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B.B.A. (Part-II) Semester-Ill Examination
BBA-302 : SALES AND DISTRIBUTION MANAGEMEN T'

lime : Three Hoursl [Vaximum \'larks : 80

Note :- Altcmpt ALL questions.

sEcTroN--A (MCQ)

Note :- Wrilc the answer ofthe follou,ing questions by choosing the correct altemative from
lho,,e given below :

1. Personal selling step in \\,hich salcs person asks for an order to customer is classilled as :

(a) Shipper approach (b) Hardling shipment

(c) Closing order (d) Follow-up I

2. Pcrsonal sellings objective ofpromotion should include :

(a) Buildiig producl auareness (b) Crcating intcrest

(c) Providing inlbrmation (d) All thc abovc I

3. |crsonal sclling strategy involvcs the follorving key elements :

(a) Sales tcam (b) Undenlanding orclienls

(c) Sales slructure (d) AII thc aboyc 1

4. "Sales \lanagcment : The attainment of sales force goals in an eifective and ellicient manner
through planning, stamng, training. directing and evaluating organisational resources" is dcfined
by,

(a) Ama'lhlcrico (t) George \rallone

(c) Charlcs futrell (d) Thomas Alaimo I

5. Which is the most basic lbrm ofthe sales orgahisation ?

(a) Line sales organisation (h) Line iind staffsales orgarisalron

(c) Functional sales organisation (d) None of tlre above 1

6. Companies engaoe in sales training to :

(J, lncrelse ahsenleeisn) anJ lumo!er

(b) Ircrcasc selling costs

(c) Decreasc sales volume

(d) ChrLnge or rcinforce behaviour that makes salespeIson morc cllicient 1

7. The sales force oan play a ocntral role in achievirg a marketing orientation strategy, by :

(a) Mainl.aining in liequent contract with custorner

(b) Collecting and disseminating market inlbrmation

(c) Focusing on cufting cost

(d) Follor,r'ing the compctitior's lead I
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8. An clfeclive sales plan oblectire should be :

(a) Precise. measurablc, and time specrlic

(b) Ceneral. rneasurable and llexible

(c) Profitablr, subjeclive irl1d neasurable

(d) Precrse. prolitable and tlcx-ble l

9. 
- - 

is a systematic plan l'or thc utiliTation o t manlo\\ c! and mnlcr ial resources :

(a) Hurnan resource {b) Finlmcial plarming

(c) Budpct (d) Niatcrial pltuxing I

10. Advantag.s ofblrdEet loes m)t include :

(a) It serves as a basis ior er aluating the per|-rrrnance of supervisor

@) Ellicrency trnd imfro\'.mcnt in u orking 01 thc organisalion

(c) It helps in dc\'.lopment of .r tean spiril \\ rcre pafiicipation in budgcting is encouragcd

(d) Minimizcs the possibiliries ofburck passing iflhc budget lrgures are not met I

11. lmportance ofsalcs quotas l

(a) Perlormance target (o) Maintaining srandard

[c) Providing control (d) All the above I

12. \\'hich of the bclo$, is not a t)pe of sales quora 'l

(a) finan.ialQuotas (b) Actiliq Quotas
(c) Prolit Quolas (d) S.rles \hlume QLrotas I

13. Promotional programme is bitsed on :

(a) Sales promotion (b) Publis relalions

(c) Advcnising (d) .,\ll of$cse I

14. The object ol sales promotior is l

(a) lb create sales (b) Produclion

(c) Style (d) Change I

15. Sales promotion is done by

(a) Dealers (br Consumcrs

(c) Cusromcrs (d) r\lLol these t

16. Sales prom,rtion among dcalerc lakos a varict)'of:
(a) Price ltr Fonns

(c) Schedule idr coals I

17. Successful \'alue creation Jenliind:j successti vahrc (lcli\,.r]' I

(a) True rb) lalse

(c) Can t say (d) None ol lhe abo\e 1

18. Sales distribution channel arc grouprt _ lirrns involvcd in thc proccss ofntahing a scrvice
cr producl a' ailablc rur ccns..-rf I nn

(a) lndependert (b) Inrerdefendonr

(c) Both (a) and (b) (d) Nonc oi the above I
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19. The inlermcdiarics that stand betBeen the producers and Iinal users are knorvn as :

(a) Trade channels (b) Distribution chamels

(O Both (a) a,,d (b) (d) None ofthe abovc

20. Channel choices depends on the marketing strategy with rcspect to :

(a) Segmcntation (b) 'largeting

(c) Positioning (d) A1l ofthe above

SECTIO\-B
(Short Questiotrs)

l. (a) Define Sales Mzuugement.

OR

1b) Explain the process ofpersonal sclling.

2. (a) Explain the process ofsales planning.

OR
(b) Explain the concept ofsales lbroe managemenl.

J. t.rt fxp)ain the term sales foreca.trntl.

OR

O) Srare the laolors responsible ibr sales quotas.

4. (a) Explain the need for selling skills.

OR
(b) Explain the need lor advertising.

5. (a) Explain the concept ofsales distribution.

OR

ft) F-xplain the various channel inrermediaries.

SECTION {
(Long Questions)

L (a) Give the conccpt of Sales Managetnent and state its functions.

OR
(b) Explain lhc tcrm pemonal selling along with its process.

2. (a) Srale lhe objectives ofsalcs organisation afld its structurc.

OR

O) What is Sales Force Managemenl ? State thc importance ofTraining.
l. (a) Define lhe term sales foreoasling and its approachcs.

OR
(b) \Vhat are Sales Quoras ? What are lhe factors rcsponsible for Salcs Quotas ?

4. (a) Explain the tenn selling skill. Cive suitable exunple ibr Negotiation skill.

OR
(b) Explain thc concept ofPronlotional Mix. Which are the different objects ofit ?

i. (a) \\ hat do )ou mean by distribution strategies ? Slatc its lvpes-

OR
(b) Explain (ihannel \4ix and discuss about the different trends in disrriburion ofsalcs.
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