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Q1. (a) In modern times, due to competitive market, importance of effective sales approaches has increased many a times. Explain the current sales approaches adopted by various organizations.
Answer:-

A sale is the pinnacle activity involved in selling products or services in return for money or other compensation. It is an act of completion of a commercial activity. 

A sale is completed by the seller or the provider of the goods or services to an acquisition or appropriation or request followed by the passing of title (property or ownership) in the item and the application and due settlement of a price, the obligation for which arises due to the seller's requirement to pass ownership, being a price he is happy to part with ownership of or any claim upon the item. The purchaser, though a party to the sale, does not execute the sale, only the seller does that. To be precise the sale completes prior to the payment and gives rise to the obligation of payment. If the seller completes the first two above stages (consent and passing ownership) of the sale prior to settlement of the price, the sale is still valid and gives rise to an obligation to pay.

Anything that comes off as stereotypical sales sucks. Jeffrey Gitomer makes a great point when he says that people love to buy, but hate to be sold.

There is one method that is not mentioned, and it's probably because there is a delicate balance between executing it successfully or simply blowing it up. I'm referring to those who know the industry, work flows, processes, etc. so well that if you come off too strong with your knowledge, experience, etc. - it can be threatening to the prospect, especially one that might be hesitant to sell you up the chain, as they are fearful you will expose their weaknesses. 

Professional sales people, especially those in niche industries like Medical, Science, Law, etc. can all easily fall victim to this, without ever knowing it, and with no ill intentions.

Current Sales Approaches
Today many companies are concerned with developing long term customer relationships. They are demanding more from their sales people and sales managers. Some of the modern sales approaches include:
1. Business partnering is "the development of successful, long term, strategic relationships between customers and suppliers, based on achieving best practice and sustainable competitive advantage"(Lendrum, 1997). 

The mission of Business partnering and the key-aspects of the discipline has been developed recently in the tourism field. The mission of Business partnering (for tourism) consists in "creating, organizing, developing and enforcing operative (short-term), tactical (medium-term) and strategic (long-term) partnerships" (Droli, 2007).

Examples

Joint selling is an example of operative partnering activity. Account intelligence sharing reselling or "value chain integration" (Child, Faulkner, 1998) are examples of tactical partnering initiatives. Joint product development is a typical strategic partnering activity. Partnering agreements are commonly used in the different kind of partnerships.

One example is the Strategic Partnering Arrangement in the aviation sector which was put together by the UK Ministry of Defence and AgustaWestland. Both Partners share an agreed common objective to improve helicopter services and support to the Front Line. The MOD also wishes to provide the best value for money to the taxpayer while AgustaWestland seeks to provide the best returns to its shareholders via a stable, long-term income stream.

Benefits

Reduction of general costs. Business partnering can be cheaper and more flexible than a merger or acquisition, and can be employed when a merger or acquisition is not feasible.

Business partnering increases the "competitive advantage" (Porter, 1985). The direct benefits of Business partnering consists in a greater competitive advantage through the co-operation (the co-opetitive advantage) and even better opportunitiers of revenues, occupation and investment in the sector of application.

Business partnering creates a no more traditionally-based solidarity or "organic", but a rationale form of "mechanic solidarity" (Durkheim, 1893). Partnering takes a new approach to achieving business objectives. It replaces the traditional customer-supplier model with a collaborative approach to achieving a shared objective; this may be to build a hospital, improve an existing service contract or launch an entirely new programme of work. Essentially, the Partners work together to achieve an agreed common aim whilst each participant may still retain different reasons for achieving that common aim.

2. Value added selling is one of several sales techniques that relies on building on the inherent value of a product or service. By its nature the value add technique is a more flexible and customized selling approach that requires input from a defined range of average customers. These customers will help the sales and marketing leaders to outline value positions that are likely to benefit the largest number of customers.

The value add may not be initially apparent in the sales over view and is often tied to up-selling or vertical selling within a specific market segment. The utility of the product or service, ease of integration in to the customers business operations, or time saving benefits are just a few areas that may be exploited when focusing on value add.

One of the more recent examples of value added selling is hybrid cars. These are cars that rely on a mix of gasoline power and electric power. The inherent value of the product is still the same. Basically it moves a person from point A to point B. The value add can be seen in several different ways. The first is the obvious fuel savings. But there is also added value in less time spent at the gas station, and the cars pollute the air less than a normal combustion engine. The value add in this instance is determined by the customer, and not the company selling the car.

3. Relationship Selling – Personal selling based on developing long-term associations with buyers (customer). These relationships will grow and prosper as the sales person provides more services, identifies and satisfies new needs and develops more and stronger contacts with customers.

4. Team Selling – Sales effort using multiple personnel, especially for large customers with complex needs, sales people must work with other company personnel to provide a co-ordinate approach. This method is suitable for large, complex purchasing requirements of companies that buy multiple product lines and customized products and services.
5. Consultative selling – Sales people who act as problem solvers for their customers. In their role as consultants or problem solvers, salespeople must adapt their products or services to the specific needs of customers.

Q1. (b) In organizing sales the approaches to the prospect may differ from person to person, customer to customer and situation to situation. Describe various types of approaches used.

Answer:-

Sales are the ultimate goal of an organization to earn reasonable profit against satisfying customer and cosumer need; which should be converted into wants by matching the Social, Culutral, Psychological and Behavorial Factors to generate demand of prodcut.

Personal selling is widely used tool to sale the product and there are some Traditional and Modern Sales approaches used by Sales Team

Traditional & Modern Sales approaches include total 3+5=8 approaches. First i would discuss the traditional ones

Canned Sales Presentation it is prepared structured sales script memorized by Sales Man to present the product, It is widely used by telemarketers for different products as it's easy way to describe features and benefits of products, it is also used for door to door selling.

Stimulus-Response Theory it is that potential customer will buy the product only if hear certain statements which should be presented in correct manner

Selling Formula A sales approach used to lead the potential customer through different stages of buying process in persuasive manners, Its formula AIDR (attentition, interest, desire, resolve) was published in 1902 which was revised by AIDA (attentition, interest, desire, action), if prospect is correctly taken through these 4 different stages it will surely be a successful sales.

The sale can be made through

· Direct sales, involving person to person contact

· Pro forma sales

· Agency-based 

· Sales agents (real estate, manufacturing)

· Sales outsourcing through direct branded representation

· Transaction sales

· Consultative sales
Complex sales Approach - Complex sales, also known as Enterprise sales, can refer to a method of trading sometimes used by organizations when procuring large contracts for goods and/or services where the customer takes control of the selling process by issuing a Request for Proposal (RFP) and requiring a proposal response from previously identified or interested suppliers. Complex sales involve long sales cycles with multiple decision makers. Multiple stakeholders and stakeholder groups contribute to every complex sale.

