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Important Instructions:  

1. The subject is evaluated on the basis of three components 

Sr. No. Parameter / Component Marks Date of Exam/Submission 
1 Case Study 50 9th March 2022 

2 Situation Analysis 50 19th March 2022 

3 Exam 50  

 

2. Assignments to be mailed to be submitted in person. 

3. Student Name, Contact number, email-id, Specialization, Component must be clearly 

mentioned. 

COMPONENT 1: Case Study 

Instructions: 1. Do read the case carefully so as to understand the underlying problem 

2. The answer to the question should include your views, take or stand on the issue in your own 
words, with a solution to the problem from your perspective, supported with valid justification 
based on the topics covered in the subject syllabus. 

Case 1 

Suresh Seth, regional sales manager, western region, of ‘Shuddha Foods’ was discussing with his 
area sales managers about the complaints of shortage of supplies by some of the distributors and 
non-receipts of company’s products by C and D class retail outlets. These complaints were 
received by Suresh directly from the distributors and the retail outlets. Suresh expressed his total 
dissatisfaction that none of the three area sales managers had informed him about these problems 
earlier. 

‘Shuddha Foods’ product mix consisted of dairy products like curd, yogurt, ghee, milk powder, 
Shrikhand, sweets, chocolates, confectionery and beverages like flavoured milk, Lassi, buttermilk 
etc. 

For households and individual consumers, the company’s distribution channel consisted of 
distributors and retailers; and for institutional customers, the company had distributors and its own 
sales force. 
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Each distributor’s salesperson was given a geographic area to cover all types of retail outlets 
located in his territory, as per the norms of frequency of visits shown below: 

Norms of Frequency of visits to Retail Outlet Types 
Type/Class of 

outlet 
Sales potential (Rs./Month) Frequency of visits (No./ 

week) 
D Class Pan shop (Less than 5000) Once in 2/3 weeks 
C Class Small Convenience stores (5000-15000) Once in 2 weeks 
B Class Midsize shop (15000-30000) 1 
A Class Large Size Shop (more than 30000) 1 
Super A Class Super Markets, Chain Stores (more than 

50000) 
2/3 

 

The time taken for ‘A’ or ‘Super A’ retailers was much more and also their sales potential was 
high. Hence the natural behaviour of the salespeople was to achieve the weekly and monthly sales 
targets by spending more time with Super A, A and B class retailers. Only if the time permitted, 
they visited C and D class retailers, and therefore sometimes these retailers were not visited, as per 
the standard norms set by the management. 

Suresh told the area sales managers that he came to know from C and D class retailers that the 
distributors’ salespersons did not visit these outlets on a regular basis. He further said that not only 
it affected the company’s sales and leadership position in the market, but also the satisfaction 
levels of retailers. Suresh asked the sales managers what they were doing about these problems. 
The area sales managers responded that regarding irregular visits of distributors’ salespersons, they 
would revert after talking to their sales officers. However regarding shortage of supplies to the 
distributors, the main reasons were incorrect sales forecasting by distributors, factory production 
constraints and misallocation of dispatches from warehouses to distributors due to lack of 
information on the differences in the estimated or forecasted sales figures and the factory 
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production figures. The area sales managers said they needed some time to talk to various persons 
before making any suggestions to solve the problems. Suresh agreed to give one week’s time to the 
area sales managers and said he could not give more time, as the issues involved were important 
and were to be resolved on priority. 

Q.1 If you were the area sales manager what would be your suggested plan of action to resolve the 
problems? 

Q.2 Do you agree with Suresh that the issues involved were important and need to be resolved on 
priority? Give reasons. 

Case 2 

“It is becoming almost impossible to keep track of products and sales policies of 45 products from 
six product divisions” said N.K. Rao, regional sales manager- industries, of Southern region of 
Electrical Products Company. The revised customer oriented organization structure was in 
operation for over a year, and the sales engineers as well as the regional sales managers, handling 
industrial customers, were finding it very difficult to remember technical specifications, pricing 
and discount policies, and customer benefit points. In the revised sales organization structure, all 
the 45 products of the company were sold by three groups of salespeople – one group serving 
industrial (private sector) customers, second group selling to dealers who sold company products 
to small sized or retail customers, and the third group of salespersons looked after government 
customers like State Electricity Boards, Railways and other government offices. 

