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A bstract: Inconditions of high levels of globalization and strong competition, customer satisfaction is an
essential prerequisite for their loyalty and successful retailing. Defining measurable parameters that affect customer
satisfaction is a prerequisite for measuring and tracking them. The AIDA model is the basis of the sales funnel concept
that allows defining and measuring the value conversions of one funnel element to another. Through an analysis of two
case studies: a local retail chain and an international Toyota retail, both based on the AIDA model, adapted sales funnels
and conversion indicators of the sales funnel elements are presented as a measure of the success of the retail chain. Two
methodologies for creating customer satisfaction are analyzed: BIG 4 and AWOS, including the tools: Upsale and
CrossSale to enhance it. In addition to the thesis on the importance of customer satisfaction and the power of its influ-
ence, surveys of local sales staff and views of top world managers are presented. The importance of feedback from
customer to company is demonstrated through realistic values from the application of two tools: Mystery Shoppers —
MS, and Net Promoter Score — NPS. The process of defining an adapted sales conversion funnel is presented which is
practically applied through the analysis of two case studies. The cases demonstrate the importance of educating sales
staff, as well as the impact of marketing and commercial campaigns on sales success. The conclusion of the research
is that customer satisfaction is a prerequisite for successful retailing and a major competitive advantage that should be
constantly in the focus of every successful company.

Key words: customer satisfaction; sales funnel; AIDA models; conversion rates indicators; competitive advantage;
mystery shoppers; net promoter score

AJJATKUTE MUCTEPUO3HU KYITYBAUYHU U ,,NET PROMOTER SCORE*“ 3A IOAOBPYBAIGE
HA 3ATJOBOJICTBOTO HA KIIMEHTUTE

AmncTpaxk T Bo ycnoBu Ha BUCOK CTeNeH Ha riiobanu3alija U CHIHA KOHKYPEHIMja, 3a0BOJICTBOTO HA
KyIlyBa4uTe € OCHOBEH MPE/yCiIOB 3a HUBHA JIOJATHOCT M 3a yCHEIIHa Manonpoaaxoa. lepuHupameTo Ha MEpIHBH
rapaMeTpH KOM BJIHjaaT B3 3aJJOBOJICTBOTO HA KIIMEHTHTE € YCJIOB 32 HUBHOTO Mepeme U ciieuinBocT. Monenot AIDA
€ OCHOBA Ha KOHIIENTOT MPOJJaXKHA HHKA KOj OBO3MOJKYBa JiehUHUPAE U MepeHe Ha KOHBEP3UUTE Ha BPEIHOCTUTE Ha
€JIeH eJIEMEHT O MHKaTa Bo Ipyr. Hu3 aHanmi3a Ha NpakTHYHOTO paboTemhe Ha JiBa CHCTEMA JIOKAJICH MaONpOIaKeH
CHHIIMp ¥ WHTEpHAIIMOHANHA OpraHu3aiija Ha majomnponax6a Ha Tojora, nBara Gasupanu Ha MomenorT AIDA,
MPUKaXaHH Ce MPUCIOCOOCHN MPOJAKHH MHKHA W WHIMKATOPU Ha KOHBEP3HH HA €JIEMEHTHTE O MPOJaKHAaTa MHKa
KaKo MEPHJIO 32 CTEHECHOT Ha yCIeX Ha MaJONMpPOAKHUOT CHHUMP. AHAJIU3HPAHU CE JBE METOJOJIOTHH 33 KPeHpame
3aJ0BOJICTBO Kaj KJIIMEHTUTE W HeToBOTO 3roiemyBame: BIG 4 m AWOS, Briydysajku ru anatkure Upsale u Cross-
Sale. Bo mpuJior Ha KOHCTaTalMjaTa 3a BaYKHOCTA Ha 3aJOBOJICTBOTO Ha KJIMEHTHTE M MOKTa Ha HETOBOTO BIIHjaHHUE CE
NpPEe3CHTHPAaHN aHKETH Ha JIOKaJeH MPOJaXKeH MepCOHal, HO ¥ CTaBOBH Ha BPBHM CBETCKH MeHayepu. BakHocta Ha
HoBpaTHaTa Crpera Ha MHGOPMALUUH Of KIHEHTUTE 1O KOMIIaHHWjaTa € MpHKaKaHa HU3 PealHH BPETHOCTH MPEKy
NpHMEHa Ha JIB€ alaTKu: MHCTepHo3HU KymyBaun — MS, u Net Promoter Score — NPS. IIpercrasen e npouec Ha
}le(bl/IHl/IpaH:e ajanTupaHa npoJaxHa MHKa Ha KOHBEP3UH, INPAKTUYHO INPUMEHET HU3 aHaIM3a Ha CTYyAUU Ha JBa
ciydaja. CiiydanTe ja MOKaXyBaaT Ba)KHOCTA Ha elyKalyjaTa Ha NPOAQKHUOT MEPCOHAN, HO M BIMjaHHETO Ha
MAapKeTHHIIKUTE U KOMEPILHjaTHUTE KaMIalkH BP3 YCIENIHOCTa Ha MpojaxOaTa. 3aKiydOKOT OJ] HCTPaKyBamHETO €
JieKa 3aJI0BOJICTBOTO Ha KJIMEHTHTE € MPEeIyCloB 3a YCIEIIHA MajJomnpoJax0a W IJaBHa KOHKYPEHTCKA MPEJHOCT
KOjaITo Mopa Jia € TIOCTOjaHo BO (DOKYCOT Ha CeKoja ycCIelHa KOMITaHHja.

