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ABSTRACT 

Sales persons in corporate channel are responsible for selling the products and 

services to companies. They visit companies and improve relationship to convince 

them to buy products. Mostly these are white collar employees and have mid-level 

education & earnings. To improve sales person motivation and performance, mainly 

operator apply small cash incentives based on their sales target and Key Performance 

Indicators. In corporate channel (B2B); companies buy products for their employees 

and mainly they choose well-known brands not get their employees complain in case 

of dissatisfaction. For that reason, smaller brands need to make push effect to 

companies to convince them to buy their products. In this case study, a travel 

campaign has applied as incentive as a non-monetary to sales people which is 

expected to give high value perception. Aim of this case study is to check the non-

monetary incentive affect to corporate sales person motivation and sales 

performance. 
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INTRODUCTION  

Smartphone market in Turkey is growing exponentially by incorporating new mobile 

technologies to itself, and we can observe international and national brands using aggressive 

marketing and sales strategies to gain a bigger share of the market. The channels existing for 

this purpose are mainly 3 different channels: technology superstores, telecom retailers, and 

mixed retail channels (Yamamoto & Düzgün, 2018). As the competition is very high both in 

Business to Consumer (B2C) and B2B sides of the market, every retail channel is working 

towards maximizing their presence in the market and extending the market as well. On B2B 

side of the market; companies buy products for their employees and mainly they choose well-

known brands to not get their employees complain in case of dissatisfaction. For that reason, 

smaller brands need to use push promotion strategy to their business customers to convince 

them to buy their products. Push promotion strategy is the strategy where the brand encourages 
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the retailers and or wholesalers to promote the products to their customers instead of trying to 

promote itself on its own (Kotler & Armstrong, 2014) (Corporate Finance Institute).  

Push promotion strategy heavily relies on the ability, competency, and motivation of the 

sales persons of the retailers or wholesalers. They are the contact points of the brands and even 

though B2B sales have to depend on various concerns of the businesses, they also depend on 

the personal relationships of the contact persons. In order to motivate the sales people, incentive 

systems are placed. These incentives are usually cash related rewards. From the managerial 

sense, it is easier to assign cash rewards for various points of achievement, because it is easier 

to forecast the profits and make a deduction from there. Also, standard economic theory says 

cash is more valued over other alternatives due to its option value, Hein (1998) also proved this 

with his survey where most people were more inclined to choose cash over any other reward 

(Jeffrey, 2010). Non-monetary incentives on the other hand require more thinking and planning 

beforehand. In our case, we researched whether a non-monetary incentive is as effective as a 

cash incentive on sales persons on B2B sales. 

1. LITERATURE REVIEW 

It is common practice to attach incentive rewards to sales targets to increase the sales 

person motivation. Incentive systems have been known and are being applied since mid-1950s 

(Napier, 1986). The businesses in the smartphone market both in world and Turkey are also 

using this to improve their revenues and increase their reach both in consumer and corporate 

channels. However, non-monetary incentive systems are not as widely used as the cash rewards. 

Jeffrey describes non-monetary incentives as the rewards the businesses promise to their 

employees which are tangible, non-cash, and have a non-trivial market value which is similar 

to the amount of cash incentive that would be given instead (Jeffrey, 2010). These non-

monetary incentives can be products, services, or travel rewards. In this study we have 

compared the performance and the reactions of the sales persons to the change of the incentives 

from cash to travel rewards. 

Motivated employees are more productive and create more profit to the businesses, so it 

is important to understand the factors which create motivation among employees and increase 

them. There are two types of motivation; the intrinsic motivation and the extrinsic motivation. 

The intrinsic motivation is the motivation a person has summoned from oneself, which 

translates to doing something for the sake of doing it. For example, if an employee is 
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researching about the material he or she has been selling, to improve himself or herself but not 

for recognition or a reward, we could say he or she had motivated intrinsically. Extrinsic 

motivation, on the other hand, is the motivation a person has summoned from some expectations 

of the outcome of the action they are doing, which usually translates to a reward or punishment. 

This reward or punishment doesn’t have to be tangible, recognition amongst peers, or a 

congratulations from his or her manager can also be considered as such. If we go back to the 

same example, and the employee is doing extra research for becoming the top seller of the 

company, we could say he or she had motivated extrinsically. The incentive systems companies 

place for their employees target the extrinsic motivation. Extrinsic motivators are not as 

effective as the intrinsic motivators in the long run, but for sales campaigns, they are accepted 

as a good addition. 

The expectancy theory of motivation says that the effort used for a reward is positively 

related to the value of the reward itself (Naylor, Pritchard, & Ilgen, 1980). So, if a reward is 

valued more, the more effort is exerted towards it. Non-monetary reward incentives, depending 

on the value placed on them can be as valuable as a cash reward, for the psychological reasons 

discussed by Jeffrey & Shaffer which are justifiability, separability, evaluability, and social 

reinforcement (2007). Justifiability means that the non-monetary reward can be considered as 

a luxury item for the recipient, and they may or may not justify themselves paying for the item 

even if they have enough funds to afford it, but with it given as a reward for their work they can 

justify having it. Separability means that the recipient can separate the reward from their other 

earnings and appreciate it instead of mentally adding it to their salary. Evaluability means that 

the reward is up to its recipient’s evaluation for its value, and it adds an emotional dimension 

to the reward thus can increase its perceived value compared to an equivalent cash reward. 

