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About the Book 

 

Sales is probably one of the oldest professions existing in the world. From a small business owner, or 
a home garden owner to a large-scale company, every entity requires a robust sales system. Other 
functions of management such as finance, human resources and production contribute majorly to the 
costs of the organization, whereas sales function contributes to the revenue. Revenue is essential for 
any business to survive, grow and sustain in the market. Hence sales function, its organization, 
planning, skills of employees involved in sales, motivation, and compensation are of immense interest 
to the organization and are closely monitored to track performance. 
 

This textbook is prepared is to provide a crisp and clear understanding of the crucial functions of sales 

management and distribution management for rural products. The focus of the book is on rural 

products and rural markets. The examples cited depict the challenges and strategies used by different 

organizations (Government, Non-Govt and Private) to sell and make products of rural origin available 

to urban and other rural markets and vice versa. The book has relevant, contextual small caselets and 

activities to ensure that the student relates the concept with practice in the business environment. 

The book has five chapters, the first chapter is an Introduction to Sales Management for Rural Products 
that includes the fundamentals of sales management, organization structure for sales function, sales 
leadership, and personal selling. The second chapter covers all aspects of sales performance 
management. Chapter three deals with distribution, marketing logidtics, management information 
systems for rural distibution. The fourth chapter focuses on customer oriented market channels for 
rural products, business profitabilit, distribution strategy, selection of channel partners and channel 
evaluation. The last chapter titled sales planning and budgeting covers sales forecasting, territory 
management, sales quotas and metrics. 
 

I thank Dr. Shahaida P Professor in Centre for Managerial Communication & Marketing  and Dr. Kavita 

Sasidharan Kulkarni, Adjunct Faculty in management institutes of repute, freelancer, trainer, 

consultant, subject matter expert, for their insights and contribution as authors. Also, I would like to 

thank MGNCRE Team members for extending their extreme support in completing this textbook. 

           
 

Dr W G Prasanna Kumar 
 Chairman, MGNCRE 
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Chapter 1 Introduction to Sales Management of Rural Products 
 

Introduction 
Sales is probably one of the oldest professions existing in the world. From a small business owner, or 
a home garden owner to a large-scale company, every entity requires a robust sales system. Other 
functions of management such as finance, human resources and production contribute majorly to the 
costs of the organization, whereas sales function contributes to the revenue. Revenue is essential for 
any business to survive, grow and sustain in the market. Hence sales function, its organization, 
planning, skills of employees involved in sales, motivation, and compensation are of immense interest 
to the organization and are closely monitored to track performance. 

Marketing and sales are driving the entire revenue generation effort of any organization. Marketing 
comprises of marketing managers including national marketing head, zonal marketing heads, product 
managers (in many companies titled as brand managers), marketing research team and strategic 
planning team. Sales comprise of the sales team (national/zonal/regional/area levels) and customer 
care team. While marketing team develops the strategy, the sales team implements it. Marketing aims 
at creating customer pull, brand awareness, brand preference, building brand loyalty through 
customer research, launching innovative products based on customer needs and wants and making a 
marketing plan with STP (segmentation, targeting and positioning) and 4Ps. The sales team has to 
ensure that the distribution network is optimised for the best reach and connectivity in such a manner 
that products reach the market, in the most cost-effective manner without compromising on speed 
and the requirements of end-customers/dealers/intermediaries are addressed.  

Effective collaboration is essential for achieving the marketing and sales goals. An appropriate sales 
structure is required to ensure that the entire market is covered especially in rural India. As many 
pockets of rural areas may not be accessible or difficult to reach, it is difficult for companies to ensure 
sales staff and distribution partners. The Non-profit entity, Vision Spring (https://visionspring.org/) 
has trained local women called “Vision Entrepreneurs”, who were independent commissioned sales 
representatives to visit villages and sell reading glasses for under $4 a pair. Vision Entrepreneurs 
provided basic screenings, using distance and near eye charts, to determine the appropriate strength 
of the lenses. Vision Spring provided a “business in a bag, a sales kit containing reading glasses, 
screening tools, marketing materials, and a uniform.  

Sales Management comprises of planning, directing and controlling of the personal selling activities of 
the people engaged in personal selling of a business unit. It includes human resource functions such 
as recruitment, selection, training and development, motivation and compensation to salesforce. The 
sales team has its “Ear to the ground’ and is able to see the trends and customer behaviour aspects 
which cannot be visualised easily by the top management. For example, due to seasonal and soil 
differences across different parts of India, there could be variations in the type of farm output every 
year. The agricultural output would have to be targeted to the specific market, in which there can be 
higher demand for it. Due importance needs to be given to sales planning and salesforce management 
by top management in order to always be ahead of customer requirements and satisfy customers for 
current and future market share.  

In many organizations, sales were considered as a ‘poor cousin’ or a minor aspect of marketing. As the 
domain of marketing and sales function grew, the need for creating a synergistic combination between 
the two was made to improve the market share, build favourable brand image and long-term 
customer relationships. 

 There are several challenges faced by sales executives in general. The major ones are:  Ensuring 
adequate coverage of market, including current and potential customers, effective time management, 
taking care of inventory and timely supply of products to distributors and retailers, creating sufficient 

https://visionspring.org/
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demand for products such that channel partners are willing to support by ordering enough stocks, 
making sure that there are no pending payments and also conflict between distributors and retailers.  
In rural markets, there are some advantages and also some disadvantages, the type of relationships 
built between the different stakeholders varies from urban to rural markets. The sales process 
adopted and the way customer accounts are managed makes sales jobs very challenging and 
interesting. 
 
Chapter Objectives 

• To learn about the importance and holistic nature of sales management 

• Marketing strategy and sales management 

• To understand different aspects of sales management 

• To understand the nature of sales leadership 

• To know the problems faced in personal selling in rural markets 

• To examine personal selling process and competencies 
 
 
Chapter Structure 
1.1 Introduction to Sales Management 
1.2 Marketing vs Sales and sales organization 
1.3 Development, Nature and responsibilities of Sales Management 
1.4 Sales Leadership 
1.5 The World of Personal Selling  

 
 

1.1 Introduction to Sales Management 
It is somewhere after industrial revolution in 1760 that sales functions were established in large scale 
manufacturing companies similar to other functions such as finance, and production. John Patterson, 
founder and president of the National Cash Register (NCR) from 1884 to 1922 in USA is considered as 
the early proponent of a separate dedicated function to Sales Management. He created several 
systems in the NCR through a strong emphasis on training, know-how and high commissions for 
salespersons. Books on sales management and sales promotion were published and read widely in 
USA. As manufacturing capacities increased, business organizations focused on methods and 
techniques to sell their goods. 
 
After the Second World War, post 1950, Marketing as a fusion management field evolved which 
combines macro and micro economics, psychology, sociology, statistics. Later on, brand management 
was added in 1970s. Theodore Levitt in his article “Marketing Myopia” (1960) described Marketing as 
a ‘Customer-satisfying Process’ and not as a ‘good producing process’. 
 
The concept of marketing strategy includes scanning the environment, finding opportunities, 

identifying strengths and weaknesses and then making plans to achieve the growth and sales revenue 

objectives of the organisation. Alfred Oxenfeldt (1958), stated that Marketing strategy comprised two 

elements: Definition of target market and the composition of marketing mix. 

The marketing plans incorporate the segmentation, targeting and positioning of products using 4 Ps 

for a targeted segment. The 4 Ps were suggested first by Mc Carthy in 1960 and still serves as a valuable 

framework for marketers. The 4 Ps are Product, Price, Promotion and Place. Place here refers to 

distribution strategy.  

Therefore, we can conclude that sales management (started in 1760) predates marketing 

management (started in 1960) by a few decades and it was later fitted in to the framework of the P- 
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Promotion. When a business organization designs its Promotion Strategy, there is a combination of 

what is commonly referred to as Promotion mix, which includes Personal selling, Direct Marketing 

Advertising, Public Relations, and Sales Promotion. 

 

 
 
 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

Figure 1.1 Evolution of Sales Management 

Adapted from https://www.smstudy.com/article/evolution-of-sales-and-marketing-part-1 
 
Objectives of the Sales Management 
Every business organization has certain objectives to be achieved. These objectives could be classified 
as long term, medium term and short term. With respect to marketing and sales, the objectives would 
look like the following hypothetical examples: 
 
“We aim to become No.1 brand of tractor in rural India” 
“We want to increase our market share in rural Karnataka by 10%” 
“We aim to realise the full market potential by attractive discounts for rural customers” 
 
Essentially, the objectives of sales management are  

1. Increasing Sales volume 
2. Enhance Contribution to profits 
3. Continued growth 
4. Market Share 
5. Corporate Image 

All the above objectives are not the sole responsibility of sales management department in an 
organization. For example, increasing sales volume depends on the overall effectiveness of marketing 
strategy so it is a collective effort of top management, marketing management team and sales 

Barter System, Pre 770 BC 
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Mass media 

Internet 

E-commerce 
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https://www.smstudy.com/article/evolution-of-sales-and-marketing-part-1
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management team. Enhancing contribution to profits depends on factors such as efficient 
management of costs and maximising on market opportunities which is the target for the entire 
organization.  
 
The common formulas used for calculating contribution to profit are: 
 
 
 
 
 
The marketing and sales management departments have a crucial role to play with respect to sales 
(with effective marketing and sales strategy), cost of sales (the amount of financial investment and 
human effort involved in achieving the marketing objectives, the aim to find most efficient and 
effective ways to reduce costs of selling such that gross margin is improved). Reduction in cost or 
expense and increase in sales or gross margin, both depend upon how efficient the sales department 
is. Hence the sales department is an important contributor to the overall profitability of an 
organization. Aiming for growth, certain market share and corporate image are objectives for the 
marketing as well as the sales teams. 
 

There is a cascading of company goals and objectives from top management to marketing 
management to sales management. One aspect to remember is that in most organizations in sectors 
such as FMCG (Fast Moving Consumer Goods) the marketing department develops the strategy in 
consultation with sales and other teams and the execution of the strategy is typically the responsibility 
of sales department. 
 
Sales Management also has certain qualitative objectives such as ensuring that no customer remains 
unserved, support in customer care services and technical services as and when required. Sales people 
are the face of the company and so to say the Brand Ambassadors too and therefore they have to 
address and solve problems of the distribution chain members, dealers’ payment issues, problems 
related to recovery and returns, product quality concerns, to disseminate product information to 
dealers and also to end customers and to train dealer’s sales persons. 
 
 
Sales Management Decisions 
 
Recruitment and Selection of Sales Personnel:  Hiring the right quality of sales persons to suit the 
different requirements of the rural market and depending on the type of product technical knowledge 
and background may be more important, for example if the product is handloom textiles then a person 
with a degree in textile engineering or exposure to textile manufacturing and selling would be 
essential. Sometimes Market specialists who understand the local/regional characteristics, familiar 
with language and culture of the specific geographic region are preferred. Companies involved in 
selling tractors to farmers may choose such a method. 
 
The Size of Sales Force:  The management of sales force is expensive as the human resource and travel 
costs must be borne by the company. Therefore, the optimum number of salesforce size is required 
to adequately cover the market and ensure achievement of sales goals. There are different methods 
such as Work load method, incremental method and sales potential method, which will be discussed 
in Chapter 5. 
 
The Organisation and Design of Sales Department: There are different ways to structure the 
salesforce depending on the type of products lines, geographic territory mapping and these are 
discussed in Unit 1.2. 

SALES- COST OF SALES=GROSS MARGIN 
GROSS MARGIN-EXPENSE=NET PROFIT 
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4. The Territory Design:  The territory forms the “workplace” of the salespersons. It is the collection 
of all customers, prospects, dealers, other intermediaries that the sales persons interact with spanning 
over a geographical space, which could be 2/3 districts or entire state. The different methods to ensure 
complete coverage of the territory, are discussed at length in Chapter V. There are several ways to 
design a territory. 
 
5. Sales Forecasting, Budgeting, and Metrics: This includes the future prediction of sales, methods to 
predict, tools used for allocating sales budgets to achieve the forecasts and the methods of measuring 
the performance of sales in the market, discussed at length in Chapter 5. 
 
6. Managing Channel Relationships:  There must be a win-win situation for the manufacturing 
company and the channel partners such as distributors and retailers. These topics are dealt with in 
Chapter 3 and 4 under distribution management and channel management. 
 
7. Co-ordination with Marketing Department: The type of sales structure determines how the sales 
teams and marketing teams interact and the reporting structure. This is covered in Unit 1.2. 
 
Interdependence of Sales and Distribution 
In most organisations, both sales and distribution channels are the responsibility of the sales manager 
and decisions regarding expanding the channel or re-sizing and adding different channels is taken by 
the sales teams. Organisations use their own sales force or distribution network to reach out to their 
customers or sometimes hire agents and local influencers to act as representatives of the company. 
Typically, in FMCG companies, the practice is to use own sales force to sell to wholesalers/semi-
wholesalers who in turn sell to retailers.  
 
The sales and distribution functions are concurrently performed to accomplish the firm’s sales 
objectives, their dependence on each other for the effective attainment of overall marketing goals is 
obvious as the demand generated by sales person has to be realised by ensuring availability with a 
proper distribution channel. The sales process is shared between the sales persons of the organization 
and the sales persons of the distribution network. The decision of the organisation to assign certain 
responsibility in the exchange process to its channel members defines the scope of responsibility of 
its own sales force that of the channel partners. For example, the distributor takes up the task of 
storing, maintaining complete database of customers/retailers, information regarding stocks in 
exchange for the financial margin for the goods sold. A detailed contract of terms and conditions is 
signed and negotiated from time to time. 
 
The option before an organisation to have direct distribution, indirect distribution, or a combination 
of the two along with linking online-offline channels, or using innovative practices such as village 
entrepreneurs, and depends upon factors such as the degree of regulation, flexibility, investments and 
costs and financial requirements. See the example of Novartis Arogya Mitra where Health Educators 
have been hired to bridge the gap between healthcare products and lack of customers understanding 
regarding health and pharma products. Health and pharma products have to be explained in detail to 
villagers from a source they can trust in a regional language and Novartis Arogya Mitra has used this 
strategy by creating a trained pool of local health educators. 
 
To implement overall marketing strategy, the manufacturers need the cooperation of distribution 
outlets in terms of adequate stock maintenance, in-store displays, local advertising, point of purchase 
promotion. For example, HOPCOMS in Karnataka, Horticultural Producers' Cooperative Marketing and 
Processing Society (http://hopcoms.karnataka.gov.in/) is a unique society which helps marketing of 
farm produces from farmers to consumers.  
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From this society, Farmers are ensured of a good price for their produces and consumers are provided 
with quality goods at affordable prices. This society eliminates middle men from the market which 
automatically improves the income to the producers/farmers/ members. It performs mainly three 
types of functions i.e., procurement, storage, distribution. The main objective of the HOPCOMS is to 
supply farm equipment, consumables, marketing the produces on their own and supply the produces 
directly, arrange the storage facilities directly to the members and dissemination of knowledge by 
training and technical advice. 
 
The effective functioning of dealer-sales organisation relationship often becomes the key to successful 
working operations within the organisation. This would mean that the sales management has the 
responsibility of structuring the organisational relationships within their department and with 
interacting organisational entities so that the sales task can be performed and coordinated with the 
overall marketing goals.  
 
Personal Selling 
From times immemorial, personal selling has been the most effective way of persuading a prospect to 
buy the sellers products. We are familiar with the travelling salesperson who would move from village 
to village to sell his wares. When you buy clothes in a retails store, the sales person helps you to choose 
and decide, this is direct personal selling. 
 
Personal selling is one of the key elements of the promotional mix as discussed earlier. It was earlier 
considered to be face-to-face in person meeting between the seller and prospective buyer/current 
customer. Today it encompasses in-direct (through technology, not in-person, face-to-face 
communication) any type of one-to-one selling which is done online through e-mails, online meetings 
(such as Zoom, Cisco Web, Google meets), telephonic calls, online chatting web platforms like 
WhatsApp, Skype. 
 
Typically, when a salesperson meets a prospect (potential customer), the sales person initiates a 
conversation about the needs of the customer, introduces the product, clarifies any objections that 
the customer might have and convinces/persuades the prospect to purchase the product. 
The aim is to match the needs of the customer with the best possible product and ensure customer 
delight. The emphasis is on two-way communication to ensure that all the queries of the prospect are 
addressed.  A long term mutually beneficial relationship is also built in most cases focussing on after 
sales services too. 
 
Personal selling aids in building awareness of the product, develop a desire among 
prospects/customers to try/use the product, involves negotiations on several aspects, product types, 
terms and conditions, pricing, degree of after-sales service. It helps to support brand building 
initiatives and customer care services for the business. 
 
In rural businesses, personal selling is used by companies which manufacture complex and technical 
products. For example, Tractors, digital phones, computers/laptops, fast moving consumer durables 
such as Washing Machines/TVs, Insurance companies such as LIC of India hire agents who are the sales 
people for the company. 
 
Personal selling is used in Business to Customer (B2C) and Business to Business (B2B) markets in rural 
India too. For example, in B2C, sales persons are employed in mobile retail stores. Tractor/car 
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distributor/retailer stores.  In B2B, Sales persons working for spare part manufacturing companies 
whose customers are Car/ Tyre manufacturing companies. 

Pros and Cons of Personal Selling 

 
 

Figure 1.2 Pros and Cons of Personal Selling 

Novartis Arogya Parivar 

In order to address the health issues of rural India, Novartis India, a global health care company 

designed a program called Arogya parivar. For more than 850 million men women and children, the 

idea of health care is as remote as their rural homes. Most of them remain undiagnosed due to lack of 

awareness of even most basic health issues. Arogya parivar targets rural lower-level income groups and 

provides pharmaceutical solutions by creating a link between patients and doctors and reduced cost. 

The products consist of focusing on diseases most prevalent in rural India ranging from tuberculosis and 

other respiratory diseases to mother and child malnutrition intestinal worms and digestive problems. 

 In order to facilitate this program and create awareness among local rural population, Novartis hired a 

network of Health Educators (HE) from local villages (usually women) to provide information about 

diseases and help them recognise symptoms and are also responsible to follow up to get patients to 

complete the treatment process.  The role of the HE is to move from village to village on a permanent 

journey plan (PJP), refer the sick to the local doctors, and partner with NGOs to disseminate health 

information. These Health educators or health supervisors serve as local salesforce, they interact with 

local pharmacies and collaborate with doctors, hospitals and NGOs. They organise health camps where 

villages can receive preventive care and treatment. The team of HEs are also working to ensure local 

pharmacies are well stocked even in very remote locations. They are provided with branded t-shirts, 

caps, bags, bicycles, audio-visual vans and advisory leaflets. They identify patients from households, 

educate families about various diseases, convince them for treatments and provide support when the 

families agree to visit the doctor.  

Every HE has to serve 2 blocks and 30 patients and is paid INR 1500 per month i.e., 10% of commission. 

This program ties up with more than 25 thousand doctors and pharmacies. This program resulted in 25-

fold sales increase of Novartis proving it to be profitable social business model.  

Discussion Questions 

1. What is the role of the Health Educator in this system? 
2. What skills do you think a Health Educator must have to perform an effective role? 
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Scope of Personal Selling 

Personal selling is best in the following conditions: 

 
 

Figure 1.2 Scope of Personal Selling 

Premium Product/ High Unit Value Product:  Most premium products require a sales person to 
explain the product features and benefits to customers, clarify doubts and make a sale. For example, 
Tanishq Jewellery is having a store in Karimnagar, which is a Class 1 UA/town urban agglomeration 
having population of not less than 20,000 (as per census, 2011 classification) in Telangana. 
 
Clear Market Segmentation: Defined market and manageable number of buyers for example Pharma 
companies such as Mankind Pharma, hires sales representatives to meet and detail about their 
products to General Practitioners’ and specialty Doctors in rural India. 

.  
Trade-in is Required: Trade-in refers to the process of buying and selling for a profit, typically done by 
distributors and retailers. For example, in FMCG products, the distributor buys the stocks from the 
manufacturer and sells it for a profit margin. Distributors hire Distributor sales representatives to 
regularly interact with retailers/semi-wholesalers and to supply the stocks to them. In FMCG, 
manufacturers hire sales staff to drive sales through distribution network. 
Product is at introductory stage: When products have just been launched, they require the support of 
sales staff more than for established products. For Example, when e-bikes (electric vehicles) were 
launched in India in 2019 and Hero Bikes was selling e-bikes in a Class II town of Rayaguda in Odisha 
with a population less than 1 Lakh for the first time. Almost all consumer durables require after sales 

Clear 
Market 

segmenta
tion

Premium 
Product 

Trade-in 
is 

required

Product is 
at 

introductor
y stage

Products 
requiring 

after 
sales 

services

B2B 
markets



 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     9 

services such as repair and maintenance and, in many cases, there is a market for reselling of used 
products too. Maruti’s True Value showrooms selling pre-owned cars have a good demand in rural 
India. 
 
B2B Markets: In all B2B markets such as industrial products in manufacturing, trading, wholesaling, 
retailing, companies use sales persons to educate and interface with their clients and prospects. 
Smaller and mid-sized companies use. 
 
Personal Selling as a Promotion Tool: In such companies’ other forms of mass media promotions like 
advertising is not feasible due to lack of budgets, hence such companies use personal selling as a major 
promotion tool. 

 

To do Activity 
1. Identify a sales manager working for any company for at least 10-15 years of work experience 

and conduct a personal interview to know what challenges they have faced in managing their 
teams and leading the sales effort. 

1.2   Marketing Vs Sales and Sales Organization 

 
Sales Exchange Process 
Selling can be considered as a process in which two individuals/organizations exchange objects of 
value. Viewing simplistically, the buyer receives a product and the seller receives money. In certainty, 
it is possible that buyer and seller exchange features with both physical and psychological values. 
According to Wilson (1976), there is a five-step process involved in this exchange process. 

 

Need for After-Sales Services in Rural India: Samsung 

Samsung, one of the most selling mobile brand in India has expanded its service network with a 

strong ambition to become the largest network of the industry. This expansion includes 535 

service vans which will reach more than 6000 talukas across 29 Indian states and 7 union 

territories. It has also set up 250 service points with 250 resident engineers which totals upto 

3000 service points. 

Customer Service Support: The 535 service vans include multi-skilled engineer, DG sets, key 

fixtures and components that can provide quick response and on the spot solution to customers. 

The purpose of this initiative is to provide quick service and reducing turnaround time with quality 

to each customer.  

With the expansion of adaptation of electronics and mobile phones by rural India, it was 

imperative for brands to set up quality service networks for addressing after sales service of 

consumers. This solution is called Made in India and Made for India which gives speedy and high-

quality service to rural customers at par with urban customers. 

Discussion Questions 

1. Which are the types of products that require a robust after-sales service in rural markets? 

2. What is the relationship between sales persons and customer service support team? 
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Figure 1.4: Exchange Process 

Source: Adaptation of Dyadic Interaction: An Exchange Process by Wilson (1976) 

 
The physical exchange of products can happen directly (example: Eureka Forbes salesperson delivering 
the Aqua Guard Water filter at a customer’s home) or indirectly through a retailer via a distributor (all 
FMCG products) or through an online e-commerce site such as Amazon or Flipkart. The type of the 
exchange process will depend upon the nature of the product, target market, consumer concentration 
and distribution and competition practices too. 
 
Sales Management Cycle 
The sales Manager at any level, be it top management position (National/global sales head), region 
level (north zone/south zone), area level (collection of few geographic territories such as 2-3 states) is 
responsible for the entire process of analysing the market situation for the company’s products, 
understanding the strategies followed by competitors in the market and accordingly make plans for 
achieving the sales goals.  Sales goals are achieved by the efforts of the sales team, the number and 
quality of sales staff, deploying the right sales persons to different sales territories and monitoring 
their performance, motivating and offering course corrections as and when essential to finally ensure 
success as per company’s sales plan. 
 
 
 
 
 
 
 
 

 

 

 

 

 

Figure 1.3 Sales Management Cycle 

1

•Verification of the legitimacy of the seller

•Seller is offering a solution to the customers problem

2

•Information sharing and exchange

•Identification of buyers problem 

3

•Attributes explained by seller

•Matching with customer need

4

•Negotiation on value: features, payment terms, etc

•Customer support:After sales services

5

•Relationship maintenance

•Loyalty and rewards
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Sales Planning

Sales 
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The process begins with the market analysis which is done on a real time basis by marketing and sales 

managers. The sales persons provide feedback about latest developments. The market analysis 

involves understanding the macro and micro factors which are likely to impact the demand and supply 

in the rural market. For an organization making wooden toys such as Chennapatna Toys (Chennapatna 

is a town in Ramnagaram district, Karnataka), market analysis involves knowing the export demand, 

domestic demand and the anticipated demand in different regions.  

 

Sales Planning involves the set of strategies designed to achieve the target sales quota, and it includes 

yearly, quarterly and monthly plan of activities and budgets to achieve the sales targets. Sales 

Organization means the structuring of the sales force for different markets and products. Sales 

direction and sales control functions are managed by sales managers at different levels to monitor 

and lead the sales team. 

 

Relationship between Marketing Management and Sales Management  

In most business organizations, marketing function is in charge of developing strategy, while 

salespeople are accountable for strategy execution. In simple words, marketing provides the raison 

d'etre or the value proposition for the product including the segmentation, targeting and positioning 

strategy. Salespeople must understand and implement or become the ambassadors of the value 

proposition to the customers and prospects. 

 

Kotler et al (2006) state in their article that when sales are low, marketing tends to blame the sales team 

for its bad implementation of an effective marketing strategy. The sales team, on the other hand considers 

that marketing had set higher prices and did not come up with a winning strategy. It is also possible that 

sales team might believe that the marketing team is not aware of the ‘on the ground’ situation. It does 

not have complete understanding of the customer, while marketing team may be of the view that sales 

team has a micro focus and not aware of macro trends along with having a short-term perspective. 

 

In majority of organizations, sales managers report to marketing managers.  In some organizations, both 

sales and marketing managers report to the CEO. Senior management must create systems and 

processes to develop a collaborative environment between marketing and sales teams. There are 

different ways to achieve that. 

• Involve salespeople in the strategic marketing planning process 

• Create multiple opportunities for the two teams to interact such as periodic sales training, 

brainstorming sessions on product strategy, formal feedback mechanism with rewards for 

best suggestions on marketing by sale steam and vice versa  
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• Enable product/brand managers to work with sales executives and jointly meet 

dealers/retailers/end customers to get first-hand feedback 

• Job twinning assignments for sales team in marketing and vice versa 

• Offer incentives based on margin or effort, not only volume 

 
Differences between Marketing and Sales Departments 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1.4 Differences between Marketing and Sales Departments 

Source: Created by authors 

Linking Marketing Strategy and Sales Strategy  

The link between marketing and sales strategy is best explained is using what is called as a Marketing 
Sales Funnel. 

 
Figure 1.5 Relationship between Marketing and Sales Strategy 

Source: Adapted from Mertz, 2017 
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Marketing Strategy: The objectives of Marketing is to create awareness, interest and consideration. 

There are several marketing tasks to be done, which include: aligning company vision with marketing 

objectives, developing value proposition, conducting SWOT (strengths, opportunities, weaknesses and 

threats) analysis, competition analysis, setting marketing goals, customer personas, conducting 

marketing and customer research, planning marketing campaigns (including segmentation, targeting 

and positioning) and brand management activities. 

Sales Strategy:  The objectives of sales are to create intention to buy, help customer evaluate options 

and make a favourable purchase decision based on needs of the customer. This involves sales 

forecasting as per company and marketing goals for sales revenue and target market share.  

Business development activities: Prospecting, lead tracking and identifying new opportunities in the 

market, leading and supporting channel partners in effective distribution, regularly meeting 

customers, design innovative brand activation campaigns for dealers/retailers, and motivating the 

sales team to achieve the sales targets. 

Therefore, the marketing strategy shapes the sales strategy. The sales team often customises and 

makes appropriate changes as per regional/local market requirements.  

 

Sales Organization Structure: Need and Importance 

In order to ensure full coverage of a given market there has to be an efficient organization of the sales 

structure. Sales organisation is a group of salesforce working together to achieve the objective of sales 

which can be multi fold. For example, market share, increasing sales volume for specific products, 

ensuring sales growth in specific geographic markets, monitoring new products being launched in the 

market, improving customer loyalty and dealer satisfaction. 

 

A sales organisation is both a placing point for collaborative attempt and a structure of human 

relationships. It is a group of sales executives and managers striving jointly to reach qualitative and 

quantitative purposes and entailing formal and informal relationships with each other. 

 

An effective sales organisation defines positions in the organisation in terms of authority/power, 

responsibility and accountability and identifies movement of authority.  Line authority carries the 

power which is followed by those lower in the organisational pyramid and enables decision making. 

Staff authority typically comprises marketing managers from brand/product team, market research 

team, Marketing information systems, R & D, and strategic planning. The staff function advises the 

sales managers but without any formal reporting authority. 

 

The sales organization structure should ensure that all essential sales activities are planned well and 

performed easily. It should provide for a clear line of communication to ensure appropriate 

coordination and balance. It should also help as a career advancement tool for sales executives such 

that it motivates them to aim for higher positions. The span of control should be kept in mind, as more 

organizations adopt a flatter structure. They are also using technology for reporting and control for 

routine decisions and that enables senior managers to lead larger teams. 

 

Sales organization structure must be set up in a manner to enable efficient realization of the sales 

plan, according to Grabovac (2005). There are two approaches of sales organization: The first method 

is called empirical method. It is based on using experience of the managers in the organization and 
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what has worked well in the past. The second method is called scientific method and is based on 

analytics, data and continuous monitoring of which type of structure is able to offer maximum benefits 

to the sales team. This includes ensuring complete coverage of current and potential clients, adequate 

geographical coverage, optimise the time of sales executives, utilising technology enabled sales 

automation and derive the best results. 

 

Different Types of Sales Organization Structure 

• Organization by product   

• Organization by territory   

• Combined model 

• Customer based Sales Organisation 

 

Organization by Product is the model where sales function is divided in accordance with the type of 

products or by product line. It means that in one group there are products which are the same or 

similar. This type of structure is suitable for a small and medium business having a limited range of 

products or large companies with a limited range of specialised products, technological products. 

 

Advantages: 

• Sales staff grow and develop product expertise. 

• Staff functions of product management/ R & D, can guide selling efforts and process to 

address quality and technical issues. 

Disadvantages: 

• Higher costs due to repetition of efforts within geographies and customer accounts. 

• Higher levels of coordination is required when more sales representatives have the same 

geography/accounts.  

 

 

 

 

 

 

Figure 1.6 Organization by Product 

Organization by Territory is probably the most common method of forming sales territories using 

geographical areas. In rural India, these can be Region/Zone such as North West India, North East 

India, South East India, South West India, followed by dividing into areas which can be a combination 

of states or 1 state or group of districts, further divide into individual sales territory for each sales 

executive which can be a cluster of villages (a group of villages in proximity). 

Sales Function

Product 1 Product 2 Product 3
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Figure 1.7 Organization by Territory 

Advantages 

• Low costs to manage 

• Low duplication of effort to cover the geography as well as customer accounts 

 

Disadvantages 

• Unless the management prioritizes training and development, it is possible that sales staff 

may lose motivation if not transferred at least every 3-5 years. 

• Sales staff does not grow and develop product expertise. 

• Difficult to resize territories. 

 

Combined Model is a combination of organization by product and by territory. It overcomes the 

drawbacks of both these models. 

Advantages 

• High scope for cross-functional learning, which helps in succession planning and filling 

vacancies in both domains with internal talent 

• Can be highly motivating to younger managers and middle level managers as they can aspire 

for growth in different domains in future 

• It provides an opportunity for sales persons to develop product expertise and marketing 

function staff to acquire more insights into customer behaviour and knowledge about what 

strategies will work in the market 

Disadvantages 

• Higher costs to manage 

• More time spent by managers from sales and product departments for coordination 

• Some duplication of efforts between the product specialists and sales managers 

Sales Function

Region 1 Region  2 Region 3
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Figure 1.8 Organization by region 

Customer Based Sales Organisation is adopted by companies which have different customer groups 

which have different needs or where different products are used by different set of customers or the 

type of selling activity varies from one customer group to others. For example, a computer 

manufacturing company can have a different team to sell to students in schools, institutional sales 

team for businesses, retail sales team for individual customers in different geographic areas. 

 
 

Figure 1.9 Organization based by Customer Group 

Advantages 

• High scope for sales staff to learn about customers concerns, issues and buying habits 

• Strong relationships can be developed between sales staff and customers 

 

Disadvantages 

• Higher costs to manage 

• Duplication of facilities and infrastructure in some cases 

Sales Function

Customer Group 1 Customer Group 2 Customer Group 3

Sales 
Function

Region 1

Product 1 Product 2

Region 2
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To do Activity 
Visit a dealer of Asian Paints or Berger Paints or Pidilite Company in your city/district/ sub-district 
and find out how technology enabled systems are being used to enhance sales. Such as mobile apps, 
website-based features, or WhatsApp business features. Examine the benefits to the 
company/dealership and to customer by these applications. 

 

 

 
 

 
 
 
 
 
 
 
 
 

Essilor’s Eye Mitra  

Poor vision impacts more than 2.5 billion people around the world and has an economic impact of $272 

billion. Essilor group, leading ophthalmic optics company, is an expert in providing services of good 

vision by designing manufacturing and distributing ophthalmic lenses and equipment for eyecare 

professionals. 

 Due to lack of primary eye care services in rural India, millions of people suffer the social and economic 

consequences of poor eye sight.  

In order to address these issues, Essilor started a program called “Eye Mitra” in 2013 with the purpose 

to eradicate poor vision by 2050. This program employs and trains young women and men in rural areas 

to carry out basic vision tests and helps them in setting up their own business to sell sunglasses. This 

way they can become primary vision care providers in their community. A certified vocation training of 

1 year in refraction and visual health and commercial skills to run a vision care business is given to these 

employees. Essilor has also partnered with Odisha Skill Development Authority (OSDA) in 2018 for 

implementation of Eye Mitra program.  

This program is currently active in 14 states in India. In Uttar Pradesh, around 400 eye mitras support 

7000 glass wearers. This program has contributed to increase income, empowerment, community 

cohesion and respect in society. Essilor also provides logistics and marketing support to Eye mitras to 

grow their business, employ workers and run a screening event to educate about vision care in rural 

areas.  

This type of initiative has multiple outcomes: enhances skills of villagers, provides a livelihood and also 

makes the villagers the salespersons and technically competent staff for the company. 

Discussion Questions 

1. What do you think of this unique approach of reaching rural markets and is it sustainable? 

2. “Companies are using villagers as ‘feet on the ground’ and they also become in future the brand 

ambassadors of the company”. Evaluate this viewpoint. 

Source: Developed by authors based on https://www.essilorseechange.com/what-we-do/2-5-new-

vision-generation/eye-mitra/ 

 

 

 

 

https://www.essilorseechange.com/what-we-do/2-5-new-vision-generation/eye-mitra/
https://www.essilorseechange.com/what-we-do/2-5-new-vision-generation/eye-mitra/
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1.3  Development, Nature and Responsibilities of Sales Management 

Important Aspects of Sales Management in Rural Market 
A simple marketing system looks like this 

 
 
                                                           Communication 

                                      Goods/Services 
 
 
                                       Information 
                                       Money 

 
 

Figure 10 Simple Marketing System 

RAO                            RAO 

RSO                    RSO RSO                RSO 

Biscuit Wars in Rural India 

The ready to eat biscuits segment has always been popular in urban and rural markets. The major 

players are ITC Limited, Britannia Industries Limited, Parle Biscuits Private Limited, Surya Food & Agro 

Limited and Unibic Foods India Private Limited. The biscuit market in early 2016 was 4 Billion USD. The 

sector is expected to reach a revenue figure of 7 billion USD by 2022. With Parle, Britannia and ITC 

together having 69 % Market Share. Parle has been the market leader and 50% of its sales came from 

rural India in 2019. 

In 2018, 30 % of Britannia’s sales were from rural India and the company adopted an aggressive strategy 

to enhance sales in rural India. The rural network comprised 8400 distributors and was present in 

villages with 10,000 population. In 2019, the company added 3000 distributors and focussed on value 

segment of Tiger Biscuits and other semi premium brands for rural markets. In urban and semi-urban 

markets Britannia started selling directly to the Consumer through online and app- based delivery 

systems such as Dunzo and Swiggy without involving wholesalers and retailers. Britannia increased from 

19,000 rural preferred dealers (RPDs) in March to 22,000 by June 2020, Britannia has undertaken a large 

drive covering 1.4 mn square feet of visibility in eight key states covering over 2,000 villages in North 

India by 2021. 

In FY18, Britannia had a 30.8 per cent share and Parle was neck-to-neck at 29.1 per cent. Britannia 

widened this gap by 5 per cent in FY20 in all India market. 

 Parle being the traditional leader has gained market share from other players and still is a very strong 

preferred brand in villages. It remains to be seen how Parle would plan for the next few years. 

Discussion Questions 

1. What strategies would you suggest Parle to pursue to fight Britannia in rural markets? 

2. Do you think app-based delivery systems will be successful in rural markets? Justify your 

stand. 

Developed by authors from business article, 

https://www.businesstoday.in/latest/corporate/story/parle-products-narrows-market-share-gap-

with-rival-britannia-industries-295372-2021-05-08 

 

Industry 

Sellers 

Market 

Buyers 

https://www.businesstoday.in/latest/corporate/story/parle-products-narrows-market-share-gap-with-rival-britannia-industries-295372-2021-05-08
https://www.businesstoday.in/latest/corporate/story/parle-products-narrows-market-share-gap-with-rival-britannia-industries-295372-2021-05-08
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In the earlier times, marketing was viewed as a simple exchange system like trading and with a short-
term perspective of buying and selling. Businesses later realised that a short-term perspective was 
detrimental to growth and led to wastage of all human efforts as all transactions would be brought 
down to a price discussion and completely be dependent on demand and supply factors. Later, 
businesses started focusing on understanding customer needs and creating products and services to 
meet stated (clearly mentioned by customers such as clean agricultural product like Rice or Wheat) 
and unstated needs of customers (such as healthy and tasty food products) and to build longer-term 
mutually beneficial relationships with end customers as well as intermediaries (distribution channel). 
 As marketing function started getting refined further, the role of sales management also became 
clearer and therefore the role of marketing is about identifying and meeting the needs of customers, 
the role of sales is to meet the sales revenue goals of the organization (which are flowing from the 
corporate goals). 
 
 
Broader Environment                        Response via Marketing Strategy                               Sales Management 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.11 Major Marketing and sales activities 

Source: Created by authors 

The figure 13 depicts the flow of activities that are related to marketing and sales departments.  It is 
important to realise that all activities are happening simultaneously and the typical planning cycle for 
long term is 8-10 years, for medium term is 5-7 years and short term is 1-5 years. The marketing and 
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sales plans are revised every year, targets are also set year wise and performance is reviewed every 
week/month/quarter at different levels of the sales and marketing hierarchy.  