Any product or service may become a complex sale. In some instances a complex sale occurs when the market is mature and the stakes high enough to warrant attention from a variety of stakeholders in the buying organization. In other instances a complex sales process is needed when the buyer has never had experience with the vendor, technology being sold, or if the solution is business critical or impacts the buying organization on a strategic level. The series of filters, purchasing steps, and stakeholders involved are designed to reduce the risks associated with making the wrong buying decision.

· Consignment
· Telemarketing or telesales

· Retail or consumer

· Traveling salesman 

· Door-to-door Approach - Door-to-door is a sales technique in which a salesperson walks from the door of one house to the door of another trying to sell a product or service to the general public. A variant of this involves cold calling first, when another sales representative attempts to gain agreement that a salesperson should visit. Door-to-door selling is usually conducted in the afternoon hours, when the majority of people are at home.
· To tourists on crowded beach

· Request for proposal – An invitation for suppliers, through a bidding process, to submit a proposal on a specific product or service. An RFP is usually part of a complex sales process, also known as enterprise sales.

· Business-to-business – Business-to-business sales are much more relationship based owing to the lack of emotional attachment to the products in question. Industrial/Professional Sales is selling from one business to another

· Electronic 

· Web – Business-to-business and business-to-consumer
· Electronic Data Interchange (EDI) – A set of standard for structuring information to be electronically exchanged between and within businesses

· Indirect, human-mediated but with indirect contact 

· Mail-order
· Sales Methods: 

· Selling technique
· IMPACT Selling

· SPIN Selling

Consultative selling Approach - A consultant (from the Latin consultare means "to discuss" from which we also derive words such as consul and counsel) is a professional who provides advice in a particular area of expertise such as management, accountancy, the environment, entertainment, technology, law (tax law, in particular), human resources, marketing, emergency management, food production, medicine, finance, life management, economics, public affairs, communication, engineering, sound system design, graphic design, or waste management.

A consultant is usually an expert or a professional in a specific field and has a wide knowledge of the subject matter. A consultant usually works for a consultancy firm or is self-employed, and engages with multiple and changing clients. Thus, clients have access to deeper levels of expertise than would be feasible for them to retain in-house, and may purchase only as much service from the outside consultant as desired. It is generally accepted good corporate governance to hire consultants as a check to the Principal-Agent problem.

· Sales enablement
· Solution selling
· Conceptual Selling
· Strategic Selling
· Sales Negotiation

· Reverse Selling

· Paint-the-Picture

· The take away

· Large Account Management Process chocolate kisses

Apart from that the various types of approaches used are-
i) Introductory Approach- Sales People never get a record enhance to make a first impression, so they should make sure their introduction in well thought out and smoothly executed.

ii) Reference Approach – Mentioning the names of several satisfied customers who are respected by the prospect can be a compelling approach testimonial letters from satisfied customers can be a valuable asset in selling such products/ services that involve high investment as a social risk.

iii) Customer – Benefit Approach – Prospects, always seek to solve problems or obtain benefits through their purchases and generally they have one predominant buying motive which the sales person has to identify and then appeal to.

iv) Compliment Approach – A sincerely delivered compliment when subtly conveyed can be a positive approach.

v) Free Gift Approach – for door to door sales people, as sample of their product or a smalll free incentive often helps them fair entry into the prospects home and for professional sales people, a free seminar, a free trial etc. can fetch them dividends.

vi) Question Approach –Questions that necessitate thoughtful considerations by the prospects are often used in this approach.
vii) Ingredient Approach – Some sales people like to carry a sample of their product or at least a graphic mock-up when, first approaching prospects. This allows prospects to see exactly what the sales person is selling and permits smooth transition into the sales presentation.
viii) Dramatic Approach – Should the other approaches fail, the sales person can turn to a dramatic or attention getting gimmick.
The danger here is that sometimes, the prospect may result such blatant showmanship and become defencive. Only when sure that the prospect will be receptive to it, should the salesperson resort to such gimmicks.

· Avoid these approaches too--- While in a sales call

1. Do not plead: Pleading to the customer to give the order so that you can save your skin will missfire miserably. Whatever respect you had in the eyes of the customer will go down the drain.

2. Do not Beg: Begging will only throw you out of the customer's place. Begging to point that you will be fired, your boss will take you for a task, or you will miss your target etc., will not cut any ice with the customer.You loose credibility by doing this.

3. Do not presume: Presuming that you know everything about the customer without investigating the customer's needs, will land you into serious trouble.Your presumption that you have the best product, so the customer will just buy from you , is a wrong notion.
4. Do not take the customer for granted: Taking the customer as granted and trying to skip what the customer needs and only pushing what you intend to sell, may make the customer very irritated and to just to avoid confrontation, he may sway through the meeting and ask you to await his call for the final closure (in order to avoid further meeting switch you). One fine day you come to know he has already purchased from another vendor.

5. Do not argue and confront the customer: Doing this will seriously shut out any possibilities, you making any headway in this account. You may listen to the customer and if something is not right, you may remain silent and listen what he means. Please note that he may be making his point - which he can if he is a serious and prospective buyer. You can note his views or comments and take excuse to revert back some another day (maybe take an appointment there itself for a suitable date).

6. Do not shun customer's views straightaway: 
The customer may not be aware about the features and may casually discuss, so do not shun away his views. Your duty is to educate him and then take the call forward. It will only happen once you have investigated the customer's requirements properly. Shunning him straight away may make him embarrassed and may diminish your chances to close the order in your favour.

7. Do not make a mockery of the customer's views or knowledge: making a mockery of the customer before the board or his colleagues will do serious damage and although you may have cut the ice with the management, he will do everything to see that the order is not done in your favour. His humiliation will add fuel to your prospects death.

Q2. (a) Recruitment of any sale person in an industry has a great impact on the overall sales force. Describe the recruitment process, through a figure, also mention the steps involved in job analysis.
Answer:-

Recruitment refers to the process of attracting, screening, and selecting qualified people for a job at an organization or firm. For some components of the recruitment process, mid- and large-size organizations often retain professional recruiters or outsource some of the process to recruitment agencies.

The recruitment industry has five main types of agencies: employment agencies, recruitment websites and job search engines, "headhunters" for executive and professional recruitment, niche agencies which specialize in a particular area of staffing and in-house recruitment. The stages in recruitment include sourcing candidates by advertising or other methods, and screening and selecting potential candidates using tests or interviews.

Recruitment is an important part of an organization’s human resource planning and their competitive strength. Competent human resources at the right positions in the organisation are a vital resource and can be a core competency or a strategic advantage for it. 

The objective of the recruitment process is to obtain the number and quality of employees that can be  selected in order to help the organization to achieve its goals and objectives. With the same objective, recruitment helps to create a pool of prospective employees for the organization so that the management can select the right candidate for the right job from this pool.
Recruitment acts as a link between the employers and the job seekers and ensures the placement of right candidate at the right place at the right time. Using and following the right recruitment processes can facilitate the selection of the best candidates for the organization.

