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1. INTRODUCTION
Today's modern approach to business enterprises in the market is based on the concept of marketing, which means that for a successful business, the efforts of companies in all business areas and within all business functions needs to be synchronized and coordinated.
Today, most companies sell their products and services primarily based on economic advertising, sales promotion and salesmanship. Economics propaganda is used to get to know potential customers with their products or services and interest them in purchasing. Sales Promotion strives to provide customers the reason for the purchase and personal sale is used to conclude the sale.
Although in recent years, direct marketing has grown, still many companies in their promotion mix predetermine it a supporting role. Despite of it the majority of major advertising agencies are trained in direct marketing and offers its customers multiple ways of communicating.
As the business environment on the market is rapidly changing for achieving business success today the success of sales management is of great importance, which is required to make future business decisions, especially in a large and complex system such as the Croatian Railways, HŽ Cargo.
Given the Railway Act, which allows the opening of the railway transport market, was adopted, so far has not led to its actual implementation, and the HŽ Cargo is the only carrier in the Republic of Croatia railway transport system. Although some countries in the region enabled the opening of its transportation market, HŽ - Cargo still has not emerged as a possible carrier for them, and it is expected that after the opening of the transport markets a part of foreign and domestic transportation companies will appear.
Therefore, in order to successfully position HŽ Cargo transport to the market, and to become more efficient and competitive against other carriers, a superior sales is required, ie in a situation where all of globalizing markets where small number of customers keeps growing market share, as imperative in the introduction direct marketing and the knowledge and leadership skills of key customers are imposed, which in future can be a bit basic differentiation one from another bidder, and the introduction of KAM-managers.

Subjective value of transport services implies that it is necessary to know well what the transportation user requires and expects from the service, what the kind of results he wants during and after the service, and how many and effort is he willing to invest in searching and finding the appropriate service provider, and to fully meet customer requirements it is necessary to introduce KAM-manager who would be the link between users and all other parts of the company. 

2. MARKETING ORGANIZATION IN HŽ CARGO L.T.D.
The term organization is used today in various ways, for example, as a mark for 
:
· a system or form of any relationship in any kind of manager and / or other projects in transport and elsewhere,
· company itself,


· The collaboration of two or more persons,
· behavior of all participants in the group, either in the transport business or elsewhere in the economy, 
· the intended role of the formal structure of organized transport and / or any other company.  

The organization is therefore a general or universal concept that is knowingly associating people with a goal to with appropriate funds fulfill certain tasks, with the least possible effort
.
At the head of the company is Management Board, which consists of Management-Director, Sales Manager, Production Director, CFO and CTO. Subordinate to the Director of Sales are : sales department on transit routes, the internal market and import and export port, overland imports and exports, combined transport and the customs department of commercial affairs. Figure 1 shows the organizational structure of HŽ Cargo Ltd.
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Figure 1: Organizational structure in HŽ Cargo ltd.
The sale consists of five departments; - department for sale on transit routes, - the sales department in the internal market and import and export port, the sales department at overland import / export routes, the sales department in the combined transport and the customs department of commercial affairs . These departments are engaged in the sale of services in rail freight transport, and only if necessary, participate in marketing activities.
Marketing department in the company HŽ Cargo does not exist and any activities such as market research, sales promotion and management of customers performe sales managers who run these departments.
Given that the company HŽ Cargo has no marketing department it can be said that this is a organization without a marketing department and that any initiatives on marketing activities mainly comes from the sales department or the sales managers who are daily exposed to the market.

Therefore it can be said that the biggest problem in marketing organizations of HŽ Cargo is lack of marketing department that deals with marketing activities as well as the small number of sales managers, since most of the marketing activities they perform.
Director and Sales Managers are responsible for the growth and development of product groups / services, but since each of them has a large number of product inevitably comes up that some groups are unfairly neglected. So that all groups would achieve the planned growth or at least closer to the planned objectives it is necessary to create new departments, as well as to increase the number of managers to deal with specific groups of customers or to necessary introduce key account management.

3. DIRECT MARKETING CHARACTERISTICS 
Direct marketing is an innovative and alternative method of using the the zero level marketing channels, which allows direct contact of manufacturers with consumer. In direct marketing vendors can use one or more direct media
 to represent the product outside the traditional stores.

Direct marketing methods are:

· Face to face direct marketing - The concept of direct marketing includes direct sales of products and services without the help of the wholesale or retail. 