This customer or market based organization structure was implemented from the earlier product-
division based selling organization on the recommendation of a management expert Mr. 
Krishnakant. “In fact”, said N. K. Rao, “the earlier product based organization structure was much 
better, as sales engineers looked after only 7 to 8 products of their respective divisions and 
therefore became experts to give correct advice to customers.” The only problem in the earlier 
organization structure was that some customers were getting irritated with at least 2 to 3 sales 
engineers calling on them from different divisions of the company. 

Both types of organization structures were having some merits and few drawbacks. However, 
despite these problems faced by sales engineers, the sales and profit performance of all the four 
regions showed market improvement. The question was whether other factors, such as general 
improvement in economy and company’s marketing strategies have contributed to the increased 
sales and profits or was it due to the change in the sales organization structure. 

Q.1 Was the decision to make a change in the organization right? 

Q.2 Are there any alternative sales organization structure available to the company? If yes, justify 

Q.3 If you were the general manager of Southern region, to whom N. K. Rao reported, how would 
you respond to his problem? 



 
 
DNYANSAGAR INSTITUTE OF MANAGEMENT AND RESEARCH 
 

Prof. Sameer Patil  www.dimr.edu.in 

 

Case 3 

“Why two out of five salespersons have resigned within six months of joining the company?” 
asked marketing director to the sales manager, Ashok Patkar, of ‘Pureflo Ltd.’ “I think, there is 
something wrong with our staffing process,” responded Ashok Patkar, without knowing the real 
reasons for the turnover of salespeople. 

Pureflo Ltd. started manufacturing and marketing consumer durables like water purifiers, air 
coolers and air purifiers for the household consumers and commercial firms in year 2000. The 
sales and marketing office was located in Mumbai. Being a newly established company, for its first 
year of operations, the company decided to recruit five salespersons to cover major metros and 
cities of Maharashtra. The staffing process included the sales manager deciding the job 
qualifications of salespersons based on what he learnt in his MBA programme. The administration 
manager was asked to place the advertisement in the local newspapers. The resumes of applicants 
were forwarded to Ashok Patkar, who screened the same and sent interview calls to about ten 
applicants. The interviews were conducted by Ashok Patkar and the marketing director and the 
selected candidates were given the appointment letters. Some of the candidates had a problem of 
finding suitable residence, but the company policy did not provide any consideration for the same. 
Ashok Patkar conducted one-week training programme and generally guided the new salespersons, 
who reported to him directly. 

There was a delay in the receipt of the air coolers from the factory, located at Valsad in Gujrat. 
During this period of three months, Ashok Patkar was asked to conduct market surveys and look 
after advertising function of the entire group. He asked the salespersons to collect market 
information on various other products like water purifiers, air purifiers and so on in which the 
group was interested to diversify. 

During this period, two salespersons suddenly stopped coming to work, after collecting their 
salaries of the previous working month. 

Q.1 What improvements do you suggest in the staffing process followed by the company? 

Q.2 Was Ashok Patkar right in getting market surveys done by the new salespersons? 

Case 4 

“It seems our branch managers, marketing executives and senior sales engineers need training on 
sales forecasting, as I find their actual sales figures are way off their sales forecast for the past two 
years”, said B. S. Pradhan, General Manager-Eastern Region, Capricorn Ltd. to C. K. Mehta, 
regional human resource manager-East. 

“Yes sir, we can organize a training programme in eastern region, at our Kolkata office, but let me 
first talk to the participants to understand their needs”, responded C. K. Mehta. Thereafter Mehta 
swung into action and spoke with the two branch managers, one each at Patna and Guwahati, as 
well as with the four marketing executive and ten senior sales engineers. Mehta also spoke with the 
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three regional marketing managers of eastern region, who looked after different groups of 
customers such as industries, dealers and government. 

“All participants are interested in the training programme with focus on sales forecasting, but some 
of them also want negotiating skills, team selling and selling skills to be included. Besides, 
regional marketing managers are unable to spare the participants for training for more than two 
days, as otherwise the customer service will suffer”, informed Mehta to Pradhan. 