In this is competitive global world and increasing flexibility in the labour market, recruitment is becoming more and more important in every business. Therefore, recruitment serves as the first step in fulfilling the needs of organizations for a competitive, motivated and flexible human resource that can help achieve its objectives. 

Job analysis
The proper start to a recruitment effort is to perform a job analysis, to document the actual or intended requirement of the job to be performed. This information is captured in a job description and provides the recruitment effort with the boundaries and objectives of the search.[3] Oftentimes a company will have job descriptions that represent a historical collection of tasks performed in the past. These job descriptions need to be reviewed or updated prior to a recruitment effort to reflect present day requirements. Starting a recruitment with an accurate job analysis and job description insures the recruitment effort starts off on a proper track for success.

Sourcing
Sourcing involves 1) advertising, a common part of the recruiting process, often encompassing multiple media, such as the Internet, general newspapers, job ad newspapers, professional publications, window advertisements, job centers, and campus graduate recruitment programs; and 2) recruiting research, which is the proactive identification of relevant talent who may not respond to job postings and other recruitment advertising methods done in #1. This initial research for so-called passive prospects, also called name-generation, results in a list of prospects who can then be contacted to solicit interest, obtain a resume/CV, and be screened (see below).

Screening and selection
Suitability for a job is typically assessed by looking for skills, e.g. communication, typing, and computer skills. Qualifications may be shown through résumés, job applications, interviews, educational or professional experience, the testimony of references, or in-house testing, such as for software knowledge, typing skills, numeracy, and literacy, through psychological tests or employment testing. Other resume screening criteria may include length of service, job titles and length of time at a job. In some countries, employers are legally mandated to provide equal opportunity in hiring. Business management software is used by many recruitment agencies to automate the testing process. Many recruiters and agencies are using an applicant tracking system to perform many of the filtering tasks, along with software tools for psychometric testing.

Onboarding
"Onboarding" is a term which describes the process of helping new employees become productive members of an organization. A well-planned introduction helps new employees become fully operational quickly and is often integrated with a new company and environment. Onboarding is included in the recruitment process for retention purposes. Many companies have onboarding campaigns in hopes to retain top talent that is new to the company, campaigns may last anywhere from 1 week to 6 months.
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Q2. (b) What are the factors one has to consider in evaluating the sources of recruitment in a company?
Answer:-

Sourcing in personnel management work refers to the identification and uncovering of candidates (also known as talent) through proactive recruiting techniques.
The actual act of sourcing for candidates is performed by either a recruiter (be it an internal corporate recruiter or agency recruiter) or a dedicated recruiter just focused on the sourcing function. The definition of sourcing needs to be clearly defined by what it is, as much as what it is not. Candidate sourcing activity typically ends once the name, job title, job function and contact information for the potential candidate is determined by the candidate sourcer. To further develop a list of names that were sourced some companies have a second person then reach out to the names on the list to initiate a dialogue with them with the intention of pre-screening the candidate against the job requirements and gauging the interest level in hearing about new job opportunities. This activity is called "candidate profiling" or "candidate pre-screening". The term candidate sourcing should not be confused with candidate research.

In some situations a person that "sources" candidates can and will perform both 'primary' and 'secondary' sourcing techniques to identify candidates as well as the candidate profiling to further pre-screen candidates but there is a growing market for experts solely focused on "telephone sourcing", "internet sourcing/researching" and candidate profiling. The actual act to source candidates can usually be split out into two clearly defined techniques: primary sourcing and secondary sourcing.

Primary sourcing/phone sourcing
In recruiting and sourcing, this means the leveraging of techniques (primarily the phone) to identify candidates with limited to no presence of these individuals in any easily accessible public forum (the Internet, published list, etc). It requires the uncovering of candidate information via a primary means of calling directly into organizations to uncover data on people, their role, title and responsibilities.

The term "phone sourcers" or "phone name generator" or "telephone names sourcer" generally applies to the utilization of primary sourcing techniques. 

Secondary sourcing/Internet sourcing
In recruiting and sourcing, this means the using of techniques (primarily the Internet and utilizing advanced Boolean operators) to identify candidates. Individuals in the recruiting industry that have deep expertise in uncovering talent in the harder to reach places on the internet (forums, blogs, alumni groups, conference attendee lists, personal home pages, etc).

The term "internet sourcer", "Internet name generator" or "internet researcher" generally applies to the use of secondary sourcing techniques.

Factors to Consider in Evaluating Sources
The recruiting efforts differ substantially from company to company some of the factors management should consider when deciding which recruiting sources to use are:
1) Nature of the Product – A highly technical product requires an experienced, knowledgeable person. The firm may look at persons in its even production department or at experienced persons from other companies.

2) Nature of the market – Experienced sales people may be needed to deal with well-informed purchasing agents or which high-level executives.

3) Policy on Promoting from within – if this policy is the rule, recruiters know where to look first.

4) Sales training provided by the company – A company that has its own sales training program can recruit inexperienced people. But if a sales person needs to be productive quickly, it may be necessary for the company to seek experienced recruits.

5) Personnel needs of the company – If the company is seeking career sales people, then colleges & universities are not good sources of recruits, because many college graduates want to be managers.

6) Sources of successful recruits in the part – These sources can be used again, as long as there have been no changes in the sales position.

7) Recruiting budgets – A small budget means a firm must limit its sources.

8) Legal Considerations – Civil rights law and other regulations must be considered when a firm is deciding on sources of recruits.

Q3. (a) Max Weber, the German Sociologist derived a organizational structure model, mention the characteristics of the model including its name as it is called.
Answer:-

THEORY

In the early 20th century, Max Weber, a sociologist, described what was to become the defining organizing framework for organizations, the “bureaucracy.” Weber defined the main benefits of the bureaucracy as rationality and efficiency. The Church and the military were classic examples of his notions of bureaucracy. However, he also recognized disadvantages of bureaucracy, including its inefficiency in dealing with individual people and issues.

Weber’s work was followed by that of Frederick Taylor, a technical engineer, who formulated the origins of “Scientific Management.” Scientific Management focused on improving productivity and developing effective supervision. Taylor developed methods of breaking tasks into their smallest components, analyzing and measuring for improvements, and paying the person and performance, not the job. He believed that with

the right combination of planning, goal setting, tools, techniques and rewards, economic and social control would emerge, resulting in reduced conflict and increased output for organizations.

The Human Relations perspective on organizations began to emerge with the work of Kurt Lewin, an experimental social psychologist, focusing on the informal, social side of organizational structure. Lewin introduced ideas about psychological forces within organizations that laid the foundation for models of participatory management and the learning organization. He believed any self-motivated individual could continuously learn on the job, improving general and specific skills; today’s corporate training departments reflect these ideals. Many other activities in contemporary management reflect Lewin’s influence, including: work design, team development, leadership styles and systems change.

