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Preface

Vocational Education is a dynamic and evolving field, and ensuring that every student

has access to quality learning materials is of paramount importance. The journey ofthe
PSS Central Institute of Vocational Education (PSSCIVE) toward producing
comprehensive and inclusive  study material is rigorous and time -consuming, requiring
thorough research, expert consultation, and publication by the National Council of
Educational Research and Training (NCERT) . However, the absence of finalized st@y
material shou Id not impede the educational progress of our students. In response to @
this necessity, we present th e draft study material , a provisional yet compre%
guide, designed to bridge the gap between teaching and learning, until fficial
version of the study material is made available by the NCERT . The draft y materlal
provides a structured and accessible set of materials for teachers and stude%é utilize

in the interim period. The content is aligned with the prescribed currlculu to ®nsure

that st udents remain on track with their learning objectives.

The content s ofthe modules are curated to provide contlnwt ,Q\srucatlon and maintain
the momentum of teaching -learning in vocational educ It encompasses essential
concepts and skills aligned with the curriculum and educati standards . We extend
our gratitude to the academicians, vocational @Jcators, subject matter experts,
industry experts, academic consultants , and a1?\9ther people  who contributed their
expertise and insights  to the creation ofth e @ study material

<
Teachers are encouraged to use th e dr, ﬂﬁ‘fodules of the study material as a guide and
supplement their teaching with additio sources and activities that cater to their
students' unique learning styles n% needs. Collaboration and feedback are vital,
therefore, we welcome suggest %. r improvement , especially by the teachers, in
improving upon the content o IK.« study material

This material is copyrighﬁéband should not be printed without the permission of the
NCERT-PSSCIVE. ,(,(&

Ne
C/} Deepak Paliwal
Cbcb (Joint Director)

PSSCIVE, Bhopal
[ﬁe: 20 June 2024
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Module 1 Sales Managementi n Wholesaling

Module Overview

Wholesale sales management involves the running business unit that sells
goods wholesale. The goods are sold in bulk and at a lower price, than the
retail price. Wholesale customers buy goods from the manufacturer/producer

wholesalers, manufacturers, sales branches and merchandise agents andg,
brokers. Among these th ree wholesalers, merchant wholesalers ar y
popular and important in the distribution of goods to the retail industry.

The wholesaler is an essential component of the marketing channe Qlays
an important role in the distribution of goods to the retail |R§strles
Wholesalers expand the reach of a company's products while alsg increasing

the risk of selling to customers . Wholesalers can hold i@ries of a varied
range of products, saving the company money and giving ¢ ers more time.
Wholesalers can assist a firm to understand its rivals and tomers by acting

as ears and eyes. The most successful sales force ne that generates the
highest sales volume while maintaining the highes b@lt margins. The sales
success of the company is measured by saj% anagers. The operations
involved in selling to organisational buyers l|p-tend to resell or utilise for

their p urposes are referred to as wholes

Companies are excited about the p
traditional supply chain and toward
wholesaler -retailer relationship seen as partners rather than customers

in a value network. Companies ng the value network approach to develop
marketing channels must ﬁﬁderstand the actors, their roles and their
importance.

ect of transitioning away from the
ue network. Traditional supplier

This unit has four se@ons. The first session deals with the concept of
wholesaler, the s session discusses the relationship between channel
members the thj Ssion explains professional sales strategies in wholesaling
and the fou;tr@ ion descri  bes wholesale selling skills.

to re-sale them to the retailers or the customers. In wholesale sales . &
management, we find three main categories of wholesalers, merchant@

2
ch Learning Outcomes

After completing this  module , you will be able to:

1 Understand the Wholesale Industry

1 Build the r relationship between Channel Members
1 Implement Professional Sales Strategies

1 Demonstrate Wholesale Selling Skills

<,
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Module Structure
Session 1 : Introduction to Wholesaler
Session 2: Relationship between Channel Members
Session 3: Strategic Marketing in Wholesaling
Session 4: Selling Skills in Wholesaling

Session 1:  Introduction to Wholesaler

A wholesaler is an intermediary who facilitates the transfer of products or the <
exchange of titles to those products (fig.1.1). He or she is an individual thgo
buys huge quantities of products from farmers, manufacturers, D
producers and vendors. Produc ts are stored in warehouses an it to
retailers and businesses. According to Collins wholesaler is an 1Mividual
whose business is buying large quantities of goods and selling t in smaller
quantities to retail stores. Wholesalers emphasize B2B (BuO siness -business)
rather than B2C (Business  -to-consumer). LW,

X

Q‘\Q‘V Fig. 1.1: Wholesaler
@ Source: https://bit.ly/4A0QMHoB
TIONS OF WHOLESALER
The functions of a wholesaler are (fig.1.2):

1) Bulk Breaking:  This includes purchasing products in relatively large
guantities and selling in smaller quantities.

2) Bulk Accumulating: This includes buying little quantities of a particular
product from various small producers and then selling the assembled
products in large quantities.
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3) Selling: This consists of classifying accumulated products as to grade
and size and then categorizing them accordingly to sell them to retailers.

4) Assorting:  This includes combining products buying from several
manufacturers to create assortments.

5) Buying: This is linked with making a purchase and thus impacting the
transfer of ownership of goods.

Bulk
Breaking

Bulk

Accumulating

' Functions of

~ Wholesaler

Assorting

l
X%
Q Fig. 1.2: Functions of Wholesaler

6) Service: This includes activities that enhance the efficiency and
effectiveness of the exchange process. Examples are repair services and
management services.

7) Credit: It includes providing credit to another member of a distribution
channel.
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8) Risk Taking: This means assuming responsibility for losses when the
future is uncertain.

NATURE AND IMPORTANCE OF WHOLESALER

The word wholesaler has been derived from the word wholesale. It
demonstrates how to sell a huge  number of items in small quantities and in a
short amount of time. According to S.E Thomas, a wholesaler dealer who buys
items in bulk from producers and sells them in small amounts to retailers.
Only a merchant middleman involved in selling huge amounts o fcommodi'@@'
that is referred to as a wholesaler. All marketing transactions which are\(,\,
involved in purchases intended for resale are referred to as wholesalin \’@

AN

/ Exhibit 1.1: Marketing of Wholesaler

A wholesaler is an organi sation that giv es necessary means to

1) Permit suppliers (e.g. manufacturers) to reach organisa tional purchasers
(e.g. retailers and buyers) and

2) Allow some corporate customers to purchase things that they might not
otherwise be able to obtain.

\\ . _
A) NATURE: A unique feature ok olesalers is to offer distribution
activities for both a supplying gapty"and a buying party. Therefore, the
wholesaler aims to sell to r resellers or retailers. The nature of

wholesalers is given belays

1. Wholesalers buy.iaJarge quantities from producers and resell them
in smaller amo@s to retailers.

2. They genegb%@/deal in a few types of products.
3. They@'&e as a crucial link between the manufacturer and the store.
4. T, work in a specific area determined by the producers.

V ey operate in a particular area determined by manufacturers.

@. They do not display goods but retains them in go -downs. Only
Q% samples are presented to intending purchasers.
7.

A wholesaler might be a person or a company.

8. A wholesaler usually sets ups a distribution center in parts of the
country to make accessible goods to the retailers.

9. They set up their warehouses to store goods.

IMPORTANCE: Wholesaling is an important aspect of distribution because it
makes an impact on the economy. In wholesaling, the wholesaler is an
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important link in the distribution system. He/s he acts as a middleman
between the manufacturer and the retailer. A wholesaler purchases goods in
bulk from manufacturers and resells them in small quantities to retailers. He
or she is an important part of t he marketing channel.

Whol esaling is a chain of a business tH
propose them benefits that could be used to improve their businesses. Due to

the use of the internet a number of businesses for example retailers have
stopped their demand fro m wholesalers and initiated working directly with b,
manufacturers. <

Wholesaling is an important segment of the distribution process. Wholesale§
are small in number since they handle a more focused group of custon@
unlike retailers.

Prices are controlled by wholesalers. It is because, they monitor th€ operating
costs such as advertising fees, inventory charges and rent charges. Costs and
profits are determined by a range of factors such as the mon€gary worth of the

services provided, inventory turnover, efficiency and so

Wholesaler purchase very large quantities in bul ey reassemble, sort,
repackage or distribute the products in smaller hey purchase goods in

much greater quantities than we do in the stor@ hey pay a much lower unit

price. The wholesaler needs to purchase @%Te cheaply from producers than it
sells to retailers because it needs to earmprofits to survive in a business. The
difference between how much sorq%g@j paid for products compared to how
much they sold them for their mgn. is called ani ncrease in price markup.

WHOLESALER VS DISTRIB

A wholesaler is a person operates as a mediator between distributor and
retailer (fig.1.3). He buys a product in larger quantities from the
distributer or manuf, res at a cheaper rate and re -sells it to the retailers at
a higher price t e pro fits.

3
@C}Q
e
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Fig. 1.3: Wholesaler E O\'

Source: https://bit.lylszuzl@

A distributor is a mediator between manufactu;gs and wholesalers. He/she

distributes goods and services in the ij@ply chain network (fig.1.4).

Manufacturers cannot sell goods directly t@gustomers. Hence, the distributor
acts as an agent for the manufacturer,

RN

¥
K
S L

Fig. 1.4: Distributor
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The differences between wholesaler and distributor are detailed below:

S. Items Of -
. Wholesaler Distributor
No. | Difference
1 Meaning A wholesaler is one who | A distributor is one who is
purchases goods in large | engaged in a supply chain
quantities and re -sells | network for distributing N
them in smaller quantities goods to the business and
to retailers. customers.
A
AN
2 Formalitie No contract is required to He has to sign a contract
S be entered with the with the manufacturers.
producer or O~
Distributor. \,O
A
3 Customer Wholesale customers are kDistributor customers are
S retailers in the business ) retailers, wholesalers and
engaged. " end users.
o (/v
o
<<
4 | Area Of The wholesale area of | The distributor area of
Operation operation is limited. operation is large.
O
X
5 Promotion Wholesales need not | The distributor is required
undertake any |to undertake the
&Qrpromotional programmes. promotional activities of the
Q products
/o

AXNY

TYPES OF WHOLESALERS

zé@ pes of wholesalers (fig.1.5) can be studied under the following heads:
a) Based on the services rendered
b) Based on the specialisation

c) Based on the operations
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A\ 4
Fig. 1.5: Types of Wholesaler gQ'
A) Wholesalers based on the Services provided

A%
Wholesalers undertake the selling of manufactured goods and ?@bute
them directly to retailers. Based on the services prov%e by the
wholesalers, they are classified as: ~()

1. Retail Wholesalers : Retail wholesalers sell items?o retailers as well
as interact directly with the final consumers (fig.1.6). They are able
to create direct communication with customers in this manner,
allowing them to obtain timely information about their preferences. It
allows them to reduce distribution expenses while increasing profit
margins.

G)C) Fig. 1.6: Retail Wholesalers

@"2. Pure Wholesalers:  Wholesalers who focus solely on buying from
Q producers and selling to retailers are known as pure wholesalers
(fig.1.7). They do not engage in production or direct consumer sales.

As a result, such wholesalers are able to better assist both producers
and merchants.
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O S
oo

‘. L]
1 1)
. 2
Fig. 1.7: Pure Wholesal \
ig ure Wholesalers 20

3. Agents and Brokers:  These wholesalers act as middlemen and serve
as a link between the producer and the retailers (fig.1.8). Usually,
they perform on behalf of the manufacturer. They receive
commissions from the manufacturer for the work performed by them.

= @

)

/4

I
< &

\’@ \/f/

((‘ Fig. 1.8: Agents and Brokers
)

'

C 4. Assemblers:  Another form of wholesaler is who specialises in the
~
Q% selling of agricultural products (fig.1.9). He/she collects agricultural
products from small farmers around the villages. After collection, the

product is sold to commission agents, retailers, wholesaler s and other
wholesalers.
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NA=TEm

Fig. 1.9: Assemblers

x
5. Merchant Wholesalers: Merchant wholesalers generally, take title to
the goods that they sell (fig.1.10). They buy and sell goods on their
own accounts. They buy goods in bulk from various manufacturers

and sell them to retailers.
ANV

A
Cj Fig. 1.10: Merchant Wholesalers
/\

CB) Wholesalers based on  the Specialisation

<
Q Based on the specialisation of goods and services offered by wholesalers
they are classified as follows:

1. General Merchandise Wholesalers: These wholesalers deal in a
variety of goods. They do not deal in a single line of goods. They retain
goods of various kinds to be sold to retailers. For instance, furniture,
cloth, medicines, groceries, hardware, etc. They give benefits to small
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retailers who can purchase according to their requirements on credit
and can pay when the sale proceeds are realised.

2. General Line Wholesalers: Different types of products are not dealt
with by these wholesalers. They choose a specific product line, such
as drugs, groceries, textilesand electrical appliances. They sell
various brands in the line they have chosen. A drug wholesaler, for
example, wi Il keep medicines on hand. He/she will also, keep a
variety of products related to medical treatments and remedies.

3. Speciality Wholesalers: These wholesalers specialise in single goods
or limited quantities of merchandise. They don't stock a wide range
of products. For example, they deal in groceries but only have a few
goods on hand, such as coffee and tea. They show a high level of
specialis ed knowledge.

AR
C) Wholesalers based on the Area of Operation
)
Based on the area of operation the wholesalers are classified as under

(fig.1.11):

1. Local Wholesalers:  This type of wholesaler sells items to local shops
and may be limited to a single city.

2. Regional or Sectional Wholesalers: These wholesalers sell items to
retailers in a certain part of the market. Their operational area is
larger than a district.

3. National Wholesalers: These wholesalers have their network. They
maintain their office in a strategic place and distribute goods all over
the country through their offices and warehouses.