“Well that’s good. You arrange the training programme for two days on a Friday and Saturday or 
Saturday and Sunday, after finding out who will be the trainers, the quality of the trainers (internal 
and external), methods and content oftraining, training aids, expenditure estimate and place of 
training. Remember this training programme is for senior sales engineers, marketing executives 
and branch managers, and therefore it is important that every aspect of training should be of good 
quality”, responded Pradhan. 

Mehta knew that one of the regional marketing managers, Vishal Saxena, was a product of Indian 
Institute of Management, Ahmedabad and was a visiting faculty to IIM, Kolkata. Mehta requested 
Vishal to help him find good trainers for the training programme to be conducted within 2 or 3 
weeks at the company’s conference hall at Kolkata. 

Vishal arranged a marketing faculty, Prof. J. P. Singh from IIM, Kolkata, for sales forecasting and 
team selling, and thought he himself would take selling and negotiating skills. Each subject was 
scheduled for 3 hours with a break of 15 minutes after 90 minutes. 

Prof. Singh used multi-media presentation to explain the theoretical background of the subject, 
followed by case method of studies. Vishal used role playing method effectively for selling and 
negotiating skills. The feedback of participants after the training programme gave overall rating of 
4 on a 5 point scale, with some individual comments of sales forecasting session being too 
theoretical. 

Q.1 Has the company followed a proper process fort the training programme? 

Q.2 What type of training was done by the company? Do you have any suggestions for 
improvement? 

Case 5 

“Sir I think, we need to have an incentive scheme for our field salespeople, so as to motivate them 
to put more than normal effort. This will help us to increase our market share and also make it 
possible for us to become number one player from number three position that we are currently at. 
We have declared in our last annual marketing conference that we would become the leader in the 
precision steel tube industry in three years. I believe we have to start working on that goal 
immediately. Do you agree sir?” asked Navinkumar, the newly appointed head of sales and 
marketing, to the executive director of Pristine Ltd., R. K. Pandey. 
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“I agree to the extent that we have to work on our long-term goal. That does not mean that we have 
to work without considering the long-term impact on the company’s profitability. So far, in last 15 
years of our company’s operations, sales and other functional employees have been paid a fixed 
salary, fringe benefits, and once a year bonus as per government regulations. Why should we pay 
incentives to only salespeople? Why not people in production, which is also a line function? What 
about other support functions like accounts, administration and human resource? We need extra 
efforts from all employees, not only salespeople. If we try to motivate salespeople by paying 
commission on achieving their sales quotas, other employees and particularly shop-floor workers 
and supervisors will demand extra money by some kind of incentive scheme. If we deny an 
incentive payment to other employees, they will not only get de-motivated, but may even go on a 
strike. Besides, the profit contribution per unit of our product sold is very low and any increase in 
cost due to incentive payments without substantial increase in sales volume will wipe out the thin 
profitability of our company. We have to consider the various factors before we take a decision on 
the incentive scheme for sales people. I hope you understand this, responded R. K. Pandey.  

“Yes sir, I suggest we discuss this subject later in our monthly budget review meeting, when other 
managers and also our Chairman and Managing Director will be present. In the meantime I will 
also apply my mind and prepare a specific proposal, which I will discuss with you before the 
budget review meeting,” Navinkumar said and thereafter left for his office. 

Q.1 Do you think, the company needs an incentive scheme for motivating their salespeople? 

Q.2 Suggest a suitable compensation plan for the salespeople. Make assumptions, if needed.  

Case 6 

Prakash Roy, materials manager, Exon Motors asked Sushil Sahu, the marketing manager of Super 
Steel Tube Company, for a meeting to discuss an important strategic issue. Sushil was thrilled that 
a key customer, Exon Motors, was keen on discussing an important issue. 

Prakash Roy explained to Sushil that his company, which manufactured light and medium 
commercial vehicles, wanted to have a reliable supplier of rectangular steel tubes that were used 
for making chassis (base frame) of vehicles. Prakash further said, “We are looking for a long term 
partnering or collaborative relationship with your organisation for mutual benefits. Our 
geographical proximity will help us integrate the processes of our two companies to improve 
quality and delivery and bring down the costs. You will get the preferred supplier status with 
maximum share of our business. Is this acceptable to your organisation?” 