Sales Theories 
Management is considered as a combination of science and art. Sales management is also similar. 
There is a lot of scientific methodology, several statistical and other tools that are used in designing 
sales territories, sales forecasting, framing sales targets based on sales potential, adopting customer 
relationship management tools. There is an art and science involved in persuading customers to select 
and prefer a product or service. The persuasion can be done using scientific proofs as well as applied 
psychology through effective presentation, skilful doubt clarification and highlighting the aspects the 
customer is most likely to be influenced about. There are different theories of selling. Traditional 
theories are AIDAS, Right set of circumstances theory and buying formula Theory. Modern approaches 
include team selling, value-added selling and consultative selling 
 
AIDAS Theory 
According to this theory suggested by Lewis (1898), a buyer passes through 5 mental states while 
making a purchase decision.  

 
Figure 1.12 AIDAS Theory 

A successful sales person would influence the buyer to grab their attention, spark interest, develop a 
desire, make the sales and also ensure satisfaction. 
Attention: Gaining attention is a skill which can be improved with practice. Opening the conversation 
with the customer with appropriate greeting and questioning grabs the attention of the customer. 
Interest: With good product knowledge and seeking feedback from customers about their choices and 
preferences creates an interest in the customers. 
Desire:  By sharing about the benefits of the product, along with good offers the salesperson creates 
a desire in the customer to acquire the product. 
Action: It is important for the sales person to understand whether to directly induce the customer or 
whether to send subtle reminders later to make customers to buy from them. 
Satisfaction: The sales person reassures the customer about their choice and explains the after-sales 
services and other details. 
 
Right Set of Circumstances Theory 
This theory is based on the psychology of “Stimulus-Response” given by Thorndike. Here the 
salesperson is expected to uncover the most important need or reason for which the customer is 
looking for and provide that aspect of the product as a solution to the customers’ problem. 
 
A simple example can be as follows: If during the process of discussion, the sales person selling a 
tractor to a farmer, becomes aware that the farmer does not have enough funds to make an upfront 
full payment, then the sales person explores the possibility of EMIs (Equated Monthly Instalments) as 
per the desired duration and fulfil that customers’ requirement. 
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Buying Formula Theory 
This theory is a buyer-focused theory, the aim of the salesperson is to comprehend the buyer’s 
requirement and complications. A salesperson helps them in finding the resolution to their problems. 
In this theory, internal factors influence the feedback of the prospects and it is assumed that the 
external factors are not being disregarded by the salesperson. E. K. Strong Jr. gave it the name “Buying 
Formula” . 
 

 
 

 

 

 

 

 

 

 

 

Figure 1.13 Buying Formula Theory 

For example, a farmer’s family is having 2 growing children and 2 elderly parents and he is facing 
problem in using a two-wheeler with his family, a salesperson can offer him a solution of a four-
wheeler. Not just any four-wheeler but a utility vehicle such as Mahindra Bolero, which can 
comfortably seat 5 people and the back of the car can be modified for transporting goods/produce. In 
this case the salesperson is offering a product as well as a brand to the satisfaction of the customer. 
 
Team Selling 
Sometimes, the selling situations are quite complex. Imagine a sales person selling equipment 
machines to a new manufacturing company having a soap factory in a rural market, such as Godrej 
Soap Manufacturing unit in Malanpur, District Bhind, near to Gwalior, MP or any other similar factory, 
the sales person would have to develop a detailed proposal, as per the requirements of the factory, 
he would have to involve his senior team members for creating a suitable proposal, involve R & D and 
Production managers also to include technical aspects. In such situations, once the proposal is 
submitted then it is likely to be followed with a discussion with the procurement team of the factory 
and several negotiations would be conducted between the sales person’s team and procurement 
team of the factory before the finalization of the terms and conditions of the contract. A legal team 
will also be involved before the contract is signed. This type of selling is more common in B2B and 
requires not just a group of salesforce managers but also from other departments. 
 

 
 
 

 
 
 
 

 
Figure 1.14 Team Selling 

Source: created by authors   
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Value-Added Selling 
As the name indicates here, the salesperson tries to offer a product of higher value to a customer who 

is likely to appreciate a higher value product and vice versa. 

An example can be the tractor used by farmers. 

 

 
 

Figure 1.15 Value Added Selling 

Source: Created by authors 

A tractor dealership can keep adding value to the offering by just selling the tractor, then offer an 

extended warranty beyond the manufacturer’s warranty period (if manufacturer gives warranty for 1 

year, dealer can add 1 more year). Value is further added if repair and maintenance can be offered at 

discounted prices. This can further be improved by offering a total solution for 2-5 years. 

 

Consultative Selling 

This is an approach used to sell high value products or in complex selling situations, an example from 

retail sector can be when a bride wishes to purchase jewellery for her wedding. Typically, the bride is 

accompanied by her close family members including parents, aunts, cousins both in rural and urban 

India and the salesperson has to be patient, take time to understand preferences not only of the bride 

but also her friends and family and over a period of few hours, some decisions are likely to be taken. 

The sales person plays the role of a consultant and helps the customer to make the best choices.  

 

Demand Measurement 

To develop effective marketing and sales strategies, business organizations have to measure current 

and future market demand. Exceedingly positive estimates of current or future demand can result in 

AMCs for 1-3 years

Repair & Maintenance

Warranty
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overcapacity or surplus inventories. Undervaluing demand can mean unexploited sales and profit 

opportunities. The total market demand for a product is the total sales (volume in INR and quantity) 

that would be purchased by a defined consumer group in a distinct geographic area in a defined time 

period under a planned, specific marketing environment and sales strategy for all competing products 

in the market. Another term for total market demand is market potential. In other words, market 

potential is the total amount or quantity of all brands in a product category that can possibly be sold 

in a particular market. The sales potential, captures the same basic idea as market potential but it 

applies to a single brand/product. Sales potential is defined as the total amount of a single brand that 

could possibly be sold to the market. 

 

Total Market Potential is the maximum total cumulative sales of all the organizations in an industry 

for a specified time period, for a specified geographical area and under organizations specific 

marketing expenditure and environmental conditions. 

 

Total market potential = (Total number of prospects) x (Average size of products bought by a 

consumer/customer) x (The price paid by the consumer/customer) 

 

The Chain Ratio Method 

This method employs multiplying several proportions by a base number. For example, a dairy 

marketing federation is interested to know the market potential of yogurt vs curd among rural people 

between 20-35 years. Potential for both products among rural people between 15-30 years can be 

calculated as  = A x B x C x D x E x F 

A = Rural population between 20-35 years. 

B = Per capita personal discretionary income of rural people between 20-35 years. 

C = Average percentage of discretionary income spent on food. 

D = Average percentage of amount spent on food that is spent on cold foods. 

E = Average percentage amount spent frozen foods that is spent on yogurt/curd from total 

amount spent on cold food. 

F = Expected percentage amount spent on cold foods that will be spent on yogurt or curd 

There are other methods too such as a Survey of buyers- intention to buy sometimes also referred to 

as the market Build-up method. It is especially used in B2B rural markets, survey of collective 

salesforce opinions, and trend analysis. 
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Sales Planning 

A sales plan is an action-oriented template developed to depict core sales strategy with clearly defined 

timelines and specific geographic focus. It provides a complete picture of what has to be achieved and 

how it is expected to be achieved over a period of one year by the different levels of sales management 

right from the National Sales head to zonal/regional level, area level and finally territory/sales 

executive level. A sales plan is different from a marketing plan, as it uses more direct and focused 

approaches. A sales plan highlights in detail the exact strategies, while the business needs to 

implement to sell products and increase revenue. A properly developed sales plan consists of sections 

defining in clear short- term & medium-term goals, customer segmentation and targeting for each 

product in each market, sales and performance measurement and estimated expenses. 

 

 

 

Figure 1.16 Detailed Sales Planning Process 

Advantages of a Sales Plan 
• A Sales Plan outlines the sales targets for all the business territories, product wise, market 

wise 
• Help sales managers to customise overall strategy to specific territory requirements 
• Enable Sales teams to identify sales tactics that work in the territory 
• A challenging sales plan motivates salesforce towards high performance 
• It clarifies budget and allocation of budget as per activities 
• It allows for review of sales goals periodically and modify sales strategies as per customer 

feedback 
 

Types of Sales Jobs 

The salesperson’s role is a boundary spanning role. The salesperson has to represent the organization 
as its ambassador in the market, often performing more roles than envisaged, apart from just the sales 
role. In Rural markets, salespersons must blend in with the community and help the local people in 
their tasks too based on what is feasible. The local language and culture must be understood well by 
the salesperson in order to understand the opinion leaders (in a rural market, some people have an 
influence on the society such as Panchayat leaders, Doctors, teachers or any person seen as well-
informed) in the community, to create positive image of the organization and its products. 

Executive 
Summary

Product & 
revenue targets in 
specific markets

Previous growth 
and anticipated 

growth

Specific conditions 
in the geographic 

area & local 
factors

Sales startegies: 
Promotion & 
distribution, 

personal selling

customised 
strategy for 

different target 
customer 
segments

Team organization 
and allocation as 

per territory 
requirements

Individual action 
plans for 

salesforce, 
performance 
monitoring



 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     25 

 
 
 
 
 

 

 

 

 

 

 

 

 

Figure 1.17 Boundary Spanning Role 

Sales person’s role involves interaction with different groups of people such as customers, 
distributors, retailers, top management and other sales colleagues and community leaders in rural 
markets. There are different types of sales jobs in rural markets 

1. Missionary Sales Job: The salesperson explains about the product to the target customer, 
answers all the queries, builds goodwill about the organization, and persuades the customer 
to recommend the company’s products to others or use them directly. An example of this is 
Sales representatives or territory managers hired by Dairy co-operative organizations, who 
meet dealers and retailers of milk and milk-based products every month or at specific 
intervals. Another example can be a sales executive who works for a soft drinks company and 
meets dealers and distributors or even large retailers to stock their products and drive 
demand through sales promotion activities. 

2. Delivery Sales Job: The salespersons hired by stockists/distributors typically perform this task 
for FMCG or FMCD products. They regularly interact with retailers/sub-
wholesalers/resellers/village entrepreneurs to replenish the stocks of products based on sales 
to end customers. 

3. Technical Sales Job: This type of job is seen in B2B scenario. For example, sales engineers who 
sell machinery or technical supplies used in manufacturing companies. It is also used in B2C 
scenario such as a seeds manufacturing company, where technical sales people meet large 
and small farmers before the sowing season and explain along with demonstration and site 
visits, to showcase their brand of seeds and fertilizers. Here, the salesperson would typically 
be a graduate qualified in agriculture and familiar with latest farming techniques.  

4. Retail Sales Associates: These are sales executives employed in any retail store such as a large 
clothing store or in a jewellery store in semi-urban areas and in some cases at districts too.  

5. Digital Sales Jobs: As call centres and BPOs are now set up in rural India and digital channels 
are now popular in rural India, there are jobs in digital content creation, advertising and sales 
of these services in rural markets. 
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 HUL – Project Shakti in 2020 

Hindustan Unilever Limited (HUL) a leading FMCG company introduced a program “Project Shakti” Project 

Shakti was initiated as a win-win partnership for consumers, rural women (as distribution agents-cum-

salespersons) and HUL. It provides microenterprise opportunities for women. Self-help groups function as a 

mutual thrift society. A group of 10 to 15 women in a village meet regularly and contribute money in a 

common pool. Once there is sufficient money in the pool, the sponsoring agency offers micro credit to the 

members for investment in any economic activity which has been approved by the group. HUL simplified this 

situation and partnered with micro credit recipients offering them opportunities for microenterprise. In 50 

villages chosen, members of Self-Help Groups set up by govt bodies and public sector banks, appointed a 

Shakti entrepreneur known as Shakti Amma. They get trained by the Rural Sales Promoters team of HUL on 

various aspects of running a retail business from inventory to distribution management as well as selling HUL 

products. Shakti Amma’s earn INR 750 – INR 2500 per month which helped in doubling household income 

and created a network of 35000 entrepreneurs in 100,000 villages reaching 100 million rural consumers. As 

on March 2020, there are 1.2 lakh Shakti Amma’s in India  

 

This project was challenging as it has to manage low literacy, language barrier and diversity of rural India. 

But partnering with NGOs and support from government made it possible to execute this project. Project 

Shakti has not only provided economic freedom to women in rural areas but also uplifted their life and was 

a strong reason for women empowerment. The annual income of Shakti households has increased by 20% 

in comparison to average house hold incomes in similar geographies. Shakti amma’s are financially 

independent and empowered to take decisions by selling products of HUL. In 2010 the project was expanded 

to introduce the Shaktimaan initiative where men of the shakti families were given bicycles to distribute 

products. The Shakti model has been successfully replicated in villages across India as well as Pakistan, 

Bangladesh and Sri Lanka. 

 

Discussion Questions 
Discuss the advantages and disadvantages of using rural women as distribution and salespersons for HUL 
Developed by authors, based on published data,  
https://www.hul.co.in/planet-and-society/case-studies/enhancing-livelihoods-through-project-shakti/ 
https://policyplanner.com/news/project-shakti-a-win-win-situation/ 
 
 

 

 

 

 

https://www.hul.co.in/planet-and-society/case-studies/enhancing-livelihoods-through-project-shakti/
https://policyplanner.com/news/project-shakti-a-win-win-situation/
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                                              Focus on Rural Consumer with Technology: Pidilite Industries     

Pidilite Industries Limited, known as Pidilite, is a public company started in 1951 by its founder 
Mr. Balvant Parekh. Pidilite makes industrial products such as specialty chemicals and consumer 
chemicals, including construction chemicals, hobby colours, polymer emulsions, sealants, and 
adhesives. The famous range of products are Fevicol family of products, the company has 
launched innovative products that have transformed the way carpentry trade operates in India. 
Pidilite uses multiple distribution channels and products are sold through Hardware stores, 
stationery shops, Kirana stores, furniture stores, modern trade, and medical shops. It also sells 
directly to the end buyers. Pidilite is continuously expanding its reach in tier 2 and 3 cities and 
rural areas. It has 4000 distributors supplying products to 4,00,000 retailers or vendors. Pidilite 
creates good customer pull, and gives exciting offers to intermediaries and suppliers, which gives 
them an edge over competitors.  
Working with Local Influencers Apart from company-wide strategy to focus on influencers, Sales 
managers adopt localised approach as well and select different influencers to reach end 
customers. Examples are conducting training workshop for directly for carpenters, giving them 
Fevicol furniture books displaying furniture plans. This direct marketing ingenuity helped the 
brand to gain a strong foothold in the white glue market. Fevicol introduced Fevicol Furniture 
Booklets, which showcased furniture designs with illustrations and measurements. Fevicol 
Champion’s Club (FCC) was launched for carpenters to increase their social contacts and be part 
of a social network. 
Sales Managers responsibility is to drive availability and awareness for the wide range of Pidilite 
Products in every hamlet. Engaging rural influencers like teachers for school products such as 
Fevistik and Rangeela was a successful plan. 
Retailers focus by sales persons has increased significantly and retailers are trained to provide 
point-of-sale education and the focus is on the user. The sales team effectiveness comes from 
being in direct and regular touch with the users and retailers.  
Pidilite has started massive digitisation to increase reach to retailers, end consumers, users, 
contractors and mason plumbers. A mobile app has been launched for contractors on which 
nearly 200,000 contractors use and stay in touch with the company to understand the new 
products and its usage, with support from technical and sales teams on the field. Pidilite even 
started having chatbots for the retailers to find out the right prices of the products as there is a 
wide range of products of over 300.  
 
 Discussion Questions 

1. Explain the startegy of using rural infleuncers such as carpenters and teachers by Pidilte 
sales team? 

2. How to you think future distribution and sales strategy will be influenced by digital 
interfaces? 

Developed by authors, based on 

https://ruralmarketing.in/interviews/what-makes-pidilite-industries-successful-in-rural-
markets-salil-dalal-speaks/ 

 

 

 

 

 

 

https://ruralmarketing.in/interviews/what-makes-pidilite-industries-successful-in-rural-markets-salil-dalal-speaks/
https://ruralmarketing.in/interviews/what-makes-pidilite-industries-successful-in-rural-markets-salil-dalal-speaks/
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To do Activity 
A car dealership or cement store in district headquarter or at sub-district or block-level and 
interview the Manager-sales as to how the dealership attracts customers and their find out their 
selling strategies. Make a brief report. 

 

1.4 Sales Leadership 
 

 

Sales Strategies for Rural India 

Every market is unique and rural India has its own challenges and opportunities, a manager with 

experience in working in rural markets over years understands which sales strategies will work best 

in rural areas. The manager must think critically, apply his mind from macro and micro perspectives 

of market analysis, customer behaviour, distribution channel assessment, role of technology.   

This is an excerpt from an interview with Arun Kumar a Senior Director of Consumer Sales at Signify 

Innovations India Ltd (formerly Philips Lighting India Ltd), published on Dec, 2019 in ET Edge. 

According to Mr. Arun Kumar, three factors are important to be considered in rural markets: 

1. Modify/make for Rural India: Companies must not assume that rural customers value only 

price, companies must research on gaining deeper rural market insights. Product features 

and packaging must be given due credit. 

2. Develop long term go-to-market strategy: The population strata, which is the target group 

must be identified and the company must be making long term market entry strategies by 

establishing trust with local partners. 

3. Usage of technology: Technology-enabled solutions like applications for product 

descriptions, usage, salesforce automation tools, digitally enable distributors and retailers 

to collaborate further with the company. 

In 2019, 200 million active internet users are from rural India. The internet vernacular content in 

different languages and dialects every day. Companies can use this to reach rural consumers and 

establish customer pull and loyalty.  Sales force automation can significantly improve operational 

efficiencies. 

 

Discussion Questions 

1. Find out which are the companies which have made unique sales and distribution strategies 

in India to suit rural markets. 

2. To what extent is it justified for companies to tailor-make products for rural India? 
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Safal from Mother Dairy 

National Dairy Development Board (NDDB) commissioned Mother Dairy in 1974. Mother dairy 

commands 40% of India’s dairy needs with a capacity to produce 2 million litres of milk per day. 

The Fruits and Vegetables brand of Mother Dairy is Safal. Safal is a pioneer in frozen peas and was among 

the first brand to launch frozen vegetables in 1990’s in India. Safal has a manufacturing unit in Bangalore 

which makes 23000MT of fruit pulp and concentrates to leading companies. In 2022, Safal operates 400 

retail outlets in Delhi, Noida, Ghaziabad, Faridabad and Gurgaon. Twenty-three outlets operate in 

Bangalore. A total of 1.5 lakh customers are served per day. The outlets are operated by ex-servicemen 

or their dependents. 

Over the years Safal has created a direct link with farmers across 20 states including North Eastern India. 

The network comprises 8000 farmers and 93 Safal Growers Associations. Safal has established Grading-

cum-Collection centres covering a cluster of 8-10 villages. Farmers supply their produce either through 

associations or in individual capacity. 

The network supports farmers in crop management, pesticide usage, modern farming techniques and 

correct pricing to enable farmers achieve a sustainable livelihood. Safal has invested in modern 

equipment and cold chain technology from the beginning. It has a capacity of 4500MT of frozen peas 

and other items using IQF technology (Quick Frozen Method). Its facility in North West Delhi is certified 

by ISO and FSSAI. It has in-house cold room, ripening chambers and deep freeze infrastructure. The cold 

chain capacity is 10400 MT and the volume handled is 82000MT annually. 

In 2018, Mother Dairy launched Safal Organic products, the produce was sourced from farmers with 

certified organic farms across the states of Maharashtra, Himachal Pradesh, Sikkim, Madhya Pradesh, 

and Uttarakhand. Safal introduced a wide range of organic kitchen ingredients namely pulses, rice, 

spices, millets, dry fruits, wheat flour, besan, sugar, salt and flattened rice flakes (poha), in bio-

degradable and recyclable packaging options. 

In 2022, the company had a turnover of INR 12000 crore and Financial 2023, Mother Diary is expecting 

a 20 % growth rate. 

Questions 

1. Analyse the reasons for the success of Mother Dairy and Safal brand in the functions of sales and 

distribution. 

2. Which type of organizations can emulate Mother Dairy’s strategies? And why? 

Developed by authors based on 

https://www.motherdairy.com/branddetails/11/3 

https://webjinnee.com/mother-dairy/ 

https://www.business-standard.com/article/companies/mother-dairy-expecting-20-revenue-growth-

in-fy23-to-rs-15-000-cr-122092000364_1.html 

 

https://www.motherdairy.com/branddetails/11/3
https://webjinnee.com/mother-dairy/
https://www.business-standard.com/article/companies/mother-dairy-expecting-20-revenue-growth-in-fy23-to-rs-15-000-cr-122092000364_1.html
https://www.business-standard.com/article/companies/mother-dairy-expecting-20-revenue-growth-in-fy23-to-rs-15-000-cr-122092000364_1.html
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Introduction and Components of Sales Leadership 
In the 21st century, competition, and variety of products available to rural and urban customers have 
shifted the power from marketers to customers. Customers now, have a huge assortment of products 
to choose from with easy payment options and several other benefits as a result it impacts the sales 
strategy adopted by marketers. It is for this reason, that sales management must now be a part of the 
top management concern and sales strategy must become strategic in nature.  
 
As customers become more discerning, they dislike high-pressure selling, and may not appreciate 
deep discounting for a poor-quality product, customers seek value for their investment and expect 
post-sales services. This leads to a win-win relationship between customers and organizations. 
Therefore, sales leadership matters a lot. 
 
Dwight Eishenhower defined Leadership as “the art of getting others to do something you want to be 
done because they want to do it”. Peter Drucker stated “Effective Leadership is defined by results and 
not by characteristics such as being liked, speaking well”. Sales Leadership is about getting the sales 
team to achieve their goals while staying motivated and engaged. It is, in a way, a combination of both 
these definitions. 

 
 

Figure 18 Components of Sales Leadership 

Source: Created by authors 

Strategic Vision: The Sales leader must have a vision to be able to see the big picture while not losing 
focus on the minute issues and be able to see the long-term implications while ensuring short term 
goals are met. It is a very challenging assignment. The vision must be articulated in the sales strategy 
document and mapped in detail, described fully well to the senior sales managers and middle level 
managers, ultimately to area sales managers and sales executives. It is critical to anticipate change 
and embrace changes with a short turnaround time. 
Self-Awareness:  Sales leaders must manage their emotions, understand their inner motives and 
remain calm on the exterior. The emotional quotient of the sales leader becomes very important 
especially in stress filled situations, which keep occurring often. This affects the work culture, team 
morale and ability of the team to take risks and be open about the risks and strategies adopted to 
mitigate the risks. 
Assurance: Sales leaders must lead with confidence even when the situations seems adverse and by 
being positive they would instil confidence in the sales team to achieve the goals of the organization. 
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Veracity and Humility: There may be several situations when values, beliefs and ethics of sales 
managers are tested. As sales leaders, their integrity is paramount to the team. We often read about 
many scams in business, there is a benchmark to be set by sales leaders to ensure that the entire sales 
team adheres to ethical sales practices. Humility is a trait which will ensure that the sales leaders do 
not get into a false sense of security, especially when sales are going well. Being humble will enable 
them to help others, accept mistakes, make course corrections, be open to criticism and take feedback 
constructively. 
 
Sales as a Top Management Concern 
Board of directors and top management are concerned about how to draw the line between managing 

strategy, and managing the company. The board is eventually answerable for strategic planning. Off 

late, board members are questioned about strategy by shareholders, legal bodies, and others when 

corporate performance is deficient. A Hands-on board is always better than a Hands-off board so that 

the organization is better prepared to handle external and internal challenges and respond with 

winning plans. The cascading of corporate strategy, followed by Marketing and sales strategy is shown 

below: 

 

Figure 1.19 Cascade of Strategy 

Source: Created by authors 
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Sales Orientation of the Company: Process vs Insights  
1. Process Sales Orientation: There has always been a tendency in sales management to focus on 

processes to achieve results. Processes include meeting customers regularly, ensuring contact 
and regular feedback with distributor and retailers, executing the strategy as it was planned and 
envisaged. Sales executives are not just measured on their sales results but also on their 
activities such as meeting customers and executing the planned strategy in their sales 
territories. An extension of this approach is to involve more and more influencers and opinion 
leaders in rural markets. 

2. Insights Sales Orientation: In typically B2B type of businesses, there has been a call for using 
Insights based sales orientation. This focuses on the judgement and creativity of the sales 
person to identify signals from core customers or stakeholders and propose innovative solutions 
which can address the customers’ problems in a collaborative manner. This can take a medium 
term or long-term view apart from selling the current products. In India, villagers have been 
using cow dung as paint for several years, using this insight the Khadi and Village Industries 
Commission (KVIC), launched organic Cow Dung paint as India’s first eco-friendly and non-toxic 
dung-based paint (termed by KVIC as the Prakritik Paint) was launched  on 12th January 2021, 
within a month 5000 liters of this dung paint had been sold, and about 275 highly enthusiastic 
entrepreneurs had registered with KVIC for cow dung paint manufacturing training at KNHPI, 
Jaipur. (https://prakritikpaint.org/ ). The Prakritik Paint is sold through 4 major suppliers across 
India and through online channels such as eCommerce platforms.  

Sales leadership Styles 
According to Steve Martin (2013), there are five types of sales leaders, which he identified after 

conducting research with senior managers such as Vice President -Sales and other senior 

managers. 

Mentors 

Mentors are compelling leaders and sales specialists who measure their performance based on: 

surpassing revenue goals, conducive environment creation for the entire team to achieve success 

and enabling team member to reach their full potential. Mentors are self-assured in their abilities 

and have the business intuition to know what needs to be done and how to do it.  

Expressives 

Expressive managers are team-oriented with an aptitude for sharing their emotions and 

strengthening the emotions of their team. They have an innate skill to put people at ease do not 

hesitate to praise or admonish the team members.  

Sergeants 

The sergeant is named after the field sergeant in a military unit. Sergeants are probably more loyal 

to team than the organization.  

Teflons 

Teflon managers are amiable and polite with all team members. They don’t get involved in office 

politics. Even in crisis. 

Micromanagers 

Micromanagers are the most planned and systematic of all the management types. They have a solid 

belief in the organization and know their accountability, they take pride in being achievers. They 

tend to instruct team members in all minute areas and want team members to follow their 

instructions fully. 

Overconfidence 

Overconfident managers tend to be more self-focused. They are appealing and sociable in public, 

exceptional on sales calls. They wish to be successful at all costs and do not like critical feedback. 

 

 

https://prakritikpaint.org/
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Amateurs 

The amateur manager is not someone who is new to sales management. But has a style that reflects 

the person is ‘out of his depth or over whelmed’ in the role of sales manager, possibly because the 

industry or geographic market or product is new for this manager. As a result, these managers may 

need more time to gain experience and become confident in their current role.  

 

There is no one best type of manager as leadership is both a science and an art and evolves with 
time. An effective sales leader is one who can modify his or her leadership style to the context and 
type of team he or she has. 

 

 
 
 
 

Advanced Sales Training for Retail Ascendance (ASTRA) 

In 2013, Dabur started the ASTRA program for shopkeepers and retail store owners to learn 

selling skills and improve their business. Apart from customer segmentation, Dabur 

segmented its products into two main types: one which needed exclusive category focused 

sales and meant for urban customers and other focused on rural and small markets 

requiring an integrated sales force. 

 

Initially Dabur launched a Project called Project Double, in which digitised maps of 

geographical locations & electronic data of past sales was used. Market research was 

conducted to identify a list of specific villages were selected in a cost-effective manner and 

to attract rural consumers. 353 districts were selected initially to target its customers. 

Dabur utilised synergies across divisions to maximise reach and contain expenses. 

 

Under ASTRA program, Dabur recruited 75 sales and HR managers to train 2,000 

distribution channel partners about the complexities of sales and distribution through the 

audio-visual medium for rural markets. Dabur had a distribution reach of 25 lakh retail 

outlets and 75 per cent of the company's sales came from rural areas. It created the ASTRA 

program in five vernacular languages, Bengali, Tamil, Telugu, Malayalam and Kannada.  

 

This resulted in Dabur categorising its sales and distribution channels into finer segments, 

such as key grocers, mass grocers, chemist, wholesale, small outlet and modern trade. 

The program addressed the specific needs and expectations of different segments and 

created trade initiation programmes, trade advancement programs, increased focus on 

brand, merchandising and reduced channel conflict. Dabur's own sales force of 450 

employees implemented this program with HR managers, refresher training courses were 

conducted every six months. Every sales officer in Dabur had to work according to a 

journey cycle which began on the first of every month. 

Discussion Questions 

1. What type of sales orientation is this? Process or insight? 

2. Which other types of companies can use this approach apart from FMCG 
companies in rural markets? 
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Sales Coaching 
Sales coaching is the part managers play in developing their team members, improving their 
performance and help in achieving goals.  Sales coaching is best understood of as a behaviour rather 
than a mission where the focus is on helping team members assess themselves and discover ways to 
solve their problems and grow in their sales careers.  Typically, sales coaching is done in a personal 
meeting or in a one-on-one meeting. Managers perform different tasks in this activity, they are:  

▪ Assess the strengths and areas for improvement of team members 
▪ Provide continuing feedback, which can be structured planned meetings and as and when it 

is required to address issues 
▪ Helps sales team to develop knowledge and skills 
▪ Helps sales team to change Behaviours after identifying and acknowledging the concerns by 

themselves 
▪ Encourages sales team member to find inner motivation and inspiration 

Ultimately, the goal of sales coaching is to create an atmosphere where team members feel self-
motivated to grow, excel, and take greater responsibility for what they do. 
Sales coaching have long term benefits for individuals, teams and the organization. Sales coaching can 
be planned for different timelines such as weekly short updates, monthly reviews and longer meetings 
once a quarter or as and when required. 

The main difference from managing the sales team to coaching the sales team is that the sales team 
members are required to go through a journey of self-discovery, analyse their own decisions, develop 
action plans and check their progress too. The role of the sales manager as a coach is to nudge 
discovery, empower and offer feedback on process. It’s completely led by the team member but 
supported by the manager. This enables the creation of second line of managers, a succession plan is 
put in place, makes team members confident of their own ability to diagnose and problem solve and 
still have a coach to discuss and brainstorm along the coach. 

 

To do Activity 

Visit this website and conduct a free assessment of your selling skills (purely for understanding 
your sales personality) https://testyourself.psychtests.com/testid/2162 

 
1.5   The World of Personal Selling 
 
Challenges with Personal Selling in Rural Markets 
There are several challenges faced when companies use personal selling in rural markets 
 Availability of Skilled People – Recruiting skilled and qualified staff is a huge problem, as most people 
want to migrate and work in cities. 
Adjustability/Flexibility – Since rural areas do not have similar living conditions, availability of 
amenities such as regular power supply, water problems, in some case lack of proper schools as per 
expectations of urban dwellers and hence call for lot of flexibility to live in a rural environment 
Turnover of Sales Staff –Some organizations may not hire full time staff to cover rural markets as this 
may be expensive, the downside of hiring part-time or commission sales people is that they may leave 
the jobs often.  
Unviable Territory – The Volume of business in rural areas is sometimes not large enough to create a 
separate territory. 
Multi-Tasking– Rural sales staff must perform a variety of tasks apart from selling. Discomfort of 
travelling and accommodation facilities are not as good as in urban areas. This adds to their time 
management problems and inability to focus on critical tasks 
Compensation – Compensation is often used as a retaining tool by organizations, if the sales are low, 
it becomes difficult to support all benefits to the staff 

https://testyourself.psychtests.com/testid/2162
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Pharma Selling in Rural India 

Ramesh was a bright Commerce graduate from Tamil Nadu and he never imagined he would work 

for a pharma company is a sales role. When he attended the interviews for an American company, 

set up as a joint venture with an Indian company, he did not expect to get an offer. He went through 

a three- step process of recruitment and selection. He saw the advertisement on his campus notice 

board in 2005 and decided to attempt. The interview was held in a 3-star famous hotel and he 

thought to himself, let me enjoy some good food. The first round was a written exam with objective 

type questions in English, Mathematics, current affairs, and analytical reasoning. There was a 

psychological written test after he cleared the first written test. He was told, he will receive a phone 

call, in case he got selected. He was offered a good lunch and he really enjoyed his exam and the 

lunch. 

He was surprised when, two weeks later, he received a call asking him to appear for a panel 
interview at the regional office. He was interviewed by three people, a lady and 2 gentlemen for 
nearly 1 hour, he patiently answered all their questions and was informed in the evening itself that 
he was selected as a Territory Manager and posted in a district HQ in Kerala.  
As the salary seemed attractive, Ramesh decided to join, thinking he will leave at he earliest, in case 
he does not like the job. He attended a 30-day training program where he was taught about the 
company, its products, competitors’ information and how to sell. He was not sure if a Commerce 
graduate can sell medicines but decided to try it out. Ramesh’s daily routine consisted of meeting 
doctors at hospitals (private and government, only 2 where there in the district), at clinics, nursing 
homes. he had to meet hospital pharmacists and medical shop operators apart from distributors.  
To his surprise, Ramesh enjoyed the work. He liked to discuss many technical aspects with the 
doctors, he quickly developed a rapport with them, even though he could not speak Malayalam very 
well, he impressed the distributors and retailers with his hard work. He used to work 10-12 hours 
and became a successful sales representative in 3 years’ time. The district used to have a sales 
revenue of 1 lakh INR per month. Ramesh increased it to 4 Lakh INR per month in 3 years’ time. He 
was rewarded for this with a promotion and he became an Area Sales Manager and was given the 
area of Hyderabad. 
After 3 Months, Suresh, a new hire was allocated to this district, Suresh was from Jharkhand and 
had completed his BSc in Computer Science with 80% marks. It was his first job. Suresh was recruited 
through a similar process as Ramesh and given 1 month training too. 
Suresh started working in the territory and met all doctors and distributors regularly, he typically 
worked 7-8 hours per day and found it very difficult to speak in English with distributors and 
retailers, with doctors he felt, he did not have much difficulty. He did not know how to cook and had 
to eat at local hotels, which mostly served Kerala style food. He suffered a bout of stomach upset 
and was sick for 1 week with no one to take care of him but recovered after that. 
Most of the time, he was able to spend just 5 minutes with the customers, when he met them. In 6 
months, the sales started falling and there were several meetings with his area sales manager and 
regional sales manager, they both came and worked with him in the district and gave some feedback 
that he should work hard and meet doctors more often. 
After 1 year, Suresh was put on a corrective action plan and by the end of 1.5 years he quit the 
company. 
Discussion Questions 

1. Identify the strengths and weaknesses of Suresh and Ramesh 
2. What are the reasons for the failure of Suresh and how can they be avoided? 

 
Source: Developed by authors  
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Focus on Training and Development – The role of customised training and development is very high 
in rural areas and if neglected can lead to several issues 
Career Progression – Sometimes, the staff who are suitable for rural markets are not suitable for urban 
markets and there are very few positions at senior levels in rural markets and hence there may not be 
a viable career path for many sales executives 
Professional Approach– Proper guidance and training may or may not create a fully professional 
workforce in rural areas, especially when it comes to target achievement and that can lead to lack of 
growth in certain markets. 
Waiting Time: Some rural areas, customers are very traditional and show laggard type of behaviour 
and it might take the company a long time to recover the investments made, see growth and returns. 
Language Barriers: If sales staff are from different part of the country, they may find it extremely 
difficult to adjust to new languages, especially if they do not have linguistic intelligence, however, if 
they can quickly pick-up, functional language skills, then they would find it very easy to work in new 
rural areas. 
 
Solutions 
Think Long-Term: When companies can take a long-range view and invest in creating a good employee 
base and network for the rural area, this helps the company after 2-3 years, the gestation period is 
much longer than urban areas 
Focus on Training & Development: Training and development activities, if done well can significantly 
reduce attrition and help companies to have stable teams in rural markets 
Hire more Women from Local Areas:  When women from local and nearby areas are hired, there are 
lesser chances of attrition as women tend to live closer to the territory and with family. 
Focus on Local Talent:  It is always a good strategy to look for local youth, who can work for longer 
duration in the district, in many cases local youth will have land or family or other interests which 
motivate them to continue working in the same location. 
 
Future of Personal Selling 
With the introduction of technology enabled sales in many domains even in rural markets, there is 
likely to be a re-organization with respect to the role of sales people and the number of sales people 
employed in many rural products marketing such as FMCG or FMCD or any other. For example, in 
2015, the activation agency for a new car from Volkswagen's stable in few small towns of the 
Rayalseema region in Andhra Pradesh created a Facebook page for the promotion campaign and 
tagged the local people of the town. It was appreciated by the locals and facilitated enhanced footfalls 
during the campaign. A Chief Wage Earners (CWE) or customer, in this case who attended the event 
came with his family. The activation agency had a very easy transition as they did not have to explain 
the features because the family had together done all the research on Facebook and wanted to know 
only the price and payment terms at the store.  In the past, the influencer and opinion leader were 
the sarpanch and other leaders. But now, a whole lot of friends and acquaintances, were present on 
Facebook.  
 

Another example, a company making solar lamps called Greenlight Planet in 2015 decided to start a 

unique campaign in Bihar. A consumer survey showed that consumers usually suspect publicity and 

are vigilant of unknown brands. The survey said that consumers rely heavily on word of mouth/ 

opinion of friends and community. The company started an integrated approach by using AIR (All India 

Radio), community radio and mobile to interact and engage with prospective customers. They asked 

villagers to share their main problems regarding electricity and collected all the problems and shared 

them with other districts. They also created a Missed Call Number which was shared widely. The 

customers who gave a missed call were sent customised promotion message. This led to 11000 leads 

and of these 30% leads later purchased the solar lamps. 
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Both these examples indicate that the nature of sales jobs is changing and technology and digital 

media will change in the future. 

Channels are Changing: The channels of distribution are evolving fast, with online e-commerce and 

other types of hybrid channels are now available 

Automation in Sales: Companies have automated many processes in customer acquisition process 

and for customer loyalty, for example mobile based applications as apps are now available from Asian 

Paints, Berger Paints, FMCG companies which can explain the entire product profile to the distributors 

and retailers, therefore the tasks which required a lot of time and efforts of the sales people to do 

this, now is enabled with technology. 

Different Type of Sales Training: In Future sales coaching are required. Sales staff needs to be skilled 

enough to interface with people as well as technology and do a new type of “blended Sales” 

approach. 

Technological Experts in Sales: The sales strategy which will be developed in future will have more 

experts from technology domain and hence the need for these experts will increase 

Merger of Different Roles:  Earlier there were clear cut roles for sales executive to meet customers, 

ensure supply of products and drive sales, now there is a merger of roles, sales executives in rural 

markets will have to blend technology, app- based promotions and community-based events such as 

Haats/melas and face to face meetings.  

Reduction in Face-to-Face Meetings: As rural customers get more comfortable with technology and 

easy to use mobile technology there would be a reduction in number of face-to-face meetings and 

also saves time of the sales person and the customers. 

Lesser Importance for Geographic Sales Territories: As there is more and more integration of the 

channels of distribution and technology usage, sales executives may be covering larger areas and re-

organization of sales territories will be a continuous phenomenon. 

Sales Process 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

Figure 1.20 Sales Process 

Source: Created by Authors 
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Many organizations use an outsourced agency or a specific lead generating department, in B2B. 
Businesse leads are generated by the sales person through business development activity. Like we saw 
in the example of Volkswagen's New Car launch in Rayalaseema, leads were generated through social 
media marketing by an outsourced agency. 
 
