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SET -1

Q.1) Discuss the concept of advertising along with its five basic
components. Throw some light on the history of the advertising.

Answer : Advertising is a vital tool used by businesses to promote products,
services, or ideas to a targeted audience. It is a paid communication method
that aims to persuade consumers to take specific actions, such as making a
purchase, subscribing, or adopting a particular lifestyle. Advertising can be
delivered through various channels, including television, print media, digital
platforms, and outdoor displays. The core goal of advertising is to create
awareness and influence the attitudes and behaviors of potential customers.

The five basic components of advertising are:

1. Message: The message is the heart of an advertisement. It conveys the key
information about the product, service, or idea being promoted. The message
should be clear, compelling, and tailored to the target audience. It includes the
brand's unique selling proposition (USP), which highlights what makes the
product different or better than the competition.

2. Target Audience: Every advertisement is aimed at a specific group of people.
Identifying the right target audience ensures that the message reaches the
individuals most likely to be interested in the product. The audience can be
segmented based on various factors such as age, gender, income, location,
interests, and buying behaviors.

3. Media: Media refers to the channels used to deliver the advertisement to the
audience. The selection of media depends on the product, target audience, and
budget. Common media types include TV, radio, social media, websites, print
(magazines, newspapers), and outdoor advertising (billboards, transit ads).

4. Creative Execution: This refers to the visual, audio, and text elements used in
the advertisement. Creative execution includes design, color scheme,
copywriting, and overall layout. It plays a significant role in capturing the
attention of the audience and conveying the message in an engaging manner.

5. Call to Action (CTA): A call to action is the final component of an
advertisement, encouraging the audience to take a specific action. It might
include phrases like "Call now," "Visit our website," or "Buy today." The CTA
should be direct and clear, urging the audience to act immediately or within a
set timeframe.

History of Advertising

The roots of advertising can be traced back to ancient civilizations. The Egyptians,
Greeks, and Romans used various forms of visual communication, such as
inscriptions on walls, town criers, and hand-painted signs to promote goods and
services. However, the modern concept of advertising began to take shape in the 15th
century with the invention of the printing press by Johannes Gutenberg. This
revolutionized the distribution of printed materials, paving the way for advertisements
in newspapers and pamphlets.

The industrial revolution in the 18th century played a significant role in the growth of
advertising. With mass production of goods, businesses needed to reach a broader
audience, and advertising became essential. By the late 19th and early 20th centuries,
advertising became more sophisticated, with the rise of branding, slogans, and mass
media like radio and television. The advent of digital media in the late 20th century
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further transformed advertising, with the internet and social media providing new
platforms for targeting and engaging audiences.

Q.2) Write a detailed note on Hierarchy-of-Effects model of
advertising.

Answer: The Hierarchy-of-Effects model, developed by Robert J. Lavidge
and Gary A. Steiner in 1961, outlines the stages a consumer goes through
before making a purchase decision. This model assumes that advertising
influences consumer behavior in a series of psychological steps, with each
stage requiring different strategies and approaches.

The model consists of six stages:

1. Awareness: The first stage is creating awareness of the product or brand. At
this point, the consumer may have little or no knowledge of the product.
Advertising’s role here is to introduce the brand and make potential customers
aware of its existence through broad media channels like TV, radio, and social
media.

2. Knowledge: Once the consumer is aware, they seek more information about
the product. Advertising in this stage focuses on educating the audience about
the product’s features, benefits, and value proposition. This can include
detailed product descriptions and comparisons with competitors.

3. Liking: At this stage, the consumer starts to develop a positive attitude toward
the product. The goal of advertising here is to build favorable feelings through
emotional appeals, storytelling, or highlighting product benefits. Techniques
like celebrity endorsements or using humor are common at this stage.

4. Preference: The consumer begins to prefer the product over other alternatives.
Advertising aims to reinforce this preference by emphasizing the unique
qualities that make the brand stand out. Demonstrations, product reviews, or
highlighting the brand's competitive advantages can be effective at this stage.

5. Conviction: In this stage, the consumer is convinced that the product is the
right choice. Advertising focuses on overcoming any lingering doubts by
providing evidence of quality, reliability, and trust. Testimonials, guarantees,
and free trials can be effective in solidifying the consumer’s decision.

6. Purchase: The final stage is when the consumer makes the purchase. The role
of advertising here is to prompt immediate action with clear calls to action,
such as discounts, limited-time offers, or easy purchasing options.

The Hierarchy-of-Effects model helps marketers design campaigns that guide
consumers through these stages, ensuring the right message is delivered at
each point. However, it’s important to note that consumer behavior may not
always follow a linear path, and emotional or impulsive factors can also
influence purchasing decisions. Despite these limitations, the model remains a
useful tool for understanding the consumer journey and crafting effective
advertising strategies.
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Q.3) Discuss print advertising. Also, explain the characteristics
of the press, include suitable examples to support your answer.

