Chapter 21—Managing the Sales Force 
Overview

Most companies use sales representatives, and many companies assign them the pivotal role in the marketing mix. Salespeople are very effective in achieving certain marketing objectives. At the same time they are very costly. Management must give careful thought to designing and managing its personal-selling resources.

Sales force design calls for decisions on objectives, strategy, structure, size, and compensation. Sales force objectives include prospecting, communicating, selling, and servicing, information gathering, and allocating. Sales force strategy is a question of what types and mix and selling approaches are most effective (solo selling, team selling, and so on). Sales force structure is a choice between organizing by territory, product, customer, or a hybrid combination, and developing the right territory size and shape. Sales force size involves estimating the total workload and how many sales hours—and hence salespeople—would be needed. Sales force compensation involves determining pay level and components such as salary, commission, bonus, expenses, and fringe benefits.

Managing the sales force involves recruiting and selecting sales representatives and training, directing, motivating, and evaluating them. Sales representatives must be recruited and selected carefully to hold down the high costs of hiring the wrong persons. Sales-training programs familiarize new salespeople with the company‘s history, its products and policies, the characteristics of the market and competitors, and the art of selling. Salespeople need direction on such matters as developing customer and prospect targets and call norms and using their time efficiency through computer-aided information, planning and selling systems, and inside support salespeople. Sales​people also need encouragement through economic and personal rewards and recognition because they must make tough decisions and are subject to many frustrations. The key idea is that appropriate sales force motivation will lead to more effort, better performance, higher rewards, higher satisfac​tion, and therefore still more motivation. The last management step calls for periodically evaluating each salesperson‘s performance to help him or her do a better job.

The purpose of the sales force is to produce sales, and this involves the art of personal selling. One aspect is salesmanship, which involves a seven-step process: prospecting and qualifying, preapproach, approach, presentation and demonstration, overcoming objections, closing, and fol​low-up and maintenance. Another aspect is negotiation, the art of arriving at transaction terms that satisfy both parties. The third aspect is relationship management, the art of creating a closer working relationship and interdependence between the people in two organizations.

In summary, the primary variables for the sales force/management effort includes the following: (1) Setting objectives—objectives can be general rules for guiding salespeople or more specific expectations for behavior. Regardless, the sales objectives should address the relationship between sales, customer satisfaction, and company profit; (2) Designing strategy —strategy requires decisions on sales force structure, size, and compensation. Variations in this mixture are appropriate for differing industries, markets, and sales objectives; (3) Recruiting and selecting—knowing in advance what characteristics will always produce good salespeople is very difficult. Selection procedures should attempt to screen candidates for both ability and retention-related issues; (4) Training salespeople—issues in training center on skills such as order taking and order getting, seeing customers as people who require problem solutions; (5) Supervising salespeople—supervision addresses problems in directing and coordinating salespeople‘s organization, time management, motivation, and customer relationships; and (6) Evaluating salespeople—evaluation requires both qualitative and quantitative measures of sales force performance.

Learning Objectives

After reading the chapter the student should understand

· The key factors in designing a sales force

· How one manages a sales force successfully

· The fundamental principles of personal selling

Chapter Outline

I. Introduction—various classifications of sales positions ranging from least to most creative types of selling (deliverer, order taker, missionary, technician, demand creator, solution vendor) 


II. Designing the sales force

A. Sales force objectives and strategy 

1. Objectives (tasks to perform include: prospecting, targeting, communicating, selling, servicing, information gathering, and allocating)

2. Strategy—approach can be: sales rep to buyer, sales rep to buyer group, sales team to buyer group, conference selling, or seminar selling. A company can utilize a direct (company) or contractual (outside) sales force.

B. Sales force structure (territorial, product, market, complex) 

C. Sales-force size 

1. Based on number of customers to reach 

2. Workload approach: customer volume size classes, call frequencies, total workload, average number of calls, number of sales reps needed

D. Sales—force compensation—level and appropriate combination of components (fixed, variable, expense allowances, and benefits)

III. Managing the sales force

A. Recruiting and selecting sales reps

1. What makes a good sales representative?

2. Recruitment procedures

3. Applicant-rating procedures

B. Training sales reps 

1. Goals: to know and identify with the company, to know the company’s products, to know the customers’ and competitors’ characteristics

2. Other goals: to know how to make effective sales presentations, and to understand field procedures and responsibilities