Sushil thought for a moment about the possible response from his CEO, M. S. Gill, and responded 
to Prakash, “Yes, it is a very good proposal, and I will try my best to convince my superiors to 
accept it. Would your proposal also require us to disclose the details of our costs and profit 
margins?” “Yes, of course, we have to disclose all the information to each other so that our teams 
from both organizationscan work together to find solutions to problems like costs, quality and 
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delivery”, said Prakash. Sushil assured Prakash that he would revert within one week after talking 
to his superior. 

Q.1 What is your opinion about Prakash’s proposal, which is rare for a customer approaching the 
supplier? 

Q.2 If you were in the position of Sushil, what would you do? 

Case7 

When the E-mail from 2H-Hydraulics was received by Mukesh Shah, the CEO of GS Consultant, 
he immediately talked on the intercom to his Vice President Jayant Khanna, to personally handle 
this enquiry. “If you succeed to get this order and execute the same to the complete satisfaction of 
2H-Hydraulics, it would open doors for many more orders in future,” said the CEO. 

“Yes I agree with you, but for that I will have to fly down to Bangalore immediately to meet with 
key people in 2H-Hydraulics to understand clearly their needs, before submitting our proposal,” 
responded Jayant. 

“Why not, go ahead, and let me know if you need any help from me,” said Mukesh and hung up. 
Jayant looked at the website of 2H-Hydraulics and gathered information that the company had a 
technical tie-up with a Swiss company and wanted to manufacture and market hydraulic valves, 
pumps and other accessories in India. The company had decided on a distribution strategy of 
selling its products through dealers, who were expected to design, assemble, sale and service 
hydraulic power packs required for various applications for material movements. Jayant spoke 
with Vinay Verma, General Manager of 2H-Hydraulics, and fixed an appointment to meet with 
him.  

Jayant gathered information about market potential in major metros and cities, competition and 
requirements of 2H-Hydraulics. His doubt about “Can we get dealers in India performing so many 
tasks”was answered by the Swiss manager, ‘If we can get them in Switzerland, why not in India?” 

Jayant came back to his office at Mumbai, discussed with Mukesh, and sent his proposal to Vinay 
Verma. Within one week, Jayant received a call from Vinay Verma, asking Jayant to come over to 
Bangalore for a presentation to a team of senior executives, to be followed by negotiation. 

Q.1 How was GS Consultant’s approach to the customer’s requirement? 

Q.2 If you were in the position of Jayant Khanna, which presentation method, negotiation style 
and closing technique you would use? 

Case 8 

“Can you tell us why your sales performance is lower by 40% in comparison to the sales budget at 
the end of first quarter?”asked the CEO of ‘Roadster Mobility’ company to the General Manager - 
Sales and Marketing, in the monthly budget review meeting. 
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“Yes sir, it is due to the lockdown imposed during the Covid-19 pandemic and the resultant slump 
in the market and also because of a big drift in consumers’ attitude towards cutting down on the 
expenses for luxury and/or low priority products” responded the GM. 

“Have you analyzed whether the actual sales are less than the budget only in thebicycle segment or 
any other market segments? If yes, to what extent? And which region, branches, salespersons, and 
customers have contributed to the negative sales variance? Also since the process of ‘Unlock’ has 
started from the mid of May 2020, the people actually have started spending more on health 
equipments and accessories, making bicycles in fact a necessity.So how would you justify that the 
initial slump couldn’t be made up in the second half of the quarter?” persisted the CEO, showing 
anxiety on his face, as he looked to the GM. 

At this point the finance manager intervened and said, “I think, our computerized sales analysis 
statements give sufficient data to find which regions and branches have contributed to the negative 
performance. However, it does not give information on the performance of salespeople and 
customer-wise sales data, because the information on quotas of salespersons and codification of 
customers was not given by Area sales managers”. 

“Yes, I agree with the Finance manager and based on the sales analysis statements, I have analyzed 
to find Western region and particularly Pune and Ahmedabad branches have not performed well, 
where most bicycle customers are located. I spoke with the concerned Area managers, who have 
informed about the slowdown in bicycle industry and the impact of Covid-19 situation”, said GM. 