Koyuynu 300poBH: 3310BOJICTBO Ha KIIHEHT; IpoAaxkHa HHKa, Mojen AlDA; nHanKkaTopn Ha KOHBEp3Hja;
KOHKYPEHTCKA IIPeHOCT; MECTEPHO3HH KyITyBadH; Net promoter score
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1. INTRODUCTION

The paper investigates entities which exploits
certain segments of quantitative methods of analy-
sis. In the first segment, the so-called "sales funnel"
[1, 6] of customer traffic of one representative of the
automotive industry is investigated and retail con-
sumer chain is presented for the process of analyz-
ing sales services and customer satisfaction.

Compatible with these analyses are customer
satisfaction surveys, which analyse and consider the
following methodologies and tools:

* Inchcape's AWOS (Advanced Way of Sell-
ing) methodology [7];

* BIG4 methodology (access, welcome, recog-
nition, testing) [10];

* Retail chain NPS (Net Promoter Score) [9, 1];

» Mystery shoppers tool on example of several
companies [8, 1].

Quantitative methods not only optimize and
measure the success of product sales processes but
also provide a basis for measuring the success of
marketing actions and invested funds.

One of the main goals of marketing campaigns
is to bring physical customer traffic to the outlets
that would convert it into a successful sale of prod-
ucts and/or services. Customer traffic conversion
analysis is a key benchmark for the success of spent
budget funds and the basis for their planning for the
future.

Customer satisfaction analysis supports the re-
sults and provides the opportunity for fine-tuning of
sales processes.

Maintaining optimal product stocks and sales
points display is far easier when sales planning and
seasonality measurement is supported by clear and
measurable parameters. Seasonality is confirmed by
metric methods that unambiguously reflect con-
sumer habits, sensitivity to marketing actions, and
the degree of service provided by sellers. It also
gives a clear picture of when, where, how much and
what stock of products a company should have.

2. AIDA MODEL, METHODS AND TOOLS
FOR CUSTOMER SATISFACTION

In the analysis of creating and measuring cus-
tomer satisfaction and traffic, sales funnel is the
main operational tool. There are different defini-
tions of what a sales funnel actually represents, but

the most accepted one is that a sales funnel is a pro-
cess of successive conversions where one phase out-
put represents an input for the next one with each
conversion output being a subset of the input. In
other words, the sales funnel is an interpretation of
the AIDA (Access, Interest, Desire, Action) model,
set and defined by entrepreneur Elias St. EImo
Lewis, in 1898, and consisted of four elements [1,
2]

» Awareness (the customer is aware of the ex-
istence of a particular product or service).

* Interest (active interest in a particular prod-
uct category).

» Desire (aspiration to a particular brand,
product or service).

» Action (concrete action to buy a particular
product).

The concept of sales funnel according to AIDA
model represents basis for the funnel of customer
traffic conversion as well as the basis for modern
Customer Relationship Management (CRM) mod-
ules and programs. It has been documented for the
first time, analyzed and published in the book Bond
Salesmanship [13].

One of the companies that have been practic-
ing systems and procedures to control and increase
customer satisfaction for decades are Toyota Motor
Corporation and Inchcape PLC. Toyota's basic set-
tings are represented in a set of principles called the
Toyota Way [11], as well as the Toyota Code of
Conduct [10]. The need to establish standards and
procedures is recognized in Toyota's retail network
and Inchcape PLC. The set of procedures and docu-
ments was materialized in 2009 through the Ad-
vanced Way of Selling — AWOS [7]. The standards
in consumer electronics retailing are not the same as
above, primarily due to the diversity of the industry,
but they’re based on equal principles and values.
They are presented through the presentation and
analysis of a set of sales standard procedures united
in the 7 Steps Sales Manual [1]. Improving the cus-
tomer experience should be further enhanced by the
tools of Upsale and Cross-Sale [3, 1]. All of these
systems to increase customer satisfaction will not be
complete without feedback, that is, how customers
experience and evaluate their own experience. Re-
searcher Peter Murley [12] through a series of re-
search from different industries makes clear recom-
mendations on how to improve a customer's shop-
ping experience. It shows models of techniques of
conducting telephone and direct calls and how to
choose the right performance indicators.
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Completeness of the above mentioned feed-
back for evaluating the customer experience is pro-
vided with the tools: mysterious customer — MS [8,
1], and Net Promoter Score — NPS [9, 1].

The first, mysterious customer — MS [8, 1], is
actually a measure of the degree of implementation
of company standards, and the second, Net Pro-
moter Score — NPS, is a survey of what is important
to customers and how they feel about the service
they receive.

