
 
BBA III rd Year                                                          Subject- Retail Management 

 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 
1 

 

SYLLABUS 

Class – BBA IV Year. 

Subject:  Sales and Distribution Management 

UNIT - 1 
Introduction to Sales Management: The Role of personal selling in marketing mix. The 

personal selling process, selling process, Personal selling objectives, Types of Sale Jobs, 

Changing Scenario of Selling Environment. 

UNIT - 2 Theories of Sales Management: objectives, Nature and Scope. Buyer- Seller Dyads, 

Theories of selling – AIDAS Theory, “ Right set of circumstances” Theory, “Buying 

Formula” Theory, and Behavioral Equation, Theory of selling. Sales Planning: Sales 

Organization, Sales Forecasting, Sales Budgeting, Territory Design and Setting Quotas. 

 

UNIT - 3 Operational Sales Management: Recruitment Sources, Selection Procedure, Sales Force 

Training,  Sales Promotion Trade Promotion Concepts; Selection, Training, Motivation 

and Compensation, Purpose Of Motivation, Various Models Of Compensating The Sales 

Force, Model of Motivation Process, Factors Affecting Sales persons Motivation. 

Principles Of Sales Evaluation, Evaluating Performance Standards, Field Sales Report. 

 

UNIT - 4 Distribution :Introduction, Objectives of Channels of Distribution, Flows in Channels of 

Distribution. Pattern Of Distribution Mangement of Channels, Managing Co-Opertions 

Conflict and Competition, Channel Structure and Design Channel Management:- Channel 

Distribution   

UNIT - 5 Factors in Selection Of Distribution: Motivation Of Intermediaries , Vertical and 

Horizontal Marketing systems Distribution Analysis. 

Management of Online Selling And Distribution systems, Internet is the media Of Sales 

Order processing And Excecution. 

Control and Managemet: Concept of Physical Distribution , Order processing, Warehousing, 

EDI and SCM, Scope of Control, Tolls for Control, Kinds of Control Devices 

  

  

  

  



 
BBA III rd Year                                                          Subject- Retail Management 

 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 
2 

 

UNIT - 1 

  

Introduction to Sales Management: 

Sales management is the management of activities and processes relating to 
effectively planning, coordinating, implementing, controlling, and evaluating an 
organisation's sales performance. Sales management is a core business 
process in most organisations. Sales managers and those in related roles 
support a company’s revenue generation and profits.  

Effective sales management requires a thorough understanding of the sales 
process and how you can employ different techniques to drive sales. By 
carefully analysing key performance indicators (KPIs), optimising your selling 
approach, and enhancing your team with the right competencies and tools to 
succeed, you can turn your sales department into a profit-generating 
department. 

What is sales management? 

Sales management is the process of leading, motivating, and influencing 
people to achieve sales objectives. The sales manager manages the entire 
sales cycle, including forecasting and budgeting sales revenue, recruitment, 
selection of sales personnel, and ensuring everyone receives proper training 
and performance evaluations. 
  

Types of sales management 

While some selling forms are about maximising sales volume (numbers), others 
are driving revenue through high-value accounts. Some sales jobs have a short 
sales cycle completed over the phone, whilst others have sales processes that 
take months or even years. Each type of sale involves different skills and 
activities, so finding your niche is essential. 
• B2C sales management: Business-to-consumer (B2C) sales involve selling 

goods and services directly to consumers. B2C sales often drive leads from 
aggressive marketing strategies. 

• B2B sales management: Business-to-business (B2B) sales involve selling 
goods and services directly to other businesses. B2B sales tend to involve 
higher-value products with longer sales cycles. 
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• Enterprise sales management: Enterprise sales involve selling complex 
goods or services directly to large companies. Companies that sell 
enterprise solutions may have multiple teams for different aspects of the 
deal, such as sales engineers and inside and outside sales teams. 

• SaaS sales management: Software as a service (SaaS) companies sell 
software or applications over the web, usually by subscription. Inside sales 
teams, who contact potential customers by phone or email and close the 
deal remotely, often sell SaaS products. 