“Well, I don’t buy these reasons. Did you verify the claims made by the Area Managers? Have you 
checked over the competitor performance during the same period? Why this information on the 
area manager’s and probably your opinion on the so called slowdown in the bicycle industry not 
discussed earlier? When we all were aware about the contingencies posed by Covid-19 at the time 
of our budget meet on 15th March 2020, why didn’t you discuss it, when we finalized the yearly 
budget? And what corrective actions are you taking to make up the sales in the next three 
quarters?” asked the CEO. 

“We overlooked the point on changes in the environment, when we did the company sales forecast, 
and we shall come up with our proposal on the corrective actions in next two weeks from now”, 
responded the GM – Sales and Marketing. 

Q.1 If you were the GM – Sales and Marketing, how would you identify the week points? 

Q.2 What corrective actions would you suggest to make up the sales in the next three quarters so 
that you won’t miss on the budget?  

Case 9 

Tasty Foods is a company that makes staple branded food products like Wheat Flour, Suji, Maida, 
Besan Flour and also ready-to-eat foods all under the brand name ‘Tasty’. Tasty is very strong in 
one region of the country. It is a family owned company but strongly believes in professional 
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management. However it still clings on to traditional methods of management as the top 
management feels these methods have been time tested and proven. Tasty Foods Ltd. hasit’s 
headquarter in one of the secondary towns and not in a metro or major city. It also has one of its 
three plants in this location. The other two plants are also located in the region where Tasty Foods 
Ltd. Is strong. 

Tasty Foods Ltd. has a good network of dealers in the region and many of these dealers have been 
with the company for many years and support the products of the company with a good 
distribution network in the marketplace. 

Tasty Foods Ltd. Is run by a Chief Executive Officer (CEO) and a Chief Operating Officer (COO). 
It has General Managers (GMs) heading production, marketing, Finance, Supply Chain, IT, 
Purchase & R & D. Some of these GMs are MBAs 

Tasty Foods Ltd. Does not pay high salaries as compared to the industry standards but is able to so 
far retain its people because the top management is quite kind, considerate and treats its people 
well. In recent times, a number of domestic big players and even foreign multinationals are 
entering the industry and offering huge salaries to good people. In particular, sales and marketing 
people of Tasty Foods Ltd. Are very well recognised in the industry as an excellent resource for 
strengthening and keeping a high distribution presence.  

One of the major competitors of Tasty Foods Ltd. With an All India presence was also rapidly 
expanding its sales and marketing network and started looking for good sales and marketing 
people in the industry. Obviously Tasty Foods Ltd. was the first place they started looking at. 
Recently this major competitor ‘Goodlife Ltd.’ took away the GM-marketing of Tasty Foods Ltd. 
with a difficult to refuse package. Tasty Foods Lt. quickly promoted a veteran sales manager with 
a lot of experience and good performance to his credit, as the GM (Marketing). Once the earlier 
GM (Marketing) joined Goodlife Ltd., he started the process of ‘poaching’ more good salespeople 
fromTasty Foods Ltd. 

Tasty Foods Ltd. has a serious dilemma to face: 

- It is losing all its good sales and marketing people to Goodlife, which is offering huge 
salary packages which Tasty Foods cannot match. Tasty Foods does not seem to have 
enough attractions to hold back these people. 

- Even though Tasty Foods allows its people at HO to commute from one or two major cities 
nearby for education and medical facilities, the managers have to keep their families in 
these cities, the location of Tasty Foods does not attract the top talent in the industry. 

- Tasty Foods cannot recruit new, experienced salespeople from outside as many of its 
competitors have increased the salary levels, which again Tasty Foods cannot match. 

- Tasty Foods is worried that it may be left with salespeople who do not have a ready market 
in the industry. 
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Meanwhile, the business has to go on. Tasty Foods has also got todemonstrate to its 1000 odd 
dealers in the region that it is still a market leader and can take care of its manpower issues 
effectively. The industry is also watching the moves that Tasty Foods makes. 

Q.1 If you are the GM (Marketing) of Tasty Foods what action will you take to protect and build 
your valuable team? 

Q.2 What action will you recommend to the top management to ensure that attrition levels are 
always kept at a manageable level? 

Q.3 What measures will you take to keep your distributors highly motivated and performing 
inspite ofthe changes in sales management? 

