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Gandhiji’s Talisman

I will give you a talisman. Whenever
you are in doubt or when the self
becomes too much with you, apply the
following test:

Recall the face of the poorest and
the weakest man whom you may have
seen and ask yourself if the step you
contemplate is going to be of any use
to him. Will he gain anything by it?
Will it restore him to a control over
his own life and destiny? In other
words, will it lead to Swaraj for the
hungry and spiritually starving
millions?

Then you will find your doubts and |
your self melting away.
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FOREWORD

The National Education Policy (NEP) 2020 envisions an education system that is
deeply rooted in India's cultural heritage and achievements, while also preparing
students to effectively engage with the challenges and opportunities of the 21st
century. This aspirational vision is built upon the National Curriculum Framework for
School Education (NCF-SE) 2023, which outlines a comprehensive approach to
education across various stages. In the early stages, the NCF-SE 2023 fosters the
holistic development of students by focusing on the five dimensions of human
existence, known as the panchakoshas, creating a solid foundation for further
learning.

High-quality vocational textbooks play a vital role in bridging practical skills and
theoretical knowledge. These textbooks must balance direct instruction with
opportunities for hands-on experience, helping students to apply what they learn in
real-life settings. The National Council of Educational Research and Training (NCERT)
is providing such high-quality teaching-learning resources. A team of experts,
educators, and practitioners have collaborated to develop these vocational textbooks to
ensure students are well-prepared for the demands of their chosen fields.

The Bancassurance Relationship Associate textbook for Grade 12 is designed to
provide students with advanced knowledge and skills required to excel in the banking
and insurance sector. Organised into five key modules—Customer Feedback
Management, Relationship Management with Bank Staff, Record Maintenance and
Reporting, Meeting Sales Targets, and Ethics and Compliance in Insurance Sales—the
textbook offers a structured approach to learning. Students will gain expertise in areas
such as collecting and analysing customer feedback, collaborating effectively with
bank staff, maintaining accurate records, preparing sales reports, meeting
performance targets, and adhering to ethical and regulatory standards.

In addition to technical knowledge, the textbook emphasises values such as integrity,
customer focus, communication skills, analytical thinking, and professionalism. It
encourages learners to enhance their understanding through industry reports,
financial literacy resources, online modules, and hands-on experiences like
simulations, role plays, and internships. With guidance from teachers and parents,
students will be able to apply their learning to real-world bancassurance operations,
preparing them for success as skilled and ethical professionals in the financial
services industry.

I am grateful to all who contributed to the development of this vocational textbook and
look forward to feedback from its users to make future improvements.

New Delhi
May 2025
DINESH PRASAD SAKLNI
Director
National Council of Educational
Research and Training



ABOUT THE TEXTBOOK

The textbook for Bancassurance Relationship Associate is a comprehensive
resource designed to prepare students for the dynamic role of bridging banking
and insurance services. Bancassurance Relationship Associates play a critical
role in promoting and selling insurance products through banks, requiring
proficiency in communication, sales, customer service, and compliance with
banking and insurance regulations. The content of the textbook has been
meticulously aligned with the National Occupational Standards (NOSs) to
ensure students acquire the requisite knowledge, skills, and competencies for

the job role. '\\'J
0

Developed with contributions from industry experts and academicians, the
textbook ensures that its curriculum integrates both theoretical and practical
knowledge to meet the performance criteria outlined in the Qualification Packs
(QPs) for Bancassurance Relationship Associates. Key NOSs covered include
promoting insurance products through the bank's channel, building and
maintaining customer relationships, upholding integrity and ethics, and
fostering teamwork within banking and insurance teams.
N Yy
The textbook is structured into four key modules. The first module introduces
the concept of bancassurance, highlighting its role and significance, the
synergy between banking and insurance, and an overview of financial products
offered under this channel. The second module focuses on product knowledge
and promotion, detailing various insurance products such as life, health, and
general insurance, their features and benefits, and strategies for cross-selling
and upselling. The third module emphasizes customer-centric sales and
communication, providing guidance on effective customer interactions,
handling objections, and demonstrating sensitivity and empathy. The fourth
module covers compliance, ethics, and teamwork, including the regulatory
framework for bancassurance, maintaining ethical practices and data
confidentiality, and working collaboratively with banking and insurance teams.
e
Through this textbook, students will develop key skills such as product
knowledge, interpersonal communication, ethical decision-making, and team
collaboration. The inclusion of real-world examples, case studies, and
interactive activities further enhances learning, enabling students to transition
seamlessly into the bancassurance industry and contribute effectively to their
roles.
Yy

The student textbook has been developed with the contribution of the expertise
from the subject and industry experts and academicians for making it a useful
and inspiring teaching-learning resource material for the vocational students.
Adequate care has been taken to align the content of the textbook with the
National Occupational Standards (NOSs) for the job role of Bancassurance



Relationship Associate, so that the students acquire necessary knowledge and
skills as per the performance criteria mentioned in the respective NOSs of the
Quualification Pack (QP). The textbook has been reviewed by experts so as to
make sure that the content is not only aligned with the NOSs, but is also of

high quality.

The textbook for Bancassurance Relationship Associate is structured to
comprehensively cover the essential aspects of the role, ensuring a practical
and theoretical understanding of key responsibilities. It is divided into five
modules, each addressing critical areas to prepare students for effective
performance in the bancassurance sector. Q'\/V
Vo d
Module 1 is Customer Feedback Management focuses on the importance of
feedback, exploring methods for collection, analysis, and the development of
action plans to enhance customer satisfaction. Module 2 is Relationship
Management with Bank Staff highlights collaboration, covering the roles of key
stakeholders, insurance product knowledge, staff training, and resolving
queries effectively. Module 3 is Record Maintenance and Reporting emphasizes
accurate record-keeping, maintaining activity logs, preparing sales reports, and
reconciling data for compliance and efficiency. Module 4 is Meeting Sales
Targets equips students with skills to set targets, develop strategies, monitor
progress, and adjust plans to meet objectives. Module 5 is Ethics and
Compliance in Insurance Sales underscores the importance of ethical
practices, compliance requirements, ethical selling strategies, and personal
adherence to regulations. This comprehensive approach ensures students are
well-prepared for the challe'{lﬁes of the bancassurance industry.
%\/
% Punnam Veeraiah
&(D' Professor and Head
Q Department of Business and Commerce
A PSSCIVE, Bhopal
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MODULE 1: CUSTOMER FEEDBACK MANAGEMENT

In today’s customer-centric world, businesses thrive by understanding and
responding to the needs and preferences of their customers. Customer
feedback management helps in this process, acting as a bridge between
organizations and their audiences. It involves systematically gathering,
analyzing, and acting upon customer input to improve products, services, and
overall experiences. This module, Customer Feedback Management, provi a
comprehensive understanding of how to harness customer feedback. % tool
for organizational growth and sustainability. \},

Feedback is the voice of the customer. It reflects the'l;os tisfaction,
expectations, and areas where the business can improve. mpanies that
effectively manage customer feedback are better positione adapt to market
changes, enhance customer loyalty, and maintain a (6mpetitive edge. This
module emphasizes the importance of viewing feedbackiot merely as data but
as a catalyst for actionable insights and strategic i vements.

The first session begins with understanding customer feedback is and
why it is important. This session explores.th&’concept of customer feedback
and its multifaceted significance. studen ill learn how feedback influences
customer satisfaction, builds trust, an tributes to brand reputation. It also
examines the role of feedback in in tion, helping organizations refine their
offerings to align with evolving c er needs. The second session is collecting
customer feedback is the nexticritical step. This session delves into various
feedback collection metho év cluding surveys, focus groups, interviews,
online reviews, and social™Mnedia monitoring. Each method is discussed in
detail, highlighting its advantages, limitations, and applicability in different
business contexts. session also emphasizes ethical considerations in
feedback collecti such as ensuring transparency and respecting customer
privacy. The &' session is Gathering feedback is only the beginning;
analyzing i fectively unlocks its true potential. This session focuses on
techni o interpret feedback, whether qualitative or quantitative. students
will how to categorize feedback, identify patterns, and draw meaningful
co ions. The session also introduces tools and technologies, to streamline
analysis process and generate actionable insights. The final session
addresses the practical application of feedback analysis through action
planning. Feedback without action risks losing credibility and customer trust.
This session guides participants in developing strategies to address customer
concerns, prioritize improvements, and measure the effectiveness of
implemented changes. The focus is on fostering a culture of continuous
improvement that aligns business objectives with customer satisfaction.



Through these four sessions, the module aims to equip students with a holistic
understanding of customer feedback management. By the end of this module,
participants will be able to collect, analyze, and act on feedback effectively,
transforming it into a strategic advantage. Organizations that excel in feedback
management not only enhance customer experiences but also build stronger,
more resilient relationships, ultimately driving long-term success in a
competitive landscape.



SESSION 1: CUSTOMER FEEDBACK

Customer feedback refers to the opinions, comments, and suggestions that
customers provide about a product, service, or overall experience with a
company. It can be collected through various channels such as surveys,
reviews, direct communication (e.g., e-mails, phone calls), social media, or
focus groups. Customer feedback is valuable for businesses because it helps
them understand customer satisfaction, identify areas for improvement,

make informed decisions to enhance products, services, and the c Gmer

experience. .\/@
According to Philip Kotler- “Customer feedback is information 444" opinions
received from customers about their experiences with a com / product, or

service, which helps in evaluating and improving the quality %t e offerings."

According to David A. Aaker- “Customer feedback'\% the responses,
suggestions, and evaluations that customers provide ut their experiences
with a company, which serve as an essential CS%OI for refining product
development and service delivery."

According to Michael Solomon- “Customer@edback is the verbal or non-
verbal input from customers regarding ir satisfaction, experiences, and
suggestions, used to guide decision—maéi@ processes within the organization."

These definitions all emphasize t %,&éustomer feedback is a vital source of
information that helps compani o understand customer needs, enhance
satisfaction, and drive imprO\gt%ents across products and services.

Customer feedback is essa@al for business growth, customer retention, and
continuous improvemer@ ere are two main types of customer feedback:

1. Positive Feedba%{ This is when customers share their satisfaction,
highlighting thlq}(gé they liked or appreciated about the product, service, or
experience.

2. Negati eedback: This is when customers share their dissatisfaction or
frus;éﬁons, pointing out issues they encountered, which can indicate areas

W the company needs to improve.

@RTANCE OF CUSTOMER FEEDBACK

Customer feedback is essential for product enhancement, customer
satisfaction, business innovation, early issue detection, strategic decision-
making, and retaining loyal customers. It's a powerful tool that enables
businesses to grow, adapt, and thrive in an ever-changing market. The
importance of customer feedback are given below;
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Figure 1.1 Importance of customer feedbacm

O
1. Improves Product and Service Quality: Cu%’fﬂer feedback provides
invaluable insights into what customers truly (think about a product or

service. It highlights areas that work well an se that need improvement.
By acting on this feedback, businesses ca e-tune their offerings, making
adjustments based on customer prefe es. This ensures that products

and services continuously meet Vstomer expectations and remain
competitive in the market. Wheth&@i’t's fixing bugs in software, enhancing
features in a product, or i@ing the user experience in a service,
feedback is key to constant { ovement.

2. Boosts Customer Satis %t
company listens to concerns and acts on feedback, they feel valued
and appreciated, whieh leads to higher levels of satisfaction. This trust and
positive experie gé’can significantly increase customer loyalty. Satisfied
customers a ?Q;e likely to return for repeat business and recommend the
brand to t}@, turning them into advocates. A customer who feels heard is
much likely to stay loyal and continue engaging with the brand over
time ’\

3. %es Innovation and New Product Ideas: Customer feedback is a rich
é;rce of inspiration for innovation. Customers often provide suggestions

Qfor new features, products, or services that businesses may not have
thought of. This feedback allows companies to align their offerings more
closely with customer needs and desires, helping to create new products or
improve existing ones. Moreover, it helps businesses stay adaptive and
responsive to market trends, ensuring that they can evolve with changing
customer preferences.

n and Loyalty: When customers see that a



4. Helps Identify Issues Early: Customer feedback acts as an early warning
system for potential problems. Negative feedback can alert a company to
issues before they become widespread or lead to bigger customer service
challenges. By addressing these concerns promptly, businesses can resolve
problems quickly and prevent them from escalating. This proactive
approach helps reduce the risk of dissatisfaction, negative reviews, and loss
of customers, maintaining a positive brand reputation.

5. Guides Business Strategy and Decision-Making: Customer feedback
valuable data that can guide strategic decision-making in various as of
the business. From shaping marketing campaigns to determj '\% pricing
strategies or making adjustments to customer service proce;@ , feedback
helps businesses make informed choices that are closely aligned with
customer preferences. It provides a customer-centricxﬁﬁi through which
companies can evaluate their performance and mmake decisions that
resonate with their audience. X

6. Improves Customer Retention: Acting on feedlback not only enhances the
customer experience but also plays a crucialvrole in improving customer
retention. When customers see tha L@eir input leads to tangible
improvements, they feel more connecte&o the brand, which increases the
likelihood of repeat business. Furthzﬁ}bre, a company that is responsive to
customer feedback fosters stron elationships and reduces the chances
of churn. By addressing co s and continuously improving based on
feedback, businesses can %il long-term customer loyalty and ensure a

more stable customer bas

ROLE OF CUSTOME DBACK IN IMPROVING SERVICES AND SALES
PROCESSES X,

Customer feedbac'gbelps in improving services and sales processes by helping
businesses to erstand customer needs, optimize workflows, personalize
experiencesidentify new sales opportunities, enhance employee performance,
build t d drive ongoing improvement. By leveraging feedback effectively,
busine@ can create a more responsive, customer-centric approach that leads
to Aigher satisfaction, increased sales, and greater long-term success.

mer Feedback is a vital resource that can significantly improve services
and sales processes. Following points shows how it plays a crucial role:

1. Improving Service Quality: Customer feedback is instrumental in
pinpointing areas where a service may be lacking or could be enhanced. For
example, if customers frequently mention long wait times or difficulties
navigating a website, businesses can address these pain points by
optimizing their processes. Actively listening to feedback allows companies



to fix problems that directly impact service delivery, ensuring a higher level
of quality and a better customer experience overall.

2. Personalizing Customer Interactions: Through feedback, businesses gain
insights into customer preferences, behaviors, and needs. This allows
companies to personalize their services, offering tailored solutions that are
more likely to resonate with customers. For example, if feedback shows that
certain customers prefer a more hands-on approach or require additidmal
support during a transaction, businesses can adapt their approach to cgeate
a more customized and satisfying experience. Personalized service, nces
customer engagement and loyalty, which are key drivers o g-term

success. 0,

3. Streamlining Sales Processes: Feedback helps to iden 'beottlenecks or
friction points in the sales journey. If customer expt& frustration with
complex forms, confusing pricing structures, or defays in response time
from sales reps, businesses can streamline thQ rocess. For instance,
simplifying checkout procedures or provi more detailed product
information upfront can make it easier for customers to make purchasing
decisions. By acting on feedback to i r@e these steps, companies can
accelerate the sales cycle, reduce. @ t abandonment, and increase
conversion rates. 6'(,

4. Enhancing Customer Retenti rB.KWhen businesses show that they value
customer feedback and ma improvements based on it, it increases
customer satisfaction an rengthens loyalty. Loyal customers are more
likely to return, recom the brand to others, and continue doing
business. For insta%y if customers provide feedback about issues with
product features ‘Qf,i ressing those concerns through product updates or
services can im e retention rates. Feedback-driven improvements create
a more po 62 customer experience, which is essential for retaining
custome%ﬁompetltlve markets.

5. Identi g New Sales Opportunities: Customer feedback can reveal
x‘needs or desires that sales teams may not have anticipated. For
ple, customers may suggest additional product features or express
erest in complementary products that weren't previously offered. By
paying attention to these suggestions, businesses can uncover new sales
opportunities, introduce new products or services, and even identify
potential cross-selling or up-selling options. This feedback helps sales teams
to adapt their offerings to better meet customer demand, boosting both sales
and customer satisfaction.



6. Improving Employee Performance: Customer feedback provides valuable
insights into employee performance, particularly in roles related to service
and sales. Positive feedback can motivate employees, while negative
feedback reveals areas where further training or development is needed. For
instance, if customers frequently mention that a sales representative was
unhelpful or lacked product knowledge, it signals a need for more training
in those areas. Regularly using feedback to assess and improve employee
performance leads to better service quality, more effective sales efforts%’d
an overall improvement in the customer experience. %Q

7. Building Brand Trust and Credibility: When customers see t[yat their
feedback leads to tangible improvements in service and salengocesses, it
strengthens their trust in the brand. A company that list&s and acts on
customer concerns demonstrates a commitment to continous improvement
and customer satisfaction. This builds credibility, m Rég customers more
likely to continue purchasing from the brand a&ﬁ(recommending it to
others. Trust is a cornerstone of customer loya t@&nd customer feedback is

an essential tool in building and maintaining trust.

8. Driving Continuous Improvement: C t@er feedback is not just a one-
time resource—it's an ongoing proces%at provides continuous insights
into customer needs and preferences\By regularly collecting and analyzing
feedback, businesses can ma Small adjustments that add up to
significant improvements ov e. This ongoing loop of feedback and
improvement ensures that ices and sales processes evolve in line with
changing customer expec@t ns and market trends. This commitment to
continuous improve elps businesses stay competitive and maintain a
customer-focused

Different types of &back

The different t & of feedback serve a unique purpose and can be used to
gather iwnt insights from customers, employees, or stakeholders.
Normally,“Kgedbacks are categorised into

1. Qualitative Feedback:Qualitative Feedback is descriptive and non-
eric, focusing on the subjective aspects of customer or employee
experiences. It includes comments, opinions, and personal insights that
reveal how individuals feel about a product, service, or interaction. This type

of feedback is typically gathered through open-ended surveys, interviews, or
focus groups. While qualitative feedback is rich in detail, it requires careful
analysis to identify patterns or actionable insights. It is useful for
understanding the emotions, motivations, and reasons behind customer
satisfaction or dissatisfaction. For example, a customer might provide



feedback saying, "The checkout process is confusing," offering insights that
help businesses understand pain points that need attention.

2. Quantitative feedback:Quantitative feedback, on the other hand, involves
numerical data that can be measured and analyzed statistically. It includes
rating scales, survey scores, or any other data that can be expressed
numerically. Examples include Net Promoter Scores (NPS), customer
satisfaction scores (CSAT), or product rating scales. This type of feedback.is
ideal for measuring and tracking trends, allowing businesses to benchf@ark
their performance over time or compare it with industry st@ ards.
Quantitative feedback provides clear, objective data that is ea analyze
and can be used for decision-making, such as determini@ a service
improvement has led to higher satisfaction or if a pr(ﬁlct feature is
effective. <

AS)

The other types of feedbacks are as follows; \.JO

1. Formal feedback is structured and typically gath8ced through scheduled or
official channels. It follows a set process is often part of regular
performance evaluations, surveys, or revigw) meetings. This could include
annual employee performance reviews,\customer satisfaction surveys, or
post-event evaluations. Formal feedbagkiis valuable because it is organized,
consistent, and can be used f ng-term assessments and strategic
decisions. For example, a com might use formal feedback to evaluate
overall employee performancé gather in-depth customer insights about
their latest product. %

2. Informal feedback i @ontaneous, unscheduled, and usually occurs in
casual settings. It 53%ome from spontaneous conversations, social media
comments, or c48yal emails. This type of feedback often reflects the
immediate tho §§ or reactions of a customer or employee and is more
fluid than fe 1 feedback. Although informal feedback can sometimes be
less stn@lred, it can provide real-time insights that reveal emerging
trendgi~issues, or sentiments. For example, a customer might share a quick
con@ t on Twitter about a great experience or express frustration about a

ct issue, giving businesses immediate feedback they can act on

Q%%I':ly-

3. Positive feedback highlights what is working well, recognizing and
reinforcing desirable behaviors or actions. This type of feedback is crucial
for morale and motivation, whether in an employee context or in customer
interactions. For employees, positive feedback can help boost confidence,
encourage good practices, and promote job satisfaction. For customers,
positive feedback helps reinforce the satisfaction with a product or service,



creating a sense of loyalty. For example, a customer might praise a company
for its excellent customer service, saying, "The staff was friendly and
helpful,” which can be used to build on strengths and encourage the team
to continue the good work.

4. Negative feedback points out areas of dissatisfaction, problems, or
shortcomings. While it may seem less pleasant, negative feedback is crucial
for identifying issues that need immediate attention or improvement. Kor
businesses, negative feedback provides a clear signal of areas where @heir

product, service, or processes are falling short. For example, a, omer
may write a review saying, "The product didn't work as expectéd;” which
would signal the company to investigate and potentially e product

enhancements. Addressing negative feedback is essentiak for improving
service quality, resolving customer complaints, and\é&aining customer
loyalty.
O

5. Constructive feedback is a form of negative f{é&back that focuses on
improvement and provides specific, actionable (Suggestions. Unlike purely
critical feedback, which highlights problems, >constructive feedback helps
the recipient understand how they can i p@re and what steps to take next.
In employee performance reviews, corx&‘uctive feedback might look like,
"You did a great job with the pre \Eation, but it would be even more
effective if you provided more vis aids next time." In customer service, it
could involve suggesting a@éﬁve products that better meet the
customer’s needs. Constructivé feedback is valuable because it not only
identifies issues but also c@e solutions.

"

6. Self-feedback refers-*t6 individuals reflecting on their own actions,
performance, or (%avior. It is often used as a tool for personal
development, w a person assesses their own strengths and areas for
improvemer@‘& the workplace, self-feedback might come in the form of
self-assessment forms where employees evaluate their own contributions,
produg@%, or behavior. In customer experience, individuals might reflect
on l&r purchasing decision or service interaction to determine their
S ction. Self-feedback encourages self-awareness and accountability,

Q@ding to personal growth and better performance over time.

7."360-degree feedback is a comprehensive feedback process where input is
gathered from multiple sources, including managers, peers, subordinates,
and even customers. This feedback is designed to provide a well-rounded
view of an individual’s performance, behavior, and impact within the
organization. It’s often used in leadership development and performance
evaluations to help individuals gain a broader perspective on their strengths
and areas for growth. For example, a manager might receive feedback from
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their team on how they communicate and lead, from their peers on
collaboration, and from their subordinates on how they provide guidance
and support.

8. Real-time feedback is immediate and provided shortly after an event or
interaction. This type of feedback is invaluable because it allows businesses
to make quick adjustments and improve the customer experience on the
spot. For example, a customer service agent might ask for feedback
immediately after resolving an issue, asking the customer to rate Eheir
experience or provide comments. Real-time feedback is often d in
customer support, sales, and service interactions to addr(;\sdwoncerns
promptly, resolve issues quickly, and improve overall satisfact@.

9. Delayed feedback is provided after a certain amount of_ time has passed
since the event or interaction. This type of feedback is \«@&Sble for assessing
long-term satisfaction, the effectiveness of changeg))or the impact of a
product or service over time. For instance, afte&a customer has used a
product for several months, a company might &8nd a follow-up survey to
gather feedback on product durability erall satisfaction. Delayed
feedback allows businesses to evaluatf&cﬁ lasting impact of their efforts

and make adjustments for future impro ents.

Applications of Feedback \,6
The applications of feedback s arious business areas, from customer
experience and employee develepment to strategic decision-making and

continuous improvement. B veraging different types of feedback we can
gather valuable insights that guide both immediate actions and long-term
strategies. Feedback is cial for identifying problems, reinforcing strengths,

and driving innovati(&}, ultimately helping businesses better meet the needs of
their customers a@mployees. Following are the applications of feedback:

Type of Fe/gd{;l:k Application
Formal Feed{ﬁ@k Employee Development and Strategic Decisions
Informal‘@e&b'ack Immediate Problem Resolution and Engagement
Positi&e@“gé’dback Reinforcing Positive Behaviour and Customer Loyalty
Negaﬁ@'Feedback Identifying Areas for Improvement
Qo,@—uctive Feedback | Providing Actionable Insights for Improvement
Se¥-Feedback Personal Growth and Self-Reflection
360-Degree Feedback Holistic Performance Evaluation
Real-Time Feedback Immediate Issue Resolution and Service Enhancement
Delayed Feedback Long-Term Evaluation and Post-Purchase Insights

10



PRACTICAL EXERCISES

Activity 1: Analyzing Customer Feedback for Service Improvement

Materials Required:

Customer feedback surveys (both qualitative and quantitative)

Pen and paper

e Computer with Excel or Google Sheets for data analysis @b’
o Whiteboard or chart paper for presenting findings . %Q
D

Procedure: O

1. Divide the class into small groups. QO'

2. Each group is given a set of customer feedback (mix ,%%’ositive, negative,
qualitative, and quantitative data). O

3. Ask the groups to categorize the feedback into common themes (e.g.,
customer satisfaction, product quality, servic ery, etc.).

4. Have them analyze the feedback for @tterns, especially areas for
improvement. N

5. Ask each group to create a report badg}t on their findings, outlining specific
areas for improvement in service. X

6. Groups should suggest soh@ls for addressing negative feedback and
methods to enhance posit'vﬁeedback.

7. Each group will presegt their findings to the class, with a focus on
actionable steps for @'Ice improvement.

8. Discuss as a cla&\how customer feedback can be used to guide strategic

decision—makinéb'

Activity 2: @16 lay — Handling Customer Feedback

Materia

uired:

Scripts or feedback scenarios (both positive and negative)

. Q@)ps (optional)

Timer

Pen and paper for feedback recording

Procedure:

1. Assign students roles of "customer" and "customer service representative."

11



8.

. Provide each pair with a feedback scenario (both positive and negative

feedback) for practice.

. The customer will share their feedback (either positive or negative) while the

customer service representative listens actively and responds appropriately.

. After receiving the feedback, the customer service representative should ask

questions to clarify issues, show empathy, and offer solutions (for negative
feedback) or reinforce positive aspects (for positive feedbackj).

<
Each scenario should last around 3-5 minutes. The class can use a%@{er to
keep the session on track. \’},

. After each role play, have the class discuss the effec 'v@i@ss of the

responses and suggest improvements for handling customer fgedback.

. Encourage peer feedback on the responses, focusing oh(#mpathy, solution-

oriented communication, and professionalism. \9

Repeat the process with different pairs, changing&w scenarios.

Activity 3: Creating a Feedback Survey for Busingss Improvement

Materials Required: \,

.\(b'

Computers with survey tools (Goo Qﬁorms, Survey Monkey, etc.)

Paper and pens

A case study (real or hypo ical) of a business in need of customer

feedback bﬁ

Procedure: A

1.

4

X
Present a case stu of a company that is struggling with customer
satisfaction or sels‘éc'e quality (real or hypothetical).

. Ask studen?& identify key areas where customer feedback could provide

valuable jnsights (e.g., product features, service delivery, etc.).

In gr , students will design a customer feedback survey tailored to that
co y’s needs.
survey should include a mix of qualitative and quantitative questions,

Q,such as Likert scale ratings, open-ended questions, and specific suggestions

5.

6.

for improvement.

Once the surveys are designed, students will use an online tool (Google
Forms, Survey Monkey) to create the survey.

After completing the survey, groups will simulate collecting responses from
customers (using classmates or hypothetical responses).

12



7. Finally, students will analyze the survey data and provide recommendations
for improving the business based on the feedback collected.

CHECK YOUR PROGRESS
A. Fill in the Blanks:

1. Customer feedback helps businesses to understand customer

2. feedback focuses on the measurable data and can be used@)r
statistical analysis. «QQJ
3. feedback is more descriptive and includes com@ nts or
suggestions. “Q
4. One of the benefits of acting on customer feedback is im@oved customer
<&
o 0 |
5. feedback helps to identify issues g%gy, preventing larger
problems from developing.
B. Multiple Choice Questions: %O
1. Which of the following is a type of cus@ner feedback that is based on
numerical ratings? Q
L ,("\
a) Qualitative feedback <
X

b) Quantitative feedback &

c) Informal feedback
d) Constructive feedb @S

2. What does custord%&feedback help businesses to improve?
a) Employee S ies

b) Servic (?:cy and customer satisfaction

c) Le olicies
&icmatlons
3 ich feedback type provides insights from multiple sources, including
managers, peers, and customers?
a) Self-feedback
b) 360-degree feedback
c) Real-time feedback

d) Constructive feedback

4. What is the main purpose of negative feedback?
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a) To praise the company
b) To identify areas for improvement
c) To promote the company

d) To provide compliments

. What kind of feedback is gathered immediately after a service

interaction? b,
a) Formal feedback «QQJ
b) Delayed feedback .\?

O

c) Real-time feedback QQ
d) Informal feedback <

C. State whether the following statements are True obl"\‘gse

1.
2.

Customer feedback is only valuable when it is W:s%five.

Quantitative feedback provides numerie%Qata that can be easily
analyzed. @

. Informal feedback is collected througg\«formal channels such as surveys

and scheduled meetings. ,i:\
<

. Constructive feedback helps(b)f’o improve performance by suggesting

actionable solutions.

. Real-time feedback all businesses to make adjustments immediately

after an interaction. 0

D. Match the Column:%

eX
N/
S.No Colu%% S.No Column B
N
1 Quai' Bi>e/ Feedback A Numerical data that is measured
2 titative B Immediate, collected on the spot
@ dback ’
e

Q(O Formal Feedback C Descriptive and detailed comments

4 | Real-Time Feedback D Structured, collected through official

surveys
5 | Positive Feedback E Feedback highlighting satisfaction and

appreciation

E. Short Answer Questions
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. What are the two main types of customer feedback?

. How does customer feedback help businesses to improve their products

and services?

3. Why is negative feedback important for businesses?

. What is the difference between qualitative and quantitative feedback?

5. How can businesses use customer feedback to enhance emplo¥yee

performance? 9

A%
\>

F. Long Answer Questions

1.

5.

Discuss the importance of customer feedback in 1m£%v1ng customer
satisfaction and loyalty.

. Explain the role of customer feedback in drivi,@mnova‘uon and new

product development. Provide examples. \/

. How can customer feedback guide bus%ss strategy and decision-

making? @

. Describe the different types of feedbag and how they can be utilized for

business growth. 6'(,

How can a company effecti KTSI handle both positive and negative
customer feedback to foste&g term success?

G. Check Your Performancebﬁ

1.