Sales manager styles 

Different situations and types of sales benefit from different sales manager 
styles. Academic research frequently discusses the possibility that personality 
may make a person more inclined to a specific sales management or 
leadership style. Take a look at four sales manager styles. 
• Directive. The directive style is a management style that focuses on giving 

orders, assigning tasks, and strictly monitoring the sales team's progress. It 
can prove effective when you set clear expectations. It can also create a 
rigid environment, so you must encourage creativity and critical thinking. The 
military uses directive management.  

• Participative. The participative style of management is the opposite of the 
directive style. As a participative sales manager, you’re collaborative, 
focusing on achieving consensus and involving the entire team in decision-
making. This encourages engagement and improves morale, but you must 
ensure that decision-making remains fast and you clarify roles and 
responsibilities. 

• Coaching. Coaching managers support their sales team members through 
every step, from prospecting to closing deals. You’ll work hard to understand 
each rep's strengths and weaknesses so that you can provide individual 
support and guidance to each salesperson. 

• Supportive. A supportive manager is always there for their team members, 
offering advice and encouragement. As a supportive manager, you’re 
approachable, relatable, and friendly. If you adopt this style, you’ll need to 
ensure everyone is accountable for their performance and the expectations 
are clearly defined. 

Sales management responsibilities 

You’re responsible for the sales team's success as a sales manager. You’ll 
perform different tasks, including: 
• Recruiting: You hire and onboard new salespeople as your team grows.  
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• Training: You’re responsible for ensuring your salespeople deliver the best 
possible customer experience and meet their sales targets. This means 
identifying training gaps, modelling good sales behaviours, training, 
coaching, and mentoring. 

• Shadowing: To get to know your salespeople and their interactions with 
customers, you need to be out in the field with them, on calls, and learn how 
their behaviours map onto their results on key performance indicators 
(KPIs). 

• Meetings and aligning teams with objectives: As a sales manager, you’ll 
facilitate communication between your sales team, support teams, and 
executive leadership. You’ll also set objectives and key results (KPIs) for the 
sales team and ensure goals are communicated clearly and hit regularly. 

• Forecasting and reporting: You need to report on sales performance while 
keeping an eye on long-term growth projections—both can inform strategic 
decisions about your team's and your company's future direction. 

• KPI management: You need to align your entire team around key metrics 
so they know what day-to-day expectations are and what it takes to succeed 
over time. You’ll break goals into key performance indicators and KPIs into 
model behaviours that lead to success. 

Sales management objectives 

A sales manager’s responsibility is to set long-term goals and objectives for 
their team. By understanding how sales objectives fit into the organisation, 
you’ll better understand the big picture and can communicate better with senior 
management. Some of the main goals of sales management include: 
• Revenue generation 
• Increased sales volume 
• Sustained profits 
• Sales department growth 
• Market leadership 
• Prospect conversions 
• Motivating the sales force 

Sales management tactics that help you form a successful department 

You’ll need a solid sales strategy to have a successful sales team.  Here are 
some sales management tactics that shape an effective sales department. 

Set realistic tactics for sales. 
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People typically want to achieve their best every day, but the reality is that we 
all have good and bad days at work. When setting sales targets for your team, 
ensure you include an element of flexibility. Realistic targets should be 
achievable but challenging. 

  

Pre sale preparation 

In this stage, the salesperson prepare himself with adequate knowledge about 

the product life will sell the company he will represent, the competitors 

products and prices the category of customers or segments he will target. 
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Prospecting 

Prospecting is the process of identifying potential Buyers who have a need for 

the produce and service offered by the company, the ability to pay for it and 

the adequate authority to buy it. 

Methods of Prospecting 

• Cold canvassing 

• Prospect Pool 

• Center of influence 

• Observation 

• Trade shows demonstration 

• Telemarketing 

• Friends & Acquaintances 

Pre approach 

Before the sales person approaches the customers for a sale, it is necessary 

to develop a sales strategy by collecting customer data and combining them 

with the product attributes as a fit for satisfying the individual and 

organizational needs. A Pre approach selling strategy for each prospect 

requires a clear understanding of his personal characteristics need. 

Approach to the customers- 

The next step is the sales approach to the customer when the prospect is 

classified and the selling strategy is developed to satisfy the customer needs 

the salesperson comes in contract with the potential customer and makes 

efforts to influence them for a favorable decision. 