Lead Generation Before Sales Process 

 
 
 

Figure 1.21 Lead Generation 

Source: Created by Authors 

Sales Process Description 
1. Qualifying Future Customers: The leads received from outsourced agency or any other resource, 

has to be further researched upon to make sure that it is worthy for the sales team to pursue. 
This is also called as prospecting; it is the process of checking if the prospect is genuine and 
whether he/she meets the criteria for shortlisting. Criteria can be income, age, industry type, size 
of order and once the sales person is satisfied that there is an authentic requirement to meet this 
prospect and sell to them this process ends. It is the process of identifying potential buyers. A 
prospect has a realistic likelihood of buying and has sufficient requirement to justify a profitable 
sale. Prospect should also have financial resources to buy and can be classified as ‘qualified to 
buy’. 
Pre-call Planning 
Product knowledge: A sales person needs to have adequate knowledge of the product to be sold.  
Organization Knowledge: complete details of the organization he/she represents 
Competitor Knowledge: Strengths & weaknesses of competing products, the specific category or 
segment of customers  
Selling skills: How to sell and convince the customer. 
Planning the Sales Call 
In this stage, the sales person tried to understand customer needs and characteristics and 
prepares a proposal on how the product or service offered can satisfy the customer’s need 
Determining call objectives:  Every call has a specific objective, In the first call/meeting, it is not 
realistic in some cases to aim for the sale. Objective can be to introduce the product and discuss 

Target Marget 
Definition

• What, where, when, how target segment buys 

Communication 
tools

• Through advertising (offline & online 
mediums), tele-calling, buying database, 
trade shows/haats/melas/mobile vans etc

Preliminary 
Assessment

• Data 
verification
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how the product is the best fit for the needs of the customer. In future calls, the sales person may 
try to convince the customer to buy. 
Development of customer profile: A detailed customer file having information about 
demographics (age, gender, income, location) lifestyle, socio-economic background. 
Determine customer benefits: The specific benefits to the customer depending on the needs. 
Determine the flow and content of the presentation: The process of the discussion 

2. Plan Meeting: This is the pre-approach phase, where in the possible reason to buy or not buy    
      can be identified such as does the prospect have a need? Can the need be generated or                
      amplified? Does the prospect have authority to buy? Does the prospect have money to buy?  
      Is the prospect likely to postpone the purchase? As much information as possible is collected  
       from the database or the lead qualifying agency provides, often salesperson will have a few  
        telephonic or e-mail conversations with the prospect before the actual meeting to better  
        understand needs of the prospect. 

3. Detailed Discussion: This is the meeting, which can be held online or through video phone call 
these days or a face-to-face meeting. 

Certain Questions to be Asked to Customers 
Situational questions: Questions about prospect’s current state (who will decide? is it the first time? 
Long time user? ) 

Problem identification questions: Questions to uncover problems, difficulties or needs (problems 
relating to quality, delivery?) 

Problem impact questions: questions to make the prospect appreciate the impact of the problem and 
the need to solve it (what will be the impact on costs on customer satisfaction?) 

Presentation Types 

Stimulus response method: Based on prospecting, identifying the key reasons to buy and offer those 
first. 

Formula method: the AIDA process, as discussed in Theories of selling in Unit 1.4 

Need-Satisfaction method: By explaining Features, Advantages, Benefits (FAB): The sales person will 
introduce the product and verify the needs of the prospect, match the need with a specific product, 
explain the features and advantages of the product and the benefits the prospect would gain by using 
the product 

4. Clarifying Objections: This is a critical phase as Sales person has to identify whether the 
prospect is unconvinced about any aspects of the product and has to probe deeply to identify 
the source of objection (if any). Prospects can have different types of objections; objection 
should be welcomed by the sales person as they provide opportunities to address concerns 
and ask for the order. Objections indicate that the prospect is involved and not indifferent and 
objections reflect the prospect’s view. 
 

Reasons for Objections 
Psychological (hidden) – includes fixed/pre-determined ideas or beliefs, preference for well-known 
brands, aversion of making decisions, apprehension or resistance to spend money , suspect about 
quality . 

Logical or practical or real –delivery schedule, high price, product accessibility, 

Tips for Objection Handling 
• Sales persons have to ask questions and listen to the prospect, rephrase the prospect’s 

objections and reconfirm the objection and explain while addressing the concern expressed. 
• Sales persons can turn objection into a benefit and trial close 
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• Sales persons can deny objections tactfully. (Superiority and cynicism to be strictly avoided)  

• Sales persons can cite the examples of happy and satisfied customers through testimonials, 
and referrals 

5. Seal the Deal: This is the last stage, where in the sales person asks for the business or order 
or confirmation of the purchase and also follows up later on with the customer.  
 

Steps for Closing 
      Summary: Sales person presents a full summary of the FAB 

• Advantage and disadvantage comparison:  Sales person compares with 2-3 key competitors  

• Opportunity benefit: Sales person mentions the benefit of not missing the current offer 

• Emotional appeal: As customers are emotional beings, connecting and bonding with the         
customer at an emotional level by being friendly, answering questions with patience  helps 
in the closing 

• Direct closure: This is simple asking for the order and confirm quantity and delivery details if 
Applicable.  

• A.A.F.T. B=Always. Ask. For. The. Business. 
It is possible that this sales cycle takes a   few minutes to few years depending on the type 
of product being sold.  

 
Skills and Competencies for Selling 
The training and development department has to continuously train the sales team to ensure that the 
team understands the challenges and adapts to the changing methods of selling and operating in the 
market. The following skills and competencies are to be developed both with classroom training and 
on-the-job experiences of sales people. 

 Definition  Example Scenario in rural markets 

Skills Specific 

capabilities 

required to  

Perform a job 

well 

Communication skills, active 

listening skills, persuasion 

skills, collaboration skills, 

problem-solving skills, using 

technology 

Selling any type of vehicles 

such as two-

wheelers/cars/tractors/ 

FMCDs/fertilisers  

Hypothetical example 

Target Customer: Farmer with a Tractor 

FAB Matching 

Product: Tractor Engine Oil 

Features: Paraffin base, suitable for Indian tractor usage, soot handling properties, best 

protection for control of corrosive wear, stability with changing temperatures, piston deposit 

control, valve train wear, oxidative thickening, foaming and viscosity loss due to shear, Meets 

all technical specifications 

Advantages: Latest technology used in the Engine oil, engine cleanliness, available 

everywhere, less polluting  

Benefits:longer engine life, superior protection, best investment to protect the tractor and 

improve its lifetime value 

Source: Created by Authors 
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Source: Created by Authors 
 
Managing Key Customer Accounts 
There is an old rule called as ‘Pareto Principle’, which when applied in sales translates as 80% of the 
sales comes from 20% of the customers. These 20% of customers are considered as the key accounts 
or core customers. This strategy is adopted by Oil and Petroleum companies, where they offer the 
best deals to the large distributors and by B2B manufacturing companies to their big clients. In some 
sectors such as banking sales executives are hired only to focus on one segment of customers such as 
High Net worth Individuals such that their needs can be taken care off. 
This method of focusing on specific accounts which are big and of strategic importance by creating a 
separate channel or by dedicating a specific sales team is called ‘Key Account Management’ 
There is more relational focus in Key Account Management 
 

Transactional Focus Relational Focus 

One sale Sales over a life time or longer duration 

Product attributes Need fulfilment of Customers 

Short term campaigns Strategic marketing 

Short term reward structure Varied reward structure 

Infrequent customer contact Periodic and regular customer contact 

Single salesperson as contact point Team approach  

Less commitment More commitment 

 
Source: Adapted from: Malcolm Mac Donald; BethRogers ;Diana Wood burn,”Key  Customers :How 

to manage them profitably” Butter Worth Heinemann (2000). 

Key Account Management can extend to collaborations with different kinds of partners in order to tap 
rural markets. 
 
Factors Affecting Management of Key Accounts 
Volume of business from the account/customer: Key accounts are larger and bigger than the other 

accounts in a particular geographical area it can be a country or zone or region or a specific territory. 

In order to serve the needs of key accounts, the decision- making process is more complex and 

structured.  In the case of B2B markets, there are multiple managers involved in decision making and 

all have to be met or interacted with which is time consuming and sales cycle is longer.  

 

Competencies Knowledge 

and behaviour 

that enables 

high 

performance 

Pro-active planning, 

futuristic thinking, initiative-

taking, always looking for 

opportunities, sense of 

urgency, negotiation 

strategy, strategic thinking, 

number-crunching and data-

based decision making 

Planning as per territory 

demand, dominating the 

market with assertive 

implementation, anticipating 

changes and predicting the 

future, better targeting and 

quick decisions 
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Type of Relationship 

There is a need for detailed understanding of the client organization structure, power-authority 

relationships and also informal relationships in the client organization by the sales person, there are 

multiple interactions and detailed and complex discussions have to be conducted. The emphasis is on 

creating a win-win situation for both the parties.   

Method 

Each account, department or branch has unique set of needs, finances and individual dynamics and in 

many cases, the purchasing power of one of clients may surpass other smaller accounts. Therefore, 

each key account may require a customised approach. 

Maruti Suzuki  
Maruti Suzuki, India’s largest passenger vehicle manufacturer, has seen rural sales grow from 7-8% in 2007-08 
to 39% in 2019. In 2020, they have also collaborated with non-banking financial institutions such as Mahindra 
Finance and Cholamandalam Vehicle Finance to push sales in rural areas. Non-banking financial corporations 
(NBFC) offer credit for purchasing of cars by the local people as banks may be too cautious to grant loans or 
banks do not exist in those regions. Maruti also has an edge over its competitors as rural market demands 
affordability which hatchbacks provide as compared to sedans and SUV. It sells cars in 3.5 lakh villages in India 
out of a total 6.5 lakh villages. They have identified several distinctive clusters for car sales which include 
turmeric farmers in Tamil Nadu and apple growers in Himachal Pradesh.  
By choosing specific key customers in rural India, Maruti has been using this strategy since 2012. 

• In 2009 post economic downturn, Maruti Suzuki focused on rural markets. as rural customers at that 
point of time showed to have comparatively higher purchasing power. 

• Maruti Suzuki began the ‘Ghar Ghar Mein Maruti’ and ‘Mera Sapna Meri Maruti’ campaigns to target 
the rural segment. 

• 3,000 local villagers were designated as resident dealer sales executives of Maruti Suzuki to promote 
the products. They were supported by over 186 extension counters. 

• Maruti Suzuki conducted events for opinion leaders of the village (like Sarpanch and other panchayat 
leaders) through factory visits, conducting comprehensive profiling, their consumer behaviour 
patterns and their choices 

• They sponsored rural sporting events to sales fairs (Grameen Mahotsavs) to SMS campaigns for Gram 
Panchayat Members 

• A Video on Wheels campaign in which the villagers were shown Maruti Suzuki advertisements while 
sitting in an air-conditioned truck. 
They targeted micro-segments in among rural farming community, such as  
Orange farmers in Nagpur 
Turmeric growers in Tiruchengode, Tamil Nadu 
Granite polishers in Hyderabad 
Blue pottery makers in Jaipur 
Madhubani painters in Madhubani, Bihar 
Potato growers in West Bengal 
Apple and fruit growers in Himachal Pradesh 
Fishermen in Howrah 
Alphonso mango growers in Ratnagiri 

These are well settled villagers who have the purchasing power to buy a car for their daily needs. 
Discussion Questions 

1. What is your opinion regarding micro-segmentation of farmers to sell cars? 

2. Do you think using local villagers were designated as resident dealer sales executives is a good sales 

plan and why? 
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Skills and Competencies of Sales Person 

A highly organized salesperson is essential to maintain and grow key accounts. The sales person is 

required to network with different managers and also with customers’ end customers or stakeholders 

in order to identify areas of collaboration and in many cases to conduct customised manufacturing or 

customised product design too.   

 
Chapter Summary 
This is the first chapter and it introduces the student to the sales management function and highlights 
the most important aspect of sales function being personal selling. It includes the role of sales 
management in the overall marketing plan of the rural organization and how sales function is 
structured to cover the market in an appropriate manner. The nature, development and 
responsibilities of sales function are covered, including importance of sales leadership and what makes 
an effective salesperson. In the second unit, the student’s knowledge is deepened about the sales 
management function and links sales management with marketing management and marketing 
strategy. Sales organization structure is discussed in detail. In the third unit detailed information is 
provided about the sales management function, its development, different aspects of sales 
management, the underlying theories behind sales and activities involved in demand measurement, 
sales planning and types of sales jobs. The fourth unit introduces the student to sales leadership 
function, its importance and provides insights about sales coaching. The fifth unit highlights the 
complexities faced by sales people in any organisation targeting rural markets.  With so much 
technology enabled selling innovations, the future of personal selling is discussed. The process of 
selling and the competencies required to be successful in sales are described in detail. Key account 
management is a strategy used by many companies, which is described in some depth. 
 
Model Questions 

1. Define Sales Management 
2. Define Personal selling 
3. What are the objectives of Sales Management? 
4. What is the need of distribution system? 
5. Distinguish between marketing and sales strategy 
6. What steps have to be taken to ensure alignment of marketing and sales teams? 
7. Distinguish between different theories of selling and situations where each would be 

applicable. 
8. What are the components of sales leadership? 
9. “Sales people are born, not made”, Comment on this statement. 
10. “Sales is not anyone’s preferred career option”. Examine this statement 

 
To do Activity 

1. Imagine you are a salesperson working in Gurugram district, Palra village, Haryana and wish 

to sell a fully automatic washing machine to a rich rural farmer, use the Marketing Sales funnel 
and create a Script (with dialogues) as to how you will present the information to the 
customer. 
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Chapter 2 Introduction to Sales Management for Rural Products 
 

Introduction 
The market share and growth of an organization depends on the performance of the sales function. 
In order to meet the growth and market share objectives, the strategy and marketing department 
design the overall marketing plan and the sales department develops the sales plan. All plans depend 
heavily on the execution efficiency. If there are two companies with brilliant marketing strategies and 
both are expected to perform well in the market, it is the execution efficiency which will differentiate 
and determine which company gets higher share in the market of the customers wallet. 
Therefore, having robust performance management systems for entire organization but specifically 
for sales function is important. Finding ways to enable the sales team to execute better and stay 
motivated to deliver high performance is a challenge even for the best of organizations. 
 

Objectives 
• To learn about the management of performance in sales function. 

• To know the methods used to evaluate salesforce. 

• To understand the operations of HR functions in sales management, including recruitment, 
selection, motivation and engagement of salesforce. 

• To study the differences between B2C and B2B sales function and role of CRM. 
 
Chapter Structure 

2.1 Overview of sales force performance  
2.2 Recruiting and training sales personnel 
2.3 Motivating and engaging the sales force 
2.4 Evaluating sales force performance: Methods, and process 
2.5 B2C VS B2B sales function and customer relationship management 

 
2.1 Overview of Sales Force Performance  
 
The Sales System 

 

 
Figure 2.1 Sales Force Performance  

Source: Created by authors 

Sales Performance can be explained as series of activities and decisions that have to be undertaken 
by senior and middle level sales managers in order to ensure that all the sales territories achieve their 
goals and objectives. This in turn translates as all the sales team member achieve their performance 
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goals based on the overall organization goals. This includes recruitment, selection, training, 
performance planning, monitoring, motivating and develop skills of the sales team to meet market 
challenges. 
 
The Sales System 
The sales performance in rural markets is affected by the many localised factors in the environment 
such as competition level, complexity of customer requirements and cultural aspects. A study by 
Sambrani and Jaydatta (2019) found that rural customers were concerned about product loyalty and 
influenced by geographically popular products. They suggest rural companies must customise 
products, modify communication methods including personal selling, advertising and rural 
promotions. The price and type of store matters a lot to the rural customers. These factors have to be 
considered by rural sales managers to tweak the selling strategy. There is considerable impact of local 
traditions, language, and cultural aspects to be kept in mind while sales team designs and plans the 
sales campaigns in different parts of rural India. 
 
It is almost a given that FMCD companies offer discounts and attractive sales promotion offers during 
Post harvest season, TVs and Washing Machines sales go up even during festive seasons such as Diwali 
and wedding seasons. Since 1990s, Rural companies have been using such localised strategies for 
improving sales. Usha Sewing company started operating free stitching classes for girls and women, 
Brooke bond offered free cups of tea in certain tea stalls. Marketers such as LML found that people of 
south India adopted technology-based products faster that north Indian people. Farmers in Islampur, 
rural Maharashtra were using Godrej Hair Dye to color their animals and to make them look young 
and healthy. When urban Indians were preferring plastic torches, Union Carbide company found that 
rural customers wanted Brass torches as they felt it was higher value for money than plastic ones!  
 
KMP Oils, a West Bengal based rural company made different packaging for different states.  In UP, 
the packs were green and in Odisha, they were purple (as these colors were considered auspicious by 
the majority community in the respective states). 
 
Effectiveness and Efficiency drivers include the number of sales people as per the sales potential of 
geographic territory covered.  A hypothetical example, if a rural region of a state has 10 districts spread 
over a wide geographic area, it will require a minimum of 7-8 sales representatives to cover the entire 
market, provided all the 10 districts have sales potential and merit coverage via a sales person. If 
market research and previous sales data indicates that 5 districts have high potential and 3 have 
medium potential and 2 have low potential then the sales manager can allocate 5 sales persons to 5 
high potential districts, and 3 sales persons to medium potential district and cover the remaining 2 
districts using distribution channels or  2 sales persons can be allotted these low potential districts to 
be covered once in two months or once in a quarter supported by telephonic/digital networks . 
 
There are issues related to time and distance to be travelled, expenditure incurred towards covering 
all districts which has to be factored in. If there is optimum coverage based on sales potential, it results 
in both efficiency and effectiveness and proper utilisation of manpower and efforts. If there is a 
mismatch it results in either loss of potential sales due to lack of coverage or waste of resources 
covering a less potential territory/district. 
 
The authority-responsibility systems mostly depend on the roles/job descriptions and sales 

organization structures adopted for the sales department. In rural selling situations, there is clarity in 

most structures adopted by sales teams such as product and geographic structures explained in 

chapter 1, but sometimes if there are multiple leaders driving some projects that require a staff 

function like Market research or Product managers to guide sales teams then it results in conflicts 

which can affect performance.  
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As sales executives are to be considered as “Mini-CEOs” of their territory, if the system is more flexible, 

it supports innovation. This enables sales executives to design and implement “below the line” 

marketing campaigns in rural areas for retailers/end customers/influencers and it generates “local 

market pull”. It creates a sense of accomplishment for sales executives. It makes them take calculated 

risks and tweak the all-India sales strategy to what is best for their sales territory. 

 

The sales control and motivation mechanisms are usually clubbed under People Management, this 

includes sales force recruitment and selection process, the performance administration system and 

financial and non-financial incentive system. The results expected are measured at customer level 

including number of customers, “word of mouth” customer feedback, satisfaction and complaint 

management.  

 

Actual market share increase/decrease is a valid measurement to know extent of growth. Market 

share in rural areas is directly correlated with appropriate distribution and reach, therefore expansion 

of ‘retailer/end customer touchpoints’ is another good measure. A check on enhanced brand appeal, 

easily visible via number of recommendations and success/failure of loyalty programs. The example 

of Fino Payments Bank using shopkeepers as distribution cum sales person is very unique and 

addresses multiple issues of access, time, travel, and affords high convenience for rural customers. 

 

Developing Control Parameters 

Why to Control? 

• To initiate remedial steps within the time frame 

• Course-correcting the strategy and future plans, based on market feedback 

• Employing ways to enhance productivity of sales force. 

• Improving the quality of forecasting sales plans and budget functions in future 

• Increasing sales cost-effectiveness. 

 

Sales Control System 

Process: A typical management by results framework is used. Which includes the following steps: 

• Setting comprehensive aims (key result areas). 

• Creating standards for assessing performance. 

• Gathering information on actual sales activities and results 

• Comparing actuals with expected and use the information for future planning 

• Taking remedial action as and when required. 

 

Formal controls are written rules and measures, initiated by management, to align salespeople with 

marketing goals. There are formal and informal controls in any department, including sales function. 

Formal controls are established systems used by any business organization to direct and monitor sales 

persons’ activities. Informal controls include peer pressure, cultural influences, a salesperson’s self-

esteem and perceived stress with respect to performance. 
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Figure 2.2 Sales Control Systems 

Source: Created by Authors 

 
The above illustration clearly depicts three types of sales controls: Activity, behaviour and outcome. 

Depending on the type of business organization, the parameters for each will vary. The most common 

parameters are shown in the illustration (which is self-explanatory). Most sales organizations have a 

combination of these parameters, in some organizations any one of the parameters may 

dominate. 
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Behaviour-Based Control stresses the monitoring, leading, appraising and rewarding the 

behaviors of salespeople towards achieving sales goals. It includes those aspects of the 

salesperson which can be modified and developed with practice, learning and skill enhancement 

methods such as personal qualities, commitment to the sales organization, the disposition to 

collaborate with managers and peers, and be willing to take initiative as required and be a team 

player when required. Skill based factors include product/ technical knowledge, 

selling/persuasion skills, sales planning and enlisting sales support from seniors/staff 

functionaries such as Marketing or marketing research and product managers. In a sales 

organization where sales executives are provided autonomy to design their strategies and are 

typically less supervised as long as results are achieved relies heavily on outcome-based 

parameters. 

 

Outcome-Based Controls focus on final results and outcomes achieved, the evaluation system 

tends to be linked to a few quantitatively measurable indicators and has a lower salary 

component and avoiding costs of close personal supervision. Some organizations hire sales 

consultants who can work in this manner. The prevailing description of hybrid systems in sales 

organizations comprises the use of elements of both system types that is behaviour and outcome 

based. The activity parameter is essential to the behaviour-based system as it aids in setting up 

appropriate control mechanisms. 

 

Sales Audit 

A sales audit is a methodical, critical and impartial review and appraisal of all sales activities, which 

is normally conducted once in a year. The purpose is to examine of the “Go-to-Market” strategy is 

working and whether the potential market is being fully covered or not and if there are any channels 

that the current sales system is not providing. The purpose of the audit is to identify all the strengths 

and weaknesses of the sales effort in the market. For example, during Covid-19, small businesses 

offered door-delivery to the villagers, if orders were placed via telephone and money paid via 

payment apps such as Gpay or PayTM. This provided convenience to customers and gave assured 

sales to the retailers.  Who should conduct Sales Audit? 

 

There can be multiple ways of conducting sales audit. A market research firm can be hired, which will 

find out what are the opinions of dealers/retailers and customers with respect to the sales strategy 

adopted by the company, this is unbiased third-party research, it can uncover many insights. A 

multidisciplinary team can be formed which includes sales persons from all over India and the 
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product managers from the marketing team and this team can conduct the audit. The sales team 

itself can conduct the audit, it can ensure unbiased feedback by ensuring that salespersons of one 

region conduct the audit in another region, similar to a mystery shopping exercise. 

Some critical information to be collected in a sales audit is shown in the graphic below. More can be 

added based on requirements 

 
 
 
Technology in Sales 

The internet has played a substantial role in facilitating the creation of virtual/online businesses that 
generate recommendations and sell products and services without the need for a sales force. Amazon, 
Flipkart are examples of these type of companies. Sales are now feasible with mobile applications and 
an order can be placed immediately and payment made.  
 
The idea of selling any products without a field sales force or telephone sales callers was unbelievable 
twenty years ago. Large companies have digital marketing campaigns, a huge network of enthusiasts, 
bloggers, and social influencers that promote the company products for free across multiple digital 
landscapes. Social media platforms such as Facebook, Instagram, Snapchat, and YouTube are changing 
marketing approaches and consumer behaviours. 
 
Technology has enabled the following: 

• The ability to locate, ratify and interact with buyers from anywhere 

• The mechanism to generate an information-based sales procedure 

• The scope to discover majority of the information related to users 

• The convenience to sell from anywhere 

• The ability to link sales management with other functions digitally 
 

 

Customer coverage: Un covered geographical areas, new clients,   

Local Competition analysis: new players, sales strategy

Analysis of Go-to-Market Strategy: Lead generation, follow-up effectiveness

Channel effectiveness: Number of touchpoints

Sales representative-client/Market Fit: Feedback from all stakeholders

Prospecting Success: Conversion ratio (leads to customers)

On-the-job Sales training effectivess: Sales presentations 

Rapport of salespersons with external stakeholders
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2.2 Recruitment, Selection and Training Sales Personnel 
Pooja and Kumar (2017) studied the role of emotional intelligence in managing the performance of rural 
sales personnel. They state that certain factors impact sales people’s functioning in rural India, such as 
literacy levels, cultural traditions and age-old customs. The selling process in rural India is more intensive 
than in urban markets. The personal selling efforts are quite high when compared to urban India. There 
are several local languages and dialects which make selling more challenging in rural India. The attitude 
and commitment required to sell in rural areas is different from urban, as in rural areas, amenities are 
few and physical comforts of the city are not fully available, this leads to physical hardship. The sales 
person has to be patient and perseverant in order to see outcomes as in some markets, it may take a few 
months or years to see good results. In order to create a positive impact a rural sales person must be 
creative, inventive and a good networker in the community so as to gain the trust of opinion leaders and 
influencers. 
 
The reverse is also true. For products originating from rural areas such as rural handicrafts in UP, West 
Bengal, Jammu, Kashmir, Karnataka. manufacturing of fireworks and match works in Tamil Nadu. Flour 

Social eCommerce in Rural India 
Frontier Markets, a social tech commerce platform that markets, sells, services, products and digital 
services, delivered at the homes of rural consumers in villages using an assisted commerce model run 
by rural women entrepreneurs called Saral Jeevan Sahelis. These women are entrepreneurs, 
customers and sales executives for the products and services.  
Their aim to create an “Easy Life” for rural women through digital inclusion, wealth opportunities and 
a system to sell and use quality products and services from their rural homes. 
 “Last mile connectivity” is created by concentrating on emerging customer insights through the 
ecosystem and introducing customised solutions in clean energy, mobility, digital connectivity, 
financial services, and appliances that will make the greatest impact on the lives of rural villagers. 
A network of 10,000 women entrepreneurs reaching 700,000 rural customers, selling 1 million 
products has been built in 4 states of India. The company aims to have a platform of 100MN rural 
customers and 100,000 women networks. 
Saral Jeevan Sahelis enable their family, friends and neighbours to access wide variety of products and 
services at homes through a vernacular and voice-enabled e-commerce solution. The Meri Saheli app 
has local languages, voice bots, voice to text, and an AI training bot to women even if they are illiterate 
to use digital tools 
The Meri Saheli app is used to demonstrate products, simplify online sales, and collect insights on what 
rural families need. This results in the creation of an online and offline store experience. Saheli’s are 
paid for data collection, facilitation and demand generation. They become the trusted influencers and 
sales managers of the village, bridging the gap between products and rural families. a local tech-
enabled delivery and after-sales service team ensures that again local people get employed and ensure 
proper delivery. 
As of March 2021, 10,000 Sahelis have earned over $15 million of income. Frontier now operates in 
2,000 villages in India, with 20 micro distribution hubs managing 10,000 Sahelis through the app.  
There is digital inclusion in supply chains, leveraging data capabilities for better decision-making, 
innovative partnerships, and a market-based approach to build rural last-mile supply chain. 
 
Discussion Questions 

1. What is the long-term implication of technology enabled sales and distribution in rural 
economy? 

2. What are the other societal benefits that can be seen through tech-enabled sales methods? 
Developed by authors based on: 
https://yourstory.com/herstory/2021/02/woman-entrepreneur-rural-india-women-sahelis 
 
 

https://yourstory.com/herstory/2021/02/woman-entrepreneur-rural-india-women-sahelis
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and oil mills in almost every town and village of India. The story of handicrafts and artisans owning small 
scale cottage industries is quite familiar to all Indians, selling these products is a huge challenge for rural 
entrepreneurs and craftsmen.  
 
Manufacturing units are situated in rural areas and small towns, a huge market potential exists in all 
Indian cities. It forms a major income for rural communities engaging nearly six million artisans, many are 
women. Handicrafts are sold in showrooms mostly near tourist locations and other high street markets 
in all cities which are managed by many Government handloom department stores and also private 
businesses.  
 
The sales people in the stores selling handicrafts should have certain characteristics to be successful and 
entrepreneurs or Government handloom stores should consider the following factors: 

1. Deep knowledge about varieties of handicraft industry: types of products, paintings, stone works, 
wood craft, fashion jewellery, carpets,  

2. Communication skills: Verbal communication in local languages and English to explain the details 
about the products and the origin about the handicrafts, material used, artistry  

3. Background and experience: if the salesperson is from an arts and crafts background or an artist 
or belongs to an artist’s family/village, this will be a major advantage and the finer differences 
between different art works can be easily understood and convincing the customers becomes 
easier 

4. Sales Training: Adequate sales training on quality, types of arts, depth and breadth of different 
products sold and selling skills including negotiation and persuasion must be imparted to the sales 
staff 

5. Foreign language skills: If the emporiums and shops are around tourist locations then depending 
on the nationalities from which maximum tourists come and the language they speak, basic 
conversating skills should be imparted.  Detailed information must be provided to sales persons 
about the etiquette and manners while dealing with Indian and foreign customers. 

6. Networking: Sales managers must be taught how to network with stores in different locations, 
with suppliers. Artists and vendors in other regions both rural and urban, Indian and global. 

 
The factors mentioned above make it more challenging for the organization focussed on rural markets to 
recruit, select and retail effective sales people and for organizations selling rural made products in urban 
markets. 
 
Who will perform Recruitment, selection and training functions for Sales Departments? 
There are different types of systems prevalent. In many organizations the entire activity is performed by 
the HR department in consultation with sales department. In some Pharmaceutical companies, the Sales 
team conducts the initial recruitment (thought the Job Openings is posted in media or social 
media/websites by HR team), the sales team which is in the field scouts for talent and is likely to approach 
any candidate they think would be suitable for the role. The initial selection process of written tests, 
interviews can be done by sales team and then verified by HR team. Many companies have sales training 
department which will take care of the sales training requirements, the sales training team can be staff 
department reporting to HR as well as Marketing team to ensure good coordination and information flow. 
In few organizations, Regional Field sales training teams are created which would cater to sales training 
needs of executives in different regions. 
Depending on the size of the company, the types of sales organization structure, this role is typically 
performed by sales team and HR team in a collaborative fashion. As HR function cannot fully visualise the 
rural ground reality of sales at a given point of time and sales function cannot understand all the legal and 
regulatory requirements with respect to recruitment, selection and employment contracts. 
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Challenges in Rural Recruitment and Selection 

• Urban-Centrism: Managers who are from urban cities tend to view the process from an urban 
lens and look for skills which may not be appropriate for the rural sales role. Such as having an 
excellent command over English language is an added positive but not a mandatory requirement, 
whereas ability to speak, understand, write and read local language along with its cultural 
implications can be a great asset and can many times become a source of competitive advantage 
for the company. 

• Minimum Qualifications and Experience requirements: The rural market requires its own 
definitions for qualifications and experience and when “Job Requirements” are posted, this 
should be kept in mind. In many situations experienced candidates may not be available or their 
previous experience may not be as per defined parameters. 

• Explore unique methods: Urban methods of using only campus recruitments or consultants may 
not work in rural areas, therefore local community networks, SHGs, Panchayat committees, will 
be useful. Distributors and retailer network recommendations, online platforms such as social 
media Facebook is also becoming popular in an informal manner.   

• Hiring Local educated: Often, many educated people may not have considered a “sales job” as a 
career option especially in rural areas. These can be any graduate living in the district who are 
currently working as teachers or owning small businesses, such people can fit best for the local 
requirements. 

• Role of training and development:  The type of training provided for rural selling is quite 
significant and must be highly customised.  

Factors Impacting Sales Recruitment Policy 
There are several aspects to be considered, firstly the long-term outlook for growth in the rural 
geographic area. The demand for products in the rural regions, the cost and process of 
recruitment adopted, the recruitment policies of the company, the distribution strategy and use 
of technology enabled selling. 
 

Job Analysis for Sales Roles 
 

 

 
 

Figure 2.3 Job Analysis for Sales Roles 

Source: Developed by Authors 
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Sales Responsibilities Activities  
Direct selling/ client 
interactions 
/Online selling/Tele calling  
 

Prospect location 
Business development 
Handling customer sales 
Sales planning  
Selling products and services 
Recovery of bills 

Customer relationship 
management 

Customer retention 
Problem solving  
Training customers to use products 
Complaint handling 
Rapport building  
Securing customer recommendations 
Networking 

Territory management Ensuring adequate coverage of all current clients 
Scouting for potential expansion of territory 
Identifying low performing geographic areas and  
Creating strategy to improve sales 
Optimising time and technology to cover territory effectively 
Competitive intelligence 

Product Knowledge Keeping updated about own and competitors’ products 
Technical expertise on usage and guidelines for best output for customers 
using the product 
Pro-actively learning about new technology/ new developments in 
product domain 

Entrepreneurial mindset A salesperson is like a CEO of their territory and therefore an 
entrepreneurial mindset has to be cultivated. 

- Looking for ways to collaborate with stakeholders such as 
distributors/clients to expand and grow company’s business 

- Having a broad outlook with respect to products and services and helping 
or sharing information about new avenues of growth with other 
departments or other divisions of the company based on market 
intelligence 

- Anticipating change and reading the trends in the market  
- Pro-actively trying to pre-empt competitors’ reactions to sales strategy in 

the geographic area 
- Finding ways to interact with influencers/opinion leaders to expand the 

scope of business 
Reporting and 
administration 

Technology savvy to use mobile applications and software 
Timely and effective reporting  
Recording important changes in the market  
Expense bills 
Any other administration requirements 

Channel Management Interaction with the channel members 
Retailers/dealers/wholesalers/resellers/SHG groups/ farmers/ small 
business owners/ any other 
Issues related to channels 
Availability matters: order tracking, disbursement  
Payment issues 
Product damages or returns  

Source: Created by authors 
Recruitment and Selection 
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All the activities involved in securing applicants for sales positions is called recruitment. The most 
common method used is advertising in media such as newspapers, magazines, visiting college campuses, 
online paid advertising on search engines such as Google or Bing or on news websites such as NDTV, Times 
Now, Local TV channels, posting positions on job websites such as Naukri.com, professional networking 
websites such as LinkedIn or Indeed.com, nowadays social media sites such as Facebook and Instagram 
are also being used.  
 
For middle and senior level positions, head hunter consulting companies can also be used. The 
recruitment advertisement or post should inform applicants about the type of role, region to be covered, 
type of selling, responsibilities and activities, expected remuneration, type of position (part time or full-
time, remote of in-person), contractual or any other type of appointment. Typically, an online application 
form is used these days which can be uploaded online or printed and sent to the company. The common 
information sought would be educational qualifications up to the highest degree attained, skill sets 
possessed including computer skills, spoken and written communication skills. Previous experience and 
type of experience, willingness to work in rural areas and number of years worked and all other details. 
 
Recommendations: Many companies have a system of rewarding the existing employees from sales 
department or any other to recommend the most suitable candidates. This motivates the existing team 
to find the best suited candidate to the rural sales team as the addition of the right candidate may to lead 
to higher sales performance and it helps the company to reduce attrition which would have otherwise 
occurred if unsuitable candidate is selected. Companies also give financial rewards for the selected 
candidate to the employees. 
 
Selection process 
There are different approaches used by different companies. A combination of the below mentioned 
steps are used.  
 
 

 
Figure 2.4 Selection Process 

Source: Created by Authors 
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The Preliminary interview is like a screening interview, to check the suitability of the person and the 
position. Currently most companies have adopted online/video calling method to conduct the screening 
interview. This is followed by a written test which can be administered online or ‘pen & paper’ typically 
covering IQ questions, analytical reasoning, basic mathematics, understanding and interpretation of 
cultural and body language and communication, knowledge of sales process and selling skills. Technical 
Interview is conducted to evaluate the candidate’s communication skills, both oral and written, 
proficiency in local languages is preferred and if the product is a technical product such as in B2B or 
manufacturing or any technology related product then technical knowledge would also be tested. The 
Psychological test or interviews are done to assess the mental capabilities of the person in terms of 
attitude and behaviour, personality is assessed. The physical examination is conducted to verify if the 
candidate’s health is suitable for the type of work involved. For example, a physically disabled person may 
find it very difficult to travel in interior parts of the country where the public transport is not disabled-
friendly.  
 
The process depicted above is only indicative as every organization may use different processes 
depending on the requirements. 
 
Types of Interviews 
Patterned Interview: This is a guided interview; a list of ready questions is available which the interviewer 
poses to the candidate for getting information.  
Unstructured Interview: This is a non-directed interview, where in the interview has a few broadly 
identified questions and allows the discussion to be free-flowing in a relaxed manner. The purpose is to 
uncover the hidden or ‘not so visible’ personality traits or talents that a candidate might have and the 
candidate is asked to share their ideas and perspectives freely. 
Semi-structured Interview: This is also called as outline interview, the format is a mixture of the 
characteristics of patterned and unstructured interviews.  
Stress Interviewing: This type of interview is sometimes used to check how the candidate might respond 
in a stressful situation by not listening fully to the candidate or opposing the candidates answers or by 
silence.  
Hypothetical example: if there is a sales person working for a call-centre in a rural area and has to sell to 
urban customers, it is possible that the customers might mock the English accent of the rural sales person, 
in such types of sales roles, handling stress is a key competence and some measure of candidate’s stress-
handling ability can be determined.  
 
Sales Training 
Selling is a solution providing activity and training helps sales people to comprehend, handle queries, 
clarify expectations and satisfy customers’ needs through product/service matching them. 
Training can be defined as a deliberate strategy within the organization that aims improve the 
competencies of sales people in different areas including skills, knowledge and behaviour. Skills to be 
developed at different levels can be seen in the graphic. 
 
The ultimate goal being to make sales people more effective in their jobs and also to improve customer 
relationships, to reduce turnover, engage sales people, improve satisfaction and morale, help in time 
management and better territory management. 
 
There are different kinds of sales training: Off-the-Job training (can be classroom or online or blended), 
on-the-job training (learning by observation with a senior manager/ colleague initially and later by self-
experimentation). The typical training programs for sales staff include sessions on product information 
(own company and competitors), market knowledge, industry information and selling skills. The content 
for middle and senior level managers focusses more on team building, leadership skills, data analysis and 
sales strategy building. 
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Online channel for sales in rural India for Rural Products 

The popularity of social media in India is very evident. With digital India program and increased 

affordability of mobile data, internet is accessible to many rural areas including tier II and tier III 

towns. 

Meesho, is an all-women’s social eCommerce website, where women can choose products and 

resell them online. “Meesho” is short form of Meri Shop or “Apni Dukan”. It’s a reseller model, 

these women curate unique merchandise online and sell directly through WhatsApp, Instagram 

or Facebook. There are 13 million women entrepreneurs/sales agents, who do not have to invest 

any money upfront and they secure a percentage after the sale. 

Meesho has majority of rural handmade artisan products such as Rajasthani footwear 

(traditional Jaipuri Majory), handloom sarees, kurtis, decorative home crafts and other 

productssss. Handicrafts constitute 10% of the total products sold on Meesho. 

A woman reseller, who is selling using Meesho app has to browse catalogues of products from 

across the country, selecting those that she feels would have takers in her circle of friends, and 

sharing the product photos on social media. Once she finds a buyer and settles on a price, usually 

in a private chat, she returns to Meesho and orders it. As far as the buyer is concerned, the 

customer is dealing with the Woman, although it is Meesho taking care of sourcing, delivery and 

payment. The reseller adds a margin for herself and quotes the price to the customer. 