4

Have you been a (‘/&' differentiate between various types of customer
feedback?Yes / N
X

. Can you degeribe how customer feedback contributes to improving

service ?Yes / No

. Doy nderstand how businesses can use feedback to drive innovation

a owth?Yes / No

é/\ you explain the significance of handling negative feedback
% ffe

5.

ctively?Yes / No

Have you learned how to design a customer feedback survey that aligns

with business goals?Yes / No
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SESSION 2: FEEDBACK COLLECTION METHOD

Feedback refers to the process of providing information or responses regarding
an individual’s or organization’s performance, actions, or outcomes, with the
goal of promoting improvement, learning, or growth. It involves the exchange of
information between parties to inform or correct behaviors, actions, or
decisions. Feedback can be positive (reinforcing desired behaviors) or negative
(highlighting areas that need improvement). It plays a crucial role/N
communication, learning, and organizational development. 9

According to Peter M. Senge "Feedback is the process o ";gbviding
information about the consequences of a person’s actions, whethet“@ not those
actions are achieving desired results."

According to Kluger & DeNisi "Feedback is informatiofd) provided to an
individual regarding their performance relative to a goalvYor standard. This
feedback can be used to adjust future actions, imp skills, and achieve
better outcomes." O\/

According to John Hattie and Helen Timperley "Feedback is information
that is provided to learners with the aim of Q g the gap between the current
state and the desired goal or standard." , (b'

N
According to David Rock "Feedback 1@& critical tool for personal growth and
development, but how feedback is c}éﬁvered is essential to ensure it promotes
motivation and learning, rather t‘l@r threat or resistance."

Significance of feedback bﬁ

Feedback holds great i&&émce in personal, organizational, and educational
contexts. It is a key ele t in enhancing performance, fostering learning, and
guiding improvemenfé'Following are the major significances of feedback:

S
4@0
L
&
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Facilitates Supports Motivates & Enhances
Improvement Learning and Reinforces Communication
and Growth

Development Positive Behavior

£ o2 &-B

Aligns Improves Encourages Promotes b'
Expectations Decision-Making Accountability Innovation and
with Reality Adaptation QJ

=)

Fig. 1.2 Significance of feedback \OQJ

. Facilitates Improvement and Growth: Feedb&@ provides valuable

information on areas where individuals or orgghfizations can improve. It
highlights strengths to reinforce, as well as @nesses or gaps that need
attention. Whether in the workplace or i ucational settings, feedback
helps in making adjustments to proces@@ehaviors, and skills for better

results. \{b’

. Supports Learning and Developr&@ﬁ: In learning environments, feedback
acts as a bridge between wher @1earner is and where they need to be. It
helps students to underst rﬁlow well they are performing and what
changes are necessary improve their knowledge or skills. In the
workplace, regular fee b@e helps to employees grow in their roles and align
with organizational .

. Motivates and li&;&forces Positive Behavior: Positive feedback motivates
employees 1(, learners by acknowledging their efforts and
accomplish ts. It reinforces desirable behaviors, encourages repeat
actions% boosts confidence. Recognizing achievements helps to maintain

high levels of engagement and morale.

. E ces Communication: Feedback fosters open communication between

ifidividuals or teams, ensuring everyone is aligned with expectations and
ngals. It also helps to clarify misunderstandings, remove ambiguities, and
strengthen relationships. Constructive feedback encourages a culture of

dialogue and improvement within organizations.

5. Align Expectations with Reality: Feedback helps individuals and

organizations assess whether their actions or efforts are aligned with
expectations, goals, or desired outcomes. It provides a reality check and
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ensures that strategies or behaviors are on the right track. In businesses,
this alignment is crucial to achieving organizational objectives and customer
satisfaction.

6. Improves Decision-Making: Feedback gives critical information that aids in
making informed decisions. For managers, feedback from employees or
customers can provide insights into operational challenges, customer needs,
or market trends, enabling better decision-making. It also helps
evaluating whether strategies are working as planned or need adjustmef®.

7. Encourages Accountability: Providing feedback fosters a,-° se of
responsibility and accountability, both for individuals and izations.
When individuals receive feedback, they are more likely to t%ﬁ%zvnershlp of
their actions and work towards improvement. Feedback s performance
and behavior visible and measurable, which enc&ges continuous

evaluation and responsibility. \/O

8. Promotes Innovation and Adaptation: Feedback, particularly from
external sources (like customers or users), s businesses innovate by
highlighting areas where new solutions needed. Continuous feedback

loops allow organizations to adapt to chaqlgmg market conditions, customer
demands, and technological advan %’ents leading to better product
development, services, and custorrﬁ@ perience.

METHODS FOR COLLECTING C@%MER FEEDBACK

There are various methods for ollecting customer feedback, each suited for
different business needs a Jectlves The choice of method depends on
factors like the type of fi B@&fwk desired (qualitative or quantitative), the scope
of feedback (individual o6¥/large-scale), and the customer touchpoint. Following
are the various met s for collecting customer feedback:

1. Surveys ar of the most common and effective ways to gather customer
feedback ?can be distributed through various channels, such as email,
onhne«@ forms, or even in person. Surveys often include structured
que s, such as ratings or multiple-choice answers, allowing businesses
t lect large amounts of data efficiently. For example, Customer

isfaction Surveys (CSAT) measure how satisfied customers are with a

Qproduct or service. Net Promoter Score (NPS) surveys are also used to
gauge customer loyalty by asking how likely a customer is to recommend
the business to others. Although surveys are great for gathering quantifiable
feedback, they may miss the deeper, qualitative insights that can only be
gathered through open-ended responses. Additionally, surveys can suffer
from low response rates if they are too lengthy or inconvenient.
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2. Interviews involve one-on-one conversations between businesses and
customers. They are typically in-depth, allowing for more detailed responses
and a deeper understanding of customer experiences. Interviews can be
conducted in person, over the phone, or via video conferencing. This method
is ideal for obtaining rich, qualitative data, as it allows businesses to ask
follow-up questions, clarify responses, and explore topics in more detail.
While interviews provide valuable insights, they are time-consuming and

often resource-intensive, limiting the number of customers that c e
engaged. However, they work well when seeking feedback from QCSelect
group of customers or when trying to uncover specific issues. '\,%

3. Focus Groups are similar to interviews but involve a s group of

customers, typically 6-10 people, discussing a product, sétvice, or brand
experience. A moderator leads the conversation t\oo@nsure that the
discussion stays on track and covers all relevant topicsT Focus groups are
particularly useful for uncovering customer opinion%S?eelings, and reactions
to new products or ideas in a collaborative € nment. They encourage
group interaction, which can lead to new idééand perspectives that may
not emerge in individual settings. However@)cus groups are expensive and
time-consuming to organize, and the. r@};ﬂts may be biased by dominant
personalities or groupthink. ,g\

4. Online Reviews & Ratings are &nzéther important method for gathering
customer feedback. Custome@?e‘n leave reviews on third-party platforms
such as Google Reviews, Yelp,”Amazon, and Trustpilot. These reviews are
readily available and offe@ sinesses a snapshot of how their products or
services are perceived. iews often include a star rating system along with
written comments, wing customers to share both quantitative ratings
and qualitative (céﬁﬂrions. While online reviews can provide valuable social
proof and hel 2 ract new customers, they may be biased toward extremely

positive or ative experiences, and businesses have limited control over
the fee they receive.
5. Socij edia Feedback allows businesses to collect customer feedback in

re@z) ime through platforms such as Facebook, Instagram, and LinkedIn.
@my customers use social media to share their experiences, ask questions,

Qor voice complaints, which can provide valuable insights for businesses.
Social media monitoring tools can track mentions of a brand, product, or
service to capture customer sentiments, whether positive or negative. This
method allows businesses to stay engaged with customers, resolve issues
promptly, and assess overall brand perception. However, social media
feedback can be unstructured and difficult to analyze, and negative
comments can quickly spread if not managed effectively.

19



6. Live Chat and Chatbots have become popular tools for collecting customer
feedback in real time. Many websites and apps now feature live chat options
or automated chatbots that engage customers directly during or after a
service interaction. These systems often prompt users with simple
questions, such as asking for a rating of the interaction or whether their
issue was resolved. Chatbots can also gather feedback in a more automated
and efficient manner. While this method provides immediate insights, it may
not capture complex feedback or deeper emotional responses, as custoé&s
are often responding to a limited set of predefined questions. \Q

7. Customer Feedback Boxes are simple feedback tools that can \&tegrated
into websites, mobile apps, or online platforms. These typic appear as
small pop-up windows or survey forms that ask users™{o share their
opinions, rate a product, or report an issue. Feedback%&s are quick and
easy for customers to engage with, and they ca e used to collect
spontaneous feedback at various touchpoints thfotighout the customer
journey. However, they may be limited in scop é%d often don’t capture the
context of the feedback, which can make itérder to address underlying

issues effectively. @

8. Customer Support Interactions also(%i‘ovide valuable opportunities for
feedback. After a customer service\ifiteraction, companies can request
feedback through follow-up emgails” or surveys to assess how well the
support team handled the %@‘ This method is especially useful for
gathering feedback from custotners who have had direct interactions with
the business, such as thc@ ealing with technical support, complaints, or
inquiries. It can provi luable insights into the effectiveness of customer
service practices. Ho%ver, feedback gathered through this channel is often
limited to those%iho have had a support issue, meaning it may not
represent the bg der customer base.

9. Usability ~Testing is particularly useful for gathering feedback on the

usabili d user experience of a product, website, or app. In usability
testingy, customers are observed while interacting with a product or system,
o iven tasks to complete. The feedback collected from these tests helps

@ntify issues in the user interface (Ul), design, or functionality that may be

Qcausing frustration or confusion. This method provides detailed, action-
oriented feedback that can guide product improvements. However, it is time-
consuming and resource-intensive, as it requires careful planning and
expert analysis of the results.

BEST PRACTICES
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The key to successfully collecting customer feedback is ensuring that each
method is optimized for engagement, clarity, and actionability. It’s important to
make the feedback process seamless and responsive. The best practices for

each method of collecting customer feedback:

Method Best Practices

e Keep surveys short and focused to encourage
higher response rates.

e Use a mix of question types (e.g., multi
choice, Likert scale, open-ended) to b ce
quantitative and qualitative insights. '\/

Surveys e Offer incentives to increase particip

e Use clear and simple langu to avoid
confusion.

e Send surveys at the '@Q time (e.g.,
immediately after a pu181 se or customer
service interaction). XD

e Prepare a structured i&of questions but allow
for open-ended onses to encourage
detailed insight

e Create a c @table environment to help
customers. at ease and provide honest

. feedback.
Interviews

O

N/

Ask follqgiup questions to dig deeper into the
"why! (Bshind their answers.
Ke he interviews focused on specific topics

éﬁprevent drifting off-track.

cord and analyze the responses thoroughly
for actionable insights.

Select a diverse group of participants to get
varied perspectives.

Hire or train skilled moderators who can
manage group dynamics and keep discussions
on track.

Encourage open discussion
everyone has a chance to speak.
Set clear objectives for the session to ensure it
remains focused.

Record the session (with consent) for later
analysis.

and ensure

Online Reviews

Ratings

&

Respond promptly to both positive and
negative reviews to show customers that their
feedback is valued.

Monitor reviews regularly to track emerging
trends or issues.

Use review aggregation tools to collect and
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analyze feedback across different platforms.
Encourage satisfied customers to leave reviews
(without being pushy).

Address complaints publicly and provide
resolutions to demonstrate transparency.

Social Media Feedback

Monitor social media channels regularly using

social listening tools to track customer
sentiments and feedback.
Engage in real-time conversations

customers to address concerns immediat%@
Be transparent and authentic 4m ~your
responses to build trust.

Encourage users to share fee%aat through

hashtags, polls, or direct messages.

Don't ignore negative kgéack;
\

constructively and professignally.

respond

Live Chat and Chatbots

Make chatbots convershtional and intuitive,

with natural langége processing (NLP)

capabilities. %

Provide clear o;@n for customers to escalate

to a human agent’if needed.

Use feedba rompts after interactions (e.g.,

"Was this ‘léfpful?”).

EnsureXchatbots are available 24/7 to gather

feed during all hours.

Perspnalize the interaction to make customers
1 valued (e.g., addressing them by name).

&&‘b

Q’giib‘;ack
R\

Q’\,

Customer
Boxes

\“Position feedback boxes at the right
touchpoints, such as after purchases or
support interactions.

Keep questions simple and specific to avoid
overwhelming customers.

Offer an incentive, like discounts or loyalty
points, to encourage participation.

Make the feedback form easily accessible and
visible but not intrusive.

Use follow-up questions or
prompts to gather deeper insights.

open-ended

Va WS

~

Customer
Interactions

Support

Send follow-up surveys or emails immediately
after support interactions to capture the
customer’s immediate reaction.

Keep the feedback request short and focused
on the specific issue addressed.

Ask open-ended questions to learn about
customers' experience beyond a simple rating.
Track recurring issues or common themes to
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identify areas for improvement in products or
services.

Ensure that responses are acknowledged and,
if necessary, acted upon.

Usability Testing

Select users who reflect your target customer
base to ensure relevant feedback.

Observe users without interrupting them to get
an authentic reaction to the product or servic
Ask users to think aloud while interacting

the product so that you can understandg@reir
thought process.

Focus on key tasks or features %Q)\identlfy

specific usability issues.
gpth analysis

Customer
Boards

Advisory

AL

Record testing sessions for in-
represent your

later.
611%’

Choose board members
key customer segmen& and can provide
s to stay updated on

valuable insights.

Hold regular me%

customer conce d expectations.

Create a str ed agenda for meetings to
focus on ke &smess topics.

Encoura pen honest, and constructive
feedbacdk’in a collaborative setting.

Use rd member feedback to shape long-
ter strategies, product development, and
ices.

g{wfb

Customer fact1on

(CSAT) E Q.é or Post-

Intera%)i& Surveys
Q‘E)

Ok-keep CSAT surveys short (1-3 questions) for

quick responses.

Timing is key: send feedback
immediately after interactions,
support call, or a recent purchase.
Ask specific, targeted questions (e.g., "How
satisfied were you with your experience
today?") to measure satisfaction clearly.
Provide a simple rating scale (e.g., 1-5) and
offer an open-ended section for additional
comments.

Follow up on negative feedback to resolve
issues and show customers you care about
their experience.

requests
such as a
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PRACTICAL EXERCISES

Activity 1: Designing a Customer Feedback Survey

Materials Required:

Computer or smartphone with survey software (Google Forms, Survey
Monkey, etc.)

o Internet connection b,
o Sample feedback questions *QQJ

e Pen and paper (optional for note-taking) \<)\>%
Procedure: 0’

1.
2.

® N o a >

Research examples of feedback surveys used in your industry or context.
Choose a survey tool and create a new survey project.o

Design 5-10 questions using a mix of question types (e.g., multiple-choice,
Likert scale, open-ended).

Share the survey with a test group (e.g., cla@nates or colleagues).

Collect and analyze the responses usin@e survey tool's built-in analytics.
Identify trends or insights from the ‘@}{;\feedback.

Revise the survey questions b%@‘m the results for clarity or relevance.

Discuss the importance of%ti ing and incentives in improving response

rates.

Activity 2: Social Medi@e%back Monitoring
Materials Required: X,

Social media a nts (e.g., Facebook, Twitter, Instagram)

Social med@stening tools (e.g., Hootsuite, Brand24, or free options like
TweetD

Lap@\pr smartphone

Pr%@ne:

&Choose a product or service to monitor on social media.

2.

Set up alerts or search for hashtags, mentions, or keywords related to the
product.

. Record positive, neutral, and negative comments in a spreadsheet for

analysis.

. Identify patterns or recurring themes in the feedback.
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6.
7.
8.

. Draft a response strategy for each type of feedback (e.g., addressing

complaints, thanking positive comments).
Use social media tools to reply to customer feedback in real time.
Reflect on how the feedback aligns with the business's objectives.

Share a report summarizing insights with the group.

Activity 3: Conducting a Focus Group Discussion for product feedback b,
Materials Required: 9

o

Product prototype or description \.}/

O

Comfortable meeting space or virtual meeting platform 0
Recording device or notetaking materials Q
List of open-ended questions O

Consent forms for recording \.JO

X

Procedure: Q)

® N o o k& b=

B.

Select 6-8 participants for a diverse perspe@e on the product.

Prepare a structured guide with open-e questions.

Begin the session by introducing theéﬁ}fpose and product details.

Ask participants for their initialréactions and encourage open discussions.
Use follow-up questions to e re deeper insights.

Record responses (audlo @ 0, or written notes) with consent.

Summarize key ther@KProm the discussion.

Present the ﬁndlrfg)éuand recommendations based on feedback.
<" CHECK YOUR PROGRESS

Fill m\§y1anks
1. Fciq' ck helps to bridge the gap between the current state and the
goal.

@The method collects feedback through one-on-one conversations.

3. Social media feedback often requires tools to analyze
unstructured data.

4. A score is used to gauge customer loyalty in surveys.
5. Focus groups are moderated discussions with participants.

Multiple Choice Questions
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1. What is the main purpose of feedback?
a) To criticize performance
b) To enhance learning and improvement
c) To create competition

d) To discourage mistakes

2. Which method is best for gathering detailed qualitative data? QJG
a) Surveys . %Q’
b) Interviews \()\}
c) Live chat QO'
d) Feedback boxes <
3. Which platform is NOT typically used for online r)e{g'gws?
a) Yelp X
b) Twitter %O
c) Trustpilot \,©
d) Amazon '\(b'
4. What is the role 26\,6 moderator in a focus group?

a) To collect survey respons
b) To observe participa t%quletly
c) To guide and kee ussions on track
d) To design ques s for interviews
5. Which metho%&g most resource-intensive for collecting feedback?
a) Survey@(’
b) U ity testing
dback boxes
%b Online reviews
&State whether following statements are True or False
1. Feedback is only useful when it is positive.
2. Live chat and chatbots provide feedback in real time.
3. Focus groups are inexpensive and easy to conduct.
4

. Surveys are suitable for collecting large-scale data efficiently.
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5.

Social media feedback is always structured and easy to analyze.

D. Match the Column

S.No Column A S.No Column B
1 | Customer Satisfaction A Interviews
2 | In-depth responses B Surveys @b’
3 | Small group discussion C Usability Testing K %Q
. . Y
4 | Real-time engagement D Live Chat and Chatbots\@
Y -
S | Product usability issues E Focus Groups e,
O
E. Short Answer Questions \/\zo
1. Define feedback and explain its importanc (Qommunication.
2. List three methods of collecting custon@ feedback and briefly describe
each. N
3. Why is social media feedback cons;@ered unstructured?
4. How do Net Promoter Score surveys measure customer loyalty?
5. What is the role of feedbac decision-making?

F. Long Answer Questions b.

1.

2.

3.

4

Explain the m%ﬁcance of feedback in fostering learning and
development, ;Qy ing examples from educational or workplace settings.

Compare a ontrast interviews and surveys as feedback collection
methods@hlighting their strengths and limitations.

Discﬁ) how feedback promotes accountability and innovation in
oL, zations.

borate on the challenges businesses face in collecting and analyzing

Q% social media feedback.

5.

Describe the process of conducting a focus group and its relevance in
understanding customer opinions.

G. Check Your Performance

1.

Submit a summary of insights gathered from feedback collected during
an activity.
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2. Reflect on the effectiveness of the feedback collection method you used
and suggest improvements.
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SESSION 3: ANALYZING CUSTOMER FEEDBACK

Analyzing customer feedback involves systematically reviewing client opinions,
complaints, and suggestions to identify and improve service quality, and
address any other problem. This process enhances customer satisfaction and
strengthens trust in the company's brand.

Fig. 1.3 Analyzin&hstomer Feedback

TECHNIQUES FOR ANALY AND INTERPRETING CUSTOMER
FEEDBACK DATA

1. Collect Feedback: Useﬁﬁple channels such as surveys, online reviews,
in-branch forms, a{%%ustomer interviews to gather diverse feedback.

2. Organize Data: tegorize feedback by themes (e.g., claims processing,
policy feature,gr,(&'ustomer service) to identify recurring issues or trends.

3. Quant1§é Analysis: Use statistical methods to analyze numerical data
from ys, such as satisfaction scores.

4. a?}atlve Analysis: Conduct thematic analysis on open-ended feedback
entlfy patterns and key customer concerns.

SQG‘%entlment Analysis: Apply tools or software to analyze the tone (positive,
neutral, or negative) in customer comments to understand overall
satisfaction levels.

6. Customer Segmentation: Break down feedback by demographics, policy
type, or purchase channel to understand specific needs and key concerns
of different customer groups.
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7. Track Key Performance Indicators (KPIs): Monitor metrics such as
complaint resolution time, customer retention rates, and claim satisfaction
to evaluate service quality.

8. Benchmarking: Compare feedback data with industry standards or
competitors to identify areas for improvement and differentiation.

9. Use Data Visualization: Create charts, graphs, and dashboards to present
insights clearly and identify trends at a glance.

10. Regular Reporting: Develop structured reports to share m&gl%Q'w
relevant teams for informed decision-making.

11. Actionable Insights: Translate feedback into specific actio S, such as
improving communication, revising policy features, or enhafncing customer

support. ,\O@
12. Feedback: Follow up with customers to acknowleq%’gheir feedback, share
improvements made, and reinforce trust. X,

By employing these techniques, insurance sales‘%ms can effectively interpret
customer feedback to improve services, fo@r loyalty, and drive business

growth. N
IMPORTANCE OF IDENTIFYING TREI&JE{,§AND AREAS FOR IMPROVEMENT
Identifying trends and areas Q—és’improvement in customer feedback

management is essential for cing customer satisfaction and driving
business growth. By recogniz' g recurring patterns in feedback, businesses

can understand shifting cu r preferences, emerging challenges, and areas
requiring attention. TQ&&oactive approach allows companies to address

potential issues before the€y escalate, improving customer retention and loyalty.

It also helps prioritize Tesources efficiently by focusing on the most impactful
changes. Q’Q
Trend ana s enables organizations to measure the effectiveness of

1mpleme@1 strategies over time and adapt to market dynamics. Identifying
areas for,Yimprovement fosters innovation, as it reveals gaps in products,
Serv, or processes that can be refined or expanded. Additionally, addressing
f@aek consistently builds trust, as customers feel valued and heard.
Ultimately, this practice strengthens the organization’s competitive edge by
aligning its offerings with customer expectations and industry standards.

PRACTICAL EXERCISES

Activity 1: Demonstrate the techniques for analyzing and interpreting
customer feedback data.
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Material required: pen, paper, rubber, notepad

Procedure:

1.Divide the class into small groups and give each student a job.

2. Each group checks the data to find common problems, praise, or patterns.
3. Groups discuss about various feedbacks and what are the solution of that.
4. Each group presents what they found and listens to other groups’ ideas. b'

<

Activity 2: Group discussion to analyze feedback from hypothetical 91% ers
and identify key improvement areas. \’}

Material required: Pen, Paper, notepad, rubber, checklist &Q
Procedure: @Q

1. Students pretend they work at a café and read custon'B?Qeedback.
Hand out 5-10 short customer comments to each %)édp.

Students find common problems, choose top %sues, and suggest fixes.

Each group shares what customers liked, c@l’t like, and how to improve.

a K LN

Conduct a classroom discussion on, @emmon issue and importance of
feedback.

&
CHECK Sé}k PROGRESS

A. Fill in the blanks

1. Analyzing G'Qolves systematically reviewing client opinions
and complaints. ~XU

2. Identifying trg{d,s and areas for improvement in is
essential fq{(&nhancing customer satisfaction and driving business
growth.

3. «Qr) enables organizations to measure the effectiveness of
i ented strategies over time and adapt to market dynamics.

4 nduct thematic analysis on to identify patterns

and key customer concerns.

5. Apply tools or to analyze the of the customer comments to
understand overall satisfaction levels.

B. Multiple Choice Questions
1. Using statistical methods to analyze numerical data from surveys means

a. Collect feedback
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b. Organize data
c. Quantitative analysis
d. Qualitative analysis

2. Break down feedback by demographics, policy type to understand
specific needs and key concerns of different customer groups.

a. Customer segmentations b,

b. Sentiment analysis \QQJ
.x%

c. Qualitative analysis “Q
d. Benchmarking A

3. Develop structured reports to share insights with relevant teams for
informed decision-making. O

a. Data visualization \,O

b. Regular reporting %O

c. Customer segmentation @

d. Feedback . (b\/

4. Identifying trends and areas f %provement in customer feedback
management is essential for (b)'&

a. Decrease customer tar oup
b. Increase competitio%ﬁ
c. Deviate the cu rs
d. Enhance customer satisfaction
C. State whether,é&é following statements are True or False

1. Analyzi gQustomer feedback is not important and only selling the
pro% s important.
2. l@g statistical methods is qualitative analysis.

% sing thematic analysis is quantitative analysis.

. Breakdown feedback by demographics and policy types is called
customer segmentation.

5. Complaints and customer retention rates can be monitored through
tracking key performance indicators.

D. Match the Column
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S.No Column A S.No Column B

) Collect feedback A sy§t§matlcally rev1erng client
opinions and complaints.

2 | Actionable insights B Categorize feedback by themes

3 Analysing customer C through multiple channels such

feedback as surveys and online reviews

Develop structured reports

4 | organize data D share insigl.qts with rel.exf@
teams for informed d n-
making. on
T 1 f k i ifi

5 | Regular reporting B ra.ns ate feedback inte specific
action plans o)

E. Short Answer Questions

1.
2.

3.
4.

1. Elaborate the tec nﬁlues for analyzing and interpreting customer

—

&&O
O

Why analysing customer feedback is important?

List the techniques for analysing afxé interpreting customer feedback

data.

feedback data in

ail.

,("\
What do you mean by customenégmentation?
What is the meaning of dat@{sbl’lalization?

F. Long Answer Questions ﬁ

2. Discuss the i@rtance of identifying trends and areas for improvement.

G. Check you ormance
1. Prep chart highlighting techniques for analyzing and interpreting
cu er feedback data.
2 would you respond if feedback from a client highlighted a gap in

e
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SESSION 4: ACTION PLANS
4.1 MEANING OF ACTION PLAN

An action plan refers to a structured approach to addressing, resolving, and
implementing changes based on customer feedback. It outlines specific steps,
responsibilities, and timelines for improving customer experiences and
addressing concerns raised during interactions. In insurance sales, an action
plan ensures that feedback related to policy features, claims han:%ég
customer service, or communication gaps is systematically analysed a cted
upon. By turning insights from feedback into concrete action '\,@ helps
enhance customer satisfaction, build trust, and improve overall seh@ quality.

~A
-
O Feedback

LRy — mp
v Set Timeline

@ ) Review « Monitor Progress

Feedback

@® g ©

(q"ig. 1.4 Meaning of Action Plan

X
4.2 DEVELOPI]@CTION PLANS TO ADDRESS FEEDBACK RECEIVED
FROM C OMERS

K

ACTION PLAN

+ Define Issue
v Assign

Responsibility

Implementation

Creating QA fective action plan to address customer feedback in insurance
sales ir@les the following steps:

St q:? Collect and Categorize Feedback:The first step is to collect feedback
fi multiple sources, such as surveys, complaints, and direct interactions.
Then categorize it into themes like claims processing, policy clarity, customer
service, or pricing concerns.

Step 2. Prioritize Issues: The next step is to identify critical issues that
impact customer satisfaction the most, such as delayed claims or lack of
transparency. It is recommended to use metrics like frequency, severity, or
customer retention impact to prioritize actions.

34



Step 3. Define Clear Objectives: Then measurable goals should be set to
address feedback, e.g., "Reduce claim processing time by 20% within three
months" or "Enhance policy clarity through updated brochures and training."

Step 4. Assign Responsibilities: After understanding the objectives, allocate
tasks to specific teams or individuals based on their expertise, such as
customer service teams for complaint resolution or marketing for policy

communication improvements. é’
Step 5. Establish Timelines: Then it is suggested to set realistic deadk for
each task to ensure timely execution of the action plan. )

VS
Step 6. Monitor and Evaluate Progress: It is very important to \@ a regular
track progress against the defined objectives using performar@ etrics such
as resolution time or customer satisfaction scores. <

Step 7. Communicate with Customers: After moqitoring, inform the
customers about the steps being taken to address ‘g&é&p concerns, reinforcing
trust and showing accountability. g Q)

Step 8. Make Improvements: During the preee
such as upgrading systems, introducing bet training, or revising policies.
These should be improved for better perfo@nce.

, some problems may arise

Step 9. Gather Feedback on Impr ents:The last step is to get feedback
from customers to evaluate the gff¢otiveness of the action plan and identify
further areas of improvement.

By following these steps, i ance companies can systematically address
customer concerns, en e satisfaction, and foster loyalty, ultimately
contributing to long—ter@uccess.

4.3 CREATING l\l[é}SURABLE GOALS AND TIMELINES FOR
IMPROV@&NTS

It is essen @o develop goals and realistic timelines for effective addressing of

custome dback in insurance sales. Firstly, start by identifying key areas for
impr ent based on customer input, such as claims processing, policy
cl or customer service responsiveness. Then, define specific and

tifiable goals, such as "reduce average claim processing time from 15 days
to 10 days" or '"increase customer satisfaction scores by 15% within six
months."
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Reduce claim processing time:
15 - 10 days

Improve customer satisfaction score
by +15% (within 6 months)

Month 2-3

Fig.1.5.Creating Measurable Goals and Timelines for Impro, ts

Establish timelines for each objective, ensuring they are reali§€tic yet ambitious,
like implementing process automation within three nths or training
customer service staff within four weeks. Break do these timelines into
smaller milestones to monitor progress, such as co ting system upgrades in
phases or conducting training in multiple sessiorfs=Regularly review and adjust
goals or timelines as necessary, based on pro@ss and unforeseen challenges,
to ensure that improvements are both achie%gble and sustainable.

6&\/
PRACT§ EXERCISES

Activity 1: Visit an insurance company and prepare a checklist of questions to
be asked by the sales associa%,

Material required: Pen@@’r, notepad, rubber, checklist
Procedure: Xy
. Give a brief exp{%’ation of the task.

. Stude ork together on the task.

1
2. Divide th C@S into small groups (3-5 students).
o, Sruaep Sl
4. E oup presents their work to the class.

SQ courage students to ask questions and give feedback.
6

. "Conduct a classroom discuss for understanding the finding, challenges and real
life experience of the students.

Activity 2: Create a presentation on how to improve services based on
customer feedback and share plans for peer review.

Material required: laptop/computer, pen, paper

Procedure:
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o gL o=

Explain the task step by step so everyone understands.

Divide students into small teams to encourage teamwork and discussion.
Groups complete the task using the given materials or questions.
Teacher will supervise the activity and solve the quires of the students.

Each group share their findings and discuss about the learnings

CHECK YOUR PROGRESS

(o

<)

. Fill in the blanks %Q

Y
1. An refers to a structured approach to @dressing,
resolving, and implementing changes based on customer ack.