4. International Wholesalers: These wholesalers are engaged in the
export and import trade. Some of them may deal only with import or
export trade while some of them may deal in both types of trade.
Wholesalers perform only in import trade, importing goods from

various countries and st ocking them.
od
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Local
Wholesalers

Regional or
Sectional
Wholesalers

Wholesalers Based on National

the Area of Operation Wholesalers

International
Wholesalers

v \VJ
Fig. 1.11: Wholesalers based on the Area of Operation
N/
MODERN WHOLESALE MARKETING O

This is the digital era; marketers should follow the @t new modern practices

as well as rethink and redefine classic appro S. The marketing field has
changed tremendously in recent years. Tecﬁy has affected management
practices. It also makes an  effect on *{,@ organisations design, execute, plan
and measure their marketing effortg ®very industry has transformed i.e.,
consumer products, durable goods, ncial servicesand others. Variations in

the marketing of technology pr ts are crucial not o nly for marketers but
also in other industries se to acquire new practices and skills. New
technology creates new #ums to link, new customer experiencesand other
constituents to com%ghend customer behaviour and the influence of
marketing activitie &y

Hence, modi[n‘@olesale marketing can be studied as follows (fig.1.12) :

a) Wholesale digital marketing 0 With the digitalisation of sales processes,
wholesale distributors have a new opportunity to engage customers and
significantly grow their business by coordinating the efforts of

<2C marketing, sales and e -commerce teams.

b)

Wholesale social media marketing 0 B2B social media marketing  uses
social channels to market products or services to business clients and
prospects.

c) Wholesale e -mail marketing o You can simply call or email the
wholesaler, tell them that you'd like to carry their goods and ask them
how to make a purchase.
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d) Wholesale SMS marketing 0 Bulk SMS marketing consists in sending
promotional text messages to a large number of customers at a
time using a bulk SMS service. This technique allows businesses to
reach 100% of their customers with open and engagement rates that
other communication ch  annels just can't match, in a cost -effective way.

SERVICES OF WHOLESALERS TO MANU URERS

Fig. 1.12: Modern Marketing ; @echnology

Wholesalers provide various services tqgmanufacturers which are detailed

below (fig.1.13) : &(b'
1. Economies of Scale - Wholesalers purchase in bulk quantities, hence
the producer has to manufacture it in bulk. Large -scale production

brings economies of scale in operations.

2. Saves Time: The wholesaler saves time for the manufacturer as he on
his behalf collects the order from retailers and supplies them in smaller
quantities.

3. Better Use of the Capital: Wholesaler holds the stock of goods as a
consequence manufacturer is saved from the lockup of too much capital
in the manufactured stocks.

C4. Price Stabilisation  -By hoarding commaodities and utilising them during
Q peak season, wholesalers help to keep prices stable.

5. Assists in the Production -Wholesalers assist in the production process
by assembling raw materials from several locations and delivering inputs
to the manufacturer in one spot. Thus, they allow the producers to
maintain continuity in the production of goods throughout the year.
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Services of Wholesalers to manufacturers

1. . 3. 4, 5.
Economies Better Use of Price Assists in the
of Scale the Capital Stabilisation Production

Fig. 1.13: Services of Wholesalers to Manufacturers
SERVICES OF WHOLESALERS TO RETAILERS b’
Wholesalers provide various services to retailers which are as follows (fig,tgi) :
Ve

1. Saves Time: When placing orders with the wholesaler, saves time of
retailers.

2. Better use of Limited Capital -Stock of various kinds of goods is held
by the wholesaler as a consequence retailers get the goods they need. As
a result, the retailers need not invest capital in warehousing the goods.

3. Quick Delivery -The wholesaler's timely delivery of items to the retailer
IS ensured.

4. Credit Facilities -The wholesalers extend credit to the retailers.

5. Expert Knowledge -Wholesalers have good knowledge about the
changing market conditions. They provide necessary information to
retailers from time to time.

& /v

Y

Services of Wholesalers to Retailers

2. 3. 4, 5.

Better Use of Quick Credit
Limited Capital Delivery Facilities

Expert
Knowledge

Y

Fig. 1.14: Services of Wholesalers to Retailer

Thus, th %;rvices of wholesalers to retailers include warehousing, transport,
regul @ plies, publicity, risk support, expert knowledge, etc.

CES OF WHOLESALERS TO SOCIETY

The wholesalers are actively involved in the marketing operations. They assist

the producers to focus on product planning and production. In this manner,
large-scale economies are attained. Export marketing activities of the
wholesalers explore the market and the consumption and educate the
consumers. This promises socio  -economic awareness and growth. They ensure

a continuous flow of goods to the consumers at a reasonable price which
improves the standard of living of people. The quality of services offered by
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whol esal erds increases exports and r ed:/
to a trade surplus. Thus, the economy of the country becomes self -sufficient
and paves the way for growth and development.

Activity 1:  Make a report on types of wholesalers after visiting the local market

Material required: Notebook, Pen, Pencil, b’
Procedure: \Q@

1. Visit a local market. \'>9

2. Observe various types of wholesalers. 6,0

3. Note down the different types of wholesalers. @Q

4. Visit all the stores. AS)

5. Ask the retailers about  the functions of wholesaleré.\.:o

6. Prepare a report. %O

7. Submit the report to the teacher. @

Activity 2: Organise a group discussion_o&e position of wholesalers in
India. Q}'\,
Materials Required: Pen, Pencil, Ru@er, stopwatch, tables and chairs
Procedure:

1. Make groups of four stu%u% each.

2. Visit a retail lab/ hal ¥ Your institution.

3. Ask student;ﬁ, organise a group discussion on the position of

wholesalers ji¥idia.

4. Ask the @Jp to discuss the topic.

5. All minutes for introduction and 3 minutes of discussion.

6. @a stopwatch to measure the timing.

%%ubmit the group work report to the teachers.

Artivity 3:  Make a comparative study on services provided by wholesalers to
retailers and manufacturers.

Material required: Pen, Paper, Chairs, Tables, Some Products
Procedure:

1. Make 2 groups of 4 members each.
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2. Ask the group members to converse on the services provided by
wholesalers to retailers and manufacturers.

3. The teacher helps the students in the preparation of grouping.
4. Teacher evaluates the whole process  performed by the groups.

5. Prepare a brief report on the comparative study of services by the two
groups.

6. Submit the report to the teacher. b,

Check Your Progress

A. Fill'in the Blanks 0,
1. Distributors and perform different roles. Q

2. wholesalers are selling goods to retaile%@nd deal directly
with the ultimate consumers. O

3. The term applies only to me c@ft middlemen who are
employed to sell goods in huge quantities. é

4. A wholesaler purchases the goods from ucer in bulk quantity and
it to retailers in smail &ntlty

5. Variations in the marketing of ve'ﬁ products are vital not only
for marketers but also in &‘b}ﬁdustnes seeking to acquire new

practices and skills.
6. Wholesalers purchase n@ quantities.
B. Multiple Choice Quest ngo'

1. Wholesalers Il goods to local retailers and they may limit their
business toi@t are called

a) Loca olesalers

b) @nal Wholesalers

@xegional Wholesalers
@ ) None of the above

2. These types of wholesalers perform no other business activities other
than wholesale ones.

a) Assemblers
b) Pure wholesalers
c) Merchant Wholesalers

d) None of the Above
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3. These wholesalers do not deal with different types of products
a) General merchandise
b) General merchandise
c) General line wholesalers
d) Specialty wholesalers
4. These wholesalers specialise in limited items of merchandise or even in
a single merchandise @b’
a) Intrinsic wholesalers . éo'
. D
b) Specialty wholesalers «Q
c) General line wholesalers QO
d) Only A “06
C. State whether the following statements are True or False\p
1. Wholesaling is an important segment of the distriguon process.
2. Wholesalers do not purchase products in lar e%antities.
3. National wholesalers are engaged in thegi@rt and import trade
4. Technology has affected wholesale n%&éement practices.
5. The wholesalers are actively invc()g'eed’ in the marketing operations.
D. Match the Columns @
A
Column A & Column B
’\v
N :
1 | Pure Wholesalers % A | These wholesalers are selling goods
&\J to retailers. They also deal with the
0 ultimate consumers.
L
2 Agent@d Brokers B | These wholesalers act as middlemen
4 and aid as a link between the
CJ\’ manufacturer and the retailers.
Coa
‘éfdssemblers C | These  wholesalers focus on
purchasing from manufacturers
and selling only to retailers.

4 | Retail Wholesalers D | These are alternative types of
middlemen who are involved mainly
in the marketing of agricultural
produce.
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E. Short Answer Questions

1. What are the functions of a wholesaler?
2. Based on services how wholesalers are classified?
3. What are the services of wholesalers to society?
4. What are the services of wholesalers to retailers?

F. Long Answer Questions b'
1. What are the various services of wholesalers? \QQJ
2. Explain various types of wholesalers. \,\6
3. Distinguish wholesalers and distributors. ,Q,
4. Explain the nature and importance of wholesalers. @Q
5. Explain modern wholesale marketing. ~Q

G. Check Your Performance \J\-'O

1. Demonstrate the services of the wholesaler to Qianufacturer.

2. Demonstrate the services of wholesalers tailers.

3. Prepare a presentation on the .@rn marketing function of
wholesalers.
&

Session 2: Relationship Between Channel Members

The modern supply chain pro -. business owners with multiple ways to

reach the product to consu . Wholesale and retailing are the two different

types of models for a pr@c -based business. The major distinction between
retailing and wholesa isth  at the former is a business -to-business model,
while the latter is a,g&lness -to-consumer model.

Some who rs sell to other wholesalers and the products they sell can be
durablci.zg, n -durable. Furniture is a durable product, but groceries are a
non

ble product. A retailing business obtains a product from a distributor
a Is it straight to customers.

There is no nge@ offer things directly to consumers under a wholesale model.

liance trends, shoppers stop, Avenue Super marts, reliance, D -mart, etc.,
are examples of retailers. Some retail businesses sell their branded products.
From marketing to order fulfilment, retail enterprises are in command. This
means that businesspeople  have more control over how and how much they
sell a product for, as well as to whom they sell a product. Retailing entails a
considerable lot of accountabilities. Businesses that sell their branded
products may have increased responsibility for product id eation. Wholesaling
businesses need not participate in any aspect of direct consumer marketing or
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sales. They don't have to be concerned about running expenditures. There are

a lot of logistics participated in a wholesaling business. Distribution channels

are the paths that products and services take on their way from the
manufacturer or service provid er to the end consumer. Thus, the important
channel members are retailers, wholesalers, distributors, agents, brokers, the
internet, sales teams, re -sellers, etc.

FUNCTIONS OF A CHANNEL

O

<

The primary goal of any channel of distribution is to bridge the gap between
the product's creator and its end customer. The most efficient way to get a
product into the hands of a customer is described as the channe '059
distribution. The channel is compos ed of different varieties of institutib@ at

enhance the transaction and physical exchange. Q
Institutions in channels are divided into three groups: <

1 The manufacturer, craftsman of the commodity. \,O

1 The user of the product is a household, indivgual, business buyer,

institution, or government. %

1 The retailer and wholesaler @

1 The three important  functions of ch \fmembers are:

1 Transactional functions are selling&ﬁa{ﬁing and risk assumption

1 Logistical functions are stora&sembly transportation and sorting.

1

Facilitating functions ar t  -purchase service, financing, information
dissemination and cha coordination.

These functions are nece@y for the efficient delivery of goods and transfer of
title to customers, as ﬁéﬂ as payment to the producers.

WHOLESALING K, ETAILING

The biggest difference between wholesaling vs. retailing is in the type of buyer.
While reta,mi olves selling products directly to the end consumer, wholesale
involvee‘j\rlling products in bulk to other businesses such as retail stores.

C %RIEL MEMBERS FOR CONSUMER PRODUCTS

ﬂorder to get their products to the final consumers, producers can use a
variety of distribution channels (fig.1.15) . There are different alternatives for
them to select the type and number of channels. The legal right and ownership

of goods go on transferring from one to another channel.
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Fig. 1.15: Marketing Channel Members \9

The phases and quantity of distribution channels sho d@xe’ carefully chosen

and utilised, taking into account the market environmé roduct nature and

business capacity, among other factors. Each il@mediary involved in the
distribution channel is count ed as one \sel of the channel. A zero -level
channel is one in which a product offers i ms directly to consumers. If

He/she sells products to the retailers anc@étailers sell to consumers this is

called a first -level channel. The §8"that the consum ers purchase for the
reason of use are called consumgr\goods. On the foundation of purchasing
behaviour consumer goods c@, e separated into three classes shopping
goods, convenience goods pecialty goods.

According to the nature @he goods they can be categorised into two types
durable goods and s&hable goods and necessities and luxury goods. The
same distributio eQ%nel may not be appropriate for the distribution of all
kinds of cons goods. Any o ne or more distribution channels can be used
to supply@mer goods and there may be multiple degrees of distribution

channe
LEV OF CHANNELS FOR CONSUMER PRODUCTS

Q‘l. Zero -level Channel (Producer -Consumers): This is referred to as a
straight channel. Producers sell their goods/services directly to
consumers in this scenario. Between the producers and the consumers,
there are no middlemen. The zero -level distribution channel is named
after it. This is the simpl  est method of product distribution (fig.1.16) .
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designed by ‘& freepik

Fig. 1.16: Zero -Level Channel (Pn\d'&LeJe)r -Consumers)
Source: https://bit.ly/3ZmfOtK

If the items are expensive or the number of consumers is small, the
producer sells directly to the consumers. Small perishable product
manufacturers market to local consumers as well. Big firms which want

to reduced distribution costs and eliminate middlem en use direct -level

distribution channels.
AN . .
2. One-level Channel:  (Producer -Retailer -Consumers): Only stores remain

as middlemen between manufacturers and consumers at one level of
distribution. In this case, the producer sells its goods to retailers, who

then sell them to end users. Wholesalers are not used by producers to
sell their products. This channel has gained increasingly popular in

recent years. Producers supply things to merchants, who then sell them

to end users. Marketplaces have seen the introduction of large retalil
outlets such as supermarkets, discount sto resand so on (fig.1.17) .

O
‘
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\&
Fig. 1.17: One Level Channel (Producer\'k—}Retailer -Consumers)

Source: https://bit.lx&@évu

They've made it straightforward to sell goods or services without the
involvement of wholesalers in the distribution chain. This channel is
suitable to sell perishable goods other than goods that need a prompt
sale.

3. Two -level Channel: A?Producer 0 Wholesaler 0 Retailer - Consumers):
Producers sell their products to end users through wholesalers and
retailers through this distribution chain. To put it another way,
producers sell their products to wholesalers, who then sell them to
retaile rs, who finally sell them to end users. This is referred to as a
classic distribution channel. Producers sell large quantities of their
products to wholesalers.

4. Third -level Channel: (Producer & Agent & Wholesalers & Retailers -
Q Consumers): This is the longest distribution chain for consumer goods.