In the 1950’s there was an emerging emphasis on considering both mechanistic and relational aspects of organizations. Eric Trist introduced the phrase “socio-technical systems” (STS) to describe the interaction of these two aspects. Then, in the 1960’s and 70s, issues of group dynamics, personal development and open systems came to the fore. Organizations reflected general culture in considering “fit” and “alignment.” The idea that structure and strategy needed to be aligned merged. 

With the 1980’s and 90s came rapid changes in the thinking and practices around organizational structures. Peter Senge brought together disciplines of systemic organizational development. He believes the organizations that excel in the future will know how to utilize employees’ commitment and capacity to learn at all levels. The dominant organization principle is relationships; and the stock market and global financial markets play an increasing role in business. The bottom line is leverage: seeing where actions and structural changes can lead to enduring improvements.

DESIGN

Design of an organization is the structure, rewards and measurement practices implemented to direct members’ behavior toward organizational goals. To be effective, organizations must achieve a 3-way fit between organization design, tasks, and people. An organization’s structure shapes one’s ability to manage; while ability to manage will often shape the structure. This dynamic is illustrated through how resources, time, funds, priorities are implemented in an organization.

Organizations must account for differentiation--the differences among organizational units re: design, function, processes, member behaviors, goals and rewards—and integration, the processes of collaboration among units. Integration can be pooled, sequential or reciprocal.

The four common forms of organizational structure are: functional, divisional, matrix, and networked. Many organizations are a hybrid of 2 or more of these styles and/or contain different styles in different parts of the organization. Attributes of a functional structure include: creates initial division of labor; activities are grouped by common functions; each department is differentiated by their own similar goals and value; and the necessity of substantial information processing among functions. The structure promotes economies of scale, making it most effective in a relatively stable environment. Also, by having a well-defined career ladder, it enables intensive skill development for employees, exposing them to many different activities within their expertise. Disadvantages include: inability to respond effectively to issues that need inter department coordination; employees have a limited view of overall organizational goals; and unclear accountabilities.

Divisional structure groups diverse functions into divisions. Whereas the functional structure is organized according to inputs of an organization; divisional structure is organized according to outputs. This structure is excellent when environmental uncertainly is relatively high and the organization needs coordinated action. Disadvantages include: inter-divisional coordination can be difficult; competence may be weakened; and technical specialization may be weakened.
The matrix structure benefits organizations that need benefits of both functional and divisional structures. The matrix allows the organization to meet multiple environmental demands; and employees may acquire either functional or general management skills. Disadvantages include: problems in determining working relationships; role ambiguity and hindered career development.

A network structure has emerged in the New Economy. Using knowledge workers, coordination takes place through cross-functional teams. Information is used for making decisions by the knowledge worker directly, rather than by a middle manager.

Characteristics of a network structure include: broader spans of control; value-added partnerships; and strategic alliances. Its main advantage is its adaptability—able to meet demands quickly and effectively; thus, ideal for volatile environments. 
Disadvantages include: unclear accountabilities and duplication of resources. An organization can learn and adapt to its environment. Design is necessary to unleash creativity, intelligence and energy within an organization. Organization structure serves to define division of labor, coordination of activities and definition of boundaries. The most potent forces within organizations are often perceived bases of power and informal relations: there may be significant differences between the formal organizational chart and how business is really conducted internally. Further, organizations can divide by: function, geography, customer type, product, etc. Each of these methods of division has benefits and challenges. The structure needs to reflect clear choices as it incorporates elements not used for the formal design of the organization.

HIERARCHY

Hierarchy is a natural response to managing complexity in an organization; however, it does not work when it becomes an end onto itself. Hierarchy meets four organizational fundamental needs: it adds real value to work; identifies accountability at each stage of the value-adding process; places the right people in the right positions; builds general consensus of managerial structure.

Disadvantages of Hierarchy include: excessive layering; few managers add real value to their subordinates’ work; and objectionable behaviors may arise, like careerism and self-importance. However, it is argued that hierarchy may be the only way to structure larger organizations with thousands of employees, because it addresses two fundamental characteristics of work: 1. tasks are complex, but become increasingly complex as they separate into categories, and 2. the same is true for the mental work employees conduct. Consequently, these two characteristics allow hierarchy to meet the four organizational fundamental needs outlined above.

SYSTEMS THEORY: “Speed is God. Time is the Devil.”

The overall behavior of a system is understood as an emergent consequence of the sum of all myriad behaviors embedded within. New forms of organization structure draw on models and metaphors from the “New Sciences.” They emphasize emergence rather than control, and strive to balance order and chaos, seeking the “edge of chaos” where they can thrive and adapt. Complexity theory predicts that systems left to their own devices naturally and spontaneously seek order, i.e., “frozen accidents.”

The form an organization chooses is contingent on its culture, competencies and context. Theories, beliefs, assumptions—spoken or unspoken—and rhythms in an organization contribute to forming the basis for an organization’s design. Organization systems design must allow for management of tensions between corporate coherence and local autonomy; productive focus and adaptive innovation; minimal redundancy and rapid response; today’s performance and tomorrow’s vision; staff development and task accomplishment; and maximizing returns and long term sustenance. Organizations need to have a strong sense of core values and purpose to operate with intentionality and emergence, efficiency and adaptability.

Coupling is an important concept. If an organization is tightly coupled, it is efficient; if it is too much so it is very sensitive to perturbations from the outside and unable to adapt quickly. If an organization is loosely coupled, it is able to respond to changes more rapidly, but may not be sensitive enough to outside conditions or as efficient in its actions. Optimal behavior is between these extremes: tight enough to coordinate activity; loose enough to enable creativity and change. Systems located between extremes absorb systemic disturbances (use another word?) due to resources derived from network membership and because their couplings are loose enough to hinder the spread of damage.

Knowledge management is a key component of organizational systems and design. Knowledge is defined as information integrated with the entire system where it is available for action at appropriate times. An organization’s design significantly influences its ability to communicate and coordinate all three dimensions within the environment: vertically, laterally and relationally. The challenge for a corporation is to both develop the ability to adapt and influence the competitive environment.

Attempts to bring about change in an organization must consider the key elements in the equation: staff, technology, infrastructure, processes, etc.), but also must address the needs of the system as a whole. Consequently, initiatives may fail due to systemic complications arising from a plan that is not holistic. Systemic change requires attention to both the identity and capacity of an organization.

Q3. (b) Enumerate the factors, which are likely to influence the sales & marketing structure in a company.
Answer:- 

There are so many factors that affect the sales and marketing structure in an organization. The industries are growing rapidly day by day and the structure of each and every department is competitive. There are many factors that affect marketing. The most common factors are known as environmental, organizational, interpersonal, individual, and buyer factors. Each factor has additional factors as to which can affect business.
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There's a range of key factors that can affect the value of a company’s sales and marketing.

Finance

· Historical, current and projected profits and cash flow.

· How well you control costs. 

· Need for capital expenditure in the near future.  

External factors

· State of the economy in general including interest rate levels and the level of demand in your market in particular. 

