
 

 

COMMERCIAL AND MARKETING POLICY 
OF INTERSCHULLER SL 

 

We have established our commercial policy in our company.  The general 

understanding says that every company must have its retail strategy and its 

characteristics and possibilities to achieve the desired objectives. 

In INTERSCHULLER SL, we have established our commercial technique or strategy 

based on the characteristics, possibilities and objectives that we have as our own. 

Always considering some fundamental aspects about the commercialisation of our 

products or services. We never promote strategies based exclusively on the idea of 

selling more and more every day. 

We promote fair, honest and ethical trade based on mutual interest. We do not use 

specific unethical methods such as selling below cost, misleading advertising, industrial 

espionage, counter-offers not allowed during public tenders, fraudulent employment 

and use of other people's brands or other similar unethical and unlawful actions. 

In the company, we always use strategies to get to know our customers with their 

habits, consumption habits, and trends. Together, we can develop and grow our 

market, the market of both of us. To offer a suitable and personalised product that is 

efficient for the customer, and that also allows our company to improve our 

manufacturing processes to be progressively more effective. 

Our company's pricing policy constantly adapts to the characteristics of the product we 

sell at any given time and in any given place and to our competitors' strategy. 

Our marketing team is in charge of permanent market research to have constantly 

updated market data. With the qualitative information, we can know what product we 

should offer and how to proceed in our commercial activities in the market. With the 

information provided by the quantitative data, we know what will be the maximum reach 

we can achieve with our commercial effort.  

 

 

 

 



 

 

For this purpose, INTERSCHULLER SL has constantly updated qualitative and 

quantitative market information, which is necessary to be able to establish always and 

in the best way, the following ten valuations and purposes: 

1. Permanent and continuous definition of market segmentation, or the knowledge of 

the market's state 

2. Defining the opportunities and threats that may eventually exist on the market itself. 

3. Determining the commercial objectives. Sales targets. 

4. Establish the necessary action plan to achieve the pre-set objectives.  

5. Organise the sales department to achieve the most excellent possible efficiency, 

distribute functions, geographical areas... 

6. We establish what our real sales force is going to be. 

7. We act to find out and improve the positioning we want our brand to have in the 

market. 

8. We determine the different sales channels and establish the valuation and 

possibilities of each one of them.  

9. We establish the sales conditions, referring to prices, payments, shipments, 

guarantees, S.A.T. service and possible product returns. 

10. We establish the wage remuneration policy. 
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