The prices are quite affordable as Meesho is able to get bargain-basement rates from small 

suppliers who see larger volumes of sales through the pan-India channel. 

The women are using creative ways of making posters, run marketing campaigns on their social 

media sites such as Facebook, WhatsApp and Instagram, they also place advertisements to reach 

their target audience. These skills have been developed by them through experience and seeing 

what works. 

18,00,000 women sold beauty, fashion and lifestyle products worth $8 billion USD 2018 in India 

using Meesho app. Meesho has network of two million ‘social sellers’, nearly 80 percent of 

which are women. They sell goods from over 15,000 suppliers in over 700 small towns. The 

app is available in seven local languages, 40 percent of its daily active users (DAUs) consist 

non-English speaking population.  

Apart from reselling product, the women can also train other women and get paid a commission 

for enrolling other women to join the network. 

Any manufacturer from rural or urban India can sign a deal with Meesho and sell their products. 

This is also a boost to rural arts and handicrafts. There are 21000 suppliers of products, quality 

check is done by Meesho. 

Discussion Questions 
1. Do you think Meesho resellers can be targeted as a source of recruitment by companies 

for Sales people in rural areas? 
2. What are the strengths and weaknesses of using platforms such as 

Facebook/Instagram/LinkedIn as recruitment channels? 

Developed by authors based on 
https://yourstory.com/2020/03/rise-social-commerce-startups-india-meesho-bulbul 
 

https://yourstory.com/2020/03/rise-social-commerce-startups-india-meesho-bulbul
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Training needs analysis and Training effectiveness analysis are both essential to bridge the gap between 
before and after training. Periodic studies can be conducted to know what exactly should be imparted in 
training programs, the methodology, the competencies to be built, the outcomes to be mapped and the 
behaviours which can be observed after the training program. If needs analysis is conducted well, It leads 
to a proper design of training program which in turn meets the objectives when delivered using 
appropriate methods and skilled /accomplished experts and trainers. 
 
Training effectiveness can be conducted at multiple levels. At individual level, it can be personality 
aspects, leadership and managerial factors, personal and inter-personal effectiveness and others based 
on objectives. At organizational level, factors such as climate conducive for learning, facilities, group 
perception and design of efficiency parameters. Effectiveness is also measured for the type of training 
delivery including instructional style, engagement, discussion, and feedback. 
 
There are different methods of evaluating sales training. At reaction level feedback is taken about the 
objectives, content, trainers’ skills, pedagogy before and after tests to check the change in knowledge or 
skills can be organized. At implementation level, the transfer of skills can be observed over a period of 
time on the job. Senior managers observe the changes in the competencies of the team members which 
are observable. 
 
Several training-based real-time projects are created which will demonstrate the learning and 
development in the trainees. 
 
 

 
 
 

Figure 22 Sales Training for Different Levels 

Source: Created by authors 

 
 
 
 
 
 

Senior Level (zonal and National managers): Strategic thinking, setting sales strategy, 
business growth and expansion, networking, forming alliances & partneships, leading 

and motivating large teams

Middle level (Area and Regional managers): team management, sales planning, strategy 
execution, motivating team members, time management, market intelligence and forging 

customer relationships

Entry level (Sales executives): Selling skills, time management, product knowledge, cultural 
orientation, team orientation,  rapport building, local language skills, attitude & behaviour 
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Will Training reduce Turnover of Sales People? 

Pharmaceutical selling involves sales representatives meeting Doctors to promote the drugs that 

the Pharma company makes. Sales representatives meet dealers, retailers and pharmacists to 

ensure stocks of the products in the market. 

Many representatives face absence of job satisfaction, stagnant career growth, tedium, lack of 

inspiration and pressure  

Several measures to reduce attrition can be: 

1. To create excitement at field sales level by through interesting events and contests 

which provide an opportunity for sales people to show their creative skills such as 

making local promotion campaign materials, design events for channel members or 

doctors. 

2. To have periodic formal and informal training for building skills in the areas of 

negotiation, team management, networking, technical skills for using latest tools in sales 

automation. 

3. To have Job-Twinning assignments for short or medium term (6 months to 1 year) in 

Market research or sales training or brand management. 

4. To transfer sales people from a simple therapy area to more complex therapy area. 

5. For sales people from rural areas or for those who have studied in the vernacular 

medium., spoken English training can greatly improve confidence and help improve 

sales, as this will enable them to converse freely with super specialists and physicians. 

6. Supporting higher education in the domain of sales and product/brand management 

and management development programs. 

7. Ensuring that there is a minimum of 10-15 training days spread over the year to refresh 

sales people. 

8. Both In-house and outside expertise must be used for training so that the sales people 

can learn from different types of trainers. 

Conducting Training needs Analysis 

The requirements of fresh graduates/post graduates will be different from experienced sales 

executives. The requirements for new managers will be quite different. Many times the executive 

who is an excellent sales person may fail badly as a new manager due to lack of team support, 

inadequate leadership skills, poor credibility with the team members, inability to instil 

cooperation and many other reasons. Therefore, training needs analysis and creating long-term 

focus for their sales career would goa long way in retaining sales persons. 

Blended training programs are quite useful, which means a combination of online plus classroom 

training, this will ensure continuity of learning as well as reduce the costs of training. It is believed 

that such training programs will keep the sales persons engaged and help reducing attrition. 

Discussion Questions 

1. What other suggestions can you make to Pharma companies to reduce attrition?  

2. Many Pharma Companies recruit arts and commerce graduates to sell pharmaceuticals? 

What is your view about this and justify tour opinions? 

Developed by authors. 
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2.3 Motivating and Engaging the Sales Force 
Motivation is a psychological aspect that deals with goal directed behaviour. There are different reasons 

for motivation according to researchers. The famous Maslow’s theory talks about unfulfilled needs and a 

hierarchy of needs.  

 

Need for Motivating Salesforce 

• The work profile in sales departments is challenging with stiff deadlines and delivery of time-

bound results. This can be quite stressful  

• The sales person faces a lot of rejection every day from different stakeholders especially 

customers, this can have a negative impact on confidence and well-being of the sales person 

• Most sales profiles in rural India would entail hardship in the form of travel, stay and improper 

food availability on the road. This adds to physical discomfort and possible health implications 

• Sales is typically a lonely job as the maximum interaction is with external stakeholders and many 

times colleagues do not meet each-other often and that can lead to dip in motivation 

• If the sales person is not having family living with them, in the sales territory then it becomes a 

cause for loneliness 

 

According to Maslow (1943), the first need is physiological, which is essentially required for survival in 

this world. It includes food, shelter and clothing. The second need is for safety and security, this includes 

health security, financial security, protection of self and family. The third need is for Love and 

belongingness, this pertains to human connections, relationships with family, friends and community. The 

fourth need is of Esteem. Esteem is a feeling of worth, it can be of two types self esteem and esteem in 

other’s perspective. Self-respect, acknowledgement or validation from others are part of this. The final 

need is of self-actualisation, where in a person is in such a state of mind that he/she feels they have 

realised their full potential in life and also want to contribute to the betterment of others’ lives. 

 

As per Herzberg’s Two-Factor Theory (1959), Human beings have two classes of need. The first class of 

need is called ‘Hygiene Factors’ and the second class of need is called ‘Satisfiers’. According to this theory 

if a person does not have first class of need i.e., hygiene factors in their life, they become dissatisfied but 

the presence of the Hygiene factors does not increase motivation. 

 

An example for this can be if a salesperson is provided a travel allowance to cover remote locations in his 

territory, he does not feel motivated but if travel allowance is withdrawn, he feels dissatisfied. If the 

second class of need i.e., ‘Satisfiers’ are present than the person is motivated and if these are absent, it 

can lead to demotivation. If the salesperson is provided with excellent mentorship program, he feels 

motivated and in the absence of mentorship, he can feel demotivated. 

Hygiene Factors: Interpersonal Relations Peers, Supervisors, Subordinates, Company Policy, Job, Security 

work, Conditions, Salary, Personal life. 

Motivation Factors: Achievement, Recognition, Advancement, Work itself, Growth Potential and 

Responsibility 

Vroom’s Expectancy Theory posits a relationship between a person’s effort and performance/result. 

More effort will lead to better performance. For example, if a salesperson spends more time in convincing 

customers to buy, it results in better sales. The diagram below shows the linkage between the efforts, 

performance, reward and valence. 
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Figure 23 Vroom's Expectancy Theory 

 
McClelland’s needs Theory states that there are three types of needs, they are need for power, need for 
affiliation and need for achievement. For instance, one sales executive may think more incentives will 
help in better performance, another sales executive may think that a friendly and conducive work culture 
is more motivating and another may think that a larger sales territory with more channel members to 
administer will add to their power and that motivates them. 
 
According to McGregor’s Theory X and Y, human beings are of two types, if left alone type 1 does not 
want to work, are inherently averse to work and such people need to be monitored, led and checked for 
their work often. The second type that is type 2 people are intrinsically motivated and do not require any 
kind of external forces to make them work. A possible application of this theory is seen in the popular 
parlance as ‘carrot and stick’ policy. So if a worker does not work properly then punish them, control them 
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and in an extreme scenario relieve them from the job. If a worker performs well than appreciate them 
and give rewards. 
 
Self-determination Theory by Deci and Ryan (1985) state that there is primary difference between 
intrinsic motivation which states to undertaking something that interests or is enjoyable to the person 
and extrinsic motivation, is undertaking something for the sole reason of a particular outcome. Both 
intrinsic and extrinsic motivation have cognitive (mental process of knowledge acquisition) and affective 
(moods, feelings and attitudes) components. So, if a salesperson is intrinsically motivated, then 
challenging assignments, job-twinning, work that the sales person enjoys most can be increased. If a 
salesperson is extrinsically motivated then salary, rewards, awards, recognitions can be increased. 
 
The graphic below depicts the type of motivational tools that are used in Sales management and how 
they relate to the different motivational theories. One has to note that majority of the motivational tools 
can be classified as financial and non-financial. Each salesperson is unique with respect to what might 
motivate them, it is also possible that sales persons may want different motivations in different phases 
of their careers.  
 

 
 

Figure 24 Comparison of Different Motivational Theories 

Source: Created by authors 
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Financial and Non-Financial Motivation techniques 
 
 

 
 
 

Figure 25 Financial & Non-financial Motivational Techniques 

What is a Good Sales Compensation Plan? 
 

• It ensures a living wage in the fixed amount of salary. Apart from fixed salary the variable salary 
can be based is performance and extent of achievement of sales goals. 
An organization which aims at attracting superior talent for the sales department, will aim to fix 
salary (fixed plus variable) in the top 20 % of companies in any given country in a particular sector. 
For example, if a Private dairy company is hiring for sales executives to work in rural areas, the 
company will first take an average of the compensation provided by all the companies and see 
the range of compensation offered. If the lowest salary is INR 1 lakh PA and highest salary is INR 
5 lakh PA, the company can offer between INR 4-5 lakh to be in the top 20%. 

• The compensation fits with the rest of the motivational programme. Most companies choose a 
combination of different tools based on the motivational theories discussed. As there are 
different types of sales people, the plan should provide for the sales person to have a good living 
standard, financial and non-financial incentives, intrinsic and extrinsic motivators, rewards and 
punishments.  

• The compensation plan should not be designed in such a way that it benefits the salesperson 
working in an attractive growth territory vs a salesperson working in a new unexplored or a 
cluttered (stiff competition) territory. It should aim to reward efforts and results of the 
salesperson’s work and not the potential of the territory 

• The compensation plan should be easy to understand for the sales personnel in such a manner 
that they can know how much they would earn with a particular level of performance. 

• The entire organization’s market share and growth is dependent on the achievement of sales 
goals hence, the plan should serve as a catalyst for ensuring the objectives. 
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Types of Sales Compensation Plans 

 

 

 
Figure 2.10 Types of Compensation Plans 

In straight salary plan, sales persons receive fixed pay every month, some examples can be of sales staff 
working for family retail businesses in the urban or rural areas. It is easy to direct and supervise over the 
sales staff, there is flexibility and provides safety for sales staff as they feel secure in this plan. The main 
drawback is there is no reason for a sales person to work hard or create more business and this may 
impact growth and expansion. It also demotivates the high performing sales people.  
 
In straight commission plan, sales productivity will decide the commission. There can be reduction or 
increase in commission based on sales volume and different percentage of commission paid based on 
timing, product category, region sold in. There can be two types of straight commissions, in one the sales 
person is expected to bear all costs of selling and earn commission after the sale. In the second type, the 
organization pays for expenses and then commission after the sale. This method has less control over the 
sales persons, majority of companies in insurance and banking use insurance agents and banking 
correspondents in rural markets as straight commission agents.  It has flexibility for revising 
commission rates for different products. It is possible that the sales agents may neglect business 
development, they may sell more demanded products and ignore difficult-to-sell products  
 
In Fixed plus variable pay method, the sales person gets a fixed salary every month and a variable 
component which varies based on performance. The variable component can be in the form of 
commissions or incentives or profit sharing or any other method. Many companies in India use this 
approach for sales, typically it is a 60:40 ratio (60: fixed and 40: variable). It may vary from company to 
company and sector to sector. Sales staff is also provided with fringe benefits such as family vacation 
days, leave travel allowance, medical insurance, gratuity, stock options, pension plans and bonuses. 
 
Engagement of Salesforce 
Employee engagement is the level of employee’s commitment and connection with the organization. If 
an employee is engaged it is visible in their approach to their work, the person is involved and 
excited/enthusiastic about the work and the organization.  
 
Researchers at Gallup Inc have conducted several studies on employee engagement and in many 
organisations’ employee engagement is still at a nascent stage. If an employee if disengaged then, they 
may be working in a routine, uninspired manner, ‘going through the motions’ performance. There could 
be several reasons for disengagement such as highly challenging sales territory, where in even if 
salesperson works very hard, results are not visible, when senior managers ignore the mental pressures 
faced by sales representatives then sales representatives are likely to feel disappointed. Routine or 
unchallenging work can also lead to disengaged salesforce, this can happen when a salesperson is working 
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in the same territory for a few years and thinks that there is no further scope for change. The sales job, 
by its nature causes stress and if not addressed early, can lead to disengagement. 
 
In order to improve engagement of salesforce, the sales manager- sales representative relationship must 
be equitable and fair, there should be emphasis on peer-to-peer relationships, micromanagement must 
be avoided, as far as possible sales person must be given the choice of territory so that the person is most 
comfortable to work in it. A coaching and mentoring program must be used to enable sales managers to 
guide team members properly, periodic need-based sales training programs must be conducted. The trust 
between the sales manager and the team, between employees and the top management are essential 
aspects of employee engagement and this should be emphasized in all in-company events. 
 
Sales Training as an Engagement Tool 
Training of salesforce is an essential activity and skilled sales people are essential for the success of the 
sales calls and negotiations between customers and salespersons. There are different types of training 
programs that can be designed for entry level sales staff, new sales managers, senior sales managers. The 
specific training aims must be well-defined, content conceptualised, training methods selected, 
implementation and procedures set up to evaluate the results. Many organizations have their own sales 
training department and the complete calendar of training programs are planned yearly in consultation 
with the learning & Development team. Few organizations hire external training agencies such as leading 
business schools, sales training organizations or training consultants, to conduct the sales training 
activities. Classroom training programs usually include mock sales calls, product knowledge sessions, 
market and company profile information, motivation and engagement. There is increased focus on digital 
learning modules and companies are using simulations and gaming solutions to create a marketplace and 
experiment with training methods. 
 
 

2.4 Evaluating Sales Force Performance: Methods and Process 
One of the most important responsibilities of sales managers is to evaluate the performance of the sales 
personnel. For the most part sales performance is obvious as the quantitative targets and achievements 
are clearly visible in each sales territory. The complications arise when there are multiple factors which 
impact sales performance such as environmental, external situation, market economy, extent of 
competition, these are beyond salespersons control. Some factors such as motivation, skill level, 
commitment, foresight, planning, and genuine concern for the customers’ wellbeing can be worked upon 
and the purpose of feedback is to focus on the controllable and changeable factors. 

To measure performance, it is necessary for the sales manager to put in place a performance evaluation 
procedure. In many technology organizations annual performance reviews have been done away with, 
feedback is provided as and when employee demonstrates performance (good or bad), like a continuous 
performance evaluation. Most other organization still have annual performance appraisal, quarterly 
reviews, and half yearly reviews. 

A proper evaluation process ensures that the organization is essential It also provides the sales personnel 
with useful information on their performance and gives suggestions for improvement. performance 
evaluation serves as a mechanism for better interaction between managers and their team members, but 
the sales manager must be interacting with the team at least once a week if not more.  

Process: The first step is to define the criteria that affect the performance of the sales force, these are 
also called as key result areas and these are developed by HR and Sales team together, the criteria are 
updated annually. Step two involves setting performance standards, these are developed by the 
marketing team and senior sales team together and the targets for each territory flow from the overall 
company target, regional target, area target and finally the territory target.  Step three involves 
monitoring actual performance, the immediate sales manager monitors performance on 
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weekly/monthly/quarterly/annually basis. The last step is to review and provide feedback to the sales 
personnel. 

 
The aim of performance evaluation is to verify whether the sales force activities are in alignment with 
company objectives. Periodic reviews help in timely course correction and remedial action plans can be 
started. It influences sales executives and managers to not lose focus on the goals, sometimes decisions 
regarding transfers are also impacted. 

In most organizations, it is the immediate supervisor or the reporting sales manager who conducts the 
performance appraisal. Sometimes a team of people including the HR manager and the marketing head, 
along with the sales manager, appraise the sales personnel.  

Many methods of performance evaluation have been created over the years. But there is no single 
method that can be considered perfect for all organizations. 

Motivating Sales Personnel during Pandemic at Henkel India 

In India, for sales personnel in consumer organizations, incentives constitute 30-40% of the earnings in 

any given year. The system is competitive and allows high performing sales managers to get the full 

extent of the incentives and a base level of incentives is within reach for majority of the sales teams. 

The slow-down in Indian economy 2020 due to Covid-19, majority of the sales people in Henkel India, 

may not have been able to achieve the set targets. In an era where many organizations were announcing 

pay cuts and stopping incentives for some time, Henkel India decided to take a different route. 

Henkel decided to pay a minimum Incentive pay out for all sales personnel in rural and urban India, even 

if the sales target was not achieved, however the sales personnel who achieved the target were paid 

more as per designed formula. 

The total incentive budget for the sales personnel was decided at 70% of the achievement of previous 

two years, to factor in the drop in sales due to Covid-19. 

The additional challenge faced by sales personnel was the inability to meet customers ‘face-to-face’ and 

digital methods had to be adopted very quickly by the sales personnel. Henkel India launched an 

Ecommerce platform called ‘Eshop’. it was a huge challenge to train the sales force as well as channel 

members to adopt this ‘Eshop’ 

and onboard all the stakeholders to use the Ecommerce platform. Henkel India invested in training the 

sales staff consisting of several training modules to understand the Ecommerce platform, use it and 

in=turn also enable the external stakeholders to sue the platform and conduct business online. 

An off-shoot of this Virtual Business meetings being conducted regularly and usage of the Ecommerce 

platform by Henkel’s customers resulted in reduction of the ‘cost of selling’ as the costs of travel, stay 

and accommodation was completely minimised. The need for comprehensive understanding of the new 

type of online systems for ordering products brought the sales people and customers through frequent 

online interactions and this has enhanced customer proximity and relationship. 

 

Discussion Questions 

1. What is your opinion about Henkel’s strategy to pay a minimum incentive to all sales personnel? 

Justify your stand. 

2. Do you think the high performing sales people will be demotivated by seeing low performing 

sales personnel get minimum incentive? Justify your reasons. 

 

Developed by authors, based on 

https://www.hrkatha.com/news/compensation-benefits/how-henkel-india-incentivised-its-

salesforce-in-the-covid-era/ 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.hrkatha.com/news/compensation-benefits/how-henkel-india-incentivised-its-salesforce-in-the-covid-era/
https://www.hrkatha.com/news/compensation-benefits/how-henkel-india-incentivised-its-salesforce-in-the-covid-era/
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Types of Measures 

Quantitative measures 

This includes:  

1. Output measures: number of orders, number of cancelled orders, number of new customers, number 
of lost customers, number of visits to after sales customers, number of events participated.    

2. Input measures: number of prospective customers, total number of calls, number of planned calls, 
phone calls to prospects, number of presentations to prospects, new channel recruitment.  

By qualitative measures. This method is conducted by the salespersons’ supervisor by interviewing sales 
executives informally in the sales clinic session.  A performance appraisal form is filled up, initially by the 
sales person as a self-appraisal , comments are added by different supervisors and later  interviews are 
held either in a panel format or only between sales executive and sales manager. The sales manager or 
the panel rates the employee on a scale developed by the company. Hypothetical example, there can be 
a scale which has 5 levels of performance from Corrective action plan to Excellent and there are 3 levels 
of differentiation under each level of performance, these are maximum, medium and minimum 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 26 Performance Measurement Ratings 

Source: Developed by authors 

2.5 B2C VS B2B Sales Function and Customer Relationship Management 
Businesses to customers selling situations are found in retail sales, online sales, pharmaceutical sales, real 
estate, farmers selling directly to customers as many organic farms sell directly to end customers. 
Transactions between a business and end customer are called B2C. In business to business selling 
situations such as FMCG and FMCD companies sell to end customers through distributors and dealers,  a 
company manufacturing tyres or spare parts can sell both B2B and B2C, B2B to other car/vehicle 
manufacturing companies and B2C to end customers in retails showrooms. There are several B2B 
companies selling online such as vendors selling to ecommerce companies. Therefore, transactions 
between one business and another business are called B2B 
During Covid-19 and even before many companies started selling directly to end customers, one such 
example is of Tata steel (see figure below).  
 
Differences between B2C and B2B Selling 

Rating  Score Remarks 

5  Max 
 Mid 
Min 

Excellent 

4 Max 
Mid 
Min 

Very good 

3  Max 
 Mid 
Min 

Good 

2 Max 
Mid 
Min 

Needs Improvement and 
Corrective action plan  

1  Max 
Mid 
Min 

Corrective action plan 
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Figure 2.1227 Difference between B2C and B2B Selling 

Developed by Authors 

Relationship Management (CRM) 
Over the years the effectiveness of mass communication channels such as advertising has been reducing 
and companies have been looking for long term profitable relationships with their customers, in a 
manner, where in, the customers need can be identified properly and customised product or service 
recommended for them and to sustain and nurture the relationships for the future too. Relationship 
Marketing is to create loyal consumers/customers either in B2B or B2C scenario, with an aim to generate 
higher preference for the company’s brand by offering superior value and a bundle of benefits better 
than competition. The combination of brand quality, win-win relationship (for example, faster service, 
flexibility of payments, better discounts, life time validity, gifts and coupons) and lifetime hassle free 
services is expected to make the customers prefer the organization which has better CRM vs its 
competitors. 
 

•large customer base

•smaller orders

•shorter sales cycle

•less or no customisation

•individual selling

•quicker discussions

•Focus on need matching and 
product benefits

•Manufacturer/retailer to Customer

•Advertising, promotion critical

B2C

•fewer customers/clients

•larger orders

•longer sales cycle

•high on customisation

• extended negotiations

•team selling

•Focus on relationship and product 
attributes

•Manufacturer/or any business to 
another Business

•trust and professionalism

B2B
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Tata Steel: B2B or B2C or both? 

Steel Junction is a new type of Mid-size retail store launched by Tata Steel in August 2019 in Kolkata. 

The aim of the company is to create a unique experience for end customers of steel. It is a ‘one stop 

outlet’ for all things steel. The store has 6000 square feet of space to display a deep assortment of steel 

products from gifting ideas, hobby items, home décor, home building, home construction, tools and 

implements. 

Several brands such as Tata Tiscon, Tata Pravesh, Tata Wiron, Tata Colour, Tata Agrico and Durashine 

are available. There is a partnership in place with other vendors who want to sell their brands too in 

this store, to give customers more variety and cater to all needs. The purpose is to make steel products 

easily accessible to end customers in a welcoming atmosphere with experience-based shopping. Steel 

Junction has a knowledge centre to research and comprehend customer needs and behaviour and 

create systems that will form a rich resource for all the channel members such as retailers and 

wholesalers. Steel Junction was first launched in 2005, but now the store has digital platform through 

their website www.aashiyana.tatasteel.com, ‘steel junction’ provides a physical store support in 

deliveries and order management. This ‘Company-owned, Company-operated’ store has generated am 

annual sales turnover of Rs 40 crore per annum since few years. 

During the 2020 Covid-19 related lockdown Tata steel divided the country into districts and zones as 

red. Orange and green and deployed the limited salesforce in urban and rural areas. All over India, the 

company has 125 points from where transactions are carried out. The company enabled 27 stockyards 

and 125 distribution points with digital platforms and analytics data from marketing to sales 

departments. Apart from digital enabled systems, in many situations, the sales employees and other 

operations staff helped customers get permissions from local authorities for valid travel permits during 

the lockdown. In order to educate rural customers, the company quickly increased the digital spend in 

rural markets, initially the expectation was that there would not be a good response from rural markets 

towards digital campaigns but the usage of digital platforms of Tata and also reception to digital 

campaigns was very encouraging. By using digital platforms, the company found that they had to spend 

on creative campaign costs and the transmission costs were negligible, as their own platforms were 

being used by dealers, retailers and end customers from any rural place, extensively to learn about new 

products, usage, price cards, and availability. 

Discussion Questions 

1. Do you think Steel Junction will be successful in the long term in converting steel shopping from 

B2B to B2C? Explain why or why not. 

2. Do you see any link between rural customers visiting ‘steel junction’ and its impact on Tata’s 

distribution model used in rest of India? Explain the reasoning. 

3. What do you think about Tata’s Digital platform strategy to educate and reach out to rural 

customers? Will rural customers prefer to buy/sell steel online even after few years? (When 

Covid-19 restrictions, may not be applicable) 

 

Developed by authors based on 

https://www.tatasteel.com/media/newsroom/press-releases/india/2019/tata-steel-unveils-india-s-

first-organised-steel-retail-store-steeljunction-in-a-new-avatar/ 

 

 

 

 

 

https://www.tatasteel.com/media/newsroom/press-releases/india/2019/tata-steel-unveils-india-s-first-organised-steel-retail-store-steeljunction-in-a-new-avatar/
https://www.tatasteel.com/media/newsroom/press-releases/india/2019/tata-steel-unveils-india-s-first-organised-steel-retail-store-steeljunction-in-a-new-avatar/
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Customer  

Irrespective of whether a business is a product of service, B2B or B2C, if relationship marketing approach 

has to be adopted the following have to be considered: 

• Reclassification of the business as a service organization (the business competes with a total 

service offering instead of only the product). For example, a Vacuum cleaner or Washing machine 

manufacturer providing after sales and maintenance services. A tractor company offering medical 

insurance and repair services. 

•  Reorientation of the business to a procedure perspective from that of a functional perspective 

the purpose being to create value for the consumer/customer, rather than just providing end 

product). For example, the company Firstcry.com not only sells all types of ‘baby and kids’ 

products online and in retails stores, it has a parenting corner on its website, where qualified 

doctors, dietitians offer advice to parents on maternal and child health, several queries are seen 

from rural areas too. The website also has information on child care, schooling.  

•  The formation of collaborations to manage the entire service process (connection with the entire 

value chain). For example, Aadvik foods (started in 2017) a camel milk manufacturing company 

based in Patparganj Industrial Area Delhi, sources the camel milk directly from breeders in Rural 

Rajasthan and Gujarat. The breeders are provided training and support to raise camels in a 

sustainable manner and the milk is organic. The milk is freeze dried and exported to several 

countries, apart from selling in India. The entire value chain is well designed by the company and 

the company is now supporting 100 camel breeders in rural Rajasthan and Gujarat. 

 

There are different ways that B2B and B2C companies develop and build relationships with their 

customers. In the last 15 years, technology-based CRM has become very popular in services organizations 

such as banks, airlines, in B2C and in software, consultancy organizations in B2B. Petroleum companies, 

FMCG and FMCD companies use CRM for their dealers and distributors. For example, Petroleum and lubes 

companies offer special loyalty cards and benefits to dealers based on volume of sales or distribution 

reach or any other criteria. These companies offer unique benefits such as Yoga and lifestyle for Truck 

drivers (Castrol) and accident insurance for truck drivers (Indian Oil Corporation Ltd) 

 

 In technology-enabled CRM, the company aims at recording all the data about current and future 

customers in one software, the software records day-to-day transactions, it provides real-time 

information about all customers. The software can also provide information on the profitability of each 

customer as defined by a set criterion with respect to what is the customer buying, how much are they 

buying, how often are they buying and predict what customers will buy in future. So, the software 

provides information on data analytics of current customers, predictive analytics and fraud detection too. 
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Model Questions 
1. Distinguish between activity, behaviour and outcome-based control systems. 

2. What is a sales audit? How is it useful? 

3. What is your view on recruitment using a sales person’s online profile on a business networking 

site? State the advantages and disadvantages of using this platform. 

4. What is job analysis?  

5. Explain the selection process. 

6. What is sales training? Explain the type of training provided to different levels of sales staff. 

7. What are the methods of sales training? 

8. Distinguish between different theories of motivation and how they are visible in designing 

motivation programs for sales staff. 

9. Explain the different types of compensation methods? Which would you prefer and why? 

10. How is sales performance evaluated? Explain the different criterion used. 

11. Distinguish between B2B and B2C selling. 

12. How is CRM helpful for a rural company? Explain with an example. 

  

CEAT Tyres: Technology for Rural Retailers 
 
CEAT is a major tyre company in India, wanted to improve consumer’s channel experience using 
technology. Most tyre companies use mass marketing and adding capacity, CEAT wanted to 
create a specific channel of Micro-Dealer Network to increase access of tyres to end customers. 
They added 25,000 micro-retailers - small, independent, family-owned businesses in 85% of 
India’s small towns and cities. The company used software developed by Salesforce.com which 
uses cloud computing. 
The dealer portal provides hassle free shopping experience for channel partners and consumers 
alike. All processes are digitized on the web portal with a self-service platform. dealers have seen 
a 3% improvement in sales. It is easy to raise complaints and get recovery too for customers 
claims online. Thus, aiding customer satisfaction and loyalty. 
300 salespeople of CEAT interact with the channel partners, including the 25,000 micro-retailers, 
providing them an opportunity to be in contact with the company easily. This is helping dealer 
loyalty. 
The same portal offers lead generation and sales people can track leads and convert prospects 
to customers. In future CEAT intends to use this platform for customer journey mapping, sales 
forecasting, and designing loyalty reward programs. 
 
Discussion Questions 
 

1. Do you think CEAT will capture more market share with the Technology-enabled 
platform? Discuss 

2. What are the various benefits for small businesses which work as micro-retailers for 
CEAT? 
 

Developed by Authors, based on: 
https://www.manufacturingtodayindia.com/uncategorized/4321-ceat-uses-technology-to-
helps-micro-retailers-in-rural-india-race-ahead 
 
 

To do Activities 
1. Interview a sales manager working in a FMCG or FMCD company and find out what is the 

criterion for performance appraisal? 
2. Visit the website www.firstcry.com and make a brief report on the value-added services 

provided by the company to its customers in rural areas. 
3. Interview a small business owner such as a retailer or wholesaler of appliances and write 

a report on the strategy used by them to attract customers and retain old customers. 
 

https://www.manufacturingtodayindia.com/uncategorized/4321-ceat-uses-technology-to-helps-micro-retailers-in-rural-india-race-ahead
https://www.manufacturingtodayindia.com/uncategorized/4321-ceat-uses-technology-to-helps-micro-retailers-in-rural-india-race-ahead
http://www.firstcry.com/
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Summary of the Chapter 
This is the second chapter and it enhances the student’s knowledge about the various decisions to be 
taken by the sales management department with respect to HR functions. The challenges faced in creating 
appropriate HR policies and motivate salesforce for high performance are covered. The differences 
between managing the sales function in a B2C vs B2B environment are discussed. The role of CRM and its 
linkage to sales function is elaborated upon. 
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Chapter 3 Distribution Management 
Introduction 
In rural distribution, there are several channels operating simultaneously. On one hand, agricultural 
products move from producers to consumers who could be living in rural or urban areas. On the other 
hand, urban products move from urban areas to rural areas such as some manufactured products. It is 
important to note that there are several manufacturing units in rural areas also for example tea 
manufacturing companies in hilly regions where tea is grown in Assam, West Bengal, Tamil Nadu. There 
are several agro-based products manufactured in rural areas such as textile mills, steel and cement plants. 
For example, The JSW steel plant is located in Bidadi, a town in Karnataka. 
 
In Agricultural products, the length of the channel varies from commodity to commodity, depending on 
the quantity to be transported, the form of consumer demand and degree of regional concentration in 
production. For products which are made anywhere (rural or urban areas) and then transported to reach 
rural consumers, similar factors are important such as local demand, quantity and season when 
demanded in different markets (rural or urban). For example, the farming community is likely to shop 
more during post-harvest season or festive seasons. In one situation rural people are producers and in 
the second situation they are consumers. 
 
For Agriculture based machinery and farm equipment the distribution channel would consider easier 
mechanisms of being used by farmers such as available of renting equipment versus buying so that small 
farmers can utilise the equipment. There are different ways to enable the channel and make products 
available at the nearest market place or market space (e-commerce) for rural products made in rural 
areas as well as urban or products made in one rural area to reach another rural area. Each channel has 
its merits and demerits. Marketing logistics involves end to end channel management.  The management 
of the flow of goods between the point of origin (village/town or factory) and the end destination 
(village/town/city/global market), which involves the planning of transportation of goods including raw 
materials and finished products, such as inbound transportation, outbound transportation, handling 
sourcing, procurement, production, packaging and inventory management.  
 
Distribution is the process of making goods (agricultural produce/finished products) available for 
consumers or other businesses as and when they are needed. This includes the storing, order completion 
and packing of goods, and even the management of returned goods. There is a lot of technology being 
applied in rural products not only in crop yield intensification technologies in technical domain but also 
in distribution and supply channels. Information technology has been adopted in a big way to improve 
efficiency and effectiveness of channels. 
 
Objectives 

• To learn about the different channels used by organizations to tap demand for rural products in 
rural market and in urban or other markets 

• To understand the advantages and disadvantages of different channels and learn about new 
channels 

• To understand marketing logistics and how it is different from traditional channels and best 
practices 

• To know the importance and usage of information systems in distribution of rural products 

• To learn about elements of channel information systems and how they are used in practice 
 

Content 
3.1 Distribution Management 
3.2  Different distribution channels 
3.3 Managing marketing logistics 
3.4 Management information systems for rural distribution 
3.5 Channel information systems 
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3.1 Designing Distribution channels  
 

 
A channel of distribution encompasses a set of organisations which perform all the activities required to 
move a product physically from production to consumption. The channel members enable the company 
to place the product with the best possible access for customers to buy it from and also save time for the 
customer. Channel members perform different activities for the manufacturer (factory made) or producer 
(farming/dairy/small business), these can be in some cases bulk breaking and packaging services, 
financing services, for example, distributors invest their money and buy the products and make a profit 
after selling to retailers. They provide appropriate storage facilities such a temperature control for cold 

GarviGurjari 
 
Gujarat has huge variety of crafts, including embroidery, cloth prints, work with beads and wood, 
pottery  
The range of the artistic craftsmen and hand-woven pieces are famous world-wide. Today, they 
can be seen in the homes of the rich and famous people and in hospitality leisure hotels and 
resorts. 
 
Gujarat State Handloom & Handicrafts Development Corporation Ltd (GSHHDC), a state 
government body, owns 'Garvi-Gurjari' brand stores in seven major cities of the country selling 
original Gujarati handloom and handicraft products. The revenue was 20 crores per annum in 
2012 from the seven stores. The GSHHDC started in 1973 and has been growing from strength to 
strength. Online sales on website was also started in a few years. 
 
GSHHDC works for identification, revival, development, promotion and marketing of handloom 
and handicraft products of Gujarat. It organizes exhibitions and tribal fairs to sell and create 
awareness of handloom, handicrafts and tribal crafts of Gujarat among prospective buyers. It 
provides marketing support to the artisans/weavers by way of managing the distribution system. 
It also provides assistance to the artisans/weavers in the field of design development, quality raw 
materials and development of new value- added products suiting to the contemporary market 
requirement and fashion trends. 
 
From 2013 onwards, the rights to private persons and companies was given to expand reach and 
use the  'Garvi-Gurjari' brand.  By 2020, The distribution network expanded to 25 outlets in eight 
States and there is a plan to add another 25. The showrooms get good response as all the products 
are made by the artisans and artists from various districts of Gujarat, their art form is protected 
along with enhanced income. 
 
In 2020, GSHHDC partnered with Flipkart, e-commerce marketplace, as a part of Flipkart Samarth 
initiative. Flipkart Samarth aims at bringing thousands of artisans, weavers and craftsmen from 
across the country into the fold of e-commerce, and helps them set up their business on the 
Flipkart Marketplace in an efficient, transparent and cost-effective manner. The handloom and 
handicraft artisans living in remote areas of Gujarat will now be able to use Flipkart’s platform to 
expand their market reach. Apart from selling their products, the artisans will get valuable 
knowledge about advances in designs, colour patterns and selling techniques from the platform. 
 
Discussion Questions 

1. Map the journey of GSHHDC from inception to till date. Visit www.garvigurjari.in and 
make a brief presentation. 

2. The artisans will now be getting support to sell their products online through Flipkart 
Samarth initiative. Will this help the artisans? Why or why not? 

 
Developed by authors based on 
https://stories.flipkart.com/flipkart-samarth-indian-artisans-weavers-craftsmen/ 
 
 
 
 
 
 
 
 
 
 
 

http://www.garvigurjari.in/
https://stories.flipkart.com/flipkart-samarth-indian-artisans-weavers-craftsmen/
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chain agricultural products such as, sea foods and fresh produce. They stock, display and hire sales staff 
who travel on designated routes regularly to different districts, blocks, villages to sell and provide other 
services such as managing complaints and expired goods.  
 

Channel members provide latest information about the on-the-ground situation, retailers and customers’ 

response to products, storage issues, competitor information and economic situation. Channel members 

influence and motivate retailers to stock new products and create demand through attractive discounts 

and offerings on price, on-time service delivery, support for damaged goods and other concerns 

 
The figure below juxtaposes a product such as wheat being distributed from rural area to any other area 
(rural or urban or overseas) for consumers in that market and a product (manufactured) made in urban 
or rural area for the consumption of rural consumer. Kisan mandi/apni mandi (Punjab), Rythu bazaars 
(Andhra Pradesh and Telangana), Uzhavar sandies (Tamil Nadu) are examples of direct farmer to 
consumer distribution channel. The same can besee in the case of livestock sales such as chicken or goat 
farming, honey farming. A farmer can decide to sell to traders or manufacturing companies or even 
conduct the farming activity for a contractor too. 
 