· Catalog marketing - Many advertisers who use direct marketing in large part use their catalog advertising for the selected addresses. 
· Marketing via direct mail delivery - Involves sending an individual mail items - letters, flyers, brochures, and others''sellers in motion''. 

· Telemarketing - Telemarketing is a form of direct marketing that relies on the use of telephone operators. Telemarketing is becoming increasingly important instrument of direct marketing and it can be used in two ways
:
·  Television Marketing - Television is a medium of direct marketing which is being developed through the TV networks and channels through cable television. 
· Electronic bookings - Electronic channels are the latest direct marketing channels and occur in two forms: videotext to purchase, ie sales over the Internet. 

· Kiosk marketing - Computerized / kiosk bookings- Kiosk marketing covers various devices to accept customer orders. 
· E-mail direct marketing- E-mail marketing is a form of direct marketing and gives the best results if it is integrated as part of the marketing mix. 
· Marketing through other media (magazines, newspapers, radio, etc.) 
The effectiveness of direct marketing boosts direct communication with manufacturers in all stages of customer contact. This will speed up the flow of new technologies by reducing the time from the factory to a potential buyer, enabling manufacturers to quickly adapt to the needs of customers. This approach includes all aspects of marketing decisions and becoming more professional area which provides, for our circumstances, an extremely important employment opportunities.

3.1. The advantages of direct marketing 
According to the marketing concept, transport companies need to serve their customers, provided that in satisfying their needs generate income which extend its material base and increase the standard of its employees
. Therefore we can say that the transport companies in this case the Railways Cargo, providing services to their customers, generate income as a primary objective of their business, and its maximum effect, it allows for better and adequate satisfaction of users
.
Direct marketing can serve all types of organizations: manufacturers, retailers , service companies, nonprofit organizations, wholesalers, etc. Their growth in the market of consumer goods in response to market fragmentation, which occurs when an increasing number of mini-markets with distinct individual needs and requirements. Customers in these markets have a credit card, known telephone numbers and addresses to facilitate the establishment of contacts and transactions.
Households do not have much time to buy because of the large number of women today are employed. Higher costs of cars, traffic load, the problems with parking, lack of retail stores and tails at the box office ... all of those problems encourage buying from your own home.

The introduction of free phone numbers and a willingness of direct marketers to receive telephone orders at night or on Sundays influenced the spread of this form of sales.
Another important factor is the increase in delivery within 1-2 days via the company FedEx, Airborne, DHL, etc.
Direct marketing offers to customers numerous advantages. Consumers who buy through the network state that the purchase is comfortable and practical, and saves them time. Scrolling through the catalog they can compare purchase from their recliner. This introduces them to purchase a larger selection of goods and introduces a new way of life. They can order to send some gifts directly to certain recipients, without having to leave their home. Industrial customers also confirm a number of advantages, especially the knowledge of many products and services, while at the same they do not lose time to meet with sellers.

Direct marketing offers many advantages to sellers as well. It allows a greater selectivity of potential customers. Direct marketer can buy the directory that contains the names of almost all types of potential customers: funnels, fuller people, millionaires, newborn babies, etc. A specific message can be personalized and customized. In addition, a direct marketer can establish a continuing relationship with each individual customer. 
Direct marketing allows you to secrecy because competitors do not see the bid and direct marketing strategy. In the end, the direct marketer will find out whether a particular campaign was profitable based on evaluated responses.

4. FORMS OF SALES PROMOTION
Sales promotion can be defined as "marketing activities that stimulate buying and the efficiency of agent exposure through activities, demonstrations and other atypical sales activities."
Sales promotion involves the direct incentives that offer added value and generate interest in the product vendors, distributors or consumers. The goal of sales promotion is to accelerate the movement of products or services on the way from the producer through an intermediary to the consumer, in short, to stimulate buying.
One of the most effective ways of sales promotion can be achieved by directly paying customers, suppliers and partners via direct marketing to deliver multiple benefits: timely information ,increase sales, brand awareness of merchandise, loyalty, interactivity with its recipients, etc.