Case 10 

Mediwin Pharmaceuticals Ltd. is a pharmaceutical company that has been in business for over a 
decade. It has a mix of prescription drugs, Over the Counter (OTC) products and some diagnostic 
reagents for Laboratories. Many of its products are market leaders in their respective categories. 
Mediwin has grown exponentially in the last five years.Mediwinhas over 1000 distributors all India 
and these are managed by a sales team of GSM, 4 Regional Managers, 40 Area Sales Managers 
and over 200 Professional Service Representatives (PSR’s). All the PSR’s have a combination of 
hospitals, nursing homes, chemists, laboratories and general stores as their customers. The 
distributors are common for all the products of the company. 

The distributors have a clear, well laid out beat plan which they and their own salesmen are to 
follow strictly. The PSR’s also have a permanent journey plan approved every month giving the 
details of the daily coverage of different customers expected of them. 

In a recent review of the performance of the salesforce done by the CEO, it was noticed that the 
productivity of PSR’s was falling and this was of serious concern to the top management. The 
number of calls made by the PSR’s was falling short of the targets and so was the productivity of 
the calls. A detailed analysis revealed the obvious fact that the pattern of calling and converting 
different kinds of customers was different.  

Hospitals and nursing homes took a lot of time to complete the calls. There was a lot of waiting 
time and procedure to meet the purchase people and on their advice to meet some of the doctors. 
This amount of time had to be spent at the outlet as these customers were critical and big. 

Diagnostic laboratories were similar to hospitals but were easier to call on in terms of time spent. 
Calling on doctors who had their own private practice could only be done in the evenings after the 
clinic is opened. Most of these doctors also used to be on duty with different hospitals and nursing 
homes during the day. The appointment and meeting time in the evenings many time stretched to 
even 10 pm. Even when a busy doctor gave a fixed time, he could not be met at that time as he 
would have a lot of patients who would get priority and there would also be a lot of other company 
PSR’s waiting to see him. 
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Chemists followed the timings dictated by the markets in which they were located. Chemists 
would not want PSR’s to call on them the first thing in the morning before they had done some 
business. Any time after 11 am was convenient to meet them. Some of them are not available 
between 2 and 4 pm.  

The PSR’s had to call on general stores for some of their OTC products. These were similar to 
chemists and had similar habits and working hours. 

Common tasks to be performed in all kinds of customer outlets are: 

 Checking physical stock of medicines carried (not with doctors) 
 Collection of outstanding payments (not with doctors) 
 Obtaining fresh orders (not with doctors) 
 Getting prescriptions recommending Mediwin products (with doctors) 
 Cross-checking with chemists if doctors are prescribingMediwin products 
 Arranging with distributors, to take back date expired stocks from all types of customers 

Calling on a combination of these different kinds of customers and spending quality time with 
them was PSR’s upsetting the schedules and working patterns of the PSR’s. The PSR’s use to 
commute between customers on two wheelers owned by them. 

Out of the 200 PSR’s of Mediwin, 130 of them were operating in the cities of Delhi, Mumbai, 
Chennai, Kolkata, Hyderabad, Bangalore, Pune and Chandigarh. The rest of the PSR’s were 
scattered in the various importanttowns of the country. 

The CEO and the General Manager (Sales) decided to change the customer mix of the 130 PSR’s 
in the major cities. The PSR’s were split into three groups: 

1. PSR’s to call on the hospitals, nursing homes and laboratories only 
2. PSR’s to call on doctors only 
3. PSR’s to call on chemists and general store only 

It was believed that this action would result in better call productivity and each customer would get 
adequate time from the company frontline and business would improve. 

Q.1 Is this a good proposal for improving distribution effectiveness? Explain your views 

Q.2 Would this not mean that each distributor would have to deal with a combination of three 
types of PSR’s? 

Q.3 How can a PSR calling on a doctors verify with chemists if the doctors have prescribed 
Mediwin products if the chemists are on the beat of another PSR? 

Q.4 If this proposal is not right, what is the solution to the problem of falling productivity? 
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COMPONENT 2: Situation Analysis 

Instructions: 1.The situation is expected to be understood and analyzed properly before writing a 
report. 