Product Wheat 
Farmer                     Consumer (both in rural area,) 
Farmer                     Trader                  Consumer (in rural/urban area) 
Farmer                     Wholesaler                   Retailer                    Consumer (in rural/urban area) 
Farmer                    Cooperative agency/Govt. Agency                   Retailer                  Consumer 
 
Product FMCG: Biscuits 
Manufacturer                        dealer/wholesaler                   Reseller                  Retailer                   Consumer 
(rural or urban area)                                                                                                                            (rural area) 
Manufacturer                   Retailer                    Consumer (rural area) 
Manufacturer                     E-commerce aggregator                   Consumer (rural area) 
 
There are Central Warehousing Corporation /State Warehousing Corporations, Co-operatives, Rural 
godowns are managed by central government and they buy the produce from the farmers and stock the 
food grains there. CWC and SWCs reach up to the district levels. The co-operatives are at the mandi level. 
The rural godowns are at the village level and owned by panchayat heads. All these tiers provide 
warehousing facilities for their members.  
 
How Agricultural Products are Different? 

• Perishability: the bulk of agricultural products have short shelf life from few hours to few days, 
hence require a dedicated channel 

• Heavy and Volume based: Majority of farm products are bulky, require space and huge vehicles 
for transportation 

• Expensive to move around: The cost of transportation by road/railways/ships is quite costly so 
unless the product is very unique or has superior quality, it is difficult to transport to far away 
places 

• Variable quality: unlike manufactured products, the quality control and assurance is not possible 
in all farms at all times 

• Lack of assured supply: Sometimes, there can be problems of pests or natural disasters which can 
disrupt continuous supply  

 
Distribution channels are required to reach rural markets from anywhere and as well as reach urban or 
other rural markets from rural areas to anywhere. The target destination can be rural markets for 
organizations making products, to be consumed by rural consumers or the target can be 
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urban/rural/global markets for products originating from rural India but used/consumed anywhere else 
in the world. 
 
Challenges for Rural Producers 

There are some problems of rural distribution for rural producers (including farmers/small food 

processing units) and organizations which market to rural consumers: 

• Transportation has not been fully developed, especially in hilly terrain such as North Eastern India 

•  Lack of proper channels of communication, the situation has improved at district levels with 

Digital India and other programs but interior panchayats still may not have access 

• Storage of goods in rural areas is a concern especially for dairy and products which require cold 

chain such as fresh fruits and vegetables 

• Multiple middlemen push up the costs and channel management is expensive for marketers 

trying to sell in rural areas. Therefore, Village entrepreneurship, using self-help groups, creating 

micro-markets can eb some solutions for this 

• Availability of suitable dealers is a challenge, hence in e-choupal, ITC created a buyer and seller 

market at the same place. Farmers can sell their produce and buy finished products in the ITC e-

choupal mall. 

 

Challenges for Rural Marketers 

Ensuring Reach & Visibility 

The thing which is critical, is to get the Stock Keeping Unit right, as rural retailer cannot afford to keep 

many different SKUs. In such an environment, being first on the shelf in the product category and 

developed a privileged relationship with the retailer is a source of competitive advantage to consumer 

good companies. 

Reaching up to Mandis, Towns, Semi urban centres – Organizations can cater to rural needs for consumer 

durables, clothes, kitchen equipment and agri-input by making their products available upto feeder 

towns, semi-urban centers or mandis. 

Targeting Larger Villages – There are only 85000 large villages out of more than 6,38,000 villages. But 

they have 40% of the rural population and 60% of total consumption. 

Understanding of Peak Seasons – Peak season times in rural parts are Festivals, harvest and marriage 

seasons. Bulk of the demand for the consumer durables concentrated during these times. The rural 

consumers are in shopping mood and have the cash for the same at this time. Organizations have to 

ensure that their products are available at these times. 

Delivery Vans – Company delivery vans which can serve two purposes; they can take the products to the 

customers in select rural areas and enable the firm to establish direct contact with them and thereby 

provide an opportunity for promotion 

 

Retailers in Rural Markets 

There are different kinds of retailers. Shops within the village/panchayat, shops situated on the main road 

and not exactly within the village, Kasba market or the tahsil market. At each type of store the products 

stocked will depend on the local preference and stocks quantity will depend of the demand. Many farmers 

also have small Kirana shops and margins are very significant to them as if they stock products for which 

the demand is very low, they would incur losses. 
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Wholesalers/Retailers of Rural Products in other Markets 
An example of rural products reaching urban and international markets is described below: Lucknow is 
popular for Chikan embroidery since the Mughal era. Triveni Chikan Arts was founded by Nitesh Agarwal, 
belonging to a middle-class family, he started the business in 2011. The company deals in the 
manufacturing and export of hand embroidered Chikankari clothes including kurtis/kurtas, tunics, saris, 
men’s and women’s wear, other handicrafts and apparels. The initial investment was Rs 13,000 and the 
annual turnover in 2020 is around Rs 3 crore. 

Triveni Chikan Arts currently caters to both Indian and international markets like Africa, UK, USA, New 
Zealand, Australia, Europe, Singapore, Indonesia, and Burma. Initially since 2005, 19-years-old Nitesh 
began by making products for exporters, later started sending them to Mumbai boutiques, the demand 
from international clientele started there. After gaining some experience and arranging for some capital, 
he registered at DCH Lucknow, where he gained knowledge about the export business. He started by 
displaying products in global fairs in Singapore and other cities. Apart from a 15 member staff team, 200 
women work for the business. These women do hand-embroidery, make handmade laces, applique work, 
sew buttons and also dokatia-zaali work. These women are from rural areas and have now become self- 

HUL Rural Distribution 
HUL is an FMCG company with 36000 employees and indirectly providing employment to over 
200,000. HUL distributes its products through 7000 redistribution stockists and source raw materials 
over 2000 suppliers which covers 6.3 million retail outlets in India. Approximately 250 million in urban 
and 250 million rural people are consumers of HULs 35 major brands. Some of the recognised 
distributions programs of HUL include: Project Bharat, Project Streamline, and Project Shakti. The 
process followed by HUL for its distribution is as follows:  
1. Carrying and Forwarding Agents (C&FAs) ensure stock outs do not take place by acting as buffer 
stock points. This system (C&FAs) also saves costs through reduced delivery time by means of direct 
transportation. Customer service to Redistribution Stockists has been the most important benefit so 
far. The role of the Redistribution Stockists has revamped to include providing service to retailers, 
reporting sales and stock data, providing manpower, financing stocks, extending indirect coverage, 
implementing promotional activities, screening for transit damages. 
2. Formation of mother report: In order to manage the higher number of SKUs and factories, an 
innovative method created is the formation of Mother Depot and Just-in-Time system (JIT). Some of 
the CFAs across the country were selected to act as mother depot. Each mother depot has a minimum 
number of JIT depots for stock requirements. For each set of market, required brands and packs by 
the MD and JITs are given to the mother depot by manufacturing units. On a weekly or bi weekly basis, 
JITs draw their requirements from mother depots.  
3. RS Net: RS Net is an IT powered system implemented to supply stocks replenished to stockists on 
continuous basis. It is one of the largest B2B e commerce initiative which provides linkages with 
Redistribution stockists own transaction system, provides monitoring of stocks and secondary sales. 
It optimises RS’s orders and inventories daily. It provides information to the sales team which gets to 
know which stockists have sold what to a million outlets across the country.  
Discussion Questions 

1. How does the mother depot system help in rural distribution? 
2. Differentiate between C & FA’s and mother depot? 

 
Developed by authors based on: 

Rural Marketing: A Case Study on Hindustan Unilever Limited by Manpreet Kaur. International 

Journal of Applied Research and Studies (IJARS)ISSN: 2278-9480 Volume 2, Issue 6 (June- 2013) 

www.ijars.in 

Manuscript Id: IJARS/ 506 1 
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sufficient. The business is expanding and now 15 countries are the recipients of the Triveni Chikan 
products. 
 

3.2 Different Distribution Channels 
For organizations supplying their products from any manufacturing location in India to rural markets, 
different channels are available. Some are exclusively used by Government such as public distribution 
system. Other are used by private sector and cooperatives and non-governmental agencies.  
 1. Public Distribution System 
The PDS began before independence to provide food security to all. Today it caters to the needs of 
household grains and food products for the below poverty line population.  
2. Distribution through Wholesalers/dealers 
This is the popular method of reaching rural areas. It entails no new investments for the company since 
these channels already exist. Wholesalers transport the goods and supply to nearby villages. The vehicle 
driver delivers goods to village small retailers, also collects the charges. Many times, village shop owners 
travel to district headquarters and pick up products as per their choice. The financial return for dealers 
and retailers is a commission on every unit sold, paid by the customer but it cannot be higher than 
maximum retail price as mentioned on the package. 
3. Distribution through Sub-Dealers 
The wholesaler or dealer can employ sub-dealers in villages. Wholesaler commission or percentage is 
shared with these sub-dealers, who in turn supply to rural retailers using own salespeople. Sub-dealers 
are convenient for companies as well as consumers in rural areas. 
4. Hub-and-Spoke Model 
The company decides to have private warehouses or own depots or a Carrying & forwarding agent, who 
in turn supply to surrounding village retailers/kirana shops. The company can operate its own depot or 
hire an external agency. This system ensures proper coverage of market and hence aids sales, however it 
more expensive than other methods. 
5. Direct Channel: Using Personal selling  
Sometimes, companies can use their own sales people as the channel of distribution. For a very long time 
Eureka Forbes products were supplied directly by sales people to the homes of consumers after doing a 
demonstration of the water filter or vacuum cleaners. Many small businesses such as Home based 
Papads/pickles/ baking cakes and jams and use this method. 
6. Outreach Programmes or below-the line activities 
 Many companies organise outreach programs using an external agency or through company sales staff 
with the support of dealers, these can be events organised in market places/haats/exhibitions/ 
participation in festival celebrations such as community events during Diwali/holi . there can be special 
campaigns for new products launched using mobile vans, announcements in villages . Even technology 
enabled voice advertisements/ videos can be sent via WhatsApp which is quite popular. Local contests 
can also be done. These activities become a new distribution avenue and when people from far-flung 
villages also get familiar with the products, this can lead to a new outlet for supplying in more deeper 
areas. 
7. Village Small Business People 
The company can create a new type of distribution by training and facilitating entrepreneurs in villages 
who can act as distributors/ retailers and brand ambassadors. The benefit of this model is that the 
company can reach the farthest of the villages. 
 8. Influencers 
Some community people are quite popular and exert some influence over the local community. They can 
be youth leaders, women who have small businesses or teachers or dairy farmers . They can also stock 
the products of any company and act as retailers  
9. Rural Retail Network 
Companies can work with retail chains already created such as Hariyali, Aadhaar, HOPCOMS and Choupal, 
or petrol pumps. These are innovative approaches which can be tried. 
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10. Non-Governmental Agencies 
There are few microcredit agencies, Self Help Groups managed by themselves or NGOs. This initiative was 
used by Tata Tea, which started its ‘Gaon Chalo’ initiative with NGOs and SHGs. This is a good way of 
gaining the trust of local community and also creating a distribution and sales network. An example of 
this: The Himmotthan Society (a TataTrust organisation) and Tata Global Beverages started a new 
initiative ‘Gaon Chalo Abhiyan’ in July 2011 in Uttarakhand. This is a rural distribution initiative, 
entrepreneurs living in the villages are enabled to sell tea from Tata Global Beverages in their respective 
rural areas. This boosted rural incomes and also created the much-required last mile rural distribution.  
 
The innermost locations which could not be covered by distribution network due to low population 
density, lack of proper roads and connectivity and widely spread-out settlements. Self-help groups were 
created and provided the structure to implement the program. There are 11 partners of Himmotthan 
Society  associated with Gaon Chalo Abhiyan reaching 1,300 villages in 26 blocks of six districts of 
Uttarakhand. There are 1,500 SHGs, On an average, each SHG is able to earn Rs1,000 per month. “Umang 
“Bhilangana Dugdh Utpadak” is a women’s Federation which is a first level distributor for this program. 
This Federation has earned Rs. 346,842 and sold about 70 tons of tea. Seven rural distributors and a 
District Coordinator were provided employment through the Federation’s engagement, with each 
individual earning more than Rs8,000 per month.  
11. Rural Value Chains 
Supply chains are created to provide goods to villages and enable farmers to sell their produce/products 
through the same channel. An example of this s PepsiCo’s agricultural operation in India is an example. 
At present, PepsiCo in 2016, earned 26 percent of its sales from processed agricultural products including 
rice, peanut butter, potato, garlic, tomato, ginger paste, chilly and others. It signed agreements with 
Punjab Agro Industries Corporation and Punjab Agricultural University for contract farming and research. 
It provides information support and technology to the farmers. Farmers have assured returns and returns 
have increased as quantity and prices are fixed at the time of agreement.  
 
E Commerce in Rural Markets 
There is increased usage of Ecommerce in rural markets the last few years. E commerce can create 
capacity for rural producers to use e-commerce to market and sell their products, or purchase 
intermediate products for their businesses i.e.  small farmers, home businesses, agricultural producers, 
smallholder farms, village factories, producers of local handicrafts. There is also capacity of rural people 
to become online consumers.  
 
There are some challenges in fully using Ecommerce in rural areas such as higher delivery costs in reaching 
interior areas, unreliable information, and technology resources, with the increased usage of smart 
phones and availability of affordable smartphones and mobile data for connectivity, this problem is being 
addressed slowly. Approximately 18% of population in rural India are mobile users and there was a 15 % 
growth in the number of users last year in the age group below 25, this is expected to grow to 45% by 
2021.There are now several mobile application-based payment gateways such as Bharat pay, Google Pay, 
Pay TM , these have significantly reduced reliance on extensive network which was required earlier for 
leased lines for connectivity, but has to be used with caution because of increased online fraud. Business 
financing still remains a area of concern for rural E Commerce. 
 
Benefits of Ecommerce to Rural People 
There are several benefits to be accrued to rural population with adoption of technology and E 
Commerce. The primary one being wealth creation for rural people. The agriculture products and other 
rural products will find a global market, provide employment and self-reliance for rural population, 
indirectly support infrastructure development, save time and open a new era of prosperity for villagers. 
At the same time, rural people as consumers are very aspirational and like to buy and use products and 
brands used by urban people, this will provide access to all kinds of products for rural consumers. 
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Distribution Management at Eureka Forbes 

Eureka Forbes Limited is India’s foremost well-being and cleanliness brand. It is a multi-product, multi-

channel organization with a gross group turnover of Rs. 29,612 million in 2018. Eureka Forbes’ 

manufactures products such as water purifiers, vacuum cleaners, air purifiers and home security 

solutions. It has a base of 20 million customers, a distribution network of more than 1,500 cities and 

towns in India and a globally present in 53 countries. It has Asia’s biggest direct sales force, apart from 

dealer and institutional channels, an innovative business partner network, a rural channel and one of the 

most spread-out service networks in India. In its 39 years of existence, Eureka Forbes has been a 

forerunner and modernizer in direct selling in India. Aquaguard is the leading water purifier brand of 

Eureka Forbes and has been conferred with numerous Indian and international awards for its superior 

technology. 

As of 2018, 1,783 lakh households lived in rural areas with penetration for electric water purifiers at 2.4 

per cent the demand from rural areas is likely to grow. For the year ended March 2020, Eureka Forbes 

had a global turnover of Rs 3,110 crore. The products launched from 2020 onwards are more focused on 

hygiene dimension. In 2020, the company launched Ayur, a water purifier that dispenses water infused 

with Ayurvedic herbs and spices.  A new a surface disinfectant generator called Forbes DiWa and another 

new brand called Forbes Robo Vac and Mop, coupled with a cordless vacuum cleaner were launched. 

 

The Forbes DiWa Surface Disinfectant Generator utilises just common salt and water to produce sodium 

hypochlorite which is a USEPA certified active ingredient against the human coronavirus (SARS-CoV-2) that 

causes COVID-19 & kills 99.99% viruses & bacteria in just 5 seconds on multiple surfaces. Forbes 

Coronaguard is another innovative device that uses PMEE technology ‘physically attenuates’ the homing 

mechanism on the virus and prevents infectivity, eliminating the bridge between the virus and the human 

cells. The air disinfection efficiency of ‘Forbes Coronaguard’ has been tested and proven by leading 

institutes across the globe. 

Merged New Channels 

Direct and Retail sales channels are very strong and evergreen, keeping in pace with the digital revolution 

e-commerce/digital platform are merged with traditional formats in an effective and profitable manner. 

Customer approach to online marketing also enables usage of analytic tools to provide a rich database 

and help understand customer behaviour in a better way in urban as well as rural areas. Offline Retail 

Channel has been contributing major share of revenues in the rural market. This is due to good network 

of distributors and retailers till 2019.Direct Sales Revenue (from sales persons directly) has declined a 

little over the few years. The Online Sales have witnessed enormous growth during 2019-2020. A new 

brand identity has been created, which is the amalgamation of ‘POSitive’ and ‘SYMBOL’- POSIBOL. The 

POSIBOL sign entrenched in the logo signifies a new biosphere made for customers, partners and 

community. 

Discussion Question 

1. Comment on the new merged sales and distribution channel used by Euraka Forbes for rural 

markets 

2. What will be the role of Direct Sales Persons (sales staff going to homes/offices and providing a 

demonstration of the product) in future? 

Developed by authors based on 

https://www.businesstoday.in/latest/corporate/story/uv-devices-anti-viral-paint-and-mattresses-

brands-latch-on-to-virus-free-promise-274396-2020-09-30 

 

 

https://www.businesstoday.in/latest/corporate/story/uv-devices-anti-viral-paint-and-mattresses-brands-latch-on-to-virus-free-promise-274396-2020-09-30
https://www.businesstoday.in/latest/corporate/story/uv-devices-anti-viral-paint-and-mattresses-brands-latch-on-to-virus-free-promise-274396-2020-09-30
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Figure 28.1 Benefits of eCommerce to Rural People 

E National Agriculture Market: eNAM 

eNAM is a program created to develop a national network of physical mandis which can be accessed 

online. The Ministry of Agriculture & Farmers' Welfare, Govt. of India is the nodal department, which has 

appointed Small Farmers' Agribusiness Consortium (SAFC) as the Lead Executing Agency of eNAM. SFAC 

operates and maintains the eNAM platform along with a Strategic Partner, which is currently NFCL. It 

started five years ago and leverages the physical infrastructure of the mandis through an online trading 

portal, facilitating buyers living even outside the Mandi or even the state to join in trading at the local 

level. 
 
eNAM provides the farmer a choice to sell his produce to anyone. Even local traders can bid for the 
produce and other traders on the online platform from any other location in India.  The farmer is at liberty 
to select any of the offers in front of him/her. Whichever he/she chooses the transaction is recorded in 
the books of mandi and they will earn the market fee. An example is of this farmer:  A 45 year old farmer, 
resident of the Velkatoor village, Balkonda Mandal, owns7 acres of land and cultivates Paddy, Maize, and 
Soybean crops. 
 

He has been selling in the market yard of Nizamabad for last 15 years and used commission agents. He 

has witnessed open manual auction, Electronic, eNAM, and e NAM (Direct Purchase) modes of selling in 

the market yard. Earlier, he had no access to the prices of commodities in other markets and he needed 

to spend a few days for weighing his produce and a month for getting payment (but was unclear about 

how much the commission agent made as a profit) 
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In 2016, he was able to get a profit of 30,000 rupees more by selling on eNam and not selling to the local 

commission agent for soyabean produce and he receive his earnings within 24 hours. 

Fasal Intuit 

Farmers in India, had the problem that when they sell their products through government 

administered mandis, they may or may not get a correct price for their produce.  Farmers suffered 

from inefficient auction system and inadequate dissemination of market information. Most farmers 

became aware of the current or prevailing price after they went to the Mandi, by then they had to 

travel a lot of distance and spend a lot of time with bulky farm produce.  So, they were forced to sell 

their produce at the price prevalent in the mandi. 

 In the worst case, farmers are forced to sell locally at the village level at lower prices. in 2008 the 

Global comprehensive solution for farmers with buyers and the business team at Intuit (a private 

company) created a new Service product called Fasal. Fasal is a free SMS-based service that connects 

rural farmers with current/ real-time price information. Farmers avail the free subscription to the 

service by calling the toll-free number 1800 102 8767, and give details about the crop, agricultural 

plot details and mandis frequently visited, to enable broadcasting of customised information. The 

mobile technology will then connect farmers with potential buyers using artificial intelligence. 

The success of the model lies in its use of local language, personalised information and financial 

sustainability. Farmers in Karnataka, Gujarat and Andhra Pradesh used this service to increase their 

income by 15 to 20 percent (Rs. 15,000 p.a.) because of the improved access to timely information. 

The model is called as Agrinova and Fasal amongst local farmers. Fasal as an innovative initiative 

provides access to favourable opportunities based on the creation and strengthening of market 

linkages in rural India. 

The business model for Intuit was created by the fees generated from advertisers of farm and related 

companies, advertisers could send SMSs to farmers and when farmers called toll free number, they 

would also listen to the advertisements. The service was completely free for farmers. 

Now there are several organizations providing similar services to farmers on other parts of the 

country. 

 

Discussion Questions 

1. State the reasons why Fasal is a good service for farmers. 

2. What can be the drawbacks of this system? 

Developed by Authors based on 

https://www.techsangam.com/2012/10/10/intuit-fasal-quietly-disrupting-farm-market-

intelligence-space/ 

 

https://www.techsangam.com/2012/10/10/intuit-fasal-quietly-disrupting-farm-market-intelligence-space/
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 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     85 

 

777 foods 

Established in 1954, 777 is a brand that founders, R.S.N. Iyer and R.S.G. Iyer, to serve traditional 

packaged foods to all Indian homes in rural, urban and global markets. 777 foods is a pioneer of 

Indian ethnic foods, bringing old-style, authentic taste using modern technology. It has a 

manufacturing unit in Gummidipoondi an industrial town in Tamil Nadu,the flagship product is 

Madras Sambar Powder. The distinctiveness in its unique taste and the time-perfected recipeis very 

popular. Multiple signature offerings include Instant Pepper Rasam Paste, Idly Chilly Powder, and 

Gingelly Oil, chutneys, pickles and many other products. 

The company employs the services of six business heads for different verticals, such as sales and 

distribution, international sales, accounting and finance, quality control and assurance, operations 

and human resources.  

Three main factors which have created brand loyalty for 777 brand are taste and quality, availability 

and consistency. The products reach the smallest shop in the farthest of districts through an 

extensive distribution network. The products are available in supermarkets and online retail 

platforms such as Flipkart, Amazon and company website https://www.sgr777foods.com/. Brands 

aim to reach kirana stores as the management thinks that consumers need to touch and feel the 

product, even if it happens to be a food item. Consumers want to spend time and look at the product 

properly before buying. The company’s focus has been on strengthening the rural distribution 

network, the company has a network of  600 distributors and 40000 retailers across the country.  

The company closed at a topline revenue of Rs 60 crores in March 2021 and is planning for a 20 to 

25 per cent growth every year. 

Discussion Questions 

1. Visit the website of 777 and make flow chart showing the growth and distribution process 

of the company  based on the information provided. 

2. Why do you think rural consumers prefer 777 brand? 

3. Comment on the distribution strategy followed by 777. 

 

Developed by authors, based on 

https://www.thebetterindia.com/255365/sri-rama-bhavan-thambu-chetty-street-madras-podi-

idli-sambar-papad-pickle-mango-ginger-vadamanga-srikanth-ramani-iyer-brothers-restaurant-gim-

india-earns-crores-nostalgia-vid01/ 
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https://www.thebetterindia.com/255365/sri-rama-bhavan-thambu-chetty-street-madras-podi-idli-sambar-papad-pickle-mango-ginger-vadamanga-srikanth-ramani-iyer-brothers-restaurant-gim-india-earns-crores-nostalgia-vid01/
https://www.thebetterindia.com/255365/sri-rama-bhavan-thambu-chetty-street-madras-podi-idli-sambar-papad-pickle-mango-ginger-vadamanga-srikanth-ramani-iyer-brothers-restaurant-gim-india-earns-crores-nostalgia-vid01/
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3.2 Managing Marketing Logistics: Fundamentals and Best Practices 

 
Rural Supply Chain System 
Logistics is one facet of the rural supply chain system. Rural supply chain system refers to all activities 
in rural areas and covers transportation, loading, unloading, packaging and storage activities provided 
for production of farm and non-farm products and also linking with markets anywhere in the world 
fort he finished products. The reverse of ensuring availability of products from anywhere in the world 
to rural markets completes the chain. In order to have an efficient and effective supply chain system 
there is a need for multiple player s in the market to come together as shown in the graphic below. 
The government policies provide the required impetus for private sector or cooperative sector to 
invest and manage human resources, financial investment and provide input and output logistics. The 
current ratio of agriculture and non-agriculture income generation methods has a role to play in 
stimulating the creation of manufacturing hubs in rural areas whether they are for food processing or 
automobiles or cement manufacturing sector. Rural supply chains deal with agriculture-based 
products, handicrafts, textile mills, toys and manufactured apparel from villages and small towns. The 
rural areas contain the critical industries of food and apparel supply chain network supplying to rural, 
urban or global markets. The Indian rural areas host two major types of supply chains: food products 
and clothing; and furniture, leather products and toys. In farm-based business sector, the food 

HERO Cycles 

One of the studies undertaken in collaboration by TERI and All India Cycles manufactures 

Association estimated that the unskilled workers walk to work every day and if 50% of walking trips 

above average of 3.5 kms are substituted then travel time savings worth INR 112 billion can be 

achieved collectively.   

Hero cycles currently produces 6 million bicycles per year and 19000 cycles per day. It has a control 

of 43% of India’s bicycle market.  

In order to boosts its rural sales, Hero cycles has tied up with Muthoot Microfin, one of the largest 

microfinance companies to provide loans to low-income households and micro entrepreneurs in 

rural India.  provide bicycles to low-income households and micro-entrepreneurs, especially 

women, in South India. The firm will provide a loan of INR 100 per week to customers in rural areas. 

This partnership is aimed at making bicycles available to the villagers whose monthly income is 

lower than the cost of the product.  

By staggering the payment through providing loans, the villagers can procure a bicycle which adds 

value and cannot be brought by him or her at one go. With a total sale of 5.3 million, 65% of their 

sales comes from rural India but there is potential to increase this number. Muthoot Microfin’s 

over 6,00,000 clients across 150 branches in Tamil Nadu will have access to affordable mobility 

through Hero Cycles 

 

Discussion Question 

1. Explain how this type of model can benefit rural women. 

Developed by authors, based on 

https://timesofindia.indiatimes.com/business/india-business/hero-cycles-partners-with-

muthoot-microfin/articleshow/74305442.cms 

 

 

 

https://timesofindia.indiatimes.com/business/india-business/hero-cycles-partners-with-muthoot-microfin/articleshow/74305442.cms
https://timesofindia.indiatimes.com/business/india-business/hero-cycles-partners-with-muthoot-microfin/articleshow/74305442.cms
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manufacturing industry is not very large and factories are located nearer to demand centres, closer to 
industrial towns or big cities.  

 
 
 

Figure 29 Rural Supply Chain 

Source: Created by Authors 

 
Logistics and supply chain are processes used together as they are to be tied to each other for proper 
implementation. They include supplier/vendor partnership, physical movement of goods, meeting 
customer/partner demands and information sharing throughout the supply chain system. Rural 
logistics market has two parts, rural logistics supply market and the demand market. The components 
include logistics service providers and service demanders. The first comprises third-party, first-party 
and second-party logistics. The second, includes farmer households, SMEs/MSMEs, large and medium-
sized processing enterprises, production factories, wholesalers, and trading markets. 
 
The Government has initiated several large projects over the years to support infrastructure and 
development in rural areas in the domains of providing logistics, the Sagarmala project by Ministry of 
Ports, Shipping and Waterways aims at enhancing within India connectivity through ports.35 Multi-
Modal Logistics Parks (MMLPs) aim to expand connectivity on economic corridors for faster movement 
of cargo and boosting domestic trade and exports. 
 
Unique Aspects of Rural Market for Logistics 

• In many villages’ population is dispersed. The distance between the operation and 
consumption units and rural home sis high. 

•  Rural logistics market demand is seasonal. During seeding season, high demand of seeds and 
fertilisers is there. During harvest season the demand is different. 
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Need for Rural Logistics 

It is estimated that 34% of fruits and 44.6% of vegetables do not reach the market and get damaged 

due to lack of a proper supply chain and related infrastructure, this loss is estimated at INR 63,000 

crores for If rural supply chain problems are addressed, farmers’ incomes will raise and standard of 

living will improve. Uneven cold chain infrastructure adds to perishability and losses. Integration with 

refrigerated transport is vital to prevent this. Bad roads, manual handling and unreliable 

transportation create more problems for farmers. Creation of smaller fulfilment areas may be 

beneficial for rural areas. 

 

Services of Logistics Providers 
Primary Logistics activities include providing transportation: deciding on modes of transport, carrier 
Routing, scheduling shipment size and consolidation. Inventory management: Inventory Level, and 
deployment of inventories and control methods: Number, size and location of facilities, assignment of 
stocking points to sourcing points, assignment of demand to stocking points to sourcing points, 
private/ public warehousing. 
 
Rural Supply Chain Process 

 
Figure 30.3 Rural Supply Chain Process 

Source: Adapted from Rushton, 2014 

Best Practices in the Context of Rural Logistics and Supply Chain Management  

As understood from the earlier sections, Logistics and Supply Chain Management (SCM) is basically 
about control over the thrust areas of Inventory Management, Storage and Warehousing and 
Transportation. These areas are referred to as the thrust areas of Logistics and SCM because a better 
implementation of and coordination between these areas results in superior logistics operations and 
a more efficient SCM. 
 
The following section will address of some scenarios where all or either of the three thrust areas have 
been better implemented thus resulting in creation of a checklist of best practices in the dimension of 
Logistics and SCM. 

1. Coco Cola Enterprises is one company that is synonymous with SCM efficiency. In fact, in 
addition to other factors the brand owes it presence in almost every country in the world, 
rural India being no exception to its superior Logistics management. The company keeps much 
of its sourcing local with short and fast supply chain. The company runs one of fastest 
production lines in the world. The company is also known for its exceptional relationship with 
its retailers. All of these factors help the company in having fast and dynamic supply chain 
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especially in the rural Indian milieu. Collaboration, Sustainability, Innovation and efficiency 
have made this company’s Factory to Fridge journey seamless. So much so, that the brand has 
become a common household name (‘Thanda’) in the rural Indian landscape. Seamless supply 
chains hold the key to better supply chain and logistics control especially in rural scenario. The 
corner stones of this success story is hyper local sourcing, lean manufacturing and short -
dynamic –seamless supply chains. 

2. The key to adept supply chain management in today’s market scenario, is the ability to make 
available the Last Mile Delivery. It is the most sought-after requirement from a logistics 
management function. Companies like Amazon and Flip kart have been able to use technology 
disruptions across the ecommerce and digital platform thus using it to handle the last mile 
delivery dimension.In order to service the Rural Indian market more efficiently ,Flip kart and 
Amazon involve in hyper local recruitment of locals in their distribution systems that helps 
them to penetrate into the markets with greater ease and lesser cost  while being able to offer 
last mile delivery and better target market connectivity. The corner stone of this success story 
thus is ecommerce logistics, superior last mile delivery, better customer engagement and 
usage of supply chain disruptors. 

3. Some companies take care of last mile delivery and connectivity by employing the services of 
third-party logistics parties (3PL) and through Partnerships. This practise has rendered 
numerous benefits and is a growing trend in the field of logistics and supply chain 
management. Few names that come to mention in this context include Mahindra Logistics and 
Connect India. The same has been discussed in the following illustration and box item.  

 

Mahindra Logistics Partners with 1Bridge for Last-Mile Delivery in Rural India 

Third party logistics(3PL)solutions provider ,Mahindra Logistics ,signed an MOU WITH 1Bridge ,a 

Bengaluru –based social enterprise ,one of India’s largest village commerce network to work 

together on last mile delivery and distribution of products in rural India.1Bridge is a village 

commerce network for products and digital services that bridges access ,choice and convenience 

gaps for rural consumers enabled through a network of village entrepreneurs operating on a 

assisted commerce technology platform. Mahindra Logistics specialises in supply chain 

management and serves customers across various industries .1Bridge connects the supply side of 

the value chain to the demand side i.e. the rural consumer at the village level through its village 

entrepreneurs and a technology platform. Thus, a strengthened supply chain network would be 

worked out in and for Rural India. So far, 1Bridge has operations across 6k+districts in 6 states of 

a Karnataka, Maharashtra, Telangana, Andhra Pradesh, Tamil Nadu and Odisha. Over the next few 

years, the partners expect to build an efficient last-mile delivery capability covering over 1Lakh 

villages in India 

Developed by authors based on: 

https://www.nbmcw.com/article-report/logistics-specialized-transport/mahindra-logistics-

1bridge-partner-for-last-mile-delivery-in-rural-india.html 

 
 
 
 

https://www.nbmcw.com/article-report/logistics-specialized-transport/mahindra-logistics-1bridge-partner-for-last-mile-delivery-in-rural-india.html
https://www.nbmcw.com/article-report/logistics-specialized-transport/mahindra-logistics-1bridge-partner-for-last-mile-delivery-in-rural-india.html
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Creating Last Mile Delivery Through Partnerships:3PL and CSC’s 

Connect India is a Bengaluru-based logistics start up is instrumental in introducing a new business 

model to the Indian SCM scene especially in the smaller towns and rural areas. The model revolves 

around helping e-commerce firms to reach out to smaller towns and rural areas using the common 

service centres (CSCs). The various CSC’s could include medical stores, departmental stores and kirana 

stores. The CSC’s are implemented under the National e-Governance Plan, by the Dept. of Electronics 

and Information Technology (DeitY). There are about 1,30,000 active CSC’s across the country that 

help people in rural areas avail various e-governance services. 

 

The Connect India works on the entrepreneurial model. It independently ties up with entrepreneurs 

who run CSC’s to act as last mile delivery units from where goods are delivered to various addresses 

in the locality. Each such Connect India Centre (CIC) is provided with the necessary mobile technology 

and gets paid for every shipment passing through his/her centre. Since these centres understand the 

neighbourhood well and work from dawn to dusk each CIC handles a maximum of 250 packages with 

7-8 delivery boys. All the line -hauls are managed by Connect India, where in it picks up the product 

to be shipped from the warehouses of the e-commerce players and delivers it at the respective CIC’s. 

Connect India works with the CIC’s on a revenue sharing model. 

 

Connect India has already partnered with 600 CSC’s which it intends to take it to 10K while connecting 

with 27k pin codes and establishing 50 k outlets shortly. This model thus takes care of every day 

delivery model and is looking to create 1 km radius distribution platforms with one distribution outlet 

per pin code. 

Discussion Questions 

1.Do you think Connect India ‘s model could pay off in improving the efficiency of the Supply chain 

and Logistics in the rural Indian Landscape? Justify your stance using arguments from the percept.  

2. Do build a flow diagram/chart of the resulting SCM, which according to you, may be the outcome 

of Connect India’s efforts.  

 

Developed by authors based on https://www.business-standard.com/article/companies/connect-

india-ropes-in-cscs-for-e-commerce-delivery-in-rural-parts-115093000267_1.html 

 

4. Another important dimension especially in Agri-logistics management and supply chain 
management is the need to offer refrigerated transportation and in fact the ability to maintain 
efficient cold chains with the supply chains for perishables and rural produce. A well-
established cold chain plays a very important role in the improving monetary returns to the 
farmers by maintaining quality of the perishable produce and also helps to overcome the 
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perishability scare by using controlled atmosphere cold storage that helps to overcome the 
seasonality-based price fluctuations. Therefore, Carrier cold chains, such as reefer trucks in 
remote areas where cultivation/harvesting takes place are much sought after. Carrier Trans 
gold is one company that is working closely with several stakeholders to offer the reefer 
trucks.  Companies like Connect India also handle reverse logistics in this context. In the 
current context of innovation across the supply chain Reverse Logistics is an important area 
to be worked at. Some such dimensions are mentioned in the following box item. 

Cold chain management for logistics management in Indian Agri sector 

Innovative technology-based tailor-made solutions that address the challenges across the agri value 
chain are the need of the hour. Cold chain businesses in India especially in the rural and the agri belt 
offer this very prospect.  
A study by the National Centre of Cold Chain Development (NCCCD) highlighter that cold –chain 
development is incomplete due to large gap in farm gate infrastructure or pack-houses along with 
refrigerated transportation. Without such pre conditioning centres, the produce cannot be readied 
for the cold chain. 
The recent announcement by the Government for up gradation of existing 22k rural haats into Gramin 
Agricultural Markets (GrAMs) will allow development of physical infrastructure. These GrAMs would 
be electronically linked and will allow the farmers to sell directly to consumers and wholesalers. The 
Scheme for Agro Marine Processing and Development of Agro-Processing Clusters (SAMPADA) that 
has been approved by the Government would work to create modern infrastructure that would help 
to manage an efficient farm gate to retail outlet supply chain. 
A pilot study conducted to study the impact of cold chain on the kinnow fruit from Punjab showed 
that investment in refrigeration pre-cooling equipment and refrigerated trucks can reduce food loss 
by 76 % and increase margin profits up to 23%. This thus help extend the kinnow season by one month 
and the selling region from Punjab to Bangalore. It was seen that the cost per tonnage of the 
refrigerated fruit/goods could be reduced by rail reefers. Moreover, factors like cargo safety, efficiency 
and reliability of temperatures that are so crucial to effective refrigerated transportation are better 
handled by carrier products that offer superior technology, advance controls, remote monitoring, 
safety devices and automation. 
 
Developed by authors based on  
https://www.yesbank.in/digital-banking/tech-forchange/agriculture/recent-innovations-in-india-
agri-value-chain 

 
5. The various strategies used in Logistics and SCM for better efficiency include the push strategy, 

pull strategy and the constant work in progress strategy. Companies like Walmart with regard 

to India, are attempting to use the Pull strategy by attempting to acquire brands like Namdhari 

Fresh through Flipkart. Namdhari Fresh is an organic fruit -veg retailer and a grocery chain 

operating out of Bengaluru. Namdhari Fresh had been able to make its mark due to its strong 

and robust agro-supply chain and direct connect to producers. Walmart thus by acquiring 

Namdhari Fresh is looking to push its play into the Indian food and grocery segment. The 

corner stone of this success story thus is direct farm to table supply chain acquisition, 

reduction in cost of manufacturing-production and transportation -operations efficiency. 

 

https://www.yesbank.in/digital-banking/tech-forchange/agriculture/recent-innovations-in-india-agri-value-chain
https://www.yesbank.in/digital-banking/tech-forchange/agriculture/recent-innovations-in-india-agri-value-chain
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Figure 3.4 Three Supply Chain Strategies 

Source: Adapted by Authors based on https://www.informs-sim.org/wsc08papers/230.pdf 

6. Integration of end to end i.e., farm to market services and making available required 
infrastructure is one the winning practises in the realm of Logistics Management and Supply 
Chain Management. Companies like Gramco Infratech, The Rural Company is doing some 
exemplary work in integrating all farm services from sowing to marketing and making available 
infrastructure closer to growing areas. The need of the hour is more companies like Gramco, 
which is a modern rural company offering services like farm extension, inputs, post-harvest 
infrastructure and assisted selling of farm produce to the farming community. 

Enclosed below is an example of tasks carried out by companies like Gramco as against the 
conventional Agri supply chain. The diagram clearly depicts the advantage that companies like Aramco 
offer for better logistics control and more efficient supply chain management. 