C. Supervising sales reps

1. Norms for customer calls

2. Norms for prospect calls

3. Using sales time efficiently 

a) Time and duty analysis/improving productivity

b) Inside sales force 

(1) Due to rising cost of outside sales force

(2) Rising automation (for inside and outside sales forces)

D. Motivating sales reps—the higher the salesperson’s motivation, the greater his or her effort 

1. Sales quotas

2. Supplementary motivators (meetings, contests, etc.)

E. Evaluating sales representatives

1. Sources of information—sales reports including activity plans and write-ups of activity reports

2. Formal evaluation (current-to-past sales comparisons, customer-satisfaction evaluation, qualitative evaluation)

IV. Principles of personal selling

A. Professionalism—major steps involved in any sales presentation

B. Prospecting and qualifying—identify and screen out leads

1. Preapproach—learning about the prospect

2. Approach—greeting the prospect

3. Presentation and demonstration—tell the product “story”

4. Overcoming objections—psychological and logical resistance

5. Closing—asking for the sale

6. Follow-up and maintenance—ensure satisfaction

C. Negotiation 

1. Negotiation defined—in negotiated exchange, price and other terms are set via bargaining behavior, in which two or more parties negotiate long-term binding agreements

2. When to negotiate—appropriate whenever a zone of agreement exists

3. Formulating a negotiation strategy—note classic bargaining tactics

D. Relationship marketing—based on the premise that important accounts need focused and continuous attention. Main steps in establishing a relationship marketing program include:  

1. Identify the key customers meriting relationship marketing

2. Assign a skilled relationship manager to each key customer 

3. Develop a clear job description for relationship managers

4. Appoint an overall manager to supervise the relationship managers

5. Have relationship managers develop long-range goals and annual customer-relationship plans
Lecture—the Death and Rebirth of the Salesperson 

This lecture focuses on the process of and changes in this important area of marketing. We also consider the role and value of effective sales force policy and strategy in the overall marketing process for the organization. It is useful to update the examples so that students will be able to identify readily with this concept based on their general knowledge of the companies and products involved in the lecture/discussion. 

The discussion begins by considering past sales force strategy variables. This leads into a discussion of the implications for the introduction of new strategies for the future, given the substantial technological and other changes sales professionals and firms will encounter in the medium and long run environment.

Teaching Objectives

· To stimulate students to think about the critical sales force and policy issues

· Recognize some of the directional variables in sales force policy 

Discussion 

Introduction — Is the Customer Your Partner?

Today’s customers want solutions, and companies are remaking their sales forces to satisfy them. Nevertheless, total quality goals and sales quotas still clash. This is the primary theme related to the new enlightened sales force of the future. In the past, sales people would brag that their primary purpose in life was to push metal (IBM) or slam boxes (Xerox). Today, the sales force gauges success as much by customer satisfaction as the units sold. The former is generally a much more rigorous yardstick than the latter. As companies today are finding that if you anticipate what your customers need and then deliver it beyond their expecta​tions, order flow takes care of itself.

As more managers awake to the challenge, old stereotypes are fading faster than Willy Loman’s smile and shoeshine. Forget the mythical lone-wolf salesman; today’s trend-setting salespeople tend to work in teams. The traditional sample case is more likely to hold spreadsheets than widgets. Today’s best salespeople see themselves as problem solvers, not vendors. They gauge success not just by sales volume but also by customer satisfaction. They do not “sell”; they “partner” with the customer. 

Companies that dismiss the new, more collaborative sales methods as a fad are likely to slip behind. Today’s de​manding buyers are running out of pa​tience with mere product pushers, whether at the new-car showroom, on the floor of a department store, or in the corporate conference room. They will tell you that do not want to deal with anyone selling anything unless they can tell the firm exactly how it will help their business.

Developing a New Attitude in Selling

If ever there was a business that cried out for a new way of selling, it is that of moving cars from the show​room floor to the driveways of Ameri​ca. The familiar but widely despised old approach is known among automotive his​torians as the Hull-Dobbs method, named after Memphis dealers Horace Hull and James Dobbs, who reputedly created it following World War II. In the old Hull-Dobbs drill, customers exist to be manipulated, first by the salesman, who negotiates the ostensibly final price, then by the sales manager and finance manager, who each in succession try to bump you to a higher price.