2. The first step is to from multiple sources.¢,

3. means to identify critical issuesd;lgc impact customer
satisfaction LY

X
4. The last step is to get frc%%stomers to evaluate the
effectiveness of the action plan.

5. Establish for each objectl\@, ensuring they are realistic yet
ambitious 'i,\
x&

. Multiple Choice Questions

O
1. An action plan includes @

a. Addressing the charg%
b. Resolving the ch& S

C. Implementi%’%e changes
d. All of the '@ove

2. The first p in developing action plans to address feedback received
from omers is

ac}*iioritize issues

%. Define clear objectives

Q c. Assign responsibilities

d. Collect and categorize feedback
3. Keeping regular track of progress against the defined objective means
a. Establish timelines

b. Monitor progress
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c. Communicate with customers
d. Assign responsibilities

The last step in developing action plans to address feedback received
from customers is

a. Make improvements

b. Gather feedback on improvements b,
c. Monitor progress . %QQJ
d. Establish timelines D
. It is crucial to create measurable goals and timelines for iQ@ovements to
a. Develop goals <&
b. To effectively address customer feedback O'\O
X

c. To identify key areas

O\/
d. All of the above %

C. State whether the following statements @ True or False

1.

5.

addressing concerns raised during

Action plan outlines specific ste (b\!’ésponsibilities, and timelines for
improving customer experiences &

interactions. (b)’&

. The last step is to colle eedback from multiple sources, such as
surveys, complaints, a irect interactions.
Setting realistic deadlines for each task to ensure timely execution of the

action plan is not@portant.

. The first st:%géfs to get feedback from customers to evaluate the

effectiver@*, of the action plan and identify further areas of
t.

impro&)
It is\eSsential to develop goals and realistic timelines for effective
ssing of customer feedback

D. @:h the Column
o)
N

S.No Column A S.No Column B
) measurable goals should be set to
1 A 1 A
ction plan address feedback
2 B ensures that feedback related to policy
Collect and features, claims handling, customer
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Categorize Feedback service, or communication gaps is
systematically analysed and acted
upon.

inform the customers about the steps

3 Prioritize Issues C . .
being taken to address their concerns
4 Define clear D surveys, complaints, and dir@l
objectives interactions «QQJ
5 Communicate  with E identify critical issues tkgt} impact
customers customer satisfaction
\'
“QQJ
E. Short Answer Questions
xO
1. What is an action plan? X,

2. List out the steps included in develop%oaction plans to address
feedback received from customers. @

3. What do you understand by having a(gtar objective?
4. What is the meaning of momtorlr@'fand evaluating the progress?

X
5. What is the last step in develdping the action plan to address feedback
received from the customer

F. Long Answer Questions b.

1. Elaborate the s involved in developing action plans to address
feedback recei g‘é om customers.

2. Explain the fxportance of creating measurable goals and timelines for
improve '%

G. Check @performance

@yare an action plan on the strategies based on customer feedback
@ how you will deal with query.

Q Prepare a format of the feedback form for the customers.
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MODULE 2: RELATIONSHIP MANAGEMENT WITH BANK
STAFF

Building strong relationships with bank staff is essential for smooth financial
operations and the successful distribution of banking and insurance products.
Banks act as key intermediaries in financial services, and their staff play a
crucial role in assisting customers, handling transactions, and promoting
financial products. A well-managed relationship between insurance provigers
and bank employees ensures better service delivery and enhanced cﬁ@omer

trust. \>

Understanding the key stakeholders in banks, includi&\ﬁlationship
managers, tellers, and loan officers, helps in identifying th roles in the
financial ecosystem. Additionally, having in-depth knom@ge of insurance
products allows bank staff to provide accurate information to customers,
improving sales and customer satisfaction. Propericoordination between
financial institutions and their employees is n cessary to maintain service
efficiency.

Regular training sessions ensure that ployees stay updated on new
products, compliance policies, and omer service best practices. Well-
trained staff can effectively guide cugtemers, resolve issues, and foster trust in
financial institutions. This als %nces their ability to handle customer
queries confidently and efﬁcien%r.

Training bank staff is a critical compo;er@ of relationship management.

This module is divided @' our sessions. The first session covers key
stakeholders in banks %\1 eir roles. The second session provides an overview
of various insurance Pro ucts offered through banks. The third session focuses
on training method ies for bank staff to improve their knowledge and service
quality. The ﬁ?&session addresses strategies for resolving staff queries,
ensuring Sl‘l@t communication and operational efficiency.

s
pe
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SESSION 1: KEY STAKEHOLDERS IN BANKS
BANCASSURANCE MEANING

Bancassurance is the combination Bank and Assurance / Insurance.
Bancassurance is a partnership between a Bank and an Insurance company in
which bank allows the insurance company to offer its insurance products to
the partner Bank’s Customers. In other words, it is selling the insuragc'e

products through the bank branches. O
TYPES OF BANCASSURANCE _ %Q
Based on conditions of partnership between the Bank and Insuran@ ompany
the bancassurance can be QO'

DISTRIBUTION STRATEGIC JOINT J

AGREEMENT ALLIANCE VENTURE

Bank distributing Collaboration Working together
insurance products without ownership under one entity

b
Fig. 2.1 Types@}ancassurance

DISTRIBUTION AGREEMENT &

In distribution agreement t of Bancassurance the Insurance company
allowed to use the use the ’s branch network infrastructure to sell their
insurance products by@ymg a certain fee to the bank. For example, the
Indian Overseas Ba 1(/1 a distributor of Life Insurance Corporation of India.
The Insurance Produets designed and distributed by the insurance company
through the ba '&etwork branches

STRATEG:@LLIANCE
Strategi iance helps the Insurance Company to use the Bank’s database of

cust and promote their insurance products to the bank customers. For

ex e, HDFC Bank made strategic alliance with the HDFC Life Insurance
pany.

JOINT VENTURE

In Joint Venture, a Bank and Insurance Company come together with specific
ration of shareholding. The bank takes an active role in designing and
distribution of Insurance Products. High level of integration and utilization of
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infrastructure and joint decision-making India First Life Insurance Co. Ltd is
a joint venture of Bank of Baroda with the Legal & General Middle East Ltd.

ADVANTAGES OF BANCASSURANCE

The Bancassurance is a collaboration of Bank and Insurance Company, if this
collaboration planned and implemented in a right manner it is beneficial to
Bank, Insurance Company and also the Customers.

TO INSURANCE
Q TO BANKS 0 I URANC Qro CUSTOMERS <

WIDE BANK CUSTOMER ’H g

BRANCH DATA
NETWORK

INCOME TRAINED STAFF
SOURCE PROMOTING (H) ( 9
INSURANCE e t c

g
COST RURAL BANK-LINKED EASY PREMIUM
EFFICIENCY REACH INSURANCE PAYMENTS
O P ONE-STOP

INE-STO E-ST
FINANCIALSERVICE  FINANCIAL SERVICE

TIME-SAVING TRUST

Y
Fig. 2.2Advantages of Bar@ssurance

TO BANKS \fb’

It is beneficial to the bank as it is a s&@v’ce of income to them, it also increases
manpower efficiency because exisS@“bank staff can be trained easily towards
promoting Insurance Products. also optimizes resource utilization as the
same infrastructure and r resources are used for Bancassurance.
Bancassurance will provi@ a competitive edge to the Banks over other
financial Institutions a@ bank offering both banking and insurance services
under one roof. g{s,

TO INSURANCE GOMPANIES

Bancassura tecrease the turnover of Insurance Company as the bank
promotes %T}r insurance products to their customers or the insurance
compa ’\.mes the infrastructure and other resources of the company to
pro their insurance products. As the Indian Banks are having wide

rk of branches in urban as well as rural area, it is helpful in penetrating
both rural and urban markets using the existing customer data base. It is also
very cost effective because a ready setup is available by the banks.

TO CUSTOMERS

As a customer everybody looks at convenience in today’s busy works providing
one step solution to the customers because both the banking and insurance
services is very much helpful to the customer it saves time. As the Indian
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banking system known for trust and fair in conducting the banking business,
it is easy to trust them for even insurance services also. The payment of
premiums and settlement of claims are also very easy as they can be directly
linked with bank account.

LIMITATIONS OF BANCASSURANCE

The data security is a major concern of bancassurance, the banks have to
compromise on data security as they have to share it with the insur
companies. It also leads to customer confusion whether to go for bank sit
or an insurance policy for their investment plans. \,>@

S

MEANING OF PERSONNEL IN BANK BRANCHES
Banking in India is in branch system. In Branch Banking Sygem, the banks
offer banking services to their Customers through branch %s. Bank Branch

is a location in a specific territory authorized to conductéa king operations by
the Main Office.

In India Banks carries their operations through @%h Offices, all the Branch
Offices works under a Regional Office and all-the Regional Offices under one
Head Office. As mentioned Branch referred t small unit and its operations
are also limited to a specific location with-% 4 employees but depending upon

on the population of the location it i 'Q; latively big running with 20 to 30
employees also. The general hierarzgy of typical Indian bank branch system
can be as follows.

ORGANIZATIONAL HIERARg%’ OF THE BANK

D

+ CLERK
(TELLER)

HELP DESK
EJQJ CLERK

C} Fig. 2.3 Organizational Hierarchy of the Bank

BR&H MANAGER

A Branch Manager is overall In-charge of all the operations of the branch.
Branch Manager is responsible for developing and attaining the sales targets,
providing Customer Service and improving the Business and Revenue.

ASSISTANT BRANCH MANAGER
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Assistant Branch Manager assists the branch manager in supervising the day
to day to operation of the branch and support the branch staff in providing
customer service and sales targets.

CLERK (TELLER)

Teller is a Bank Employee who actually in direct contact with the customers,
Teller is a front-line bank employee interact with the Customers, verifies the
customer’s identity and process the deposits and withdrawals made by

customers.
o

HELP DESK CLERK '\,\¢

O

Help desk clerk duties in a bank branch includes greeting k@,customers,
assisting the customers in filling up of required forms, atteiding customer

queries and phone calls. e)

SALES TEAM xO

Accepting the deposits and giving loans and advanc re the two core banking
operations of any bank. The sales team includ th deposits section as well
as the loans and advances sections. @

Key Personnel in Bank Branch for Banc; \rance

As a Bancassurance Relationship A@‘»mate one has to identify the key
personnel in a bank branch who @1 promote the insurance products. In
general, the cashier / clerk / tell directly dealt with customers by providing
routine banking services. Tlg(sustomer approaches the Teller to deposit or
withdraw cash or cheque pay the bills etc. It is the place to promote
the insurance produc \, e Teller can introduce the products to the
customers. If the proper’orientation and training is provided to the Teller on
the insurance prod\(g‘ss they even influence the customer decision.

The loans and?ﬁances Section are very crucial in promoting the insurance
products %5 use in case of housing loans other property loans it is
mandato insure the property. It is very important to maintain good
relations with the bank staff to sell the insurance products.

Th%h Net Worth Customers will directly contact the Branch Manager and
F%l tant Manager, so the Branch Manager and Assistant Manager are also
very crucial in promoting our insurance products.

Roles and responsibilities for effective collaboration

e Maintain good relationships with the Bank customer base to increase the
sales of insurance products.
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Identify and acquire the new customers using the Bank network and
informing regarding insurance products.

Maintain good relationship and develop a strong bond with the partner bank
staff to promote our insurance products.

Train the bank staff on insurance products.

Keeping and maintaining sales records and reports.

Collaborate with the own team and with the bank team to resolve &e

customer queries and issues. <

Achieve the sales targets by promoting insurance products thro.ugg ank

branches. «&
PRACTICAL EXERCISES A

Activity 1: List out the Roles and responsibilities for effe¢tive collaboration
with partner bank.

O
Material Required:Pen, Paper, notepad, rubber \/\-’

Procedure: %O

1. Explain the activity step-by-step. @

2. Divide students into pairs, small groupS(b\/

3. Ask students begin the task. @(»

4. Monitor progress and provide s @)‘rt or clarification as needed.

5. Tell each group to present t ﬁiding

6. Conduct a classroom dis ion to summarize the outcome of the task.

Activity 2: Group pr@\ﬁation of organizational hierarchy of some of the

banks. %

Material Requi@ :@én, Paper, notepad, rubber

Procedure:

1.
2.

4.
5.
6.

Briefl ‘e;plain the task, rules, time limits, and expected outcomes.
Divigte’ students into groups or pairs as needed.

@k student to begin the task.

Tell student to present their learnings in front of the class.
Encourages students to ask question

Conduct a classroom discussion to discuss the findings and sov.

CHECK YOUR PROGRESS

A. Fill in the Blanks
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1. Bancassurance is a partnership between a bank and a

2. A bank selling insurance products through its branches is known as

3. Ina , @ bank and an insurance company collaborate with shared
ownership.
4. is an example of a bank with a distribution agreement with LIC.
5. The main advantage of bancassurance for customers is . \QQJ
B. Multiple Choice Questions ‘\,@
1. Which of the following is a type of bancassurance model? &Q
a) Joint Venture Q
<&
b) Mutual Fund O
c) Fixed Deposit \/\zo
d) Stock Exchange Q)

2. What does a distribution agreement allo@n insurance company to do?
a) Use the bank's infrastructure for sglling insurance
b) Share ownership with the bar{.}]@'(,'\
c) Provide loans to customerg Q)
d) None of the above
3. Which of these bank@ﬁa joint venture with India First Life Insurance?
a) HDFC Bank %\/
b) Bank of Barﬁ;&a
c) SBI Q'(,(b'
d) ICI@ank
4. T ain advantage of bancassurance for banks is:
ﬁreased operational costs
Q% b) Higher revenue generation
c) More regulatory burden
d) Lower customer engagement
5. What is the role of a strategic alliance in bancassurance?

a) Creating a new insurance company

b) Allowing the insurance company to use the bank’s customer data
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c) Merging the bank and insurance company

d) Providing loans to insurance customers

C. State Whether the Following Statements are True or False

1.
2.
3.

4.
5.

Bancassurance involves only selling life insurance policies.

The strategic alliance model allows banks to design insurance products.

Customers benefit from bancassurance as they can access bankin%jékd
insurance services in one place. «Q

Only private banks participate in bancassurance.

The main advantage of bancassurance for banks is additiqg@vrevenue.
D. Match the Column

Y,
S.No | Column A S.No | Column B ~
xO
1 Distribution A Shared ow, 6'§hip between bank &
Agreement insurance pany
2 Strategic Alliance B Allows surance companies to use
customer data
3 | Joint Venture C Bank)” uses its branches to sell
i}:;'g}?ance
4 | HDFC Life D KPdrtnered with HDFC Bank
S IndiaFirst Life ‘B§\ Joint venture of Bank of Baroda

4
E. Short Answer Question &

1.
2.

3.
4.
5.

2.

A

Explain the different types of bancassurance models with examples.

Define bancassur;

and explain its importance.

What is the difétence between a strategic alliance and a joint venture in

bancassura}{,@?

AN

How dg}) ks benefit from bancassurance partnerships?

e does customer data play in the strategic alliance model?

ive an example of a bank that follows the distribution agreement model.

g Answer Questions

Discuss the advantages and challenges of bancassurance for banks,
insurance companies, and customers.

. How has bancassurance contributed to the growth of the insurance
industry in India?
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4. Compare and contrast the bancassurance models of HDFC Bank and
Bank of Baroda.

5. Suggest different ways to improve the effectiveness of bancassurance in
India.
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SESSION 2: INSURANCE PRODUCTS
MEANING OF INSURANCE PRODUCTS

Insurance products are the insurance policies offered by an insurance
company on Life as well as Non-life Insurance. At present in India a wide
range of products available in both the Life as well as Non-life Insurance.
Some of them are given below.

(o

1. MEANING OF INSURANCE 2. TERM INSURANCE Q)
PRODUCTS

INSURANCE
POLICY

O @

LIFE  NON-LIFE

@ Death Benefit
Only

® No Maturity
Value

3. UNIT LINKED INSURANCE 4. ENDOWMENT PLAN
PLAN (ULIP) Death Benefit +
PREMIUM e w - i Survival Benefit
Cover | @ Guaranteed
Return
(2 Equiyty /\/‘ Safe
..II 2% Death Benefit
@ Death Benefit :Debt ey “* +Survival Benefit lavestmert
Only et © Guaranteed Return

Fig. 2.4 Meaning of In,@‘\tz’nce Products
LIFE INSURANCE PRODUCTS \,6

Life Insurance Policies insure l@e of the human beings. Life Insurance
Policy contains a promise of paying a lump sum amount of money to the
nominee of the policy holder death of the policy holder. Here the promise
is made by the insura company and whoever purchases the policy by
paying a certain prerﬁ‘n becomes policy holder. The main aim of Life
Insurance is to pr&éédfe financial security to the family members of policy
holder after his@k@'death. The following are the few important Life Insurance
Policies available today.

1. Term %&ance: Term Insurance provides financial security for a fixed
peri \9 time usually 5 to 40 years that the policy holder opted while
p@ asing a term insurance policy. As agreed in policy lump sum amount
@money will be paid to the family members if the death occurs within the

onlicy term period. In Term Insurance benefit is payable only to the
nominee of the policy holder upon the death, in any circumstances it
doesn’t pays anything to the policy holder as there is no maturity value in
the term policy.

2. Unit Linked Insurance Policy (ULIP): A ULIP is a combination of
Insurance and Investment. It covers your life as well as it offers long term
investment opportunity. The price of the policy (premium) divided into two
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parts, one part of it goes to the life cover and the second part invested in the
choice fund of policy holder. The return on the policy depends upon the
fund the policy holder opted i.e. equity, debt etc. and the market. All the
ULIPs offer market based return only.

3. Endowment Plans: Endowment plans offer Life cover and it also works as
saving tool. Endowment plan provides after death benefit to the nominees
and also survival benefit to the policy holder. The Endowment Pol
premium also include two parts one part it for life cover and another\&&’;

premium invested by the insurance company and fixed return is gual; teed
at the time of issue of policy itself. «(5\}’
NON-LIFE (GENERAL) INSURANCE PRODUCTS N
Non-life insurance products are insurance policies that pr@ge coverage for

risks other than life, such as property damage, health ex'@lses, liability, and
accidents. These are also known as general insurance p@uots.

1. Motor Insurance: Motor Insurance also ter e@\és Vehicle Insurance or
Auto Insurance, it gives protection to the g}y holder on the his / her
vehicle against damage and financial loss é\e to an accident, theft or any
other disaster. It’s payback the costs \damage of the vehicle as well as it
also covers the injuries c to the people(,ﬁue the accident.

2. Home Insurance: Home Insurandé-is to cover the loss / damage occur to
the home and / or belongin the home due to unexpected, accidental
and other disaster.

3. Health Insurance: He ﬁnsurance intended to cover the unexpected
healthcare expenses?he Insurance Company will pay the hospital bill up
to the agreed am un directly to the hospital. The Health Insurance Policy
can be taken on@.8ingle person or it may on entire family.

4. Travel Insu@nce: Travel Insurance cover different types of damages occur
in trave 1@ The damage may be financial loss due to medical expenses,
loss gage, ticket cancellations, delays, etc.

5. N%l@ Insurance: In Marine Insurance goods are insured for damage /

during the transport from the origin of land to the land of destination.

an general Marine Insurance used for transport of Goods by Sea but it also
includes the transportation by Rail, Road and Air.

STRATEGIES FOR EFFECTIVELY COMMUNICATING THE FEATURES OF
INSURANCE PRODUCTS TO BANK STAFF

KNOW THE PRODUCT Before communicating the benefits the insurance
product it is required to know about the product first. After having a thorough
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study about the product features and all other relevant information it is
important build an idea on which feature and benefits have to be highlighted
and how they can be presented.

PREPARE PRODUCT (POLICY) BENEFIT DOCUMENT: After having through
study and based on the Product (Policy) Document provided the insurance
company prepare policy benefit document. While preparing policy benefit
document use the policy document provided by the company don’t deviate fi
original policy document and never insert anything that is not there i@gcy
document and try to illustrate the benefits with suitable example. S hile
preparing the policy benefit document use simple language a%'\cﬁthe use
critical insurance jargon.

PERSONALISED COMMUNICATION: In Indian bank branc eg staff are from
across the nation and they belong to different educational*@éf(grounds, states,
cultures and languages. Hence, itis very much important to personalize the
communication according to their educational b k ground, their mother
tongue, cultures, etc. Communicating with the @f in English or in mother
tongue, is not suitable when the bank staff elongs your mother tongue
and who does have fluency in English. Grege @ them in their own culture will
help to get closer and build relationship.. e\‘he most of the bank staff good in
using computer, sending of mails a&rﬁg se of whatsapp and social media
platforms to communicate the detaﬂ%’ policy.

BE CLEAR AND HONEST: W commumcatmg the benefits of insurance
products to the bank staff ar and honest it will help to build trust and
credibility with bank staff @@' so it avoids any misunderstands later on. Do
give vague, exaggerate ements disclose all relevant information such as
commission, fees an ’Q dlsclose the do and don’ts of the insurance product.

USE OF EXAMPL{% D SAMPLE STORES: Use of example and stories is the
best way to c icate the features and benefits of insurance product. As
the bank ex@oyee are very busy in their routine bank job it helps them to
underst the benefits of the product in a less time and it also help them in
communicating the same in turn to the customers.

% PRACTICAL EXERCISES
A&ivity 1: Role-Play - Selling an Insurance Product
Material Required:

e Printed brochures or pamphlets of various insurance products (can be
hand-made)

« Name tags for students acting as insurance agents and customers

51



e Notepad and pen
Procedure:

1. Divide the students into pairs—one will play the role of an insurance agent
and the other as a potential customer.

2. Provide each "agent" with details about different types of insurance products

(life and non-life). b’
3. The "customer" will ask questions regarding the benefits, coverag&@and

premiums. )

a. What does this insurance policy cover? \Q)\>
b. What are the benefits compared to other plans? Q’O’

c. What is the premium amount and payment method? <

d. What happens in case of a claim? O

4. After the role-play, the students will switch roles. &O

5. The facilitator will observe and give feedback. Q\'

6. A class discussion will follow to highlight k@lﬁ‘ning points.
Activity 2: Group Discussion - Which In§L}5\§;1ce is Most Important?
Material Required: 6'(:\

e Chart paper or whiteboard @(b&

e Markers

Procedure: @
1. Divide students int%’&mall groups and assign each group one type of
insurance (e.g., tg{{n insurance, ULIP, health insurance, motor insurance,

etc.). Q-

2. Each group4yill discuss the importance of their assigned insurance product

and pr@ key points.
3. One resentative from each group will present their findings.
4. %G;yr groups can ask questions to challenge or support their points.

e teacher will summarize the importance of all types of insurance in
financial planning.

Activity 3: Identify the Insurance Policy - Quiz Game
Material Required:
o Flashcards with different real-life scenarios related to insurance claims

o Bell or buzzer for answering
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Procedure:

1.

a kK L b

The facilitator will read a scenario aloud (e.g., "A person meets with an
accident, and his hospital bills are covered by insurance. Which type of
insurance is this?").

The first student to press the buzzer answers.
If correct, they get a point; if incorrect, another student can answer. b'
Continue for multiple rounds. 9

At the end, discuss each scenario briefly. \.>
CHECK YOUR PROGRESS &
Fill in the Blanks
<

1. insurance provides financial protecti@ in case of the
policyholder’s death. O

is a combination of insurance an § é%’estment

insurance covers damages ca by fire accidents.

insurance is mandatory foﬁ@ll vehicle owners in India.

a kK L

insurance ensures ﬁnal@al protection while traveling.

. Multiple Choice Questions (b),&’

1. What does a term insurance;policy provide?
a) Life-long coverage b.
b) Coverage for a period
C) Investment rns
d) Month %uts
2. What primary feature of ULIPs?
a) returns

overage for medical expenses

Q% c) Market-linked investment and life insurance

d) Insurance for only senior citizens

3. Which of the following is a type of non-life insurance?
a) Endowment plan
b) Term insurance

c) Motor insurance
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d) Whole life insurance

. What is the main purpose of health insurance?

a) Protects against vehicle damage
b) Covers medical expenses

c) Provides lump sum maturity benefits

(o

d) None of the above
.

. Which type of insurance is required by law for vehicle owners? %Q

a) Life insurance \{)\}
b) Travel insurance Q’O'

c) Motor insurance NOQJ

d) Fire insurance Q)

C. State Whether the Following Statements are T or False

ULIP policies guarantee fixed returns at m@ity.

1.
2. Health insurance covers medical expeQ due to illness or accidents.
3. Term insurance pays benefits everid@‘he policyholder survives the policy
term. \.16
4. Home insurance covers (@é&ges caused by theft, fire, and natural
disasters.
5. Travel insurance is v i&ﬂy for international trips.
D. Match the Column %\'
S.No | Column A K\' S.No | Column B
0
1 Term/lpé\p)a'nce A Covers medical expenses
)
2 ULLQV B Investment + Life Insurance
3 Ckﬁglﬂth Insurance C Mandatory for vehicle owners
A7)
é‘@ Motor Insurance D Provides coverage for a fixed time
5 | Home Insurance E Protects property from fire/theft

E. Short Answer Questions

1.
2.

What is the main purpose of term insurance?

How does ULIP work?
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4.
5.

SR

. Explain the difference between third-party and comprehensive motor

insurance.
Why is health insurance important?

What does home insurance cover?

Long Answer Questions

1.

Explain the different types of life insurance policies. b,

<)

Describe the importance of non-life insurance and give examples.\Q.
.x%

How does travel insurance work, and why is it necessary?Qth

Compare and contrast endowment plans and ULIPs.

Discuss the advantages of motor insurance. <&
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SESSION 3: TRAINING OF BANK STAFF
Concepts of Insurance

Training the bank employees is a very crucial part of Bancassurance because it
is very important to provide them with adequate information regarding the
insurance business and its concepts so that they can understand the
Insurance and promote the insurance business. Some important concepts of
the Insurance are explained below. %’

Premium is paid to . %
cover risk associa- INSURANCE Ox
ted with the PREMIUM
insurance product. = »
PRICE OF PROTECTION
Premium is
paid to cover ﬁé‘ll
risk associateg At h
with the Annually
insurance Haif-Yearly
% Quarthelrly Quarterly
Monthly Single
&@ C]Premium V
. Y
Fig. 2.5 Concep@nsurance
Insurance Premium: Insurance mium is the price of the Insurance
product / policy that a customer, to pay to purchase it. It is the price paid

by the customer to cover the 1%1( entioned with the product. Generally, the
premium paid in installment@. . annually, half-yearly, quarterly and monthly,
in certain policies or it ma@é in single payment.

In Life Insurance, it depehds upon the sum assured, period for which policy is
been purchased, ag%v ex and health condition of the customer whose life is to
be insured. Premiium increases with the age of the person to be insured and
term of policy amd decreased vice versa, this is because as the age increases
the life ri %r%)uld also become high hence premium is high and as the age
decrea he life risk become lower hence comparatively premium will be low.

Th C@)ortant factors affecting the premium of General / Non-life insurance
Lg remium are the value of goods / asset, age of the property, period of
coverage, type of goods to be insured, add- on covers, etc.

Claim: Insurance Claim is an eligible amount of reimbursement to be paid by
the insurance company upon the covered loss / damage occurred to insured.
In other words, it is request made by the policy holder to the insurer (insurance
company) for compensation for the loss/ damage already covered.
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Deductible:The deductible is the amount to be borne by the policy holder
towards the covered damage / Loss. In case something strikes to the covered
loss / damage either the policy holder has paid the deductible amount to the
insurance company first to claim the damage or the insurance company will
deduct the deductible and pay back the remaining to the policy holder.

Policy Holder:Policy holder is the person who purchases the Insurance Policy
/ Product and who pays the regular premiums. In other words, the ownebgf
Insurance Policy / Product is known as the policy holder. “QQJ
Life Assured:The person on whose life the insurance policy is bough{,g%ermed
as Life Assured. Life Assured and Policy Holder may or may not~1{9 e same
for example, if Rajesh paid insurance policy on his own life @ohoy holder
and life assured both are one, if the Rajesh buy the insurance policy for his
parent then Rajesh will be the Policy Holder and his'\@ ent become Life
Assured.
xO

Nominee: Nominee usually a family member of the hife Assured to whom the
benefits of Policy will be given in case of death Qe Life Assured during the
policy term. In general, the policy holder Wi]@ive the nominee details at the
time of purchase of Policy. \

Policy Term:Policy Term is the active,éﬁa(%, valid period of time in which if
something goes wrong the insurance c&lpany will pay back the damage / loss.

Payment Term / Mode: Pay (q’erm / Mode is the method in which the
policy holder wants to pay th emium on the policy purchased. It may be
Regular Mode, Limited Pay %?gingle Pay. It also refers to how long the policy
holder pay the premium e policy.

Regular Mode: in %{@1 ar Mode the policy holder pays the premium through
the policy term. Q-

Limited Pay: @e policy holder can choose the payment period. The total

policy pre will be distributed to the select period and coverage of the
policy wi up to policy term.

Sing y: The policy holder can pay the premium at a time at the time of
}é@ se of policy.

Death Benefit:Death Benefit is the total amount payable to the Nominee in
case of death of the Life Assured. Generally, it is equal to the sum assured but

if the policy holder opts any rider then the death benefit may be higher than
sum assured.

Maturity Benefit: It is the benefit that the policy holder receives after the
policy term if he / she survive.
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Rider: Rider is an optional extra benefit offered by the insurance company
over and above the policy terms. The policy holder has to pay extra amount to
opt the riders.

Free Look Period: Free Look Period is duration in which the policy holder can
terminate the policy without any penalties.

TECHNIQUES FOR TRAINING BANK STAFF ON INSURANCE CONCEPTS &
SELLING SKILLS @b’

Training the Bank Employees is essential for making them un%@‘tand
different insurance concepts and complete the sales effectively. \’},

The following are some important methods for training on Insu@:@e.

Hands-on Practice: Hands-on practice makes the bank staff confident in
applying the insurance concepts. Organizing the haNds-on sessions on
premium calculation on various situation like change ¢f)sum assured, policy
term, payment term, sum assured, age and sex ofthe policy holder makes
bank employees confident and it becomes %@ to present before the

customers.

Provide Insurance Material and Best PrN:ices: Support the bank staff in
their continuous learning by proving fast, #ccess to the comprehensive study
material on various insurance conce;{/ uide them with the best practices to
be adopted while dealing with the&@omers

Arrange Peer Learning and Success Story Sessions: Arrange sessions by
inviting the successful ban %aff who are already involved bancassurance
process. This method all@the bank staff to learn directly from their seniors
and helps in creating a en source for knowledge sharing.