 

Figure 3.5 End-to-end GRAMCO Supply Chain 

Source: Adapted by Authors from https://www.gramco.in/gramco-supply-chain.php 

https://www.informs-sim.org/wsc08papers/230.pdf
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Figure 3.6 Advantages of GRAMCO Supply Chain 

Source: Adapted by Authors from https://www.gramco.in/gramco-supply-chain.php 

7. ITC through its E-Chaupal has introduced a tech driven direct linkage to producers-farmers for 
procurement thus overcoming the obstacle that weak infrastructure was posing to transport 
and thus business. The corner stone of this example is usage of technology disruptor – to 
create accessibility and profitability. 

8. 8.A majority of best practises discussed above thus aptly deal with a very sought-after 
dimension in SCM today, which is about the ability to ride on wave of direct to customer 
requirement by utilising digitization, e-commerce and other disruptive technologies that could 
help fulfil the requirements from a Logistics Management System. 

9. Some of the noteworthy best practises also include a move towards Uberization of Trucks, 
which includes developing Uber like apps for trucks that help in better navigation and tracking 
of consignments. This thus includes using Smart Technologies and IOT to leverage Supply 
Chain Management. 

10. Some instances speak of moving Truck load to Rail load where The Indian Railways –The 
Lifeline of the country may be harnessed for better and efficient Freight Management 
especially in those areas in country which are otherwise inaccessible. 

11. 11.The realm of Logistics today also mentions the usage of Insourcing where shippers use their 
own trucks to reach their immediate local consumers. 

Trends in Logistics 

Some of the trends in logistics include: 
Trend 1: Green Logistics- Designing a value chain that involves working towards advanced energy 
management systems and electric and solar powered vehicles that help reduce the carbon footprint 
that transportation, the single largest contributor to greenhouse emissions, creates. The trend is 

https://www.gramco.in/gramco-supply-chain.php
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towards a circular rather than liner value chain with maximum emphasis on recycling and waste 
disposal.  
Trend 2: Supply Chain Resilience- Moving towards having more regionalised supply chains with 
production closer to the target market 
Trend 3: Refrigerated Shipping – Shipping companies would need to expand their fleets of trucks, 
containers and climate-controlled warehouses. These would need to be enabled by advanced 
technology like IoT, Machine learning and Predictive Analytics. 
Trend 4: Omni channel Services and contact less deliveries –This includes robotic deliveries using 
robotics and artificial intelligence-based applications 
Trend 5:5G and tracking-This trends includes a move where cargo would be fitted with inexpensive 
sensors to track gods from factory to floor, through the shipping process to the warehouses all the 
way to the store shelves creating a record of the items journey. Usage of the 5G tech also delves on 
the usage of the driverless transportation, which will have a huge impact on the logistics industry. 
Trend 6: Companies would need to process value chains closer to source than than remote locations. 
This would require companies to have lean, distributed cloud network to tie their logistical operations 
together. 
Trend 7: Shipping companies will need to expand their fleets of trucks and shipping containers as well 
as climate-controlled warehouses. To that, they need to apply advanced technology such as IoT 
applications, Machine learning and Predictive analytics. 
 

3.3 Management Information Systems for Rural Distribution 
Management Information System or MIS is a planned system of collecting, storing and disseminating 
data in the form of information needed to carry out the functions of management. In other words, it 
is an information system for decision making and for coordination, control, analysis and visualisation 
of data in an organisation. Today, MIS is the use of information technology, people and business 
processes to record, store and process data to produce information to enable decision making. 
Basically, an MIS intends to extract information from varied sources that helps derive insights based 
on which decisions that could drive business growth may be taken by organisations. 
 

 

Figure 3.7 Components of an MIS 

Source: Developed by authors 

The basic objectives of a MIS are: 

1. Capturing data: Collecting and storing contextual data and operational information from 
various internal and external sources of the organisation. 
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2. Processing data: The captured data is sorted, classified and summarised into information that 
may be required by the various functions of planning, organising, staffing and controlling. 

3. Information storage for future use. 
4. Information retrieval when required by users  
5. Information propagation-the information stored may be circulated periodically within the 

organisation for management purposes. 
 
 

MIS Aided Problem solving –Decision Making 

An agro business that is into food processing witnesses a sudden drop in its past quarter sales. Let’s 
suppose the company is a single distributor company. The drop triggers the purchasing MIS to create 
an exception report. This report helps the sales manager understand that there a sales drop problem 
in the last quarter. The MIS exception report also helps in identifying all the products with reduced 
demand along with the respective buyers. Once a sales drop problem is detected, the manager-the 
decision maker digs deeper to narrow down the problem definition. The manager then using the MIS 
investigates the source of the troubling sales, examines them and filters them to reach valid problem 
definition. Before doing so he checks historic data stored as graphs in the MIS reg. a similar problem 
of sale drops in the past. The resultant search leads him to realise that the drop in sales is cyclical, thus 
ending the decision-making process. 
However, if the sales drop is not a cyclical event, the manager may need to go back to the MIS to 
understand other aspects like the underselling products and their distributors. He may want to further 
dig deeper to define the problem in more specific terms of understanding aspects like the ingredients 
of these products and may require information from market research regards the environmental 
scanning for the product.  
To do so, the company needs a lot of data like production quality, presence of substitute products. 
Here let us suppose, the management team get data –information from their sales MIS that suggests 
that the sales of other products from the same distributor have also fluctuated in the past. Therefore, 
the problem is defined as a “distributor related sales drop”. 
This excerpt clearly indicates the kind of exhaustive collection of data, crunching of data and 
interpretation of data that needs to be conducted to involve in decision making. This systematic 
collection analysis, interpretation of data to offer information is the function of a MIS. 
 
Developed by Authors 
 

 

As discussed above the information thus collected by the Management Information System (MIS) is 
used for decision making for the various functions of management namely production, marketing, 
finance and personnel. In terms of the marketing function the MIS would cover information and data 
related to sales order forecasting, sales analysis, billing, distribution, stock availability, sales quota 
control, pricing, and product promotion. 

 The Management Information System (MIS) when it works with data and information related to the 
Marketing function is referred to as the Marketing Information System (MkIS). Eg: The various 
customer loyalty programs and the loyalty cards that consumers are exposed to, are information 
collection tablets for the respective company’s marketing information system. 

Every time a customer encashes or swipes his loyalty card, the respective company and respective tied 
up companies are compiling information for their MkIS systems. In terms of a rural marketing 
dimension, Hariyaali Kisaan Bazaar, the rural retail arm of DCM Shriram Consolidated Ltd (DSCL) has 
recently put together its” Hariyali First” Customer Loyalty Program, which is Rural India’s first ever 
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loyalty program. The details of the same have been discussed in the following box item. The above 
two discussed loyalty programs help the companies to continuously touch base with customers 
through their lifetime and regularly, continuously extract customer behaviour and demand data-
information that gets processed by their respective MkIS’s. 

Hariyaali First Customer Loyalty Program 

HariyaaliKisaan Bazaar, the rural retail arm of DCM Shriram Consolidated Ltd (DSCL) has recently put 
together its” HARIYALI FIRST” CUSTOMER LOYALTY PROGRAM, which is Rural India’s first ever loyalty 
program. DSCL is India’s largest rural retail chain with 275 outlets across 8 states. Every Haryaali Kissan 
Bazaar outlet offers end to end ground level support to the Indian farmer along with engaging in 
providing Agri –Services, Retailing and Farm output buy back. 
 
‘Haryaali First” is a point-based program that has different point systems for different categories. The 
“Haryaali First “program strives to enrich value preposition and add value to the customer shopping 
experience by allowing earning and redemption of points on merchandise categories which includes 
products required for agricultural needs. The program has been constituted to help understand the 
individual customer needs and shopping behaviour of rural customers. 
 
Discussion Question 
Interpret the customer insight data that the” HARIYAALI FIRST” CUSTOMER LOYALTY Program may 
help extract for DCM Shriram Consolidated Ltd (DSCL) as a part of it MkIS. 
 
Developed by authors based on  
https://www.indianretailer.com/news/Hariyali-First-Customer-Loyalty-Program 
 

 

The Management Information System (MIS) when it works with data and information related to the 
Rural Marketing function is referred to as the Rural Marketing Information System (RuMIS). ITC’s 
eChaupal is a classic outcome of one of the most popular and efficient RuMIS of India. These eChaupals 
present along the agricultural belts of India offer farmers with crop related information and 
information related to all products and services that help farmers enhance farm productivity, farm 
gate price realisation and to cut transaction costs. The system provides the farmers with latest local 
and global information regarding weather, scientific farming practises, market prices through a web 
portal in their regional language. 

Another interesting example is the Farm Management Information Systems. Additionally, the 
Management Information System (MIS) where it works with data and information related to the 
distribution sub-function of marketing, it is referred to as Management information system for 
Distribution. It is also referred to as Channel information system. 

The Management Information System (MIS) when it works with data and information related to the 
rural distribution it’s called Management information system for rural distribution. 

Therefore, Management Information Systems for Rural Distribution includes the rural marketing 
information systems. 

3.4 Management Information Systems  
The Management information system for rural distribution is defined as a system in which the 
marketing data pertaining to rural distribution is formally gathered, stored, analysed and distributed 
to managers to meet their informational needs on a regular basis. It is inclusive of the Rural Marketing 
Information System 
 

https://www.indianretailer.com/news/Hariyali-First-Customer-Loyalty-Program
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The Rural Marketing Information System 
A Rural Marketing Information System (RuMIS)is a management information system designed to 
support rural marketing decision making. It is a system which systematically and formally gathers, 
stores, analyses and distributes relevant rural marketing data-information to managers who may use 
it to make efficient decisions related to rural marketing operations that encompass the 4A strategies 
related to creating awareness, accessibility, affordability and availability. The RuMIS is thus essential 
for all organisations /individuals engaged in marketing of agricultural goods and manufactured goods 
to be sold in rural areas. 
 

 

Figure 3.8 Components of Marketing Information System 

Source: Adapted by Authors (https://businessjargons.com/marketing-information-system.html) 

Evolution of RuMIS in India 
Computers were used in the process of Governance in India since 1980 with initiatives like the 
Computerised Rural Information Systems Project(CRISP) by the department of Rural Development 
(GOI),The District Information Systems of the National Informatics Centre (DISNIC)Project ,The 
National Resource Data Management System(NRDMS) by the Department of Science and 
Technology(GOI).This paved the way for the usage of ICT ,that emerged as the new way of reaching 
out to people at the grass root level, into the domain of Indian Rural Development  with the 
introduction of Computerised Rural Information Systems Project(CRISP) by the ministry of Rural 
Development(MoRD). 
 
ICT stands for Information and Communication Technologies is a broader term for communication 
technologies that includes internet, wireless networks, cell phones, computers software, social 
networking and other media applications and services.ICT applications into the domain of Indian Rural 
Development (RD) dates back to 1986 when the Computerized Rural Information Systems Project 
(CRISPhttp://crisp.nic.in) was launched in 1986 by the Ministry of Rural Development (MoRD). The 
management information system for rural distribution details the channel information system as a 
crucial component for understanding rural distribution. This thus takes us to the next section of 
discussion. 
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3.5 Elements of Channel Information Systems 
Channel information systems (CIS)is an information system that collects and analyses data related to 
the operations of channels in order to assess the performance of the channel and continuously 
improve the performance of the channel through corrective measures. Channel Information Systems 
are crucial tools and aids of Sales Managers for timely decision making. The information may be used 
for planning (sales forecast or distributor indents), control (expenses against budgets) purposes.  

1. Market Information-This is critical information for the CIS and deals with details reg. type of 
products sold, market potential, various players in the market, activities of other channel 
members, details of complementary, non-competing channel players. This information has to 
be updated continuously, regularly and needs to accurate. This information needs to be 
updated daily or weekly if the channel player was distributor versus and sales manager and 
vice versa 

2. Competition tracking-this is a more focussed and specific collection of market information 
3. Distributor profiles and Database-This is a one-time exercise where all the details of all the 

distributors are created, stored and tracked. It includes details of their name, address, area of 
location, type of products handled, handling experience, number of outlets serviced, market 
standing. 

4. Primary sales: it is the details of sales done by the company to the distributor 
5. Secondary sales: it is the true reflection of the customer take off and the market share of the 

company products 
6. Pricing trends: It is the tracking of the pricing trends currently expressing themselves 
7. Promotion history: This is information reg. promotions offered by the lot/Pac size during the 

year, objectives set, cost of sales and competitors reaction to the promotion used. 
8. Promotion evaluation: This information needs to be regularly up dated. Its mandatory for each 

sales person to evaluate the promotion within 4 weeks of its execution. 
9. Freight and storage cost-primary and secondary: This in information reg. carrying cost of 

sending product from company to distributor 
10. 10.Inventory control: Information reg. this constitutes the biggest component of working 

capital management 
11. History of orders –indents from contracted channel partners: this is the documentary proof of 

orders received. 
12. Distribution cost: this includes information reg. the cost incurred by the sales persons to 

distribute 
13. Distributor ROI: this is a critical parameter and acts as motivator for distributor 
14. Retailer cards: this is information regarding the outlets to be covered by the distributor 
15. Statutory information and reporting like sales tax, VAT. 
16. Distributor’s payment record 

 

The basic purpose of constituting a Channel Information System is to involve in one of the most crucial 
activities of Sales management that is referred to as Channel Performance Evaluation 

Channel Performance Evaluation 
It is a key activity when different types of channel partners are employed by a sales organisation. It 
becomes imperative for the channel information system to offer data that could make this control 
process possible for the company. The performance of a channel can be measured across multiple 
dimensions. These include: Effectiveness, efficiency, productivity, equity, profitability of the channel. 
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Checklist for Channel Performance 
A company may employ numerous different kinds of channels. The various channels have different 
purposes in the value chain each channel however supporting the overall corporate goals. With the 
increase of number of channel partners, it becomes difficult to ensure the channel partners are 
performing their respective roles as effectively as required. Basically, monitoring and supervising their 
efforts becomes difficult. 
 
For example, the goal of a business is to increase the number of strategic accounts. In order to gather 
maximum possible commission, channel partners engage in getting maximum number of accounts 
possible. This rush to get maximum accounts may sometimes result in the channel members 
developing a disregard towards the need to prioritise the need to acquire strategic accounts and not 
being completing into only increasing number of accounts.  
 
Because, as we know acquisition of strategic accounts is a time taking serious effort. It therefore 
becomes important to audit the channel partners and incentivise them for activities that are aligned 
to the corporate goals. The channel performance should also be judged by the channels ability to fulfil 
the tasks at hand. Therefore, a checklist of carefully chosen metrics, which give the right indication of 
the performance of each channel member is what would help in apt channel management. A good CIS 
helps put together such a list of channel performance metrics. 
Task 
You are area sales manager of a Ariyalur based Ayurvedic pharmaceutical setup that specialises in 
dried tulsi leaf +dried ginger concoction. This concoction is bought by consumers for personal 
consumption as well as MNC’s. You have a team of 6 channel partners to help cover the territory. 
Design a check list of channel performance metric to evaluate their performance so that they may be 
incentivised accordingly.   
 
Developed by Authors from various Newspaper sources 

 

Summary of the Chapter 
A channel of distribution encompasses a set of organisations which perform all of the activities 

required to move a product physically from production to consumption. There are some problems of 

rural distribution for rural producers (including farmers/small food processing units) and organizations 

which market to rural consumers and require special focus for different distribution channels. There 

are several benefits to be accrued to rural population with adoption of technology and E Commerce. 

The primary one being wealth creation for rural people. The agriculture products and other rural 

products will find a global market, provide employment and self-reliance for rural population, 

indirectly support infrastructure development, save time and open a new era of prosperity for 

villagers. 

 

eNAM is a program created to develop a national network of physical mandis which can be accessed 

online set up government and extremely useful for farmers and all stakeholders. The best practises 

with regard to Logistics and Supply chain Management have been discussed. Numerous current 

examples have been cited to validate the same. The trends in rural Logistics and SCM have been 

enumerated. The concepts and theory regarding Management Information System have been 

discussed in the chapter. 

 
In the course of the discussion various other management information systems like the marketing 
information system, rural marketing information systems, the rural distribution information system 
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and the channel information systems were discussed. The chapter discussed the components of 
Channel Information system with the context of evaluation of channel performance. 

Model Questions 

1. Identify the factors which makes distribution more complicated in rural markets 
2. What is rural value chain? 
3. How is Ecommerce being adopted by rural consumers?  
4. What are the different distribution systems in rural markets? 
5. What is rural supply chain? 
6. Differentiate between Management Information System for Rural Distribution and Channel 

information Systems 
7. Identify the components of a rural management information system 
8. Elucidate the role of CIS in channel performance evaluation 

 

To Do Activity 
1. Track a farm product from the harvest to the market and document the process. Interview 

all the stakeholders involved in the process 
2. Map the inbound and outbound logistics for a diary product 
3. You are a small scale industry operating out of Sheikhpura, in rural Bihar dealing with mud 

kulhars (mud-clay glasses). Design a questionnaire that you could use for your market 
research to estimate the demand for the product -mud kulhars (mud-clay glasses) in the 
rural areas adjoining sheikhpura as well as the cities adjoining Jharkhand. 

4. Draw the flowchart elucidating the Rural Marketing Information System that may be put in 
place to study the requirements of your company and the mud kulhars (mud-clay glasses). 

5. You have a spices manufacturing and marketing outlet in Idukki, Kerala. Design the Chanel 
Information System for your channels and channel players. 
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Chapter 4 Customer Oriented Market Channels for Rural Products 

Introduction 
Rural India accounts for about 6 lakhs villages of varied sizes throughout the Indian subcontinent. 

Most of these villages are really small with a population of less than 500. However, 6300 villages (i.e. 

1% of the total) have a population more than 5000. Rural markets are therefore characteristically 

distant, vast, scattered and plagued by transportation bottlenecks. To be precise rural markets 

epitomize complex logistical problems that increase the distribution costs. Infrastructural issues like 

bad roads absent or insufficient warehousing facilities along with dearth of efficient distributors pose 

serious distribution challenges to marketers and thus are responsible for existence of unmet customer 

demand among rural customers. Wide and scattered rural markets pose especially difficult situations 

for marketing functions like Distribution. 

 

In terms of the scope of this discussion relating to rural distribution, we will be specifically talking 

about the dimension of rural marketing. This details the marketing of rural products to rural areas 

predominantly, followed by urban areas. Studies conducted by the marketing research department of 

Hindustan Lever Ltd showed that about 20%of the farmers visit the nearest town at least once in a 

month to sell their produce and purchase their requirements. Here, we are speaking of a gamut of 

activities which involve selling maybe between two villages close to each other relating to farm inputs 

like seeds and related products like agricultural produces, coconut and oil seeds processing, poultry, 

agricultural tools, cattle, carts, services like farm implements: sales and service, DTH operators, mobile 

sales and services, video graphing, photography services, pharmacy sales & services, carpentry, 

construction and plumbing services. Participants thus include input manufacturers, dealers, farmers, 

opinion makers, government agencies and traders. Each of these participants in the rural context 

would vouch for their greatest problem as distribution. 

The reasons are innumerable, few of them are that, the rural distribution chain requires a larger 

number of tiers, compared to the urban one. Here, for the distribution to occur, one needs to cover 

distances between the product points and the scattered consuming households. These distances are 

relatively long and more arduous to cover than the urban ones. At the minimum, rural distribution 

requires the village level shopkeeper, the mandi level distributor and the wholesaler /stockiest in the 

town. On the top of them would be the manufacturer’s own warehouses/branch office operations at 

selected centres in the marketing territory. 

Such multiple tiers and scattered locations make distribution costlier and managing the channel a 

major problem. In the rural areas, the possibility of setting up manufacturer’s direct outlets like 

showroom or depots, as possible in the urban areas is really limited. It no only is expensive but also 

becomes unmanageable. So, the option of direct outlets is ruled out. Therefore, in the rural areas the 

dependence on intermediaries is much greater. But controlling a vast network of intermediaries is a 

difficult task, since control is always almost indirect. All these factors make rural distribution really 

difficult. 

Rural markets present ample opportunities to marketers. However, the possibility of benefitting from 

the prospect would require marketers to take up the herculean task of offering connectivity, 

transportation and thus convenience via offering distribution and location benefits. This could result 

in creating long-standing customer satisfaction and loyalty in rural markets. Therefore, customer 

satisfaction in rural markets very directly equates to the marketer’s ability to distribute better and 

more efficiently using all the various tools and technology available. It’s therefore no wonder that 
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disruptive technologies have made their foray and inroads into rural markets by offering better 

distribution and logistics on ground. 

In a rural to urban context of rural marketing, the levels of channel and the network intensity required 

for agricultural inputs are relatively higher than that required for industrial products. The channel act 

as a dispenser of agricultural inputs. The channel plays the role of both Pulling as well as pushing 

function. It is supported by advertisement, demonstrations, personal contacts and other extension 

means. All possible efforts should be made to make the products available near the target audience. 

Direct contact with the local suppliers and retailers needs to be established. Cooperative societies, 

public distribution system, feeder markets, village weekly markets fairs and festivals can be utilized to 

ensure adequate distribution of agro-inputs products. Formulating an integrated and efficient channel 

of distribution will always remain remains a challenge for the agro-input marketers. 

 

Disruptive Technologies to the Rescue-Rural Distribution and Logistics 

Digital, ICT interventions and artificial intelligence are Digital Disruptors to look out for in the rural 

space. Research suggests that initiatives like “Digital India” tech adoption via voice technology and 

artificial intelligence like mSanvaad and Pocket Dentist and the like are some of the disruptors to look 

out for in the rural to urban space. These disruptions also have distribution avenues attached. Some 

of such examples in the rural-to-rural space are mentioned below: 

1.Microsoft India has set up a digital resource centre at Pochampally, which aims to revive the dying 

art of Pochampally Textiles. In the context of digitalising, an attempt is being made to make the 

weavers computer literate so that they may be able to improve their designs using design soft wares 

,train them to start using CADCAM cards design cards to improve designs, document their work and 

market their products better .The Microsoft digital empowerment centre setup in the textile park of 

Pochampally, would also help the weavers procure raw materials and market their products on a pan 

Indian scale and make online sales. The idea is to use modern technology to help the Pochampally 

weavers who specialise in ikkat to get trained in the more sought after double ikkat. The digital 

intervention in this case involves usage of the correct software, imparting the right training in new 

designs and improvising the procurement policy. 

2.Emerging digital technologies like the Information and communication technologies are helping 

change the rural distribution landscape. Companies like Ascent have disimplementing Kolhapuri, the 

traditional handcrafted footwear by deploying computer aided design to enhance artisanal production 

and host on the web site. Ascent helped the Kolhapur artisans to set up their Self Help Group which 

resulted in them creating their own signature brand Toehold, which has become a fashion statement 

all set to set foot in the global market. Toehold Artisans Company is the first grassroots women 

majority company. 

Discussion Question 

According to you, how can digital interventions like the ones mentioned above make the rural 

distribution more conducive and feasible? 

Developed by Authors from various Newspaper sources 
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Research suggests that initiatives like “Digital India” tech adoption via voice technology and artificial 

intelligence are the disruptors to look out for in the rural space. These disruptions also have 

distribution avenues attached. Some of such examples applicable to the rural to urban context are 

mentioned below: 

1. mSamvaad 

 mSamvaad is India’s largest audio-conferencing bridge solution, a digital intervention that aids 

companies to engage with their audience in rural areas. It is a voice-based telecom solution that 

engages, educates and creates awareness troughs a variety of services like SMS, chat rooms and voice 

calls. This platform operates on any phone thus allowing feature phones to overcome the social media 

divide created by the smartphones. This thus makes it a very cost-effective solution for the rural 

masses. GSK’s Horlicks was the first project that successfully used this platform to conduct an outreach 

among the brands rural audience. 

 2. Pocket Dentist  

Colgate decided to use a mobile voice-based technology to provide India’s rural population with basic 

oral care and thus created the “Pocket Dentist “that uses the voice recognition technology to answer 

questions about common oral health problems for people who do not have access to dentists  

#Question: According to you, can these interventions be made applicable to the rural-to-rural 

marketing context?  

Which products/services could these be used for? 

How would these, according to you, make the rural distribution more conducive and feasible? 

Developed by Authors from various Newspaper sources 

The above illustration clearly documents the tactics a company may employ to create brand 

awareness and thus promote itself better to seed demand, but would these interventions come to the 

aid of Colgate or GSK’S distribution requirements?  

A deep dive into levels of distribution, distribution strategy design, relationship between distribution 

strategy and profitability, channel relationship, channel evaluation therefore would be useful. 

Objectives 

To understand in a rural dimension, the concepts of: 

1. Distribution and Marketing Channels 
2. Relationship between Profitability and distribution strategy 
3. Types of channel partners and their functions and the concept Channel-Distribution 

Management  
4. Channel conflict and its avoidance 
5. Understanding in detail how and why few companies have been better at their distribution by 

virtue of examples and success stories. 
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Chapter Structure 

4.1 Customer Oriented Market Channels 

4.2 Relationship between Profitability and Distribution Strategy 
 
4.3 Selection and Recruitment of channel partners 

4.4 Channel relationships management & channel evaluation 

4.5 Direct Marketing 

4.1 Customer Oriented Market Channels 

In order to get closer to customers, it is not enough to make a product appealing to the customer, the 

channel adopted should also be suitable and convenient to the customer. For example, when 

international tourists come to India, they are likely to visit heritage buildings and popular tourist 

locations, if a rural entrepreneur making arts & crafts wants to tap this market, the product should be 

available as souvenirs near tourist locations.  Many farmers like to sell their produce by hawking near 

national highways so that they can directly contact end customers travelling across the highways. 

In this context, the most important and functional convenience creating dimension is transportation 

and thus the “place –p” expresses its place in the marketing mix and customer-oriented essence of 

marketing. It’s in this context that Bucklin’s definition of the Theory of Distribution Channel Structure 

becomes worthy of mention. According to Bucklin’s, Theory of Distribution Channel Structure (1966) 

the “Place” P of the marketing mix, is also known as channel, distribution, or intermediary. It is the 

mechanism through which goods and/or services are moved from the manufacturer/ service provider 

to the user or consumer. 

Introduction to Marketing Channels 

Marketing creates customer satisfaction through the avenues of product, price, place and promotion 

as stated in the offered marketing mix. The “place” dimension offers customer satisfaction by offering 

accessibility en route distribution. The accessibility dimension thus caters to offering convenience to 

the customers. The convenience is packaged in the form of taking care of physical distribution and 

transportation of the offering from the place of creation to the customer’s doorstep irrespective of 

spatial and geographical constraints. 

The distribution function i.e., the marketing channels so designed, makes it possible for the marketer 

to make available -Whenever, where ever, whatever and however (i.e. assortment) the customer 

wants and desires. This translates into customer satisfaction in today’s era. Therefore, in this context 

distribution –marketing channels, thus offer customer satisfaction by taking care of last mile 

engagement and interaction between marketer and consumer-customer. The Distribution function 
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innately consists of the two sub functions of making available, the exchange process through the 

physical distribution that includes warehousing of the offering and the transportation of the 

offering/output of production. This is referred to as the dual flow system. 

 

Figure 31 Dual Flow System 

Source: Adapted by Authors from https://opentext.wsu.edu/cpim/chapter/10-1-basics-of-distribution-channels/ 

Designing Channels  

Decisions concerning both of these sets of activities are made in conjunction with the firm’s overall 

marketing plan and are designed so that the firm can best serve its customers in the market place. 

Thus in the absence of a marketing channel, the exchange process of product and services between 

the consumer and the intermediary, would be far more difficult and ineffective. 

 

The key role that distribution plays is satisfying a firm’s customer and achieving a profit for the firm. 

From a distribution perspective, customer satisfaction involves maximizing time and place utility to: 

the organization’s suppliers, intermediate customers, and final customers. In short, organizations 

attempt to get their products to their customers in the most effective ways. 

Therefore, in order to so, companies involve in deciding a sequence of choices and decisions related 

to designing the structure of marketing channels, different distribution designs, channel procedures, 

choice of intermediaries, and organization of relationships and activities of the various channel 

members along with a protocol detailing conflict resolution. These set of activities collectively make 

up the function of designing marketing channels. 

While designing the distribution channels, when numerous distribution designs are sought for (for 

better market coverage and penetration), the differences in the distribution designs as well as the 

various sub functions (when needed to be brought together in different contexts) creates a great deal 

of complexity which needs to be managed professionally. Thus, the need to Designing channels in a 

manner that creates a synchronization of effectiveness becomes crucial for the success of the 

distribution function of the company. 

Additionally, with the growth of global trade and economies, distribution as a function has become a 

very important business avenue occupying the centre stage. More so in a rural landscape, keeping in 
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view the various obstacles that distribution would need to overcome to offer customer satisfaction 

and thus achieve a company’s marketing objective and potential. 

Types of Distribution Design 

Distribution in rural markets can be of 2 designs, namely:  

 

 

Figure 32 Distribution Designs 

I. Direct Distribution Design: where the marketer /manufacturer directly makes the offering available 

to the consumer-customer. Some of the many ways are by using: 

1) Company sales staff and stockists: Ex: Godrej, Colgate 

2) Company retail outlets/outlets/stall in rural markets ex: stalls in rural markets, mandis and 

haats 

3) Internet marketing: Ex: ITC e Chaupal, HUL’s Project i-Shakti 

4) Company vans: Ex: BPCL’s specially designed vehicles that fill cylinders on the spot travelling 

village to village; Eveready batteries 

5) Consumer distribution models-consumer as distributor models (network marketing): 

ex: Amway, Self Help Groups, Project Shakti of HUL 

II. Indirect Distribution Design: where the marketer /manufacturer uses other intermediaries to make 

the offering available to the consumer-customer   

The various intermediaries include: 
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1) Wholesaler: The intermediary who sources products in bulk from the manufacturer 

and sells it to retailers. The work on buying at relatively lower cost and gain profit by 

marking up while selling it to retailers. They have their own warehouse and 

cataloguing facility that facilitates the retailers to make purchases. 

2) Retailers: These are the final channels in distribution in case of indirect distribution 

design. They either buy from producers or wholesalers at a lower cost that is later 

marked up to offer profit. They operate in store formats as well as non-store formats 

like through the Phone, online, catalogue or through ecommerce websites. 

3) Agent: Types of intermediaries or distributor who work for commission. 

 

 

Figure 33 Types of Intermediaries 

Adapted by Authors from Source : https://corporatefinanceinstitute.com/resources/knowledge/other/distribution-

channel/ 

Usha International ltd-Company Owned Outlets and Franchising Model 

Usha International that is predominantly into selling electric fans and pumps has been a strong player 

in tier 1,2, 3 cities and rural markets with the demand for their products being on the increase. 

Consumer durables major Usha International has about % of its customers in tier1,2,3 cities and rural 

markets. The Company has almost doubled its revenues in the rural markets. Currently the company 

is aggressively pushing its sales to retail chains. The company’s traditional distribution accounts for 

about 90% of its revenues. The Company has 51 company owned and operated branded retail stores 

in 38 cities. They are also experimenting with the franchising model in the tier 1,2 and 3 cities. The 

company’s presence in the rural markets has a lot to do with its fusion model in distribution. 

 
Developed by authors based on https://www.businesstoday.in/latest/corporate/story/usha-

international-toying-with-franchisee-model-to-expand-footprint-in-tier-ii-and-iii-cities 
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Direct Marketing and its Rural Reach 

A fisherman in West Bengal sells his catch directly to customers via a messaging append receives 

payments through a mobile banking app. He thus, has been able to overcome the presence of a 

middleman and also has a small business that is based on direct communication with his customers. 

A farmer in UP accesses weather information on his phone, and thus plans his sowing schedule. He no 

longer depends on local amateurs to predict the weather for him Also, he no longer visits the bank to 

repay his agricultural loans, he instead pays his EMI’s on his mobile app. In the same context, ITC is 

imparting computer usage skills to first time internet users in the remote rural India and is setting up 

telephone exchanges with RNS kits, installing VSAT equipment and introducing mobile-Choupals. 

 

These are the various dimensions of the new social fabric of India, thanks to the government’s Digital 

India Initiative designed to empower citizens especially rural through easy access with critical 

information in areas of health care, education and finance by leveraging increasing mobile 

connectivity and smartphone penetration in the country. This progression from 2G to 3G and 4G in a 

judicious mix would take the digitization drive to the furthest corners of the country thus opening up 

business in unthinkable manners.  

 

Developed by authors based on https://www.financialexpress.com/industry/why-2g-3g-and-4g-

together-equal-a-truly-digital-india/761937/ 

 

Types of Distribution Designs Applicable to Indian Rural Landscape:  
With regard to rural markets the distribution function covers the movement of products especially 
FMCG products from the resp. company depot to the various interior village markets. It is inclusive of 
5 layers of distribution. 
 

Table 4.1 Five layers of Distribution Design applicable to Indian rural markets 
 

Layer  Channel Partner Location 

Layer 1  Company depot/Carry and forward agents  National/state level 

Layer 2  Distributor/van operator/super stockiest /rural 
distributor 

District level 

Layer 3  Sub-distributor/retail stockiest/sub stockiest/star 
seller/  
Ex:  HUL’s Shakti dealer 

Tehsil HQ,towns,large villages 

Layer 4  Wholesaler Feeder towns, large villages, village 
HAATS  

Layer 5  Retailer  Villages, village HAATS 

 
Marketing Channels 
A marketing channel is inclusive of sets of interdependent organizations involved in the process of 
making a product or service available for use or consumption, as well as providing a payment 
mechanism for the provider. Channels usually represent the largest marketing cost. A firm’s 
distribution objective designs and decides the structure and management of its marketing channel. 
The channel’s activities are guided by the overriding distribution function of the firm along with a need 
to make profit for the firm. 
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Figure 34 Five layers of Distribution Design applicable to Indian rural markets  

Adapted by authors from source: https://old.mgkvp.ac.in/ 

4.2 Business Profitability and Distribution Strategy 
The type of distribution design and strategy adopted differs from one company to another based on 
various factors like type of product distributed. The distribution policy thus has an impact on the 
profitability and volume of business. A good distribution decision when those channels are selected 
and obtained that minimize costs but maximize sales. Therefore, selecting the right channel is a 
strategic planning dimension related to the profitability and productivity of an organization. 
 
Distribution Management as a strategy refers to the process of overseeing the movement of goods 
from supplier or manufacturer to point of sale. It refers to numerous activities and processes that 
include packaging, inventory, warehousing, supply chain and logistics. Distribution Management is an 
important part of the business cycle for distributors and wholesalers. The profit margins of businesses 
depend on how quickly they can turn over their goods. It helps businesses remain competitive and 
thus keep their customers happy. It aims at efficiently delivering raw material and parts (partially and 
completely finished products) to the right place and time in the proper condition. Physical distribution 
planning has to align with the overall channel strategy. 
 
Effective distribution management involves selling your product, assuring sufficient stocks in channels, 
managing promotion in those channels and their varying requirements. Distribution Management 
involves making sure that a supply chain so created is efficient enough that the distribution costs are 
low enough to allow a product to be sold at the right price thus supporting the companies marketing 
strategy and also maximize profit. Therefore, the distribution management is implemented through 
crafting the apt distribution strategy. 
 
Distribution Strategy  
It is a strategy or plans to make a product or a service available to its target audience through its supply 
chain. A company can decide whether it wants to serve the product or service through their own 
channels or partner with other companies to use their distribution channels to do the same. There are 
3 types of distribution strategies namely: 
Intensive distribution: The producer's products are stocked in the majority of outlets. This strategy is 
common for mass-produced products such as soft drink beverages and cigarettes. 

https://www.google.com/search?safe=active&rlz=1C5CHFA_enIN809IN809&sxsrf=ALeKk00GvxCh4lEugLmeQ82qNkHHIN1AMg:1623607576665&q=distribution+intensive+distribution&sa=X&ved=2ahUKEwjT-fHGmZXxAhUCyDgGHes3C2UQ6BMoADApegQIOBAC
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Selective Distribution: The producer relies on a few intermediaries to carry their product. This strategy 
is commonly observed for more specialized goods that are carried through specialist dealers, for 
example, brands of craft tools, or large appliances. 
Exclusive Distribution: The producer selects only very few intermediaries. Exclusive distribution 
occurs where the seller agrees to allow a single retailer the right to sell the manufacturer's products. 
This strategy is typical of luxury goods retailers such as Gucci, expensive watches, fine jewellery  
 
 

Ecommerce goes to Andhra Pradesh 

Rural Distribution Company, Inthree is utilizing its ecommerce model, which works as a hybrid form of 
purchase and delivery. Inthree’s customers can order on the company’s portal, boonbox.com, and 
prepay the bill through agents. As of now, the company is not looking at the COD option for its 
customers. 

The hybrid model works in rural areas where broadband networks are not available as much, or as 
commonly used as in the urban areas. Inthree currently operates in Karnataka, and Tamil Nadu. It 
plans to expand to Andhra Pradesh, West Bengal, UP, and Rajasthan by March 2016.Inthree is an 
affiliate of a rural e-commerce company based in Chennai. Rural e-commerce firms are a new breed 
of marketing and distribution outfits that use technology to connect brands with villages. Brands and 
larger e-commerce companies find it tough to reach remote villages, or even generate demand in 
areas where there is no Internet. Rural e-commerce start-ups have stepped in with their own order 
management and logistics network. On one hand, they have tied up with the brands. On the other 
side, most have partnered local retailers such as the kiranas and medicine stores. 
 
Their apps are loaded on phones, tablets, and desktops at these outlets. When customers walk in to 
buy grocery or medicines, they are shown the e-commerce app and prompted to buy. This model is 
sometimes referred to as "assisted commerce". Inthree’s partners deliver refrigerators in Mamandur 
village, near Vellore. Balaji, Jayashri and Thangaraj all ordered through Inthree's app, called Boonbox. 
The company then sourced the ordered goods directly from original equipment manufacturers or 
brands, briefly parking them in a "mother" warehouse in Chennai. It subsequently reached affiliate 
Mohammed's 400 square feet depot in Vellore town. After the last mile delivery, Mohammed needs 
to send a photo proof back to Inthree. 
 
Deliveries in villages, unlike cities or towns, are complicated affairs. Houses don't have addresses. "It 
is often something like 'Near to the Panchayat office' or 'Near the X temple'. There could be 14 houses 
near that temple. The product could also be for a 'Munima - there are many Munimas in a village. 
These are common names here," says Narayanan Hariharan, who heads sales and marketing for 
Inthree. Logistics, however, is just one of the challenges for rural e-commerce when it comes to deep 
rural, or villages with a population as low as 1,000 people. The volumes are lower and far between, 
which implies a company cannot afford a return, or a rejection of the product by the customer. The 
distance from the local hub to the village could be anywhere between 30-70 km. All this has 
necessitated innovation in both demand creation and fulfilment. Traditionally, fast moving consumer 
goods (FMCG) and consumer product companies appointed distributors in bigger towns and expect 
them to reach out to surrounding villages or find retailers. This doesn’t work too well for many 
consumer appliances because of their size and weight. A small village retailer has to invest in a bigger 
shop and inventory, a difficult task to ask for. 
 
