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Name of Programme — Master of Commerce (Semester IV) Group B Management

Code of Course: Subject Title of Course: Subject Total No. of Periods

M.Com. 43 B 75

Sales and Distribution Management

COs

The objective of the course is to improve marketing skill and Distribution management avenues.

To gives knowledge for strategy, planning budgeting, and forecasting of Sales.

This course is also guiding them how to manage inventory control system within an organization of Business
Concern and Individual.

Unit

Content

Unit I

Unit-I: 15

1.1 Sales management: Meaning, objectives, nature. Phases of evolution of Sales management.

1.2 Sales Organization: Characteristics, structure, Types and classification and importance. Sales
management cycle and control.

1.3 Duties and responsibilities of General sales Manager. Steps in setting up the sales organization.

1.4 Sales forecast: meaning, objectives, sales forecast method, limitations. Market Analysis and sales
planning. Marketing strategy

Unit IT

Unit-1I 15

2.1 Salesmanship: Meaning, attributes of salesmanship, essentials of good salesmanship. Merits and
limitations of personal selling,

2.2 Sales territory: concept and purpose, sales territory- design criteria and process.

2.3 Sales promotion: sales promotion strategy and structure, sales promotion programme. Promotion
mix, sales and brand promotion.

2.4 Management of Sales Force: Unique operating environment for sales field, sales force, Sales job

analysis, Sales force recruitment. Sales Force selection process and Training.

Unit Il 3.2 Tools and techniques for building sales relationship

Unit-ITT 15
3.1 Selling Skills-Meaning, Concept, Objectives & Need

3.3 Sales force motivation and compensation
3.4 Sales quotas, Selling Budget, Sales Audit and cost analysis.

Unit-IV 15

4.1 Sales Distribution: Physical distribution concept and its importance, Physical distribution and|
coordination, physical distribution- as a total logistic system.

4.2 Distribution audit: concept, components role of intermediaries in distribution management,

Unit IV . . -
network planning. Strategic decision

4.3 Classification of distribution channel, design of distribution channel

4.4 Distribution channel for services, channels conflicts for services. Performance and evaluation of]

channel.

Unit-V 15

5.1 Warehousing and Inventory control: warehousing objectives and functions classification of]
warehouses. Order processing system. Inventory control and management

5.2 Wholesalers: wholesaling nature scope classification of wholesalers, distribution services and
functions of wholesalers. Marketing strategy of wholesaler, marketing mix decisions by

Unit V wholesalers

5.3 Transportation: Transportation role and modes, transportation orgination and co-ordination,
transportation mix and selection criteria.

5.4 Retailing: nature, scope, function and classification store and non-store retailing. Strategy to|
sustain competitive advantages in retailing. Franchising strategies, agreement terms of|
payment. Obligations of franchisers.
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