The NPStool [9, 14, 1] was developed and reg-
istered trademark, officially launched by economist
and business strategist Fred Reichheld in 2003 [12].
Research has shown that increased corporate value
of NPS results in increased company turnover [1].
Through an analysis of the three-year period of
monthly logging of mysterious customer (MS) val-
ues and NPS in Toyota's retail network provided by
IA (Inchcape Advantage portal) and AWOS [7], the
NPS tool has proven to be a top-notch tool for mon-
itoring, tracking and enhancing customer satisfac-
tion. The paper [8] presents a survey in several com-
panies that answers the question of what this tool is,
how it should be implemented in a company and the
most important, which set of questions should be
used and why.

In the context of the provided methodologies
and tools that set sales process standards, salesman
education, and defined adaptive sales funnel follow-
ing the AIDA model, conversion indicators need to
be defined. They should be measurable and clearly
correlated with the sales process. In his work [6],
researcher Aaron Hoos, based on an analysis of sev-
eral companies, including his own, answers how to
generate more Leads, turn them into customers and
make it faster, easier and with more profits.

Improved customer traffic conversions lead to
increased profit and sales success, but they should
not be at the cost of a disrupted shopping experi-
ence. Client surveys and surveys of carefully tar-
geted focus groups are a good tool in managing the
shopping experience. Researcher Sheila Kessler [4]
describes a systematic approach to planning, con-
ducting and obtaining the results of her customer
opinion research. It describes activities in the area
of customer satisfaction surveys, focus groups, and
methods of analysis and synthesis.

3. MYSTERY SHOPPERS
AND NET PROMOTER SCORE TOOLS

One of the most widespread traditional tools in
the process of sales analysis and customer satisfac-
tion is Mystery Shoppers (MS) [8, 1]. In exploring
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opportunities to build a more loyal customer base at
a time when traditional sales channels are dramati-
cally changing, consumers' social habits are chang-
ing. In such conditions managers are asked the ques-
tion: what are the methods that need to be used in
order for a company to effectively measure custo-
mer service.

Technology and digital social communication
methods are easying researching target groups and
how customers feels about the service provided. At
the same time, advances in the general culture of
providing customer feedback means that oppor-
tunity is being created for new tools to measure
customer satisfaction. The most well known and
most widely used of its kind is the Net Promoter
Score (NPS) tool [9, 1].

This new tool, NPS, is complementary to the
Mystery Shoppers (MS) tool. One very simple
reason for this complementarity is that MS and NPS
surveys conducted for customer satisfaction are
absolutely two different things that should not be
overlooked. Two brief definitions are used to
explain and clarify [8, 9].

What is a Mystery Shoppers — (MS) tool? It is
a measure of the degree of implementation of
company standards.

What is a NPS customer satisfaction tool? It is
a request for information from customers about
what is important to them and how they feel about
the service they receive from the company.

Net Promoter Score (NPS) or widely accepted
Net Promoter [9, 1] is a modern management tool
that can be used to measure customer loyalty with
the company. This tool is relatively new and can
serve as an alternative to traditional customer satis-
faction research and company research. It shows the
correlation of revenue growth.

Calculating the value of a company, NPS is as
simple as the whole system.

The NPS system begins with the results of
customer surveys, as indicated in the first request of
the NPS tool to the company that implements it.
Survey ratings are in a linear scale of 0 to 10, with
scores of 9 or 10 denoting a Promoter, scores of 7
and 8 Passive, and scores of O to 6 Detractor. The
NPS score is calculated simply, as opposed to the
percentage of Promoter (Prom%) reduced by the
percentage of Detractor (Det%) [12, 1]:

NPS = Prom% — Det%,

where:
— Prom% represents the percentage of Pro-
moter from total customers surveyed, and
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— Det% represents the percentage of detractors
from the total clients surveyed.

Passives are ignored because they neither af-
fect them negatively nor positively.

Consequently, the calculated value of the com-
pany NPS rating is a size that can be between 100%
maximum satisfaction and —100% maximum satis-
faction.

The momentum of different cultures, consum-
er habits and standards of service in a society are
also factors that strongly influence NPS values and
their diversity depending on which geographic area
the same product is being researched by the same
company [1].

4. ANALYSIS, MEASUREMENT
AND CONVERSION OF CUSTOMER TRAFFIC
IN THE AUTOMOTIVE INDUSTRY
— CASE STUDY —

There are several corporations in the automo-
tive industry that have been key players for years,
including the inevitable name of Toyota Motor
Corporation. As a group, it has for years been in the
top three by volume of sales, as well as undisputed
No. 1 in the world as the best-selling brand in the
last twenty years. Toyota's philosophy and approach
to business is materialized in the so-called Toyota
Way [11], which is a set of principles and proce-
dures that define and guide every action and action
a company takes.

The BIG 4 and AWOS methodologies deve-
loped by Inchcape PLC and Toyota find great prac-
tical application by analyzing the differences in
markets with similar mentality and economic pow-
er. Through consistency in their application they
allow to define the parameters needed to be measu-
rable and traceable, but the long-range measure-
ments and traceability additionally provide builtin
seasonality and history within themselves. This
highlights the regularities in the relationships bet-
ween the various parameters that are the subject of
measurement.

Having a range of variations of such data from
different markets is an opportunity to verify, com-
pare and determine any adjustments. Once these
laws and their correlations are known, the second
stage is to determine the navigation processes that
will result in higher conversion rates, more efficient
sales and increased customer satisfaction.