Answer: Print Advertising refers to the use of printed media, such as
newspapers, magazines, brochures, flyers, and posters, to promote products,
services, or ideas. Despite the rise of digital media, print advertising remains a
crucial component of many advertising strategies due to its tangible nature,
targeted audience, and long-lasting presence.

Print advertising has several advantages, including the ability to reach a
specific demographic, the credibility associated with print media, and the
physical format that can be kept and referred to later. It allows advertisers to
target local, regional, or niche markets, depending on the publication’s
circulation. Additionally, print ads can convey a sense of permanence and
professionalism, often making the brand appear more reliable.

Characteristics of the Press (Newspapers and Magazines)

Wide Reach and Local Targeting: Print media, especially newspapers, often
have wide circulation, allowing advertisers to reach a large audience.
Newspapers can target national or local audiences, depending on the
publication’s distribution area. For example, a regional newspaper might be an
ideal platform for a local restaurant or service provider to reach potential
customers in the immediate vicinity. Conversely, magazines, especially niche
publications, can focus on a specific audience, such as a cooking magazine
targeting food enthusiasts or a tech magazine for gadget lovers.

Credibility and Trustworthiness: Print media is often perceived as more
credible compared to digital ads. This credibility stems from the rigorous
editorial process associated with reputable newspapers and magazines. For
instance, newspapers like The New York Times or The Times of India are
considered trustworthy sources of information, making ads placed within these
publications more reliable in the eyes of the audience.

Tangibility: Unlike digital ads that are fleeting, print ads offer a physical
presence. Readers can hold onto a flyer, magazine, or newspaper for extended
periods, making print ads more memorable. For example, a brochure handed
out at a trade show can be kept by attendees, providing a long-lasting reminder
of the product or service being promoted.

Creative Flexibility: Print advertising offers flexibility in design, allowing
advertisers to use various layouts, colors, and formats to capture attention. In
magazines, full-page or double-page ads can be creatively designed, with rich
images and copy to convey the brand message effectively. An example would
be a luxury car advertisement in a high-end magazine, where stunning visuals
of the car are complemented by persuasive, elegant copy.

High-Quality Visuals: Print ads, especially in magazines, allow advertisers to
use high-quality visuals and glossy images that are not always possible in
digital formats. This makes print a preferred medium for industries that rely
heavily on aesthetics, such as fashion, cosmetics, and automobiles. A fashion
ad in Vogue magazine, for example, uses high-quality photography to
showcase clothing, creating a strong visual impact that digital media might not
fully replicate.
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Targeted Advertising: Print media, especially magazines, offer advertisers the
ability to reach a highly targeted audience. For example, a National
Geographic ad targets nature lovers and travelers, while a TechCrunch ad
reaches tech-savvy consumers. This precision allows advertisers to tailor their
message to a specific demographic with greater accuracy than broader
platforms like TV.

Examples of Print Advertising

Newspapers: A local bakery might place an ad in a regional newspaper,
showcasing new menu items or seasonal promotions. The ad could include
coupons or a discount to encourage readers to visit the bakery.

Magazines: A high-end watch brand may place a glossy, full-page ad in GQ or
Forbes, targeting affluent consumers with a visually striking image of their
product and a detailed description of its luxury features.

Flyers and Brochures: A travel agency might distribute brochures in airports or
hotels, offering vacation packages, providing detailed itineraries, and
showcasing vibrant images of exotic destinations.
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SET - 11

Q.4) Explain sales management strategies in detail, include the
suitable examples to support your answer.

Answer : Sales Management Strategies are a set of practices and techniques
that sales leaders use to optimize the performance of their sales teams, ensure
business growth, and achieve organizational goals. Effective sales management
is crucial in increasing revenue, improving customer relationships, and
maintaining a competitive edge in the market. Here are the key strategies for
successful sales management:

1. Setting Clear Sales Goals

Sales goals provide direction and focus for the sales team. Clear, measurable
goals help drive performance and ensure that sales efforts align with the
company’s broader objectives. Goals can be set in terms of revenue targets, the
number of units sold, or market share. For example, a company might set a
quarterly sales target of $500,000 in revenue or 1,000 new customer
acquisitions.

Example: A tech company may set a goal to increase sales of its new software
product by 20% in the next quarter. Sales managers break this target into
smaller, monthly goals for each sales representative, providing a roadmap for
achievement.

2. Effective Sales Training and Development

Sales teams must be equipped with the knowledge, skills, and tools to succeed.
Regular training and development programs help salespeople stay updated on
new products, sales techniques, and market trends. Training can include
workshops, role-playing scenarios, product knowledge sessions, and customer
handling strategies.