Car buyers are fed up. A recent survey by J. D. Power & Associates found that only 35 percent felt well treated by their dealers, down from 40 percent a decade ago. In 1983, 26 percent of buyers rated the integrity of their dealers excellent or very good; by 2001, that figure had dropped to fewer than 20 percent. “People feel beaten up by the process,” says the owner of 13 import and domestic franchises in the suburbs of Washington, D.C. “You think you got a good deal until you walk out the door. The salesmen are inside doing high fives, and the customer is lying out on the street.”

This is where Saturn came into the car game a few years back and presented its original, no-dicker sticker system. The price you pay for a Saturn is the one on the sticker (between $9,995 and $18,675, de​pending on model and features). That is, however, only part of the package. Buy a Saturn and you buy the company’s commitment to your satisfaction. Their contact with and to the customer may appear corny, but last year Saturn scored third in a J. D. Power customer satisfaction study, just behind Lexus and Infiniti, which cost up to five times as much. Maybe it is corny, but it works. The philosophy of the new breed car dealer, like those at Saturn, is to exceed customer expectations.

Saturn reformed their sales methods to exploit an obvious market opportunity; the same is true for the reformed IBM sales force, which is only half the size it was in 1990. Those who survived are part of a new operation that is a cross between a con​sulting business and a conventional sales operation. Big Blue now encourages buyers to shop for salesmen before they shop for products. 

Consultants obviously need a more so​phisticated set of skills than metal pushers, and in their new role as purveyors of solu​tions rather than products, IBM’s sales teams do not always recommend Big Blue’s merchandise. About a third of the equip​ment IBM installs are made by DEC and oth​er competitors. 

One aspect of managing a sales team has not changed much: how you motivate flesh-and-blood salespeople. It remains the same idiosyncratic bleed of financial incentive, inspiration, and cajolery. As the sales pros will say: “There is nothing magical about sales. You want to be truthful and present a credible story so people will want to do business with you now and in the future. To sell effectively, you need to present the facts, list your supporting arguments, and learn all the nonverbal cues your customer gives while you’re making your presentation.”

With one element of sales motivation, how they pay their salespeople, many companies believe they can improve on tra​dition. IBM, for example, is following a growing trend to base compensation partly on customer satisfaction. For some of the new wave salespeople, 45 percent of the variable com​ponent of a paycheck depends on how customers rate the salesperson. In addition, usually this depends on how well the salesperson has done in helping the customer meet their business objectives. Result: the salesperson can make a lot more or a lot less.

We’re All Salespeople—Officially or Unofficially

What does it take to be a truly outstanding salesperson? As is always the case, there are no simple answers. Moreover, achieving excellence in one type of sales endeavor, say selling personal insurance, undoubtedly requires somewhat different aptitudes and skills than achieving excellence when selling sophisticated information systems to corporate buyers.

High-performing salespeople generally differ from other salespeople in terms of some general attitudes they have about the job and the man​ner in which they conduct their business. High-performing salespeople:

· Represent the interests of their companies and their clients simultaneously to achieve two-way advocacy

· Exemplify professionalism in the way they perform the sales job

· Are committed to selling and the sales process because they believe the sales process is in the customer’s best interest

· Actively plan and develop strategies that will lead to programs benefiting the customer

Marketing and Advertising

1. 
Saab uses ads such as the one in Figure 1, which appeared in a national business magazine, to bring prospects into its dealers’ showrooms. Note that Sweden-based Saab, owned by General Motors, is promoting GM’s OnStar navigation system as a standard feature in this convertible.

a. 
What kind of training do you think Saab’s dealers’ sales reps need to successfully sell to consumers?

b. 
How can Saab dealers qualify prospects for this convertible?

c. 
Why are good follow-up and maintenance skills important for dealers’ sales reps?

Answer
a. 
Saab’s dealers’ reps need training in the features and benefits of each vehicle, as well as training in customers’ and competitors’ characteristics, effective sales presentation methods, and appropriate field procedures. 

b. 
Saab dealers might qualify prospects by asking about their preferences (to see whether they match with this Saab model or another), their schedule for buying, and their price requirements.

c. 
Good follow-up and maintenance skills are important because these keep customers returning for service at the dealership and encourage customers to buy the next vehicle from the same dealer.

2. 
The Anthro direct-response ad shown in Figure 2 is geared toward businesses that need office furniture for their employees. The headline refers to follow-up calls placed by Anthro reps to check on customer satisfaction, and the fine print invites business buyers to call to discuss needs or request a product catalog.

a. 
Which of the six types of sales representatives are prospects likely to speak with when they call Anthro‘s toll-free phone number?

b. 
Which of the specific sales tasks is this sales rep likely to perform?

c. 
Why would Anthro‘s advertising put so much emphasis on its follow-up call policy?