· How similar businesses are being valued. 

· How many potential purchasers are interested in the business. 

· How many similar businesses in your sector are on the market. 

Intangibles

· Goodwill and intellectual property such as patents.

· Strength of customer relationships - and how profitable they are. 

· Your business' growth potential. 

· Economies of scale a new owner could leverage. 

Assets and liabilities

· Value of assets such as property, equipment, debtors and stock-in-hand. 

· How full your order book is. 

· Level of debt and other existing liabilities. 

People

· The management's record of success.

· How dependent the business is on your own skills - and the likely extent of your future involvement. 

· Experience and commitment of key staff. 

While some of these factors are outside your control and may affect the timing of your sale, you can take steps to make your business as valuable as possible. You need to start planning well in advance. Consider inserting an exit strategy into your original business plan. For more information, see our guide on preparing to sell your business.

Remember that any valuation you and your advisers come up with is likely to be subjective. Business owners often place too high a value on their business. In the end, the value of your business is only as much as a purchaser is prepared to offer.

Top Management philosophy and attitude towards marketing - The attitude of seniors towards their team is the most influencing part that affects the marketing and sales department in a company or an organization. Sometime they involve their old strategy to develop current market and it’s hazardous for the product.

Company Objectives – Some time it happens that companies are not focused on their objectives and departments are not self driven, it affect the product market and sales. Company’s objective should be clear to their employees. All staff needs a transparency about the happenings in the company, so it’s important to have a clear objective plan.
Resources – Organization may suffer from the product development resources, present scenario represent the resources less market can’t be develop. If a company is not having proper resource for their product then it would affect the marketing and sales department.

Competitive position of market also affects the company’s sales & marketing structure.

Existing Marketing position of company affects a lot.
Q4. (a) In an Industry, training of a sales force is a big education, explain all basic advantages of training.
Answer:-

The term training refers to the acquisition of knowledge, skills, and competencies as a result of the teaching of vocational or practical skills and knowledge that relate to specific useful competencies. It forms the core of apprenticeships and provides the backbone of content at institutes of technology (also known as technical colleges or polytechnics). In addition to the basic training required for a trade, occupation or profession, observers of the labor-market recognize today[update] the need to continue training beyond initial qualifications: to maintain, upgrade and update skills throughout working life. People within many professions and occupations may refer to this sort of training as professional development.

Some commentators use a similar term for workplace learning to improve performance: training and development. One can generally categorize such training as on-the-job or off-the-job:

· On-the-job training takes place in a normal working situation, using the actual tools, equipment, documents or materials that trainees will use when fully trained. On-the-job training has a general reputation as most effective for vocational work.

· Off-the-job training takes place away from normal work situations — implying that the employee does not count as a directly productive worker while such training takes place. Off-the-job training has the advantage that it allows people to get away from work and concentrate more thoroughly on the training itself. This type of training has proven more effective in inculcating concepts and ideas.

Training differs from exercise in that people may dabble in exercise as an occasional activity for fun. Training has specific goals of improving one's capability, capacity, and performance.

Benefits or Advantages of Sales Training for an Organization

No matter what business you are in, who your customers are, or what the size of your business, the fact is that you need a solid sales training program. Whether your company is in health care, insurance, retail or any other area, without some sort of sales development training in place your business will founder. The sad truth is that it is not always the best company in the industry that captures the largest market share. Often, the company that is able to best get the word out about what the company has to offer is the one that captures the lion's share of the business. This is what a concentrated and dedicated sales training program makes so much sense, no matter how large or small the company may be. The fact is that sales skill training can make all the difference in the world, and such sales training can often mean the difference between success and failure in today's competitive business environment.

Of course putting together a comprehensive sales training course is not always an easy proposition, and it can be difficult for all but the largest companies to muster the resources needed to put together a sales skill training course on their own. Fortunately, there are a number of excellent options available to allow smaller companies to take advantage of the best professional ales training in the industry, without emptying the company's coffers or distracting from those important day to day operations.

Business sales training and sales management training takes many forms, from printed materials and books to live sales presentations to meetings and sales presentations live on the Internet. The right sales skills training will of course vary from company to company, and it is important for company management to carefully consider their training needs before deciding on the right sales training course.

When considering a sales training program, it is also vitally important to think carefully about which employees need to be trained. More and more companies today are extending their sales training beyond their commission salesmen and sales representatives. Indeed, many of the core skills covered in the best professional sales training is applicable to a wide range of occupations, including support staff, customer service representatives and members of management. It is a good idea for the sales training program to include members of company management and administrative support staff in addition to account executives.

Learning a new sales training technique can help the customer service representative deal with a difficult customer and turn a negative situation around, just as it can help the newly hired account executive land that lucrative new account.

No matter which employees are included in the sales training, however, it is important to provide all employees, both new hires and old hands, with ongoing sales development training. The right sales training can separate the most successful companies from all the rest, and sales training should be a priority in every business, no matter what the industry. 
Learn to focus on customer behavior

Many successful salespeople agree that their job relies heavily on studying and presaging potential customer behavior; sales training helps salespeople become more involved in the buying process from a customer's perspective. A sales trainer can help staff understand the motivations that propel buyers to make their decisions and the psychology that makes them value one business' goods and services over others.

Make the sales cycle brief

A long sales cycle spends resources. It is beneficial to a business to learn ways to shorten their sales cycle in order to secure business and focus on getting new business. A savvy sales team can learn techniques, which will shorten the sales cycle and use available resources to their fullest potential. Sales trainers can teach how to get bigger clients in shorter amounts of time.

Know people

Sales and people skills are an inextricable combination in a sales position. Each person is unique, yet there are particular patterns or 'social types' a salesperson can identify, which can help them make the sale. Sales skill training can help a sales team identify and acknowledge certain patterns and social styles in order to modify their approaches and techniques depending on particular situations.

Learn to listen

Sometimes, salespeople are so committed to making a sale that they forget to listen to the customer to understand what they need and expect. Sales training courses can help a sales team improve their listening skills and understand when it is time to cease their sales approach in order to stop and listen to potential customers in order to make a connection and extract a sense of what customers really want.

Build confidence

Do you ever realize why some salespeople are so convincing? Usually, it is because they are confident; they are confident in their product/service, but more importantly, they are confident in themselves. Effective sales training can teach salespeople self-confidence. Increased assurance can come directly from insights in a sales training seminar, and it can also be a by-product of the training itself.