Micro-Learning: ﬁgygge and deliver small modules and sessions on specific
topics without rbing their workflow. These short modules suitable to
update ban on latest updates on policies and other aspects required to
be noted. @

Mento xp Design Mentor — Mentee Program, where bank staff will be
@ed/ trained under the guidance of senior, experience and successful
?D Arrange meetings periodically which help in creating supportive
5% hanism as well as motivates the bank staff to join with bancassurance.

CREATING INTERACTIVE TRAINING SESSIONS TO ENHANCE LEARNING

Interactive training sessions are highly effective to enhance the leaning. The
following are some important aspects used in creating interactive training
session to enhance leaning.
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Define learning Goals: It is important to outline what aspects and concepts the
banking staff should learn and understand. While outlining the goals /
objectives of the session, use the measurable terms such as demonstrate,
analyse, explain, create, etc.

Use of Wide Range of Learning Methods: Make the session attractive and
interesting use of videos, slides, etc., include discussions, role-playing, poster
making, etc., are also used to make the session attentive and participative. b’

Include Games: To motivate the leaning interest in the banking s dd
games such as badges, leader boards etc. ',\/@

Prepare and Include Engaging Activities: Prepare the case s@@s so that
the bank employees would know real time problems and how/td solve them.
Group assignments are also useful to engage them and facilitate collaboration.

Story Telling: Collect and use related stories, which a@%lpful to make the
concepts memorable. X

X
Feedback: Use question & answer metho%@en discussions and get
feedback to adjust the pace and focus of sessi

Evaluation: Assess the effective of the sessz by using surveys and metrics.
PRACTICAL&}!ERCISES
Activity 1: Group Discussion — U%Qé’tanding Insurance Concepts

Material Required:

e Flashcards with key i éféénce concepts (Insurance Premium, Claim,
Deductible, Policy Ho ¢/ Life Assured)

e Chart paper and %/r ers
Procedure: ,(fb’
1. Divide th@@ents into small groups.

2. Assi group one insurance concept.

3. E ngroup will discuss their assigned concept and create a short
%%%nation with real-life examples.

&Monitor progress and provide support or clarification as needed.

5. Groups will present their findings to the class.

6. The teacher will summarize the importance of each concept in
bancassurance.
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Activity 2: Role-Play Handling Insurance Queries

Material Required:

o Pre-prepared customer queries related to insurance products

« Name tags for students playing the role of bank staff and customers
Procedure:

1. Assign half the students as bank employees and the other ha%érs

customers. «Q

2. Provide customers with pre-prepared queries related to insuran'bé}/policies,
premiums, claims, and deductibles. 0

3. The bank employees must answer the queries confiderﬁy using their
knowledge of insurance concepts. O

4. Monitor progress and provide support or clariﬁcatio&@ needed.
5. After 5 minutes, the roles will be reversed. O\/

6. The Teacher will assess the performance an@p vide feedback.
Activity 3: Fill the Model Claim Form \,

O
,(,'\
\;6

e Sample insurance claim forms 0

Material Required:

e Pen/pencil
Procedure: bﬁ
1. Distribute a model claifyform to each student.

2. Provide a case g&enario where an insured person needs to claim
compensation %(gz, damage to a vehicle due to an accident).

3. Students wi

4. The in@or will review the forms and explain the correct way to fill them.
Q\' CHECK YOUR PROGRESS

A.Q Gj?in the Blanks

1. The amount paid by the customer to purchase an insurance policy is
called

out the claim form based on the scenario.

2. The request made by a policyholder to an insurance company for
compensation of loss is called

3. The is the amount that a policyholder must pay before an
insurance company pays the claim.
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4. The person who owns the insurance policy is called
5. In life insurance, the person whose life is insured is called
B. Multiple Choice Questions
1. What does an insurance premium depend on in a life insurance policy?

a) Age and health condition

b) Number of dependents QJG
c) Occupation of the policyholder . %Q’
d) Place of residence \()\}
2. Who can file an insurance claim? QO'
a) Anyone in the family <
O

b) Only the insurance company
c) The policyholder or nominee O\,
d) The government %
3. What is a deductible in an insurance Q@z?
a) The fee paid by the insurance agg (&
b) The amount the policyholder)ngxs before insurance covers the rest
c) A discount on premium Q(b'
d) The sum assured by insurance company

4. Which document is@essary for making an insurance claim?

a) Birth certifi e%
b) Aadhaar %SI
c) Polic ument
d) \/Qg/b
5. Whgat happens if the policyholder does not pay the premium?

% The policy remains active
Q b) The policy may lapse
c) The insurance company will pay the premium

d) The policyholder will get a refund
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C. State whether the following statement are True or False

1.

The deductible is the amount the insurance company pays before settling
a claim.

2. A policyholder is the owner of the insurance policy.
3. An insurance claim is only paid in case of death.
4. Life insurance policies cover the life of the insured person. b,
5. The insurance company determines the premium based only«Qthhe
policyholder’s age. ‘\’6
D. Match the Column &Q
Q)
A
S.No | Column A S.No | Column B ‘\(3@
1 Insurance Premium A Amount paid for’fsgicy
W9
2 | Claim B Request fo&&ipensation
Y
3 | Deductible C Amoqn@licyholder pays first
4 | Policy Holder D OM of the insurance policy
6\'
S Life Assured E erson whosee life is insured

N

E. Short Answer Questions bﬁ

1.

2
3
4.
5

What factors affe l@'insurance premium in a life insurance policy?

. Define an inSL@ce claim with an example.

. Explain the,g&cept of a deductible in insurance.

Differentiate between a policyholder and a life assured.

. W t important to train bank staff about insurance products?

F. L%Answer Questions
Q® xplain how insurance claims work with an example.

2.
3.

How does a deductible affect the claim settlement process?

Discuss the factors that influence insurance premiums in both life and
non-life insurance.

. Describe the importance of bancassurance and the role of bank staff in

selling insurance.
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5. Explain the training methods used to educate bank employees on
insurance concepts.

(o

SESSION 4: RESOLVING STAFF QUERIES \QQJ

MEANING OF BANK STAFF QUERIES AND CONFLICTS ’\'}’

Bank staff queries and conflicts are the issues and questioQanrding the
various aspects of the insurance in promoting and handling”the insurance
promoting. These are also including the issues and dispt{@s arise among the
bank staff regarding their roles and responsibilitie}i}@hﬂe promoting the
insurance products. X,

The queries include the doubts and question<i Othe minds of Bank staff
regarding Product Information, supporting r@urces, legal compliances, and
regulations, sales targets and incentives. 'Sl,le queries may be regarding the
product information such as benefits, terim$) features, premium, etc.

Conflict may occur between bankin &d insurance staff regarding owning of
customer handling, who is respo%&éé for close of sale etc. Conflict may arise
when there is any ambiguity ,ory misunderstanding between the bank and
insurance staff regarding t les and responsibilities. Disputes may arise
with high sales targets whiebled to stress and ethical concern among the staff.
Issues may arise with t%allocation of performance incentives i.e. commission
and rewards for selliﬁg\,the insurance policies / product.
O

Fig.2.6 Meaning of Bank Staff Queries and Conflicts

SIGNIFICANCE OF HANDLING BANK STAFF QUERIES AND CONFLICTS
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It is very important to carefully handle the bank staff queries and conflicts for
effective functioning of the system of Bancassurance. These issues have to be
properly resolved to ensure improved performance, better customer satisfaction
and proper legal compliance. The following explains the significance of the
handling bank staff queries and conflicts.

e [t is very important to address the issues regarding the clarity of roles which
minimize the confusion and improves the productivity. to understand their

role and responsibilities. <
e Resolving the conflicts related to the sales targets reduce the str.e%Qﬁ the
bank staff and increases the morale. \,

e Addressing the queries regarding the Insurance policy / pro gformation
such as features, benefits and terms by providing acgzgce and full
information to the bank staff helps in reducing the cus%‘r complaints.

e Proper handling of conflicts minimizes the disput etween bank and
insurance staff and helps in building Trust. @uilding the Trust is

fundamental aspect of Bancassurance. O\'

e Proper handling of queries and conflict regarding the performance incentives
motives the bank staff and led increase in S.

e Proper handling of queries and disp helps in following ethical sales

practices and avoids issues of manipu@éﬁion and mis-selling.

o Effective handling mechanism c()ggfaff queries and conflicts makes the
employees to feel that they a;%b ard and supported, which leads towards
loyal commitment of the irﬁ*a ce company.

METHODS FOR EFFE%' QUERY RESOLUTION AND CONFLICT

MANAGEMENT X

Query resolutions gid conflict management in bancassurance requires a
planned mechani / approach to address the concerns and issues of the
bank staff an resolve and minimize the conflicts and ensure smoother

collaboratio@etween the staff of bank and insurance company. The following
are the s of the methods which helps in resolving and minimizing queries.

Com Gﬁication: As the most of the queries are related to the insurance
pr features, benefits and terms, it is very necessary to build a

munication system by which the insurance company can reach bank staff.
Communication system include arranging regular meeting, establishing
dedicated support like instant replies, messaging, helpline, email support, etc.,
through this communication system updates on products, and organization
policies, roles and responsibilities are shared time to time.
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Training Programs: Providing comprehensive training on product knowledge,
regulatory framework and compliance, soft skills help to address and minimize
the queries conflicts of the bank staff.

Fair and clear Incentives and Reward Package: A fair incentive and reward
package helps in minimizing the queries, conflict and disputes among bank
staff.

Collaboration:Organizing team buildings activities between bank @d
Insurance staff helps in resolving and minimizing the conflict and disp%

.\@

COMMUNICATION STRATEGIES FOR ADDRESSING CO NS AND

FASTERING COLLABORATION:
%

Proper communication strategies are very much requi¥ed to address the
concerns and fostering collaboration. Effective comm ation strategies help
in Clear flow of information, trust and team building etween the insurance
and bank staff.Effective communication is key‘fo resolving concerns and
fostering teamwork. Strategies include active@t ning, clear and transparent

messaging, and involving team members, in~ collaborative problem-solving.

Choosing the right communication ch s and encouraging a feedback
culture improves clarity and tmst@motional intelligence helps manage
conflicts, while shared goals and o ?3’ 1alogue promote unity and cooperation.
These approaches create a suppoéﬂe and productive work environment.

P ICAL EXERCISES
Activity 1: Case Study Ar@@'sis Resolving Staff Conflicts
Material Required: X,
e Case studies re}{@sd to conflicts between bank and insurance staff
e Chart paper and markers
ProcedurQ

1. Br'e@ explain the purpose of the activity and provide clear instructions and
ctations.

QQDivide students into small groups.

3. Provide each group with a different case study involving a conflict in
bancassurance.

4. Each group will analyze the conflict, identify its root cause, and propose
solutions.

5. Tell each group to present their findings
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6. Conduct a classroom discussion on best practices for resolving such issues.
Activity 2: Role-Play — Handling Staff Queries

Material Required:

e Pre-prepared staff queries related to bancassurance

« Name tags for students playing bank employees, insurance agents, and

managers. b,

Procedure: «QQJ

1. Briefly explain the purpose of the activity and provide clear instr@ns and
expectations.

2. Assign students different roles (bank staff, insurance aéegts, and senior
management). O

3. Bank staff will ask common queries about sales @ets, incentives, and
product features. X,

4. Insurance agents and managers will respon@rofessionally, offering clear
solutions. @

5. The Teacher will observe the interacti.organd provide feedback on effective
communication and conflict resoluti%@

6. Conduct a classroom discuss'oab),&fo share the learning experience and
findings.

Activity 3: Brainstorming — tegies for Effective Query Resolution
Material Required: )(/0'

e Whiteboard and r@xr%rs
e Sticky notes &(D'
Procedure:

1. Briefl &in the purpose of the activity and provide clear instructions and
expéﬁons.

@%students to brainstorm the most common queries and conflicts faced by
Qb nk staff in selling insurance.

2.

3. Write these on the board and group similar issues together.

4. Encourage students to ask question.

5. Students will then suggest strategies for resolving these conflicts.

6. The instructor will summarize key takeaways and best practices for query

resolution in bancassurance.
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CHECK YOUR PROGRESS

A. Fill in the Blanks

1. is the process of addressing concerns and issues raised by
bank staff regarding insurance sales.

2. One major cause of conflict in bancassurance is over
customer handling. b’

3. Resolving conflicts effectively helps in building amon&énk
and insurance staff. -\’@

4. Clear communication of can help reduce displ’l\%'@related to
sales targets. Q

5. Handling staff queries properly leads to increased , :QJ and sales
performance.

xO
B. Multiple Choice Questions X,

1. What is the primary reason for conflicts %Qreen bank and insurance
staff? @
a) Low customer footfall . (b\/
b) Lack of product knowledge QJ’(’N
c) Ambiguity in roles and re @»s\"ibilities
d) Excessive documentation

2. Which of the followin’%'b‘a strategy for resolving conflicts?

a) Ignoring the isﬁigs‘
b) Providing cl&éﬂrole definitions

c) Reduci mmunication between teams

d) Ina@sing sales targets

S.y resolving staff queries important in bancassurance?
t

e

4.

ensures better product pricing
b) It improves customer satisfaction and sales
c) It reduces the number of bank branches
d) It eliminates the need for training
A key factor in reducing disputes regarding incentives is:
a) Delaying payments
b) Lack of transparency
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c) Clear incentive structures
d) Ignoring staff concerns

5. Ethical sales practices can be ensured by:
a) Forcing customers to buy policies

b) Providing misleading product details

O

<
d) Setting unrealistic sales targets '\Q
. \’@

c) Giving accurate and full product information

C. State Whether the Following Statements are True or False \Q
1. Resolving bank staff conflicts reduces stress and increasQ otivation.
2. Providing incomplete product information helps in ir%@sing sales.

3. Miscommunication between bank and insuran@ staff can lead to

disputes. \/\’

4. Setting high sales targets always leads to b%g performance.
5. Conflict resolution helps in building lon@rm trust in bancassurance.

NS
Ny

D. Match the Column

A
S.No Column A S.No \J@‘Column B
£
1 Sales target conflict ?@y Reduces stress and increases motivation
<4
9 Clear product [ B Builds trust and reduces mis-selling
information R ol
3 Role clarity ) C Helps bank staff answer customer
Oi\' queries accurately
4 Conflict @ ution D Reduces disputes over responsibilities
5 Ethi i sales E Ensures customer satisfaction
P ices
Y
E.S Answer Questions

Q(b What are the common staff queries related to bancassurance?
2. How can conflicts over sales targets be minimized?
Why is role clarity important in bancassurance?

Explain the importance of handling performance incentives fairly.

a & e

What strategies can be used to resolve disputes between bank and
insurance staff?
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. Long Answer Questions

1.

Discuss the significance of handling staff queries and conflicts in
bancassurance.

. Explain the common conflicts that arise between bank and insurance

staff and their solutions.

3. How does resolving staff queries contribute to ethical sales practices? b’
of

. What measures can be taken to ensure clear communicati

insurance policies to bank staff? .\’@

. Describe the impact of proper conflict resolution on the over ccess of

bancassurance. Q’Q’
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MODULE 3: RECORD MAINTENANCE AND REPORTING

Record maintenance and reporting are essential components of efficient
organizational management, ensuring that accurate and up-to-date
information is consistently available for decision-making, compliance, and
strategic planning. Record maintenance involves systematically organizing,
storing, and updating various forms of data, including financial records,
employee information, and operational documents, in both physical and digital
formats. Effective reporting, on the other hand, involves the lar
compilation and presentation of this information in a clear, stmctlﬂi/é ormat
to stakeholders such as management, auditors, or regulatory@ ies. The
primary purpose of record maintenance and reporting J o facilitate
transparency, accountability, and informed decision-ma g\?{while also
adhering to legal, industry, and organizational standas@. By maintaining
organized records and generating timely reports, businesses and institutions
can track progress, identify issues, and improve overa{l/ erformance.

Record maintenance and reporting are not only gut storing and presenting
data but also about ensuring that the information is accurate, secure, and
accessible when needed. Proper record mainténance involves the creation of
clear filing systems, routine updates, an @ﬁsistent backups, which safeguard
against data loss and ensure that thé‘rganization can quickly retrieve and
analyse past information. Wi dvancements in technology, record
maintenance has increasingly shifted to digital platforms, where automated
tools can help manage vast g%ounts of data efficiently, reducing the risk of
human error.
A

In this module i.e., rec K‘maintenance and reporting, the first session covers
the importance of r d maintenance. The second session explains about the
maintenance of aédurate logs of activities. The third session deals with
generation an iblication of sales reports and the last session focusing the
reconciliatio@f reports of accuracy measurement.

o
)
e
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SESSION 1: RECORD - KEEPING
MEANING OF RECORD

A record is a way of capturing and keeping information, such as writing down
details, saving audio or video, or documenting events. It serves as evidence or
proof of something that happened.

Meaning of Record-keeping b’

Record-keeping refers to the process of systematically collecting, org,QQging,
storing, and managing information or documents for future -réfefence,
compliance, or analysis. This practice ensures that important da records
are preserved in an orderly and accessible manner. It can @pb to various
types of information, such as financial records, busines$S transactions,
employee details, or legal documents. Proper record-keepi elps individuals
and organizations maintain accountability, track progre@ and meet regulatory
or legal requirements. &
s

OPERATIONS

g{& Fig.3.1 Record-keeping
e Importance o&@écord -keeping in insurance sales and service

Record- keep§§ n insurance sales and service is crucial for a variety of
reasons. f ing are some of the key points highlighting its importance:

@ © 0 O @

E'F' @ C uul

Customer Claims Risk Marketing Dispute Tracking Frauc!
Service Processing Management andSales  Resolution Performance Prevention

Fig. 3.2 Importance of Record-keeping in insurance sales and service
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. Customer Service: Accurate and organized records allow insurance agents

and companies to provide better customer service. When an agent has quick
access to a customer's policy details, payment history, and claims records,
they can respond to queries promptly, make policy adjustments, and resolve
issues faster. This improves customer satisfaction and loyalty.

. Claims Processing: Proper documentation ensures that claims éve

processed efficiently. By having records of policy terms, coverage limi nd
previous communication with clients, claims handlers can accurgtelyPassess
claims and avoid delays or errors. Without detailed records, a ch& could be
wrongly denied or delayed, leading to customer frustration.

Risk Management:Records of past claims, underwritigg decisions, and
customer interactions help insurers to understand@ends, risks, and
opportunities. By analysing this data, insuranc%@)mpanies can make
informed decisions about policy pricing, coverage offerings, and risk
assessments. This can also help to identify h%—risk customers and adjust
premiums accordingly. @

Marketing and Sales: Having a wel intained database of customer
information allows insurance compa%& to target potential customers more
effectively. Sales teams can use h ical data to segment customers, offer
personalized policies, and croﬁﬂ or up-sell relevant insurance products.
A clear record of past interactions also helps to track the effectiveness of
marketing campaigns. b,

. Dispute Resolution: '\%e event of a dispute between the insurer and the

customer, accurate wrecords provide a clear trail of communication and
decisions. Havin tailed documentation ensures that both parties have a
mutual und ding of the terms and conditions agreed upon. This can
ve legal disputes more efficiently.

prevent or re

. Tracki @Performance: For both individual agents and insurance

co ies, record-keeping helps tomonitor sales performance, commission
ing, and client retention. By reviewing these records, agents and

Qp nagers can assess productivity, identify areas for improvement, and set

7.

erformance goals.

Fraud Prevention:Maintaining proper records helps to identify and prevent
fraudulent activities. Accurate documentation can reveal discrepancies in
claims, suspicious activities, or patterns of abuse. Insurers can take
appropriate measures to investigate and mitigate fraudulent claims.
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TYPES OF RECORDS TO MAINTAIN (LOGS, REPORTS AND CUSTOMER
INTERACTIONS)

To maintain efficient operations and ensure smooth interactions, various types
of records must be kept. Below are the key types of records to maintain across
logs, reports, and customer interactions:

Log: Logs are essential records that capture activities, events, and actions
within a business, providing valuable insights for system surveil, security,
operational efficiency. Key types of logs include system logs that track are
errors and performance, activity logs documenting employee iens like
meetings and tasks, security logs recording events related to«@ ess and
potential breaches, transaction logs maintaining financial re , and audit
logs ensuring compliance with internal controls and regula grequirements.
These logs are crucial for resorting, ensuring s ty, maintaining
transparency, and staying compliant with industrk@andards, ultimately
supporting smooth business operations. X,

Reports: Reports are structured documents th marize data, trends, and
analysis, serving as essential tools for ~decision-making, performance
monitoring, and planning. Key types of repdgt,s include financial reports, such
as balance sheets and cash flow state'gk@fts, which help monitor business
health and guide financial decisions. s reports track metrics like revenue,
leads, and conversion rates, proyidirlg insights into business performance.
Inventory reports summarize ék levels, product movements, and supply
chain data for efficient i tory management. Employee performance
reports assess individual S, achievements, and areas for improvement,
often used for perfom@oe reviews. Operational reports cover production
schedules, maintenance” logs, and performance against key performance
indicators (KPIs), ile compliance reports ensure adherence to industry
regulations 1ik¢, safety, and data protection standards. These reports are
crucial for t@k g progress, making informed

Custom eractions: Customer interactions are significant records that
track c@e}nunication and engagement with customers, helping businesses to
mai n relationships, improve service, and address concerns effectively. Key
tgg of customer interaction records include customer support tickets,
which document customer queries, complaints, and resolutions, helping track
service quality and identify recurring issues. Customer Relationship
Management(CRM) data stores detailed customer profiles, including contact
information, purchase history, preferences, and past interactions, facilitating
personalized service. E-mails and correspondence capture records of emails,
chat messages, and phone call summaries to track customer queries and
feedback. Feedback and surveys collect customer opinions, satisfaction
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ratings, and areas for improvement, offering insights into customer sentiment.
Finally, sales interactions track calls, meetings, quotes, and follow-ups,
streamlining sales processes and enhancing customer relationship
management. These records are essential for improving service quality,
fostering customer loyalty, and supporting business growth.

PRACTICAL EXERCISES

O

O
¢
2

Activity 1:Group Activity on Record-Keeping in Insurance

Materials required: Notebook, Paper, Pen, Pencil, and rubber .

Procedure: \Q

1. Divide students into small groups. QO'
Ask each group to create a mock insurance record. <

2
3. Tell students simulate a claim process by using the ;{J@)rds they created.
4

. After the simulation, guide a discussion on hoxb"gecords are updated over

time. %

5. Discuss privacy, data protection, and lei@quirements for record-keeping
in insurance. - Qr

6. Ask students to reflect on what 6&%7 learned about record-keeping in
insurance. X
O

Activity 2:Role-Playing on Insurafiee Customer Interaction Records.
Materials required: Noteboo per, Pen, Pencil, and rubber

o

1. Explain role-playimg in insurance, focusing on customer-agent interactions
and record-kee :

Procedure:

2. Pair studen@s insurance agents and customers, giving them scenarios to
role-play?

3. Ask ts gather and record customer info during the role-play.
4. Q&w the records, discussing what was accurately recorded or missed.

&Ask students reflect on the impact of accurate record-keeping on customer
service.

Activity 3:Group Activity onRecord-keeping Audit Challenge
Materials required: Notebook, Paper, Pen, Pencil, and rubber
Procedure:

1. Give students a set of mock insurance records that include some intentional
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errors or missing information.

2. Divide students into small groups and ask them to review the records,
identifying discrepancies, errors, or incomplete information.

3. Have each group correct the errors in the records, ensuring that the
information complies with standard record-keeping practices.

4. Groups present their findings and corrections, discussing best practices.

5. Discuss the role of audits in ensuring accurate, compliant inﬁg.nce

records. .\’@
CHECK YOUR PROGRESS “Q

L O
A. Fill in the Blanks Q

1. The primary purpose of record maintenance and rep@%’ng is to facilitate
, accountability, and informed decision—r@ng.

2. By maintaining organized records and rating timely reports,
businesses and institutions can track ess, identify issues, and
improve overall . @

3. Proper record maintenance involy \,the creation of clear
systems, routine updates, and G@nsistent backups, which safeguard
against data loss. \J@

4. Accurate record-keeping prevent activities by identifying
discrepancies or suspicig%s atterns in claims or transactions.

5. Customer interactio@ include records of communication such as
customer suppor ’%kets, CRM data, and to track and improve
service quality X,

B. Multiple Choi@uestions:

1. What %;; of records track customer support queries, complaints, and
resol Ss?

les interaction records
%%} Customer interaction records
Q c) Transaction logs
d) Activity logs

2. What type of report helps insurance companies monitor their financial
health?

a) Sales report
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b) Employee performance report
c) Financial report
d) Operational report

Which type of record is crucial for preventing fraud in the insurance
industry?

a) Customer feedback b'
b) Transaction logs . «QQJ
c) Employee performance reports \}z
d) Claims documentation A

it

. Why is record-keeping important for insurance claims IO essing?

a) It helps with policy sales '\O
b) It ensures efficient and accurate assessmen&?‘(:lalms
c) It allows for better advertising %O

d) It reduces customer complaints

5.Which of the following reports is u@ to assess individual employee
performance?

a) Compliance report &

b) Financial report

c) Sales report

d) Employee perforn@;)’&:e report

C. State whether t}%\following statements are True or False

1.

Qé:)

4.

Record—k@fng in insurance sales and service is not important for
custo rvice.

(ﬁ' ecord maintenance only involves storing documents in a physical

ogs help track security events, software errors, and employee activities
within the business.

Reports are structured documents that summarize data, trends, and
analysis to support decision-making.

. Record-keeping does not play a role in preventing fraudulent activities in

the insurance industry.
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D. Match the Columns

S.No Column A S.No Column B

1 Record maintenance A Track service quality

2 Importance in B .. . @é'
} Organizing and updating data «Q
insurance . Cy

N>
3 Logs c Detects fraud ,@
%’\f

. Reports D Summarizes data for deciSions

S Customer interaction E Important for cus@ner service and risk
records management

6 F

Fraud prevention

O
Track act@es like errors and security

E. Short Answer Questions

1.

&> 0N

5.

.,\(b,

What is the primary purpose of&&’ord maintenance and reporting?

Why is record-keeping im

nt in insurance sales and service?

How do logs contributeév usiness operations?

What role do report&:ﬂay in an organization?

What is the p ’29 of maintaining customer interaction records?

F. Long Answer % tions

1. Explain importance of record maintenance and reporting in an
orga ion.
2. '«Gpss the key benefits of record-keeping in insurance sales and

&uce.

Q@ Write a note on type of records.
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SESSION 2: ACTIVITY LOGS

MEANING OF ACTIVITY LOG

An activity log is a detailed record of actions, events, or transactions within a
system, application, or platform, designed to track and monitor user behaviour,
system performance, and application activities. It typically includes key details
such as timestamps, user IDs, descriptions of actions performed, and?,
status of those actions. Activity logs serve a variety of purposes, i&ding
security monitoring, troubleshooting, compliance auditing, and p'éﬁ,brmance
optimization. By recording every interaction or event, activity lo &p identify
potential security threats, errors, or inefficiencies. They are cr n ensuring
transparency, enabling system administrators to track un&uthorized access,
resolve technical issues, and maintain system integrity, 8t1 ately contributing
to a more secure and well-functioning environment. X

PRACTICES FOR MAINTAINING ACCURATE %@% OF ACTIVITIES AND
REFERRALS

Maintaining accurate logs of activitiess and referrals ensures proper
documentation, accountability, and efficiefft follow-up. A consistent approach
should be used to record actions, inéﬁing dates, times, descriptions, and
relevant details like the purpose, i iduals, and outcomes. Logs should be
updated promptly to avoid missing>crucial information. Using a standardized
format improves clarity an ﬂﬂormity, while secure storage and regular
reviews help maintain prlviﬁéﬂ ta integrity, and provide reliable references for
future actions or audltsc)\,

= B 1Q (&

Standardize Use Secure Automate Log Comprehensive Review Logs Retention Referral
Log Format Logging Generation Logging Regularly Policies Accuracy

é) .3 Practices for Maintaining Accurate Logs of Activities and Referrals

ndardlze Log Format: Use a consistent format for logging activities,
1nclud1ng timestamps, user IDs, action types, and status codes. This makes
it easier to analyse and compare logs.

2. Use Secure Logging: Ensure logs are securely stored, encrypted if
necessary, and access is restricted to authorized personnel only to protect
sensitive information.
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3. Automate Log Generation: Automate logging processes where possible to
reduce human error and ensure that all relevant actions are captured.

4. Ensure Comprehensive Logging: Log all relevant activities, including
system events, user actions, errors, and referrals. This provides a complete
view of operations and helps with troubleshooting and analysis.

5. Regularly Review Logs: Conduct periodic audits and reviews of activity logs
to detect any anomalies, suspicious behavior, or performance issues.

6. Implement Retention Policies: Define and enforce log retention }Qﬁcies
that specify how long logs should be kept. Ensure logs are *@%ted or
archived according to legal or organizational requirements. 6’0

7. Ensure Accuracy in Referral Logs: When logging referra@ (such as in a
web application), ensure that referral sources are\ggbperly captured,
including URLs, campaign identifiers, or other relevaréd ta points.

IMPORTANCE OF CONSISTENCY AND TIMELINES&&

Consistency and timeliness are crucial for maint?ng effective activity logs, as
they directly impact the reliability, usefulness@l security of the logged data.

Consistency ensures that logs are gen ed in a uniform format across
different systems, applications, and deQ}ces. When logs are consistent, it’s
easier to analyse and correlate dat om various sources. This uniformity
allows administrators, security t@ and auditors to quickly identify trends,
track events, and detect anomalies without confusion or errors. It also
simplifies the process of trou@e hooting issues and ensures that no important
information is omitted or d incorrectly.

Timeliness is equall ortant because logs need to capture events as they
happen to be use %real time monitoring and incident response. Delays in
log generatlon ta collection can result in missed opportunities to detect
and respond curlty threats or system failures promptly. Timely logs allow
for 1mmed analy31s helping teams to address issues before they escalate,
improv tem performance, and maintain a proactive security posture.
Mor 1n the case of security breaches, timely logs provide valuable insights
fogr stigating and mitigating incidents while the evidence is still fresh.

Both consistency and timeliness also ensure that logs remain relevant and
effective over time. As logs are continuously generated, outdated or irrelevant
data may reduce the clarity and usefulness of the logs. Regularly updating
logging systems and maintaining consistency in formatting and capturing data
helps to avoid clutter and ensures that logs can be easily understood and acted
upon. Moreover, it promotes accurate forensic analysis in the event of a
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security breach, as timely and consistent logs can be used to trace the origin
and impact of the incident, making it easier to prevent future occurrences.
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MEANING OF DIGITAL RECORD KEEPING

Digital record keeping means storing and managing information electronically
using computers or digital devices instead of paper. It involves saving data like
documents, emails, images, or videos in digital formats for easy access,
organization, and security.