Sales Presentation- 

Here the salesperson present his products & services before the prospect and 

makes effort to create and modify their interest into sales realization for the 

company while giving sales presentation, the sales person should always try 

to think the features and attributes of the product of with customer needs. 
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Handling customer objections 

Customers make objections after or during the presentation. These objections 

are many time excuses for not buying. Objections normally pause the sale 

process because the customer either has not fully understood the product & 

its benefits or is not fully in agreement with the salesperson objections may 

take form of doubts minor objections and major objections. 

Closing the sale 

Closing the sale is the goal in any setting process for a sales person. Which 

comes after the objections are effectively handed and the customer is satisfied 

with the presentation & is ready to place an order. 

Advantages of Personal Selling 

• In the initial stage to get settled in markets, the firm can take full 

advantages of qualified & professional salespersons. 

• Due to goal directed activity, the proportion of wastage of efforts is 

minimum in personal selling. Thus success rate in personal selling is 

higher in comparison to advertising. 

• Required demonstration is possible in the personal selling product 

features according to the Requirement of customer can be 

demonstrated in his presence. 

• In personal selling, Selling through effective prospecting prospective 

customers can be identified which is not possible in advertising. 

• Personal selling Possess sound flexibility sales person can immediately 

redesign his presentations keeping in view the gestures postures and 

reactions of prospect. 

• Objections & queries of prospect can be answered  immediately by the 

salesperson 

• Effective presentation & sound personality have tremendous role in 

getting success in personal selling. 

• Marketing operations may be made economical by Performance of non 

selling tasks from the sales person. 

• CRM/Customer Relationship marketing is becoming popular day by day 

sales persons regularly visits the customers & can develop strong 

personal relations with them. 
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Features 

1. Personal form: here, a face-to-face dialogue takes place. It involves an 

alive, immediate and interactive relationship. Hence, it is a two way 

communication process. 

2. Relationship: Personal selling allows sales people to develop 

relationship with prospective customers. In fact, nowadays, a new term 

has been coined 

Merits 

1. Flexibility: In personal selling, no standardized message is 

communicated to the customer (as is done in case of advertising) 

Hence, the salesmen have flexibility in adjusting their presentation, to fit 

the specific needs of individual customers. 

2. Direct feedback: Personal selling affords the possibility of direct 

interaction between the salesperson and the customer, Depending on 

the enthusiastic, indifferent or hostile attitude of the customer toward the 

message, the sale message can be altered. On the spot adjustment are 

possible. 

3. Scope for enduring relationship: As said earlier, firms are now trying 

to practice relationship management through personal selling, for 

ensuring brand loyalty. 

4. Minimum wastage: In advertising, there is a telecast, on say,, the star 

TV channel. However these cities have no winter season and hence, no 

demand for woolens. In personal selling the brand will have no outlets in 

these cities. 

Demerits 

1. High Cost: Even if the wastage is low, generally, it is a high cost 

alternative. A company needs to hire a place to set up shop, engage 

sale people , train them, motivate them and give them competitive 

salaries. This involves a lot of expenditure. In fact, for a number of 

years, Mc Donald incurred losses at it’s Green Park outlet on account of 

a very high establishment cost. Ultimately, it had to be closed down. 

2. Limited coverage: Besides, you can only reach a limited number of 

customers through personal selling. 
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UNIT- 2 

 

Therories Of Sales Management:- 
 

Sales management is important for keeping an organization financially strong 

because sales variations directly impact the company's net profit. Mark H. 

MacCormack is considered by many to be the father of modern sales 

management. He created a framework for developing customer relationships 

using systems, processes, and technologies 

Some theories of sales management include: 

• AIDA: A theory that assumes a prospect goes through five stages during a 
sales presentation: attention, interest, desire, action, and satisfaction. The 
name of the theory comes from the first letters of these words.  

• Right set of circumstances: A seller-oriented theory.  

• Buying formula: A buyer-oriented theory.  

• Behavioral equation: A theory that considers both the buyer's decision 
process and the salesperson's influence.  

• SPIN framework: A well-known sales methodology.  

• Solution selling: A well-known sales methodology.  

• REAL: A sales methodology that stands for Research, Engage, Advocate, 
Lead to the Solution. 
 