"The consumer is expected to walk up to the retailer and buy which could be 20 km or higher. In the 
case of FMCG, the wholesaler network takes care of it. Logistically, it is easy for the retailer - he can 
come to the bigger town and buy from wholesale. This may not be possible in the case of say, 
refrigerators," says Kapil Agarwal, the former Vice President of Marketing at Whirlpool. "He can't come 

https://www.google.com/search?safe=active&rlz=1C5CHFA_enIN809IN809&sxsrf=ALeKk00GvxCh4lEugLmeQ82qNkHHIN1AMg:1623607576665&q=distribution+selective+distribution&sa=X&ved=2ahUKEwjT-fHGmZXxAhUCyDgGHes3C2UQ6BMoADAqegQIORAC
https://www.google.com/search?safe=active&rlz=1C5CHFA_enIN809IN809&sxsrf=ALeKk00GvxCh4lEugLmeQ82qNkHHIN1AMg:1623607576665&q=distribution+exclusive+distribution&sa=X&ved=2ahUKEwjT-fHGmZXxAhUCyDgGHes3C2UQ6BMoADAregQINxAC
http://retail.economictimes.indiatimes.com/news/e-commerce/e-tailing/rural-distribution-company-inthree-devises-hybrid-model-to-target-growing-demand/48705100
https://boonbox.com/
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and buy it in bulk, load it on a truck and take to the village. He also doesn’t know at what frequency 
the consumer will come and buy." 
E-commerce has enabled that reach to become infinite. About five per cent of Whirlpool's sales are 
through e-commerce right now but that pie is growing very fast. With both Flipkart and Amazon, 
Whirlpool's growth is in excess of 100 per cent, Agarwal told this writer last year, while he was still at 
the company. 
While Cash on Delivery (COD) revolutionized the way urban India shops online, the rural model is 
mostly a 'cash upfront' model. Pay up when you order, and wait for delivery. Some companies work 
on a combination of advance and cash on delivery. Rural e-commerce companies work on the 
marketplace concept; they don't hold inventories - the whole deal, from the warehouse of the brand 
to the rural e-commerce company's hub to the regional depot of the affiliate and finally the delivery 
to the village - may take more than a week at times. Villagers, however, are often willing to wait 
because they trust the local retailer. In any case, the nearest point to procure a bulky item, like Kapil 
Agarwal points out, is many miles away. 
Amazon India has partnered companies such as Vakrangee to reach rural India 
Ramachandran Ramanathan, founder and CEO, says that the company’s relationship with its 
customers over the three years of its functioning has helped boost this unique version of 
ecommerce. He says, “We had already partnered with India Post, NGOs and self-help groups, . to form 
trusted distribution agents for the last mile distribution to our customers in rural areas. Hence, we had 
already built the trust factor required for the ecommerce portal to work.” 
A hybrid model work in Ecommerce: 

According to Inthree’s plans, the company’s distribution agents are allowed to operate boonbox.com 
on behalf of buyers. Going by Ramanathan’s theory, it appears as though looking at a traditional 
ecommerce sector in a remote village would be difficult. Particularly for those who belong to the baby 
boom generation and for senior citizens. In such a scenario, employing an agent would help the 
company put its name on the map. 
 
Developed by authors based on 
 https://economictimes.indiatimes.com/industry/services/retail/rural-distribution-company-inthree-
devises-hybrid-model-to-target-growing-demand 
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New Channels of Distribution to Suit the Indian Rural Hinterland 

Max Life Insurance is strengthening its proprietary sales channels after Axis Bank ended an exclusive 

banc assurance partnership with it by entering into a similar arrangement with LIC.  Max Life Insurance 

Co. Ltd is strengthening its proprietary sales channels after Axis Bank Ltd ended an exclusive banc 

assurance partnership with it by entering into a similar arrangement with the country’s largest insurer, 

Life Insurance Corporation of India. Max Life’s partnership with Axis Bank accounted for 55% of the 

insurer’s revenue in the year ended 31 March. With Axis Bank agreeing to distribute LIC’s products, 

investors fear Max Life may potentially lose a part of its business from the bank. To be sure, Axis Bank 

isn’t the only banc assurance channel for Max Life. It has also tied up with other lenders, including Yes 

Bank Ltd. Apart from this the company has also tied up Lakshmi Vilas Bank and has a long list of smaller 

urban cooperative banks that they intend to rope in. 

The tie up has been made possible while making sure that Axis’s partnership with LIC would not affect 

the business that Max Life generates from the bank. The Cumulative premium collected from the 

partnership between Max Life and Axis was 24,000crores, covering about 1.5 million people. 

Developed by Authors based on 

https://www.livemint.com/Companies/Lrq4mKWhysW8KLh520k8sI/Max-Life-Insurance-looks-at-

life-beyond-Axis-Bank-tieup.html 

 

 Rural Distribution Success Stories 

• Coca-Cola India tapped the rural market in a big way when by exploiting the 3 tier hub and spoke 

model instead of its earlier centralized model of distribution.   

 

• Hub and Spoke Model  

The hub and spoke model essentially is a distribution model that resembles the spherical shape of a 

wheel. The centre of the wheel, which is wire spoked, is known as the hub. Into the central hub, the 

spooks are spawned in all the directions around the wheel. All the spooks meet at the centralised 

location at the centre of the wheel. 

 

In this model, stock is transported from the central bottling plants to various hubs and then from the 

hubs, stock is transported to spokes located in small towns. The stock from spokes are transported to 

village retailers using company auto rickshaws and cycles. Therefore, the Hub and spoke distribution 

centres receive products from many different origins, consolidate the products and send them directly 

to destinations. The hub and spoke network is a centralised, integrated logistics system designed to 

keep costs down. In 2000, ITC took an initiative to develop indirect contact with farmers who lived in 

far-flung villages in Madhya Pradesh. ITC's E-chaupal was the result of this initiative.  

• ITC-EChaupal 

ITC through E-Chaupal places computers with internet access in rural farming villages. These e-

Chaupals serve as both social gathering place for exchange of information and an ecommerce hub. E-

Chaupal had developed into an ecommerce platform that is a low-cost fulfilment centre focussed on 

needs of rural India. Farmers use the ITC-EChaupal to order seeds, fertilizer and other consumer goods 

from ITC or its partners at prices lower than those available from the village traders. The system 

administrator aggregates the village demand for products and transmits to order to the ITC 
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representative. During the harvest time, ITC offers to buy the crop directly from any farmer at the 

previous days closing price. In this way ITC Ehaupal system bypasses the government –mandated 

trading mandis and the farmers benefit from the facility. The total benefit to the farmers includes 

lower prices for inputs, higher yields and a sense of empowerment. 

• HUL with its Project Shakti has already has a reach of 1.7 lakh villages, and aspires to reach 5 lakh 

villages by 2020. Used the corporate -self-help group linkage distribution model. In 2012 HUL 

injected new vigour its Project Shakti with a tech boost. About 40k odd Shakti amma’s were 

equipped with smartphones with specially designed software that enabled them to take and bill 

orders, mange inventory and receive information reg. promotional schemes from the company. 

This initiative improved the efficiency by many folds. 

• Dabur worked to get word of mouth advertising of its product benefits by getting the rural folk 

to sample its products. It made the best use of the fairs and melas around the harvest season, 

conducted school camps to promote its tooth paste and chavanprash. Dabur’s sales force also 

used mobiles to report sales. These phones were equipped with maps to help the sales personnel 

with the demographic data thus improving rural coverage. Dabur has efficiently utilized IT to 

boost its sales strategies. 

• In 2014-15, LIC sold 55% of its policies in rural India through its micro insurance channel. 

• Usage of the Syndicated distribution model: P&G until recently used MARICO’s distribution 

network to sell its Ariel and Tide. Similarly, Calvin Care used Amruntanjan pain balm’s distribution 

network to sell its chic shampoo in the rural markets. 

Several companies have adopted different innovative strategies to reach their target groups. Some of 

them are listed below: 

• ICICI Lombard, for instance, has tied up with dairy companies such as Hatsun Agro Products Ltd in 

Chennai and Raja Ram Babu Dairy in Maharashtra to piggyback on their distribution channels to 

sell its cattle insurance policies. They have also tied up with banks to offer loan s for cattle 

purchase, therefore tying up the loans for cattle purchase to the cattle insurance scheme. 

• Godrej Consumer Products Ltd (GCPL) adopted its own strategy. They use weekly rural haats 

(markets), melas(fairs) and religious congregation as product introduction platforms in 

inaccessible villages. The strategy has worked for the company in in states including Uttar 

Pradesh, Madhya Pradesh, Chhattisgarh and Haryana.  

• “SERVICE HAR JAGAH” by Hero MotoCorp. In 2010, Hero MotoCorp (erstwhile Hero Honda) was 

already the No 1 bike manufacturer in the country. The company wanted to delve deeper into 

the rural market and thus, 'Service Har Jagah', a door-to-door servicing facility was born in India's 

small towns. It is a network of customized bikes fitted with servicing equipment that go around 

the country servicing customers' bikes in rural towns. Asa result, 7500 villages were covered each 

month, and about 70000 customers were attended to. The initiative is still ongoing. 

To Do Activity 

The million-dollar question-What is the design of the right rural distribution model? 

Total consumer spending and per-capita GDP in India's countryside have been outpacing growth in its 

cities for a decade - exciting the imaginations of companies everywhere. In a recent Accenture study, 

67 per cent of the businesses we surveyed said they plan to swiftly step up their rural-market 

expansion efforts. But despite the size of the prize, our research shows that companies face serious 

obstacles in their attempts to reach India's rural consumers. For one thing, poor infrastructure makes 

selling and distribution difficult. Equally frustrating, the channel partners that companies rely on to 
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grapple with challenges quite often don't have the skills or loyalty needed for success. Still, some 

companies are managing to overcome these hurdles-using innovative approaches to capture big slices 

of the rural market "pie" and generating impressive profits. We call them rural masters, and our 

findings indicate that they excel at three practices critical for reaching consumers in India's far-flung 

rural markets. 

Devising a robust approach to the last mile: To reach India's rural markets, rural masters adopt a 

multipronged approach to reach the rural fragmented markets. They mix and match their channel 

strategies as needed - switching among strategies that may include a centrally directed hub-and-spoke 

model and a reliance on village entrepreneurs, or "feet on the street." Take two-wheeler manufacturer 

Hero Motors, which added authorized representative dealers to its existing hub-and-spoke network. 

Appointed by dealers, the representatives make it easy for locals to buy bikes and get them serviced. 

This new role added 5,000-plus touch points to Hero's channel strategy, enabling the company to 

extend its reach to 20 percent of India's six lakhs villages. 

ITC, on the other hand, uses four distribution approaches to reach the last mile - traditional distributor 

vans to serve customers directly; sub-distributors in defined geographies to provide intensive 

distribution focus; direct reach through two- and three-wheelers to seed activities in villages with high 

market potential. Finally, ITC leverages its well-known parallel sales and marketing platform known as 

eChoupal and Choupal Sagars for consumer activation activities. 

Companies are also adopting channels that are mostly used in urban markets. E-commerce is a prime 

example. According to the eBay India Census, one out of every 10 purchases, and one out of every 20 

sales are from rural India, with almost 1,270 rural hubs transacting online. In the future, the online 

channel can become a game changer for companies trying to access rural markets. It can provide a 

cost-effective means to extend a company's reach exponentially by overcoming geographic barriers. 

Focus on market expansion 

Rural masters identifies specific customer segments - clusters of villages and consumer groups - they 

want to target for penetration. A few big clusters cantered in four or five large states can have the 

same market potential as a large number of clusters dispersed across the country. Setting priorities 

helps leading companies deploy sales people effectively and tailor their marketing strategies. They use 

detailed market scanning and segmentation to understand important nuances across clusters and spot 

the best opportunities. 

For instance, when Maruti made its initial foray into rural India in 2007, it identified many small 

clusters for potential car sales, including turmeric farmers in Tiruchengode in Tamil Nadu and apple 

growers in Himachal Pradesh. Today, these clusters generate consistent sales. According to company 

data, many clusters buy 35-50 vehicles per month-and that number doubles during harvest time. Rural 

masters also use new technologies to build a complete picture of their target clusters. Consider 

consumer products giant Dabur. The company uses GIS tools to analyse its own and rivals' market 

penetration. It then integrates economic and geographic data to identify opportunities. The company 

defines a new cluster of markets every month that its distribution network is expected to cover. And 

it uses route mapping to define van routes as well as criteria for selecting distributors. Rural sales 

representatives cover villages in a 60-mile radius from Dabur's headquarters. The company supplies 

them with inexpensive tablets that track their daily activity and provide information on van routes, 

work schedules, and order status. 

 



 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     116 

Forging sustainable channel relationships 

The hotter the competition in rural markets, the more crucial channel relationships become. Yet many 

aspiring channel partners don't have the scale and capabilities needed for success in rural India. 

Companies compete fiercely to snap up the good ones, only to see partners get lured away by rivals 

promising bigger, better deals. To overcome these challenges, rural masters work hard to engage their 

partners and keep them loyal. They start by demonstrating their commitment to building mutually 

beneficial relationships. Many provide training to their partners. For example, they may teach them 

advanced selling and promotion techniques. 

Others outfit their partners with infrastructure to make them even more valuable. Mahindra, the 

world's largest tractor company, is a case in point. In 2007, the company set out to transform its 

channel partners from mere tractor dealers into real partners for farmers. It redefined its dealerships 

as "Samriddhi Centres" to emphasize how they can spread prosperity. Using initial investments of 

about $7,500 from the dealers, Mahindra upgraded the dealerships' infrastructure so they could 

provide farmers with information on weather, crops, pests, agricultural market locations, and prices; 

offer soil- and water-testing facilities; and run farm-productivity demonstrations. These offerings 

attract farmers to the dealerships and boost the odds that they'll become loyal Mahindra customers. 

Through 155 Samriddhi Centres, Mahindra has helped more than 150,000 farmers, and it aims to boost 

that number to 10 million by 2020.Some rural masters also build familial bonds with their channel 

partners to strengthen trust and loyalty. For example, dairy cooperative Amul invites its channel 

partners to the company's headquarters. During these visits, partners gain exposure to Amul's 

network of cooperative institutions and visit the company's plants. The programme wins’ partners' 

trust and loyalty by establishing a personal bond with partners. 

Poor infrastructure and fragile channel relationships often frustrate companies' efforts to seize the 

growth opportunities arising in rural India. But as Accenture's research on rural masters reveals, 

companies can overcome the challenges by using the right channel strategies, understanding their 

target customers, and finding and keeping the best channel partners. 

Discussion Questions 

1.Learning from the above percept, what are the corner stones of the right rural distribution model. 

Justify. 

2. Identify how many of the dimensions mentioned above are applicable to a rural to rural marketing 

dimension. Justify your stance 

Developed by authors based on https://www.business-standard.com/article/management/designing-

the-right-rural-distribution-model- 

4.3 Selection and Recruitment of Channel Partners  

Channel Partners’ 

A channel partner is a company that partners with the producer or manufacturer to sells and market 

the manufacturers services, products or technology. Channel partners may include vendors, 

distributors, consultants, systems integrators, retailers, technology deployment consultancies and 

value added resellers. 

There are 3 main types of channel partners namely: 

1. Independent Dealers: These include dealers and retailers selling a company’s products. These 
parties have a formidable power in terms of selecting the distributors. 
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2. Distributors: Intermediaries who warehouse, transport and sells a company’s products 
3. Independent sales representatives: This class includes independent sales representatives, 

manufacturers sales reps and product installers 
 

Selection and Recruitment of Channel Partners 

Selecting Channel Partners involves channel decisions like: 

1. Determining the number of channel partners required to aptly distribute the product being 

offered. This thus takes into consideration the required length of the channel for effective and 

efficient distribution. Thus, the nature of products and services being distributed plays a very 

important role in this decision. 

2. Determine the type of intermediaries and thus channel partners required for the effective and 

efficient distribution of the product and services in question. 

3. Determine and evaluate the level of willingness on the part of a potential channel member to 

work cooperatively with the other channel members within an already designed product 

channel. This also takes into account the compatibility and synergy that may be available with 

each partner who could be harnessed by the supply chain for better distribution. 

4. Determine the level of service that can be offered by a potential channel member 

5. Determine and evaluate the expertise of a channel partner by virtue of: the working 

experience, types of product lines carried, track record of operations and profit, image in the 

market, kind of policies and strategy followed, quality and expertise of the sales force 

employed by the channel partner and character of the other product lines handled by same 

the channel partner. 

Channel Management 

The process by which a producer or supplier directs the marketing activity by involving and motivating 

parties comprising its channel of distribution. It involves designing an effective channel that would 

satisfy the distribution objectives of the company while being customer oriented and thus profitable. 

Channel management had a lot to do with designing the channel strategy that works in tandem with 

the product, price and promotion strategy of the company in question. 

This would be possible only when the channel partners share a common goal of satisfying the target 

market’s needs and wants and attaining the overall channel goals by cooperating and collaborating 

with each other efficiently. Incompatibility between the goals of the various channels’ partners may 

affect the efficiency of the channel and give rise to channel conflict. 

Channel management thus includes selecting the right channel partners (i.e. ones who share the same 

value and objectives), motivating and evaluating the channel partners to work to improve efficiency 

of the channels, design a channel with least chances of channel partner conflicts and lastly but not the 

least resolving the channel conflict in the most economic manner, in the event of its occurrence. 

4.4 Channel Relationships Management & Channel Evaluation 
Channel management as a function involves regular monitoring of channel partners performance to 

check their compatibility and whether or not they are able to satisfy various parameters of channel 

performance. Some of the parameters are listed below: 

1. Fulfilment of the sales quota attainment standards 
2. Maintenance of the required average inventory stock 
3. Maintaining discipline and punctuality with reg.to customer delivery time 
4. Policy reg. treatment of damaged and lost goods 
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5. Cooperation and partnership in promotional and training programs. 
Channel management includes the regular monitoring of channel partners performance to track the 

working of the channel at all points of time to identify lapses by improving the required while 

repeating the successful instances. 

Channel partners need to be also evaluated for the risk of transacting with them. Channel partners 

posing higher degree of risks compared to the other partners needs to be viewed with scrutiny and 

control. The risks include: 

1. Risk of higher transaction costs (hidden costs) with certain channel partners 
2. Risk of: loss in transit, destruction in transit, negligence and non-payment. 

Owing to these imminent risks posed by channel partners, careful choice and selection of channel 

partners is very essential. 

Sales and Distribution Management-the Dabur way 
As part of a recent initiative titled Astra, advanced sales training for retail ascendance, FMCG major 
Dabur, has recruited 75 sales and HR managers across the country who would educate over 2,000 
distribution channel partners of the firm about the complexities of sales and distribution through the 
audio-visual medium. Therefore, shopkeepers selling Dabur’s products would now learn marketing 
through role-plays staged by professional actors at their shops. 
Dabur has a distribution reach of 25 lakh retail outlets across the country. About 75 per cent of the 
company's sales come from rural areas, hence, it has created the Astra training consultancy module 
in five vernacular languages, Bengali, Tamil, Telugu, Malayalam and Kannada. The company also 
expects rise in consumer spending in the rural areas and plans to spread the initiative in the rural 
market. After implementing Astra, Dabur expects a sales growth of above 15 per cent and expects 
nearly 40 per cent growth in sales through modern trade and institutions, like hotels. The company 
proposes to keep a tab on its monthly and quarterly performance as well. 
Dabur has about 2000 stock keeping units (SKUs) with 750 SKUs in health care alone. It needed to 
bring awareness among the distributors and standardization into their system across India and Astra 
was created for the same requirement. Under Astra, Dabur has categorized its sales and distribution 
channels into finer segments, such as key grocers, mass grocers, chemist, wholesale, small outlet and 
modern trade. The program would address specific needs and expectations of each channel in the 
areas such as, trade activation programs, trade promotion programs, brand/SKU focus, merchandising 
and managing channel conflict. 
Dabur's own sales force consists of 450 employees in the country and it had a high attrition among 
stockists, which it intends to arrest through this program. The program would encourage greater 
involvement of stockists in their job and sales. Astra is a step ahead of Dare, driving achievement of 
retail excellence, introduced by the company in 2006. Dare was aimed at leveraging Dabur's brands 
performance in modern retail. Astra will encompass all the distribution channels including modern 
retail. 
It will also run refresher-training courses every six months. Every sales officer in Dabur has to work 
according to a journey cycle that begins on the first of every month. The Changing retail landscape in 
the country has compelled FMCG companies to relook at their sales and distribution models. Another 
FMCG major, Hindustan Unilever, has also introduced innovation in its distribution strategy. Last year, 
the company had formed a joint venture with South African firm Smollan Holdings to tweak its point-
of-purchase presence in modern retail, where its premium brands, such as Pond's Age Miracle range, 
enjoy higher off-take. 
 
Developed by authors based on https://www.business-standard.com/article/companies/dabur-uses-
astra-to-boost-rural-sales 
 

https://www.business-standard.com/companies
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Various channel partners thus are expected to work together harmoniously in a synergy to offer 

efficient distribution. However, though carefully selected the channel partners may have conflicting 

business interests, which may result in the breakdown of the distribution function. This is referred to 

as channel conflict. 

Channel conflict can be of the following kinds: 

1. Vertical channel conflict: Conflict that arises between channel partners at the different vertical 
levels in the distribution channel. i.e., conflict between and retailer. 

2. Horizontal channel conflict: Conflict that arises between channel partners at the same 
horizontal level in the distribution channel. i.e.  conflict between group of wholesalers among 
themselves or retailers among themselves. 

3. Multichannel conflict: Conflict that arises between the various distribution channels that a 
manufacturer may use to distribute his product. 

Thus, channel management, as a function also needs to deal with managing channel conflict and 

nullifying the chances of channel conflict to a minimum.  

The key to minimum channel conflict thus lies in channel design and channel relationship 

maintenance. Relationship between channel partners may be maintained by offering the right 

motivation and training to keep the morale and product knowledge always high among the channel 

partners.  

To Do Activity 

Case Analysis: Channel conflict-innovative solutions to solve multi- channel conflict  

Distribution 4.0: Re-Imagining FMCG distribution in India 2030 

FMCG companies today are staring at a major disruption in their distribution model. Other than some 

basic technology interventions to track primary (sales from the FMCG company to their Distributors), 

and in some cases, secondary sales (sales from the Distributor to the Retailers), very little changed 

over the decades. Products go from brands’ manufacturing facilities to their Distribution Centre (DC), 

on to C&F agents in each state, on to the hundreds of Distributors (DB) in that state, and finally on to 

the retailers, where consumers/shoppers purchase them. The primary reason for the lack of change 

is the more or less static retail environment we have seen –close to 90% of retail even today is 

dominated by mom & pop outlets, or what we call General Trade (GT) in India, this was as high as 98% 

till a decade or so ago. Looking at the evolution of FMCG Distribution in India since 1950, we can 

categories it in the following categories: 

Distribution 1.0: (1950 to 1980) This entails traditional distribution model elucidated above, and very 

little changed in the model. 

Distribution 2.0: (1980 – 2000) This was the period of small tweaks, where a) Company Sales reps were 

transferred to the Distributor for better supervision and management, called Distributor Sales Reps 

(DBSRs). Moreover, some leading companies starting to divide the sales teams into category teams, 

still primarily serve the General Trade, to focus on each category & SKU. b) We also saw leading FMCG 

companies adopt technology to track primary sales at both the distributor and branch level. 

Distribution 3.0: (2000 – 2018) This has been the period of major change, with 

Today, however, the time tested FMCG Distribution model is seeing massive disruption, and this is 

likely to continue if we go by what has happened in other emerging markets like Central Eastern 

Europe, Russia, SE Asia & China. On the demand side, a lot of new retail channels are emerging that 

https://brandequity.economictimes.indiatimes.com/tag/fmcg
https://brandequity.economictimes.indiatimes.com/tag/general+trade
https://brandequity.economictimes.indiatimes.com/tag/distributor+sales+reps
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are disrupting “Where” and “How” shoppers are shopping. We have seen the growth of modern trade 

in the last decade, e-comm/online retail in the last 5 years, and now hyper local delivery models like 

“Click & Collect”, . As shoppers move to an “Omni” mode of shopping, expecting the products to be 

present “when” and “where” they shop, FMCG companies will need to adapt their distribution models 

to enable this. 

On the supply side, factors like changing aspirations of distributors, changing role of modern trade as 

a distributor, increasing complexity of FMCG business due to increasing categories and skills, 

increasing competition for shelf space in GT, rise of private labels, and the rise of new distribution 

“aggregators”, are impacting the traditional distribution model. 

Thus, distributor churn is increasing rapidly, and as per our research, this can range from 15-30% 

annually. It is also becoming increasing difficult to replace exiting distributors as the distributor 

community continues to shrink. This is likely to have a major impact on brands’ ability to increase (or 

even maintain their direct distribution or coverage.) 

In addition, Sales Force turnover (across all levels, and especially at the field sales level) is also 

increasing, and our research shows that it can be as high as 30-40%, annually. This is due to stiff 

competition from new age business like e-comm delivery, food-tech companies, mobile phone retail, 

electronics and apparel retail (single and multi-brand outlets), QSRs, jewellery chains, MT chains, . This 

is making it very challenging for FMCG companies to recruit and retain salespeople, putting further 

pressure on their model and margins. 

Finally, increasing channel conflict on pricing, discounts, and range between GT, e-comm and MT is 

increasing pricing and margin pressure on FMCG companies as they juggle their volume growth 

ambitions with prices and margins, while trying to build their “Omni” channel presence. While the end 

consumer may be benefitting in this conflict through lower prices, the pressure on margins across the 

value chain continues to grow. 

Distribution 4.0 - Reimagining FMCG Distribution for 2030: 

Come 2030 the overall retail in India is expected to double to $1.5 trillion from the current $700bn, 

we can expect GT’s share in overall retail, though still dominant, to come down to 50% (from today’s 

85-90%). In addition, many of GT/Kiranas in Metros and Tier 1 & 2 cities are expected to upgrade to 

look and feel more like MT, a trend that is already prevalent. MT will continue to grow and could have 

a share of 25-30% by 2030, driven by its expansion into Tier 1, 2 and 3 cities with different formats 

and sizes. E-comm would easily account for 15-20% of total retail by 2030 driven by higher smartphone 

and Internet penetration, growth of digital & mobile payments, and expanding logistics infrastructure. 

So, given these changes in retail, how should FMCG companies plan their distribution for 2030. Two 

scenarios are likely to emerge: 

Scenario one - with the distributor community shrinking, and the need for scale, technology, higher 

margins, speed, along with a need for better-trained sales force, many brands are likely to move to 

larger distributors who have a multi-state or even national footprint. This is similar to what has 

happened in other developing countries, as well as in categories like aerated beverages market in 

India, where there are one or two distributors covering the entire market. This will shift the balance 

of power between brands and distributors, and is likely to call for a strategic partnership between 

them, with more negotiated Terms of Trade, Joint Business Planning, ., to drive scale. 

The second scenario, which is more likely, will be the game changer. It will require FMCG companies 

to give up the ownership of the distribution model, and partner with multiple players for the best 
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market coverage between urban and rural markets, focusing their own efforts on marketing, branding 

and in-store merchandising to create best-in-class shopper experience (“retailtainment”). In this 

scenario, they are likely to partner with aggregators, e-comm delivery companies, rural distribution 

companies, and distribution arms of modern trade to drive coverage. 

Aggregators present a one-stop-solution for GT/Kiranas, by not only providing the entire basket of 

products, but also enabling them through sales training, technology (they provide them with Apps and 

Tablets to order online every day, doing away with the need for sales people), credit terms and 

financing options, and even investment to improve in-store merchandising and look & feel of the 

store. This is likely to make the day-to-day lives of the Kirana owners much simpler, as they can focus 

their time on selling, rather than having to deal with hundreds of salespeople for orders, payments, 

new product listings, inventory management. 

While modern trade continues to be a big retail channel for selling FMCG products, it is also emerging 

as a major competitor to FMCG distribution, as most large B2B retailers have established their own 

sales and distribution networks to sell into General Trade/Kiranas, Horeca, Supermarkets, . This is 

starting to cause a major channel conflict between traditional Distributors and MT distribution arms, 

and while brands may benefit in the short term due to increased sales, the long-term impact is 

expected to further disrupt the distribution network. In addition, MT’s growing strength of distributing 

to the GT channel is likely to also allow them to sell more of their private label products through that 

channel, directly competing with established FMCG brands and creating a bigger fight for shelf space 

in GT. 

Even though this may seem disruptive, it is likely to emerge as the most efficient model in the coming 

years, where disaggregation will lead to “disowning” a large of the distribution network, and lead to 

partnering with regional and national players to enable the most efficient and lowest ‘cost to serve’ 

distribution model for FMCG brands across all channels. This will allow brands to focus on creating the 

‘pull’ and in-store customer/shopper experience (In China, approx. 25% of FMCG business is 

distributed by Aggregators) that consumers will demand in 2030, and let the partners do the 

distribution. 

 

Questions 

As pointed out in the article, while modern trade continues to be a big retail channel for selling FMCG 

products, it is also emerging as a major competitor to FMCG distribution 

Compare and contrast the 2 solutions offered. Which solution according to you would work best in a 

rural Indian landscape. Justify your stance. 

Would these interventions be applicable for the marketing of rural products in rural areas? If yes, what 

provisions need to be brought under the purview of these intervention to make it applicable for the 

marketing of rural products in rural area. Justify, your stance.  

Developed by authors based on https://brandequity.economictimes.indiatimes.com/news/business-

of-brands/distribution-4-0-re-imagining-fmcg-distribution-in-india-2030 

 

 

 

https://brandequity.economictimes.indiatimes.com/news/business-of-brands/distribution-4-0-re-imagining-fmcg-distribution-in-india-2030
https://brandequity.economictimes.indiatimes.com/news/business-of-brands/distribution-4-0-re-imagining-fmcg-distribution-in-india-2030
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4.5 Direct Marketing 

Direct Marketing is inclusive of any marketing activity that relies on direct communication or 

distribution to individual consumers rather than through third party like mass media. The various 

delivery systems used are mail, email, social media and texting. This media eliminates middlemen and 

operate independently to communicate directly with the target audiences and thus is called direct. 

Direct marketing often attempts to personalize content to increase engagement. 

The oldest form of direct marketing is catalogue marketing. The latest form today is social media 

marketing. The social media allows to design targeting strategies like putting out ads and getting 

access to Facebook. Since the world is getting increasingly connected through digital platforms, social 

media has become one of the most effective ways to market to one’s customers. 

With regard to rural products, direct to consumer marketing applies. Direct to consumer marketing 

includes all the marketing arrangements in which producers sells agricultural products directly to the 

final consumers like farmers through farmer markets. It is referred to as farmer to consumer or farm 

direct marketing. It includes sales to restaurants, retail stores and institutions. 

There are 2 forms of Direct Marketing, one is farmers selling directly to the consumers and the second 

where the traders buy the produce from the farmer’s doorstep. Direct marketing encourages farmers 

to undertake grading of farm produce at the farm gate and removes the need to carry the produce to 

markets for sale. Direct marketing enables farmers and other bulk buyers to economise on the 

transportation costs and helps get a better price to the farmers. 

Apani mandies in Punjab and Haryana, uzhavar sandhai of Tamil Nadu, Rythu bazaars of Andhra 

Pradesh, setkari bazaars of Maharastra, raitha santhe of Karnataka are examples of the same. Selling 

at the melas and haats also have the direct marketing dimensions to rural sales. 

Summary of the Chapter 

The chapter discusses about Distribution as a function and differentiates it from marketing channels. 

The chapter presents information specific to the rural markets of India. The various types of 

distribution designs are discussed in details with examples. Various aspects of effect of the distribution 

strategy on profitability are explained. The chapter also explains the various types of channel partners 

and the concept of channel conflict. The various facets of distribution are discussion using various 

examples from an Indian rural context. 

Model Questions 

1. What is multi-channel distribution? Explain with examples from a rural context. 

2. Discuss the various models of distribution that have been successful in a rural landscape. 

3. Discuss in detail the factors that affect channel design in a rural context. Explain with current 

examples while justifying your stance. 

4. Why according to you would a producer prefer to have an intensive distribution strategy? 

Justify with examples. 

5. Discuss the differences between Direct and Indirect distribution with example s from a rural 

context. 
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To do Exercises 

• You come up with fantastic-tasting tomato khup. You have found a local organic farmer who 
would grow the tomato for you and also manufacture the puree for you. Unfortunately, you 
have to handle the distribution yourself—a complex task because your product is made from 
natural ingredients and can easily spoil. What distribution channels would you use, and why? 
How would you handle the physical distribution of your product?  

•  

• Students at Mahatma Gandhi Institute for Rural Development can take a break from their 
studies to visit an on-campus ice cream set up called the Creamy Mazic. Milk for the ice cream 
comes from cows that graze on university land as part of a program run by the agriculture 
school. Other ingredients, including sugar and chocolate syrup, are purchased from outside 
vendors, as are paper products and other supplies. Using your personal knowledge of ice cream 
set up operations (as a customer), diagram the Creamy Mazic’s supply chain. How would the 
supply chain change if the company decided to close its retail outlet and sell directly to 
supermarkets? 
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Chapter 5 Sales Planning and Budgeting 

When you fail to plan…. You plan to fail!! 

On the June 27, 2021 mango growers in Karnataka’s Kolar dumped quintals of mangoes along the 
road. This was a site of distress! One cannot stop and wonder, what could have gone so wrong that 
something like this is what the farmers of a fruit (one that is the king of fruits) had needed to resort 
to? 

The situation analysis: 

Mango growers of the district of Kolar were in distress due to terrible losses. The farmers were 
unhappy that the government focused entirely on COVID-19 and its relief work but did not take care 
of the mango growers who suffered severe losses. With no aid coming from the government, farmers 
had resorted to dumping loads of mangoes by the roadside in some parts of the district. 

The reasons for their losses: 

1. This year, the mango growers had to face a triple whammy. Unexpected rains and hailstorms lashed 
the district. This caused severe damage to the standing mango crops. Further, the Anthracnose fungal 
attack on the mangoes (especially the tottapuri variety of mango) followed by the crash in prices of 
the fruit adversely affected the farmers. 

2. Unlike in the past, mango juice makers and pulp-processing units had not been buying the fruit in 
large quantities due to the disruption in supply chain and logistics, an aftermath of the covid 
pandemic’s impact on businesses. 

3. Owing to the Covid pandemic, the wholesale markets witnessed an imbalance between the soppy 
and demand, so much so that the supply was much higher than the demand. Therefore, the price of 
Totapuri variety crashed to Rs 5 per kg from Rs 20-25 per kg a year ago and of Beneisha to Rs 20 per 
kg from Rs 80per kg a year ago in the wholesale market. The blow further intensified as the second 
wave hit the state during the peak mango season. During the second wave of the coronavirus 
pandemic and prolonged lockdown, demand and consumption were hit due to the closure of hotels, 
juice centres, and the ban on weddings and festivals. 

The price fluctuations and demand trend- fluctuations were not planned for and neither prepared for 
by the farmers. The inaccuracy in planning for the uncertain had taken a heavy toll on the farmer’s 
pockets, lives and future prospects! 

Could this situation have been averted? If yes, what according to you would have to be taken into 
consideration in order to insulate the farmer’s prospects from such gross mis-endeavours? 

The answer to this question holds the key to our further discussion as brought together in the 
current chapter. 

Developed by authors based on https://timesofindia.indiatimes.com/city/bengaluru/highway-dump-
price-dip-brings-mangoes-to-road/articleshow 

Sales Planning and Sales budgeting are procedures that help organizations to set up top to bottom 

targets and design a bottom-up budget. These aids of strategic planning act as foundations of an 

organization’s existence. Sales planning is a planning process that involves sub processes like sales 

forecasting, demand management, designing profit-based sales targets and the preparation of 

documented steps to be followed by a firm in the form of a sales plan. Thus, sales planning is the 

process of organizing compulsory activities to better achieve business goals. 

https://timesofindia.indiatimes.com/city/bengaluru/highway-dump-price-dip-brings-mangoes-to-road/articleshow
https://timesofindia.indiatimes.com/city/bengaluru/highway-dump-price-dip-brings-mangoes-to-road/articleshow
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Sales planning therefore is involved in developing realistic, feasible and stimulating targets. In the 

process, historic and current data is accessed and analysed to study and identify patterns to project 

realistic future sales expectations. Sales planning involve taking accurate forecasts of expected future 

demand and set accurate current sales targets so as to bridge the future expected demand to the 

current achieved demand. A sales plan is thus a crucial tool in helping to succeed in creating maximum 

sales. It helps us to compare where one is currently to where one wants to be in the future and helps 

to make adjustments to help the two meet. 

Food for Thought! 

The Omnipresence of Forecasting as a critical activity -Importance of Forecasting-Scope of 

Forecasting  

Owing to the COVID-19 pandemic and the associated global healthcare crisis supply chains have faced 

disruptions. The scenario of hoarding and panic buying has worsened the problem further. The 

balance of demand and supply were further impacted by the travel restrictions and lockdowns 

worldwide. These disruptions thus have made it evident that short-term real-time forecasts (daily and 

weekly) along with the mid- and long-term forecasts (monthly, quarterly and yearly frequency) about 

the pandemic and its effect on supply chains have become very important supply chain planning tools. 

There exists a queer relationship between supply chain operations and the ongoing COVID-19 

pandemic. We have witnessed a global shortages for all essential goods much due to break down of 

supply chains which has in turn occurred due to restrictions posed on working of industries due to the 

pandemic .Supply chains have witnessed breakdowns due to lockdowns as well as production 

stoppages ,inventory mismanagement and shortages of raw material, manpower and capital  supply 

thus effecting  production so much so that due to non-production, non-supply has occurred thus 

affecting the supply chain for distribution. Therefore, customers having faced shortages have resorted 

to various options to overcome the chances of facing shortages. One such option is overstocking at 

home. The progression of COVID-19 across the world thus has driven changes in immediate actual 

needs (health care and food) and in consumer behaviour (ex. Panic buying and overstocking at homes). 

Such changes put enormous strain on the respective supply chains. For instance, let’s suppose due to 

the pandemic’s lockdown restriction, consumers may overstock items like dry pasta at home. When 

consumers start panic buying or overstocking dry pasta, the whole supply chain that deals with the 

pasta ingredients eggs, flour and wheat will is also be eventually affected. 

Thus, an accurate forecast of the evolution of the new COVID-19 strains and cases enable an effective 

management of the surplus demand across the supply chain of the various products. Therefore, 

forecasting especially during a pandemic becomes essential for effective supply chain management. 

Yet, forecasting in such extraordinary conditions in real time (when new data is continuously 

expressing itself) can be a complex task due to the limited availability of data. Thus, the all-permeating 

forecasting function also has its own shortcomings. 

Source: National Centre for Biotechnology Information. 

Objectives 
On completion of the chapter, the learner should be able to: 

1. Define and describe the process of Sales Planning and Sales budgeting. 
2. Summarize the role of accurate Sales forecasting in prudent Sales planning. 
3. Identify the nuances of Territory Management. 
4. Infer the nuances of Quotas in Sales Management. 
5. Interpret and analyse the various Sales Metrics. 
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5.1 Sales-Planning and Budgeting 

A sales budget is a blue print of sales. It is an estimate of sales volume, revenue earning, selling 
expenses and net volume. A sales budget is therefore a financial plan that details how resources need 
to be allocated in order to achieve the forecasted sales. Sales’ budgeting is taken up the top 
management that involves in budgeting by working with a sales forecast. The main purpose of sales 
budget is to plan for maximum utilization of scarce resources and to forecast sales. 