Example: A company like Salesforce regularly conducts training for its sales
team, focusing on mastering their CRM tools, understanding customer needs,
and refining their pitch. This enhances productivity and ensures the team is well-
prepared for various sales situations.

3. Motivating and Incentivizing Sales Teams

Motivation is key to driving sales performance. Sales managers should design
incentive programs that reward both individual and team achievements. These
incentives can include commissions, bonuses, awards, and recognition
programs that encourage healthy competition and boost morale.

Example: A retail company might offer a monthly sales bonus to top performers
or a year-end trip for the highest-achieving sales representative. This rewards
high performance while also fostering a sense of camaraderie among team
members.

4. Sales Forecasting and Planning

Sales managers need to accurately predict future sales to allocate resources
efficiently, manage inventory, and set realistic targets. Sales forecasting is done
using historical sales data, market trends, and economic indicators. Planning
ensures the sales team is prepared to meet upcoming challenges and
opportunities.

Example: A pharmaceutical company might use historical data and seasonal
trends to forecast the sales of a particular drug. By anticipating demand
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fluctuations, the company can ensure sufficient stock is available and plan
marketing campaigns accordingly.

5. Customer Relationship Management (CRM)

Sales management strategies must include the use of CRM systems to
streamline customer interactions and maintain relationships. A CRM helps track
customer interactions, manage leads, and personalize communication. Effective
CRM usage improves customer retention and increases the likelihood of repeat
sales.

Example: A B2B company may use a CRM tool like HubSpot to monitor leads,
follow up with clients, and send personalized offers. This system allows sales
representatives to efficiently manage their pipeline and ensure they never miss
a follow-up opportunity.

6. Sales Performance Monitoring and Analytics

Continuous monitoring of sales performance ensures that the sales team stays
on track to meet their goals. Regular reviews, performance reports, and data
analysis provide insights into areas of improvement, successful sales tactics,
and emerging market trends.

Example: A company may use sales analytics tools to track performance metrics
such as conversion rates, average deal size, and sales cycle length. By
identifying areas where sales are stagnating, managers can provide targeted
coaching to improve team performance.

7. Market Segmentation and Targeting

A well-defined market segmentation strategy helps sales teams focus their
efforts on the most promising prospects. By segmenting the market based on
demographics, needs, and buying behaviors, sales teams can tailor their pitch
and strategies to match the specific requirements of each segment.

Example: An automobile company might segment its market into categories like
luxury buyers, economy customers, and fleet purchasers. The sales team can
then create specialized strategies to cater to the different needs of each segment.

Q.5) Discuss the concepts of personal selling. Detail the objectives of
personal selling.

Answer : Personal Selling is a direct form of communication between a sales
representative and a potential customer, where the salesperson aims to persuade the
customer to purchase a product or service. It involves one-on-one interaction, either
face-to-face or through other mediums such as phone calls, emails, or video
conferences. Unlike advertising, which targets large audiences, personal selling
focuses on individual customers, tailoring the approach to their specific needs and
preferences.

The key to personal selling is building a relationship with the customer, understanding
their needs, and presenting a solution that aligns with those needs. Personal selling is
most effective for products or services that are complex, require significant investment,
or demand a personalized approach, such as real estate, automobiles, insurance, or high-
end technology.

Objectives of Personal Selling
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1. Building Relationships with Customers: One of the primary objectives of
personal selling is to establish and maintain long-term relationships with
customers. By building trust and rapport, the salesperson can ensure repeat
business, customer loyalty, and word-of-mouth referrals. Salespeople often
engage in conversations to understand the customer's needs and provide tailored
solutions that meet those needs, fostering a sense of partnership.

Example: A real estate agent works with a client to understand their preferences and
budget, offering personalized property options and guiding them through the buying
process, which may lead to future referrals.

2. Providing Information to Customers: Personal selling serves the important
purpose of educating customers about the features, benefits, and uses of a
product or service. This is especially critical when selling complex or technical
products where customers may need more detailed information before making
a decision. The salesperson acts as an advisor, helping customers make
informed decisions.

Example: A salesperson in an electronics store explains the technical specifications of
a laptop, demonstrating its features and helping the customer understand how it meets
their specific needs for work or gaming.

3. Persuading Customers to Buy: The ultimate goal of personal selling is to convert
prospects into customers by persuading them to make a purchase. This involves
overcoming objections, addressing concerns, and emphasizing the product's
value proposition. The salesperson uses their communication and negotiation
skills to guide the customer through the buying decision.

Example: In a car dealership, a salesperson may address concerns about fuel efficiency
and emphasize the long-term savings and quality of the vehicle, ultimately persuading
the customer to finalize the purchase.

4. Generating Sales and Increasing Revenue: Personal selling is directly linked to
sales generation. By reaching out to potential customers, understanding their
needs, and offering suitable products, salespeople can close deals that contribute
to the company’s revenue. Effective personal selling can significantly impact a
company’s sales growth and profitability.

