goods, when received by the buyer, shall be held upon trust by the buyer for the Company and any proceeds of sale so received by the buyer shall be placed in a separate bank account and shall first be applied towards the satisfaction of all indebtedness of the buyer to the Company and thereafter shall be retained by the buyer.  Notwithstanding anything hereinbefore contained, the Company authorises the buyer to deal with any such proceeds of sale received by the buyer as if such proceeds of sale were the absolute property of the buyer provided that such authority may be revoked by written notice from the Company at any time in the circumstances referred to in clause 11.


15. The Company shall not be liable for any loss of profits or any consequential, indirect or special loss damage or injury of any kind suffered by the buyer arising directly or indirectly from any breach of any of the Company’s obligations arising under or in connection with any contract for purchase of goods or from any cancellation of any contract or by reason of any negligence, misrepresentation or other act or omission on the part of the Company, its servants, agents or contractors nor shall the Company be liable for any loss of profits or any consequential, indirect or special loss, damage or injury of any kind whatsoever caused to the buyer’s servants, agents, contractors, customers, visitors, tenants, trespassers or other persons whosoever (whether similar to the foregoing or not) arising as aforesaid.  The buyer shall indemnify the Company against any claim by any of the foregoing persons in respect of any loss, damage or injury arising as aforesaid.


16. Notwithstanding anything hereinbefore contained in this clause or contained elsewhere in this contract, the liability of the Company, whether in contract or pursuant to any cancellation of the contract or in tort or otherwise, in respect of all claims for loss, damage or injury arising from breach of any of the Company’s obligations arising under or in connection with any contract for purchase of goods, from any cancellation of the contract or from any negligence, misrepresentation or other act of omission on the part of the Company, its servants, agents or contractors shall not in aggregate exceed the purchase price of the relevant goods.


17. If the buyer defaults in payment on the due date of any moneys payable to the Company, whether under any contract for the purchase of the goods or otherwise, or if the buyer shall commit any act of bankruptcy, enter into any composition or arrangement with its creditors or (in the case of a company) do any act which would render it liable to be wound up or if a resolution is passed or proceedings are filed for the winding up of the buyer or if a receiver is appointed over all or any of its assets, the Company, without prejudice to any other rights it has at law or in equity, may, at its option, suspend or terminate any contract between the buyer and the Company, and payment for all goods delivered prior to the date of such suspension or termination and any other moneys payable to the Company shall immediately become due and payable.


18. The items mentioned in the quotation (where the purchase contract arises from a quotation by the Company) or the items contained in the Company’s confirmation of order (where the contract arises from an order by the buyer) together with these terms and conditions shall be the conditions of the contract for purchase of all goods.  All other conditions, warranties, descriptions, representations, conditions as to fitness or suitability for any purpose, tolerance to any conditions, merchantibility or otherwise (whether of a like nature or not) and whether express or implied by law, trade custom or otherwise are expressly excluded.


19. In the case of any conflict between terms and conditions contained in any order submitted by the buyer and these conditions, these conditions shall prevail and acceptance of any goods by the buyer shall constitute agreement to such effect by the buyer.


20. No agent or representative of the Company is authorised to make any representations, warranties, conditions or agreement not expressly confirmed by the Company in writing and the Company is not in any way bound by any such unauthorised statements nor may any such statements be taken to form a contract or part of a contract with the Company collateral to the contract for purchase of any goods.


21. All rights, powers, exemptions and remedies of the Company shall remain in full force notwithstanding any neglect, forbearance or delay in the enforcement thereof.  The Company shall not be deemed to have waived any right, power or remedy unless such waiver shall be in writing under signature of the Company or an authorised officer thereof and any such waiver, unless the contrary shall be expressly stated, shall apply to and operate only in a particular transaction, dealing or matter.


22. The buyer may not assign all or any of his rights or obligations under any contract for purchase of goods without the prior written consent of the Company.


23. All goods purchased from the Company by the buyer are perishable and will deteriorate if not properly stored or if kept in stock for excessive periods.  All goods are sold on the express condition that they will not be resold unless in good order and condition at the date of resale.


