PGDM (RM)
SDM & Rural Retailing
RM - 302
Trimester — {il, End-Term Examination: March 2018

Time allowed: 2 Hrs 30 Min

Max Marks: 50 Roll No:

Instruction: Students are required to write Roll No on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. All other instructions on
the reverse of Admit Card should be followed meticulously.

Sections | No. of Questions to attempt Marks Marks
A 3 out of 5 (Short Questions) 5 Marks each 3*5 =156
B 2.out of 3 (Long Questions) 10 Marks each: ;o 2%0 =20
C Compulsory Case Study 15 Marks 15
Total Marks 50
Section A

Q1. How would a sales presentation differ in the following cases:
Selling a life insurance policy and Selling office computers.

Q2. How would you handle objections raised at the end of your presentation:
Your warranty period is too short.
| do not want to do business with your firm.
Q3. What is the significance of non-financial incentives in motivating a sales person?

Q4. The major concern for a rural retailer is the availability of adequate working capital on a

regular basis. What improvisation would-be needed by Maﬂ(eters' in their channe! design -

and management to handle this specific issue ?

Q5. How can the marketer identify the tolerance zone for his distributors so as to exert
adequate control on the channel as channel principal but also avoiding a channel conflict?
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Section 8

Q6. As a sales Executive with Rohan Motors Limited, Greater Noida (Dealer of Maruti
Suzuki), you are trying to negotiate a deal with one prospect, Mr. Rajiv. Mr. Rajiv is a middle
level executive in a reputed organization. The key reason why he is buying a car in the
economy segment is that he does not claim any car allowance from his company. He has a
small family of wife and his two children, aged 7 & 5. He wants you to provide a car stereo
and other accessories free as these are being offered by other dealers. At the same time he

is also particular about after sales service.
What will you negotiate on?

Q7. Suggest an approach to measuring the channel performance of:
A wholesaler in electrical fittings (Switch, socket, MCBs et.) covering an entire state.
An authorized sales & service agent for a wrist watch manufacturer.

Q8. Our objective is to increase the sales in ail territories next three months by making
aggressive sales calls through improved relationship with customers and better
communication with potential customers. “Is this a good quota” ? What would you do to
improve this quota definition? :

Section C

Read the case and answer the questions atthe end. (4 + 4 +3 +4 =15)
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Apple Food Products is a well known company with 3 wide product range COMPTISIng soft dyiy
ice creams and readytoear (RTE) food products. Its brands ave leaders in their TESPECtive catepe,
The company AFP belongs to a big group and is a reputed organisation.

A summary of the product groups of AFP is given below:

b % Soft drinks Ice creams RTE m‘\“‘w
No. of product variants 9 13 flavcars s
No. of brands 1 : ;’
No. of SKUSs 35 45 -
Product categories 2 - 250 ml and 2- bulk and on 2 modern retaj]

500/1 ltx pet bottles premises packs and retail & catering

Over the years, AFP has developed an excellent distribution system which is a combinag s o
its own salesforce and distributors. As far as possible the distributors for each of the five product
"} groups is différent Modern retail does not have distributors 4nd is managed by the company safies.
men. The salesmen for each product group are also different.
While the customer segments for each of the product categories could be different, thére are
large number of retailers who keep all the products and packesizes of AFP, Most of the products «
| AFP need 2 cold chain for distribution. Some of the RTE foods also need cold storage facilities. T1
investment level of distributors is quite high,
Some salient numbers on the distribution network are given below:

Soft drivdcs Ice-creams RTE foods
No. of distributors | Big packs-100 Bulk - 50 Modern retail - 20
250 ml - 175 On premises - 100 Other retail and catering - 1¢
No. of company Big packs - 90 Bulk - 70 Other retail and catering - 14
salesmen 250 ml - 175 On premises - 100 Modern retail - nil
No.ofvansin | Big- 235 Bulk - 150 Other retail and catering - 12
operation 250 ml - 280 On premises - 230
Bottle coolers/ | Big - 6650 Bulk - 7000+ Deep freezers - 1200
deep freezers j 250.ml -5800 - On premises - 12000
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nts by the company and

" The bottle coolers and deep freezers are given to the major retail poi
| pwned by it AFP has 3P maintenance contractors on agreement to maimtain these cold storage unies
in the market.

The company has been fortunate to find a large number of independent distributors for cach of
its business units and product categories. The distributors are primarily financiers for the business
and their re-distribution abilities are not of top quality. Hence there is a need for AFP to have so
many of its own salesmen to generate secondary sales. A look at the span of concrol of the salesmen

will confirm this:

Number of Distributors Managed by a Salesman

" Product Group : Span of Control
T Softdrinks - Big packs 1.1
Soft drinks - 250 ml packs 1.0
lce cream bulk 02
Ice cream - on premises 10
0.7

RTE foods

The company salesmen have to make between 35 to 45 calls in a day.

Some of the concerns about this distribution network, which top management wants answers

to, are:

@ Is the role of a distributor primarily that of a financier? Is he not supposed to take care of the
re-distribution of the products to all the oudets in his territory?

® What should be the role of company salesmen? Should they be used only to generate second-
ary sales and get new orders from the distributors? Should not the secondary sales be gener-
ated by the distributors’ own salesmen?

@® How will the company salesmen manage the large number of vans in operation? How does a
company like AFP decide the permanent journey plan for its salesmen?

@ What should be the span of control of an average salesman? Is it correct, too high ot too low
for AFP?

@ The company has putin a large number of cold storage units in the market place. AFP has no-
ticed that salesmen of one product group do hot pay attention to the colfl storage unit of
another product group in the same outlet. Many times these other units may be getting mis-
used to store competitive products. Is not the use of cold storage unit part of the merchandis-
ing task of the salesmen and distributors?

® The division by product groups has created exclusive ‘turfs’ for each set of salesmen. Every

distributor or salesman visiting the outlet is bothered about his product group and there is no

‘company’ pride. .

P i if five distri salesmen visit him every y,
How would the retailer react if five distributors and company sa €very wegd
N How would they ‘ration’ the money available for buying AFP products among the five distrily,
cors? Would not some of their calls be unproductive? It is likely th—at two sales.mcn and dis
cributors of AFP visit the retailer within hours of each other. Is this the meaning of inteng,

distribution? i y
many outlets. Who'is responsible for

@1® Bottle coolers and deep freezers were not kept well in . :
their upkeep and maintenance? Do the salespeople and distributors have any role to play i,

chis?
” y A _— - orouns?
£.2@ With so much specialisation, is it possible to rotate salesmen between product groups? Hoy
: gt
would one design trade and consumer promotons:
How would one design any incentive scheme for salesmer
o he equitable for all salesmen! S e R e

1in such a muld-product, multidist.

bution chiannel system t
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