Pros of Digital Record Keeping

e Digital systems allow for quick input, retrieval, and sharing of records. ij'

e Physical filing cabinets and storage rooms are no longer needed use
records can be stored on servers, external drives or the cloud. \’},

e Digital systems reduce human error through automation. 0\'0

e Access can be restricted to authorized users.

e Records can be accessed from anywhere via cloud platfc@.

e Lowers the organization’s paper use and carbon footprinttand supports
sustainability initiatives. X

X
Cons of Digital Record Keeping O

e Systems are vulnerable to hacking, Viru, and data breaches so that
sensitive information may be exposed if \; properly secured.

e Access is lost during power outages, i .'te net downtime or software crashes.

e Software must be updated regularlx/@é fix bugs and maintain security.

¢ Employees need time and trai@@(o adjust to new systems.

e Must follow strict data priva nd retention laws.

MEANING OF MANUAL RE 6? KEEPING

Manual record keepingﬁ\v e process of recording and managing information
by hand using pap tebooks, and physical files. It’s simple and doesn’t
require technology, t can be time-consuming, error-prone, and hard to

organize as rec@g increased.

Pros of Ma@ ecord Keeping

e Ma ystems require only basic supplies like paper, pens, folders, and
S cabinets.

J ual records can be accessed anytime without relying on electricity or

Qinternet connectivity.

e Since the records are not stored digitally so they are safe from hacking,
viruses and data breaches.

e Original documents with handwritten signatures may present as a legal
document.
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Cons of Manual Record Keeping

PRACTICAL EXERCISE O

Entering, organizing, and recovering information manually takes much
longer than using digital systems.

Manual records are susceptible to being lost, stolen, damaged due to fire,
floods or mishandling.

As records grow in volume, it becomes harder to maintain order and find
specific information quickly. b,
Physical records require storage space such as cabinets, shelves, or%@age

rooms. '\>@

Activity 1:Group Activity on Importance of Activity Logs Q

Materials required: Notebook, Paper, Pen, Pencil, and rm@g, Computer with

internet facility

xO

Procedure: X
O

1.

AN A

Explain what activity logs are and their rpose (tracking tasks and
progress).

Highlight benefits like improved time H&@agement and accountability.
Show how to create an activity log {@te, task, time, outcome).

Ask students track their activiti %r a short period.

Discuss what they learne fg%m their logs (patterns, time management).

Summarize the importa)é©e of activity logs for organization and productivity.

Activity 2:Role—Playing%ﬂ Logging Business Activities in Real-Time.

Materials required: Notebook, Paper, Pen, Pencil, and rubber, Computer with
internet facility,

Procedure: @
1. Exp 4"1

2.
4.
5.
6.

e purpose of logging business activities in real-time.

%gg Students roles (e.g., manager, employee, customer) and scenarios.

X

ach how to log activities (date, task, time, outcome).
Students act out their roles while logging their actions in real-time.
Discuss what was logged and how it tracked progress.

Ask students reflect on the value of logging activities for organization and
time management.

Activity 3:Group Activity on Digital and manual Record- keeping.
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Materials required: Notebook, Paper, Pen, Pencil, and rubber, Computer with
internet facility

Procedure:

1.

Explain the differences between digital and manual record-keeping,
highlighting their pros and cons.

. Split the class into two groups—one for digital record-keeping and the otg?r

for manual. %4

. Show how to use digital tools (like spreadsheets) and manual met (like

paper) for record-keeping. \()\r

. Set a timer for 10-15 minutes for both groups to r@ the same

information. <

. Ask both groups present their results and discuss effié\incy, accuracy, and

ease of use. 0

. Summarize the key points and ask students K/method they prefer and

why.

©

CHECK YOUR PROGRESS N

A. Fill in the Blanks ,(\

B

N

1. An activity log is a detailed r )&% , events, or transactions
within a system, apphcatm@&r platform.

2. Activity logs typically i de , user IDs, descriptions of actions
performed, and the s s of those actions.

3. The purpose QD activity logs includes security monitoring,
troubleshootl v auditing, and performance optimization.

4. To main @i ccurate logs, it’s important to the log format,
estamps, user IDs, action types, and status codes.

1nclud§)
5. Lo ould be stored, encrypted if necessary, and access
s€9 1d be restricted to authorized personnel.

. @‘j%{iple Choice Questions

1. What is the primary purpose of activity logs?
a) To track system errors only
b) To monitor user behavior and system performance
c) To store data backups

d) To log system updates
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. Which of the following is essential for maintaining accurate activity logs?

a) Only logging user actions
b) Ensuring logs are updated only once a month
c) Using a standardized log format

d) Ignoring errors and system events

. Which of the following is a practice for secure activity logging? @b’
a) Allowing everyone to access the logs freely . %Q
b) Storing logs in plain text \()\}
c) Restricting log access to authorized personnel Q’O'

d) Deleting logs immediately after they are created <

AS)

. Why is automation important in activity logging? ()

a) To reduce human error and ensure th 1l relevant actions are

captured %

b) To allow users to manually edit logs @
c) To create logs only for system er@
d) To limit the information Captg{;@'% in the logs

. Which of the following sho%& logged for a comprehensive activity log?

a) Only system errors bﬁ

b) User actions, syst@ events, errors, and referrals
XM

c) Only successf&bogms

d) None of th%‘gove

C. State whet '<the following statements are True or False

2

2

. It is acceptable to store logs in plain text without encryption as long as

1. Act@bgs are only useful for tracking user actions and do not capture

S 5@ events or errors.
sistency in activity logging helps simplify the process of
roubleshooting and detecting anomalies.

they are regularly reviewed.

. Timeliness in logging is crucial because delays in capturing events could

result in missed opportunities to detect or respond to issues.

. Activity logs should be reviewed only once a year for compliance

purposes.
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D. Match the Columns

O

S.No Column A S.No Column B
L Activity Log A Records user actions, system events, /
and errors. 4
0>
) Ensures log data is protecto@nd
. S L B.
2 ccure Logeme access is restricted. \Q
o |
3 Timeliness in C Logs are recorded inqu\e%l—time for
" | Logging " | prompt response. )
. O
4 Regular Log D Periodically clecks logs for
" | Review " | anomalies c\)\( iSsues.
Y
5 Automation of E Reduce@uman error and captures
" | Logging "l all r§%yant actions automatically.

E. Short Answer Questions

&> 0N

Why is consistency i

A
Y

x&

O

1. What is the purpose of a%activity log?

rtant when maintaining activity logs?
What role does tl@mess play in activity logging?
What should %%yl&ﬁcluded in a comprehensive activity log?

5. How doe@&omation help in activity logging?

F. Long AA@r Questions

QQ. Discuss the best practices for maintaining accurate and secure activity
logs.

1 ey
y

3. Write a note on pros and cons of Digital and manual record-keeping.
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SESSION 3: SALES REPORT

MEANING OF SALES REPORT

It is a document by the help of a business organization can evaluate the sales
performance of their sales representatives and also keep a control on flow of
working of the team. In a sales report different heads can be included as ‘per
the need of the organization. It can be customized as per the nature of the

product and requirement of the company. A sales report can be pre d or
generated as per the need like daily report, weekly report, monfhb report,
quarterly report or an annual compilation of the sales report. 0

A sales report can benefit the organization in several ways-
e It is very important to measure the effectiveness of sales@anning.
e [t focusses on generating present revenue and targ&ﬁ‘ng the future revenue.

e It is very useful in establishing the good contr@ the team and identify the
space for the rectifications.

e It helps the top management to make polieies and incentives.

e It helps in critical analysis of differe&} roducts or services and also make a
comparative analysis of them. (b”&

e It helps in designing a perfect duct mix.
e It helps in retaining the lo@inustomers with the brand
e It helps to influence 'Qr:lrgeted customer.

X
o"&
&
L
&
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Product Mix Measuring Sales
Design Effectiveness

Evaluating the
success of sales
strategies

Designing an
optimal product
offering

Revenue
Generation and
Product Analysis Targeting
Conducting Focusing on
critical and current and future
comparative revenue goals
product )
evaluations
Policy and

Incentive Team Control and
Development Rectification
Assisting in policy Establishing team
and incentive management and
creation improvement

areas

Fig. 3.4 Benefits of sales reports \,O



Different heads of a sales report-

A sales report may have different heads for reporting and compiling the sales
data but some are very common heads are mentioned below although different
organisations customize it as per their requirements.

Date, sales frequency, number of items, value of sales, prospects for future
sales, opportunity, dead leads, conversion rate, credit limit, credit period,
reference for new prospects, hot product and cold product in the market. o
Format of a sales report %Q

°
aA_A

Generating a sales
important to

complete
team an

Fi,&& Format of a sales report

X
PROCEDURES FOR GI&RATING AND MONITORING SALES REPORTS

Name of the Company
Location of the Company
Name of the Sales Representative < 7
Mobile No. Email ID: ,\\) Date:
. Customer Amount |disco
Orde | Invoice , Sales Rem|Balance
Date | Day Customer Name| Monile already | unt
t No.| No. Amount ) ) ark |Amount
No. received | given
1/1/2024 |Monday| 1 | CBZ47 ABC 888@%&% 2000 500 1500
2/1/2024 |Tuesday| 2 | CBZ43 DEF T | 1200 1100 100
3/1/2024 Yednesda| 3 | CBZST7 HEG 5 170999999999 | 1500 400 1100
Seal and signature of the reporting Q@'
authority Important notes

ort is a very critical and important task. So, it is very
'Q/in consideration some necessary steps and procedures. A

ort can be very useful tool to determine the efficiency of sales
to set the future targets. The sales team performance and

achiev /Bnts can be recognized and they will be incentivized through the
of a sales report. So, a systematic approach is required while
g@aﬁng the sales report. We can describe some important steps to design an
effective sales report.

analysi

Clear identification of purpose and target people- There must be a
claritywith the purpose of designing of sales report. It may include the following
sub points in it.
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1.

2.

3.

4.

5.

Find the aim and objectiveof the report- It may aim to track the sales
targets, sales performances or future planning. A change in objective will
lead to change the format of report automatically.

Decide the goals and outcomes- what would be the final outcome of the
report is another essential part of the crafting a sales report. It may vary as
finding the team achievements or tracing the progress. When goals are
confirmed then it would be easy to provide the solutions. b’

Knowing the target audience-It is important to understand the ce
or the stakeholders for whom the report is planned. A goods rep%%atisﬁes
the need of its audience. Following may be the stakeholders- «Q

e Senior Management of the company QO'
e Sales and Marketing managers ,\O@
e Sales Team \/O

e Customers, finance team or other stakehol ee\’

Choosing the right Components—Sele@'A the right components is
another important task while designin report with clear objectives.
Following components may be consider,s@v or this purpose-

e Volume of sales &QJ

e Increase or decrease in sal re

e Conversion rate of sale %

e Cost of acquisition \,/Qv

e Average revenue

e Area wise sa €8

e Sales bif@ation as per range of product

o Sal@éle in the process.

Time bound management and data management - Once objectives are

ized it becomes important to frame the time bound task completion of

e team to ensure the relevance of insights. The following points should
be considered

e Fix the time duration (Daily, Weekly, Monthly or else some other)
e Regular and consistent time frame to evaluate performance
e Match with sales campaign or cycle.

e Recognize the source of data
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¢ Check and confirm the accuracy of data
e Summarize the relevant data

6. Presentation, editing, review and discussion- The next process of the
report is data presentation, editing review and discussion for which
following points should be considered

e Use chart graphs and other visual content to make it more acceptableb'
e Use different colour codes and font style to highlight the major poi&‘
e It should follow the flow of work logically so that it could be;\gﬂalyzed

easily. ’\Q
A

e The style of presentation of data and visuals should beQn a consistent
form so that it can be presented professionally. <&

AS)

Sales Report Generation and Monitoring

Identify
Purpose and Understand
Objectives Target Choose
Auvdience Cov’f\}e:Fc’)Z;tnts Manage Data
Determine the Timeframes Ensure Data
aim and goals  Recognize the Accuracy Present and
of the report stakeholders Select Edit Report
who will use relevant data Establish
the report metrics for regular Verify the
the report intervals for precision and Use visuval aids
data reliability of and consistent
collection data formatting for
the report
Fig.3. es Report Generation and Monitoring

KEY PERFORMANC%LNDICATORS (KPIs) AND THEIR RELEVANCE

Using so ma
missing the
the sales r
the or
sale

n@@ts and content a sales report might be confusing and

ive. The sales report must reflect the predefined objectives of

90

t preparation. The sales KPI’s create a direct relation between
izational goals and sales generated by the team. There are several
rics which measures the sales performance of sales team. Following
ar@ e KPIS which can be taken while preparing a sales report.



Sales
Representative Customer
Retention Referrals
Future Leads

Measures ability to Number of new
Number of possible retain sales customers through

future clients. representatives. referrals.

Lifetime Sales Customer
Customer Conversion Retention Ratio
Value Rate

Percentage of
Predicts the revenue Percentage of leads customers retained
attributed to the that become over time.
relationship. customers.

Fig.3.7 Key Performance Indicators (KPIs) And TK& Relevance

1. Total Contract Value- It is calculated on the a@KSJ of annual sales amount
generated within a year. The total contract value helps the sales agent and
the manager to trace out the possibilit'es@f cross selling and up-selling.
This can be calculated by dividing the .tqgl' sales volume of a year divided by

the total number of sales contracts. Higher the total contract value leads to
higher revenue for the organizatio
2. Lifetime Customer Value- I des the total purchases by customer of

all types of sales made by the ¢ompany in his name. It is a clear indication
of trust, value and loyaltjbl%a customer towards the brand or product. It
can be calculated by @tiplying the average volume purchased, with the
frequency of purchasihg and the estimated life span of the customer.

3. Future leads andﬁnospects- It can be measured by the expected number
of leads projec @‘by the sales representatives in a quarter of the year. It is
simply rela with the conversion rate of leads mentioned by a sales
represe @ve. Uses of social media follow ups are very fruitful to increase
this

4. S onversion Rate- It is a simple percentage calculation of all the leads

h are converted to sales figures. Normally the sales team present it an
ahalyse it on a quarter year basis. It can be calculated by quarterly closed
deals divided by total leads expected in that quarter.

5. Retention Ratio of Sales Representative- It is another KPI of a sales
report as a longer retention leads a sustainable healthy relationship with
the customer while a shorter retention ratio affects adversely.

6. Retention Ratio of Customers- [t is the ratio of those customers who
continue with the brand while adversely it creates a churn rate. every new
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customer comes with the new revenue prospects so the retention of
customer is also as important as the retention of sales representatives.

7. Customer Referrals- A satisfied customer can play magical role in
generating new prospects of sales and services. When existing customers
endorse a product it always becomes an easier task for a sales
representative to pitch the sales line in the market.

KEY PERFORMANCE INDICATORS (KPIs) \ng
AND THEIR RELEVANCE \>,@
Total Contract Future leads and Retention Ratio of Customer Referrals D
Value prospects Sales Representative ~ Represents potential for

Represents potential for Projects potential sales Ensures stable customer cross-selling and
cross-selling and opportunities relationships upselling
upselling

J O 0O Q
O O O

Lifetime Customer Sales Conversion Retention Ratio of
Value Rate Customers
Indicates customer loyalty ~ Measures effectiveness of Reflects customer
and long-term revenue turning leads into sales satisfaction and loyalty

4
Fig. 3.8: Key Perforr@%:e Indicators (KPIs) and Their Relevance

PRACTICAL EXER%SQ
Activity 1- Generating the sales report (Individual activity)

Materials requi eé.bNotebook, Paper, Pen, Pencil, and rubber, Computer with
internet facilityé

ProcedurQ

1. Deﬁ@\he purpose and expected learning outcomes.

2. %&Ber resources and organize the classroom.

3Q plain the steps and demonstrate if needed.

4. Students perform the task; teacher monitors and supports.
5. Students present or discuss their work.

6. Summarize learning and provide feedback.

Activity 2-: Interview conduction of Real Sales officer and report submission
on KPI of a sales report.
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Materials required: Notebook, Paper, Pen, Pencil, and rubber, Computer with
internet facility

Procedure:
1. Define the purpose and expected learning outcomes.
2. Conduct the Interview with sales officer via In-person, phone, video call.
3. Encourage students to ask question to clear their doubts.
4. Tell students to write-down the key points of interview. b’
5. Ask students to write a report on KPI analysis and submit it. \?
6. After the interview conduct a classroom discussion on leaning ou ;@)
CHECK YOUR PROGRESS 0
A. Fill in the Blanks Q
1. A helps a business to evaluate the salesﬁ@rformance of their
sales representatives. &O

. A sales report can be generated on a )S’ , Or
basis. :§

. One of the key performance indicatqr @1 a sales report is

Y

which measures the revenue generat@ annually.

. The process of reviewing, ed1t1q@,&nd discussing the sales report helps

in decision-maki
. A higher ratio indicates a strong, loyal customer base for the
organization. b%

B. Multiple Choice Q!ﬁns
1. Which of the f L‘Q ng is NOT a common component of a sales report?

P

a) Sales vol,éaé
b) Em e attendance
C) G&ﬁé)ersmn rate
ost of acquisition
hat is the purpose of a sales report?
a) To monitor the performance of sales representatives
b) To create advertisements for products

c) To increase product prices

d) To generate payroll for employees

3. The ratio of customers who continue with a brand is called:
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a) Customer churn rate
b) Retention ratio
c) Conversion rate

d) Market share

. Which KPI measures the total sales amount generated in a year?

(o

<
b) Future leads and prospects '\Q
. \’@

a) Lifetime customer value

c) Total contract value O
d) Retention ratio Q’O'

. What should be used to make a sales report visually\%gﬁealing?

a) Charts and graphs &O
b) Only text-based descriptions O\,
c) Large paragraphs %

d) Complex terminologies \,©

C. State Whether the Following Stateri s are True or False

1. A sales report cannot be custom(%d as per the organization's needs.
2. The conversion rate is cal@ted by dividing the number of closed deals
by the total expected leai'%.
3. Customer referrals )déU; t contribute to new sales prospects.
4. A Well—structured%les report helps in making future sales strategies.
5. The sales cyc}z%%not an important component of a sales report.
D. Match the n
"
S.No | Col S.No | Column B
N\
1 C-.Sal’es conversion rate A Trust, loyalty, and value of a customer
» -
Qﬁ Retention ratio of sales B Percentage of leads converted into sales
reps
3 Total contract value C Annual revenue generated per contract
4 Lifetime customer D Ratio of retained sales team members
value
S Customer referrals E Endorsement of a product by existing
customers
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. Short Answer Questions
1. What is the role of a sales report in business decision-making?

2. Mention any three key performance indicators (KPIs) used in a sales
report.

3. How does customer retention impact a company’s sales?
4. Why is it important to use charts and graphs in sales reports? b,

. Long Answer Questions \Q,QJ

1. Explain the procedures for generating and monitoring a sales I’E@g%t.
How does a sales report help in future sales planning? Qv
Discuss the importance of sales conversion rate and h%g is calculated.

What is the significance of a retention ratio in a saléggsport?

a kK L b

How do different stakeholders benefit from a w ll%repared sales report?
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SESSION 4: RECONCILIATION OF REPORTS
CONCEPT OF RECONCILIATION

It is the process of matching the sales records for ensuring the sales generated

and reported to the management. This reconciliation makes a comparison

between the reported sales records and supporting external documents to

verify it. This process helps in establishing financial integrity and also to keep a

proper track on stock movements. In all the revenue generated are mat&d

properly with the reported sales records. \Q
.\@

The process of reconciliation can be summarized as given below-

O
Collection of all necessary vouchers and statements showing a’z'sactions
of cash and credit sales. Also collect the bank statement and credit

statements. '\Q

A

7
Comparison of internally reported documents with ){I}e external vouchers
and other documents Q)

Trace and report any discrepancy in reporte{ @1 actual figures

Y

Do a proper investigation on any disc%&‘ncy found during tracing the
reports. <

nl&’

U"

After finding appropriate errors d discrepancy start taking corrective

measures. AS

~
Reconciliation plays a v%r important role in business operations as it helps in
ensuring the true gé['d fair documentation and accounting. Indirectly it

prevents the m@ﬁg‘ments from misrepresentation and possible frauds which
may occur d%e) ignorance of such reporting’s.

TECHlN;ﬁ FOR RECONCILING SALES REPORTS TO ENSURE
ACCU

Fo@%}ng are some techniques of Sales Report Reconciliation;

<
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h&&

Scrutiny of =) Cut-Off — Align with
Discrepancies  Policy & Master Sheet b'
Implementation QJ

X

Fig.3.9 Techniques for Reconciling Sales Reports to Ensure Accur c,@)

e Scrutiny of Discrepancies and analysis- It is based on the sp\?ny of past
sales transactions and then Ilisting out the missin uchers and
documentation. By this way, the errors and its pattern_i@dentified and also
ensures the possible fraud or misrepresentation conduéted while preparing
the sales reports. &O

e Determination of Cut Off policy and imple @)%étion— The cycle of sales
reporting is very important and more importantly the cycle should be taken
within the frame of accounting period. So, dead line and their follow ups
are a major concern while reconciling t les report.

e Developing an automatic reconcil@%n system- Developing and using a
reconciliation system is impor tool to set a control process over the
possible errors and differenc also assists in ensuring the accuracy of
sales sheet and its effect ondfinancial statements.

e Aligning with the mas@r data sheet- By the help of reconciling the sales
ledger with master é? t the discrepancies can be rectified and corrective

measures be takeHd., A proper alignment of reconciled report with master
sheet is requirgé’é avoid the duplicity and misrepresentation.
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Sales Report Reconciliation Process

r 2 Y4 N\ 2 Y4 y
crutinize etermine evelo ign wi
Scrut Det Devel Al th
Discrepancies || Cut Off Policy Avtomatic Master Data a
Analyze past sales Esi::‘:\b[[éiei?d SBStem Reconcile sales )
transactions to dec\dl}'r)nes within Create a system to ledger with
identify missing the occountin automate master data to
vouchers and period for sa[c?s reconciliation and ) correct.
X patterns of errors. JL reporting, ) control errors. JL discrepancies. )

T

Fig. 3.10Techniques for Reconciling ;Sq% Reports to Ensure Accuracy
,(,\/
X%

THE PROCESS OF IDENTIFE %N DISCREPANCY-
J

)
Recognizing the dis@ancy in sales projection
/L

Analysis of pag{'&s:eas data

o>
Checkin@%e sales forecasting figures

v
Matchifig with market survey and research conducted

__@lar checking and monitoring and adjustments

~
@RTANCE OF IDENTIFYING DISCREPENCIES AND IMPLEMENTING
CORRECTIVE ACTIONS

It is always important to find the mismatching and discrepancy soas to ensure
the correct sales projection and for future market research also. The following
points can be considered for showing the importance of identifying
discrepancies and corrective action;
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e Helps in correct projection:One of the important aspects of this is to
motivate and plan an accurate sales projection for future purpose. An
accurate sales projection leads to setting up the attainable sales target to
the team and create transparency in the system.

e Helps in finding variances:Finding a discrepancy and matching it with the
standard or budgeted figures helps in tracing the variances. The favorable
and unfavorable variances help in setting the new standards for fut@e
budgets. <

20>

e Helps in evaluation of the performances: By identifying discrep{&fﬁ@es and
implementing the corrective measures one organization can ‘&yaluate the
performance of individual and also the team. It would hel;Q' eciding the
incentives and appraisal of the sales team. <

e Helps in revenue recognition: It is also importa ‘E\%r proper revenue
recognition of the company as proper sales record ps in identifying the
sales revenue in appropriate way. As it identiﬁesée reason of variances.

e Helps in setting trends and benchmarking: After scrutiny and
identification of errors and discrepancy the-data collected and rectified will
help in setting the trends for future &orting and also encourages the
benchmark for future reference. QJ’(»

e Helps in budgeting and revie o@&ransactions: A favorable or unfavorable
variance after comparison wi tual reported sales data will help in future
budget planning. It also h in reviewing the transaction in the report.

e Helps inn resolvin »@re compliances issues: When we rectify the
discrepancy in sale@port it directly provides a proper compliance of the
organization repof{ing system.

e Helps in ta{?‘? actions and decision making: The decision making or
action exgcution also be easier when such discrepancies identified and
rectifie

o
)
e
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Identifying Discrepancies and
Implementing Corrective Actions

Action Taking and o~ Accurate Sales
Decision Making R W Projections
U SO N S <
Resolving ([ ; STl i E\ i . Q
. 5 : ST TN : Variance Detection
Compliance Issues Vo A )

Budgeting and ({ [ PN T [ ) Performance
i : el g , .
Transaction Review & S T 2 Evaluation
Trend Setting and - \‘ Revenue
Benchmarking Recognition

Fig. 3.11 Importance of Identifying Dzscrepaﬁy\tes and Implementing Corrective Actions

PRACTI §®§ EXERCISES

Activity 1: Role play on reco % sample reports and finding and rectifying
errors

Materials required: No%i@gf( Paper, Pen, Pencil, and rubber, Computer with
internet facility
v

Procedure: (0,

. Teacher exp@ls the goal and purpose of the activity.
Distrib y required materials or tools.
Teach%lves clear, step-by-step instructions.
. s perform the activity individually or in groups.
%P ents present results or share observations.
ass discusses what was learned; teacher provides feedback.

O‘l-bo.)!o»—*

Activity 2: Finding out discrepancy in reconciliation report. (Take a base of
Activity 1)s

Materials required: Notebook, Paper, Pen, Pencil, and rubber, Computer with
internet facility
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Procedure:

1. As per activity (1) collect all sample reports and trace out the discrepancies.

2. Students are divided into groups/teams if needed.

3. Clear instructions are given and a short example.

4. Students perform the activity as instructed.

5. Students share their results, findings, or performances with the class.

6. Teacher summarizes key learning points, gives feedback, and encourages
student reflection. “QQJ

CHECK YOUR PROGRESS \>6

A. Fill in the Blanks 0

1. is the process of matching the sales records to ensure
accuracy and financial integrity. O

2. The reconciliation process helps in keeping )@track of
movements in the organization. \,

3. A major technique for reconciling sal@reports is developing an
system.

4. Identifying discrepancies helps in. 'gy\@per recognition of the
company.

5. A favorable or unfavorable a(ééﬁce in sales reports helps in
and reviewing transactions?®

B. Multiple Choice Questlo@
1. What is the main ive of reconciliation in business?
a) To increase s@% volume
b) To matchﬁﬁies records with actual transactions
c) To @ advertisements

d)IQ

2. \@dch of the following techniques is used for sales report reconciliation?

re more employees

% a) Ignoring missing vouchers
Q b) Determining the cut-off policy and implementing it
c) Eliminating all records after reconciliation
d) Using only manual entries
3. Which of the following is NOT a benefit of identifying discrepancies?

a) Setting trends and benchmarking
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b) Increasing customer complaints
¢) Resolving compliance issues
d) Evaluating sales performance
4. What does an automatic reconciliation system help with?
a) Increasing discrepancies

O

b) Reducing human errors and ensuring accuracy

<
c) Avoiding compliance with regulations . %C’
d) Eliminating the need for monitoring sales reports \Q\’
5. What is a key factor in ensuring reconciliation accuracy?QO'
a) Avoiding sales forecasts ,\O@
b) Ignoring master data sheets Q)

c) Matching records with external supporting Sﬁcuments
d) Reducing the time frame for reconciliati
C. State Whether the Following Stateme%@e True or False
1. Sales reconciliation is not necessarynfer financial accuracy.
Finding discrepancies helps in er evaluation of performance.

Proper reconciliation can p@tnt fraud and misrepresentation.

> LN

A company does not ne&dﬁo monitor variances in sales reports.
5. Corrective actions t@ after reconciliation help in decision-making.

D. Match the Colun{;{/

S.No | Column A &(bfy S.No | Column B

1 Sales@o’hcﬂiation A Process of matching reported sales with
actual transactions

w

2 \fepancy Helps in correcting mismatched sales
Ladentification reports

~Variance analysis C Comparison of actual and projected
4 sales figures
4 | Revenue recognition D Ensures accurate financial statements
S | Compliance E Helps organizations follow reporting
resolution standards

E. Short Answer Questions

1. What is the concept of reconciliation in sales reporting?
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a kK L b

Why is it important to identify discrepancies in sales reports?
How does reconciliation help in financial integrity and fraud prevention?
What role does benchmarking play in sales report reconciliation?

Explain the importance of compliance resolution in reconciliation.

. Long Answer Questions

1.

Describe the process of reconciliation and its importance in bus@'s
operations. \(/\.

2. Discuss the different techniques used for reconciling sales repd.@s.

. How does identifying discrepancies help in decisiQ:@iaking and

budgeting?

. Explain the significance of sales projection and ¥Yatiance analysis in

reconciliation. \JO

. What are the key benefits of an automatic re@&ciliation system in sales

reporting? %
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MODULE 4: MEETING SALES TARGETS

Meeting sales targets are important in achieving business objectives and
ensuring long-term prosperity of a business. It is essential for all
businessesand is of utmost significance in the insurance sector. Hence, it is
important for a bancassurance relationship associate to be diligent in meeting
or exceeding the sales targets as his/her performance directly impacts
sustainability and growth of the organisation. But to do so, associates m@t
clearly understand the meaning of sales targets and the KPIs. Whi les
targets are the end result, KPIs are the metrics that help in assi ng the
progress towards the attainment of those targets.

S
Further, sales targets can only be achieved through meticul@?ﬁanning and
focused efforts. Hence, strategies are needed to be formulat@ or successfully
accomplishing them. It is essential to ensure that all sal@gargets, strategies,
and KPIs are designed to align with organizational goa{/@therefore, they must
be developed with these objectives in mind. An impgdttant feature of strategies

is that they must be flexible and adaptable in re because organisations
work in a volatile and uncertain environmen@a d they need to be amended
according to the changes in it. \

Through KPIs and other methods, ; ogress towards sales targets is

continuously monitored to ensure that\,@ie sales team is on the right track, and
if a gap between the targets an ‘tHe actual performance is identified, the
strategies formulated must be%adjusted accordingly to ensure that the
deviations are corrected in ofe? to achieve the desired results.

