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*   Tutorial 20, May 2005

CASE: THE JOHN FRENCH EXERCISE: SALES CALL PLANNING 
FOR UBC, P. 409

Callplan was developed by Lodish (1971) to help salespeople allocate their calling time to 
customers and prospects based on judgmental response functions.

JFrench.xls is specifi cally designed to accompany the Unsweetened Breakfast Cereals 
(UBC) exercise. This spreadsheet incorporates the Callplan model and includes data for 
that exercise.

On the Model menu, select the Generalized Callplan Model to see the Introduction 
screen.

Click OK to go to the fi rst of two dialog boxes, which will prompt you for your input.  
As an example, we will set up a simple model for Mr. Smart Sell who serves two ac-

counts.

Click Next to go to the second setup box.
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Next name the accounts, provide some baseline information about sales visits currently 
made during a selling period, sales levels, and sales margins, and estimate sales response to 
variations in sales effort to determine the shape of the initial response curves.

Click Finish and the system estimates the coeffi cients for the response curves and 
then prompts you for a fi le name under which to save your basic model setup. (This can 
take some time on slower machines: the system must set up and run two separate estima-
tion procedures for each account, the actual response curve and a concave envelope that is 
needed for optimization.)

It is a good idea to save your newly confi gured model now. Give it a name other than 
Callplan.

Click Yes to see a summary of your input information.
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To start the optimization, go to the Model menu and select Main Menu. For this base 
calibration, select Optimization and click OK. 

Now specify the time frame for the optimization. For this example, specify a two-day selling 
period for Mr. Smart Sell. In addition, you can provide constraints on the number of visits. 

Click OK to start the optimization process.
The following shows the results of the optimization run.
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For the unconstrained case, the solution suggests that by shifting one unit of effort (for 
our example, two hours of selling time, including travel time) from South to North, Mr. Smart 
Sell could gain $1300 in net profi t over the base case. You may wish to rerun the analysis 
and impose a new overall constraint, i.e., the number of (eight hour) days in a selling period, 
or change the limits for each individual account. You can also recalibrate any of the account 
response functions at any time. 

To perform other analyses or to exit the program, go to the Model menu and choose 
Main Menu.
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