How To Develop and Conduct Sales Training 

 

An effective sales team can be one of a company's best assets in reaching 

customers to increase revenues and profitability. Good sales training can 

maximize this benefit by equipping a sales team with the tools they need to 

succeed. Sales training can also enhance employee retention by ensuring 

each salesperson feels empowered to do their best. In this article, we discuss 

the importance of sales training and how to conduct sales training, so that you 

can achieve these benefits as well. 
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How to conduct sales training 

If you want to begin conducting sales training or revamp your current program, 

here are some steps you can use: 

1. Develop specific goals 

Sales training is usually most effective if you are working toward clear, 

definable goals. Think about what you'd like your sales team to accomplish 

and how those goals support your company's success. Consider working with 

a team to develop your sales training objectives, and use your team's key 

performance indicators or KPIs for reference.Goals are usually most 

successful if they are specific, measurable, attainable, relevant and time-

based, or SMART. Try using the SMART framework for your own sales 

training objectives.  

2. Evaluate your sales outcomes 

Next, evaluate your sales team's current performance in the context of your 

goals. Try quantifying measurable outcomes such as number or leads or sales 

data and comparing those numbers to your goals. You can use this 

information to help focus and structure your sales training. 

3. Plan your curriculum 

When you have established your sales goals, objectives for your training and 

your baseline data, you can use this information to plan your sales training 

curriculum. Think mindfully about what you hope your sales training to 

accomplish, as well as your learners' backgrounds. Tailoring your sales 

training to your specific circumstances can help make the experience 

productive and enjoyable.To help you plan your sales training curriculum, here 

are some factor you may want to consider: 

• Participant experience: Think about your sales team's level of 

experience when planning your curriculum. Try to provide your learners 

with the opportunity to demonstrate what they already know, and 

connect that prior knowledge to the new information you are providing. 

• Learning preferences: Consider using your team's learning preferences 

as part of your curriculum planning process. They might prefer more 
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interactive learning, for example, or a lecture-based format. If you don't 

know their preferences, you might use a tool like an online survey to find 

out more. 

• Training scope: The scope of your curriculum refers to the amount and 

type of information you want to include. You might choose to provide a 

small amount of information about many topics, for example, or go into 

greater detail about one or two subjects. 

• Time available: The time available to you might also affect your 

curriculum planning. You might be able to cover more topics or include 

more detail if you have more time available. 

• Format: Curriculum can often be delivered either online, in person or 

using a hybrid format that combines both. Consider the tools you have 

available, your team's preferences and your company culture when 

deciding which format to use. 

4. Develop materials 

As part of your curriculum development process, you'll want to either locate or 

develop learning materials. Depending on the planning time you have 

available, you might purchase materials such as books and online modules or 

develop your own. Try to collaborate with others on your team to find or create 

materials that are useful for your team's particular learning needs. 

5. Choose a format 

Another part of your curriculum development process will involve selecting a 

format for your sales training. Depending on your context and specific needs 

you might choose to deliver your training in person, online or a combination of 

both. Consider factors such as your team's learning preferences, time 

available and tools at your disposal when choosing a learning format.Each 

learning format can include specific benefits—for example, online training can 

usually be accessed from anywhere at any time, and in person learning can 

involve a greater degree of interpersonal interaction. You might work with a 

team to weigh the benefits of each format and make a decision that suits your 

needs. 
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6. Deliver your instruction 

When you are comfortable with your curriculum and materials, you can deliver 

your sales training to your team. If you are delivering training in person, try to 

use best practices in teaching to help engage your team. For example, 

discussion and interactive learning can be pleasant and interesting for many 

people during in-person training sessions.If you are delivering your training 

online you can choose to offer it synchronously, meaning a facilitator is live 

during learning sessions, or asynchronously, meaning participants and the 

instructor complete their tasks at different times. Asynchronous online courses 

can also be facilitated by a real instructor that contributes to discussions and 

evaluates student responses, or it can be mostly independent with participants 

receiving automatic feedback. 

7. Assess and modify 

Finally, you will want to evaluate your sales training's success and make 

adjustments if necessary. You can gather feedback informally by asking your 

participants about their experience, or formally by providing a written or digital 

survey. You can also use measurable outcomes such as your KPIs to assess 

your success. Be sure to measure your outcomes against the goals you set 

before developing your training curriculum. 

Motivating Sales Personnel:- 

Sales motivation refers to a salesperson's drive, energy, and enthusiasm to 

achieve their sales targets. It keeps sales reps going, even when faced with 

challenges and setbacks. When a sales team is motivated, they're more likely 

to go above and beyond average performance and produce outstanding 

results. 