If we examine the company HŽ Cargo it can be said that the sales promotion of the company includes the use of different promotional funds aimed at boosting the immediate market reaction, so that the sales promotion activities can be classified into:
· Sales promotion oriented to consumers - users 

· Sales promotion oriented to intermediaries, agents , forwarders 

· Sales promotion oriented to employees – HŽ Cargo 

4.1. Sales promotion directed to consumers - users 
The aim of all forms of sales promotion users directed to try out a new shuttle service to train, continue with further purchases of the same and become loyal users of HŽ Cargo, and to affect the desired image enhancement of HŽ and its products or services.
All forms of sales promotion that can be used in Croatian Railways, HŽ Cargo can be used individually or together with a greater synergistic effect is achieved and thereby better results.


Objectives that could be achieved by using sales promotion are:

1. Generating test purchases - first or second test drive 
2. Encouraging repeat purchases - the repeated use of railway transport services 
3. Reinforcement of brand image and overall image of the HŽ Cargo 

Some forms of sales promotion (for example, providing greater benefits for eligible transportation), are primarily intended to encourage trial purchase. It is necessary to use other forms of sales promotion as a reward to loyal customers or incentive to continue shopping. Also, there are forms of sales promotion aimed at enhancing the image producer.
Customers will not respond to the forms sales promotion if they have interests which are usually returned in the form of benefits. Top prizes are savings and gifts, of which at the consumer the best accepted ones are those that bring immediate reward.

4.2. Sales promotion oriented to intermediaries, agents, forwarding agents
Cooperation of Croatian Railways with the network intermediaries emerged primarily to promote the transportation by rail and expanding the network of outlets where you can buy transport services for carriage of goods by rail, with the ultimate goal of sales promotion. 
When forms of sales promotion directed at intermediaries are in mind, then actions are primarily focused on these intermediary agents and freight forwarders, and goals are achieved on the basis of cooperation, consultation, informing, motivating and assisting in the shipping and forwarding companies in distribution channels. 
These activities can be achieved through consulting (information) agents in the cooperative marketing efforts of HŽ Carga and mediators, regulation of retail space brokers, sales staff training, joint appearances and presentations at fairs of Croatian Railways, HŽ Cargo and agents and some specific actions to improve sales.

4.3. Sales promotion oriented to employees of Croatian Railways 
This form of sales promotion, and its actions relate primarily to employees in the department office, train staff, sales employees, as well as all other employees of HŽ, who come into direct contact with customers and working together, significantly affect the company's business and its image in public.
Measures aimed at employees refer to the system temporary or permanent education, counseling, training, informing and motivating employees in order to raise their knowledge and competence, and thus overall efficiency. These activities include all necessary materials and equipment you need in order to ensure employees to perform their job in the appropriate manner. It is of extreme importance that each employee understands how his activities and initiatives are equally important and that activities within its scope should be done as best as possible. Only in this way further development of the Croatian Railways and HŽ Cargo can be ensured, and secure employment and decent existence.
Therefore it can be said that in complex systems such as enterprise HŽ Cargo which employies around 2600 people on the whole Croatian territory, there are many ways to improve operations and effectively sales promotion.
One of the biggest problems of the system is slow information flow, and tp it contributes the fact of the marketing department absence. The introduction of the marketing department could be more systematic and organized approach to internal marketing contribute to faster and more efficient information flow between all stakeholders.
For these reasons, a new department should be formed that would be called the department of marketing activities and would only need to deal with business market research, statistics with relation to the public and promoting HŽ Cargo, servicing by product managers (Management, Directors and Managers) in carrying out marketing activities.
Department of marketing activities should be part of planning, organizing, implementation and monitoring of promotional activities of HŽ Cargo and its branches, which in its business domain by the development, promotion and sale of services, which are primarily organized for the purpose of emphasizing increased sales of services, communication of new or improved services, gaining new or retaining existing customers and making profit. The main tasks of the Department of Marketing activities should be:

· Organizing and managing the system of coordination of the central sales of HŽ Cargo and businesses to maximize sales and optimize the effects of costs of organizing marketing activities 
· proposing, organizing and implementation of marketing activities to support sales campaigns 
· reporting on organized "product" campaign (a campaign that communicates new / improved product or service) and their implementation 
· Creating application support for the coordination of sales, in collaboration with the IT Division and the Central Sales and accountability and regular updating of information in the database 
· convening and conducting regular meetings as defined by the dynamics of every two weeks, if necessary 

· reporting on the work of the Coordination of sales after each meeting, after each implemented marketing activities, quarterly and annual 

They should also expand the business in sales with at least two managers who would be called KAM-managers who would be links between the key users and all other parts of the company. So the KAM-Manager within the firm resolves all queries, requests, problems of users. KAM is responsible for customer satisfaction and revenue for which the user brings us; KAM managers have set goals to be achieved.