Social reinforcement means that the recipients are able to show and talk about their 

achievements with the help of the reward, as it is not socially acceptable to talk about the cash 

they receive. 

2. CASE REVIEW 

As literature suggests, non-monetary incentives can be more effective than the cash 

incentive. However, we don’t know whether it will have the same effect on the smartphone 

industry in Turkey. Our hypothesis is that non-monetary incentives increase sales more than 

cash incentives, and the null hypothesis is that cash incentive increases the sales more than non-
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monetary incentives. To test this hypothesis, we have selected Huawei brand, which has a 

smaller share in the market, and Turkcell which is mainly known as a telecom operator but is 

also functioning as a B2B telecom retailer, such as for our case. As Huawei has been utilizing 

Turkcell for their corporate sales, and have been using cash incentives, we already had the data 

for comparison. We have used the pathway to create and analyze the sales campaign which can 

be seen in the following figure: 

 

Figure 1. Case pathway to create a sales campaign using non-monetary incentives 

As the Figure 1 suggests we have first analyzed the channel and the budget to define key 

sales tools for the new incentive strategy which involves making maximum benefit for the sales 

person and shape the campaign design for that, thus leading to the sales results. 

2.1. Channel Analysis, Budget Analysis and Incentive Strategy 

The telecom retailer has more than 300k customers and the monthly sales from small and 

medium sized enterprises and major accounts total to a 5-6k monthly and can reach over 15k 

with sales campaigns. The well-known brands take the biggest share from these sales, as the 

companies are more inclined to demand well-known brands. Mainly companies select leader 

brands due to corporate customers do not want to take risk with new brands. But only Turkcell 

sales person can forward a brand and convince companies to buy new brands. The current 

incentive the brand has been using was a small gift/cash card/cheque incentive for the sales 

person.  
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As for the budget, the brand uses a dealer bonus per units, and have a reserved budget for 

each product. As there will not be a dealer bonus for this campaign, this can be used as the 

budget for the campaign without any additional cost to the brand. 

Turkcell B2B sales people are white collared employees whose payrolls belong to 

Turkcell. So, if any incentives are applied to sales person, needs to be thru gross - net 

calculation, so there is a loss if cash incentive applied. Gift/cash cheque is difficult to deliver, 

and it does not make high motivation for sales person, its similar effect to cash incentive. A 

limited travel reward cannot be calculated as cash so there will not be a gross - net loss and can 

also increase competition amongst peers because the reward is given to the best. Travel 

locations are also very attractive, as it can be seen as holiday. 

2.2 Campaign Design 

As the literature suggests a travel reward is a non-monetary incentive and incorporates all 

the motivating features of the tangible incentives. It is justifiable, separable, evaluable, and has 

social reinforcing value. The design of the campaign is based on quantity with ranking, so a 

certain amount of increase will also increase the amount of people rewarded, as shown in the 

campaign details table below. 

Table 1. Campaign Details 

Location Period Campaign Models  2500 Units  3000 Units  3500 Units  

Lisbon  15th Apr - 15th June  P9 Lite 2017  25 people 30 people 35 people 

The travel location was selected in the European region to make it more attractive. Before 

the start of the campaign the brand also provided training and provided product samples to 

increase their sales capability. There was also a HQ quota in this travel for director and manager 

level to encourage them to push sales person during the campaign. A high-level stock product 

was selected to speed up the sales (P9 lite 2017). After that, we added Mate 10 lite and Y7 due 

to P9 lite 2017 out of stock due to high sales performance. 
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2.3 Sales Results 

The company had reached %65 in house share in B2B channel without any extra budget. 

In Table 2 you can see the sales result for the individual products and in Figure 2 you can see 

the overall sales volume before, during, and after the sales campaign. 

Table 2. Individual Products’ Sales Results 

Note. The red color represents the non-campaign periods and the green color represents the campaign period 

Figure 2. Overall sales volume before, during, and after the sales campaign period 

The increase on sales after the campaign period suggest that the channel is enables successfully 

and even without the campaign sales people are inclined to selling Huawei products to their 

B2B customers. 
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CONCLUSION 

The case results suggest that using the travel incentive is an effective way to increase 

sales results for smaller brands on Corporate (B2B) channel in the smartphone market in 

Turkey. Also we may say that, sales person in corporate channel motivated by travel campaign 

very well. Despite they are able to have travel personally, travel incentive is looks attractive for 

sales person. According to result, we may say that travel incentive perception is high in 

corporate sales person mind. However, it should be noted that this campaign was the first time 

the travel incentive was used and the results may vary after being utilized several times, and 

also by being utilized by the competitive brands, as the perceived value of the reward can reduce 

as it becomes common practice. So it is up to the managers to create a balance between these 

types of rewards. 

Further research can be done to research the effectiveness of the non-monetary incentives 

on B2C sales on smartphone market or can be done with different types of non-monetary 

incentives. The research can be also extended to further understand the motivating factors of 

the incentive, and how much emotional value the participating sales people added to the travel 

reward, and which attribute of the non-monetary incentives played a bigger role on the 

motivation for B2B sales people in the smartphone market. 
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