Here are some ways to motivate sales personnel: 

• Build trust: Team members who trust their manager are more likely to be 
motivated to meet their targets.  

• Set up friendly competitions: Contests can be a fun way to bring out the 
competitive nature of sales reps. They can also be non-monetary, with 
rewards based on performance.  
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• Create monetary incentives: Financial incentives like commission structures, 
bonuses, and additional payouts can create a goal-oriented work 
environment.  

• Celebrate small wins: According to a Harvard Business School study, 
recognizing small accomplishments can improve employee morale tenfold.  

• Share motivational messages: Motivational emails can help team members 
get in the right mindset to push through during challenging times.  

• Invest in sales training: Training can help bolster the knowledge and 
confidence of your team.  

• Focus on the right metrics: A team that knows how to motivate one another 
to meet goals can work better together.  

• Encourage team spirit: Encourage effective communication and team spirit.  

• Incentivize team performance: Incentivize team performance over individual 
accomplishments.  
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UNIT - 3 

 

Operational  Sales Management 

• From the company viewpoint, there are three general objectives of 

sales management. 

• Sales volume 

• Contribution to profits and  

• Continued 

Sales executive do not carry full burden of the effort to reach these objectives 

but they make major contributions. Top management has the final 

responsibility because it is accountable for the success and failure of the 

entire enterprise. Ultimately top management is accountable for supplying an 

ever increasing volume of socially responsible products that final buyers want 

at satisfactory prices. Objectives are translated into more specified goals- they 

are broken down and restated as definite goals that the company has a 

reasonable chance of reaching. Once these goals are finalized, it is up to the 

sales executive to guide and lead the sales personnel and the middlemen who 

play critical roles in implementing the selling plans. 

THEORIES OF SALES MANAGEMENT 

Buyer Seller Dyads 

The term dyad is used for interactions between people. Thus buyer seller 

interactions can also be said as buyer seller dyads. The seller can either be a 

personal salesman, or an advertisement, or any such combination of a pull or 

push strategy, however, this interaction between buyer and seller is known as 

buyer seller dyad. 

The objective of marketers is to optimally utilize buyer seller dyads or in other 

words to have interactions in such a manner that the customer buys our 

products. That is why os much market research is put into developing an ad 

copy or into training a sales executive. Because they are the main interaction 

point. 



 
BBA III rd Year                                                          Subject- Retail Management 

 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 
16 

 

Example – Research has shown that in the Insurance industry, people are 

more ready to buy insurance form a representative they know personally 

rather than from a company representative Thus insurance companies took a 

stand of making sales agents rather than hiring them because these agents 

through their contacts are able to sell insurance much better. 

Marketing implications of buyer seller dyads 

• Sales personnel should be matched with the customer so as to increase 

interaction. Do not hire a sales ex 

• Sales personnel should be matched with the customer so as to increase 

interaction. Do not hire a sales executive in one demography to 

represent the company in another demography altogether. 

• A factor majorly affecting buyer seller dyads is the impression brought 

on from childhood that sales and marketing involves tricking the 

customer into buying the product this too affects the interaction process. 

• Sales people are stereotyped even before their pitch. Thus they need to 

be trained in such a manner that they overcome the resistance so as to 

have a positive interaction. 

Selling is a two way process involving the consumer and the marketer, a 

buyer and a seller Hence the study of buyer seller dyads is extremely 

important. 

  

THEORIES OF SELLING: 

“ Right Set of Circumstances” Theory of Selling 

“Everything was right for that sale” sums up the second theory” This 

theory, sometimes called the “situation-response” theory, had its 

psychological origin in experiments with animals and hold that the 

particular circumstances prevailing in a given selling situation cause the 

prospect in a predictable way. If the salesperson succeeds in securing 

the attention and gaining the desired response (that is. The sale) will 

result. 

Furthermore the more skilled the salesperson is in handling the set of 

circumstances, the more predictable is the response. The set of 

circumstances includes factors external and internal to the prospect. To 

use a simplified example, suppose that the salesperson says to the 

prospect, “let’s go out for a cup of coffee.” The salesperson and the 
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remark are external factors. But are least four factors internal to the 

prospect affect the response. These are the presence or absence of 

desires 

  

Proponents of this theory tend to stress external factors and at the 

expense of internal factors. They seek selling appeals that evoke 

desired response. Sales personnel who try to apply the theory 

experience difficulties traceable to internal factors in many selling 

situation, but the internal factors are not readily manipulated. 