Three middlemen are used to supply items to the final consumers in this
channel. To put it another way, producers sell their products to end
consumers through agents, who then sell them to wholesalers, who then
sell them to retailers, who then sell them to consumers. Normally this
channel is required for selling agro  -products, industrial materials,
clothes, etc. To sell their products, produce rs can enlist the help of
agents.
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CHANNEL MEMBERS FOR AGRICULTURAL PRODUCTS

Consumers live in semi -urban and urban areas, while farmers produce
agricultural  products in isolated villages. This product must be delivered to
consumers for final consumption.

Agricultural product passes through a number of agencies and functions
before reaching the consumer. As a result, a market channel of distribution is
defined as the path tracked in the direct or indirect transfer of the title of a
product from the producer  to the final consumer or industrial user. b'

<

Channel members for agricultural products are: %Q

AA
() Producer o6 Consumer (Village Sale)

(i) Producer - Village merchant -Consumers (local sale)
(i) Producer o wholesaler - cum - commission agent - Retailer - Consumers

(iv) Producer o Primary Wholesaler - Secondary Wholesaler - Retailer -
Consumers

-

FACTORS AFFECTING THE SELECTION OF DIST%@HON CHANNELS

Depending on the type of produce or comm@ty, different distribution
channels exist. Each commodity group has a C%Qnel that is slightly different.
The factors which affect the distribution char.@» are:

1. Perishable nature of products, for example, vegetables, milk, fruits,
meat, etc. (fig.1.18).

Fig. 1.18: Perishable Products

Source: https://bit.ly/40xFKc7

2. Bulk and weight # Fodders made of cotton are bulky but light in weight.

3. Storage facilities
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4. A weak or strong marketing agency.

5. Distance between producer and consumer whether local market or
distant market.

INDUSTRIAL PRODUCTS

Marketers have categorised products into two categories on the basis of
customers who purchase them. These two classifications are consumer and

industrial products. Consumer products are the products people purchase for b’
personal consumption. Industrial pro ducts, on the other hand, are purchasedg,
for further processing or usage in a commercial process rather than f.or9
personal use (fig.1.19) . NY
@\_/
I
\../"
[ ]

Fig. 1.1S§¢&Trial Products
Source: https://bit.ly/42TRGQq2

The main difference betwee é’ consumer and an industrial product is the
reason for purchase. Th S@r}e product can be classified as both consumer

and industrial based on thespurpose of a consumer purchasing it. For personal

use purposes produ re called consumer products. Industrial products are
purchased to cr erived demand.

TYPES OF ]@U TRIAL PRODUCTS

Industri ducts are categorised as material and parts, supplies, services

and fal items

&2@ aterials and Parts: Materials and parts are the varieties of industrial
goods that get fully absorbed in the

or as an element of the manufactured goods. Raw materials and produced
materials and components are the two types of materials an d parts.

There are two channels that are widely used for industrial products. These
are:

Direct channel & (Producer o Industrial user)
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Indirect channel & This includes:

a) Producer dlndustrial distributor - user
b) Producer & Agent - User
c) Producer o Agent - Industrial distributor - User

a) Raw Materials: The raw materials comprise natural products. Small
producers produce farm products like fruits, vegetables, livestock,
wheat, etc. (fig.1.20). They sell their produced goods to marketing e},
intermediaries which are processed and sold by the intermediaries
Natural items are bulkier and have a lower unit value. Theq';c,
necessitate extensive transportation. Natural resources such a%\%
ore and gasolin e must be carried from one end of the to the
other.

They are manufactured by a few and large man“u@cturers. For
example, Intel sells its chips directly to industrial p,@msers. Saudi
Aramco is one of the world's largest oil producexs.

Iron Ore Cycle

Fig. 1.20: Raw Materials

Source: https://bit.ly/3J0bzGw
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b) Manufactured Materials and Parts: The manufactured materials
mainly comprise component materials. Component materials, for
example, iron is processed further for final products.

2. Capital: The capital items are the industrial products that assist the buyer
with their production, installation, operations and accessory equipment
included in this category. Installations comprise buildings and fixed
equipment. Buildings like offices, warehouses and factories, are involved in
the installation process and fixed equipment like generators, lifts, etc. b,

3. Supplies and Services: Services and supplies are industrial products th <
are included as supplies  (fig.1.21) . Supplies are the same as CO%@]GI’
goods in some aspects and their buying generally does not require a“@ f
consideration. Operating supplies like printing paper, coaI,Q?&cils,
maintenance items, or repairs.

Fig. 1.21: Supply and Service

Source: https://bit.ly/3ziUn76

4. Business Services: Business services include repair services and
maintenance services such as cleaning offices or computer and
machinery repairs. It also includes advisory services such as legal and
financial advice. These service providers fall under the heading of
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business services. The providers of these services generally offer them
under a contract. There are small businesses that propose maintenance
services whereas repair services are accessible from the manufacturer of
the original equipment.

CHANNEL CO -OPERATION

Channel cooperation means the willingness of channel members to work jointly
to ensure significant channel functions. Cooperation between members of a
distribution channel is an outcome of marketing objectives and strategies.
Problems can arise when specif ic channel members have too much po
Restrictions of lines on the number of new products or the demand
promotional bonuses by retailers and wholesalers can limit competition. ~Q

CO-OPERATION AMONG CHANNEL MEMBERS Q

O

<

The organisations gain a competitive advantage through Qéuccessful
management of marketing channels. A marketing channel is @procedure for
transferring ownership of goods from the point of produ iofVto the point of
consumption. This process consists o f all the marke(Dg activities required in

the promotion and distribution of goods. To determin ether their marketing
initiatives are effective or ineffective and c to the company, the
management team must measure competitjo essure. Business cha nnels
should consider the link from producers to b{QErs.

The organisations concentrated on s Iqéﬁdvertising and promotional results,
pricing strategy, product strate a branding, policies and stocking
willingness. They also look at E%to channel intermediaries’ opinions affect

the product, as well as com n from other intermediaries and product

lines. All of these charac i&s have an impact on how items are positioned

in compariso nto thei (%etitors. A marketing channel can run straight from

the vendor to the stomer or may comprise various interconnected
intermediaries w\ple distributors, wholesalers, agents and retailers who

purchase ang.re’Msell the products.
Agents r&dlemen who act on behalf of the producer. Each middleman
gets t %'m at one price and then continues to the next highest price until it
re the final buyer. An organisation's supply chain is made up of this

ing. Flexibility, cost a nd quick adaptation to changing markets and
d&mand are generally the top factors sellers reflect when assessing and
selecting distribution channels. Marketers must choose the best channel
intermediates for the channel company. These intermediaries are cruc ial to a
brand's competitive strategy since they are motivated to sell the organisation's
product.

Managing and monitoring the channel's performance to enhance performance
is also imperative for organisations to remain competitive. Promotional
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strategies are used by the organisations to motivate channel intermediaries to
stock their brand over other products.

Thus, conflicts or dominations are not going to solve the problem. The channel
member realised that the returns from cooperating with one another, do
outweigh any reasons for conflict. They must treat distribution channels as a

tool system. They must consi der the channel as an extension of their own
internal organisation. As part of the cooperation, manufacturers should do the

sort of things for retailers that they do for their marketing organisation.
Manufacturers can provide advertising ads, training for dealer saleggm,
managerial assistance, etc., to bring cooperation among channel members@
Retailers can also reciprocate by carrying adequate inventories, promoti

products and building, consumers, goodwill, etc.

CAUSES OF CONFLICTS IN CHANNELS @Q

The major foundations of conflict are differences in goals, differefces in views
on the desired product lines carried by channel members, mukKjpte distribution
channels and inadequate performance (fig.1.22) . O\/

NS
o
&

\,O'b%

ITIT f
@f ] | | ’q‘

Fig. 1.22: Channel Conflict

% erences in Goals : Most of the channel members are different in

goals. Channel members attempt to increase their profit. This can be
completed by improving profit margin, increasing sales, lowering
expenses, reducing inventory levels and receiving greater allowances
given to channel members.

9 Differences in Desired Product Lines: Resellers who grow by adding
product lines may be observed as disloyal to their original suppliers.
Alternatively, retailers may agree to specialise by minimizing their
product range.
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1 Multiple Distribution Channels: To achieve market coverage a
producer may use multiple distribution channels. A manufacturer may
decide to sell directly to the key accounts because of their size.
Disagreement can also occur when the producer owns retail outlets that
compete with indepen dent retailers that sell the producer's brand.

1 Inadequacies in Channel Member and Manufacturer Performance: A
channel member may underperform in terms of inventory levels,
customer service, salesperson effectiveness and display standards. b,

WAYS TO RESOLVE CONFLICTS IN CHANNELS \Q@

A distribution channel must work to avoid conflicts in order to maximize profi O
for the entire distribution chain. 0

1. Developing a Partnership Approach: There should be idteraction to
develop mutual understanding and cooperation. Produceﬁé&n provide
training, promotional support and financial help. Distri%}@'s may agree
to mutually agreed sales targets. X,

2. Training in Conflict Handling: Staff h?ﬁg disputes need to be
trained in negotiation and communication @II . They should handle
high -pressure conflict situations and ideﬂ(i’fy win -win situations.

3. Market Portioning: Manufacturers&plit markets based on mutually
agreeable criteria such as custo%@ size and type to prevent conflict
coming from multiple distribu@ethods.

h

e source of disagreement disappears as

4. Improved Performance: %
r ad channel enhance their performance in

members of the manuf @r
their respective se m&'
5. Channel Owne, s@ ~  An effective but expensive way to resolve conflicts

is to purchas other party. Conflict can still occur but the dominant
partner ¢ solve them quickly.

6. Coer . One party forces compliance through the use of force. The
p@cer can threaten to withdraw supply delivery late or withdraw

@ cial support.

M%)DS FOR DETERMINING THE EFFICIENCY OF A DISTRIBUTION
NNEL

Managing distribution networks in the business can be challenging. However,
no matter how small, huge, established, or new a company is, there are limited
strategies that might help increase distribution efficiency. They are as follows:

1 Recognising the benefits and drawbacks of various distribution
channels.
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1 Getting products to end users as quickly as possible.

1 Controlling.

WAYS TO MEASURE THE EFFICIENCY OF THE CHANNEL OF
ISTRIBUTION

Managing distribution channels can be difficult in the business. However, a
few tips improve distribution efficiency no matter how small, large, established

or new a firm is. They are: b'
1 Understanding the advantage and disadvantages of the distributionNQ,@
channels. \@

1 Moving products efficiently to the end customers ~O

1 Controlling costs and saving time along the distribution channéz

Activity 1:  Make a chart and present the relationshi@etween wholesaling
and retailing.
Material required: Notebook, Paper, Drawing@et, Colours
Procedure: .
>
1. Make groups of four students eacl&@

2. Distribute drawing sheets, c % each group.

3. Ask the groups to prgpare a chart on the relationship between
wholesaling and retailing

4. Ask each group to@éent the chart in the classroom.
5. Atthe end of t )ﬁdresentation, the audience can ask questions.

6. The appr@‘&te changes according to suggestions given by the audience
to disgtiss.

7. T@er evaluates the group activity outcome.

Actiyi : Visit channel members of consumer/agricultural/industrial
ga ts and organise a survey on their activities.

terials Required: Pen, Paper, Pencil, Colours, Drawing Sheet, Notes
Procedure:

1. Make groups of five students each.

2. Ask the group to visit a retail outlet.

3. Students take the contact number of channel members from a retail
outlet.
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4. Students meet with the channel members and ask the following
guestions:

a) What are the steps followed to distribute consumer/
agricultural/industrial products?

b) What are the different modes of communication?

O

c) How to make a relationship with the channel members? éQ@
. \¥%
d) How to motivate consumers? QQ'
<
5. Write down the answers to the above questions. O~O
6. Submit a brief report to the teacher. \J\"

7. Teacher evaluates the activity and checks the%gt.
Activity 3:  Conduct a seminar on channel coop@ion and conflicts
Material required: MIC, Chart, Banner, Pa,@s and Pen
Procedure: \J@('

1. Take the MIC and assign the@of anchor to one student.

2. Organise seminar hall. %

3. Teacher assigns topio@n channel cooperation and conflicts among the
students. Y

4. Student condu&é‘and participates in the seminar and present a paper

on assig%@ IC.
5. Stud% te down the key points on each presentation given.
6. C uding remarks given by the teacher on the seminar.

ACtngM Take the example of five distributors in your area and measure
th% ficiency of distribution and prepare a report on the basis of your
ings.

Material required: SWOT tools, MIC, Chart, Banner, Papers and Pen
Procedure:
1. Make a group of five students each

2. Ask to identify the five distributors in their area in each group
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3. Conduct interviews and measures distributors efficiency in their
business.

4. Develop SWOT analysis of the Distributors

5. Prepare a report and submit to the teacher

Check Your Progress

A. Fillin the Blanks b,

1. The goods that the consumers purchase for the reason of use are caIIedQ

goods. \>9
2. A channel is a practice necessary to transfer the Qﬁrship
of goods to move goods from manufacture to consumption m ting.

3. channel is the lengthiest channel ot<)§§tribution of
consumer 6s product s. Q)

4. products are the products people pgchase for the personal
consumption.

5 A distribution channel must @k to avoid conflicts in order
to maximize profits for the entire distripq%n chain.

B. Multiple Choice Questions e}.\’
1. Various causes of conflicts in éﬁi’els include
a) Multiple distribution cha §
b) Differences in goals b%

c) Differences in @uet lines
d) All of the A&}}e

2. Waystor e conflicts in channels are:

a) CgGrcion
ﬁ%aining in conflict handling
&mproved performance
Q@ d) All of the Above
3. Which of the following is not industrial product?
a) Materials and parts
b) Raw materials

c) Supplies and services

d) Farming products
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4. Which of the following is the longest distribution channel?
a) Third level

b) Two-level
c) One-level
d) Zero-level A

C. State whether the following statements are True or False

O

1. Zero-level channel also called a direct channel <

2. Producers are unable to employ a variety of distribution methods to NQ

et
\ g
their products to the final consumers. \'

3. Marketers have categorised products into two groups on tIQQd of
customers who purchase them. <&

4. Channel cooperation means the willingness of channel |a§§%ers to work
jointly to ensure significant channel functions.