	


Q4. (b) A sales training programme is usually formed on the basis of few major decisions, what are these, explain in detail.
Answer:-

For effective operation the sales force in term of manpower should work efficiently in attaining the company’s objective to achieve this objective its necessary to provide training to the sales forces 

         Sales force training

                   Training refers to the process of improving the productivity of the employee in order to equip him to face the challenges created by competition in a better way 

                  A sales force-training program aims at providing the required knowledge about the products and the effective ways of presentation to the customer in the market 

The training program may be for the newly recruited sales man or for those already in employment with the company to refresh their knowledge 

    The first task for the sales manager or training manager is to set the objective for the training program for this purpose he has to identify the gap between the standard of skills required and the sales man’s current standard in the organization the level they support to achieve can be known by their job specializations 

  The second task is to decide the place for the training program 

 The third task is to decide that who is to impact the training the training is conducted by different sales executives or by external trainer 

  The fourth task requires the prepare the guideline of what should be taught during the TP 

   And the last task is to lay down the specific duration of the program a good training schedule may be prepared on the basis of ACMEE principle 

 

A       aim of the training 

C       content of training 

M      method of training 

E       execution of the training

E       evaluation of the training  
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ESTABLISHING A SALES TRAINING PROGRAM

Many methods can be used in building a proper sales training
program: house-to-house selling organizations let the individuals
learn on their own; other types of firms spend a great deal of money
on formal training programs.

In today’s competitive business environment, the margin for er-
ror is becoming incredibly small. Companies are facing intense
competition and profit margin pressure, as product differentiation
becomes more difficult to achieve. Due in part to this, the modern
sales executive, while considering on-the-job experience as the best
training, believes strongly that formal sales training contributes
significantly to selling effectiveness. Most companies conduct

‘Management of the Sales Force 247

training programs both for the newly hired and for their long-term
salespeople. Establishing an effective training program of any kind
requires a clear definition of objectives, decisions on program con-
tent, selection of training methods, and execution of the actual
meeting—professional sales trainers call these steps the A-C-M-E
procedure: aim, contents, method, and execution and evaluation.
(See Exhibit 9.1.)
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training programs both for the newly hired and for their long-term
salespeople. Establishing an effective training program of any kind
requires a clear definition of objectives, decisions on program con-
tent, selection of training methods, and execution of the actual
meeting—professional sales trainers call these steps the A-C-M-E
procedure: aim, contents, method, and execution and evaluation.
(See Exhibit 9.1.)

Aim

‘The trainer must define both the general and specific purposes of
the training program. This training process is a form of communica-
tion to the sales force of the firm. It will introduce personnel to and
acquaint them with all aspects of the company and will help to
create a larger volume of sales through better selling techniques.
General aims include lower turnover, higher morale, control of
sales force, improved customer relations, and lower selling costs.
Specific aims comprise the requirements of the selling job, what the
job entails, the individual’s duties, and how time should be allo-
cated (discussed in Chapter 8). These aims may vary depending
upon the salesperson’s prior background and experience. The com-
pany’s marketing policies are also included in this aspect of the
training program, focusing on all phases of the marketing mix to
better inform the salesperson about the overall picture of the com-
pany. (See Chapter 4 for detailed information.)

Contents

Training program topics should consist of knowledge and data of
the company’s product, sales techniques, markets for the products,
and company information.

Knowledge and Data of the Company’s Product. The trainee
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pany. (See Chapter 4 for detailed information.)
Contents

Training program topics should consist of knowledge and data of
the company’s product, sales techniques, markets for the products,
and company information.

Knowledge and Data of the Company’s Product. The trainee
should learn what products are available for sale, what options are
available for these products, and which products are to be stressed
to increase profitability.

Today, selling is not based so much on the art of persuasion as it
is based on product knowledge and the assessment of the custom-
er’s needs. The more knowledgeable the salesperson is, and the

Pages 248 to 249 are not shown in this preview. Learm more
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order for the trainee to communicate to the customer what type of

benefit he or she is selling, the customer must be aware of what the

cost of the product will be. Under this topic the training also touches

on specific discounts, price changes, and promotions. This area
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order for the trainee to communicate to the customer what type of
benefit he or she is selling, the customer must be aware of what the
cost of the product will be. Under this topic the training also touches
on specific discounts, price changes, and promotions. This area
would also involve specific company policies concerning price and
discounts in the sales presentation, as well as negotiation.

4. Delivery and Service. A major customer concern for many
high-ticket items is, “When do I receive delivery? What kinds of
guarantees and service warranties stand behind this purchase?” This
is an important selling point for those items which cannot be easily
transported to each sales call. A prospect may be more liable to
purchase sight unseen if they can be convinced that delivery will
occur within a reasonable time and that the company is able to
service the product if something goes wrong.

5. Technical Details. The amount of technical information in-
cluded in the sales training program varies from product to product.
Less-technical products would naturally have less-technical infor-
mation. The target customer also determines the amount of technical
information provided. Selling a microwave oven to the general
public would involve less technical data than selling microwave
ovens to restaurants or science laboratories.

Most technical data found in sales training programs include
ingredients or the materials used in the manufacturing process,
exact dimensions of the product, performance and test data, unique
mechanical features, and instructions on how to operate the product.
Learning how the product operates is the most important technical
training a sales trainee has. The more familiar the sales trainee is
with the operation of the product the more successful the sales
presentation is likely to be. A sales rep who is not comfortable
operating the product he or she is selling is unlikely to convince a
potential customer that the product will be of any benefit to them.

6. Competing Products. All sales reps will encounter questions
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Most technical data found in sales training programs include
ingredients or the materials used in the manufacturing process,
exact dimensions of the product, performance and test data, unique
mechanical features, and instructions on how to operate the product.
Learning how the product operates is the most important technical
training a sales trainee has. The more familiar the sales trainee is
with the operation of the product the more successful the sales
presentation is likely to be. A sales rep who is not comfortable
operating the product he or she is selling is unlikely to convince a
potential customer that the product will be of any benefit to them.

6. Competing Products. All sales reps will encounter questions
about other products in the marketplace. In order to differentiate
their product from the competitors’, the salesperson should know
what his or her product offers that the others do not, and what the
other product offers that his or hers does not. This will allow the
sales rep to know what the customer may have been told by the
competing sales reps. With this knowledge the seller will be pre-

Management of the Sales Force 251

pared to handle any questions or objections conceming the com-
petition that the customer may voice during a sales presentation.
‘The application of product knowledge in the selling situation has
turned adversaries into business partners, where a transaction truly
benefits both parties. The emphasis on product knowledge in sales
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training has helped to somewhat remove the stigma associated with
salespeople. A knowledgeable salesperson is considered a solution
to a problem and not an additional problem or hindrance to produc-
tivity. Customers, for the most part, now see products as solution-
oriented and not as something that tries to fill a need that they
presently do not have.

Sales Techniques. The trainer must teach the trainees how to sell.
The selling techniques that should be stressed are (1) locating
the prospect, (2) qualifying the prospect, (3) planning the sales
presentation, (4) securing the sales interview, (5) leaming types of
sales openings, (6) communicating with the buyer, (7) making dem-
onstrations (8) overcoming objections, (9) closing the sale, and
(10) serving and keeping customers. (See Chapters 2 and 3.)

In addition to emphasizing the selling techniques, the remaining
contents of the sales training program vary, as Exhibit 9.2 shows.
‘The most prevalent topics are: orientation, performance, leadership,
interpersonal skills, and team building.