This is a seller-oriented theory; it  stresses the importance of the sales 

person controlling the situation, does not handle the problem of  

influencing factors internal to the prospect, and fails to assign 

appropriate weight to the response side of the situation- response 

interaction. 
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A key element of recruitment is finding the right candidate. To do so, 
companies need to focus on the right recruitment channels. Naturally, 
effective sources of recruitment play a pivotal role in finding skilled 
individuals. 

Both internal and external sources of recruitment are essential resources for 
businesses seeking to hire the best fit for their teams. Internal sources, such 
as promotions and employee referrals, offer familiarity with company culture, 
while external sources like job boards and contractors provide access to 
diverse talent pools. 

Navigating these options requires strategic planning to conduct successful 
interviews and secure valuable hires. Read ahead to understand the different 
sources of recruitment, their suitability, and more. 

Defining Sourcing in Recruitment 

Sourcing in recruitment refers to the process of finding and attracting potential 
candidates for job openings within an organization. It involves identifying, 
engaging, and evaluating individuals with the necessary skills and 
qualifications. Sourcing helps organizations build a strong talent pool and 
ensure a steady supply of qualified candidates. 

Different Sources of Recruitment 

 

https://unstop.com/blog/sourcing-in-recruitment
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There are two main sources of recruitment that organizations can utilize to 
reach potential candidates: internal and external sources. Both have several 
types, along with their set of advantages and disadvantages. 

The choice of recruitment source depends on several factors, including: 

• The nature of the job: For highly specialized or senior positions, 
external sources like headhunters might be more effective. Entry-level 
or internal promotions might be suitable for lower-level roles. 

• Company budget and resources: Internal sources are generally more 
cost-effective, while external sources like agencies might involve higher 
fees. 

• Urgency of filling the position: External sources can generate a 
larger pool of candidates quickly, while internal promotions might 
require time for training or transition. 

• Company culture and values: Organizations with a strong focus on 
employee development might prioritize internal promotions, while others 
might prefer the fresh perspectives of external talent. 

Internal Sources of Recruitment 

Internal source of recruitment refers to the practice of filling job vacancies 
within an organization by considering existing employees for the position. It 
involves identifying and promoting suitable candidates from within the 
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company, such as through internal job postings, employee referrals, or talent 
management programs. 

This approach allows organizations to tap into the skills and potential of their 
current workforce, fostering employee development and retention. To 
successfully tap into internal sources of recruitment, organizations should 
focus on the following: 

1. Implementing clear communication channels regarding job postings. 

2. Providing training programs that prepare employees for higher-level 
roles. 

3. Recognizing and rewarding successful internal hires, fostering a culture 
of growth within the organization. 

When is it suitable? 

Internal recruitment is most suitable in situations like succession planning, 
where organizations aim to fill key positions with qualified internal candidates 
who have been groomed for leadership roles. In succession planning, internal 
recruitment ensures a smooth transition of leadership without disrupting 
organizational operations. 

It's also beneficial for skill development, as it gives current employees 
opportunities to take on new challenges and responsibilities. Moreover, by 
promoting skill development through internal hiring, companies can retain 
talented individuals and maintain a motivated workforce. 

Types of Internal Sources of Recruitment 

https://unstop.com/blog/succession-planning-steps
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Here are some of the popular internal sources of recruitment: 

• Internal job postings where current employees are informed about 
available positions, offering them a chance to apply before opening the 
role to external candidates. This method encourages career growth and 
development among staff members. 

• Promotions, i.e. filling open positions with qualified employees from 
lower levels in the organization. 

• Transfers involve moving employees to different departments or roles 
within the company based on their skill set and career aspirations. 

• Employee referrals, where current employees recommend potential 
candidates for job openings within the company. This method leverages 
the networks and knowledge of existing employees to identify qualified 
individuals for new positions. 