If the applied methodologies of BIG 4 and
AWOS have created a basis for strong customer

satisfaction creation potential, it is necessary to
select the measurable parameters already set in the
AIDA model, graphically presented in Figure 1.

INTEREST

Figure. 1. AIDA model elements [15]

Using the AIDA model, the task of the
marketing department is to create awareness among
as larger as possible group of potential customers.
Part of that group should be interested in the narrow
category of products in question, with some of them
wishing to do so, and a smaller proportion of them
taking specific action, that is, making contact with
the seller. Once customers have reached the location
of the product and/or service provider, the main task
of marketing and advertising and promotions is
complete. Now, the responsibility shifts to manage-
ment and the sales team [1, 3, 5].

The analysis suggests that it is necessary to
modify the sales funnel in an active metric element
conversion process. The choice of those elements
largely depends on industry, geolocation, cultural
and social habits, but in the specific case of the
automotive sales process that is the subject of this
analysis, it comes down to creating four new ele-
ments. These 4 new elements are shown in Figure 2
and represent:

CLIENT TRAFFIC

~ >

LEADS
- >

TESTS
- >

SALES

Fig, 2. Sales funnel with active metric element of conversion

(1]
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A) Client traffic as an element that can be
considered integral or separate from the other three
types of traffic: physical, internet and telephone tra-
ffic. Separate analysis is more accurate, as there is
always a partial overflow of the Internet and tele-
phone traffic, and on the other hand it is often a dif-
ferent category of audience with different consumer
habits. Conversion of traffic to numeric values
follows the following rules [7]:

+ Physical traffic: every customer who enters
for the first time at the point of sale in the last 3
months and continuously visits an unlimited num-
ber of times during that period is valued as one
customer traffic. If the client has not arrived for 3 or
more months it is considered that there is no active
request and is revalued at the first next visit.

* Internet traffic: every customer who addres-
ses by email, or will stay more than 3 minutes on the
website, or interacts with social media with an ac-
tive and clearly expressed interest, is valued as one
customer traffic for a period of three months.

» Telephone traffic: each call with a clearly
expressed interest is reevaluated within a period of
three months with a value of one for the first call.

B) Leads. The leads element comes from the
English word "leads" and indicates any customer
traffic customers who may be contacted again. They
may have left a phone number, a home address, an
office phone, an email address, or any other type of
"trace", all of which leads and the seller has the op-
portunity to contact them on the basis of a quote,
price change information, campaign, etc. The num-
ber of such clients is actually the value of the leads
element.

C) Testing. The portion of leads that went
further than leaving some sort of trace and switch
on product testing forms, represents the value of the
testing element. This is the crucial element, because
the buyer faces a kind of simulation of what it would
look like if he actually owned the product that at that
moment was only a potential purchase. Active sales-
man interaction, a high level of product knowledge
and customer feedback identification are required.

D) Sale. If all elements of the sales funnel and
conversion process are executed to a high degree of
quality, the sale is a crown itself as a result of pre-
viously performed procedures and standards. Sales
is the ultimate goal of the entire organization after
which the product enters in the third phase of its life
cycle (after production and sale), i.e. the stage of
exploitation by the end user.
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This type of sales funnel provides six types of
conversion indicators, the main of which are [6, 7]:

1. Traffic to Sales — TrS, denotes the conver-
sion rate of customer traffic into actual sales, and is
given by the following equation:

TrS% = 100 * sales / customer traffic.

2. Traffic to Leads — TrL, denotes the conver-
sion rate of customer traffic into leads, and is given
by the following equation:

TrL% = 100 * leads / customer traffic.

3. Traffic to Tests — TrT, denotes the conver-
sion rate of customer traffic into realized tests, and
is given by the following equation:

TrT% = 100 * tests / customer traffic.

4. Leads to Tests — LT, denotes the conversi-
on rate of leads into realized tests, and is given by
the following equation:

LT =100 * tests / leads.

5. Leads to Sales — LS, denotes the conversion
rate of leads to actual sales, and is given by the
following equation:

LS% = 100 * sales / leads.

6. Tests to Sales — TS, denotes the conversion
rate of a number of tests to actual sales, and is given
by the following equation:

TS% = 100 * sales / tests.

Although in practice, usually TrS% is indicator
of the success of a retail organization, absolutely all
indicators are of equal importance and should be
viewed and analyzed integrally.

TrS% is a quantitative indicator of how much
percentage sales a certain number of customers have
made. For example, if TrS% is 20%, it shows that
every fifth customer who entered a particular point
of sale purchased a particular product.

When transforming a business that does not
measure quantitatively sales success and customer
satisfaction, to a company that implements it, what
first comes as a "surprise™ is data consistency. The
experience of companies that have implemented
such systems for many years shows that in similar
or identical conditions the conversion factors are
extremely stable. This applies not only at the
company level but also at the individual level. This
provides a huge opportunity for listing conversion
rates that will lead to higher sales.
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In this context, the importance of the third
element of the AWOS methodology is emphasized,
namely the IA (Inchcape Advantage) portal. It is an
international digital database of processed sales
conversion funnel data, from each market, from
each store, to each sales person individually. If it is
previously emphasized that the key and greatest
benefit is the ability to specify conversion indica-
tors, the 1A (Inchcape Advantage) portal provides
an additional opportunity to learn not only by ana-
lyzing own seasonality and history, but also by other
companies related to their results and tools that they
have achieved or missed. In doing so, socio-econo-
mic and cultural differences between different mar-
kets or parts within a market must be taken into
account.