Answer

a. 
Because Anthro does business primarily by phone and on the Internet, prospects who call will probably speak with a solution vendor who can help them solve their problems by designing a furniture system to meet their needs.

b. 
This sales rep is likely to communicate information about Anthro‘s offerings, sell the offerings, provide service, and possibly gather information. Students may say that these reps will also perform allocation tasks if products are in short supply.

c. 
Follow-up and maintenance ensure customer satisfaction, so Anthro wants prospects to know that the sale does not end when products are ordered and delivered.

3. 
**BONUS AD--See Companion Web site!  Dassault Falcon uses print ads like this reach business decision-makers who may be considering the purchase of a larger or faster corporate jet. Note the mention of technical features as well as general benefits.

a. 
What situation and problem questions might a Dassault Falcon salesperson raise with prospects who contact the company after seeing this ad?

b. 
How does Dassault Falcon benefit by employing a direct sales force to sell its jets?

c. 
On the basis of this ad, how does Dassault Falcon appear to be structuring its sales force? Why is this structure appropriate for the company?

Answer

a. 
Students can be creative in answering this question. One possible situation question: “What kind of jet do you use now and how do you use it?” One possible problem question: “What kinds of problems have you experienced with your current corporate jet?”

b. 
Dassault Falcon benefits by being able to hire, train, and motivate salespeople to sell its aircraft the way the company wants them sold. These salespeople sell only Dassault Falcon jets, so they get to know the products very well and can consult with customers on solutions to problems involving corporate aircraft. The salespeople also project the image that the company wants to create.

c. 
Dassault Falcon appears to be structuring its sales force by geographic territory, because the ad indicates one individual in the United States and one in France.

4. 
**BONUS AD--See Companion Web site!  As this ad indicates, Ericsson customizes information network systems that can be expanded to keep up with a company’s growing and changing technology needs.

a. 
How does naming satisfied clients in this ad support Ericsson’s personal selling process?

b. 
Given the opportunity for personal sales discussions about network needs and capabilities, why would this ad include only a Web address, not a telephone number or other contact information?

c. 
Do you think Ericsson uses major account management? Why or why not?

Answer
a. 
Including the name of satisfied clients enhances Ericsson‘s credibility and paves the way for its salespeople to make claims about the company’s offerings.

b. 
Ericsson seems to be using this ad for image-building and to pave the way for personal sales contact, rather than to generate leads for its sales force.

c. 
Ericsson very likely uses major account management because it has many large corporate accounts that require the attention of cross-functional teams. Using major account management also allows Ericsson to assign people to certain very important accounts, as needed.
Online Marketing Today—Siebel Systems

As noted earlier in this chapter, Siebel Systems uses its own sales-management software to monitor its sales reps‘ activities, manage the sales process, and assess customer satisfaction. In the past, Siebel worked with 20 resellers who sold the company‘s software as well as with 760 other “Siebel Partners” who provide support in the form of installation, customization, upgrading, and other services. Now, however, the company has eliminated indirect sales in favor of its direct sales force. “When we analyzed customer feedback from the reseller channel, the results were not living up to the standards that we expected,” explains Siebel’s vice president and general manager for alliances. “The customers were effectively telling us that they would rather have Siebel involved in the sale.” Partners still have an opportunity to build sales and profits because customers spend at least $7 in implementation, training, hardware, and other items for every $1 spent on Siebel software.
Go to Siebel’s Web site (www.siebel.com) and review the products, events, and customized views available on the home page. Then follow the link to information for sales professional (or, if this is unavailable, locate the information about Siebel’s sales management software). What benefits does Siebel highlight for its sales management offerings? Why are these benefits important for business customers? How do both Siebel and its prospects gain from the company’s online product demonstrations? From attendance at the company’s product seminars? 