5. Wholesale and retailing are the two differe%@es of models for a
product -based business.

6. Businesses that sell their branded produ;ts may not have increased
responsibility for product ideation. ‘\/

7. Most of the channel members ha\&gffferences in goals.

D. Match the Columns &

Column A &ﬁ Column B

A

N
1 | Zero-level channel@\’ A | Producer -agent-wholesalers -retailers

Y
2 | Two-level chau&l B | Producer -consumers

X
3 One-le&l annel C | Producer -wholesaler -retailer -consumers

)

Y
4 TP@evel channel D | Producer -retailer -consumers
]

E. rt Answer Questions

Q What are industrial products?

What do you mean by the level of channels?
What is meant by a distribution channel?
Write about channel co -operation.

What factors affect the selection of a channel?

2L S o A

What are the important functions of channel members?
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7. How channel efficiency is measured?

F. Long Answer Questions
1. Explain the channel levels used for consumer goods.

2. Define industrial products and explain the various types of industrial

products.
3. Discuss the causes of conflicts in channels.
4. Explain the various ways to resolve channel conflicts. ij’
G. Check Your Performance .\éo
1. Differentiate wholesaling vs. retailing? «O

2. Prepare a chart on ways to measure the efficiency of the Q’z}?ﬁel of
distribution with a suitable diagram. <&

3. Identify the different levels of channels for a con%?n%r/products/
agricultural/industrial product available in your area. LY

Session 3: Strategic Marketing i n Wholesaling

In wholesale marketing, the purchase is made\i,n large quantities from the
manufacturer of the product directly. Théxedis no middleman involved,
therefore, paying for the middle person d@e% not present in this model. The
producer determines the price by ng desired profit to the cost of
production. @

Wholesale marketing usually e@s rebranding things under the company's
brand, such as a departmeq{;sbyre purchasing groceries and then selling them
under the business's n@e. The producer's involvement will be unseen.
Wholesale marketing@Wll lead to co  nnections with a variety of producers in
order to determine ther or not to buy from them based on price and other

factors. Q

It is better t connected with many producers for a single product and then

analyz ﬂge roduct price and quality before buying in large quantities from

t h tbr oducer s. When the company®ds bran

th rket the company can e xpand to other products by analysing the
mand of the market. At this phase, th

also be secured when people prefer to ¢

Hence, strategic marketing becomes enviable in wholesaling. In strategic

marketing, wholesalers, seek to differentiate themselves from competitors by

focusing on their strengths to provide the customer with superior services and

value.
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Exhibit 1.2 : Strategic Marketing

The way a firm effectively differentiate itself from its competitors by capitalising
on its strength, both current and potential to provide consistently better value
to the customers than its ~ competitors .

NEED FOR STRATEGIC MARKETING IN WHOLESALING b,

Wholesale marketing is to promote goods to retailers or institutional buyers for <
wholesale orders. Usually, wholesale orders are in bulk quantity. Therefore, it NQ'
IS not easy but one needs to  plan and execute an effective marketing st y.
To be a successful wholesale distributor, wholesalers need to focus on pR¢ing,
quality and service. Various strategies adopted by wholesalers™geed the
following considerations:

1 Formulate the Wholesale Marketing Strategy - keting plans do not
necessarily have to be in the form of a series of dQC ments. Spending
time developing a marketing strategy will gre%@oost your ability to
gain clients and eventually lead to consistent sales. The organisation's
marketing plans s hould include a var'et@f modest approaches that,
when combined, form a flow that will % the company in the proper
direction.

1 Emphasis on the Marketing S§r y -Focus on three primary areas:
first, find new wholesale cus rs, then get more orders from them and
last, grow wholesale salegt

1 Wholesale Promoti eas for Getting Orders . Getting wholesale
customers to regis@ls a difficult task. Customers might be encouraged
to connect witR*be brand through a variety of promotion strategies.
There are ber of obstacles, including a lack of awareness of the
product,@umum orders, a lack of understanding of the terms and
con i@s, a lack of sales support and shipping costs.

1 ‘l\;notions should be targeted by making customers aware of orders,
ducts and other information.

ETING STRATEGIES FOR WHOLESALE DISTRIBUTORS

1. Offer Referral Incentives to Current Customers: The existing

~

customerds satisfaction | eads to ref
not belonging to a specific industry or competitor. Different varieties of
referral incentives offered by wholesalers are;

§ Cash discount

I Trade discount
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i Cash reward
1 Free stock

1 Priority service

Incentives are one of the best and simple ideas and strategies for wholesale
distributors (fig.1.23).

50% Discount

&/

Fig. 1.23: Marketingé&t'egies

Participate Actively in Trade Shows: K,,@Tradeshows are a marketplace where
buyers and sellers meet up (fig.lgx. 0 become successful in a tradeshow the
following things should be consid%e

T Investin an attract@f

Book a prime I@T’on
Display m#ﬁ’)roducts samples

Hire @f&perienced sales executive

play
1
1
1
1

R re a spreadsheet to record the details

/\Q er a fair discount
o~

20
e

PSS CENTRAL INSTITUTE OF VOCATIONAL EDUCATION  (NCERT), BHOPAL



Distridutor Salesman - Grade XII

2.

Fig. 1.24: Participate Actively in Tra@‘sﬁvs

List on Industry Directories: Iﬁqustry directories can develop
wholesale businesses visible to the tig” Q audiences easily. It can be in
the form of online or offline. Ex%ﬁo es of online directories are 1QS

Directory and Kompass. § Q-

Catalogue and Orders Onli%(::: This strategy involves five steps.
a) The first stepisto b omain name.
b) In the second @*build an online store.

c) In the third%éep take pictures of products and upload them with
prices a escriptions.

d) In the ;urth step add an app that automatically generates catalogs
& olesale customers.

@}h the fifth step start promoting online and catalog links among the

L

prospects (fig.1.25) .

Q<
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Y
/
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==l

A4

Fig.1.25: Cat and Orders Online

Online stores are a great %ans to update clients on prices, display
products, distribute  cat Q es, accept orders and payments and update

on industry news. XU
4. Partners with | nces: Influencers are the people who influence the
decision of W followers. The key is to convince the influencers to
promote cts.
5. Me‘;ﬁdise the Customers Oultlets: Merchandise is the presentation
ial used to enhance the sale of goods. Usually, they are found at

&I stores. They can be formats like glow sign boards, signage, stands,
% -shirts, posters, etc.

Qs. Execute Cold Visits: This is one of the effective ways to market
wholesale business. The idea is very simple. Schedule plan and visit
retail stores at least 10 per day. In this way, new customers are
generated. This strategy depends on the skill of the visitor. Visitors
should keep the following things in hands:

1 Product catalogue
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i Visiting card

1 Product samples
1 Pamphlet or brochure

7. Offer Periodic Freebie Schemes: Periodic schemes are an effective
marketing strategy for wholesale distributors. It is all about offering
freebies to purchasers for meeting certain conditions. Usually, such
conditions are periodic and transactional in nature. For example, a
wholesaler of fers a scheme like buying 2000 units of ABC products_&)

within a month and getting 60 units free. =)
| | AN
8. Become a Wholesale Dropship Supplier: Drop shipping is U of the
online retail models where a retailer lists products on his e zcommerce

website but does not essentially keep an inventory of t&a ame. It
invol ves four partiesod on’#Qne retai
drop shipping pla tforms. Q)

LS
9. Tie up with an Export House: Export housesXe specialised agencies
that can market products to international cust@@ . They have a good

base of international customers. @

10. Partner with Affiliate Marketers: \ln this publisher promotes the
products of the business in return fg & commission. For example an
affiliate marketer ties up with ga&nt wholesalers and promotes its
products on his/her blog. Wh i bloggers click on the product and
purchase it the blo gger&il ceive a commission from the garment.

11. Target Institutional Bu és Wholesalers are busy selling to retailers
that they forget a%\t, her simple strategies. Institutional buyers are

bulk buyers who<do not purchase regularly. Strategies to sell to
institutional k%gé(s is one of the strategies that need to focus on by

whole sa @ xamples railways, hospitals, colleges and universities.

12. Cold Email Marketing Strategy: Sending cold email marketing
st is one of the most powerful in terms of scale. It is an unsolicited
il that is sent to someone who is not familiar with the person.

Word of Mouth Marketing: Word of mouth marketing can be explained
as that satisfied stakeholders like employees, customers, family, or
friends referring business to the person without receiving anything in
return (fig.1.26) .
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designed by ‘& freepik.com

Fig. 1.26: WO} of Mouth Marketing

Sou@nttps://bit.ly/42T38tq

FACTORS AFFECTING %@EGY FORMULATION

Strategy formulation |§@

ngoing process. It has to be scientific. The following

points need to consi hile formulating a strategy:

1. Achieve ed Vision : Achieve shared vision is one of the issues in
formulation. Due to no shared vision organisations fail to
e the vision. This means all the stakeholders should have a shared

ision.

anability of Partners to Map a Vision: Partners should have well -
defined interests for the strategy formulation. The problems among
partners can be addressed by encouraging healthy understanding and
transparency in the system.

3. Leadership and Managerial Bias . Self-motivated managers and
imposing leaders often result in dissonance at the strategy formulation
stage. Therefore, it is necessary to address leaders and manage the bias
effectively.
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4. Manager over Emphasizing Tools and Techniques: Without
understanding the internal factors leading to difficulty in strategy
formulation. Overemphasis on technologies and processes while
ignoring the market might make developing an appropriate strategy
difficult.

TARGET MARKET DECISIONS

A target market is a group of prospective customers to whom a company wants
to offer its products and services. Individual clients who are targeted by a

O

company's marketing efforts are also included in this category. A target market \(,\,@
is a subset of the broa der market for a product or service. '{b
RETAILERS MARKETING DECISIONS &O

Retailers are seeking new marketing tactics to run profitably due to vabations
in the marketing environment, consumer preferences and nological
innovation. Target markets and positioning, product assortme@and services,
price, promotion and location are all key marketing deg'@?}hs for retailers.

1 Target Market and Positioning Decision: ﬁ@e first step for retailers is
to identify their target markets. Retailers ick how they want to
position themselves in their target mar @f they have well -defined
target markets. A store should look fo\/f&’nswers to a few key questions.

o Should the retail outlet focus Q@upper -income, middle -income, or

lower -income customers? § Q-

o Do your target cus}%rcn rs want variety, depth of selection,
convenience, or a lo e?

9 Product Assortm nd Services Decision: Product assortment,
service mix d™ store environment are three major product
characteristice%ﬂ retailers must decide on.

1 Product@sortment: The product assortment decisions made by
mer s must try to meet the expectations of target customers. The
WA'Q& and depth of the product assortment are important
Epnsi derations. The retailersdé produ
%%natchingtargetsh oppersd expectations. Deci
Q assortment include its width and depth. The quality of the goods is
another aspect of the product assortment. The buyer analyses not only
the variety of options but also the product qual ity. To compete with
competitors who offer identical product assortments and levels of
quality, the retailer must find other ways to set itself apart. It can choose
from different kinds of product differentiation tactics.

i Service Mix: To ensure optimal client pleasure, retailers must also
choose a service mix. Modern merchants may provide services such as
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home delivery, credit and a discussion in addition to standard customer
services. A retailer can differentiate himself from competitors by using a
service mix as a crucial instrument of nonprice competitiveness.

1 Stores Atmosphere: Another factor to consider for a shop is the
environment of the store. The physical layout and ambiance of the store
should be carefully prepared to request the target market and encourage
customers to purchase for example restaurant, should be quiet,
comfortable and spotless. Modern businesses are striving harder than
ever to create a shopping environment that appeals to their targe <
audiences. .\9

1 Price Decision:  The pricing policy of a retailer has a significant'h@)act
on the positioning.  Retailers must examine their target mar oduct,
service assortment and competition when determining pricié%olicies.
Although all retailers would like to charge high markup?@m achieve
high volume, they are rarely achievable simultaneou he maj ority of
retailers, such as specialty stores, aim for large markups on lower
volumes. Low markups on larger volumes areé ht by retailers such
as mass merchandisers and bargain stores©

1 Promotion Decision: Advertisement personal selling, sales promotion
and public relations are all promotion y hniques used by businesses.
They advertise in both print ank@?ectronic media (newspapers and
magazines) (radio, television)q @rculars and direct -mail items can b e
used to augment advertising. Rersonal selling jobs require salespeople to
be adequately trained. D&%nstrations, displays and other types of sales
promotions may be l{a@, nh -store.

9 Place Decision: q@e location of a retailer determines its ability to attract
customers an&éﬁhrive in business (fig.1.27) . The expenditures of
constructi o@feasing a store have a substantial impact on a retailer's
profits. A&sult, site  -location selections are critical for a shop.

@Q\w
e
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part
degign
/Nlces while building relationships and identifying lacking and needs.

Fig. 1.27: Place De SI

Source: https://bit. Iy/a@LSQ

Small businesses may not be abl @d’%vote as much time to the location
selection. Large retailers, on agd@er hand, frequently hire specialists.

1 Conducti 'ﬁ?'ctlve sales meetings: Sales meetings are an important
%& sales process. So, conducting effective sales meetings are

to provide support in the development of product quality and

<
ﬂ )@f”

{1 Evaluating salesperson performance : To evaluate the performance of
a salesperson there ar% e measurement specifications such as
person must be s@ic, measurable, attainable, realistic and time
specific. This will i@?:ate the salesperson’s drive and accomplishments
towards work. §<\,

0

Activity 1:
leadership skills and relationship skills.

Procedure:

Visit a wholesaler and make a report on listening presentation and

Material required: Notebook, Paper, Pen, Pencil.

1. Make a group of 4 students.
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2. Visit 2 -3 wholesale stores.

3. Ask the following questions to the wholesaler:
a) What methods are followed to deliver products?
b) How the relationship is maintained with the channel members?
c) In what way do you lead the channel members?

d) Explain about listening and leadership skills required for the

wholesaler. @b’
e) How to communicate effectively with the channel members? . éo'
. . D)
4. Write down observations. O
5. Prepare a brief report on it. QO
6. Submit the report to the teacher. ~Q©

7. Teacher evaluates the activity. \,O
Activity 2:  Prepare a report on grievance redressal anb’Sales skills.
Material required: Notebook, Pen, Pencil, Computex,with Internet Connection
Procedure: \'

1. Ask students to sit on a chair with an,@&het connection.

2. Ask students to search the follo%ﬁget’opics on the internet:
a) Grievance redressing ski ed by  wholesalers
b) Recruiting and selec(@xlsales people
c) Creating a market{g structure to support the sales force
d) Training, cc%i)%g and counseling individual salespeople
e) Evaluatinéf&alesperson performance
f) De e@the sales planning

3. Wipi @Wn notes on the above topics.

4 fﬁhe help of the internet and write down notes on it.