Analyzing the differences in the three neigh-
boring markets with similar mentality and economic
power (Romania, Bulgaria and Greece), they differ
extremely slightly and move with a TrS% value of
approximately 15%. These three countries not only
have similar values of indicators, but also represent
a commercial whole. It is an additional factor for the

Table 1

importance of comparative data monitoring by ma-
nagement.

Table 1 shows the conversions of the main
retail outlets of Macedonia and Greece, i.e. compa-
rative conversion indicators for Skopje, Thessalo-
niki and Athens.

Based on the analysis of the data given in
Table 1 it can be seen that there is almost no diffe-
rence between the Athens, Thessaloniki and Skopje
retail outlets, i.e. TrS% = 9.4% in Athens, TrS% =
10.6% in Thessaloniki, TrS% = 9.3% in Skopje. It
shows that the thesis that markets with similar cul-
tural habits, purchasing power, tradition, number of
cars within a family have similar conversion indi-
cators, applies not only to the whole market level,
but also to the individual city level.

In addition to the comparisons of different re-
gions, markets and retail outlets within those mar-
kets, a more detailed comparison has been made at
seller level. Table 2 shows the conversion indicators
measured for 4 different retailers from the same
retail outlet in Greece, which receive the same num-
ber of customer traffic units per unit time. The case
under consideration is for a period of one month.

Conversion indicators of retail outlets at Thessalonici, Athens and Skopje [1]

Full Average Jan Feb Mar Apr May Jun
2008 2008 2009 2009 2009 2009 2009 2009
Inchcape Retail Salonica — Greece
Phone 4252 354 268 250 217 307 289 214
Leads 0 0 0 0 0 0 0 0
Footfall 5350 446 455 450 388 543 442 376
Leads 3737 31 253 229 201 320 265 234
Total traffic 9602 800 723 700 605 850 731 590
Total leads 3737 31 253 229 201 320 265 234
Test 1719 143 73 71 59 271 59 51
Sales 1022 85 64 54 58 138 139 121
KPI (Gold Standard)
TrL% — Phone traffic to leads (%) 0.0 35.0 0.0 0.0 0.0 0.0 0.0 0.0
TrL% — Footfall traffic to leads (%) 69.9 65.0 55.6 50.9 51.8 58.9 60.0 62.2
LT (%) 46.0 50.0 28.9 31.0 294 84.7 22.3 21.8
TS (%) 59.5 55.0 87.7 76.1 96.3 50.9 235.6 237.3
TrS (%) 10.6 142 8.9 1.7 9.6 16.2 19.0 20.5
Inchcape Retail Athens Heraklio — Greece
Phone 2978 248 289 208 262 435 281 167
Leads 0 0 0 0 0 0 0 0

Mech. Eng. Sci. J., 38 (1), 17-28 (2020)
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Full Average Jan Feb Mar Apr May Jun

2008 2008 2009 2009 2009 2009 2009 2009
Footfall 3413 284 395 303 374 706 501 343
Leads 2468 206 309 235 282 449 340 243
Total traffic 6391 533 684 511 636 1141 782 510
Total Leads 2468 206 309 235 282 449 340 243
Test 843 70 123 85 115 138 90 60
Sales 600 50 47 30 44 101 80 57
KPI (Gold Standard)
TrL% — Phone traffic to leads (%) 0.0 35.0 0.0 0.0 0.0 0.0 0.0 0.0
TrL% — Footfall traffic to leads (%) 72.3 65.0 78.2 77.6 75.4 63.6 67.9 70.8
LT (%) 34.2 50.0 39.8 36.2 40.8 30.7 26.5 24.7
TS (%) 71.2 55.0 38.2 35.3 38.3 73.2 88.5 95.0
TrS (%) 9.4 14.0 6.9 5.9 6.9 8.9 10.2 11.2
Toyora AC Macedonia
Phone 1119 93 14 21 41 23 17 24
Leads 0 0 0 0 0 0 0 0
Footfall 5001 417 143 221 392 299 189 263
Leads 5547 462 151 234 405 312 187 279
Total traffic 6120 510 157 242 433 322 206 287
Total leads 5547 462 151 234 405 312 187 279
Test 1523 127 53 104 226 169 107 121
Sales 570 48 17 47 137 65 33 48
KPI (Gold Standard)
TrL% — Phone traffic to leads (%) 0.0 35.0 0.0 0.0 0.0 0.0 0.0 0.0
TrL% — Footfall traffic to leads (%) 110.9 75.0 105.6 1059 1033 1043 98.9 106.1
LT (%) 27.5 50.0 35.1 44.4 55.6 54.2 57.2 434
TS (%) 374 65.0 321 45.2 6.6 38.5 30.8 39.7
TrS (%) 9.3 22.0 10.8 194 31.6 20.2 16.0 16.7

Table 2 Figure 3 is a diagram of the conversion indi-

Conversion indicators of 4 different sales

persons [1] (%)