Answer
Some of the benefits highlighted on the Siebel site include the ability to: monitor sales activities to grow sales and profits predictably; improve sales forecasting; align sales compensation with sales goals; improve sales productivity; and better manage sales territories. These benefits are valuable for business customers because they help the companies better manage their resources, control sales activities, and analyze and reward sales efforts. Siebel‘s online product demonstrations reduce the amount of time a Siebel salesperson must offer demonstrations to prospects; at the same time, they allow prospects to experience and evaluate Siebel products without obligation and on their schedule. Prospects gain from attending Siebel product seminars because they learn how to get the most of Siebel products and they can ask questions and share experiences with others. Siebel gains from the opportunity to reach many prospects at once and generate qualified leads based on interest expressed through attendance and inquiries.

You’re the Marketer—Sonic PDA Marketing Plan
Many marketers have to consider sales force management in their marketing plans. Because of the high cost of maintaining a direct sales force, however, some companies are substituting online, mail, and telephone sales for some of their personal sales calls. 

In your marketing role at Sonic, you are planning sales strategy for the company‘s new personal digital assistant (PDA). After reviewing the data you previously gathered and the decisions you made about other marketing-mix activities, answer these questions about Sonic’s use of personal selling:

· Does Sonic need a direct sales force or can it sell through agents and other outside representatives?

· Toward whom should Sonic’s sales activities be geared? How can the company‘s sales activities support the rest of the marketing plan and the goals that have been set?

· What kind of sales objectives should Sonic set for its sales personnel?

· What kind of training will sales representatives need to sell the new Sonic PDA?

Once you have answered these questions and looked at how your sales management ideas will work with Sonic’s goals and objectives, either summarize your programs in a written marketing plan or type them into the Marketing Mix, Marketing Organization, and Sales Forecast sections of the Marketing Plan Pro software.

Answer:

Students who say Sonic needs a direct sales force may argue that this helps the company hire, train, and motivate the right kind of reps to sell only the Sonic PDA to major business accounts and to intermediaries. Those who argue against a direct sales force may say that as a start-up, Sonic should not invest in a direct sales force but should rely on agents and other outside representatives until the first product has been established.

Sonic‘s sales activities should be geared toward (1) channel members and, to a lesser extent, (2) major business accounts. These sales activities will help Sonic get the channel representation it needs for its first PDA and encourage businesses to buy in bulk for corporate use. In turn, such sales will help Sonic reach its sales goals. Sales personnel should go after sales objectives related to volume levels needed to achieve market penetration by territory or according to another appropriate measure. To do this, the reps need training about Sonic as a company and its goals; the first PDA product and the features and benefits; customers and competitors‘ characteristics; sales presentation methods; and sales procedures and responsibilities.

Marketing Spotlight: Oracle 

Larry Ellison, along with three partners, founded the database management software company System Development Laboratories in 1977. In 1982, the company changed its name to Oracle, after the name of its first product. By 1988, Oracle had a 36 percent share of the U.S. government’s PC database market. The company began offering consulting services to its customers in 1989. 

Oracle’s adjustment to this rapid growth was not seamless, however. The company developed a reputation as a leader in “vaporware,” or products that are announced publicly but are still under development and therefore unavailable. Its software often contained numerous bugs or lacked promised features. The company found itself embroiled in an accounting scandal in 1990, a result of a widespread practice among the sales representatives of recording sales a quarter early in order to boost earnings during slow quarters. Oracle was forced to restate earnings, pay a fine to the SEC, and spend millions of dollars settling shareholder lawsuits. The company’s stock plummeted as a result of these developments. 

Beginning in 1991, Ellison enacted a plan that rescued Oracle from the brink. He secured $80 million in financing from Nippon Steel, installed experienced Booz Allen manager Ray Lane as COO and president, reduced headcount by 10 percent, and imposed stricter policies governing its sales force. Ellison took a hands-on approach to establishing sales protocol for his company. He rewrote sales contracts himself and initiated a standard pricing policy that eliminated haggling. He also altered the compensation scheme so that managers were rewarded for meeting profit-margin targets rather than for reaching sales volume quotas regardless of cost.

These moves, along with the launch of the next-generation Oracle 7 database in 1993, allowed the company to complete a turnaround. By 1994, the company was the number-one database management software maker in the world, with sales exceeding $2 billion that year. Oracle’s revenues tripled between 1995 and 1999, yet the company’s sales force doubled during the same period. In 1998, the company split its sales force into two teams. One team concentrated on the company’s core products—database software—although the other team was charged with selling Oracle’s data-processing applications. More than anything else, however, Oracle’s sales reps were able to handle the heavy workload because the company embraced the Internet. In 1999, 25 percent of the company’s software sales were accomplished online. 

