I can say that the sales department in Camelot is a horizontal and well-segmented structure. There are three groups of sales person working with three different categories of clients: new clients, permanent clients and VIP clients. The clients can move from one category to another that means that one sale person doesn't work constantly with the same clients. And the client feels commitment not to this or that particular sales person but to the company in whole.

The main bulk of sales persons work with their clients in the territories (we divide Voronezh into conventional territories) and they make a virtual map of their territory specifying various types of businesses there. The managers working with the permanent clients deal with a particular branch each (e. g., tourism, auto, real estate) and they act as experts. When a sales person needs to know something specific about this or that branch or a client, he/she can address the respective manager. VIP managers deal with working-out so-called "platforms" (banks, cellular phones, etc.).
Now some words about the clients. Any client can make a prepayment of 50,000 rubles (1,400 euro) for placing his ads and spend this money for 4 months. In this case our sales person concludes with the client a contract of a flat fare payment, and the client gets a discount of 20%. If a client places his ads in our paper for 4 months continuously, 15 weeks out of 17, he becomes a permanent client, and apart from 20% discount he gets an extra single 5% discount. Now this client moves to another level for us and the sales persons from the group working with the permanent clients deal with him. And the clients we call VIPs. Importance here doesn't depend either on the scale of business or the frequency of placing the ads. We mean by VIP clients those ones requiring special attention and a very personal approach. So this group of sales persons includes the most experienced and thoughtful ones.

We practice several ways of ads selling: at the new reception center, telemarketing and personal, done by the sales persons in the territories. And the most important point here: this is done not only by the sales persons, but the people from the call center as well. Till the last year the call center was responsible for receiving free ads by phone and selling paid ads in the office only. Now it's their responsibility to make selling at the new reception center and telemarketing. As we practically don't use electronic payment in Russia, telemarketing looks like this: when a client calls to place a free ad, an operator receives it and tells the client about the possibility to place paid ads in the paper or leaflets. And the other way: an operator calls a client and persuades him to place an ad in our paper, but in any case, to pay for it the client should come to the reception center.

Until recently marketing and promo campaigns department was a separate one, but now it's a part of the sales department as well.

Our main product, Camelot free ads paper, is distributed through newsstands, kiosks, book shops, etc. But there are branded stands for selling the paper in supermarkets. Apart from this, there's a network of branded stands for free distributed color leaflets (previously they were inserts in our paper). There are five types of leaflets: Auto; Beauty, Health & Rest; Education; My House and Escort Services. They were chosen as the most popular in the market. Auto and Beauty are issued once a month, Education is issued bimonthly, My House (real estate and house construction) – once in 3 months, according to the change of seasons, and Escort is issued 4 times a year (end of February, May, September and December). There are packaged offers for Beauty and Education leaflets: it's cheaper to place the ads in the paper and in the leaflet at the same time. For the other leaflets (apart from Escort) the situation is like this: if an advertiser places ads in Camelot according to the main price-list, he can place his ads in the leaflets at special reduced price. And it's more expensive to place ads in the leaflet only.

As for the promotion of these leaflets, we use Camelot, our branded stands and radio commercials. A separate commercial in rhymes is made for each new issue and it's aired till the next issue. And when a client comes to the new reception center, he sees all the info about the supplements. He can take an opinion of the operators working there, get a sample or a leaflet with the info on all the products made.