@%Prepare a report on the grievance and sales skills of wholesalers.

Xﬁtivity 3:  Conduct a group discussion on the need for strategic marketing in
wholesaling.

Material required: Notebook, Pen, Pencil
Procedure:

1. Make a group of 4 students.

2. Visit 2 -3 wholesale stores and note down the strategy they follow.
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3. Ask the following questions to the wholesaler:

a) What methods are followed to sell products?
b) How to use strategic marketing methods in wholesaling?
c) How to communicate effectively with the channel members?
4. Write down observations.
5. Prepare a brief report on it.
6. Submit the reportto  the teacher. <
7. Teacher evaluates the activity. .
Activity 4:  Conduct a seminar on factors affecting strategy formulatioS'Q
Material required: Notebook, Pen, Pencil, Computer with Internet&nnection
Procedure: O
1. Ask students to sit on Computer with an internet conn@on.
2. Ask students to search the following topics on%@ﬁérnet:
a. Achieved shared vision of wholesaler @
b. ldentify the partners to map the vi§io
c. Leadership qualities guiding theéfajloyees
d. Emphasizing tools and technigures for reaching the vision.
3. Write down notes on the above topics.
4. Take the help of the int &and write down notes on it.
5. Prepare a report g grievance and sales skills of wholesalers.

Activity 5:  Visit a lesale organisation nearby and prepare a report on
strategies such as @get market decision, product assortment and services,
pricing decisio promotion decision.

Material ra@d: Notebook, Pen, Pencil.
Proce@r
Ask students to form five members in each group
Q 2. Ask students to search the following strategies.
a. ldentify the target retailers for serving the goods and services
b. Plan the product or services assortment
c. Mechanism adopt to fix the prices for different products or services.

d. Provide effective promotional strategies to the target.

3. Write down notes on  the above topics.
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4. Take the help of the internet and write down notes on it.

5. Prepare a report on the grievance and sales skills of wholesalers.

Check Your Progress

A. Fill in the Blanks

1. Wholesale is to promote goods to retailers or institutional
buyers for wholesale orders. b,

2. Marketing does not necessarily have to be in the form d@
series of documents. Plans \>

3. Various existing customers are happy to refer @n ers.

4. Incentives are one of the best and sm&g ideas and
strategies for wholesale distributors.

5. Tradeshows are a marketplace whe@)uyers and sellers
meet up. XU

| | O

6. Is the presentation mate sed to enhance the sale

of goods. @
B. Multiple Choice Questions ‘\,@\"

1. Which one of the following is ,@é&tive ways to market wholesale
business? Q-
a) Visit é

b) Execute cold visit b%
A

c) Governmentp

d) None of thegtébove

2. Achleve is one of the issues in the strategy

forml@
vision

sthared vision

Q@@c) market

d) none of the Above

3. and imposing leaders are often the result of dissonance at the
strategy formulation stage.

a) Strategic

b) Self-motivated managers
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c) Managers

d) None of the above

4. A is a group of prospective customers to whom a
company wants to offer its products and services.

a) market
b) organisation
c) target market @b’
d) none of the Above ,\%Q
C. State whether the following statements are True or False “Q
1. The first step for retailers is to identify their target markets. QO

2. The pricing policy of a retailer has a significant i t on the
positioning.

| i xO
3. The retail ersod product\gssortment d
target shoppersd expe Qations.

4. The quality of the goods is another aspect @e product assortment.

5. Advertisement is not promotional techni@s used by businesses.

D. Match the Columns efr
q ~
Column A @b' Column B
1 | Referral incentives bﬁ A | Helps to enhance sales
A
A
2 | Drop shipping X B | Trade discount
3 | Merchandise %" C | Online retail model
S~ )
4 | Execute @ Visits D | The strategy depends on the skills of

4 the visitor

E. Ss@nswer Questions

hat do you understand by strategic marketing in wholesaling?

Qa‘; State the factors affecting strategy formulation.
3. What is the need for strategic marketing in wholesaling?
4. What is product assortment?
5. What is a service mix?
6

. What do you mean by promotion decision?
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7. What is meant by place decision?

8. What is the target market?
F. Long Answer Questions
1. Explain in detail about marketing strategies for wholesale distributors

2. Discuss the various retailer's marketing decisions.

G. Check your Performance b'
1. Demonstrate various marketing strategies. \QQJ
2. Presentation on retailers' marketing decisions. '\9

Session 4: Selling Skillsi n Wholesaling

Wholesaling is the act of selling the products in bulk form to the retailers
normally at a discounted price who then sells the product to their customers.

It creates a specific pricing strategy and process to reach audiences that may
be able to reach alone . E-commerce has transformed the way consumers and
manufacturers interact by creating a direct line between each party.
Customers get a better price and product creators directly and product
creators receive the maximum possible profit from the sale.

When running a business there are a lot of function areas to manage from
production to logistics to finance. Wholesaling product is a good chance for
innovation or product development over sales and customer experience.
Wholesaling enables tapping into the promotional expertise of retailers while
building and refine on the supply side of the business. Wholesalers spend time

with retailers to nurture and grow their business. They undertake marketing

efforts to acquire new business. Retailers can also assist to add value that
generates customer loyalty and referrals.

Entering a new market is one of the methods to scale a business.
Understanding the audience in a good manner and reaching them needs a lot
of research and supply chain adjustments. This results in the need for selling
skills in wholesaling.

MEANING OF PERSONALITY SKILLS

Individuals are unique with a distinct combination of skills, interests and
personality traits. Self -knowledge can assist in the wholesale career decision -
making process. Hard skills such as computer, programming skills and legal
knowledge, can be measured but personal skills which are also called soft
skills cannot be measured. The soft skills of a person are intangible and they
enhance the interaction with manufacturers, retailers, wholesalers, or
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customers in the wholesale business. Broadly, personality skills may be
categorized as critical, thinking, problem -solving, dependability, flexibility,
interpersonal skills, intrinsic, motivation skills, etc. The compatibility of an
individual with the car  eer choice is very important.

RELATIONSHIP SKILLS

In wholesaling, the most important skills required by wholesalers are
relationship skills. Relationship Building at the workplace can be highly

helpful to achieve success in the career. Building strong relationships assists

to learn new skills and develop  current skills. Successful relationship -building
needs a combination of various soft skills, it can be vital to improving these

skill areas to assist and develop in the career. Relationship -building skills are
a blend of skills that a person applies to con nect with others and form positive
relationships. Relationship  -building abilities are essential at the workplace for
getting along with coworkers, contributing to a team and fostering mutual
understanding.

COMPONENTS OF RELATIONSHIP  -BUILDING SKILLS

Relationship -building skills will normally encompass a mixture of many soft
skills that can all contribute to the way business persons and customers
interact. The following skills can be considered essential skills to developing
successful relationship  -bui Iding skills in the wholesaling.

1. Interpersonal Skills: To make a strong and successful work relationship
individual should possess effective interpersonal skills. Understanding
anot her personds perspective and sho

develop interpersonal skills. Effective interpersonal skills are required to
build successful and strong work partnerships (fig.1.28) .
— N ),
\\\

- \

Fig. 1.28: Interpersonal Skills
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Interpersonal skills include being able to understand another person's point of
view, providing respect when it is not warranted and demonstrating sympathy
for your coworkers.

2. Empathy: Empathy is a crucial component of good relationship -building
techniques  (fig.1.29) . Empathy for friends and coworkers entails
comprehending their emotions and feelings. When teammates and bosses
actively participate in empathy in the workplace, work relationships are
maintained.

Fig. 1.29: Empathy

3. Emotional Intelligence: Emotional intelligence is helpful for the overall
development of the workplace  (fig.1.30) . Being emotionally intelligent can
mean observing the dynamics in the office and finding methods to contribute
to the team and resolving conflict.
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Fig. 1.30: Emotional Intelligence

4. Networking SkKills: Building successful work relationships can also provide
assistance in developing networking skills (fig.1.31) .

: ‘7“

Fig. 1.31: Networking Skills

’

] ¥

B J

5. Non-Verbal Communication Skills: Non-Verbal communication has an
impact on building relationships with others (fig.1.32) . Reading body
| anguage can assist to pick up people
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Fig. 1.32: Non -Verbal Communication Skills

6. Verbal Communication Skills: Verbal communication skills are also
necessary to build strong relationships (fig.1.33) . For example, if the
employees join a meeting with colleagues, they can practice verbal
communication by searching for opportunities to contribute ideas.

Fig. 1.33: Verbal Communication Skills

7. Listening Skills:  Active listening skills are sometimes more successful than
learning. Listening is an important element of communication (fig.1.34) .
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Fig. 1.34: Listening Skills

8. Team -building Skills: Working as a part of a team require effective
relationship -building. Develop teamwork abilities through practicing
effective communication, demonstrating respect for other people's ideas and
contributing and assisting when needed (fig.1.35) .

a
Fig. 1.35: Team -building Skills
STEPS FOR BUILDING EFFECTIVE RELATIONSHIP

The following steps are required to build an effective relationship in an
organisation:
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1. Develop Effective Communication skills . Developing effective
communication skills can influence positively interact with others.

2. Practice Empathy: Showing empathy to peers leads to care for others and
understand others feeling.

3. Develop Emotional Intelligence: Another strategy to ensure strong work
relationships is to build emotional intelligence by exercising empathy and
learning to comprehend teammates' feelings.

4. Ask for Feedback : Asking for feedback can be highly valuable for
professional development. Communication for professional improvements
represents that people are motivated to succeed in the job.

5. Get Involved: To develop relationship -building skills the wholesaler have
to involve with various activities at the workplace.

GRIEVANCE REDRESSING SKILLS

In wholesaling, disputes are caused by a conflict of interests between the
channel members. Employee dissatisfaction or feelings of personal injustice
are widespread in industrial settings, owing to a variety of issues such as
working conditions, managemen t policies and practices and rule and
regulation violations. Such complaints may result in conflict.

Exhibit 1.3: MEANING OF GRIEVANCE

A complaint or a strong feeling that has been treated unfairly is called
grievance.

Channel members  grievances cannot always be resolved by upward
communication with immediate supervisors, because these supervisors may

not be trained to handle such grievances, may lack the necessary authority, or

there may be certain conflicts between the aggrieved empl oyees and the
supervisor, all of which can obstruct the resolution of such disputes.

The Industrial Disputes Act of 1947 (ID Act) largely governs the resolution of

disputes that affect a group of employees, as well as disputes involving
employee discharge, dismissal, retrenchment, or termination. Individual
disputes involving an individual employee's other service conditions, such as

promotion, seniority, wage entittlement and so on, are treated as individual

disputes.

SALES TEAM AND ENVIRONMENT

A sales team is a group of individuals who sell companies' offerings to leads
and customers. The sales team responsibilities are preparing sales plans,
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prospecting, researching, making sales, handling sales issues, building
customer relationships, training the salesman, achieving sales targets, etc.
These responsibilities of the sales tesg
goal by selling products and  services to the customers in the market. Thus,

the sales team provides an opportunity to effect sales and build customer
relationships that foster, loyalty and retention.

Sales environment creates a unique relationship and provides multiple
opportunities and incentives to the salesman. This will enable the salesperson

to accept the challenges to meet and exceed new and exciting sales goals. Sales
environment can be defined as the culture which is developed in a sales
organisation for a sales team. It encompasses from physically organising the

sales floor to the emotional environment. This will encourage the salesman to
attend the sales meeting and to give sales presentations . It also provides
incentives to a salesperson. The various types of sales environments, are
classified as office sales environment, remove sales environment, business to
business, sales environment, incentive -based sales environment, etc.

To build a successful sales team there are various guidelines have to be
followed such as building a team on the basis of trust, practices of cooperative
culture, adopting good hiring practices, encouraging feedback, implementing
a strong sales process, ad opting a sales quota policy, etc.

Building a strong sales team will take some time and effort, but the time and
effort to invest will pay off at the end. The sales team is recruited with the best
people, it will reach and surpass the sales targets.

DEVELOPING PRODUCT KNOWLEDGE

In wholesaling, salespersons require the skills of product knowledge. It is
critical for salespeople to have a thorough knowledge of the product that they

are selling as well as its features. Customers will respond more positively to a

sales proposal ifth ey believe the individual with whom they are communicating

has reliable information. When sales representatives have this essential
knowledge, a conversation and discussion with a consumer can run more
smoothly. Product knowledge and training help both sal espeople and
customers.

There are several facets to effective Product knowledge:
1 Training for product and service knowledge.
1 Training different challenges faced by clients and prospects.

1 Developing an ability to map solutions to challenges during a
conversation.
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1. Why does Product knowledge to salespersons build confidence?

Salespeople should have a thorough knowledge of the product or service
they are promoting. Product  knowledge provides sales representatives with
the skills and information they need to clearly express concepts and ideas

to customers. Product expertise can also assist salespeople in dealing with
tricky product inquiries from customers.

Improved confidence is a substantial benefit to product knowledge training

for both customers and employees. For your employees, it helps them add
value to the discussion with a customer. For your customers, it helps them

to learn exactly how they can make the most of a product or service,
potentially leading to better product adoption.

2. It builds enthusiasm

Salespeople perform better on receiving effective product knowledge and
training. They become more enthused about what they sell. Learning the
technical aspects of a product or service makes it simpler to generate

enthusiasm among both customers and salesp eople. Salespeople will find
it easier to persuade customers when the benefits of a product or service
are evident.

3. It handles objections raised by customers

Customers' objections are frequent questions that go unaddressed. When
addressed effectively, objections can often pave the way for a successful
sale. When a consumer raises an objection, it is possible that they do not

understand why product or service is beneficial for them. Salespeople are
prepared more for these situations if they receive product knowledge and
training.

4. It helps to understand the competition

The immense knowledge base of the internet has resulted in a better -
educated consumer base. The sales may decline if salespeople have
insufficient product knowledge and understanding. Product expertise is a
valuable advantage that can help sales staff stay forward of the pack.
Customers care a lot about how a salesman explains things and how they

can help them make a decision.

