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Abstract


InBody India sells body composition analyzers to hospitals, clinics, gyms, corporates, and researchers in a complex, trust-heavy market where decisions are slow and multi-persona. A single sale may hinge on doctors seeking clinical validation, administrators weighing ROI, trainers prioritising usability, and corporate HR emphasising engagement and data privacy. Across a three-month internship in sales and marketing, the protagonist ran cold calls, demos, installations, and conference outreach, finding that patience, adaptive messaging, and experiential demos moved deals forward. Incidents include a five-hour wait for a doctor’s signature at Athani, persona-specific selling at Trendo 2025 in Chennai, and a corporate installation at Google Ananta that reframed value as workforce wellness and adoption. Frameworks such as Porter’s Five Forces, STEEPLE, and funnel mapping reveal high buyer power, intense rivalry, and steep drop-offs between demo and PO, while motivation models (Maslow, Herzberg, goal-setting) highlight micro-goals and coaching as buffers against rejection. The case challenges students to design a practical go-to-market playbook persona-aligned narratives, demo-first proof, event-led lead generation, CRM hygiene, escalation governance, and a post-sale AMC rhythm. Success is measured by demo-to-PO conversion, cycle time, stakeholder coverage, and repeat revenue from service and upgrades. The narrative grounds analysis in lived incidents across Indian settings. 
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CASE
ABOUT THE INDUSTRY
Medical device selling in India is relationship-driven and evidence-heavy, with long cycles and multiple decision makers. Doctors seek clinical validation, hospital administrators emphasise budget and ROI, staff users value workflow simplicity, and corporate HR prioritises privacy and adoption. Conferences compress discovery and trust-building, while demos act as proof moments that convert skepticism into curiosity. High buyer power and intense rivalry from global and local players keep margins and timelines under pressure, making credibility and persistence differentiators. 
Problems in the industry
Four frictions dominate. Long sales cycles create follow-up fatigue and forecasting uncertainty. Multi-persona buying centers stall when any stakeholder’s concerns remain unmet. Rejection is frequent across cold calls and demos, which often lack the final decision maker. Motivation erosion is common as sellers wait hours for brief approvals and endure repeated deferrals. Privacy and compliance queries add corporate-specific hurdles that shift value framing from clinical outcomes to workforce engagement and data governance. 
About the company
InBody is a global brand in body composition analysis serving hospitals, gyms, nutrition practices, corporates, and researchers. The Indian affiliate’s sales and marketing operations blend cold outreach, field demos, installations, and event participation. The internship spanned May to August 2025, covering persona-specific conversations at Trendo 2025 in Chennai, enterprise deployment at Google Ananta, and installation-acceptance dynamics at Athani. 
Problems faced by the company
Observed bottlenecks included demo-to-PO drop-offs, stalled decisions when only one persona was convinced, long waits for signatures and administrative formalities, and CRM hygiene issues that obscured pipeline reality. While events yielded rich conversations, conversion still depended on tailored follow-ups, objection handling, and clear after-sales assurances. The human challenge was sustaining motivation through repeated rejections and delayed outcomes, even as occasional quick wins reinforced the value of persistence. 
Key strategies
Persona-aligned storytelling that pairs clinical validation for doctors with ROI models for administrators, usability narratives for trainers, and privacy-adoption framing for HR. Demo-first proof with experiential trials and clear next steps that shorten time from interest to intent. Event-led lead generation playbooks that schedule post-event demos within a fixed window. CRM discipline with deduplication, stage hygiene, and cadence-bound follow-ups. Escalation governance that time stamps issues and sets 24–48–72 hour actions. Post-sale assurance via AMC terms, training, and calibration schedules to convert first sale into repeat revenue. 
Innovation
New concepts and learning Experience-first proof loop design every demo with a visible win, a scheduled next action, and a micro-trial to convert interest into intent.
Persona coverage ledger a one-page grid tracking which stakeholders have been convincingly addressed and which objections remain.
Motivation micro-goals system daily targets for calls, demos set, and qualified follow-ups that transform long cycles into visible progress.
Event accelerator protocol pre-book post-conference demos, segment leads by persona, and trigger playbooks within seven days to prevent decay. 
Ideas concerning the whole concept
Selling medical technology is selling trust; experiential proof, transparent economics, and after-sales credibility must converge to align diverse stakeholders and sustain motivation over slow cycles. 
CONCLUSION
A resilient go-to-market for InBody India blends persona-specific value framing with experience-first demos, disciplined follow-ups, and credible post-sale commitments. Events act as trust accelerators, but conversion depends on CRM hygiene, escalation discipline, and motivation systems that turn rejection into learning. By institutionalising these routines, teams can improve demo-to-PO conversion, shorten cycle time, and expand repeat revenue from service and upgrades—outcomes that reinforce confidence for both sellers and buyers in a demanding, relationship-centred market. 
CASE QUESTIONS
1. Map the buying center for a tertiary hospital and a corporate wellness client How does the narrative change for each persona and what proof does each require 
2. Design a post-demo playbook with time-boxed steps to convert interest to intent What metrics would you track weekly to avoid pipeline decay 
3. Build a minimal yet credible ROI model for administrators and HR that balances clinical outcomes and engagement benefits What assumptions will you stress-test 
4. Propose a motivation system for field sellers combining micro-goals coaching and recognition How will you measure resilience without glamorising burnout 
5. What AMC and training terms best convert a first sale into sustained adoption and upgrade potential in gyms versus hospitals 