TrL LT TS TrS
Salesman A 86.0 52.0 36.0 16.0
Salesman B 99.0 38.0 320 12.0
Salesman C 93.0 44.0 32.0 13.0
Salesman D 90.0 42.0 28.0 11.0
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cators for the four retailers from the same retail
outlet. By analyzing sales-level comparisons, in
order to drive each salesperson to increase sales in
terms of equal customer traffic, conversion indi-
cators can be found. They can enable easier and
more economical approach to increase sales, rather
than the traditional approach of simply increasing
customer traffic through increased spend on adver-
tising, promotion and similar marketing tools. Such
tools are absolutely necessary, but not in the role of
masking sales productivity results.
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Trs%

Tri%s

T5%

LT

Fig. 3. Diagram of conversion indicators for 4 different salesmans from the same retail outlet [1]

Using the data in Table 2, assuming that within
one month each salesman processed a quantitatively
equal volume of customer traffic (for every 100
customers per salesman, there are in total 368 types,

161 tests and 52 successful sales), the conversion
indicators are calculated at the whole point of sale.
The calculated values are [1]:

Indicators: TrL% LT% TS% TrS%
Calculation for retail sales point = 100*368/400 =100*161/368 =100*52/161 = 100*52/400
with 4 salesmans 92.0% 44.0% 32.0% 13.0%

Salesman A achieved 16% conversion of cus-
tomer traffic to sales which is above the total sales
outlet indicator of TrS% = 13%. From the conver-
sion rate data for Greece [1] and the Table 1. Con-
version rate for the Athens and Thessaloniki outlets,
itis evident that this is a result which is at an average
level. By further analysis of all conversion indi-
cators, it can be concluded that salesman A's perfor-
mance can be improved and is not commensurate
with the sales outlet's performance.

Analyzing salesman A, it has a high percen-
tage of success when it comes to convincing its
leads to test the product, and does the same testing
better than other salesmans, i.e. the average point of
sale, because there is a higher percentage of success
in conversion to those tests TS% = 36% in sales.
Otherwise, salesman A has the lowest indicator of

converting customer traffic into leads TrL% = 86%,
compared to the TrL% = 92% average of the entire
sales outlet. His score is far below the most suc-
cessful at outlet in this category, i.e. salesman B
with its score of TrL% = 99%. This means that for
some realistic reason, salesman A does not achieve
a good result in the first conversion. If it were to do
better, i.e. the conversion indicator TrL% is higher,
the potential conversion opportunities from leads to
tests would increase, leading to more sales. This
does not mean that the LT% and TS% indicators
need to have the same conversion rate, but it does
mean that the end result for the TrS% indicator will
be higher. In practice, the above shows that it is the
result of a quick abandonment of salesman A by
'heavier customers', or so-called 'cherry picking',
where customers who are on any grounds a greater
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challenge to salesman A are dismissed because he
believes he is losing time on them. The real stere-
otype of these salesmans is more experienced and
older salesman, with many products sold and built
on intuitive experience. He respects the theoretical
settings of sales, but believes more in his "internal
mechanisms". That way of working can make him
the best, but never to the best of his abilities.

Salesman C is in line with the outlet's average
performance, absolutely at every level and consequ-
ently with the opportunity to improve at each of
those levels because in each of them there is another
salesman who does it better.

Salesmans B and D are performing well, but
each has a weaker feature that prevents them from
giving better overall results. The first has the weak-
est conversion from leads to tests, and the second
has the lowest conversion from test to sales. To
improve this, additional training, improved product
knowledge as well as negotiation training and sales
psychology training is required.

This analysis of the conversion shows that
even if the total number of customer traffic entries
in a single point of sale remains the same, the num-
ber of sales can be increased by properly identifying
and detecting the weaknesses of individual team
members.

The problem of measuring the weaknesses and
qualities of individual salesmans is overcome by the
use of sales conversion funnel. Stability and consis-
tency of conversion indicators is a powerful tool for
validating the value of metered data and a basic pre-
requisite in the process of correcting and improving
conversion indicators.

5. APPLYING CUSTOMER TRAFFIC
CONVERSION TO LOCAL RETAIL CHAIN
— CASE STUDY —

The case study considered to be analyzed as a
second is in some way opposite to the previous one,
but on the other hand with very clear similarities.

Unlike the automotive industry case study,
where there is quantitatively less customer traffic
and where most potential buyers can directly iden-
tify themselves by name, surname, email, address,
etc., which enables a high degree of traceability, as
a case of analysis, retail consumer electronics with
massive customer traffic and less customer identi-
fication will be taken.

In the consumer electronics chain investigated,
it will be about applying methods and procedures
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that are at an early stage and are limited to a part of
the retail network. The retail chain that is being ana-
lyzed is in the area of consumer electronics. It is a
leader in retailing with a 40% market share in Mace-
donia, yet it faces not only strong market competi-
tion but also a growing consumer culture with its
customers. They are becoming more educated, more
selective and with greater expectations of equity for
their money.

This means that focusing on customer satisfac-
tion and their increased level of loyalty is a priority
for positive business and competitive advantage.

5.1. Defining measurable parameters

In order to determine the parameters that need
to be measured in general, the AIDA model (Figure
4) must be adapted to the work operation, organiza-
tion and structure in question [1]. In this case, it is
necessary to identify and establish a one-way relati-
on between the quoted elements of the AIDA model
and the everyday process in the retail consumer
chain.