Objectives of Sales Budgeting 

➢ To manage sales opportunities, objectives and sales quotas so that the performance may be 
improved 

➢ To keep aside required amount of funds so that the planned business objectives may be 
achieved. 

➢ To have a collaborated and coordinated effort from the various departments like finance, 
marketing, operations and production 

➢  To balance sales efforts, sales expenditure, sales volume and sales performance as planned. 
➢ To have a mechanism of feedback and control that helps to evaluate performance against the 

planned tasks.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.1 Uses of Budgets 

Source : Adapted by Authors using data  from  https://online.hbs.edu/ 
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5.2 Sales Forecasting and its Techniques 
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5.2 Sales Forecasting Model  

Source: Adapted By Authors using inputs from https://www.smartsheet.com/content/salesforecasting-guide 

The Process 

In order to forecast the sales precise and accurately certain due diligence steps need to be followed. 

Before a company starts micro planning for its demand-sales forecast, it needs to get a complete 

picture of the external macro environment variables of the general economic conditions of the 

market, so that a general feel of the health of the economy of a market can be gauged. The external 

Factors to Consider: 

1. Economic Influences 

2. Demographic Changes 

3. Social Changes 

4. Competitive 

Developments 

5. Legal Developments 

6. Political Developments 

7. Internal Political 

Developments 

 

Forecast General Economic 

Conditions 

 

Estimate Industry-Market 

Potential 

Estimate Company Sales 

Potential 

Potential Inputs: 

1.Sales Force Composite 

2.Sales Manager 

Composite 

3.Jury of Executive Opinion 

4.Market Surveys 

Forecast Company Sales 

Broken down by: 

Product, 

Territory, 

Customer, 

Time Period. 

 

 

https://www.smartsheet.com/content/sales
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variables to be studied include: economic factors, demographic factors, social changes, change in 

competitive factors in the market, legal and political factors. 

For example, inflation and unemployment, social-changes in taste and fashion or the increase in 

spending, are some of the variables that may impact demand of related products and thus need to be 

identified and analysed for better forecasts. For example: Owing to covid 19, rural households have 

been primarily impacted by job losses and heightened food insecurity. Approximately 9% of farmers 

reported changing their crop from Kharif 2019. Of these, 21% of farmers shifted to cultivating cereals 

while 9% shifted to producing pulses and oilseeds. The remaining 70% changed crops within the same 

crop category. A shift to safer crops is likely to have driven these changes, given the severe impact on 

the perishables sector during the early part of the lockdown. This change in demand, by virtue of the 

environmental variables needs to be understood by a company while making a forecast for the 

production of the resultant output products for a FMCG company operating in a rural market segment. 

Once the economic conditions (step 1) have been understood, the maximum potential of the market 

to grow along with maximum potential of the company to exploit favourable market conditions need 

to be analysed and thus used to make a logical, realistic forecast for expected sales. While doing so 

critical estimates and feedback from the field personnel becomes the most crucial piece of 

information. Once done, the forecast so estimated is broken down into unit, territory or product 

category and thus assigned for better control. This thus completes the entire set of steps for 

completing the sales forecasting process. 

 

Exporting Spices from India 

The global spices and herbs market is benefitting from increasing demand for ethnic flavour in the 

food industry. Growing consumer inclination toward better taste and nutrition is among the 

contributing factors for the growth of the spices and herbs market. Spices and herbs are associated 

with multiple health benefits, including anti-bacterial, anti-inflammatory, and immune supporting 

properties, which leads to a favourable market scenario for the spices and herbs industry.  

Production of spices and herbs has been hampered due to the COVID-19 outbreak. Major producing 

countries in Asia Pacific such as India and China have seen disruptions in trade. Key players in the 

global spices and herbs landscape are focusing on launching new products in line with the latest 

market trends to attract more customers and increase their customer base for example products like 

organic seasoning are now entering spice markets. 

SpiceItUp, a Chikumangaluru based spices manufacturing company that deals with ginger and oregano 

manufacture and marketing, is intending to start its export business. Do you think the time is 

conducive for the business to start an export business? Why so? 

Discussion Questions 

1. What step of the sales forecasting model is being discussed in the above percept? 

2. Discuss the role of environmental analysis for sales planning based on the above percept. 

Developed by Authors from various sources 
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Sales Forecast 

Horticulture Producers’ Co-operative Marketing and Processing Society Ltd. (HOPCOMS) was founded 

in 1959 under a name of Grape Growers Marketing and Processing Society, under the guidance of Dr. 

M.H. Mari Gowda, the then Director of the Department of Horticulture, and Karnataka under the 

Indian Co-Operative Society Act. HOPCOMS, is a farmers' society founded in 1965 for the direct 

marketing of farm produces. The society is headquartered in Lalage, Bengaluru, in the south Indian 

state of Karnataka and its activities are spread in the districts of Bangalore Urban, Bangalore 

Rural, Kolar, Raman agar, Mandya, Mysuru and Chikkaballapura. Through HOPCOMS, the government 

has invested large amount of resources in marketing of horticultural produce in the city of Bangalore 

and in several other cities of Karnataka. HOPCOMS sets the prices in the market. Both farmers and 

customers have come to accept the price set by HOPCOMS as fair. It has a unique business model 

where it helps farmers by to sell their additional production in the open market by providing free 

transport.  

The main activity of the society is the maintenance of a marketing system by which the farmers are 

ensured of a good price for their produces and the consumers are provided with quality goods at 

affordable prices. The society has eliminated the middle men and acts as the only link between the 

farmers and the consumers. The greatest strength HOPCOMS is that it is the market leader in fixing an 

accurate and correct price for fruits and vegetables. 

However, it has been reported that the market presence of HOPCOMS has diminished over the years. 
The advent of retail outlet chains and reluctance of farmers to supply goods to the society has 
reportedly reduced the business volume from 34,000 tons of fruits and vegetables in 1997–98 to 
20,726 tons during 2013–14. 
 
Discussion Question 
In the changed scenario, conduct the sales forecast for HOPCOMS. Describe the detailed process of 
sales forecasting that HOPCOMS should adopt according to you. Justify your stance. 
 
Developed by authors based on https://academicjournals.org/journal/INGOJ 
 

 
Figure 5.3 35 Budget Vs. Actual  

Source: Developed by Authors 

https://en.wikipedia.org/wiki/Lal_Bagh
https://en.wikipedia.org/wiki/Bengaluru
https://en.wikipedia.org/wiki/Karnataka
https://en.wikipedia.org/wiki/Kolar_district
https://en.wikipedia.org/wiki/Ramanagara_district
https://en.wikipedia.org/wiki/Chikkaballapura_district
https://academicjournals.org/journal/INGOJ
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The various types of sales forecasting methods across the quantitative and qualitative forecasting 

methods are: 

Qualitative methods Quantitative methods 

Executive opinion Moving averages 

Delphi method Decomposition 

Sales force composite Naïve/Ratio method 

Survey of buyer’s 
intentions 

Regression analysis  

Test marketing Econometric analysis 

 

Qualitative Methods of Forecasting  

1. Executive method: This method is used for long or medium forecast. In this method a group of 

senior executives of the company are asked their opinion with regard to the future value of products 

predicted. A consensus once reached would be taken as the figure for the forecast. 

2. Delphi method: this is the most sought-after type of forecasting technique. Here a group of experts 

is constituted and their opinion regarding the expected forecast is taken. Here too a consensus of 

opinion needs to reach. 

3. Sales force Composite: In this method, opinion and preferences are sought from the salesperson is 

collected and used to create realistic forecasts. 

4. Survey of buyer’s intentions: Here the marketer asks the buyers his/her intended future expected 

purchase quantity of the company’s product. This method is useful when the number of customers is 

limited in number and is well defined. This method however has a disadvantage being that the 

customers may be fickle about their preferences, which could result in either overestimating or 

underestimating the actual demand. 

5. Test marketing: This is one of the most preferred methods of forecasting used whenever a company 

is introducing an innovation into the market. Here the product is offered to a small segment of the 

actual market to test the waters for the product. A small, specific region of the market is selected and 

the product is introduced into the market. Feedback is sought from the select audience regarding the 

product. Based on this real feedback a decision is taken regarding the whether or not to introduce the 

product into the entire market. While the real feedback is a great advantage with this method, the 

disadvantage with this method is that rivals may get information about the product and may rob the 

competitive advantage attached to the product category. 

Quantitative Methods of Forecasting 

1. Moving averages: This method is used for long term trends. It is a technique that is used to get an 

overall idea of all the trends in a data set. It basically is an average of any subset of numbers, calculated 

several times for several subsets of numbers.  

2. Decomposition: In this method, the company’s sales are broken down into previous period’s sales 

data sets like trend, cycle and season. The events are recombined to get a forecast. 

3. Naive/Ration method: In this method, it is believed that the current demand will be equivalent to 

the previous demand. 
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4. Regression analysis: this method consists of setting a causal relationship between the various 

variables and the company’s sales. The method calculates the demand accordingly. 

5. Econometric analysis: In this method numerous regression equations detailing the various 

relationships are designed. All these equations are combined to the forecasted figure. According to 

this method, demand is determined by one or more variables that include income, population. 

Illustrated below is a simple example of forecasting of sales done using a simple calculation (using an 

excel sheet application). Here the selling price per unit is multiplied by the no of units sold (of a specific 

month), which gives you the profit made for the specific month. This process is carried out for the 

entire 12 months of the year to understand the pattern of profits for the year. The same can be 

repeated for the second year (or any number of years) to understand the trend or pattern of profits. 

This pattern is used to project the expected profit in a sales budgeting process to decide the future 

course of action. I. e if the pattern looks favourable the decision would be to go ahead else to drop 

the specific marketing activity accordingly. Therefore, the example clearly illustrates how sales 

forecasting may help to project realist expectations and development of a budget to facilitate the 

same. The same   can be carried by any of the forecasting techniques listed above to help the 

management make an informed choice. 

Table 5.1 Example of 24 Month Sales Forecast 

12 MONTH SALES FORECAST 

YR 1 JAN  FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC TOTAL 

UNITS 1000 1000 1000 1000 1000 1000 1100 1200 1300 1400 1500 1600 14600 

SP  5 5 5 5 5 5 5 5 5 5 5 5   

SALES 5000 5000 5000 5000 5000 5000 5500 6000 6500 7000 7500 8000 73000 

              
12 MONTH SALES FORECAST 

YR 2 JAN  FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC TOTAL 

UNITS 1200 1500 1000 1000 1000 1000 1100 1200 1300 1400 1500 1600 14800 

SP  5.1 5.1 5.1 5.1 5.1 5.1 5.1 5.1 5.1 5.1 5.1 5.1   

SALES 6120 7650 5100 5100 5100 5100 5610 6120 6630 7140 7650 8160 75480 

              

              

 

Source: Microsoft 
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Illustration of sales forecast done for a period of 2 yrs. 

 

 

 

 

 

 

 

 

 

 

 

Figure 364 Illustration of sales forecast done for a period of 2 yrs. 

Source: Adapted by Authors using data and inputs  from https://theinvestorsbook.com 

 

To Do Activity 
Develop a sales forecast, based on the given data below for the year 2021.Use any of the 5 methods 
of sales forecasting. Justify your selection of the method. 
 
 
 
 
 
 
 
 
 

Year Actual sales  Forecasted sales 

2015 550  

2016 625  

2017 690  

2018 750  

2019 825  

2020 915 907 

2021 ?  

 

5.3 Sales Budgeting 

The process of creating a sales budget is referred to as sales budgeting. Sales budgets are normally 

prepared for a minimum of 1 year to a maximum of 5 years. Accurate sales budgets require reliable 

sales forecasts. The two of these strategic planning constructs are thus very closely related. It thus is 

very important to forecast the accurate sales because the budget of other departments is dependent 

on the sales budget.  For ex: the production department produces quantities based on the sales 

forecast, therefore if the sales forecast is inaccurate the production output will not match the actual 

requirements, there would either be a shortfall or a surplus of supply as against the actual existent 

demand. 
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One company that was being talked about for its preparedness with regard to COVID-19 third wave 

is undoubtedly HUL. HUL's supply chain is undergoing a massive transformation across the verticals 

and the company is digitizing upstream sourcing network, which allows optimization of cost. The 

company is bringing in artificial intelligence and machine learning, which is being leveraged for 

better forecasting and planning. The manufacturing and distribution network is being redesigned to 

bring in increased agility and flexibility by adding 30 % more capacity. The company also aims to 

preserve resilience through alternate sourcing. 

Developed by authors based on https://www.business-standard.com/article/companies/supply-

chain-ramped-adding-alternate-sources-hul-is-prepared-for-3rd-wave 

 

 

Figure 5.5 The Sales Budget Process 

Source: Adapted by Authors 

The process in detail 

1. Decide a period of Sales budget: A sales budget can have planned accurately only when the 
specific period is determined. The period can be monthly, quarterly or yearly. This step thus 
acts as the direction setting step for the sales budget process. 
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2. Collect Previous Sales Data: The second step in the process is gathering the sales data or 
record for the previous period. It acts as a foundation to help plan a sales budget for the future 
sales. 

3. Gather Industry’s Sales Information: The Company needs to always be updated with the 
current information regarding the total sales applicable to its Industry for a specified time. It’s 
important that the company has current information regarding the expected growth rate of 
the industry and its own market share during the said period. 

4. Compare Sales of Consecutive Period: Once the sales records are collected a comparison of 
the various past periods needs to be conducted to arrive at a project the future sales 
possibilities. 

5. Study Current Market Trends: The next step is to keep a watchful eye on the changing market 
conditions, customer preferences and various trends that are in. This helps are preparing a 
more accurate sales budget. 

6. Communicate with Customers: While preparing the sales budget, the company also needs to 
have an understanding of the customer’s opinions about its products, their current buying 
habits. These sets of information help the company understand the customer intentions, 
which help the company make a better estimate of the possible demand while preparing the 
sales budget. 

7. Prepare Sales Forecast: Having taken into considerations all the above sets of data, the sales 
forecast for a particular period is prepared having understood the past customer response, 
past sales and current trends. 

8. Compare Actual Sales with the Forecast: The actual sales are finally compared against the 
estimated sales in order to calculate the accuracy of the sales forecast. This helps in putting in 
place corrective actions of the future. 

Sales budgeting at Mankind Pharma 

Meerut based Mankind Pharma is India’s sixth largest drug company by domestic sales, is a trend 

setter of sorts in targeting rural, semi-urban markets while expanding to almost all the tier 3 

markets. The company’s prescription drug business accounts for 92%of its 3000 crore annual 

turnover. Mankind’s ability to achieve direct contact by virtue of its 10,000 plus sales force that 

connects with doctors, especially in the rural areas is the company’s unique competitive strength. 

Mankind’s marketing strategy is ably managed by its network of 7300 stockiest and 59 clearing 

and forwarding agents. 

 Today, Mankind has over 1,000 brands spanning medicine categories such as antibiotics, 

antifungals, gastrointestinal, cardiovascular, dermal, . It has one medical representative for every 

200 doctors in the country. Setting shop at India’s non-metro markets, Mankind started off as a 

pure marketing entity that sourced medicines from low-cost destinations and promoted them 

through prescriptions from doctors practicing in rural and semi urban India. The sales strategy 

was entirely push based driven by heavy performance linked bonuses that it offered to its sales 

representatives and stockists. This made up for its lack of first mover advantage, which is the most 

sought-after competitive advantage in Indian Pharmaceutical Sector. Today, Mankind Pharma, as 

a legal entity owns four manufacturing units, and has stakes in 10 other units owned by the 

promoter family members. The technical personnel at each production centre are attached to the 

manufacturing entities and not the flagship company.  

Discussion Question 

If you were the marketing head of Mankind Pharma, detail the sales budget process undertaken 

by the company. Justify with relevant examples. 

Developed by authors based on https://www.businessworld.in/article/Tour-De-Force/31-03-

2015-79896/      

https://www.businessworld.in/article/Tour-De-Force/31-03-2015-79896/
https://www.businessworld.in/article/Tour-De-Force/31-03-2015-79896/
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Source: Business World  

 

There are two methods of preparing sales budgets by utilizing data from sales forecasts, namely: 

a. By evaluating need against affordability 

b. By evaluating sales volume against profitability  

Sales volume is calculated as either product -wise sales or regional wise sales or quarter wise sales or 

account (customer) wise sales. 

 

This takes us to next topic of understanding sales territories. 

To Do Activity 

Territory Management in the Rural Milieu-Success Stories 

Tata Motors, India’s largest automaker, has added two indirect channels to augment its existing dealer 

network (which focuses on urban and semi-urban towns with populations greater than 100,000). Since 

2010 the company has hired and trained local residents to become Tata Motors gram mitras (“village 

advisers”), who work on commission to generate leads for existing dealers’ sales teams. In addition, Tata 

Motors has formed partnerships with local gas station owners, who similarly earn commissions by 

feeding leads from their customers to the automaker’s dealer network. Supplementing its direct dealer 

channel in these ways has increased sales of Tata Motors’ small commercial vehicles (SCVs) by 20%. After 

piloting the program in six states, the company is now rolling it out nationally and expecting to sell an 

additional 70,000 vehicles in rural markets annually, bringing in $500 million in revenue. 

Telecom service provider Idea Cellular, have found cost-effective ways to build entirely separate rural 
sales forces. To replicate its urban direct-distribution model, Idea has recruited and trained some 4,000 
youths (dubbed “sons of the soil”) who reside in the villages near its cell towers. To extend its reach even 
further, Idea supplements these local workers with traveling grameen pratinidhis (“village 
representatives”) who need extra income and are already visiting remote villages on business of their 
own. 
Some companies like Vodafone India have adopted the village entrepreneur model, partnering with (and 
sometimes helping establish) independent businesses. Vodafone India has set up a network of mini 
stores known as laal dukaan, or “red stores,” for the color of Vodafone’s logo. The shops are run by locals 
who’ve invested Rs 35,000 to Rs 50,000 (around $580 to $830) to open them. They are designed to meet 
all the telecom needs of customers within an 18- to 32-kilometer radius, from sales to connectivity to 
technical support. The network has been so successful that the 94 million rural subscribers served by 
nearly 5,500 red stores now constitute 60% of Vodafone’s customer base 
FINO PayTech, a banking services firm has established a network of more than 38,000 self-
employed bandhus, or banking correspondents. FINO provides them with appropriate technology and 
pays them a fee to take over banks’ front-end operations—to perform the due diligence in such services 
as lending money, opening accounts, and providing insurance and remittances for rural customers. On 
average, the bandhus earn Rs 2,000 to Rs 3,000 ($33 to $50) a month in supplemental income while 
serving more than 76 million customers in 26 states. 
 
Discussion Questions 
1. Identify and tabulate the nuances of the common thread in all these success stories. Justify your 
stance 
2. Conduct the exercise in connection to Sales Planning-budgeting and territory management 
dimensions. 
Developed by authors based on 
https://kapur-dawar-ahuja-unlocking-the-wealth-in-rural-markets 
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5.4 Sales Territory Management 

 

Figure 5.5 Territory Management 

Source: Adapted By Authors using inputs from https://www.gartner.com 

A sales territory consists of a group of consumers or a geographical area assigned to a particular 
salesperson. The area allocated to the salesperson contains the present and the potential consumers 
of the organization. After the allocation of sales territory, the sales manager can be in a position to 
contest between sales efforts and sales opportunities. It would be very difficult for the sales manager 
to monitor the total market, as it is too large and unmanageable by one person. Hence it is divided 
as per territories to manage effectively and efficiently and control the sales force. 
 
The salesperson does not only pay attention to the area but also the consumer prospects. Thus, a 
sales territory can be known as the grouping of customers and prospects, which is assigned to an 
individual salesperson. Sales territory is for the big companies having huge market share. Small and 
medium scale companies do not use geographically defined territories. The market share is not so 
high to divide into territories. 
 

5.4 Objectives for Setting Sales Territories 
1. To obtain complete penetration of the market 
2.  To establish the job’s and responsibilities of the sales person 
3. To evaluate sales performance 
4. To improve customer relations 
5. To reduce sales expenses 
6. To control sales force 

Account 
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7. To coordinate with other departments 

Sales Planning 

Ramesh Mishra was transferred from western region, where he worked as area sales manager of True 

Gold Tractors and Farm Implements, to eastern region as regional marketing Manager-Rural. He was 

told by the company’s general manager-sales, that he was transferred from western region to eastern 

region to set things right, as eastern region was not performing well on sales and profit. Ramesh’s 

main responsibilities were to manage effectively 11 sales engineers and achieve the sales volume and 

contribution (to profits) quotas. For Ramesh, not only the rural customers but also the sales engineers 

were new. The sales engineers were compensated based on straight salary and perks like house rent 

allowance and medical reimbursement. There was no incentive scheme. The territory of eastern 

region consisted of states of w-Bengal, Bihar, Assam and Orissa. Ramesh felt that the sales engineers 

were not covering the market adequately and were not following any system of routing and 

scheduling. He also thought that sales people were spending more time in travelling and less time in 

selling activities. After talking to sales engineers individually, he got an impression that most of them 

were not motivated as they were not given adequate freedom of operations and recognition 

whenever they procured good orders. Ramesh thought that there was a good scope of improving the 

sales condition. 

Discussion Question 

If you are Ramesh. Discuss all that you would do to achieve the sales volume. Justify your choice of 

decisions 

Developed by Authors 

 

 

Budgeting at Tiruverambur based FPO 

The following is the budgeting activity taken up by a Tiruverambur based FPO with regard to the cotton 

seeds distribution sub function. The budget is prepared district wise that is submitted to the regional 

office. All the district-based budgets are clubbed at the regional or zonal level or division wise. A division 

budget is prepared. 

Division based budgets vary based on product and market. The division wise budget submitted to the 

manager sales. The division wise budgets are submitted to the central sales department to finalize the 

company’s sales budget. This marketing budget is then combined with the budgets of the sales and 

marketing staff departments. This activity helps to give a complete picture of the total sales expenses, 

other marketing related expenses to give an approximate of the sales revenue generated. The sales 

budget includes entries like employee salaries, administrative expenses, marketing expenses. It would 

also include direct selling expenses like boarding and selling expenses for sales person, food and travel, 

commission /incentive-based sales, employee benefits like medical insurance, gratuity, office expenses 

like internet charges and telephone charges and expenses for advertising materials.  

The reviewing of the previous sales budget helps in better future planning thus helping to minimize the 

gap between the actual and budgeted. 

Developed by Authors 
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5.5 Sales Quota and Sales Metrics 

Sales quota is defined as a standard established measure achievement and used in organizing, 

programming, budgeting and controlling company activities concerned with sales. Quotas are 

quantitative sales performance objectives assigned to sales generating units like sales persons, 

middlemen and sales managers. The sales quotas help the sales manager to measure the sales activity 

to increase the efficiency. Sales quotas are derived from sales budgets. Quotas are fixed product -wise, 

territory -wise, period wise and customer account-wise. 

Sales quotas act as connectors between marketing, production and finance. They are the basis for 

planning production, work force size and financial requirements of a company Greater the integration 

among the sales forecast, sales budget and sales quota, more efficient the quotas become more 

effective as control devices for sales efforts. 

5.5  Types of Sales Quotas 

Sales Volume Quota 

Sales reps with volume-based quotas are tasked on the number of units they sell or the total revenue 

they generate during a specific time period. They're incentivized to sell as many units as they can.  

Example: Jignasa works with Gentec pharma, has a quota to sell 75 bio fertilizers units each month. 

She must sell at least 75 units to meet her quota. She likely receives commission on each unit. She 

sells and receives a bonus when she reaches her quota. 

 

 

Coir Sector 

The coir sector has received a major thrust in the State Budget for 2021-22. The coir production in 

the State of Kerala is up by 50,000 tons. The production in the coir industry has increased to 30,000 

tons from 7,000 tons in 2015-16 which is expected to rise to 50,000 tons in 2021-22.  

As a part of the program, three types of products would be produced in the coir composite factories 

of Foam Mattings. These would be coir boards made using only 20% of resin, boards made up of 

coir and bamboo mat and boards made up of coir pith. 

Accordingly, three factories are to be started under the aegis of Coir Corporation for the production 

of coco logs, rubberized mattress, and mechanized geotextiles. This move includes a proposal to 

start a coir mulching sheets production factory. In order to do so, an agreement had with a 

multinational company to establish a coir pith processing company in the State has been passed. 

The proposal includes setting up 25 start-ups that would be established in the coir sector under the 

leadership of young engineers to supply geotextiles. 

Discussion Question 

If you are the CEO of the coir board and were to be assigned the task of designing sales territories 

to cover the four southern states of Kerala, Karnataka, Andhra and Tamil Nadu, how would you go 

about it ? 

Developed by authors based on https://www.thehindu.com/news/national/kerala/112-cr-

allocation-for-coir-sector? Describe the process and explain the rationale behind your choice of 

step 
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Budget Quota 

Budget quota is used to determine and restrict expenses on sales to attain desired net profit planned. 

It is implemented on various segment of sales organization to control the expenses accordingly. The 

aim of these quota is restriction of expenses for making sales so that profit can be increased. 

 

Activity Quota 

An activity quota requires salespeople to complete a set number of activities during a period of time, 
usually one month or quarter. Activities usually include phone calls, follow-up emails, scheduling 
meetings, and leading demos. This type of quota is usually assigned to sales persons who are part of 
a larger selling team and aren’t responsible for closing actual business. An activity quota ensures 
they’re contributing to the sales organization and providing valuable help to the reps they support. 
Example: Sales rep Jignasa has a quota of 45 phone calls per month, 84 follow-up emails, and 12 
demos each month. These activities are tracked and her sales manager can easily see how she's 
tracking to meet her quota. 
 

Combination Quota 

Salespeople sometimes may have more than one quota. A combination quota might include an activity 

quota and a profit quota. A combination strategy gives reps a roadmap to success and provides smaller 

milestones to make their quota more easily attainable. 

Example: Jignasa’s quota includes several activity quotas and a profit quota. She must make 50 calls 

every month, lead 15 bio fertilizer demos, and close Rs 2,500 worth of business adjusted for selling 

expenses and the cost of the bio fertilizers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 37 Sales Quota 

Source: Adapted by Authors using inputs from https://blog.hubspot.com/sales/sales-quotas 
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Sales Territory Design 

Jitendra Das Gupta, the marketing manager of Akash Ganga Marketing Company was thinking how to 

go about designing sales territories, assigning salespeople to the territories and setting sales quotas, 

particularly as the product was new. The new product, Propeltec reactor, a ‘fit and forget’ device, 

which converts contaminated water from bore well hand pumps to clean water, by killing 99% of the 

infection creating bacteria present in it. The device converts the kinetic energy of the fluid into millions 

of targeted micro-bubbles each acting as localized reactors. This generates extreme heat, pressure 

and turbulence that release intense energy packets during the collapse of bubbles. The resultant 

shockwave, marked by a bang sound, lacerates and kills the microbes. The water, which is 99% safer 

than it was earlier, then emerges from the bore well or pump into the hands of those drawing tithe 

product is a unique kind of a water filter. Considering the initial production capacity of 50,000 units in 

the first year, Jitendra Das Gupta decided to market the product in and around Bahi village in 

Mandsaur district in Madhya Pradesh, about 350 kilometres (kms) from the state capital Bhopal, 

where the marketing and sales office was located. The consumers were majorly rural households 

followed by commercial organizations, who need clean water for drinking and business requirements. 

Jitendra Das Gupta, was of the opinion that the territory design should include geographical areas with 

high market potential for achieving the sales target of 50,000 units in the first year and a growth of 

25% per year for subsequent four years. He calculated the sales force size of 7 numbers and decided 

to launch the product initially in most remote rural areas and cities around Mandsaur in Madhya 

Pradesh. Jitendra Das Gupta, was of the view that sales quotas should consider sales volume, selling 

expense and also number of sales calls per day, in order to have a proper control on sales people. He 

wondered, how to design sales territories, what criteria he should consider while assigning sales 

persons to territories, and how to design the sales quotas considering the factors mentioned about. 

Discussion Question 

If you were Jitendra Das Gupta, how would you handle the situation? Justify your action. 

Developed by Authors 

 

It’s all about quotas and territories!! 

ITC Ltd and HUL have revamped their sales forecasting to be able to reach out to the rural customers 

directly. The two companies have been increasingly successful at this. A lot of this success is due to their 

adept and crisp sales forecasting in the rural belts. ITC has been revitalizing its distribution strategy for 

fast moving consumer goods with a greater focus on supplying products directly to retailers. The company 

intends to directly reach out to the top one lakh villages which contribute 80% of India’s rural consumer 

goods consumption. ITC’s rural push – especially of premium FMCG products – by bypassing wholesalers 

and stockists matches the scale of market leader Hindustan Unilever Ltd (HUL) which last year launched 

its ‘Perfect Village’ initiative to increase the sales of categories like hair conditioner, face wash, body 

lotion, fabric conditioner and liquid hand wash in villages. HUL has already covered 8,500 villages in eight 

states last fiscal year, and plans to further scale up the programme this year. ITC, on the other hand, will 

immediately expand its reach and investments in the top 16,000 markets based on the highest sales 

potential. This direct coverage will help the company expand reach and sales of the FMCG business which 

is rapidly expanding. Here the target markets are being prioritized based on consumption concentration 

rather than the conventional approach based on population. Developed by authors based on 

https://brandequity.economictimes.indiatimes.com/news/marketing/rural-focus-helped-itc-keep-sales-

on-track-official 

https://brandequity.economictimes.indiatimes.com/news/marketing/rural-focus-helped-itc-keep-sales-on-track-official
https://brandequity.economictimes.indiatimes.com/news/marketing/rural-focus-helped-itc-keep-sales-on-track-official
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5.5 Sales Metrics 
A sales metric is a measure that represents individual, team or companywide performance. Sales teams 

use key performance indicators as metrics to measure goal achievement, compensation appraisal and 

management, determination of bonus and incentives, identification of weakness and panning for future 

requirements. 

Some of the important metrics that need to monitored are: 

1. Annual recurring revenue 
The ARR refers to the total amount of contracted revenue a company makes from all its customers 

every year. 

2. Average revenue per user 
The ARPU refers to the average revenue a company accrues from each of its accounts /customers in 

a particular time period. 

3. Quota Attainment 
Refers to the percentage of deals a sales representative has closed in relation to the set quota for a 

given time period. 

4. Win rate 
Refers to the percentage of deals a sales representative has closed -won in relation to the set quota 

for a given time period. 

5. Conversion rate 
Refers to the number of qualified leads that result in closed -won deals. This metric when tracked 

over a period of time, tells a company how well its sales team is converting leads into customers. 

Based on this the company may want to increase the quality of leads by aligning the sales and 

marketing teams. 

1. Sales cycle length 
Refers to amount of time a new customer may take to move from an opportunity stage to a closed 

deal stage. 

2. Average deal size 
Refers to the average selling price, which is the average currency value of each closed deal. 

3. Average profit margin 
This metric is the pulse of the company and is calculated by dividing the company’s net income by its 

net sales. 

4. Deal slippage 
Refers to the number of deals in the final stage of closure that failed to close within the forecasted 

time period. 

5. Churn rate 
Refers to the number of customers that stop buying from a company in a particular period of time.  

6. Net retention percentage 
Refers to the number of customers that a company has been able to retain and keep satisfied in a 

particular period of time.  

7. Pipeline coverage 
Refers to amount of opportunities a sales team has in its sales pipeline to enable it to reach its sales 

target. 
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8. Sales activity metrics 
Refers to number of emails sent and received by sales representatives; sales meetings amongst sales 

representatives and clients; marketing campaign that enable prospects engagement  

 

To Do Activity 

SARAS mela -- showcase of products from across the country 

The Sale of Articles of Rural Artisan Societies (SARAS) fair 2019 under the National Rural Livelihoods Mission 

scheme is held for promoting and marketing of traditional arts and craft items produced by rural self-help 

group women. Nearly 120 stalls are put up and SHGs from across the country which are featured at the fair 

that is hosted by the Directorate of Rural Development, Puducherry, through the District Rural 

Development Agency as directed by the Ministry of Rural Development. 

The SARAS mela provides an opportunity to rural artisans to sell their products directly in major markets, 

to interact with buyers; to study and comprehend the latter's tastes, preferences and choices. It also helps 

them upgrade and tailor their products based on customer feedback as well as peer learning and hone their 

selling and negotiation skills. These melas help provide better products and services to the consumers while 

benefitting the rural artisans from larger marketing opportunities. The fairs are held biannually to provide 

opportunity for rural artisans from the State as well as artisans from outside the State. 

Discussion Question 

 Does the SARAS Mela come under the purview of sales budgeting and forecasting techniques? Justify your 

stance. 

Developed by authors based on https://pib.gov.in 

 

Summary of the Chapter 

The chapter glides through some of theoretical aspects of Sales planning like process of sales planning and 

process of Sales budgeting. 

An effort has been made to interrelate the two processes to let the learner realize the crucial connection 

between the two and their role in Strategic Sales planning. The learner is also exposed to the understanding 

that Sales planning has to be treated as strategic planning in terms of the need for accuracy and feasibility. 

So the concept of sales budgets and other aids for planning have been discussed. The various sub stages 

involved in Sales Budgeting in terms of a sales budget process have been detailed in the chapter. The 

process of sales forecasting along with types of forecasting methods has been discussed in the chapter. 

Sales management in the light of sales territory creation and territory management have been discussed. 

The concept of quotas as aids to territory management and sales performance evaluation has been included 

for learner understanding. In order to offer deeper insights, the pyramidal territory management structure 

of LG electronics applicable to rural India has been discussed. Last but not least, the concept of sales metrics 

has been discussed so that the learner may have a list of measurables that he/she may be on the lookout 

for and interpret the same to analyse the sales performance of the company. 

 

 



 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     144 

Model Questions  

LG Electronics’ India Pvt Ltd, one of the leading consumer electronics manufacturers during the late decided 

to concentrate on the rural Indian landscape. In this context, LGEIL began concentrating and revamping its 

rural marketing strategy. 

LGEIL adopted a unique distribution strategy for rural to increase its presence and sales of its other 

products. The company designed a pyramidal structure by decentralizing its distributing network. The 

company’s distribution network included branch offices operating from the big cities and numerous remote 

area officers working under each branch office. These RAO’s were further broken down into regional 

sales officers working under each RAO. By 2005, the company was operating with 51 branch offices 

and 78 RAO’s. 

Here Each RAO was in charge of the territory with independent accounts, sales servicing and a 

marketing team. 

 

 

Legend 

RAO: Regional Area Office 

RSO: Regional Sales Office 

The RAO’s offices were computerized and well connected to the branch offices and the corporate 
office’s ERP through very small aperture terminal (v-sat) and an intranet network. This setup helped 
in sound and up to date maintenance and management of inventory and payment to dealers. This 
setup was very beneficial to the company since it helped to keep a close relationship with all such 
dealers and sub dealers not contacted by the company representatives. Thus improving the 
relationship with the stakeholders. 
 
Discussion Question 
Discuss the territory management strategy followed by LGEIL for its rural markets. Discuss its impact. 
Suggest ways to improvise the strategy further. 

Developed by authors based on information available at https://www.lg.com/in 

 

 

 

Branch 
Offices

RAO1

RSO RSO

RAO2

RSO RSO 

https://www.lg.com/in


 RM5- Sales and Distribution Management for Rural Products MGNCRE 
 

     145 

 

To Do Activity 

Are the FMCG majors of the country chasing growth in Rural India? 

Demand in rural markets has outstripped sales growth in urban markets over the last several 

quarters. Companies are betting on consumers in rural India switching from unbranded, loose 

products to branded ones. Top FMCG makers are back to chasing growth in India's villages and are 

ramping up their reach in those markets. Companies are betting on consumers in rural India 

switching from unbranded, loose products to brand ones over the next few years. This gives them 

room to push their soaps, shampoos, biscuits, beverages and packaged staples in India’s villages, but 

at lower price points. Demand in rural markets has outstripped sales growth witnessed by companies 

in urban markets over the last several quarters. Companies expect India's smaller cities and villages 

to continue driving growth. Nestle India, the maker of Maggi noodles plans to expand its reach to 1, 

20,000 villages by the end of 2024. In 2017, it was covering about 1,000 villages in the country; in 

2019, that number was up to almost 89,000. For Nestle, expansion in rural reach will also be 

supported by tweaking relevant parts of the portfolio and dialling up local marketing and advertising, 

in terms of renovating and innovating some products that will be put out in semi-urban and rural 

markets. Nestlé India draws 75% of its sales from urban markets, with the remainder from rural. 

However, for the fast-moving consumer goods industry rural markets account for 39% sales, 

estimates by researcher Nielsen suggest. This signals further room for companies to grow in these 

markets. Rural and semi-urban India are likely to be more resilient over a period of time with growth 

in rural outpacing urban markets for the next few quarters. Pre-covid growth in rural markets was 

stagnating as weak monsoons and lower incomes affected consumer propensity to spend more. The 

shift in consumption has come on the back of the reverse migration and spending by the government 

on key initiatives like MGNREGA. However, future income growth in these markets could be a 

challenge, and companies would need to push value packs and fend off local rivals, said analysts. To 

be sure, companies have spent years expanding their reach in India’s villages where last-mile access 

and affordability are key issues. But as covid-led disruptions in urban markets take time to recover, 

companies are stepping up reach in non-metros. FMCG company Marico has added stockists in 

villages and its rural distribution network could expand 20% over the next few years. Biscuit maker 

Britannia Industries added more distributors in rural markets after the coronavirus lockdown-led 

disruptions hit trade. Between March and December 2020, the number of rural preferred dealers, 

as the company calls them, increased from 19,000 to 23,000. 

Discussion Question 

This is an 28 Feb,2021 dated article from the MINT, pen down ten planning and budgeting lessons that 

you can gather from the above percept 

Developed by authors based on https://economictimes.indiatimes.com/industry/cons-

products/fmcg/for-top-fmcg-companies-rural-is-the-best-bet 

 

Online Aids: Excel templates for sales forecasting 
https://cute766.info/sales-forecasting-methods-excel-quantum-computing/acess date-9th July, 21 
https://www.cbgaindia.org/wp-content/uploads/2016/05/2.The-Rural-Economy-in-Indias-Budgets-

_RAS.pdf 
 

https://economictimes.indiatimes.com/industry/cons-products/fmcg/for-top-fmcg-companies-rural-is-the-best-bet
https://economictimes.indiatimes.com/industry/cons-products/fmcg/for-top-fmcg-companies-rural-is-the-best-bet
https://www.cbgaindia.org/wp-content/uploads/2016/05/2.The-Rural-Economy-in-Indias-Budgets-_RAS.pdf
https://www.cbgaindia.org/wp-content/uploads/2016/05/2.The-Rural-Economy-in-Indias-Budgets-_RAS.pdf
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Reading Materials  

• Rural Marketing CSG Krishnamacharyulu and Lalitha Ramakrishnan 

• Rural Marketing-targeting the non-urban customer -2nd Edition-Sanal Kumar V 

• Sales and Distribution management -Krishna Havaldar and Vasanth Cavale 

• The Tata gaonchalo initiative - sales force management initiatives for better sales territory 
management; https://economictimes.indiatimes.com/tata/tata-teas-strategies-for-that-global-
cup-of-tea/articleshow/2673792.cms?from=mdr 
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