Sales managers oftentimes include a session on selling mistakes.
The expectation is that these lessons will provide a useful aid for
learning, as well as an incentive not to make the same mistake.
Some of the most frequent sales mistakes include:

1. Not choosing prospects carefully

2. Using an elusive strategy

3. Not having a two-way conversation that involves the poten-
tial customer

4. Lack of integrity

5. Lack of standards

6. Making promises that cannot possibly be backed up

7. Offering “loads” of evidence in the sales pitch

8. Not really listening to what the buyer is saying

9. Not asking questions
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Company Information. The trainee should be aware of the com-
pany’s policies in regard to credit, warranties of the product, deliv-
ery of the goods, handling of defective products, price guarantees,
preparing expense reports, expediting orders, discounts, and terms
of sales. Information concerning advertising of the product and its
features should be constantly made known to the salespeople. With
this understanding, the seller can discuss company practices intelli-
gently with the buyer.

Method

Two approaches can be implemented in a training program:
group and individual. The group classification includes lectures,
cases, panel discussions, audiovisual demonstrations, role playing,
and simulation games. The other approach-the individual-includes
on-the-job training, personal conferences, use of company-spon-
sored home-study material, and self-development programs.

At the group level, the lecture is the most common and efficient
procedure in terms of time. Information concerning the company/
industry, planned advertising, promotional strategies, and sales ex-
pectations should be presented. This system is effective at explain-
ing the selling techniques and problems by dramatizing and
providing an in-depth development of certain topics. Included in
these discussions should be cases that give trainees practice in the
discovery of creative alternatives and in problem solving. A round-
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table discussion regarding current topics, issues, and problems lead-
ing toward solutions and viewpoints is another effective method
used in training. Demonstrations utilizing visual aids enhance the
learning process. Role playing, a very effective method for teaching
the art of selling, pits one trainee against the other. One salesperson
represents the buyer, the other, the seller. A discussion of the
strengths and weaknesses of the presentation will follow. Computer-
operated simulation games, selling games found in publications
such as Sales & Marketing Management magazine, and interactive
video games that provide experience in situations similar to those
encountered in the “real” selling world are often included as part of
one’s professional training.

Using the individual method, on-the-job training includes direct
instruction for employees as they perform their selling duties. The
sales manager is a background observer analyzing the salesperson’s
level of skill and advising him or her after the fact. It is important
that the trainer explain and show the novice what was done incor-
rectly and what they are to do to correct this problem. Personal
conferences, a one-on-one approach, match the sales manager or
the sales trainer with the individual trainee. A discussion on how to
structure a complete, professional sales presentation in the proper
psychological sequence that will achieve maximum motivational
appeal may be a part of this individual instruction. Home study
programs are correspondence training programs that provide basic
information and orientation at a relatively low cost. Self-develop-
ment programs formalize instruction at an undergraduate level, or
specialized shorter sessions, such as public speaking or leadership
conferences.

Execution and Evaluation

‘The sales manager must also see that the sales training program is
carried out and must determine its effectiveness.
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‘The trainer must employ the proper training materials and aids to
make the salesperson’s performance more effective. The techniques
vary as Exhibit 9.3 shows. The sales trainer can use manuals that
outline the training program, summarize the presentations, and contain
‘many other related materials. Manuals are used as study guides during
the training program and for reference for the salesperson in the future.

Pages 255 to 256 are not shown in this preview. Learm more
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Every sales training program will have different results depend-
ing upon the group being trained, the trainer, and the approach to
the subject. Knowledge should not be restricted to only the product
but should also include how to motivate the customer to buy. After
all that is said and done, many effective salespeople concur that a
“Good sale breaks into a 30:60:10 ratio.” Thirty percent of the time
should be spent discovering the problem and presenting an answer;
60 percent should be spent in motivating the prospect to want what
is being sold; and 10 percent should be spent in closing or complet-
ing the transaction. In the end, the program must be tailored to
accommodate each and every individual as well as the organization.
Regardless of a person’s experience or lack of it, training is for
everyone!
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Q6. Short Notes -  

(a) Theories of Leadership
Students of leadership have produced theories involving traits, situational interaction, function, behavior, power, vision and values, charisma, and intelligence among others.

Trait Theory
Trait theory tries to describe the characteristics associated with effective leadership.

While the trait theory of leadership has certainly regained popularity, its reemergence has not been accompanied by a corresponding increase in sophisticated conceptual frameworks.

Specifically, Zaccaro (2007) noted that trait theories still:

1. Focus on a small set of individual attributes such as Big Five personality traits, to the neglect of cognitive abilities, motives, values, social skills, expertise, and problem-solving skills

2. Fail to consider patterns or integrations of multiple attributes

3. Do not distinguish between those leader attributes that are generally not malleable over time and those that are shaped by, and bound to, situational influences

4. Do not consider how stable leader attributes account for the behavioral diversity necessary for effective leadership

Behavioral and style theories

In response to the early criticisms of the trait approach, theorists began to research leadership as a set of behaviors, evaluating the behavior of 'successful' leaders, determining behavior taxonomy and identifying broad leadership styles. David McClelland, for example, Leadership takes a strong personality with a well developed positive ego. Not so much as a pattern of motives, but a set of traits is crucial. To lead; self-confidence and a high self-esteem is useful, perhaps even essential.
Situational and contingency theories

Situational theory also appeared as a reaction to the trait theory of leadership. Social scientists argued that history was more than the result of intervention of great men as Carlyle suggested. Herbert Spencer (1884) said that the times produce the person and not the other way around. This theory assumes that different situations call for different characteristics; according to this group of theories, no single optimal psychographic profile of a leader exists. According to the theory, "what an individual actually does when acting as a leader is in large part dependent upon characteristics of the situation in which he functions.

Functional theory

Functional leadership theory (Hackman & Walton, 1986; McGrath, 1962) is a particularly useful theory for addressing specific leader behaviors expected to contribute to organizational or unit effectiveness. This theory argues that the leader's main job is to see that whatever is necessary to group needs is taken care of; thus, a leader can be said to have done their job well when they have contributed to group effectiveness and cohesion (Fleishman et al., 1991; Hackman & Wageman, 2005; Hackman & Walton, 1986).

Transactional and transformational theories

Eric Berne first analyzed the relations between a group and its leadership in terms of Transactional Analysis.

The transactional leader (Burns, 1978) is given power to perform certain tasks and reward or punish for the team's performance. It gives the opportunity to the manager to lead the group and the group agrees to follow his lead to accomplish a predetermined goal in exchange for something else. Power is given to the leader to evaluate, correct and train subordinates when productivity is not up to the desired level and reward effectiveness when expected outcome is reached.

(b) Methods for Designing sales territories – 
Comprises a number of present and potential customers, located within a given geographical area and assigned to a salesperson, branch, or intermediary (retailer or wholesaling intermediary).