¥
¥

Fig. 4. Adapted sales funnel in consumer electronics
retail chain [1]

It is obvious that the element of the AIDA mo-
del of action should be linked to the generated fiscal
account or actual sales as the final target action by
the client. Here it is important to distinguish bet-
ween the number of products sold to customers and
the number of customers to whom products are sold.

After identifying the first two elements of the
AIDA model, it is also necessary to identify the
remaining two elements: awareness and interest. In
a mass retail chain without the ability to fully iden-
tify each customer, these two elements are merged
into one new element, the so-called "interest".
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The element of interest includes any customer
who is aware of a product or service and has done
something that clearly highlights his or her interest.
In a situation where the interaction as a consequence
of consciousness is interpreted as a manifestation of
interest, it is necessary to identify how a manifest
element of interest will be measured by different
marketing campaigns.

The channels for executing the marketing cam-
paigns to be measured are: digital marketing, televi-
sion, radio, billboards.

It is clear that digital marketing is a common
denominator of all marketing campaigns and it is a
constant presence in all campaigns, has easy measu-
rability and a high degree of interaction overflow
from other channels.

This element of interest will include all the
unique customers who interacted through digital
channels, social media and websites, with one
name: unique digital traffic.

Once all the necessary elements have been
identified, the AIDA model sales conversion funnel,
adapted for the business operation of the consumer
electronics retail chain, is shown in Figure 4.

The adapted conversion sales funnel not only
provides a direct measure of the success of the sales
process, indirectly measures the customer satisfac-
tion and trend of Upsale and Cross-sale, but also
provides a huge opportunity to measure the success
of marketing and commercial campaigns.

When digital marketing creates high unique
digital traffic to the target compatible customer gro-
up, and that interest is not translated into customer
physical traffic at the outlets, this means that a pro-
per and successful marketing campaign was created,
but it was not commercially attractive enough to
bring customers to the point of sale. For example,
the products were expensive, there was not a wide
enough range, the competition had attractive added
value to similar or identical products and so on.

In a situation where there is low digital traffic
despite engaging resources and marketing campa-
igns, then either the target group is incompatible
with the action or the marketing creative and com-
municative message itself is not attractive enough.

If, despite the low digital traffic, there is a high
turnover of retail sales, it means that marketing
communication was poor, but the commercial offer
was attractive to the extent that it created a high
level of sales conversion.

5.2. Introducing a system of measurement
and analysis

Once the adapted sales conversion funnel ac-
cording to the AIDA model is already defined, dif-
ferent conversion indicators need to be defined.

For the given adapted funnel they are as fol-
lows:

DF% = 100 * footfall traffic / digital unique traffic

DS% = 100 * number of fiscal bills / digital unique
traffic

FS% = 100 * number of fiscal bills / footfall traffic

The first indicator DF% represents the degree
of conversion from digital to physical traffic. The
higher the value of the indicator, the more succes-
sful the marketing action is. It is very important to
emphasize that such indicators should be measured
within the duration of the action or actions, and that
the initial conversion is not immediate but within
one to several days.

The second indicator DS% represents the de-
gree of commercial success of the actions them-
selves, i.e. the percentage of successful sales of a
given number of digital traffic.

The third indicator FS% is by far the most im-
portant for sales teams in the outlets themselves
because it measures how successful sales are made
by a given number of physical inputs per unit of
time at the outlet.

For the point of sale management, the FS% is
the most important indicator because it closely ref-
lects the success, salesman training and degree of
customer satisfaction and service.

Most important for the marketing department
is the DF% conversion indicator that reflects the
efficiency and effectiveness of their primary pur-
pose, i.e. to generate interest and bring potential
customers to the point of sale.

The conversion index DS% is the most impor-
tant for the product management department. Na-
mely, this department selects which products, when,
how long, and under what conditions and prices will
be the subject of a campaign for which the market-
ing department should choose creatively and choose
channels and frequency of communication.

In order to better illustrate the three conversion
indicators, an example is shown of 3 different cam-
paigns at 3 outlets in the same consumer electronics
retail chain, in terms of different commercial offers
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in each campaign. Conversion indicators are shown
in Table 3. Digital customer traffic values are pro-
vided by Google Analytics, physical traffic values
are provided by in-store gauges, and the number of
sales is actually the number of fiscal accounts gene-
rated.

Table 3

Conversion indicators of adapted sales funnel
into 3 sales campaigns at 3 sales points (%) [1]

Campaign DF DS FS
1. Outlet A 5.0 2,5 50.0
1. Outlet B 5.0 2,8 56.0
1. Outlet C 5.0 2,4 48.0
2. Outlet A 8.0 4,2 52.0
2. Outlet B 8.0 47 59.0
2.Outlet C 8.0 39 49.0
3. Outlet A 3.0 1,3 43.0
3. Outlet B 3.0 15 51.0
3. Outlet C 3.0 1,2 41.0

It can be seen from Table 3 that the conversion
factor DF% has the same value for each campaign
in each point of sale. Namely, the provision of
digital customer traffic data is at the city level and it
is impossible to divide sales outlets. Therefore,
average customer traffic is taken from all over the
city for each outlet.