24. All goods are sold to the buyer on the express condition that they are for New Zealand domestic distribution or consumption and must not be exported, either directly or indirectly.


25. The Company may at any time without notice to the buyer set off and apply any indebtedness of the Company to the buyer on any account against any moneys or indebtedness owing by the buyer to the Company, whether arising under a contract for the purchase of goods or otherwise.


26. The expression “the Company” means CompanyNew Zealand Limited or the vendor of the relevant goods purchased by the buyer.

For clarification, we set out the definition of the CompanyNew Zealand Limited Trading Term Options:

Half Monthly Terms means:

· A mid-month statement prepared to the last working day on or before the 15th of the month for payment on the last working day of the month to ensure banking on due date.


· An end-month statement prepared to the last working day of the month for payment in the next month on the last working day or before the 15th to ensure banking on due date.


· 4% cash settlement discount if paid on due date.

For all customers who accept these Half Monthly Terms, a new customer number will be opened from the beginning of a half-month period, and they must thereafter adhere strictly to the payment terms as set out above.

Monthly Terms means:

· A statement listing all goods invoiced during each month shall be paid for no later than the 

· 20th of the following month.


· 2.5% cash settlement discount if paid on due date.

Appendix

· Trade deal sheets
[image: image2.png]Nestle




· Credit notes

· Merchandising request form

· Shelf evaluations 

· Product complain 
· Promotional Payment Reconciliation Form

Proposed Relay Action


Date:______________

Relay Request Form

	Store Name:
	
	

	
	
	

	Store Address:
	
	

	
	
	

	Store Contact:
	
	

	
	
	

	Head office Contact:
	
	

	
	
	

	Access to Store
	
	

	(During Outside Hours)

	
	

	Nestlé Rep:
	
	

	
	
	

	Category:
	
	

	
	

	Objective/s for Relay:
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	Date Required:
	
	

	
	
	

	Relay will be Presented to:
	Name:
	

	
	
	

	
	Title:
	

	
	
	

	No of Copies Required:
	Colour:
	

	
	
	

	
	B&W:
	

	
	
	

	Reports/Graphs Required:
	
	Yes/No

	
	

	
	
	

	
	Office Use Only:
	

	
	Completed By:
	

	
	Date Completed:
	

	
	Date Sent:
	


Full List of Products Included in the Relay Must be Attached to This Form!

Full Set of Photos of the Existing Relay must be attached to This Form!

	Is There Store Specific Movement Data Included?
	Yes/No

	Is the Retail Price per Product Included?
	Yes/No

	(Only useful if movement data is supplied)
	

	If movement data is not provided can the relay be based on Nielsen Infact Data?
	Yes/No


Private Label/House Brand Requirements:

	

	


SECTION DETAILS

	Number of Bays:
	

	Traffic Flow:
Left to Right
	

	
Right to Left
	

	Height of Useable Space per Bay:
	

	Width of Useable Space per Bay:
	

	Thickness of the Shelves:
	

	Depth of Shelf (front to back)
	

	Notch Spacing:
	

	Height of the Base Shelf from the Floor:
	

	Pegboard: Depth of Pegs Used
	


General Comments:

	

	

	

	

	

	


� EMBED MS_ClipArt_Gallery  ���You can search for a customer by name, id, route and date of last appointment.





Command Buttons





Item View Selection





Item Category tree





Subtabs





Item View








Order Impute Box








� EMBED MS_ClipArt_Gallery  ��� Choosing ALL categories and ALL items can be a time-consuming process. If the process locks-up or appears to be taking too long, tap the Cancel button on the Loading message window.





� EMBED PBrush  ���





� EMBED MS_ClipArt_Gallery  ��� Only one warehouse can be selected per order. 








Consumer





Consumer Services





Complete Product Complaint Form and Send with Sample if Appropriate





Representative





Consumer





0800 830 840





Regional Office





MAIL





Consumer Services





Representative






































SALES PROCEDURE MANUAL
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