5. It builds the trust of customers

In any industry, earning client trust is essential. Before making a purchase,
customers must believe in the goods and the company. Salespeople are
frequently the first option of contact for customers. Product knowledge and
training for salespeople guarantees that clients receive the most up -to-date
information about the items and services. This leads to developing the trust

of customers or the product and services offered by the company.
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6. It creates the ideal customer experience

The ideal customer journey starts with a customer's initial engagement with

a corporate representative. Product knowledge and training can help ensure

that a prospective consumer becomes a committed customer in a simple
and seamless manner. Perhaps this is why enhancing client experiences
has become such an important part of company strategy. Outstanding
customer services are vital for the ideal and positive customer experience.

RECRUITING AND SELECTING SALESPEOPLE

Salespeople who have the best features and who fit the company ethos should

be chosen during the process of recruitment. Recruitment is the process of
searching best candidate for a post in the organisation. Recruitment of talented
employees is an importan t part of any organisation's ability to maintain
success and ensure the achievement of standards within an organisation.
Recruiting salespeople entails actively compiling a diverse pool of potential
candidates for employment consideration. The constant nee d for talent in
various industries creates a competitive marketplace for individuals and any
manager must be aware of these factors in order to develop recruitment
programmes and policies.

Methods of Recruitment

There are two ways to recruit employees first is internal recruitment and the
second is external recruitment.

1 Internal: Internal is one of the cost -effective ways of recruiting potential
employees as it uses the current company resources and talent pool to
fill needs (fig.1.36) .

Fig. 1.36 Internal Recruitment

Source: https://bit.ly/3KiU96d
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1 External: External recruitment resources look for potential
candidates outside of the organisation in order to expand the pool of
available talent (fig.1.37) .

WE ARE HIRING

JOB INTERVIEW SEARCH

Fig. 1.37 External Recruitment

Source: https://bit.ly/A0M7NEt
Selecting Salesman

After receiving large qualified applicant base, managers need to find out those
applicants with the highest potential for success. Selective hiring assists to
prevent the costly turnover of staff and increases the likeliness of employee
productivity and mo rale. Selection of a salesman refers to the process of
choosing the most suitable candidate for the vacant position in the
organisation. Before selecting a salesman, various qualities the salesman must

be considered. They are impressive, personality, cheer ful disposition,
education, health in physique, general capabilities and competencies,
knowledge of the product and market, experience, etc.

Evaluating Salesperson Performance

Evaluation of a team member is an important part of organisational
development. To evaluate the performance of a salesperson there are some
specifications such as & a person must be specific, measurable, attainable,
realistic and time specific. This will i ndicate the salesperson's drive and
accomplishments toward work.
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Salesman Training

In any organisation sales play a vital role whether it is goods or services
because sales provide revenue which is the core of the business. A well -trained
sales team will outperform their competitors' market and build relationships

for future business. So  we must hire well -trained salespeople and provide them
training on time to time  -related to products is equally important.

Organising Sales Meetings

Sales meetings are an important part of the sales process that shows the actual
performance scenario along with past sales records. So, conducting effective
sales meetings is designed to provide support in the development of product
quality and services wh ile building relationships and identifying the lacking
and needs of customers.

Activity 1:  Visit a retail store and observe the skills to organise the display of
products at the retail store.

Material required: Notebook, Paper, Pen, Pencil and Rubber and
Questionnaire.

Procedure:
1. Make a group of 4 students.
2. Visit 2 -3 retail stores.
3. Ask the following questions to the retailer
a) What are the different ways of organising the display of the product?
b) What is the procedure following to organise the product display?
c) Which of the activity is most important to display products?
d) How much time was taken for the product display?
4. Note down the answers to the above questions.
5. Observe the product display in the store.
6. Prepare a short report and submit it to the teacher.
Activity 2:  Game activity on displaying products at the retail store.

Materials Required: Pen, Pencil, Rubber, Notebook, display racks, hangers,
various products like clothes, utensils, books and other FMCG products.

Procedure:

1. Make groups of four students each.
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2. Visit a retail lab.

3. Ask the groups to display products in the lab one by one.
4. Use the following items for display
a) Cloths
b) Utensils
c) Books
d) FMCG products
e) Racks
f) Hangers
5. Ask the group to present the theme of their display.
6. The teacher evaluates the whole activity.

Activity 3:  Visit a nearby store of wholesalers and identify the skills exhibited
by him in dealing with retailers/customers.

Material required: Notebook, Paper, Pen, Pencil.
Procedure:
1. Make a group of 4 students.
2. Visit 2 -3 retail stores.
3. Observe the skills of the retailer while handling the customer.
a) Interpersonal skills
b) Empathetical skills
c) Emotional Intelligence skills
d) Networking skills
e) Non-verbal Communication Skills
f) Verbal Communication Skills
g) Listening Skills
h) Team Building Skills
4. Note down points.
5. Discuss in the classroom.

6. Prepare a report.
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Check Your Progress

A. Fill in the Blanks

1. Building work relationships can also assist in developing
networking skills.

2. skills are also necessary to build strong relationships.

3. Showing to peers is showing how to care for others and
understand others feeling.

4. Asking for can be highly valuable for professional
development.

5. To develop building skills is to get involved with various
activities at the workplace.

B. Multiple Choice Questions

1. Effective are required to build successful and strong work
partnerships.

a) interpersonal skills
b) technical skills

c) transformational skills
d) none of the Above

2. There are methods of recruitment

a) multiple

b) two

c) three

d) none of the Above

3. Individuals are unique with a distinct combination of

a) skills

b) interests

c) personality traits
d) all of the Above

4. Employee dissatisfaction or feelings of personal injustice are widespread
in an industrial setting owing to a variety of issues such as

a) industrial settings

b) working conditions
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c) management policies and practices

d) all of the above
C. State whether the following statements are True or False

1. A salesman must be enthusiastic and presentable with proper
communication.

2. The immense knowledge base of the internet has resulted in a better -
educated consumer base.

3. Recruiting salespeople does not entail actively compiling a diverse pool
of potential candidates for employment consideration.

4. There are two ways to recruit employees first is internal recruitment and
the second is external recruitment.

5. Selection of a salesman refers to the process of choosing the most
suitable candidate for the vacant position in the organisations.

D. Match the Columns

Column A Column B
1 | Grievance redressal skills A | Element of communication
2 | Listening skills B | To solve disputes or conflicts
3 | Empathy C | Good relationship -building
technique
4 | Team building skills D | Effective relationship building

E. Short Answer Questions
1. What do you mean by personality skills?
Define sales team and environment.
Define relationship skills.
What is meant by interpersonal skills?
Differentiate verbal and non  -verbal communication skills

What is meant by grievance redressing skills?

N o o~ w D

Differentiate recruitment and selection?
8. What do you mean by product training?
F. Long Answer Questions

1. Explain the various relationships building in detail.
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2. Explain the steps for  building an effective relationship.

3. Explain the importance of the sales team and its environment in an
organisation

4. Why product knowledge for a salesman is required?

5. Explain how recruitment and selection of sales person taken place in an
organisation?

6. Discuss how salesman perform is evaluated?
G. Check Your Performance
1. Demonstrate the recruitment process.

2. Prepare a chart on steps for building an effective relationship.
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Module 2 Analysing Stock Levels

Module Overview

One of the challenges in  business for a distributor salesman or retailer is
maintaining stock levels. Stock level means the level of stock necessary for a

well -organised and effective control of goods, to avoid overstocking and under &)~ -
stocking of goods. Every business that keeps a stock of items for sale, wh r
for the general public or for other businesses, keeps an accurate recqr

everything they have. A variety of methods can be used to check stoc els.

The stock is also known as inventory.

The basicand time -consuming task in business operations is ke@g{g the stock
up to date. It requires work and self -discipline to maintai od stock system.
It is simpler to meet the needs of customers and a key to &Wing success
of the business. The need for in  ventory organise@ preserve the stock of
goods as small as possible but at a similar time make them accessible as and
when necessary. A trader must determine vario;Ks' ck levels to prevent over -
stocking and under -stocking in order to hage’soft stock management in an
organisation and run stock entity successf%

X

N/
Lear@&?utcomes

After completing this module&gu will be able to:

1 Find out sales esti ccurately to avoid OOS or Overstocking
1 Scheme Comn@c tion.
1 Explain abo&l%nge selling & guidelines that please the retailer
1 Dem;&sﬁ@e the functionality of palmtop/handheld device
C}\Qy Module Structure
/S‘%%bn 1: Sales Estimates a nd Stocking

Session 2: Communicating Promotional Schemes

Session 3: Range of Selling and Guidelines

Session 4: Functionality of Palmtop/Handheld Device
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Session 1: Sales Estimates and Stocking

Stocking is the technique of filling the store's shelves and displays with
merchandise for sale in the outlets, generally referred to as "stock." Stocking

can also refer to the process of replenishing and storing products or items in

the outlet's backhouse or warehouse (fig.2.1). Well -organised stocking
procedures guarantee the merchandise is always available for customer
purchase.

y
b%ig. 2.1: Stocking

@te: https://bit.ly/401q3yw
k%,v

Outlets employees ar n as stock organisers. They are accountable for
keeping the shelve e‘f in their departments and reordering merchandise

when supplles ﬁr the ground. In a big establishment, stock surrogacy

occurs with t of a computeri sed stock management system. Proficient
stocking p édures are very important to ensure merchandise availability to

t he y e r & s Aspoperatiomsabe@mme more compound for companies
perfédg business together online and in -store; out -of-stocks, ove rstocks

ar@ urn are costing.

Exhibit 2:1: Meaning of Stocking

Stocking isthe processof f i | Il i ng the storeds shelves
for sal e, commonly referred to as O0stock
replenishing and storing goods in the s
smallbusiness.chron.com/difference  s-between -merchandising -stocking -

22959.html)
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ANALYSING STOCK ON HAND

To make effective sales call, distributor salesman should estimate the sales
and analyses the current stock on hand. Stock or Inventory is the largest and
most important essential asset for any distributor. It is essential to know how
many products are ava ilable in the store or warehouse. More money is tied up
in stock than in buildings or equi pment
than accounts receivable.
O

It is vital that each distributor build up and uses an inclusive set of tools that

allow them to directly check the performance of their venture in stock. It is also \(,\,@
essential for any company that manages lots of products to assess the cr

of the disrupt ions. This first metric may not come as a disclosure to m&h
who has a deal with stock management before. In order to under and
control stock in an effective manner, a distributor must first understagnd*vhat
they contain on handover. As an alternativ e to using a spreﬁ@@eet with many
diverse calculations, they can quickly and easily see in data ytics software

in which how much percent stock they have on hand for agparticular product

in -store or outlets. O

e

Distributors use various strategies for measuring s on hand for which they

use JIT just in time. For analysing the sales o’N,he outlet, the retailer must

have knowledge about the sales operation, up -to-date knowledge of the
product details sold by t he outlet. Distfbtitor salesman updates themselves
about the current manufactured goodg @prtfolio and product details and also
updates their knowledge about the nnel view category and outlet view of
sales schemes. %

The distributor should identi tspots in the outlet and attempt to encourage

the retailer to provide th% for displays. Distributors must know about the
product and samples%&d brand availability in the outlet and they must be

aware of visual merfPandi sing and activity in outlets to analyse the sales of
the store and p e relevant information to their supervisor. They also need

to underst he need and want of the customers. They should know the
product égory and the new launch of the product. T hey should advise
retailefs for the most favourable order to avoid out -of-stock or overstock.

Is of Sales:  Setting role -specific KPIs (Key Performance Indicators) for
r team, such as a revenue target for the sales director and a goal for sales
efficiency for the account management team, is a sales analysis activity
(fig.2.2) .
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Fig. 2.2: Analysis of Sales <
Source: https://bit.ly/3Zu39dl ‘\O

The company's sales performance is done through the procé&soof conducting a
sales analysis. They can use it to predict trends, find gr v@ pportunities and
create a strategic action plan for their business beca it offers insights into
the past, the pre sent and the future performanc@ a company.

Sales performance can be beneficial, parti y if the company wants to
expand or make changes. It need not y paragraphs or uninteresting
statistics. It can be represented grapr}i\cw using charts and bar diagrams.

Meaning & An analysis of how well a business's products are selling,
particularly in comparison to how the company expected them to sell.
Managers can assess the effectiveness of their sales forces with the help of
sales research.

Importance & The sales team fills the gap between the demands of prospective
consumers and the goods and services provided by the company. They can find
qualified leads and customers who are valuable to their company with the help

of a strong sales staff. As a consequence, the company's ov erall growth will
increase if it has strong sales.

Running a successful company requires careful consideration of sales
analysis. With the aid of sales analytics, they can choose which goods to
‘prioritise, where to market and how to best connect with customers. To help
small companies develop and expand, a variety of sales analysis tools are
available.

They can ensure that to providing an excellent customer experience by
concentrating on their sales success. Agents must establish strong rapport
with customers in order to increase revenue. They can also meet or exceed the
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revenue targets established for their business by tracking their sales
performance.

Types of Sales Analysis
Market Research

Market research known as where sales team members survey leads and
prospective customers to gain insights about their behaviour and affinity
towards their goods and services in the market (fig.2.3). b'

%\, Fig. 2.3: Market Research

Source: https://bit.ly/3TTPkU2

Depending @m sort of business they have, they can conduct this offline or
online su@n

'ap
Prescriptive Analysis 0 Predictive data is used in prescriptive analytics to
learn more about their prospective customers. This reveals the deals that
‘are worthwhile pursuing and those that are best left unfinished.
Additionally, if the companies sales team decides to pursue a tr ansaction,
they'll be prepared with a solid strategy to increase the lead's or
prospect's receptivity to the sale.

Diagnostic Analytics 6 The company can use diagnostic analytics to examine
recent and historical sales data from their business to better comprehend new
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problems that are less than stellar (fig.2.4) . For instance, the reason for new
product didn't sell as well is that it was released just before the pandemic.

Fig. 2.4: Diagnostic Analytics X

Source: https://bit.ly/42PeAPx
AN\

The company can come up with better ideas for client outreach by using
this sales data analysis.

. . hat .
Sales Effectiveness Analytics o) @Tgndlng the companies top sales
representatives can be aided by s data research. They can use this
information to make their workf and important tasks more effective

because it affects their compang'%bllity to close deals.