This module focusses ?Qéeting sales targets. The first session covers the
concept of sales targets7and KPIs, their inter-relation, and common KPIs used
in the insurance se with their meanings. Additionally, this session covers

the concept of sefting SMART sales targets, emphasizing the importance of
setting sales targets and the alignment of KPIs with the organisational goals.

The seco ession deals with the meaning of a strategy, the process of
developi and implementing strategies to achieve sales targets and also
high@ s the importance of maintaining flexibility and adaptability in
S gies.

The third session is about monitoring the progress of sales targets with the
various methods of tracking their progress.

And the fourth session is about reviewing and adjusting the sales strategies in
case of deviations observed in the advancement towards the sales targets.

104



105



SESSION 1: SETTING SALES TARGETS AND KPIs
CONCEPT OF SALES TARGETS

Sales targets are time based and quantifiable goals that are to be achieved by
the sales team. These are set in the form of units to be sold, revenue to be
earned or new customers to be acquired. For example, the sales manager may
set a sales target of 1000 units of the product to be sold within a year.In life

insurance, a sales target can be to sell 40 life insurance policies withifia
month. '\Q
The key features of sales targets are: '\\'%

1) They are time bound. Hence, they are to be achieved witlz'z\} time frame
such as monthly, quarterly, yearly, etc.

<
2) They are quantifiable which means that sales ta?@ts are stated in
measurable terms. \/O

3) They are aligned with the organisational goals O\’

4) They serve as a benchmark by which a @le associate’s performance is
assessed.

5) They motivate the sales team by %&ding them with clear goals and
objectives.

6) They are mainly determined @' the basis of organisational objectives,
performance of the sales tea % d prevailing market conditions.

Sales target must be SMA 'b'
Specific: The sales tar ust be clear and precise

Measurable: The sa&é«target must be capable of being measured, tracked and

monitored. ,{fb’

Achievable: sales target must be challenging but attainable given the
resources ime.

Releva@The sales target must be aligned with the overall organisational
goa

'l%‘l -bound: The sales target must have a clear timeframe.
Example of a SMART sales target:

Increase the sales revenue by 15% through up-selling and cross-selling to
existing customers and acquire 30 new customers by the end of next month.
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M &
Time-bound ~— _— Measurable . éo

R

Relevant

Fig. 4.1 Set SJI@?T sales targets
CONCEPT OF KEY PERFORMA NDICATORS (KPIs)

Key Performance Indicators %(Pls are quantifiable metrics that are used to
evaluate the effectiveness Oib'é person, group, or organization in achieving
specific objectives. X

An example of Key ?érformance Indicators (KPI) in Sales is Up-sell rate and
Cross-sell rate. (,(b'

Up-sell rate tragks the percentage of customers who purchase upgraded or
more expensiye products or services offered by the business.

Cross- rate tracks the percentage of customers who purchase related
proé@ and services offered by the business.

SQ company may have a KPI of increasing up-sell rate by 15 percent
within existing customers.

KEY PERFORMANCE INDICATORS (KPIs) IN THE INSURANCE INDUSTRY

The following are most crucial KPIs in the insurance industry:
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1. Policy Renewal Rate: Policy Renewal Rate measures the percentage of
policyholders who choose to renew their insurance policies. It is a
significant KPI because it indicates the level of customer satisfaction and
loyalty.

2. Average revenue per customer: Average revenue per customer provides an
insight into how much sales revenue is being generated from a customer. By
studying this KPI, insurers can find opportunities for up-selling and cr%—

selling to their existing customers. <
3. Claim Settlement Ratio:Claim Settlement Ratio measures the ortion
of claims that an insurance company settles relative to all clai received

during a given time period. Higher the claim settlement rafgz,\}righer is the
credibility of the insurer in the eyes of the customer. e

4. Customer Acquisition Cost:Customer Acquisition Cosfmeasures the cost
of acquiring new customers. Such costs include advx{’@sing costs, salaries of
sales personnel, commissions, etc. It is import to analyse this metric
because if it is excessively high then it mea at the insurance company
is overspending on customer acquisitio@ which negatively affects its
profitability. \

5. Customer Retention Rate:Custome;i, etention Rate indicates the level of
customers’ satisfaction with th&einsurance company's products and
services. Thus, it gauges %@nsurer’s ability to retain its existing
customers/policyholders over & given period. A high retention rate suggests
that clients are satisfied ‘@g the services they are getting and are likely to
renew their policies. \,/Q,

6. Lead conversion Rate:The percentage of leads or prospects that result in
actual insurance ga e is determined by the lead conversion rate. This metric
is signiﬁcané&&{lse it gauges how well the insurer converts leads or visits

tomers.

into payin
IMPORT@ OF SETTING AND ACHIEVING SALES TARGETS

Settingland achieving sales targets are essential for an organization’s survival,
pr ility, and growth. The key reasons for their significance are:

IQAlignment with Organisational Goals:Sales targets are not standalone
goals. They are integrated with the organisation’s objectives such as
becoming a market leader, boosting revenue, or expanding into new
territories. By meeting or exceeding their sales targets, teams contribute to
and support the achievement of the organisation’s mission and vision.

2. Provides direction to the sales team: Sales targets guide the efforts of the
sales team and assist them in staying aligned with the organisational goals.
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Thus, they provide direction and guidance to employees as they understand
what is expected of them. Without targets, the efforts of the sales team
would be scattered and ineffective.

Provides motivation to the sales team: Sales targets motivate the sales
team because they drive employees to put in more efforts and achieve or
surpass expectations. Further, employees who meet or exceed targets can
be given financial incentives which would inspire them work harder. b'

. Are a benchmark for measuring performance: Sales targets se s a
benchmark for measuring performance because they establis%cspeciﬁc,
quantifiable goals for the sales team. Each employee h@ a clear
understanding of what is to be achieved within a speciﬁg}a{e frame. In
addition, sales targets assist in identifying the top perfi ing employees
and those who need additional training or support. 2e)

. Drives organisational revenue, profitability, and &thh: Meeting or even
surpassing sales targets boosts revenue and 1 a strong foundation for
long-term growth and sustainability of a ganisation. Sales targets
motivate the sales team to improve th@ negotiation skills, prioritize
customer needs and desires, and cultiva’tQ, asting relationships, all of which
contribute to increased revenue and p %ability.

. Helps minimize waste and maané resources efficiently: Sales targets

are instrumental in resource @Tning and allocation. For example, they

help in identifying the requirément of more staff, additional training, etc.

Further, sales targets proyidg an insight on areas with the highest potential

for return. By aligning’@ources to these areas, inefficiency and wastage of
ze

resources can be mi d.
N

Provides
motivation to the
sales team

Alignment with
Organisational
Goals

Provides direction
to the Sales Team

Drives
organisational
revenue, growth,
and profitability

Are a benchmark
for measuring
performance

Fig. 4.2 Importance of setting and achieving sales targets
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ALIGNMENT OF REALISTIC AND MEASURABLE KPIs WITH
ORGANISATIONAL GOALS

Realistic and measurable KPIs are essential for achieving organizational goals.
Additionally, KPIs not only monitor progress but also provide flexibility to adapt
and make adjustments when necessary.

The following steps help to effectively align KPIs with organizational goals:

1. Understand the goals of the organization: Prior to defining the KPIs
important to thoroughly study and understand organisational goal '\.@hese
could include exploring and expanding to new markets, boos& sales
revenue, improving customer satisfaction. 6’0

2. Ensure that the KPIs are relevant to the organisationa als: The KPIs
set must reflect the organisational goals and must Quantiﬂable. For
example, if one of the organisational goals is to increase ‘sales revenue from
existing customers, then KPI can be a 15 percent iderease in cross-sell and
up-sell rates by the next quarter.

3. Alignment of KPIs to key departments: @ PIs must be aligned to key
departments to ensure that all departm ontribute to the organisational
goals.

For example: For the sales depagﬁl nt the KPIs could be the customer
retention rate, up-sell and cros rate, lead conversion rate, etc.

For Human Resource department, the KPIs could be employee retention
rate, employee satisfactio@veys, etc.

4. KPIs must be realis % nd feasible:KPIs must be set considering the past
performance 1nforQa on and industry standards. Further, they must be
established con ring the market conditions, technological capabilities

and resourcqéa ability

5. Review onitor KPIs:KPIs must be monitored continuously to ensure
that t $ e achieved within the defined timeline. Further, an organisation
fun s in a dynamic environment and so organisational goals also evolve.
é@e KPIs must be adjusted to keep them aligned with the organisational

PRACTICAL EXERCISES

Activity 1: Conduct a group discussion on successful target achievement in
insurance sales and brainstorm about target setting strategies.

Material required: Board to present, A-4 sheets, Pen, Pencil, Computer for
making a PowerPoint presentation (if possible)
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Procedure:

. The teacher will divide the class into groups of 5-7 students.

. The teacher will act as observer and allot 20 minutes for brainstorming and

discussion about target setting strategies and their successful achievement
in insurance sales.

3. Students will brainstorm and discuss the topic in their groups.

. After discussion, each group will present their ideas (with a Poxxe&@mnt

presentation, if possible) to the class.

“Q

Activity 2: Demonstrate the KPIs alignment with organization&goals.

Material required:Notebook, Paper, Pen, Pencil, Eraser ,\OQJ

Procedure:

1.
2.

. Students discuss the topic in their gro\&

The teacher will divide the class into groups o% udents

The teacher will act as observer and allot 1 utes for discussion on KPIs

alignment with organizational goals. \,

. After discussion, each group Wiﬂ&emonstrate the KPIs alignment with

organisational goals to the clas o
CHEC%%)UR PROGRESS

Fill in the Blanks

1. Sales targets prox%}: a clear for the sales team.

X
2. Sales targets(gvould be specific, measurable, relevant, and time-bound
(SMART)

3. KPIs @k the level of towards the sales targets.

4. Pri o defining the KPIs, it is important to thoroughly study and
erstand the .

%) measures the cost of acquiring new customers.

B. Multiple Choice Questions

1. What does the acronym SMART stand for?
a) Simple, Measurable, Achievable, Realistic, Targeted
b) Specific, Measurable, Achievable, Relevant, Time-bound

c) Strategic, Measurable, Accomplishable, Relevant, Timely
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d) Specific, Measurable, Attainable, Responsible, Time-bound
2. What does Customer Retention Rate indicate?

a) The proportion of new customers acquired in a given period.

b) The percentage of referrals in a given period.

c) The percentage of customer complaints resolved in a given period.

(o

<
e) Decrease in the profit margin. %Q

3. Which of the following is NOT an essential feature of a sales @t

a) Measurable Q’O'

d) The percentage of customers who make repeated purchases.

b)) \ljelevant NQQJ
c) Vague

gu \,O
d) Time-bound O\/

4. Which of the following is an advantage of s%ng sales targets?
a) Is a benchmark for measuring perfo&n@ce?
b) Increases employee dissatisfactiq&{b'
c) Scatters the efforts of the sale\géam

d) Increases wastage of reso@(ebs'
5. Sales targets are NOT cg%rmined by?

a) The organisationa,k.‘@éls
b) performance Q{/t sales team
c) Prevailing et conditions
d) Custorr@complaints
C. State er the following statements are True or False
1. @should always be linked to the goals of the organization.

~Claim Settlement Ratio measures the proportion of claims that an
insurance company rejects relative to all claims received during a given
time period.

3. Once defined, KPIs must remain static.

4. Sales targets are determined on the basis of organisational objectives,
performance of the sales team and prevailing market conditions.
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5. KPIs must be set taking into account the past performance information

and industry standards.

D. Match the Column

S.No | Column A S.No | Column B
1. | Sales targets A track the level of progress towards the sags'
targets <
X0
Customer : . . \}?
2. Retention Rate B | specify what is to be achieved. «Q
e
indicates the insurance co@ny’s ability to
3 Key Performance C | retain its existin custa@ers/ olicyholders
" | Indicators (KPIs) , g POIey
over a given period. \,O
. A
provides an insight into how much sales
Customer . §
4. . D |revenue i ing generated from a
Acquisition Cost @
customer,
N
Average revenue includ@advertising costs, salaries of sales
5. E .
per customer peng&lnel, commissions etc

E. Short Answer Questions bﬁ
1.
2.
3.

4.

Write the meanin ales targets?
Write the mea of Key Performance Indicators (KPIs)?

What is %&f&fll form of SMART? Give an example of a SMART sales
target

WriQ O points of importance of setting and achieving sales targets.

5. @ain TWO KPIs used in the insurance industry.

F.

G

1
2
3
4
.C

Answer Questions
Elaborate in detail the concept of sales targets and its features.
Explain in detail the importance of setting and achieving sales targets.
Write in detail the steps to align KPIs with organisational goals.

Write any FIVE KPIs used in the insurance industry.

heck Your Performance
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1. Make a chart on the meaning of sales targets and KPIs with their key
features.

2. Write some examples of SMART sales targets for an insurance company
and discuss it in class.

3. Make a chart on the steps of KPI alignment with organisational goals.

(o

<
A
.\,@

S
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SESSION 2: STRATEGY DEVELOPMENT
MEANING OF STRATEGY

A strategy is a plan of action that is developed to achieve organisational goals.
It is important to note that as businesses operate in a dynamic environment,
strategies are formulated considering the rapid changes taking place in it. This
involves researching external factors such as market opportunities, customer
preferences, products of the competitors. Further, an internal analysis is (0]
required to be done with regard to the resources available, skill the

employees, technological prowess, etc. A
PROCESS IN DEVELOPING STRATEGIES FOR MEETING SALE’%\’QRGETS

Meeting sales targets require the development of strategi€s. Appropriate
strategies can only be formulated after studying the maﬂ@é customer needs
and the resources available with the organisation. Q)

SET SMART MARKET
TARGETS RESEARCH

IDENTIFY

TARGET AUDIENCE

2N

DEVELOP SALES EVALUATE
STRATEGIES PERFORMANCE

IMPLEMENT
& MONITOR

Y
Flg 4.3yProcess in Developing Strategies for Meeting Sales Targets

The step n below provide a comprehensive framework for developing and
1mplerr@ ng strategles aimed at achieving or exceeding sales targets.

1. SMART sales targets:As discussed in Session 1 of unit 4, the

ofganisation must set smart, measurable, achievable, relevant and time-

bound (SMART) sales targets. Further, the sales manager must ensure that
they are aligned with the organisational goals.

2. Conduct market research:Conduct market research to ascertain
opportunities and threats in the market. Market research includes
identifying customer needs, industry trends, strengths of the organisation’s
competitors.
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3. Determine the target audience: It is important to categorize customers
into distinct groups based on region, behaviours and needs, so that
strategies relevant to such categories can be developed.

4. Evaluate Current Performance: It is important to analyse current and past
performance of the sales staff. Further, it is imperative to scrutinize the
performance of the products and services to check which are
underperforming and which ones are surpassing expectations. é’

5. Develop strategies: The next step is to develop strategies to meet t les

targets set. \,>

Some examples of strategies are as follows:

e Targeted campaigns for a specific category of customers Q

e Making use of digital market channels O
e Up-selling and Cross-selling \,,O

. o Y
e Promotions and incentives ?O

e Providing finance options like converti@ the payment into convenient

EMIs \

6. Implement and monitor strategie(é\ he strategies developed must be
implemented. Further, their performance must be assessed to ascertain
whether they are effective in m g the sales targets.

IMPORTANCE OF FLEXIBILET% ND ADAPTATION IN STRATEGY

Organisations operate in ynamic and uncertain environment. They are

influenced by external rs such as government policies and regulations, tax
laws, economic development, inflation, changes in the tastes and preferences of
the customers, co titors, etc. At the same time, internal factors such as
resources, capabilities, organisational culture, etc., play a crucial role. Hence,
given thes ctors, no organisation can afford to have fixed, long-term
strategie

It is i rtant that strategies are flexible and adaptable to accommodate the
in the internal and external environment. The reasons for keeping
t‘@ flexible and adaptable are as follows:

1. Prompt response to changing market conditions: Customer preferences,
inflation, changes in the products and services offered by competitors are
just a few examples of the ever-changing market conditions. Thus, it is
required that organizations should swiftly modify their strategies to respond
to these shifts with ease and get the first mover advantage in order to stay
ahead of their competitors.
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2. Better response to customer feedback: Flexible and adaptable strategies
allow companies to note and incorporate customer feedback in making
changes to their products or services. This ensures customer satisfaction,
loyalty and having an edge over competitors.

3. Facilitates growth and long-term profits:With flexible and adaptable
strategies, organisations become better respondents to the changing
environment. Such organisations are more likely to grow and increase
profits in the long run. <

4. Improves allocation of resources:Flexible and adaptable strate@enable
organisations to efficiently allocate their resources to new oppeTy nities in
the market. Thus, they optimize resource utilizationand minintise waste.

S. Improves decision-making:Flexible and adaptable stratggies enable more
informed and timely decision making. Further, they'\&)mote continuous
assessment and learning, enabling adjustment i ans in response to
feedback, results, and new trends. O\,

6. Promotes Innovation:Flexible and adaptable strategies foster an
environment that promotes innovation. O@msatlons can make test their
new ideas and make changes in their pgoducts and services after collecting
customer feedback. Thus, they are ab{%& o innovate and stay relevant in the
volatile environment.

PRAC L EXERCISES

Activity 1: Conduct a grou é)scussion on creating a strategic plan to meet
specific sales targets and ’sé@rlng plans with peers for feedback

Material required: Bo to present, A-4 sheets, Pen, Pencil, Computer for
making a PowerPointpresentation (if possible)
Procedure: 'Q/

1. The teacl@will divide the class into groups of 5-7 students.

2. The %er will act as observer and allot 30 minutes for creating a strategic
P specific sales targets.

3 %ﬁldents will discuss the topic in their groups.

4. After discussion, each group will present their plans with the class. Other
students and teacher will provide feedback on the strategic plans prepared
by the group.

CHECK YOUR PROGRESS
A. Fill in the Blanks

117



1. A strategy is developed to achieve the.
2. Strategies should be monitored to ascertain their.
3. Businesses operate in a environment.
4. The first step in developing a strategy is to set SMART .
5. Flexible and adaptable strategies promote
B. Multiple Choice Questions @b’
1. Adapting to consumer feedback benefits a company in: . %Q
a) Ensuring long term customer loyalty \()\}
b) Limiting innovation in products and services Q’O'
¢) Increasing customer complaints &
d) Increases employee satisfaction O'\O
2. The main purpose of a strategy in an organizaS&p\i/s to:
a) Achieve organisational goals %
b) Perform the day-to-day work \,©
c) Get prompt feedback from cust@ ]
d) Motivate employees \_,6
3. Which of the following is @?’an advantage of flexible and adaptable
strategies? %
a) Prompt response feganging market conditions
b) Facilitates lon&;{m growth and profitability
c) Reduce trq'g%}lg opportunities for employees
d) Impro@%llocation of resources
C. State w. er the following statements are True or False

1. %r.};egy formulation requires the study of external factors only.

%%)o be effective, strategies should be fixed not flexible.
o

4.
5.

Conducting market research is about ascertaining opportunities and
threats in the market.

Flexible strategies promote a culture of innovation in the organisation.

Flexible and adaptable strategies cause wastage of resources.
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D. Match the Column

S.No Column A S.No Column B
] Conducting market A targeted campaigns for a specific
" | research category of customers.
5 Example of a strategy B ensure customer satisfaction, lo Ebey
| for meeting sales target and having an edge over competi&eg)
\', =
identif’ t d
Flexible and adaptable @eans identifying  cus needs,
3. . C industry trends, s of the
strategies é
organisation’s competlto
4 Responding to D helps to ascert whether they are
" | changing environment effective in me{c:ﬁvg the sales targets.
o ) facilitates%&())ng—term growth  and
5. | Monitoring strategies E ) -
1mprov@proﬁtab1hty.
~z
.\(b'

E. Short Answer Questions

1.
2.

3.

F. Long Answer Q

1.

" e

What is a strategy?

a strategy.

D

&

>

Write the first TWO steg%of the process of developing and implementing

Write TWO point@)&fmportance of flexible and adaptable strategies.

ons

Elaborat@’& detail the process of developing and implementing a

strate

ck Your Performance

n in detail about the importance of flexible and adaptable
gies in meeting sales targets.

Ql. Make a chart on the different strategies for meeting sales targets.
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SESSION 3: PROGRESS MONITORING

Meaning of Progress:Progress is the process of moving forward, making
improvements, and advancing toward a better or more developed state. It can
refer to personal growth, such as learning new skills or expanding knowledge,
or to broader advancements in technology, society, and culture. In the
workplace, progress might involve completing tasks, achieving goals, or refining
processes. Ultimately, progress signifies positive change and developm
whether on a small, individual level or in the larger context of the It
represents the idea of not staying stagnant but continuously evolvi ﬁrds
improvement and success.

Methods for tracking and monitoring progress toward sale ets

Tracking and monitoring progress towards sales target is_es€ential for staying
on course and making necessary adjustments. Some of theNmportant methods

are discussed below. 0
X.

S J

Sales Sales Reports
Forecasting

e ) ()

Team Reviews Incentives & Customer Competitor
Gamification Feedback Benchmarking

W/
Fig. 4.4 M s for tracking and monitoring progress toward sales targets

1. Sales % oards: Use Customer Relationship Management tools (like
Sale ce, Hubspot, Zoho CRM etc.) to create dashboards that provide
e data on sales performance. Important Key metrics to track

&de the following.

a. Total sales vs target
b. Conversion rate
c. Sales by product / service

2. Key Performance Indicators: KPIs are measurable values that indicate the
effectiveness of an individual or team in achieving specific objectives and
helps in tracking progress.
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Sales Data and Reports f@

a. Revenue Growth: Revenue growth can be calculated by comparing
current revenues with past period revenues.

b. Average Deal Size: It is the average revenue per sale of a particular
individual.

c. Sales Cycle Length: It is a measure used determine how long an
individual takes to close the deals.

. Sales Forecasting: Past data and current trends can be used to pre%t
future sales and adjust strategies accordingly. %Q

. Weekly and Monthly Sales Reports: Reports can \génerated
individually, region wise, product category wise and these s helps in
identifying strong and weak areas in the sales strategy.

. Performance Reviews and Team Meeting: Weekly'\ogrjlonthly meetings
can be held to review the progress, discuss the c@enges and share the
best practices. X,

. Incentives and Gamification: Rewards, sat%ocontests, leader boards to
motivate the sales team and track the prog@s in real-time.

. Customer Feedback & Market T;e@s: Customer suggestions and
insights can be gathered and accordir/g}y sales tactics can also be adjusted.

. Competitor Benchmarking: can be compared with the industry
benchmarks and competitors nderstand the position of the organization
in the market and also he]&%l in setting realistic targets.

nformed Decision Making: Sales data reports
help businesses analy% erformance, identify trends and make strategic

decisions. gé/

Types of Sales Reports

a. Sales P t@’nance Report:Sales performance report contains the
information” of total revenue, units sold, and progress toward sales targets.
Key Xﬁrlcs of the sales performance reports are.

% Total sales revenue
Q 1i. Sales growth percentage
iii. Sales per region / team

iv.  Profit margins

b. Sales Pipeline Report: Key metrics of sales pipeline report are.

i.  Number of leads
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ii.  Conversion rates
iii. Deals status (open, won or lost)
iv.  Sales cycle length

c. Product / Service Sales Report: These reports used to analyse the
performance of different products / services offered by the organization.
Key metrics are: b’

<
&
>
iii. Inventory turnover NQ

N
iv.  Seasonal trends Q

<
d. Customer Sales Report: Customer sales reports™ghows, the buying
patterns of the customers and helps in preparation@ retention strategies.

i.  Bestselling products

ii.  Profitability per product

Key metrics are. Xy
i.  Customer lifetime value %O
ii. Repeat purchase rate \,©

iii.  Average order value ',\(b'

e. Sales Forecasting Report: The n&@ics are:
i. Forecasted revenue vs. @\\% revenue

ii.  Growth trends bﬁ

iii. Market demand i{j@iysis

f. Sales Team Perfo Oa—?lce Report: These reports used to evaluate individual
and team perforﬁle. The key metrics are.

i. Sales @'&a attainment
ii. C rsion rates per salesperson
1ii. Xevenue per person
@ Customer acquisition rate
Sﬁes Reports for Informed Decision Making

a. Identifying Strengths and Weaknesses: Compare actual sales to
targets to pinpoint high-performing products or areas needing
improvement.

b. Adjusting Sales Strategies: Use sales trends to refine marketing
campaigns, pricing, and promotional offers.
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c. Improving Sales Team Productivity: Track individual performance and
provide training or incentives to boost sales.

d. Enhancing Customer Retention: Analyze customer purchase behavior
to createpersonalized offers and loyalty programs.

e. Forecasting and Planning: Use predictive analytics to allocate resources
efficiently and plan for seasonal demand shifts.

PRACTICAL EXERCISES @b'

Activity 1: Conduct group discussion of tracking progress toward -@hly
sales targets; discussing outcomes and adjustments needed. \Q

Materials required: Notebook, Paper, Pen, Pencil, and rubber QO'
Procedure: ,\O@

1.
2.
3.

5.
6.
Activity 2: Identity and

Explain the importance of tracking sales targets anqc@king adjustments.
Split the class into small groups (4-5 members e%ﬂq).

Provide each group with a scenario that inclu a set of sales targets for a
month and data on their current progress.

. each group to review their scenario an% ck progress toward meeting sales

targets.
Ask groups to summarize the %@mes of their discussion.
Summarize the key points %C ssed by each group.

s in the classroom about the methods for

tracking.

Materials required: %ook, Paper, Pen, Pencil, and rubber

Procedure: ,(,(D'
1. Explain @ racking is and give real-life examples.
2. Divide nts into small groups and assign each a context.

3. G

:E identify tracking methods, tools used, benefits and concerns in their

group presents their findings to the class.

SQCompare tracking methods across groups and discuss effectiveness and

ethical issues.

6. Ask students to summarize the findings of activity and share their learning

outcome.

CHECK YOUR PROGRESS

A. Fill in the Blanks
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1. Sales dashboards are used to provide data on sales
performance.

2. The conversion rate is a key metric that measures the percentage of
that turn into paying customers.

3. KPIs are measurable values that indicate the effectiveness of an
individual or team in achieving

4. Sales forecasting helps predict future sales by analysing egd
current trends.

X
5. A Sales Performance Report tracks total sales revenue, ,§6& growth
percentage, and sales per or team.

A
B. Multiple Choice Questions: @Q
1. What is the primary goal of tracking progress toward@les targets?
a) To measure how many salespeople are hireq&,\’
b) To adjust sales strategies and improve mance
c) To increase the number of products @i
d) To set unrealistic sales goals . (b\/
2. Which of the following is an exarr@j;\of a KPI in sales?
a) Total number of meetin@@i&eduled
b) Average Deal Size %
c) Number of customer-support tickets
d) Total marketir@;ﬁdget
3. What is the p)é)éése of a Sales Forecasting Report?
a) To tra@'&le number of products sold
b) T @diot future sales and adjust strategies accordingly
C «Rp calculate employee salaries
@) To evaluate customer complaints

Q . Which of the following sales reports would help to identify customer
buying patterns?

a) Sales Performance Report
b) Sales Pipeline Report
c) Product/Service Sales Report

d) Customer Sales Report
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5. Incentives and gamification in sales are primarily used for which

C. State whether the following statements are True or False «Q

purpose?

a) To analyse the competition

b) To motivate the sales team and track progress in real-time
c) To calculate the total sales revenue

d) To predict future sales trends b,
9,

1. Sales Dashboards provide real-time data on sales performanceﬁl}acluding

metrics like total sales vs. target and conversion rates. 0

. Sales Forecasting only looks at current trends and ignogs past data to

predict future sales. O

. KPIs are measurable values that help assess ,{/@ effectiveness of an

individual or team in achieving sales targets. X,

. Weekly and monthly sales reports are useffitonly for analyzing individual

sales performance and do not provide ghts into regional or product-
wise performance.

O
. Sales reports help businesses 5g@!tify strengths, weaknesses, adjust

sales strategies, and improve t%’ productivity.

D. Match the Columns

A
A
S.No Column A bx.No Column B
R N
1. | Sales Dashb % A Analyses prodgcjc performance (sales,
%i{/ growth, profitability).
Vg
o | kpIs Q" B. Measures revenue, deal size, .and sales
@ cycle for performance evaluation.
<
3 @Les Performance C Visualizes real-time sales data, often
'C) eport " | using CRM tools.
CAaY
)~
% Product/Service Sales D Examines customer behaviour, lifetime
" | Report " | value, and repeat purchases.
5 Customer Sales B Measures sales effectiveness with
" | Report " | metrics like conversion rates.
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E. Short Answer Questions
1. What is the role of sales dashboards in tracking progress?
What is a KPI and why is it important in sales?

How can sales reports help in decision-making?

s LN

What is the significance of competitor benchmarking in sales?
S. What are weekly and monthly sales reports used for? @6
F. Long Answer Questions NQ'

G
1. Explain the concept of progress and how it can be measu%\\iﬁ both

personal and organizational contexts. Q:Qe

2. Describe the various methods used to track and I@mtor progress
toward sales targets. O
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SESSION 4: REVIEW AND ADJUST SALES STRATEGIES
Concept of Sales Strategies

A sales strategy is a well-defined plan or approach that a business uses to sell
its products or services effectively. It outlines the methods, techniques, and
resources needed to reach potential customers, convert them into buyers, 8d
achieve revenue targets.

Key Elements of a Sales Strategy \\’G‘\)Q

TARGET AUDIENCE SALES PROCESS
METRICS &
SALES CHANNELS PRICING & OFFERS ADJUSTMENT

\4
Fig. 4.5 KeEE ments of a Sales Strategy

a. Target Audience Ident on:Understanding the Ideal Customer Profile
(ICP) based on demo ics, behavior, and needs.Segmenting customers

for personalized proaches

b. Unique Sellm position (USP):Defining what makes the
product/ ser@e etter than competitors. Highlighting value, benefits, and
differenti

i. d generation

C. S@ cess & Funnel: Structuring the buyer's journey:
Q% Lead qualification
iii.  Sales pitch/presentation
iv.  Negotiation & closing
v. Post-sale follow-up
d. Sales Channels:

i.  Direct Sales: In-person, phone, or email outreach.
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ii.  Online Sales: E-commerce platforms, digital advertising, and inbound
marketing.

iii. Partnerships & Affiliates: Leveraging external partners for sales.
e. Pricing & Offers:
i. Competitive pricing models: value-based, cost-plus, or penetration

pricing. é'

ii. Discounts, bundles, and limited-time offers to attract customers. NQ@J

f. Performance Metrics & Adjustments A

i.  Tracking KPIs like conversion rates, revenue growth, and m@@ner
acquisition costs. Q

ii. Using data to refine strategies and optimize sales taoft@g.)
Types of Sales Strategies \/O

a. Inbound Sales Strategy: Focuses on attracting tomers through content
marketing, SEO, and social media. %

b. Outbound Sales Strategy: Proactive out@ch via cold calls, emails, and
direct sales pitches. . (b\,

c. Consultative Selling: Sales reps a@‘as advisors, understanding customer
pain points and offering tailor% tions.

d. Relationship-Based Selling:Builds long-term customer relationships
through trust and engager&gﬁt.

e. Value-Based Selling: E@%hasizes product benefits rather than just features
or price.