As business continued to flood the company, Oracle sought to take more of its business to the Web. It invested in a new e-commerce site called OracleSalesOnline.com—later renamed Sales.Oracle.com—that enables customers to place orders directly online. The site also lets customers purchase upgrades and add users to its license. Oracle also developed another site that sales reps use to demonstrate software during phone calls with customers, who are then directed to order online. Additionally, it required sales reps to enter detailed customer data into a central system that other salespeople or executives can access. In 2001, the company integrated online customer service and support features with the Sales.Oracle.com service, calling this new site Support.Oracle.com. The company also licensed its sales and support applications to more than 10,000 companies around the world. 

Oracle’s network of information and its powerful software helped trim costs considerably. The company claimed in an aggressive ad campaign that it saved $1 billion in 2000 by running its own e-business software. In a specific instance, a manager noticed one day that U.S. sales forecasts dropped $3.5 million. Using the network, the manager identified which company had changed its purchase and contacted the sales rep working with the account who renegotiated the deal in less than 24 hours. In another example of cost-cutting, the company moved its sales and training meetings with customers from hotels and conference centers to the Web. These Web-conferences reduced costs from $325 per person to $2 a head.   

Competitors are quick to criticize Oracle’s aggressive sales tactics. An executive from IBM criticized Oracle’s strategy of overpromising: “They take the P.T. Barnum approach to business: There’s a sucker born every minute.” Oracle’s 85 percent customer-retention rate, which is higher than either Microsoft’s or IBM’s, proves that many customers are satisfied with the company’s products and service. 

Sources: Steve Hamm. “Oracle: Why It’s Cool Again.” Business Week, May 8, 2000; Michael Moeller. “Oracle: Practicing What It Preaches.” Business Week, August 16, 1999; Steve Hamm. “Is Oracle Finally Seeing Clearly?” Business Week, August 3, 1998; Mitch Wagner, “Oracle’s Savings Don’t Add Up.” InternetWeek, March 12, 2001

Questions 

1. Aggressive sales and marketing, along with sales force automation based on the Internet, have helped Oracle become the largest application server company in the world. Oracle, however, faces some complex marketing issues for the future. Develop some of these issues, based on information from the text and case materials. 

2. Oracle’s turnaround was rapid and dramatic, but was their marketing success the cause or the effect of other important changes? Discuss.

3. If Oracle continues to apply aggressive sales tactics, despite the high rate of customer retention, what can we assume about its customers and the future of the business sector?  

4. What changes would you make to Oracle’s marketing strategy to avoid the problems they appear to face? 

Suggested Responses

1. Oracle had to be extremely competitive in this environment, and clearly heavy early use of the Internet was a big variable in helping the firm succeed in the face of enormous pressure and competition. One of the biggest variables in their favor was the fact that they provided the entire enterprise package to customers, something that no other firm did during the 1990s and early twenty-first century. In addition, Oracle had a substantial headstart on the later competition that also was effectively forced to utilize Oracle to complete the application process. The number of competitors upset with Oracle’s often overly aggressive sales efforts and over-promising have begun to organize to grab some of the substantial hold that Oracle holds over several of the market sectors in the enterprise server business. 

2. Oracle overcame many obstacles, but it appears that most were sales and marketing oriented, the result of an aggressive marketing and sales organization that also was organized to take advantage of the overall lack of competition against Oracle.  Unfortunately, aggressive sales can also lead to sales force attitudes that eventually breed contempt for the leader. 

3. We can assume that because most of its customers are organizational and business buyers, Oracle’s products and services provided the desired results. Some of the criticism of Oracle is that it charged aggressively to lock in customers so that they could not easily break off part of their enterprise business and move to a lower priced competitor for that part of the business. The result is that Oracle effectively made monopoly profits during its growth years. Such market control and high margins, however, inevitably bring competition, lower prices, lower margins, relatively less aggressive sales tactics, and faster industry maturity. Thus, although there is early pain in such situations, in the end society gains, at the expense of the early winner.   

The best strategy for Oracle might be to move toward more openness in dealing with the situation so that competition will enter less swiftly. It may be also that the only strategic direction Oracle can take now is a continuing pursuit of control over user systems. Because Oracle relied heavily on the Internet and their own server software, it is likely that they will continue to enhance their online access capabilities, migrating increasing levels of activity from onsite uses to centralized Oracle-run sites that run many businesses from one or a small number of platforms, using the Internet to service the business(es) online.
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