Product Sales Analytics our ability to take actionable insights from
product sales analysis wi ermine how successful your goods are. All of the
products you offer mu%)ave periodic sales analyses conducted on them.

You could use aé@'metrics in this situation to determine whether or not to
keep a certain @iuct in production if it has outlived its usable life and has
underperfo @ for a while.

Sales Pisline Analytics 0 If you could only pick one, you'd have to go with
sale eline analytics. That is how crucial analytics for the sales funnel is.

g an determine who your most qualified leads are, how much money they
can potentially make for you, how many leads become customers, how long
they stay customers and which sales team member is designated to work with
them by looking at analytics related to your sales pipeline.

Predictive Sales Analytics o If you're not completely satisfied with the
precision of your sales pipeline analysis, you might want to add this data to
the mix. Because these sales data analyses are automated, your sales
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forecasting will be precise in the future. It's so close to being a crystal ball! An
excellent resource is predictive sales pipeline research.

Process of Sales Analysis

The sales process involves three simple steps (fig.2.5):

00000000

Y
Fig. 2.5: Process of Sales A@sis
Source: https://bit. IyIS@Qe

Step 1: Determine Which Sales Data will 8§\fnto the Report and Gather the

Data
(b'

Determine which sales data is mo&&rucial for your business at this point
using the metrics and styles of s analyses covered in this article.

During this preliminary but %@ml phase of creating your own sales analysis

report, ask yourself the f@ ing questions: Which of your products sells the
most?

A Does one Q@fct have anything in common with the other? If so, what
and C%g replicate it?
A Wb@ your repeat customers?
; @h t characteristics or traits do they have in common?

ow much time do you put into your ¢

%S there are a lot of concerns you must address, but you must take the time

to address each one in detail and provide accurate, fact -based answers.
Include other important players in your business as well as your sales and
marketing teams so that you don 't have to do this alone.

You must identify your most pertinent variables in order to achieve your sales
objectives once you have the answers to those crucial questions.
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Step 2: Use a CRM Tool for Evaluating Your Data

Get all the data loaded into the CRM software, whether you have to physically
enter your information or import it. Afterward, you can create a summary of
your company's revenue. (present and past sales).

Step 3: Send the Report to People Who Matter

You can give your marketing, sales and customer support teams access to the
reports once you receive them. This can be of great assistance to them because b’
it provides a blueprint for enhancing their sales procedures. )
Conclusion .\%Q
Now that you know the importance“@ s al
to implement it. Q’Q'

A sales analysis tool shows both sides of the coin: On tngﬁe hand, you get
to know the best -performing sales agents, segment hot Iea% d identify the
campaigns that bring in customers in hordes. 0

X
On the other hand, you can weed out cold leadsAfin agents who are
struggling and tweak or improve failed products or\@ aigns.

INTRODUCTION ON OUT -OF-STOCK AND'Q' RSTOCK

Overstocking is when you buy too much inv, .ﬁ@r'y and have an extra product

that you can't sell (fig.2.6). While %gd ing involves buying too little
merchandise, which leads to stockou ‘(bg.z.n. A company suffers significant
losses in both of these scenar i@Regardless of a business's style, size, or
location, overstocking and und king are widespread problems everywhere

in the world. Each repres n@one -half of the same coin. The possibility of
dealing with understock rﬁ‘é‘lf you want to prevent ove rstock.

o\

Fig. 2.6: Overstock

Source: https://bit.ly/42Put8B
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N

w
& -—
Fig. 2.7: OUT -OF-STOCK *QQJ
Source: https://bit.ly/420Y|Ku O

In English, what does out of supply mean? Products tha(ﬁ)}é out of supply
cannot be purchased in a store because they have aI%@dy been purchased:
If any component of your order is out of stock, you@ll e informed by email.

CAUSES OF OUT OF STOCK OR OVERSTO

1. Avoid out -of-stock: Any outlet's oeﬁy\/-of-stock situation is critical. When
an item is out of stock, businesse‘&%ék damaging their reputation and
even losing a sale to a compeW®r. They have a safety net in having an

excess supply of popular it%m i

2. Sizes Left Over: I\Q}% ers in the fashion market send out packages
with evenly scatte zes. Even when the vendor offers some wiggle
room, deciding % exact size distribution when ordering is incredibly
difficult, resulg?fn overstock on unpopular sizes. Every item in each
retailer a@'&/ n each style, will have a different size demand.

ssf

3. Unsu@ ul Retail Promotions: Retailers normally  run thousands of
pr. ttons each year. The difficulty is that they usually launch them
itout any extremely developed analytics that ties back to stock levels
@n the outlets, such as predictable demand, how the promotion will
@ pressure t he sale of other goods and many other unsafe issues.

4. Logistics and Execution Challenges: Having the right product at the
right store at the correct time is difficult but if distributors have any
issues with logistics or experience and not consistent vendor lead times,
the order may end up at the erroneous store.

5. Safety Buffer: Many retailers avoid out -of-stock situations. They stock
a buffer over and beyond what they think they needed. Exact forecasting
is difficult because there are so many factors that can control demand
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over time. Too much stock in hand leads to overstocks, transport costs
and potential markdowns will be occurring.

6. Buying and Range Planning: Buyers are generally positive about the
products they bring in but building in the optimal mix of products is a
challenge. The Pareto Principle rule of 80/20 rule says that 80% of their
earnings come from 20 %of your goods, while 80% of your goods will onl y
bring 20 % of your profit. Understanding consumers and what sells well
in each category is vital, but without the profit of highly developed
analytics may lead the distributor to drop from the competitive edge., ~&
Distributor sale smen should estimate the sales and avoid overstockif%(/\’
He/she should analyse the current stock and provide recommend
to retailers to keep away from OOS (out of stock) or o és@e ing.
Salesmen for a distributor advise merchants on the best order
their demands and predicted sellouts, as well as the ne ity to have
inventories on hand to avoid OOS (stock outs) concernén stores.

Guidelines to Avoid OOS or Overstocking \J

1. Regular Stock Check:  The stock controller is a@?ntable to make positive
stock checks which are done logically as p@he schedule with proper
scheduling on a weekly and monthly basis frg,2.8). Most of the stock check
is done in the middle of the week andi&le of the month during non -

trading hours. <
DAY

O

Fig. 2.8: Regular Stock Check

/\'
i

Source: https://bit.ly/3TXUjDy

The outcome of regular stock checking will help the retailer to keep away
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from stock or overstocking or understocking problems. It will also increase
the store performance, profitability and sale of the outlets or store.

2. Set Minimum and Maximum Inventory Levels: To avoid overstocking
and out -of-stock problem distributor salesman advise retailers to set
minimum and maximum stock levels. It is most important in outlets for
analysing stock level. It will keep away from understocking and
overstocking.

3. Use a Single Stock -Recording System: Overstocking will be reduced béb'
using a single stock recording or management system. This approach is as«\(,\,
easy as having a single source of truth for the most up -to-date sto&lg?bunt.
This information should be kept in a single location or system where if*@ n
be found and viewed by anybody in the organisation.

4. Collect Accurate Data: Collect accurate data of stock @r inventories
moving through the distributors' supply chain. Check the st?)g?( levels on
the computer screen and match the inventory levels. finest way to
avoid these data discrepancies is to offer an eIectro@stock mana gement
system.

5. Use a Stock Management System: The@ventory management system
help distributor to avoid under and oy -stock problems and help to
manage stock in outlets. To avoid stock@bts, a stock management system
equips distributors and employees \Ni{,@technology, procedures and trials
to verify an d manage stock i as they move from procurement to
transportation and delivery. Barcedes and tags are typically scanned into
the system by Warehousﬁyrkers using a point -of-sale device like a
Barcode scanner and phon e apps.

6. Understand Cons
most important

emand: Understanding Customer demand is the
nigue which helps in avoiding out -of-stock and
overstockin ributors first know about their customer need and want.
Distributgrs “should understand what consumer demand per product
befor% pea rs at what products distributors should stock, as well as
whi ategories to focus on, they need first to understand your
sumer 6s demand.

Q alculate Reorder: A restructure position is the smallest unit that a
distributor has to maintain on hand before they have to reorder more of
those manufactured goods, thereby en:
on them after that batch of the result. To compute a reorder poi nt, simply
increase the average everyday usage rate for a stock item by the direct time
in days to refill it.

8. Keep Stock in One Place: Keeping stock in one place is helpful for
distributors or employees to manage stock. It will reduce Stock and
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overstocking problems in the outlet.
RECOMMENDATIONS FOR IMPROVING SALES AT THE STORE

1. Provide Good Service to the Customer: Providing better customer
service is the solution for increasing sales. Pay attention to the
customer to figure out what He/she wants and needs.

2.  Promote Products and Services in the Market: There is a need to
promote products and services for improving sales. For improvement, b’
outlet sales salesman or distributor should use advertising in the @,
newspaper, magazines, specialty publications and other types %

85

marketing, the single enormous method as a tool of advertisi

3. Attractive Store Design: Design the store to attrackza@omers.
Improve the structure and layout of the outlets. FocusYon the
merchandising and display of the store. “Q

4. Create an Event:  To promote the products and t&@ervices to create
an event. X,

5. Improve Customer Service: Providing o@proving customer service

satisfies the customer and as a result,@will help distributors to
improve sales of the store. One eas:&y to enhance their trade is to
develop their customer service. Pz distributors should build up
customer -friendly policies, Tra,(ﬁs aff and employees working in the
outlet to offer outstanding cugtédrer service and find out how to create
customer loyalty.

6. Provide Training: T@%ing of Staff is the best recommendation for a
distributor to i retail sales. Training of staff is key for
organisational e@}g’ement and success. If an employee is skill -trained
well, he will S’g%ome more competent and productive. Training is the
process o&&facting employees' skills, capabilities and information in
prepa n for a specific job.

7. \QJ Merchandising: Display in every outlet and training to
%Iespersons in visual merchandising display -related, to educate
Q’hem, study displays and enhancement the sales of the outlet.

Q%) Examine Pricing Strategy: Store product value should be fair and
competitive, but still profitable. Eventually, the correct price is the
price the purchaser is interested to purchase the product.

9. BeaSocialSource: Now a dayods use of commu
increasing. Distributors use social media to improve their outlet's sales
because today a lot of people are in touch with social media. Social
media is used for promoting products and services at outlets.

10. Loyalty Programs: Loyalty programs help to improve sales and also
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the customer experience in the outlet. It drives sales and provides
precious information to distributors and increased sales to understand

better their customers. Distributors suggest stars, points, cash, or
anything in between, a purchaser loyalty course has some bitter
rewards for both customers and retailers. Customers get discounts

and earn rewards. It is improving sales with the existing customers

and loyalty programs can also retain customers for long period.

11. Communicate well with the Retailer: Distributor salesman should
communicate well with the retailer. They should speak clearly and, &
effectively without hesitation. Distributors should communicate with %Q
the retailer about the sale of their products in the markets. \&
should communicate all ben efits and schemes of prod ith the
retailers. Feedback plays a vital role to understand the requements
of the retailers. Effective communication helps retaile{é)@d enhance
sales. O

12. Analyse Current Stock on Hand: It is vitakto analyse the current
stock on hand. This is the duty of the distrib;%@ analyse the stock
on hand the forecast the requirements of@c (fig.2.9).

TAI
W e
i TH

Fig. 2.9: Stock

%B. Analyse Sales of the Oultlet: Itis necessary to analyse the sales of the
Q distributor outlet. For this distributor should discuss with the sales
team and analyse the current sales and increase future sales.

14. Advise Retailers for Optimal Orders to Avoid OOS or overstocking:
Understocking and overstocking both are bad for the retailer. The
retailer should be advised by the distributor of the stock requirements
on a regular basis and review the stock requirements.
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COMMON REASONS FOR OUT OF STOCK OR OVERSTOCK

The various reasons for overstock include:
Avoid out -of-stock

Left oversizes

Unsuccessful retail promotions

Logistics and execution challenges b'

o & 0N ke

Safety buffer in the warehouse
6. Buying and Range Planning .
Recommendations to avoid out -of -stock or overstocking: 0
1. Regular Stock Check Q
Set minimum and maximum inventory levels NQ
Use a sole system of record for stock \,O
Collect accurate data @)
Use a stock Management System @é
Understand Consumer Demand (0\'
Calculate Reorder Points 6{,\’

© N o g bk WD

Keep stock at one place . K,(b'

Regular StocK

Keep stock o Set minimum

one place and maximum
inventory levels

Use a single
system of
record for

stock

Calculate
Reorder
Points

Understand Collect
Consumer Accurate Data

Demand Use an stock

Management
System

Fig. 2.10: Advices to Avoid Overstocking
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Following are the recommendation for retailers for improving retail sales
(fig.2.11) :

1. Attach with the customer

Attractive \
Store Design
~ for Sales

Examine Your
Pricing

Fig. 2.1}<§Qommendation for Improving Retail Sales

2.  Promote Mwba

3. Attrac tore Design for Sales
4. %ge’ an Event

5. (Improve Customer Service

@ Provide Training for Staff

Q 7.  Provide your salespersons with display  -related (Visual merchandising)
Training

8. Examine Your Pricing Strategy
9. Be Social
10. Loyalty

11. Communicate well with the retailer
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Activity 1: Visit a retail outlet and ask open -ended questions considering the
retailerds needs.

Materials Required: Pen/Pencil, Notebook, Checklist (Fix a visit to a retail

outlet)

Procedure: b’
1. Form a group of four to five students. &

Tell them to visit a retail outlet.

X0
.\9
S

Meet the outlet manager and greet him/her politely. 0,
Tell him the purpose of the visit and take consent for the visit.Q

a A 0N

Ask the following Open -ended questions. “Q
a) Which method is used by the outlet for analysinq{l&?tock on hand?
b) How do they examine the sales of the outle§0

c) How do they avoid the out -of-stoc overstocking problems in
outlets? \'

d) How do they get sales of the outléé.“?

e) What are problems are faced(gixanalysing the stock on hand?
6. Collect the details.
7. Discuss with your friend chers and distributor.
8. Prepare the reportcaﬁl’@gﬁbmit it to your Subject teacher.

Activity 2:  Visitan y distributor outlet and ascertain the reasons for out
of stock or oversto exists.