X
Importance of Re\(%,&vling and Adjusting Strategies Based on Performance

Regularly revi g and adjusting sales strategies is essential for staying
competitive,@ximizing efficiency, and achieving long-term business success.

It cover ’t@ following points

1. @ ifies Strengths and Weaknesses:Successful tactics can be identified

Q% analyzing high-performing sales channels and customer segments that
consistently generate strong results. These areas demonstrate effective
strategies worth expanding. In contrast, lagging sales may be revealed
through low conversion rates or ineffective outreach efforts, highlighting
opportunities for improvement and strategic adjustments.

2.Adapts to Market and Customer Changes:Consumer preferences
continuously evolve as trends, technology, and customer expectations
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change over time, requiring businesses to stay agile and responsive.
Similarly, market conditions are subject to fluctuation due to economic
shifts, emerging competitor strategies, or broader industry changes, all of
which can significantly influence sales performance.

3. Maximizes Sales Performance:Data-driven decision making plays a crucial
role in refining sales strategies by tracking key performance indicators such
as sales growth, conversion rates, and customer retention. This approach
not only provides valuable insights but also boosts efficiency by identifying
and eliminating underperforming tactics, allowing businesses to cQ trate
resources on the most effective and high-impact strategies. «(5\}’

4. Enhances Customer Experience: Understanding cuséz&r behavior
enables personalized sales approaches that resonate more ‘effectively with
individual needs and preferences. Additionally, actively&essing customer
feedback leads to enhanced product offerings afid improved service,
fostering stronger customer relationships and sati&f/a ion.

5. Keeps the Business Competitive: Regul gdjusting sales strategies
helps businesses stay ahead of competitorgs by adapting quickly to market
changes and evolving customer needs. T‘k@s proactive approach also fosters
innovation and growth, encouragin '@'é exploration of new tactics and
expansion into emerging markets f)o& ng-term success.

Using Feedback & Data to Mak@rmed Changes
a

Making strategic adjustments %n ed on feedback and data helps businesses
refine their sales approach| »rimprove customer satisfaction, and increase
revenue. Here’s how to %{ vely use both:

1. Sources of Feedgik & Data

A. Customer E ack:Surveys and reviews provide valuable insights into
product @isfaction and highlight customer pain points. Monitoring
supp requests and complaints helps identify recurring issues and
ar needing improvement. Additionally, tracking social media and

line comments offers real-time understanding of customer sentiment

%?hd emerging trends.

QB. Sales Data & Analytics:Conversion rates measure the percentage of leads
that become paying customers, providing insight into sales effectiveness.
Sales funnel metrics help identify bottlenecks and obstacles within the
buying journey that may hinder progress. Monitoring churn rate reveals
why customers leave, offering opportunities to improve retention
strategies and build long-term loyalty.
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C. Sales Team Feedback: Evaluating rep performance metrics helps assess
individual sales outcomes and uncover common challenges faced by the
team. Conducting deal win/loss analysis provides insights into the
factors behind successful or failed deals, guiding future strategy.
Additionally, identifying training and skill gaps allows for targeted
coaching and resource allocation to enhance overall sales effectiveness.

D. Market & Competitor Insights:Monitoring competitor pricing d
promotions allows businesses to adjust their strategies in line @yith
industry trends, ensuring they remain competitive. Staying, infermed
about economic and market changes also helps anticip v ifts in
customer spending behavior, enabling timely and effective onses.

2. Making Data-Driven Changes e

A. Identify Key Trends & Patterns: Look for recurrinngsues in customer
feedback. AND Analyze trends in sales performan&g})ver time.

B. Test & Implement Adjustments: A/B test  different strategies (pricing,
sales channels, messaging). Make inc ental changes and track
results before full implementation. @

C. Measure the Impact: Set clear KFIs” to evaluate the effectiveness of
changes. Continue monitoring feéaack to ensure ongoing improvement.

3. Continuous Improvement Loo§(§s’

Collect Data & Feedback — alyze & Identify Patterns — Implement
Adjustments — Measure Res — Refine & Optimize

CTICAL EXERCISES
Activity 1: Group d'ﬁ{&ussion on how to pivot sales strategies based on results.
Materials requgq%otebook, Paper, Pen, Pencil, and rubber
Procedure:
1. Explai@he concept of pivoting sales strategies based on performance.

2. Divige’ students into small groups and give each a sales scenario with
ormance results.

?gGroups analyze the data and discuss about the working challenges and how
pivot sales strategies help us

4. Each group shares their analysis and proposed strategy.
5. Compare ideas, discuss risks and explore what makes a successful pivot.

6. Ask students to summarize the leaning about to adapting sales strategies.

130



Activity 2: Practical activity on Role- play adjustments based on hypothetical
scenarios.

Materials required: Notebook, Paper, Pen, Pencil, and rubber

Procedure:

1.
2.
3.

Ul

Frist of all explain the purpose of the role-play.

Split the class into small groups.

Assign the role to each group one group play as a customer and other oeg's
salesperson, manager or employee.

. Ask students to perform the scenario and adjusting the strategy a{’&e

situation changes. &Q

. Discuss what adjustment was made and if it worked.
. Ask students to share insights learnings and about the begt, strategies used

during the activity.
O
CHECK YOUR PROGREis&‘
Fill in the Blanks O

1. A is a well-defined plan that @tlines how a business will sell
its products or services effectively. \,

2. The process of structuring the b }‘s journey into distinct stages, such
as lead generation, qualiﬁcatio&and closing, is known as the

3. The refers to t ique aspect of the product or service that
differentiates it from c etitors in the market.

4. In a strategy, businesses attract customers through content
marketing, SEO, social media rather than through direct outreach.

5. se@ focuses on building long-term relationships with
customer /@ ugh trust, engagement, and personalized service.

. Multiple ce Questions:

1. In {;des funnel, which stage follows lead generation?
ales pitch/presentation
% b) Lead qualification
c) Negotiation & closing
d) Post-sale follow-up
2. Which of the following is an example of an outbound sales strategy?

a) Attracting customers via SEO
b) Creating content for social media
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3.

4.

1.

4.

c) Cold calling potential customers
d) Writing blogs to educate the audience
Which metric helps to identify the effectiveness of the sales funnel?

a) Churn rate

b) Conversion rate

c) Product cost

d) Social media engagement rate ¢'

Which of the following is a data-driven approach to improving &ales

strategies? .
S o N

a) Relying on instinct and intuition for decision-making «Q

b) Tracking KPIs like conversion rates and customer reteQ’h&l

c) Offering random discounts to attract customers e
d) Ignoring customer feedback

. What is the main benefit of using customer f§agj)ack to adjust sales

ies?
strategies: X,

a) It helps create new products O
b) It allows for more targeted marketin mpaigns
c) It improves customer satisfaction a«x@ elps refine sales approaches
d) It reduces production costs '\(b'
&

C. State whether the following § ents are True or False
ey on

A sales strategy only focu
into customers. b'

generating leads, not on converting them

. The sales funnel i x@es lead generation, lead qualification, sales pitch,

negotiation, an(;lé) t-sale follow-up.

. The main go%, f value-based selling is to emphasize the price of the

product its features.

Relati@aship-based selling focuses on making a one-time sale with no
fu customer engagement.

S%éularly reviewing and adjusting sales strategies is unnecessary once a

S5

atch the Columns

usiness has established its initial sales process.

S.No Column A S.No Column B
1. | Lead Generation A. | Building long-term relationships
2. | Consultative B. | Identifying potential customers
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Selling
3. | USP C. | Tailored solutions based on customer needs
4. | Conversion Rate D. Percentage of leads turned into customers
5 Post-Sale Follow- E Ensures customer satisfaction and repeat
" | Up " | business. le.

E. Short Answer Questions

.x@
1. What is the purpose of a Unique Selling Proposition (USP)? N()\’
What are the key stages of the sales funnel? Q

Why is it important to regularly review and adjust sal@eétrategies?

nal A

How does consultative selling differ from traditioné)ales approaches?
5. What role does data play in refining sales straé%ies?

©

1. Discuss the sales funnel process. \,

F. Long Answer Questions

2. How can businesses use customefhfeedback and data to continuously
improve their sales strategies? &QJ

>
bs\
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MODULE 5: ETHICS AND COMPLIANCE IN INSURANCE
SALES

In the insurance business, trust is everything. People rely on insurance to
protect their lives, health, and belongings, so it’s important for insurance
professionals to act with honesty and fairness. This module is about how ethics
and compliance play a key role in making insurance sales trustworthy and
successful. It aims to help professionals understand how to sell insurancee)b'a
way that is not only legal but also ethical. *Q

We start by looking at ethics and compliance in insurance sale \Q‘plaining
why it’s important to follow the rules and put the customer’s ne 'Eq'lrst. Next,
we talk about ethical selling, which means being honest, fair, ‘and clear about
policies so customers can make informed decisions. Finally,&e cover personal
compliance assessment, a way for professionals to regu&xr check if they are
following ethical and legal practices. X

This module is full of simple ideas, examplesﬁ@)} tips to help insurance
professionals/associate build trust and lasting relationships with their clients.
Whether you’re just starting out or have ee@ln the industry for years, this
module will guide you to make better deci%ﬁs and succeed by doing the right
thing. QJ&

The first session deals with the ethio@} practices in insurance sales. The second
session focus on the complianc quirements for insurance sales. The third
session explains about the ical selling practices. And the last session is
about evaluation of person% mpliance with ethical standards.
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SESSION 1: ETHICAL PRACTICES IN INSURANCE
MEANING OF ETHICAL PRACTICES IN INSURANCE SALES

Ethical practices in insurance sales include the standards and principles that
help the sales associate and companies to sell their insurance services and
products. These practices ensure honesty, transparency, and fairness, to
protect both the customers and the integrity of the insurance industry. é,
9,

e Providing correct, complete, and clear information about insura %cies,
terms and conditions, costs, exclusions, and benefits. Omittin ails and
misrepresentation of the products should be avoided. 0’

Key elements of ethical insurance sales include:

e Ensuring that customers fully understand the policies they, are purchasing,
including all associated risks and rewards. Customers $hbuld be allowed to
ask questions and make decisions based on accurat&formation.

e Recommending policies that meet the specific of the customer, rather
than promoting products for personal gain or sSales targets. The goal is to
offer solutions that provide the best value @ protection for the customer.

e Protecting the customer's personal financial information is crucial.
Sales associates should respect I{?’}cy and ensure that data is handled
securely and responsibly. Q

e Treating all customers withy* fairness, respect, and dignity, without
discrimination based on ors like age, gender, race, or socioeconomic

status.
o

e Helping in avoiding%ituations where their personal interests, such as
commission incerg&es, might compromise the interests of the client.

e Adhering to¢1 laws, industry regulations, and codes of conduct set by
professio‘@)l odies in the insurance industry.

By uph@@lg ethical standards, insurance professionals foster trust, build
long-te elationships with clients, and contribute to the overall credibility of
theA rance industry.

Iﬁ’ORTANCE OF ETHICAL PRACTICES IN INSURANCE SALES

Ethical practices in insurance sales are crucial for several reasons because it
impact the customers, sales associates, and the company.
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| v
: &/
Build Trust Protect Avoid Prevent Support
& Credibility Customers Legal Risks Misuse Social Good
Fig. 5.1 Importance of ethical practices in insurance sales @6

1. Building Trust and Credibility: Good ethical practices create t s&ét»ween
insurance sales associates and clients. This relationship i loyalty
among the two parties. 0’

2. Protecting Customers: Customers do not have full @mwledge of the
products; hence, ethical practices ensure the protectﬁ@ of their financial
interests. This helps in making informed decisions. &O

3. Reducing Legal and Regulatory Risks: Une¢thical practices can lead to
lawsuits, regulatory fines, and other legal sequences for both sales
associates and companies. Following ethic@guidelines ensures compliance
with laws and regulations, reducing ‘Eh@\jisk of penalties and reputational
damage. ,(,'\/

4. Preventing Conflicts and Mj?ge: Ethical behaviour prevents the
exploitation of vulnerable Cli@% such as those unfamiliar with insurance
or those in urgent need of ecov€rage. It ensures that sales associates focus
on serving the client's besﬁerests rather than prioritizing commissions or

N

s

sales brokerage.
5. Supporting Soci k/% ponsibility: It is important to protect the financial

and risk mana ent of individuals and businesses. This promotes the
overall welf: the society.
ETHICS INSURANCE SALES, INCLUDING COMPLIANCE WITH
REGUL S

Ethi C?f insurance sales in India focuses on maintaining transparency,
fai C%s, and integrity in interactions between insurance providers and their
claims. Compliance with regulations set by the Insurance Regulatory and
Development Authority of India (IRDAI) ensures that these ethical principles
are upheld to protect consumer interests and maintain the credibility of the
insurance industry.

These regulatory bodies ensure compliance with ethical standards is followed
to protect the interest of policyholders. Second, it ensures that consumer data
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is protected. Third, it helps to identify and resolve potential threats, and last it
helps to avoid fines, legal action, and reputational harm.

ETHICAL RESPONSIBILITIES TOWARD CLIENTS

Insurance professionals must hold high ethical standards when dealing with
clients. These responsibilities ensure trust, transparency, and fairness,
ultimately protecting the client’s interests while maintaining the integrity of the
profession.

9,

These ethical responsibilities towards clients include: “Q

1. Transparency and Honesty: As customers do not have full K@%’ledge of
the insurance product, it is important to provide accurat ,@Q complete
information about insurance products. At the same time, information about
the fees, charges, and potential costs associated with th@%blicy should also
be disclosed. O

2. Prioritizing the Client’s Best Interests: It is s&gé'ésted to provide need-
based products to the clients. It should ﬁ@ with their requirement,
financial situation, etc. Lastly, do not @i ge in prioritizing personal
commissions or incentives over the client’{ st interests.

3. Ensuring Informed Decisions: Sale '&ociates should break the complex
terms and conditions and help clg({/@ understand them to make informed

choices. Q-

4. Respect for Privacy and (ﬁfidentiality: Sales associates should be
careful in handling the p al and financial data of the clients. The data
should be confidential should not be shared before prior permission.

5. Fair Treatment a;{c.lF on-Discrimination: It is important to treat all clients
equally regardle their background, age, gender, race, or socioeconomic
status. In aﬁﬁ n, always address the concerns raised by the client with

spect.

patience %1)

6. Proactive "Communication: Always keep the clients informed about their
poli¢iesy including renewals, changes, or updates that may affect coverage.
%ﬁ:@ associates should address the client’s complaints and queries

ciently and promptly.

7. Grievance Redressal: The sales associate should assist the clients in
addressing their grievances and disputes and work towards resolving the
issues promptly and fairly.

PRACTICAL EXERCISE
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Activity 1: Visit an insurance company to understand about the ethics
followed in selling insurance products.

Materials required: Pen, Pencil, Rubber, Notebook, Checklist

Procedure:

I N

. Visit the insurance company

Meet the sales associate and other associates in the office. b,
Understand how the policies are explained to the customers «QQJ
Listen carefully to the doubts and queries of the customers. \’}

Note down the details and ask any relevant questions.

Activity 2: Group discussions to explore the importance o%%ms and IRDAI
regulations in insurance.

Material required: Pen. Pencil, notepad. \,,O

Procedure: s Q)

1. Divide students into small groups.

2. Assign each group one focus area s as transparency, protection of
consumer data or identifying and reso fa{g potential threats.

3. Each group will discuss their ass d topic and identify one real-world
example. (b’

4. Teacher will supervise the actiwity and provide support as needed.

5

. Conduct a classroom di

. Ask each group to share tg findings with the class,

SSion to emphasizing on leaning outcomes and
findings of the activityXU

CHECK YOUR P RESS

A. Fill in the 1{3{;@
1. Ethlcql’?’l urance sales include standards and that help sales

&

sell their services.

Q.ébhcal insurance sales include correct, and clear information
ut the insurance policies.

3. Protecting the customer’s and financial information is crucial.
4. Customers do not have of the insurance products.

5. Good ethical practices create between insurance sales associates

and clients.

B. Multiple Choice Questions
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. Who regulates the insurance sales?

. Ethical insurance includes

a) Providing correct information

b) Ensuring customers understand the policies

c) Protecting customers personal and financial information

d) All of the above

Following ethical practices is importance because b'
a) It builds trust and credibility
b) Protects the customers \{)\}
c) Reduces legal and regulatory risks Q’O'

d) All of the above <

a) IRDAI

O\/
b) IDBI %
c) SBI @

d) ICICI {@’
Ethical responsibilities towards&ﬁénts do not include:
a) Transparency and hone@&

b) Prioritizing the clienéﬁ)est interests

c) Ensuring inform& ecisions

d) Hiding cruc'ildi ormation

C. State whether owing statement are True or False

1.
2.

Ethical p@tiees help customers to make the right decisions.
Re%a ions ensure fair and honesty are followed while selling the

1:@ ct.

.%)thical practices help to identify and resolve potential threats.

or

5.

Customers have full knowledge of the product.

IRDAI ensures that queries and grievances are not the priority.

D. Match the column

S.No

Column A S.No Column B
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Sales associates should be careful in

1. | Ethical practice A. | handling the personal and financial data of
the clients
Unethical practices can lead to lawsuits
2. | Grievance redressal B. | and regulatory fines for both sales
associates and companies.
A
Respect for Privacy Includes the standards an.d principles @t
3. - c. | help the sales associate sel eir
and Confidentiality .
insurance products. \>@
The sales associate should\ “assist the
4. | IRDAI D. . . . .
clients in addressing their Qsputes.
ensures that these ical principles are
. Reducing Legal and upheld to protect ceysumer interests and
. E.

Regulatory Risks

maintain the cr%)i%ﬂity of the insurance

E. Short Answer Questions

1.

industry. @)
S
©

Define ethical standards in insurance@\édes.

What do transparency and

sales?

F. Long Answer Questi

N

2. Explain the role of IRDAI in ins%@}ce sales.
3.
4

sty mean towards the clients?

. What do you underst%’ by compliance and regulations in insurance

1. Explain all the‘é@ments of ethical insurance sales.

2. Elaborate (q’hical responsibilities towards clients.

3.

Disc he Importance of ethical practices in insurance sales

G. Che l@ur performance

il

ive examples of unethical work performed by the sales associate and
w to protect the clients from the same.

140




SESSION 2: COMPLIANCE REQUIREMENTS
MEANING OF COMPLIANCE

Compliance refers to following the rules, regulations, and standards set by
governing authorities, such as the Insurance Regulatory and Development
Authority of India (IRDAI). It ensures that insurance companies operate legally,
ethically, and transparently while protecting policyholders’ interests. This
includes proper registration, accurate policy disclosures, fair claim settlem ,
and adherence to financial and operational guidelines to maintain tm@; and
accountability in the industry. IRDAI provides the following complia&é&@

S
q&
<&

e Proper monitoring of the insurance companies O

e Mandatory registration of the insurance company

e Settling the grievances and claims of the client

o | O
e Protecting the interests of the clients.

X
It is crucial to follow the compliances to ensure %Qair and best practices are
followed.

SIGNIFICANCE OF COMPLIANCE REQUI ENTS

industry in India. Some important ts of these compliance requirements

include: @

. P N

PROTECTING POLICYHOLDERS FINANCIAL STABILITY
Ensures policyholder rights and interests Maintains the financial health of insurers

5[ Q

L =
FAIR COMPETITION GRIEVANCE REDRESSAL

The IRDAI plays a critical role in re%@lﬁting and promoting the insurance

‘ \' Promotes a level playing FAIR PRACTICES Facilitates resolution
% field in the market Encourages ethical of complaints
% conduct by insurers
: Fig. 5.2 Significance of Compliance Requirements

1. Protecting Policyholders' Interests: If the sales associate follows the
compliance requirements, it ensures insurance companies operate ethically
and transparently. It also protects policyholders from unfair practices like
misrepresentation of products or delays in claim settlements.
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2. Promoting Financial Stability: Compliance regulations ensure that
insurers maintain adequate solvency margins to meet their obligations.It
also prevents financial insolvency that could impact policyholders and the
industry.

3. Encouraging Fair Competition: Compliance prevents predatory pricing
and monopolistic behaviour, fostering healthy market competition.

4. Facilitating Grievance Redressal: It ensures the establishment of efﬁc%at
customer grievance redressal mechanisms.Further ensures timely r&{egﬁng
and review of customer complaints. ',\/@

5. Fair practices: It ensures that insurers do not exploit cust(?g’@s through
complex terms or hidden charges. Q

The compliance requirements by IRDAI are vital for@@ﬂding a robust,
trustworthy, and dynamic insurance sector. They ensure, t

policyholders, insurers, and other stakeholders ar Q
fostering growth and innovation in the industry. $O

REQUIREMENTS FOR INSURANCE SALES @

at the interests of
alanced, while also

In India, selling insurance requires following\several regulatory and operational
prerequisites to ensure transparency, profe$sionalism, and compliance with the

laws established by the IRDAL. \,6

Following are the key requirement engaging in insurance sales:

1. Insurance Companies mu e incorporated under the Companies Act, 2013
and obtain a registratio ficate from IRDAI to operate as life, general, or
health insurance pro @é The minimum capital requirement is X100 crore
for life and general){ril rers and 3200 crore for reinsurers.

2. Sales associa must pass the IRDAI-approved examination after
completing rescribed training.

3. Sales a s@ates and companies must strictly follow the IRDAI regulations,

ensur'“;transparency, fair practices, and grievance redressal mechanisms.

It atorily includes compliance with anti-money laundering (AML) and
Your Customer (KYC).

&A sales associate is required to complete a hundred hours of training in
general or life insurance business. If the applicant is applying for the first
time, then 150 hours of training is required. Sales associates and brokers
should be regularly trained and should have regular updates about the
product.

5. Sales associates must follow the code of conduct mentioned by the IRDAI
Sales associates should be honest, should prioritize the client’s interest, and
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should mention all the necessary information. They should avoid unethical
sales practices or misrepresentation.

6. IRDAI ensures that the grievances and queries of policymakers are promptly
solved.

7. IRDAI mentions that advertising regulations should be followed in which
claims should be factual and non-misleading.

IMPORTANCE OF KNOWING INDUSTRY REGULATIONS, COM@Y
POLICIES, AND BEST PRACTICES. %{}

Knowing industry regulations, company policies, and best practic%&}ssential
for the smooth, ethical, and successful operation of any orggg@a ion. These
three components form the foundation of a responsible and préfessional work
environment and play a key role in ensuring that individu @nd organizations
act within legal and ethical boundaries.Firstly, indust egulations are rules
and standards set by government agencies or profes&onal bodies to ensure
that businesses operate legally and ethically witfiin their sectors. These
regulations are designed to protect consumers, ployees, the environment,
and the general public. For example, in h care, regulations like HIPAA
protect patient information; in finance, re \ations like anti-money laundering
(AML) laws prevent financial crimes. Faifling to comply with these regulations
can result in severe penalties, incbq/@ing fines, legal actions, or even the
shutdown of operations. Therefor %ployees must be aware of the relevant
regulations to avoid legal risks ahd to ensure their work aligns with industry
standards.Secondly, compan licies are internal rules and guidelines created
by the organization to majntain order, ensure fairness, and promote a positive
workplace culture. The% olicies cover areas such as attendance, dress code,
code of conduct, usé€’ef technology, workplace safety, and anti-discrimination.
Knowing and folfdwing company policies is important for employee
accountability fairness. It ensures that all employees understand what is
expected of £hiem and how they are to behave and perform in the workplace. It
also provi a clear framework for resolving conflicts, addressing misconduct,
and pr@ ting the rights of all employees.Lastly, best practices refer to the
mo fective and efficient ways of carrying out tasks, based on industry
e? ience, research, and proven success. These practices are not always
mandatory but are widely adopted to improve performance, reduce errors, and
achieve better outcomes. Understanding best practices helps individuals and
teams stay competitive and innovative, as they are better equipped to meet
industry expectations and adapt to changes. It also fosters a culture of
continuous improvement, where employees strive to enhance their skills and
deliver high-quality results.
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PRACTICAL EXERCISES

Activity 1: Role-play scenarios highlighting the importance of compliance in
sales

Material required: Pen, pencil, notebook

Procedure: b’

Briefly explain the purpose and goal of the activity. %Q@

Divide students into small groups or pairs depending on class siz%
Clearly outline what each group needs to do. “Q
Ask students to work on their task. QO'
Each group presents or performs their outcome to the cla
Discuss key takeaways and ask students to share their@ding.

ok L=

Activity 2: Visit an insurance company and preﬁ&v@ a checklist of the
compliances Q)

Material required: Pen, Paper, notepad, rubbE@c ecklist

Procedure: N

1. Briefly explain the topic, purpose, ané(,‘hzarning outcome of the activity.
Divide students into pairs or sma}%‘roups.

Clearly explain the task, rules; e limit.

Ask students to perform tl@.%ask.

Tell each group pres @eir findings or demonstrates their outcome.

a kK LN

6. Summarize key{mets and discuss findings

<0 CHECK YOUR PROGRESS
A. Fillin t Qlks

1. 4\4 refers to following the rules, regulations and set by IRDAI.
Qéé plays a critical role in regulating and promoting the
n

% surance industry
<

3. Compliance ensures reporting and complaint review.
4. must follow the code of conduct mentioned by the IRDAI

5. IRDAI ensures grievances and of policymakers are promptly
resolved.

B. Multiple Choice Questions
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1. Which of the following are the compliances mentioned by IRDAI?
a) Mandatory registration of the insurance company
b) Settling the grievances and claims of the client
c) Proper monitoring of the insurance companies
d) All of the above

2. If the sales associate follows the compliance requirements, it ens&}és
insurance companies operate ethically and transparently. «Q

a) Protecting Policyholders' Interests \’}
b) Promoting Financial Stability 0
c) Encouraging fair competition @Q
d) Fair practices O'\O
3. Which of the following is not a requirement forgQ rance sales?
a) Registration and licensing %O
b) Compliance with IRDAI guidelines
Z) Financial stability (’,\(b'
) Code of conduct @
C. State whether the following s a'ments are True or False

1. IRDAI compliances include protecting the interest of the sales associate.

2. The minimum capit@, equirement is 3200 crore for life and general
insurers and %10 re for reinsurers.

3. A sales associ&éyis required to complete ten hours of training in general
or life 1nsur§@é business.

4. Adhel% o regulations and best practices mitigates legal and financial
ris

5. @S associates should be honest, should prioritize the client’s interest.

D. @ch the Column
o)

A Y
S.No Column A S.No Column B
Encouraging Fair Ensuring insurance companies operate
1 Competition A ethically and transparently.
5 Compliance B Compliance prevents predatory pricing
requirement and monopolistic behaviour, fostering
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healthy market competition.
Protecti
ro. cetng , Mandatory registration of the insurance
3 | Policyholders C
company
Interests
Regulati d ti th
4 | Fair practices 5 ! egula 1ng. an . pro.mo ing e
insurance industry in India. N
It ensures that insurers do not exploit
5 |IRDAI E customers through complex _t%g or
hidden charges. D
x}
E. Short Answer Questions Q0
1. What is the meaning of compliance? NOQJ

2. Explain the importance of knowing the indust@egulations in short.
3. What do you mean by protecting the policys&bder’s interest?
4. What is the grievances redressal mechanism?
F. Long Answer Questions \,
1. Elaborate the significance of co@&énce requirements
2. What are the requirements (gﬁ'rg}nsurance sales?
G. Check your performance

1. Make a flow chart @tionimg the compliance regulations mentioned
by IRDAL 0
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SESSION 3: ETHICAL SELLING PRACTICES
CONCEPT OF ETHICAL SELLING

Ethical selling refers to a sales approach prioritizing honesty, integrity, and the
customer's well-being. It involves understanding the customer's needs,
providing accurate information about products or services, and ensuring that
the solutions offered genuinely address the customer's requirements. Ethjcal
selling avoids manipulation, false tactics, and misrepresentation, foc@g
instead on building trust and long-term relationships. By adheﬁ@g to
transparency, fairness, and mutual respect, ethical selling foster .'Qy tomer
satisfaction, loyalty, and a positive reputation for both the salespeT@ and the
organization.

TECHNIQUES FOR MAINTAINING ETHICAL STAND S IN SALES
PRACTICES

Maintaining ethical standards in sales is crucial fi ﬁiilding trust, ensuring
customer satisfaction, and protecting a company’§)reputation. Here are key
techniques that help uphold ethics in sales pr%c{i S:

)

@ O @&

TRANSPARENCY UNDERSTANDING NO PRESSURE CONTINUOUS
& HONESTY CUSTOMER NEEDS TACTICS TRAINING
Give clear, truthful info Suggest only what Let customers decide Stay updated on ethics,
about products and suits the clients real without any force or rules, and best practices.
policies. requirements, urgency.

MAINTAIN LONG-TERM FOLLOW FEEDBACK &
CONFIDENTIALITY  RELATIONSHIPS REGULATIONS GRIEVANCES
Protect customer data Focus on trust-building, Adhere to all legal and Handle complaints and

and don't misuse it. not just short-term sales. company policies. concerns quickly and
fairly.

7

AQ
@5.3 Techniques for Maintaining Ethical Standards in Sales Practices

1. %sparency and Honesty:To maintain ethical standards, it is crucial to
ovide clear and accurate information about products or services,
including features, costs, benefits, and limitations. This helps the customer

to make informed decision-making.

2. Understanding Customer Needs: Sales associates should focus on
genuinely understanding the customer's requirements and recommending
solutions that align with their goals, avoiding unnecessary upselling.
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3. Avoiding Pressure Tactics:Sales associates should refrain from using
coercion or aggressive sales strategies, ensuring customers make decisions
as per their will.

4. Continuous Training:Sales associates should be regularly trained on
following ethical practices, company policies, and regulatory requirements
to reinforce integrity and professionalism.

5. Maintaining Confidentiality: Sales associates should refrain from sha@g
customer information and should be solely used for the intended pu

6. Prioritizing Long-Term Relationships:Sales associates should 'f\%cus on
gaining short-term gains and focus on building trust &Qd lasting
relationships. This ensures consistent and ethical interactio@.