5. KEY ACCOUNT MANAGEMENT USING DIRECT MARKETING IN FUNCTION OF HZ CARGO SALES MANAGEMENT 
In the area of consumer goods, consumers are of relatively great importance to the suppliers in terms of turnover, margins, image and technological potential and require an individual approach, and the allocation of resources and potentials in order to achieve comparative advantage in the competitive market. Given their importance, and such role, they are called key customers and personal attention is devoted to them. 
The name "KEY ACCOUNT MANAGEMENT"
 means the management of key customers, and from a scientific point of view can be defined as ensuring the survival of important customer (business).

In situations of high market competition and high customer expectations, where it is necessary to invest great efforts in fostering the relationship to maintain the loyalty of existing customers, companies have recognized the need for an individualized approach to each strategically important customer. In the developed countries this practice has existed nearly half a century, in the Croatian enterprises it is a new aproach which have only a small number of progressive companies like Podravka, Kraš, HT, VIP etc
.

Generally as basic tasks of KAM can be distinguished: 

· To hold, build and take care of key customers 

· introduction of new key customers 

· Arrondate business with large customers and their affiliates 

· Conquest of the key customer / market barriers 

· Generating Affairs / create strategic board 

· Leadership companies support 

· watching the market and the competition / market strategy 

· following the technical development of key customers 

· to create opinion polls, lobbying 

· In conjunction with the standard sales and marketing: 
· KAM is a person who "breaks the ice" with key customers for the units that operate regionally 
· supports measures of customers binding specification 

· Parallel objectives in entrepreneurship 

· With the role of CAM over their own sales organizations to strengthen 

· the optimization of market monitoring 
· negotiate sales management system 
5.1. Potential conflicts related to the introduction of KAM
Given that KAM takes care of key customers, and subsidiary companies about their concerns and operational units concerned offices which can cause the following conflicts:
·  conflicts with offices about having customers 
·  conflicts with agreements (framework agreements with KAM-om often provide lower margins than outlets realize) 
·  mutual sabotage " communication problems" 
·  Problems in determining the compensation that depends on traffic 

·  customer attempts by, to „play“ the standard sales and KAM 

·  losses due to friction in the sales 
These cited possible conflicts are already occurring in the sale of HŽ Cargo between managers and sales managers. For KAM to have an effective role it is necessary to:
·  KAM and standard sales report to a joint sales manager 

·  communication structures to be clear and constant - joint meetings 
·  report to be transparent and comprehensive (CRM) 
5.2. The introduction of KAM into HŽ cargo 
HŽ Cargo has through passed time in the HŽ system partly acted as a non-profit organization. But with separation of HŽ system on a separate companies where HŽ Cargo from the beginning of 2007 began to operate independently, is increasingly becoming aware that a successful profit organization will be positioned to successfully transport market and to become more efficient and competitive against other transport carriers, requires a superior sales that the globalization of the market situation when all the smaller number of customers holding increasing market share, the imperative to introduce the knowledge and leadership skills of key customers, which in future can be a bit basic differentiation of one bidder from another.
Since the HŽ Cargo in a very short time, changed a few ways of keeping the sales organization that are in some way proved discriminatory or were poorly placed to provide services to end-users are increasingly imposing an opinion that the management of sales HŽ Cargo should be organized according to key customers and market, that it is necessary to introduce Key Account Management.
The introduction of this system requires increased effort, but gives certain not to be ignored advantages for both the buyer and the HŽ Cargo. In this system, sales forces are organized by type of customer, or are specialized for certain types of economic activity.

Sellers (heads / KAM) of the HŽ Cargo are specialized in serving specific types of customers (INA, HEP, Petrokemija, HŠ, NEXE-grupa,  Agrokor, etc.) can better understand their unique needs and requirements.
Also, the managers (executives) may better control the allocation of sales efforts in different markets.
This arrangement also entails the establishment (CRM) system that provides information about the clients that we know who is leading the customer and to remind him of his obligations under the contract.
The advantages of this type of organization are:

· a close collaborative relationships with customers 
· knows exactly who to contact in case of trouble (improving communication and coordination)
· better after-sales servicing 
· deeper penetration (capacity) of decision making; more time for customers 
· Traffic increase 
KAM or "KEY ACCOUNT MANAGEMENT" makes sense to apply the HŽ Cargo, because with this method of sales promotion management those customers that are particularly important for HŽ Cargo can be identified and, accordingly, such customers should be given special and individual treatment or access.
6. CONCLUSION
A review of all elements that may affect the role of HŽ Cargo in land transport, it is evident that certain standards are already in place, particularly those related to the guidelines and regulations of the European Union.
But the position of HŽ Cargo market increasingly depends on the ability to promote growth and generating profits through careful determination of the users needs of transport services and their better satisfaction. In this sense HŽ Cargo becomes the true sense of the market driven company, which attaches to the growing importance of marketing orientation in the business.
There are a variety of sales strategies that HŽ Cargo can applye to the market, but all of them, in order to be successful, must rely on the results of market research and more recently, the overactive thinking in business.

As one of the goals of the Croatian Railways is to affirm itself on domestic and foreign markets, and increase their share of the transport market, it is necessary to change the overall picture that all people / customers have on the railway for many years. The current negative image of the railway is the result of poor-quality transport services, outdated and inadequate infrastructure, and what leaves the biggest impression on customers, poor relations staff to service users. These are all characteristics that need to be changed if necessary in order to influence the perception of users, change the image of the company to market and build a positive attitude among users, or potential users of the railway.

One can therefore say that the primary goal of HŽ Cargo should be the introduction of promotional activities and implementation of direct marketing that supports continuous communication, establishing direct contact and creating long term relationships with customers-consumers.
When they are linked with a detailed customer database, the application of direct marketing can increase sales and profits, and strengthen relationships with customers. It can also provide more accurate data on potential customers and encourage further sales at lower cost.
So, HŽ Cargo must explore not only the market and competition, but also the future in order to advance came conclusions on when to offere product on the market, which new values to produce and to offer and make use of opportunities to come.

Subjective value of transport services implies that it is necessary to know well what the transportation user requires and expects from the service, what the kind of results he wants during and after the service, and how many and effort is he willing to invest in searching and finding the appropriate service provider, and to fully meet customer requirements it is necessary to introduce KAM-manager who would be the link between users and all other parts of the company. 


The notion of quality today is many times wider than "compliance with specifications," therefore, the survival and success of HŽ Cargo, more than ever, depends on the compliance activities of the enterprise with the interests of consumers, employees and all segments of the immediate and wider community in which the HŽ Cargo acts.
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SUMMARY
Today, most companies and services primarily relies on advertising, promotion, sales promotion and salesmanship for selling their products. Economics propaganda is used to get to know potential customers with their products or services and interest them in purchasing. Sales Promotion strives to provide customers the reason for the purchase and personal sale is used to conclude the sale. 

So that the HŽ Cargo would successfully position itself on the transport market and become more efficient and competitive against other transport carriers, requires a superior sales in a situation that is globalizing market where ever-smaller number of customers keeps growing market share, as imperative in the introduction, direct marketing and the knowledge and leadership skills of key customers, which in future can be a bit basic differentiation one from another bidder, and the introduction of CAM Manager (Key Account Manager ).

Key words: KAM, Sales Management, HŽ cargo, Direct Marketing
SAŽETAK

Danas se većina kompanija za prodaju svojih proizvoda i usluga u prvom redu oslanja na ekonomsku propagandu, unapređenje prodaje i osobnu prodaju. Ekonomskom se propagandom služe kako bi upoznale potencijalne kupce sa svojim proizvodima ili uslugama i zainteresirale ih za kupnju. Unapređenjem prodaje nastoje pružiti korisnicima povod za kupnju, a osobnom prodajom zaključuju prodaju.

Zbog toga, a da bi se HŽ Cargo uspješno pozicionirao na prijevozničkom tržištu, te postao učinkovitiji i konkurentno sposoban naspram drugih nositelja prometa, potrebna je superiorna prodaja tj. u situaciji globaliziranja tržišta kada sve manji broj kupaca drži sve veći tržišni udio, kao imperativ nameće se uvođenje, direktnog marketinga kao i znanje i vještine vođenja ključnih kupaca, koja  u budućnosti može  predstavljati bitnu osnovnu diferencijaciju jednog ponuđača od drugog, te uvođenje KAM managera (Key account managera). 

Ključne riječi: KAM, upravljanje prodajom, HŽ Cargo, direktni marketing 
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