(c) Business ethics in Sales Management – 
Business ethics (also known as Corporate ethics) is a form of applied ethics or professional ethics that examines ethical principles and moral or ethical problems that arise in a business environment. It applies to all aspects of business conduct and is relevant to the conduct of individuals and business organizations as a whole. Applied ethics is a field of ethics that deals with ethical questions in many fields such as medical, technical, legal and business ethics.

Business ethics can be both a normative and a descriptive discipline. As a corporate practice and a career specialization, the field is primarily normative. In academia descriptive approaches are also taken. The range and quantity of business ethical issues reflects the degree to which business is perceived to be at odds with non-economic social values. Historically, interest in business ethics accelerated dramatically during the 1980s and 1990s, both within major corporations and within academia. For example, today most major corporate websites lay emphasis on commitment to promoting non-economic social values under a variety of headings (e.g. ethics codes, social responsibility charters). In some cases, corporations have redefined their core values in the light of business ethical considerations 

Marketing Ethics is a subset of business ethics. Ethics in marketing deals with the principles, values and/or ideals by which marketers (and marketing institutions) ought to act. Marketing ethics too, like its parent discipline, is a contested terrain. Discussions of marketing ethics are focused around two major concerns: one is the concern from political philosophy and the other is from the transaction-focused business practice. On the one side, following ideologists like Milton Friedman and Ayn Rand, it is argued that the only ethics in marketing is maximizing profit for the shareholder. On the other side it is argued that market is responsible to the consumers and other proximate as well as remote stakeholders as much as, if not less, it is responsible to its shareholders. The ethical prudence of targeting vulnerable sections for consumption of redundant or dangerous products/services, being transparent about the source of labour (child labour, sweatshop labour, fair labour remuneration), declaration regarding fair treatment and fair pay to the employees, being fair and transparent about the environmental risks, the ethical issues of product or service transparency (being transparent about the ingredients used in the product/service – use of genetically modified organisms, content, ‘source code’ in the case of software), appropriate labelling, the ethics of declaration of the risks in using the product/service (health risks, financial risks, security risks etc.), product/service safety and liability, respect for stakeholder privacy and autonomy, the issues of outsmarting rival business through unethical business tactics etc., advertising truthfulness and honesty, fairness in pricing & distribution, and forthrightness in selling etc., are few among the issues debated among people concerned about ethics of marketing practice.

Ethical discussion in marketing is still in its nascent stage. Marketing Ethics came of age only as late as 1990s. As it is the case with business ethics in general, marketing ethics too is approached from ethical perspectives of virtue, deontology, consequentialism, pragmatism and also from relativist positions. However, there are extremely few articles published from the perspective of 20th or 21st century philosophy of ethics.

One impediment in defining marketing ethics is the difficulty of pointing out the agency responsible for the practice of ethics. Competition, rivalry among the firms, lack of autonomy of the persons at different levels of marketing hierarchy, nature of the products marketed, nature of the persons to whom products are marketed, the profit margin claimed, and everything relating the marketing field does make the agency of a marketing person just a cog in the wheel. Deprived of agency, the hierarchy of marketing hardly lets one with an opportunity to autonomously decide to be ethical. Without one having agency, one is deprived of the ethical choices.

Marketing ethics is not restricted to the field of marketing alone, rather its influence spread across all fields of life and most importantly construction of ‘socially salient identities for people’ and “affect some people’s morally significant perceptions of and interactions with other people, and if they can contribute to those perceptions or interactions going seriously wrong, these activities have bearing on fundamental ethical questions”. Marketing, especially its visual communication, it is observed, serve as an instrument of epistemic closure  restricting worldviews within stereotypes of gender, class and race relationships.

· Pricing: price fixing, price discrimination, price skimming.

· Anti-competitive practices: these include but go beyond pricing tactics to cover issues such as manipulation of loyalty and supply chains. See: anti-competitive practices, antitrust law.

· Specific marketing strategies: greenwash, bait and switch, shill, viral marketing, spam (electronic), pyramid scheme, planned obsolescence.

· Content of advertisements: attack ads, subliminal messages, sex in advertising, products regarded as immoral or harmful

· Children and marketing: marketing in schools.

· Black markets, grey markets.
 (f)  Administrative Management Theory –

Side by side with scientific managers studying the person–task mix to increase efficiency, other researchers were focusing on administrative management, the study of how to create an organizational structure that leads to high efficiency and effectiveness.

Organizational structure is the system of task and authority relationships that control how employees use resources to achieve the organization’s goals. Two of the most influential views regarding the creation of efficient systems of organizational administration were developed in Europe. Max Weber, a German professor of sociology, developed one theory. Henri Fayol, the French manager who developed a model of management introduced in developed the other.
Fayol was a qualified engineer and also held a high position industry: managing director of a large French company. A year after the death of Taylor, he published his most famous book entitled: General and Industrial Management.

Fayol attempted to develop a science of administration for management. In contrast to a later management expert, Peter Drucker, he believed that there was a universal science of management applicable to commerce, industry, politics, religion, war or philanthropy. He was not a theoretician and was one of the first practicing managers to draw up a list of management principles

Fayol thought that his principles would be useful to all types of managers. He truly advocated the notion that if a manager wants to be successful, he only needs a certain set of management principles. If a manager climbed the corporate ladder and reached higher positions, this manager would depend less on technical knowledge and more knowledge of administration. When Fayol worked on his principles in France, Taylor’s scientific management was developing “independently” in the USA. Although he was trained as an engineer, he brilliantly realized that management of an enterprise required skills other than those he had studied. 

He emphasized the role of administrative management and concluded that all activities that occur in business organizations could be divided into six main groups. 

1. Technical (production, manufacturing);

2. Commercial (buying, selling, exchange);

3. Financial (obtaining and using capital);

4. Security (protection of property and persons);

5. Accounting (balance sheet, stocktaking, statistics, costing);

6. Managerial (planning, organizing, commanding, coordinating, controlling). 


He concluded that the six groups of activities are interdependent and that it is the role of management to ensure all six activities work smoothly to achieve the goals of an enterprise.
(g) Advantage & Disadvantage of Matrix Organisation –

Matrix Management is a type of organizational management in which people with similar skills are pooled for work assignments. For example, all engineers may be in one engineering department and report to an engineering manager, but these same engineers may be assigned to different projects and report to a project manager while working on that project. Therefore, each engineer may have to work under several managers to get their job done.


The advantages of a matrix include:

· Individuals can be chosen according to the needs of the project.

· The use of a project team which is dynamic and able to view problems in a different way as specialists have been brought together in a new environment.

· Project managers are directly responsible for completing the project within a specific deadline and budget.

Whilst the disadvantages include:

· A conflict of loyalty between line managers and project managers over the allocation of resources.

· If teams have a lot of independence can be difficult to monitor.

· Costs can be increased if more managers (ie project managers) are created through the use of project teams.
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