Example: A sales representative for an insurance company might meet with individuals
to sell policies that provide financial protection for families, generating a direct source
of revenue for the business.

5. Collecting Feedback and Improving Products: Personal selling provides an
opportunity for salespeople to gather feedback from customers, which can be
used to improve products or services. Understanding customer concerns and
preferences can help a business refine its offerings and better meet the market's
needs.

Example: A salesperson in a software company might receive feedback from a client
on a particular feature they find challenging, which can be shared with the product
development team to make future updates.

6. Building Brand Loyalty and Advocacy: Through personalized interaction,
salespeople can not only convert a prospect into a customer but also create brand
advocates who will recommend the product or service to others. This is vital for
fostering a positive reputation and generating referrals.
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Example: A luxury fashion brand’s salesperson may provide personalized styling tips
and follow-up services, making customers feel valued and encouraging them to
recommend the brand to friends and family.

Q.6) Write a detailed note on types of sales organization structures,
include suitable examples to support your answer.

Answer : Sales organization structures are frameworks that define how a sales team
is organized and how responsibilities are allocated among salespeople. The structure
plays a key role in determining the efficiency and effectiveness of a sales force.
Different organizations adopt various structures based on their size, product offerings,
market conditions, and business goals. Here are the primary types of sales organization
structures:

1. Geographical Sales Organization

In this structure, the sales team is divided into regions or territories, and each
salesperson is assigned to a specific geographic area. The salesperson is responsible for
managing all sales activities within their designated region. This structure is especially
useful for large markets with diverse customer bases spread across wide locations.

Example: A company selling medical equipment may have regional sales teams, such
as North, South, East, and West regions, with each team focusing on hospitals, clinics,
and healthcare providers in their respective areas. This approach helps ensure that local
needs are understood and addressed.

Advantages:

e Local knowledge and understanding of customer needs.

o Reduced travel time for salespeople, allowing them to focus on selling.
Disadvantages:

o Potential for duplication of effort in different regions.

o Lack of synergy among regions if not managed properly.
2. Product-Based Sales Organization

In a product-based structure, the sales team is organized based on specific products or
product lines. Each salesperson is responsible for selling a particular type of product or
service. This structure is suitable for companies offering a wide range of products with
distinct target markets.

Example: A consumer electronics company might have separate sales teams for its
mobile phones, televisions, and home appliances. Sales representatives specializing in
smartphones will focus on selling mobile products, while those dedicated to televisions
or appliances will focus on their respective product lines.

Advantages:

o Expertise and in-depth knowledge about specific products.

o Easier to target customers based on product preferences.
Disadvantages:

o Risk of internal competition between product teams.

o Limited opportunity for cross-selling between product lines.
3. Customer-Based Sales Organization
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This structure is based on the type of customer a salesperson is targeting. The sales team
is organized to serve specific customer segments, such as large enterprises, small
businesses, or individual consumers. Salespeople are assigned to specific customer
groups to tailor their approach and develop long-term relationships.

Example: A software company may have separate sales teams for large corporate
clients, small businesses, and individual consumers. Each team focuses on
understanding the unique needs of its customer segment, offering solutions and services
suited to that group.

Advantages:

e Better customer focus and personalized service.

e Deeper understanding of customer needs, leading to stronger relationships.
Disadvantages:

e Possible duplication of efforts if customer segments overlap.

e Requires in-depth training and specialization for each customer type.
4. Functional Sales Organization

In a functional sales structure, the sales activities are divided according to the different
functions required in the sales process. This could include lead generation, prospecting,
closing sales, and after-sales service. Salespeople specialize in one aspect of the sales
process rather than handling the entire sales cycle.

Example: A large insurance company may have separate teams for lead generation,
sales closing, and customer service. One team might focus on prospecting and
identifying new leads, another team closes the deals, while a third team handles
customer retention and post-sales support.
Advantages:

e Specialization leads to increased efficiency in specific areas.

e Clear delineation of responsibilities and accountability.
Disadvantages:

o Lack of continuity in customer relationships.

e Coordination between teams may be challenging.
5. Hybrid Sales Organization

A hybrid structure combines elements from different types of sales organizations, often
tailoring the approach based on specific market conditions or products. This flexible
structure is adopted by businesses that offer a wide range of products or services and
serve multiple customer types across diverse regions.

Example: A global technology company like Microsoft may use a hybrid structure,
combining geographical sales teams with product-based teams. Regional teams would
handle specific market regions, while product-focused teams would cater to customers
interested in specialized products such as cloud services or enterprise software.

Advantages:
o Flexibility in adapting to different market needs.

e A balanced focus on customer needs, product expertise, and geographic
presence.

Disadvantages:
o Complex to manage and coordinate across multiple structures.
o Potential overlap of roles and responsibilities.
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