2. The report should include following points: 

(A) Identification of issue (what exactly is to be addressed) 

(B) Development of Problem Statement (narrate the exact problems underlying the situation) 

(C) Draft a shared / broad vision (explain the prevailing conditions and a bigger picture of the 
situation, the circumstances, repercussions etc.) 

(D) Desk / Literature Review (refer some articles, research papers, reviews, opinions, columns 
written by experts on the topic, published in various media) 

(E) Review & Organize Data (take a review of the quantitative/ statistical/ qualitative data 
collected, organize the most relevant data) 

(F) Analysis & Findings (do analyze the data, draw inferences, form opinion, give solution to the 
situation from your point of view and summarize the findings) 

3. Write separate reports for each situation after doing analysis. 

Situation 1 

The sales function has evolved in a big way. The strategic roles, scope and functions of sales 
management are expanding and playing a pivotal role in the success of any organization. More 
focus is being given on sales job analysis, job description andjob specifications. The skills required 
for being a successful sales person or sales managers are gaining importance, highlighting the need 
of training the sales force and motivating them. Today’s sales person is smarter and equipped with 
latest tools and technologies to tackle the emerging trends in sales management. At the same time 
he expected to be reliable and trustworthy. 

You have to watch following videos in the context of above situation: 

1. https://www.youtube.com/watch?v=hmrCouiZgWA by Ryan Stewman on ‘The evolution 
of sales’ 

2. https://www.youtube.com/watch?v=dfzozk7eGF4 by Brian Tracyon ‘3 Key Skills for 
Effective Sales Management’ 

3. https://www.youtube.com/watch?v=KJe7yDTEDTU by Sonu Sharma on ‘How to sale 
anything?’ 

4. https://www.ted.com/talks/nadjia_yousif_why_you_should_treat_the_tech_you_use_at_wo
rk_like_a_colleague?language=en#t-683190 by Nadjia Yousif on ‘Why you should treat 
the technology you use at work like a colleague?’ 
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5. https://www.youtube.com/watch?v=SGgCHRNaDSk by Ryan Stewman on ‘How To 
Create a Modern Day Sales Machine’ 

6. https://www.ted.com/talks/zeynep_tufekci_we_re_building_a_dystopia_just_to_make_peo
ple_click_on_ads?rid=ZsJgpvmztZ6a&utm_source=recommendation&utm_medium=email
&utm_campaign=explore&utm_term=watchNow#t-216156 by Zeynep Tufekci on ‘Are we 
building a dystopia just to make people click on ads’. 

After watching these videos, you have to find out the connection and linkages among the messages 
shared and analyze the situation in the following context: 

In the contemporary business scenario when the salesperson is expected to be smarter, tech savvy, 
well trained and aggressive in the field to beat the competition and ready to take on the challenges; 
at the same time he needs to be reliable, professional, inclined to build long-term relationship and 
follower of ethical practice, respecting customer needs, satisfaction, safety, privacy and dignity at 
the same time. 
How difficult or challenging it would be for an ideal salesperson to strike a balance between this 
and rise and sustain as a good salesperson while achieving personal career growth. 

Situation 2 

The entire world, specifically the corporate world with almost all business functions wavered 
during the period of Covid-19 pandemic. It had a ubiquitous influence and left no business 
untouched or unaffected, either in a positive way or adversely. 

You have to identify: 

A) A Sector/ Industry which is benefitted during this phase of Covid-19 pandemic and  
B) A Sector/ Industry which has been adversely impacted during this phase of pandemic 

In both the scenarios, you have to do the analysis based on the following points pertaining to the 
sales & distribution functions of the business: 

1. The impact on the sales functions 
2. The vulnerability of traditional sales functions and activities & emergence of new trends in 

sales 
3. A sudden surge of the technological tools like ERP, Digital & Social Media Marketing, 

SFA, Mobile Technology 
4. Change in the roles, duties & responsibilities of sales managers, effectiveness of 

salespeople, Training and Motivation of sales force, changed personal selling approach etc. 
5. Issues in sales planning and a control over sales activities, reporting systems etc. 
6. Changed roles of channel partners and distribution management functions 
7. Increased importance of e-tailing and scope of logistics and supply chain management 

functions 

COMPONENENT 3: Exam 

Exam based on the syllabus of all 5 units 