The conversion indicator DS% can also be
calculated as a product of the other two indicators,
i.e. the following equation:

DS% = DF% * FS%.

When already within a city, the conversion
factor DF% has the same value for all points of sale,
that is, it is constant, and clearly from the above
equation the indicator DS% is directly proportional
to the indicator FS%, which means that the com-
plete comparative difference between point of sale
within a city is made by the FS% indicator.

When analyzing the three campaigns, it is evi-
dent that within each campaign outlet B has the best
performance. Namely, the DS% is the highest value
due to the highest conversion of physical customer
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traffic into successful sales, which is constantly
above 50%. This means that on average for every
two customer entries, there is at least one sale. The
consistency in performance is also present in the
other two outlets, A being better than C which is
consistently the worst. This consistency in the ran-
kings of conversion indicators stems from the fact
that no matter which campaign is being run and how
successful the potential buyers are in the point of
sale, better salesman training in outlet B creates hig-
her success, higher percentages and higher customer
satisfaction.

The conclusion of this analysis is that higher
levels of training and customer satisfaction enable
higher conversion of customer traffic into sales, no
matter how successful the campaign is or what the
commercial offer is.

In conclusion, it can be concluded that within
each sales point, campaign number 2 is by far the
most successful. It has, without exception, produced
the best results on the FS% indicator. The common
denominator of all sales points in campaign number
2 is that the conversion factor DF% is the highest
value. This means that much of the unique digital
traffic is being channeled into physical traffic. The
fact that the highest value of the DF% conversion
indicator is supported and the highest value of the
DS% and FS% indicates that not only was there a
successful marketing campaign but also a suc-
cessful commercial bid. In addition, it is noticeable
that the campaigns with the highest indicator DF%
have the highest indicator FS%, and vice versa,
although these two conversion rates are not directly
correlated.

It concludes that within equal sales training
and customer satisfaction, the best results are achi-
eved when a successful marketing campaign is bac-
ked by a good commercial offer.

The biggest disadvantage of such an analysis
is that the limitation of providing unique digital
traffic data for each point of sale separately creates
serious statistical errors in the conversion of digital
to physical traffic. Therefore, despite monitoring all
the statistical parameters for digital traffic, the gre-
atest attention is needed to be paid to the conversion
from physical traffic to actual sales, i.e. the FS%
conversion indicator.

On average, at the retail level, the value of the
FS% is around 50%, which in terms of purchasing
power and consumer culture as it is in Macedonia is
excellent. It is the result of consistency in sales
training and application of customer satisfaction
creation procedures.



28 G. Boceski, G. Vrtanoski

6. CONCLUSION

An analysis of two companies from different
industries, with different cultures and sizes, showed
that the impact of the success of customer traffic
processing on customer satisfaction and profitabili-
ty of the company is enormous. In both cases under
consideration, the local retail chain and Toyota's
international retail organization, the analysis model
is based on conversions of an adapted sales funnel
derived from the AIDA model.

The analyzed sales data from Toyota is gene-
rated from the IA (Inchcape Advantage) portal
which provides an additional opportunity to com-
pare not only by analyzing its own seasonality and
history, but also by related companies. It has been
shown that there are major differences globally in
customer traffic conversions in different markets,
primarily due to differences in cultural habits, purc-
hasing power and tradition. On the other hand, the
analysis of conversion sales funnel indicators in dif-
ferent markets confirmed the thesis that markets
with similar cultural habits, purchasing power and
tradition have similar conversion indicators, not
only at the whole market level but also at the city
level.

Analyzing several markets over a period of 3
years, it has been shown that although NPS tools
and Mystery Shoppers (MS) are closely linked — MS
does not always correlate with the same trend. The
reason is that the Mystery Shoppers tool will more
specifically determine the degree of practical use of
the basic procedures in the sales process, as opposed
to the value of service that shapes customer satisfac-
tion measured through the NPS tool. In essence, the-
se results highlight and confirm the need for sys-
tematic and controlled use of all the methods and
procedures defined in the process of implementing
the NPS tool as the ultimate tool for controlling, mo-
nitoring and enhancing customer satisfaction. How-
ever, the NPS tool is not without weaknesses. The
biggest weakness is that it is divided into only three
groups: promoter, detractor and passive, which al-
lows for greater diversification that will remain
hidden in the results obtained.

Adapting the sales funnel to a local retail chain
has shown the impact of digital marketing as a
common denominator of all marketing actions that
enables easy measurability and a high degree of in-
teraction overflow from other channels. Digital
marketing is represented by the first element in the
adapted funnel, unique digital traffic. When analy-
zing sales at 3 outlets in 3 different campaigns, it

was concluded that higher levels of training and
customer satisfaction enable higher conversion of
customer traffic into sales, no matter how successful
the campaign is or what the commercial offer is. It
further concludes that with equal sales training and
customer satisfaction, the best results are achieved
when a successful marketing campaign is backed by
a good commercial offer.

The main purpose of the examples presented
for the successful use of tools and methodologies is
to focus on clients as a major competitive advan-
tage. It should be performed by all instances of the
company's sales and management team. At the same
time, every investment should be accompanied by
the implementation of transparent motivation and
reward for the hard work of the employees.
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