7. Adhering to Regulations:Sales associates must be\&a‘ced on all the
relevant laws, industry regulations, and company pol'@ie to avoid legal and
ethical breaches.

X
8. Feedback and Grievance Redressal:Grievardces and queries should be
quickly addressed to reinforce trust and reliability.

IMPORTANCE OF TRANSPARENCY “AND HONESTY IN CLIENT
INTERACTIONS A

Transparency and honesty are fundqg{ental to building trust and fostering
strong relationships in client i%&tions. By providing clear and accurate
information, businesses empower ‘clients to make informed decisions, reducing
the likelihood of misunderééﬁings or disputes. Honest communication
demonstrates integrity, nces credibility, and strengthens the client’s
confidence in the org ation. Transparency also ensures that clients feel
valued and respectedwhich boosts satisfaction and loyalty. Moreover, these
practices promote ical behaviour, uphold the organization’s reputation, and
contribute to 16ng-term success by creating a foundation of mutual trust and

respect. 4@

Examp ’:\;magine a customer is purchasing a health insurance policy. An
ethi d transparent sales associate would clearly explain the policy's
co e, premiums, exclusions, and waiting periods, even if the exclusions
&ht make the policy less appealing. For instance, the sales associates
explicitly mention that pre-existing conditions will not be covered for the first
two years, ensuring the client understands the limitations. If the customer
asks whether a specific treatment is covered, the sales associates check the
details and respond accurately rather than making assumptions to close the
sale.
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By being honest and upfront, the sales associates help the customer make an
informed decision, build trust, and avoid potential disputes later. This
transparency ensures a positive client experience and strengthens the
organization's reputation.

Best Practices of ethical selling practices

Ethical selling involves putting the customer’s needs first, being transparent,
and building trust through honesty and respect. Following are the t
practices that support ethical selling in any industry: \Q

1. Prioritize Customer Needs Over Personal Gain:Focus onA. uinely
helping the customer rather than just making a sale. Undefstand their
problems and recommend solutions that truly fit their @s', even if it
means suggesting a lower-cost option or no sale at all. 4

2. Be Honest and Transparent:Always provide ac gte and complete
information about your products or services. Avoid making exaggerated
claims, hiding limitations, or misleading custo %With fine print or vague
language. @

3. Follow Legal and Regulatory Guidelines: Stay informed about industry
laws and sales regulations. This includgs”advertising standards, consumer

protection laws and data privacy re \fions. Non-compliance not only risks
penalties but also damages trust.(b)&

4. Practice Fair Pricing: Charge:customers fairly and explain all fees and

costs clearly upfront. Avoid~deceptive pricing strategies or hidden charges
that could be seen as di est.

5. Respect Customer Q‘;fonomy:Allow customers time and space to make
informed decisions™ Avoid using aggressive sales tactics, manipulation or
psychological p{,@sure to push them into buying.

Q PRACTICAL EXERCISES

Activity i&gzsit an insurance company and prepare a checklist of the ethical
sellin

Mél required: Pen, Paper, notepad, rubber, checklist
Procedure:

1. Visit an insurance company with the teacher. Contact a sales associate and
ask questions about how customers are provided with full knowledge to
make rational decisions. Questions should also be asked about the training
undergone by the sales associate to understand the long-term relationship
with the customer.

149



. Ensure that you have written all the compliances mentioned on the IRDAI
website.

. Contact a sales associate and ask him questions on the compliances.

. Ask about the consequences of not following the regulations

5. Talk to the customer about the problems they face while getting the

insurance and how the sales associate solves them. b'
CHECK YOUR PROGRESS \QQJ
. Fill in the blanks \}?

1. refers to a sales approach prioritizing honesty,, igtegrity, and
the customer's well-being. é

2. To maintain , it is crucial to provide &tr and accurate
information about products or services. Q)

3. should be regularly trained on follo&%ng ethical practices.

4. Sales associates should not focus on gain% and focus on
building trust.

S. ensures that clients fee}\(&ued and respected, which boosts
satisfaction and loyalty. 6'(,

. Multiple Choice Questions § (b)s’

1. Which of the following is,i
sales practices? bﬁ

ortant in maintaining ethical standards in

a) Transparency '\Q:)nesty
b) Understancf{qg customer needs
C) Continuoe(&'training

d) Al @ above
2. ‘§ avoids manipulation, false tactics, and misrepresentation,
f@a ing instead on building trust and long-term relationships.
% Ethical selling
b) Financial Stability
c) fair competition
d) Fair practices

3. Which of the following is required to adhere to the rules and regulations
of IRDAI?
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a) Clients
b) Customers
c) Sales associates

d) RBI

C. State whether the following statements are True or False

b

1. Ethical selling involves understanding the customer's needs, ¢
providing accurate information about products or services. «Q
2. Sales associates should force the clients to take their insurané:Q?roducts
and make profits. 0
3. Sales associates should be regularly trained in fo%owing ethical
practices. '\Q
4. Sales associates must be updated on all the releQ@lt laws and industry
regulations. O\/
5. Grievances and queries should not be q%%kly addressed to reinforce
trust and reliability. @
D. Match the Column. . (b\/
A
6’\
S.No Column A S.No & Column B
\Y
| Understaning ¥Rl o ks ampronch pririing
Customer Needs b’ Y gy,
A well-being.
A
&\O recommends solutions that align with
2 Ethical sellirx&, B customers' goals and avoid unnecessary
Q'(r upselling.
3 Ma@ing C Sales associates should be regularly
ie?}ﬁ entiality trained on following ethical practice
Co' .
% Sales associates must be updated on all
Q Continuous training D the relevant laws and industry
regulations
5 Adhering to B Sales associates should refrain from
regulations sharing customer information
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E. Short Answer Questions
1. Explain in brief the concept of ethical selling.

2. What do you understand by understanding customer needs in insurance
sales?

F. Long Answer Questions

1. Elaborate the techniques for maintaining ethical standards in s%?s
practices. 9

2. Explain the importance of transparency and honesty%'@? client
interactions. O

3. Mention best Practices of ethical selling practices. QO’
G. Check your performance .\OQJ

1. Make a chart mentioning the techniques ,@ maintaining ethical
standards in sales practices. X,

O
2. Prepare a diagram explaining about theﬁportance of ethical selling.
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SESSION 4: PERSONAL COMPLIANCE ASSESSMENT
MEANING OF PERSONAL COMPLIANCE

Personal compliance in insurance refers to the adherence of individual sales
associates, brokers, or employees to the ethical standards, legal regulations,
and company policies governing the insurance industry. It involves meeting
licensing and certification requirements, following the code of conduct, and
maintaining transparency and honesty in interactions with clients. Per%l
compliance ensures that individuals act responsibly, prioritize t est
interests of policyholders, and avoid practices like misrepresentatio '@eroion,
or fraud. By upholding personal compliance, professionals conth’&ce to the
integrity and trustworthiness of the insurance sector.

SELF-ASSESSMENT OF PERSONAL ETHICAL PRACTICES IN INSURANCE
SALES

Self-assessment of ethical practices in insuranc )s%’loes involves critically
evaluating one’s actions, decisions, and behaviour§)to ensure they align with
ethical principles and industry standards. It requives professionals to reflect on
their sales strategies, communication with (;1\1 s, and adherence to regulatory

guidelines. Xog

x
The sales associates should ask these'fquestions from themselves and self-
evaluate their actions. (b’

e Am I providing clients accugﬁld complete information about policies and

costs? b'

e Am [ prioritizing th icnt’s needs over personal commissions or sales
targets?

XU
e Am I treating all&énts equally, without bias or discrimination?

e Am I avoid@ misrepresentation or exaggeration of policy features to
influen ale?

e Am nuinely focused on understanding and meeting the client’s needs
r than pushing unsuitable products?

I adhering to regulatory requirements, company policies, and ethical
guidelines in every interaction?

Regular self-assessment helps identify areas for improvement, fosters
accountability, and ensures a commitment to ethical sales practices. This
proactive approach not only builds trust with clients but also strengthens
professional credibility and contributes to the overall integrity of the insurance
industry.
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PERSONAL ACTION PLANS FOR IMPROVEMENT AND ACCOUNTABILITY

Sales associates should try to improve their knowledge and accountability
towards the clients. The following points should be taken into consideration:

Product Client-Centric Transparency
Knowledge Approach &
N —
Q) =
) i <
Regularly Update on Listen actively and Clearly explain features, -\Q
insurance & banking products recommend suitable solutions exclusions & costs 9
Communication | | Compliance Compliance Performance
Skills Adherence Adherence Metrics
% IRDAI = /\/‘
) i X anl
Avoid false tactics Stay updated on Track progress Track progress & set
and mis-selling IRDAI/RBI rules & set monthly monthly review goals
Y

Fig. 5.4 Personal Action Plans for Impro@tent and Accountability

1. Enhance Product Knowledge: Sales assédtates should regularly update their
knowledge of insurance products, béﬂng services, and regulatory changes
through training sessions, wor ps, and self-study. This will help in
achieving specific goals for 1 ing new products each quarter and assess
progress through quizzes %' eer evaluations.

I,

2. Strengthen Client—Cent@ Approaches: Sales associates should actively
listen to clients to u(%s(’stand their financial goals and recommend suitable
insurance soluti that align with their needs. Sales associates can take
the help of clie t?:;dback forms to evaluate the effectiveness of interactions
and identify, 12as for improvement.

3. Maint%}ransparency: Sales associates should focus on a clear
explar\ n of policy features, benefits, exclusions, and costs to ensure
clients make informed decisions. To help with this, they should develop a

list for key disclosures and review it with a supervisor periodically.

&Build Stronger Ethical Practices: Sales associates should avoid false tactics
or selling unsuitable products.To ensure this, self-assessments should be
followed.

5. Improve Communication Skills: Sales associates should enhance their
ability to communicate complex insurance terms in simple and client-
friendly language. This can be improved by client feedback forms and
assessing their performance.
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6. Adhere to Compliance Requirements: Sales associates should remain
updated on regulatory guidelines from both banking and insurance
regulators, such as IRDAI and RBI, to ensure compliance. They should
maintain a log of completed training sessions on compliance and track
adherence through periodic audits.

7. Implement Performance Metrics: Sales associates should set achievable
goals for sales targets, client satisfaction, and compliance adherence.»Io
measure this, monthly review performance should be conducted with’,
mentor or manager to identify successes and areas for 1mprovemem%

PRACTICAL EXERCISES “Q
Activity 1: Role-play to practice ethical decision-making in sa@
Material required: Pen, pencil, notepad. «OQJ

Procedure:

First of all, explain the topic and purpose of ac @“
Divide the class into small groups.

Explain the task, rules, time limits and exp.ed outcomes.

Ask Students carry out the activity. \,

Tell Each group presents their work o "ﬁ?’dmgs to the class.
Summarize key takeaways, give fee@&ck and encourage reflection.

ok b=

Activity 2: Role-play to underst@%e importance of personal action plans in
client-consultation scenario

Material required: Pen, Paper; notepad, rubber, checklist

Procedure: %\"

1. Explain the impo‘)g"éice of action plans in guiding client decisions and
follow-ups.

2. Divide st ?s into small groups.

3. One acts as the consultant, the other as the client.

4. Afi qz role play ask groups to share their experience.

nduct a classroom discussion the findings.

6. Summarize key takeaways, give feedback and encourage reflection.
CHECK YOUR PROGRESS

A. Fill in the blanks

1. refers to the adherence of individual sales associates,
brokers, and legal regulations in the insurance industry.
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2. involves critically evaluating one’s actions, decisions, and
behaviours to ensure they align with ethical principles and industry
standards.

3. should try to improve their knowledge and accountability
towards the clients.

4. Sales associates should avoid or selling unsuitable products.
5. Sales associates should remain updated on from@
banking and insurance regulators \Q
B. Multiple Choice Questions \>’

1. Sales associates should set achievable goals for saleQ‘t&gets client
satisfaction, and compliance adherence means

a) Implement performance metrics NO
b) Adhere to compliance requirements \/\’O

¢) Improve communication skills %O

d) Build stronger practices @

2. Personal action plans for 1mprovem.e®nd accountability includes
a) Enhance product knowledge @(/
b) Strengthen chent—centr@aohes
c) Maintain transparenc‘%
d) All of the above 0

3. Sales associates @uld avoid false tactics or selling unsuitable products
means

a) Stren &;pg:hent centric-approaches
b) M ain transparency
c) ance product knowledge
one of the above
@The regulatory guidelines are provided by which regulators?
a) IRDAI
b) RBI
c) Bothaandb
d) None of the above
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C. State whether the following statements are True or False

1. Regular self-assessment helps identify areas for improvement, fosters

accountability, and ensures a commitment to ethical sales practices.

2. Personal compliance in insurance refers to the adherence of individual

sales associates and not brokers, or employees to the ethical standards.

3. Sales associates should actively listen to clients to understand their

financial goals.

4. Sales associates should try to confuse the clients to make more

<)

its.

Sales associates should remain updated on regulatory gu Xnes from

5.
both banking and insurance regulators. Q
D. Match the Column. <
Q
S.No Column A S.No Cglﬁgn B
: Sales assooi should set achievable
1 Personal compliance A
goals for@les targets
5 Implement B Salei@ associates  should remain
Performance Metrics ed on regulatory guidelines
Adhere to @&nsures that individuals act
3 Compliance § responsibly, prioritize the best interests
Requirements b, of policyholders.
Y Sales associates should enhance their
4 Enhance duct D ability to communicate complex
Knowledge , Q) insurance terms in simple and client-
Q&’ friendly language.
Im@&) Sales associates should regularly
E update their knowledge of insurance

5 ﬁ' munication
(SKills
C

products

<

E. Short Answer Questions

1. What is the meaning of personal compliance?

2. What do you mean by enhancing product knowledge in insurance sales?

3. What do you mean by building stronger ethical practices in insurance

sales?
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4. What do you understand by adhering to compliance requirements in
insurance sales?

F. Long Answer Questions
1. List the self-assessment questions of sales associates in insurance sales.
2. Explain the personal action plans for improvement and accountability.

G. Check your performance b,

1. Prepare a chart mentioning about the self-assessment question@ced

by the sales associate. '.\’G-?
2. Prepare a flow chart the personal action plans for impr@ment and
accountability of the sales associate. Q
<&
O
xO
X
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ANSWER KEYS
MODULE 1: CUSTOMER FEEDBACK MANAGEMENT
SESSION 1: CUSTOMER FEEDBACK
A. Fill in the Blanks
1. Preferences
2. Quantitative @6
3. Quualitative . %Q
4. Satisfaction
5. Real-time QO'
B. Multiple Choice Questions «OQJ
b) O
b) v
%
b)
b) (b\/
c) ,(,\/
C. True or False \JQJ

. False Q(b'

True

a K L b=

—_

&> 0N

False ’&
True g{s,%
5. Tru

D. Match t% umn

1c)

Q@ég

d)

5. €)
SESSION 2: FEEDBACK COLLECTION METHOD
A. Fill in the Blanks

1. Desired
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Interview
Analytical

Net Promoter

L

Selected
B. Multiple Choice Questions
b) O
9
b) >
AV
b) »\Q
C) QO'
b) <
C. True or False
1. False O\/
2. True %
3. False @
>
4. True A

a s e d =

5. False X5
Log
D. Match the Column

1. B 0@

2. A

SESSIONQ ALYZING CUSTOMER FEEDBACK
A. Fill@’\he blanks
db ustomer feedback
. Customer feedback management
3. Trend analysis
4. Open-ended feedback
5. Software

B. Multiple Choice Questions
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C
A
B

> e hd =

D

C. True or False

False b’

.
False é{.\'
False ;\O\}

True Q’Q'

True <

D. Match the column
1. C

X

2. E P

5. A ©

4. B \,@’

5. D x&
SESSION 4: ACTION PLANS @(b”
A. Fill in the blanks bﬂ

1. Action plan ,&'

2. Collect feedba%’%

a s e d =

3. Prioritize iss

4., Feedbac@
meliied

5. Ti

B. M%@e Choice Questions
i

3. B
4. B
5. D

C. True or False

161



True
False
False

False

a K L b=

True

D. Match the column @b'
1. B %(,"

D 69\}’

E

A QJQ

c O

MODULE 2: RELATIONSHIP MANAGEMENT WITH&A)}IJK STAFF

SESSION 1: KEY STAKEHOLDERS IN BANKS %

a k> b

A. Fill in the Blanks \©
1. bank, insurance company \{b’
2. distribution agreement \_,6
3. strategic alliance Q(b’

4. additional revenue bﬁ

5. India First Life Insu@be Co. Ltd.
B. Multiple Choice %‘ ions

1. (a) ,(,(D'

2. (b)

3. (o) 4@

4, (@\’

t
C.>True or False

1. False
2. True
3. True
4. False
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5.

False

D. Match the Column

5.

> e hd =

A
B
C
D
E

SESSION 2: INSURANCE PRODUCTS
A. Fill in the Blanks

a s e hd =

Insurance policy
Premium

Term Insurance
ULIP

Endowment Plan

B. Multiple Choice Questions

(b) X

(© @Qf

(a) S
(d 0’6

X
(b) %

3.
@D?F)alse
5. True
D. Match the Column

1.
2.

B
D

3. A
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4. E
5. C
SESSION 3: TRAINING OF BANK STAFF
A. Fill in the Blanks
Premium
Installments
Age and risk

Claim

aoH L b=

Policyholder
B. Multiple Choice Questions

1. (¢

2. (a)

3. (b)

4. (d) N

5. (c) {{b’
C. True or False \,6

1. True ®(b~
2. False 4)
06

3. True

%\'
4. False §<’&
5. True Q-
S
D. Match the @umn
1. E

5. D
SESSION 4: RESOLVING STAFF QUERIES
A. Fill in the Blanks

1. Bank staff queries

164



Product information
Conflict

Trust

a kK L b

Ethical sales practices
B. Multiple Choice Questions
1. (d)

2. (b)

3. (9

4. (a)

5. (d)

C. True or False

1. True

O\J
2. True %
3. False @

4. False '\'
5. True \_,6(,

D. Match the Column Q(b’
>

1. D

MODULEQ CORD MAINTENANCE AND REPORTING
SESSI@\I: INTRODUCTION TO LEAD GENERATION
A. %m the Blanks:
1. Transparency
2. Performance
3. Filing
4. Fraudulent
5

. E-malils
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B. Multiple Choice Questions:

1.
2.
3.
4.
5.

(b)
(©)
(b)
(b)
(d)

C. State whether the following statements are True or False \Q'

©
a kL= 0 ke =

> U 93 O w

6.

SESSION 2: ACTI
A. Fill in the Bla

1.
2.
3.

False
False
True
True

False

atch the Columns

C

Actions Q
Tlmé&ps

ompliance

% tandardize

5.

Securely

Vg%GS

B. Multiple Choice Questions:

1.
2.
3.

b)
<)

)
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4. a)
5. b)
C. State whether the following statements are True or False
False
True
False

True

a K L b=

False

D. Match the Columns QO'

A <
B
C

X
D P

5. E \,

SESSION 3: SALES REPORT \fb’
A. Fill in the Blanks

x&
1. Sales report &

Daily, weekly, monthl@
Total contract valu@’

v
5. Retention Q)
B. Multiple Ch@ Questions

o Y
Qf‘%?

5. a)

> 0 b=

nal

Strategic

C. State Whether the Following Statements are True or False
1. False
2.True
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A.

Enl
&

D.

3.False
4. True
5. False

. Match the Column

1. B
2. D
3. C
4. A

5. E Q’Q’

SESSION 4: RECONCILIATION OF REPORTS <

Fill in the Blanks

1. Reconciliation

X
2. Stock %O

3. Automatic reconciliation @

N
4. Revenue \(b'
&

5. Budgeting X5

. Multiple Choice Questions @

1. B bﬂ
2. B ,@'
3. B o
4. B

Q-
s

State er the Following Statements are True or False

N

rue
4. False

5. True

Match the Column
1. A
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a & WD
O o w

E

MODULE 4: MEETING SALES TARGETS

SESSION 1: SETTING SALES TARGETS AND KPIS ij'

A. Fill in the Blanks %(,‘f
AN

Benchmark ,\Q

Achievable QO'

Progress <

Organisational goals

a K b=

Customer acquisition cost

O
B. Multiple Choice Questions %

1. B
>

2. D A
3. C \,@'(’

4. A &
5. D bﬁ
C. State whether the fol@lng statements are True or False

1. True

Xo
2. False (5,\

3. False ‘Q'(,

4. Tru,Q@
NN

I)Q@ch the Column

1
2
3.
4
5

o = » O W
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SESSION 2: STRATEGY DEVELOPMENT
A. Fill in the Blanks

1.

2
3
4.
5

organisational goals
. effectiveness
. dynamic/volatile

sales targets b'

&
. innovation %Q’

B. Multiple Choice Questions \()\}

1
2
3

o

1
2
3.
4
5. False Q(b'

D. Match the Column bﬁ
o

> L0 b=

. A Q’Q'
A &
. C

xO
C. State whether the following statements are T13§or False

. False %

. False \,©
True (,\'(b'

. True \_,6

C

S

= >
>
<

Q

b &

SESSI@: MONITOR THE PROGRESS TOWARDS TARGETS

A.

ilI"'in the Blanks

1. Real-time
2. Leads

3.
4
5

Specific Objectives

. Past data

. Region
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B. Multiple Choice Questions
b)
b)
b)
d)
b)

a K L b=

(o

<
C. State whether the following statements are True or False %Q’
D

. True
False QON'Q

True <

False

S N

True
D. Match the Columns %O
1. C \,
2. B 0
3. A

s N\
5. D bﬁ

SESSION 4: REVIEWING@D ADJUSTING SALES STRATEGIES
A. Fill in the Blank%/

1. Sales Strate

2. Sales Fu@l

3. Uni,gg elling Proposition (USP)

4. Iabound Sales

%%elationship—Based Selling
B."Multiple Choice Questions:

1. b)
2. ¢
3. b)
4. b)
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5. ¢

C. State whether the following statements are True or False

False
True
False

False

a kK L b=

False

D. Match the Columns
1. B

C

A

D

E

a K LN

xO

&

MODULE 5: ETHICS AND COMPLIANCE IDQ@URANCE SALES
SESSION 1: ETHICAL PRACTICES IN I;&@RANCE

A. Fill in the blanks é@
1. Principles @
2. Complete bﬁ

3. Personal

%@
4. Full knowledg X,

5. Trust Q-
B. Multiple Cl@e Questions
1. D

C. True or False
1. True
2. True
3. True
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4. False
5. False
D. Match the column
C
D
A er
. >
5. B ~0\>
SESSION 2: COMPLIANCE REQUIREMENTS Q’Q'
A. Fill in the blanks <&

A

1. Compliance

IRDAI

X
Timely %O

Sales associate \,©

5. Queries (,\,(b'

B. Multiple Choice Questions (5&6
1. D @

2. A bﬂ

3. C

nal S

X
C. True or False 9{,&%
1. False
,(fb'
2. False Q
3. False

4 TG
6,9 rue

D.*Match the column
1. B

2. C
3. A
4. E
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5. D
SESSION 3: ETHICAL SELLING PRACTICES
A. Fill in the blanks
1. Ethical selling
Credibility
Sales teams

Short-term profits

a kK L b

Respectful communication
B. Multiple Choice Questions
1. D
2. A
3. C

X
O
C. True or False %

1. True \’

2. False ° (b'
3. True

O
4. True
5. False @Q

D. Match the column )&’
1. B

2. A @

@6
<&

SE@N 4: PERSONAL COMPLIANCE ASSESSMENT
A Fill in the blanks

1. Personal compliance
Self-assessment

Sales associate

nal S

False tactics
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5. Regulatory guidelines
B. Multiple Choice Questions

1. B

2. D

3. B

4. C
C. State whether the following statements are True or False
. True O
False
True <
False
True

D. Match the column

a s L b =3 0k bd=

O 8 @™ = O
‘@
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GLOSSARY

Customer Feedback — Opinions and reviews shared by customers regarding
products or services.

Net Promoter Score (NPS) - A metric used to measure customer loyalty
and satisfaction.

Customer Satisfaction Score (CSAT) - A score indicating how satisfied
customers are with a service or product. <

Feedback Loop — A process of collecting, analyzing, and acting o&@isotomer
0

feedback.

Qualitative Feedback — Descriptive feedback that provid% insights into
customer experiences. <

Quantitative Feedback - Measurable customerdesponses, often in

numerical form. X,

Survey — A method of collecting structured fe Qk from customers.

Mystery Shopping — A research tool Where@dividuals pose as customers to
assess service quality. \

Key Performance Indicator (KPI) éj'@“étrics used to measure performance
and success. X0

Customer Relationship Man&ement (CRM) - A strategy for managing
interactions with custome s%

Insurance Underwriting)- The process of assessing risks before issuing an
insurance policy. %

Policyholder - Aﬁsérson who owns an insurance policy.
Premium - mount paid for an insurance policy.

Claim Settlement — The process of compensating an insured person for a
cover Ss.

T%QJParty Insurance - Insurance covering damages caused to others.

Q{%ncassurance — A partnership between banks and insurance companies
or selling insurance products.

Stakeholder Management — The practice of managing relationships with
key individuals or groups.

Ethical Selling - The practice of selling products with honesty and
transparency.

Data Privacy — The protection of personal customer information.
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Compliance — Adhering to industry regulations and legal requirements.

Regulatory Body - An authority that oversees and enforces compliance in
an industry.

Insurance Regulatory and Development Authority of India (IRDAI) — The
regulatory body for insurance in India.

Risk Assessment — The process of evaluating potential risks in insurag:’e

sales. %4
Actuary - A professional who analyzes financial risks in insurance.\/%Q
Record Keeping - Maintaining records of trans%@qs and
communications.

Sales Pipeline — The stages through which a potential’ customer moves
before making a purchase.

Lead Generation — The process of identifying pote&‘}c)lga'locustomers.
Conversion Rate — The percentage of leads t grn into actual customers.
Cold Calling — Contacting potential custon@s without prior interaction.
Prospecting — Identifying and reaching\cbl\ to potential clients.

Customer Retention - The ability t ep customers over time.

Churn Rate — The percentage@%stomers who stop using a service over a
period.

Service Level Agree %ﬁ (SLA) - A contract that defines service
expectations between ovider and customer.

Conflict Resoluti @Methods used to resolve disputes or complaints.
Cross-Selling K§li5ng additional products to existing customers.

Upsellin —@couraging customers to purchase a more expensive version of
a products

Mar@ Penetration - The extent to which a product is adopted by

% mers in a market.
econciliation of Reports — Matching and verifying financial data across
different reports.

Financial Statements - Documents that provide an overview of a
company’s financial health.

Customer Advocacy - When a satisfied customer promotes a business
voluntarily.
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Omnichannel Communication - Using multiple channels (email, chat,
phone, etc.) to interact with customers.

Fraud Detection - Identifying fraudulent activities in insurance sales.

Persistency Ratio — A measure of policyholders who continue paying their
insurance premiums.

Indemnity — Compensation for loss or damage in insurance contracts.

Policy Lapse — When an insurance policy becomes inactive due % n-
payment of premiums.

Grace Period - Additional time given to pay a premium after th e date
Rider — An add-on to an insurance policy providing additio@ coverage.
Sum Assured — The guaranteed amount paid under and@g{rance policy.

Underwriting Guidelines — Rules set by insurers to,e/@ess risk and approve
policies. \/

Reinsurance - The practice of insurers tran@-rmg some risks to another

insurer. @

No Claim Bonus (NCB) - A discount ,{@’1 to policyholders who do not file
claims.

Insurance Ombudsman — A bo at handles complaints against insurers.
Mis-selling — Selling a pohcy by misleading a customer.

Financial Literacy - standlng financial concepts like insurance,
savings, and investm

Service Recoveryy— Actions taken to correct service failures and restore
customer satisf: n

Artificial Ir@hgence in Insurance — The use of Al for risk assessment and
fraud de on.

Big &A Analytics — The use of large datasets to analyze customer
b ior and trends.

Q@cial Media Marketing — Using platforms like Facebook and LinkedIn for
insurance promotions.

Chatbots in Insurance — Al-powered virtual assistants handling customer
queries.

Internet of Things (IoT) in Insurance — The use of smart devices to track
insured assets and mitigate risks.
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SHORT TERMINOLOGY

NPS — Net Promoter Score
CSAT - Customer Satisfaction Score
CRM - Customer Relationship Management

KPI — Key Performance Indicator

SLA — Service Level Agreement "8
IRDAI - Insurance Regulatory and Development Authority of India. %Q
DBMS - Database Management System ‘\Q\,

Al — Artificial Intelligence QO'

[oT — Internet of Things o\o@

GDPR - General Data Protection Regulation \JO

ROI — Return on Investment

S
B2C - Business-to-Consumer

©
N
i3

B2B - Business-to-Business
NBFC - Non-Banking Financial Com
AML - Anti-Money Laundering (b)'&
KYC — Know Your Customer
ULIP — Unit Linked Insura@ Plan
TAT — Turnaround Tij 0
CIBIL - Credit Inf&l{mation Bureau India Limited
POS - Point of @@é
API — Application Programming Interface
CVR anersion Rate
C%’— Customer Attrition
Q@ — Online Reputation Management
UX — User Experience
SEO - Search Engine Optimization
PPC — Pay-Per-Click Advertising
CPC - Cost Per Click
CPA - Cost Per Acquisition
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CLV - Customer Lifetime Value

FDI - Foreign Direct Investment

GDP - Gross Domestic Product

MSME - Micro, Small, and Medium Enterprises
NPA - Non-Performing Asset

EPF — Employees’ Provident Fund @b'
ETF - Exchange-Traded Fund . é{.\'
SIP — Systematic Investment Plan ;\O\>’

TDS — Tax Deducted at Source Q’Q'

PAN — Permanent Account Number '\06

GST - Goods and Services Tax
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FURTHER READINGS

IRDAI Guidelines on Insurance — https://www.irdai.gov.in

Customer Relationship Management in Insurance — https:// WWW.ibaig'g
Ethical Practices in Sales (NISM Module) — https:// Www.nism.ac.i%@
GST in Insurance - https://www.cbic.gov.in ‘\’6
Bancassurance Regulations — https://www.rbi.org.in ’S'Q
Consumer Protection in Insurance — https:// WWW.policyh&er. gov.in
Financial Literacy Resources — https:// www.nseindia ¥om

Insurance Ombudsman Portal — https:// WWW.cioirfS.;Qo.in

Banking & Insurance Reports by RBI - https: .rbi.org.in

IRDAI Complaint Redressal — https:// Ww@gms.irda. gov.in
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