Materials Requined: Pen/Pencil, Notebook, Checklist (Fix a visit to a retail
outlet) %}

Procec@%

<" Form a group of four to five students.
Q . Tell them to visit a retail outlet.
3. Meet the outlet manager and greet him/her politely.
4. Tell him the purpose of visit and take consent for visit.
5. Ask the following Open -ended questions.
a) What are the causes?

b) How do avoid the overstocking?
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c) What kind of recommendations adopted to improve the sales level at
store?

d) How do regulate the stock levels?
6. Collect the details.
7. Discuss with your friends, teachers and distributor.

8. Prepare the report and submit it to your Subject teacher

Check Your Progress

A. Fill in the Blanks NY

1. To make effective sales call, the Distributor saIesngshould
the sales and analyse the current stock on hgn

2. He should know about the new launch product as per No to
check out the position of each SKU.

3. check stock for avoiding oversto k@\dnderstock problems.

4. Out -of-stock condition is g;ioutlets

5. Buyers are generally positive about thb\’products they bring in but
building in the optimal mix of product e{é’

6. Most of the is donqujmiddle of the week and middle of the
month during non -trading h

ck 8 rging or managing will reduce the problem of

7. of sto
overstocking. 0

8. Providing improve%’sustomer service is the to increasing
sales. X,

9. (@our products in market for improving sales in outlets.

10. ~ 3 of staff is the best recommendation to improve distributor
sa

B. Multip)& Choice Questions

q) or examining the sales of the outlet the salesperson or retailer must
Q have knowledge about:

a) sales operation

b) up -to-date knowledge on the product
c) stock on hand

d) All the above

2. The Distributors have various reasons for overstock. These include:
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a) Sizes left over

b) Unsuccessful retail promotions
c) Logistics and execution challenges
d) All the above

3. Which of these advices can be offered to distributors for optimum order
to avoid OOS or overstocking?

a) Systematic and regular Stock Check @b’
b) Use a sole system of record for stock . éo'
c) Understand Consumer Demand ~O\>

d) All the above QO

4. Which of the recommendations are offered for improving “QQJ retail sales?

a) Attractive Store Design for Sales \,O
b) Unsuccessful retail promotions O\J

c) Buying and Range Planning %

d) All of the above. \'©

5. Communication process includes: ,(,\,(b'
a) Sender &6

b) Receiver @@'

c) Channel and feedba@
d) All the above.

C. State whether the %, Ing statements are True or False.

1. Loyalty pro &ns help to improve retail sales and also the customer
experle the outlet.

2. Cha@?ock once in the year for avoiding stock or understock problems.
3. @yiding better customer service s the solution to decreasing sales.
ffective communication with retailers will boost the sales.
Q 5. Any outlet product price should be fair and competitive
D. Match the Columns

Column A Column B

1 | Avoid out -of-stock problems A | Rewards

2 | Loyalty B | Regular stock check
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3 | Social media C | Failed retail promotions
4 | Reason for overstock D | Improving sales
5 | Attractive store design E | Newspaper ads and online promotion

E. Short Answer Questions
. How to analyse stock on hand? b’
. How to analyse sales of the outlet? &

1
2
3. Explain the reasons for stock and overstock problems in the outlets.%e
4. What do you mean by logistic and execution challenges? 6,0

5

. What is a stock management system? o
F. Long Answer Questions AS)

1. What are the recommendations for improving retalil sdfe??

2. Explain effective communication with retailers. O

3. Explain the reasons for out  -of-stock or c@rﬁcking.

4. Discuss the guidelines to avoid out _-gf>8tock or overstocking.
G. Check Your Performance Q}'\,

1. List of the methods for analy%a‘(bﬁ?rent stock on hand.

2. Demonstrate the activity of gcufrent stock on hand.
3. Demonstrate the saIeS@éh outlet.
4

Demonstrate how estimates are made.

Session 2: Communicating Promotional Schemes

A scheme is a beériefit that is passed on from distributor to retailer to promote
and incre les and from retailer to customer or end user. The distributor
salesp éqn should be alert to all updated product schemes and new product
Iaunéj, promotions an d special offers (fig.2.12) .

ok
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AD BLOCK

W

¥
59
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Fig. 2.12: Communicating Promotional Schemes ( O -up promotion)
Source: https://bit.ly/sTSV@

It is required to provide knowledge about t \schemes, commissions and
discount running on the floor to the cust@ﬂer to raise the sales of the
distributors and provides inspiration to th stomer to buy another brand of
the same product and make an purchase by introducing samples

coupons, pop -up promotion, etc.
GUIDELINES FOR EFFE@LY HANDLING COMMUNICATION OF
PROMOTIONAL SCHEMESR)

1. Distributor s man should share irrelevant information with her
supervisor an schemes/slabs based on market research.

2. They é@]ld collaborate with the territory sales manager for making
pl @elated to sales activities.

3. §et goals related to sales for the territory are specially assigned to
% em.
chél) They develop some creative and innovative methods for making
products or services of the company.

5. They should also generate territory sales reports on a periodic basis
for management.

6. They should proactively correspond with all trade associates in order
to maintain a positive business relationship and long -term.
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7.  They should provide product training and demonstrate the product to
customers.

8.  They should chat regularly with customers to inform them about new
products and special promotions etc.

9. They should identify and assign territories sales and selling prospects.

10. They should assist in the development of annual sales and operational
plans for assigned territories. b’

11. They should recommend changes in sales or marketing approaches tngJ
ensure that sales and service objectives are met successfully. -\/C‘g

12. They should supervise and manage sales expenses within the\gj&ed

budget. Q

13. They should collaborate with other field sales execuﬂ@/to ensure
effective coordination in the achievement of organisational goals.

14. They should analyse the competition scheme and,@)/%fage on company
scheme to increase sales. ; Q)

Thus, a promotional scheme is defined as a temporary discount on one or more
products to attract more customers and improve sales. This helps the business
to become successful as lower prices for a limited period of time increase the
sales of various produ cts offered by the\f_ompany.

Examples of Communication of Pro@&ﬁal Scheme

Example 1: Indian manufacturer 4SW are enhancing dealer and distributor
incentive to drive harder sales the Covid -19 pandemic deflated customer
demand. The revised in s center on infusing more liquidity into the
system, gratifying higher%és performance and taking
overhead costs like p asing sanitizers and safety equipment.

Example 2. Pipﬁﬂd fittings company Finolex Industries follow schemes for
retailers to mdte products in the market. They increased the network of
dealers aan -dealers.

PRO%]I NAL SCHEMES
Diézg tors follow schemes for retailers to promote products in the market:

&tributors offer free samples option to retailers to provide products to the

end customers. Customers love their offer in a smaller quantity and customers

get discounts for visiting and buying any product during that time. For
example, Pizza hut offers f ree product delivery if the product is not reached
the customer's place within 30 minutes. The various promotional schemes are
Sweepstakes and contests, especially ones that encourage social media
sharing, free trials for the products purchased, buy one an d obtain one free
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offer, free bonus item with purchase, discounts, loyalty rewards schemes,
lucky draw schemes, etc. (fig.2.13) Brands have leveraged technology to
increase sales drive by offering outstanding online experiences. Smartphones,
public WiFi, 5G data networks are used to connect consumers.

fo
Fig. 2.13: Pr@nal Schemes through Social Media
é%’ource: https://bit.ly/3ZugYZc

Engaging prospects%&&h video content from social media platforms, for
example, Instagr Facebook, Twitter, etc, for product reviews on e -
commerce we s, videos have the best engagement rate with different
content ty nd have an immediate impact on conversions. Attractive
custom &erience with betterin ~ -house communication - For example, when
your Cgo merce website has discounts listed for definite goods, you require

t émake sure theydre accessible in yo
4@;\% eting and retargeting to make sales.

Activity 1:  Visit a retail outlet and discuss the relevant scheme with the
retailer after gauging the potential of the outlet.

Materials Required: Checklist, Notebook and Pen or Pencils
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Procedure:

1. Make a group of four to five students.

2. Tell them to visit a retail outlet.

3. Meet the Retailer and greet him/her politely.

4. Tell him the purpose of the visit and take permission for visit.
5. Ask the following questions to the retailer.

Questions for Retailer b'

What is the performance of your retail outlet? °\

o 9

Which brand is  selling more in a particular area?

What price range model is sold in your locality? Q

o o

Which type of schemes do you propose for your markb@

Which scheme is better for a customer? O

oo

How does the one plus one free scheme gi § @’%"results?

Whether buy one get one scheme is bet@ you?

= @

Are you implementing a loyalty rewar scheme?
i. Is there any lucky draw scheme &x{g\rable in their store?
J.  What are the schemes imp 2 ted for the success of the business?
k. Which scheme is more ssful for a retail outlet?

6. Collect the details. %

7. Discuss with fnen%’ﬁeachers and retailers for clarifying doubts.

8. Prepare the reﬁQn and submit it to the subject teacher.

Activity 2: Or@(ég a role play to increase sales of a retail store.
Material req@d. Checklist, Notebooks And Pen Or Pencils
Procedux@

tide the class into groups of 4 and ask them to perform the following
activities in the retail lab.

<R%Ie -play situation

1. Acustomer enters the retail store and purchases the goods and is happy
with the service provided by the store.

1 1st student: Customer

Y 2nd student: Sales Associate
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9 3rd student: Retailer

1 4t student: Visual merchandiser

2. Prepare a script and submit it to the teacher.

3. Prepare the dialogue and do the practice.

4. Finish the role play within the time allotted.

5. Discuss the aspects covered in the activity and the points to be covered. b'
6. Teacher share views before and after the role  -play activity. <
7.

Conclude at the end and ask students to submit a report. °

Check Your Progress

A. Fill in the Blanks “06

1. Aschemeisa which is passed on from dlsgk'@tor to retailer to
promote and increase sales.

2. Distributor salesperson should be aware 668 updated products
and new product launches. @

3. Communicate with the custp to inform them about a new
product and special promotion. »Q,\/

where customers
any new product durlng time.

B. Multiple -Choice Que ;@&
1. Which of the f% g in retailing has innovative ways of branding and

4. Superviseand  sales § es within the agreed budget.

special discount for visiting and buying

leveraging te ogy to boost sales?
a) Drivip@] -store sales by offering a memorable online experience
b) @a&;ing prospects with video content
@\Qustomer experience with betterin ~ -house communication
%) All the above
Q 2. Social media refers to:
a) Face book
b) Twitter
c) Instagram

d) All the above

3. For market research distributor sales person need to:
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a) Collaborate with the territory sales manager for making plans

b) Develop a creative and innovative method for making products and
services

c) Manage sales expenses within the agreed budget.
d) All of the above.

4. Distributor sales person collaborate with other sales executive to ensure

effective coordination in: b,
a) Achievement éQ@
b) Organisational goal O

c) Bothaandb Q,Svo

d) None of these <

5. Distributor sales schemes for a retailer to promote a pro&?&n markets
are:

\J\J
a) Free samples %O
b) Free products for a very limited time @
c) Discount coupons for sales . (b\"
d) All of the above. @\'
. X0
C. State whether the following stak@@s are True or False

1. Distributor salesman shm& ot share relevant information with his
supervisor. b,

A,

2. Distributor sales ﬁu should collaborate with the territory sales
lans.

manager for m {@
3. Distributor s%h&an should not communicate regularly with customers
to infor about new products and special promotions schemes.

4. Con product training and product demonstration for customers.

5. §Sa hut does not offer free product delivery if the product is not
eached the customerdos place within

BQ%%ltch the Columns

Column A Column B
1 | Finolex A | A systematic plan
2 | Scheme B | Pipe and fitting company
3 | Brand leveraging C | Buy one get one
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4 | Happy hours scheme D | Boost sales

5 | Distributor scheme E | Special discount

E. Short Answer Questions
1. What do you mean by a promotional scheme?

2. What is a free sample scheme?

3. Write short note on scheme communication. @b'
F. Long Answer Questions .\%Q
1. Explain four innovative ways of brand leveraging technologgt}’ boost

sales in retail marketing.

2. Explain the distributor schemes of the retailer to promot product
in the market.

©)
3. Explain the guidelines for effectively handling p;efﬁt&tional schemes

communication. s @)

G. Check Your Performance
1. Demonstrate the relevant scheme for re \l,ers.

2. Undertake a presentation on free saé{p}és.
X

3. Spell out important aspects for effectively handling scheme
communication.

Session 3: Range of Sellinga nd Guidelines

Range of Selling involve&<gelling a bigger portfolio of goods and services. By
providing a range of \:lucts to customers, the need for sales revenues from

single or limited rQ cts is reduced. This is done by Range Selling. Range
selling is one oﬁ& key methods to enhance sales. Although produc tive calls
rm@)nportant in sales calls can be made even better.

I

OF RANGE SELLING

are extre

DEFI

R% e selling defines through |l ines pe
r~oduct (SKUb6s) sold to a particulfiga2z.14)o
It'is a plan whereby parallel lines or products with close functions are sold to

the same outlet. The strategy of range selling is to influence customers to
purchase items that are connected to their original choice. Range selling
provides an opportunity  for strategic value for adding both new and existing
customers.
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Fig. 2.14: Range Ssm'ng
Range means the wid.ﬁ@'portfolio of a p
promotes or processes. It is the fine art &\Qp omoting more than one product
or service simultaneously from either g &»ame or different providers. If on one
visit, the distributor ~ salesperson ns his/her sales call with product A, then
He/she should try to open the s call with product B and product C or
product D on a different date Is/ her visit to the same market.

Range selling is one of th%bst key methods to sell more. Itis a "diversification”
strategy for a busine§ésperating in different categories, making the most of
sales in each one a(' e categories/sections is best to attain via range selling.

In days whe n s are trying to capitalise on sales, the best they can do is to
put a deleéf;ﬁ))f each brand name on their shelf. The chance of having more
brands f«{ an extraordinary parent source increases the visibility for the
bran d the chance of those br  ands being bought. It increases traffic to
0  This is a main selling point for every sales representative to use in

Qs

LEVERAGING OWN BRAND IN THE RETAIL OUTLET

Brand leveraging is a vital form of new product opening since it delivers
consumers with a sense of knowledge by carrying optimistic brand uniqueness
and attitudes into a novel product category. Immediate appreciation of the
brand is established and custom  ers with an approving brand opinion likely
will try an innovative product they recognise to have a parallel quality level
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