External Sources of Recruitment 

External source of recruitment involves seeking candidates from outside the 
organization to fill job openings. This can be done through various channels, 
such as online job boards, recruitment agencies, career fairs, or social media 
platforms. 
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External sourcing widens the talent pool and brings in fresh perspectives and 
skills that may not be available internally. It allows organizations to attract 
candidates with diverse backgrounds and experiences, potentially bringing in 
new ideas and innovation. 

When is it suitable? 

External sources of recruitment are more suitable in situations where fresh 
perspectives, specialized skills, diversity, or a change in organizational 
culture are desired. 

For example, if a company is expanding into a new market or introducing a 
new technology, they may need to hire individuals with specific knowledge 
and experience in that area. External recruitment allows the company to find 
candidates who already possess the necessary skills, saving time and 
resources on training. 

Types of External Sources of Recruitment 

  

External recruitment methods, like the following, are widely used to attract 
potential candidates from outside the organization: 
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• Job Portals: Online platforms that connect job seekers with potential 
employers, making it easier for both to find a relevant opportunity and 
the right candidate, respectively. 

• Educational institutions: Collaborating with universities, colleges, or 
vocational training programs to source fresh talent. Campus hiring is a 
great way to tap into a talent pool of freshers. 

• Resume databases: Databases of pre-registered candidates with 
specific skills and experience relevant to the open position. 

• Headhunting: This involves proactively seeking out skilled 
professionals or passive candidates who might not be actively looking 
for new opportunities but could be enticed by an attractive offer. 

• Professional networking events: Attending industry events or 
conferences to connect with potential candidates, or posting job 
openings within relevant professional communities. 

• Advertisements: Advertisements are used as an external recruitment 
source to attract a wide pool of potential candidates by promoting job 
openings and the company's brand. 

• Social media platforms: These provide a cost-effective way to 
advertise open positions and engage with a diverse range of 
candidates. 
  

  

What is the selection process? 

The selection process involves evaluating job candidates’ skills, 

competencies, and experience to identify the most qualified individuals for the 

role and the organization. 

The selection starts once a job opening is advertised and candidates flow in. 

The process follows a funnel structure, starting with multiple applicants and 

progressively narrowing down the candidate pool through interviews and 

assessments until the best fit for the role is found. 

https://unstop.com/job-portal
https://unstop.com/blog/important-features-of-campus-hiring-platform
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It typically includes the following seven stages, which we will cover in more 

detail later: 

1. Application 

2. Screening & pre-selection 

3. Interview 

4. Assessment 

5. References and background check 

6. Decision 

7. Job offer & contract 

  
  

  

  

file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Application
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Screening
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Interview
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Assessment
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23References
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Decision
file:///C:/Users/RCCM/Downloads/SALES%20AND%20DISTRIBUTION%20Final.docx%23Offer
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UNIT –IV 

Distribution:-  Distribution is a vital link between producers and consumers 

that ensures products are available in the right place and time. The main 

objectives of distribution are to:  

• Maximize efficiency: Deliver products or services efficiently 

• Minimize costs: Keep costs as low as possible 

• Enhance customer satisfaction: Make sure customers are satisfied 
 

Distribution channels are networks of businesses or intermediaries that move 

products from manufacturers to consumers. They can include many levels, 

such as wholesalers or retailers.  

Here are some distribution strategies:  

• Exclusive distribution 

A manufacturer limits sales to a few outlets to create exclusivity for a brand 

or item. This is often used for luxury goods or vehicles. 

• Intensive distribution 

A manufacturer sells to as many outlets as possible to reach customers. This 

is often used for affordable items like candy bars, household products, and 

drinks. 

• Selective distribution 

A mix of exclusive and intensive distribution, where a manufacturer chooses 

which stores or partnerships to sell in. 

• Dual distribution 

A combination of direct and selective distribution strategies. 

• Reverse distribution 
An item flows from the customer back to the company, typically for recycling 

or refurbishing. 

 What are distribution channels? 
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Distribution channels are the set of routes and processes that a 
company uses to take its products from their place of origin to the final 
consumers. These channels represent the path that a product travels through 
the entire supply chain, from production to final delivery. 

In addition to physical and transportation logistics, distribution channels also 
include aspects related to inventory management, packaging, labeling, order 
management and other key processes that ensure that products are available 
at the right place at the right time. 

In short, distribution channels are the infrastructure that allows companies to 
bring their products to market and make them accessible to consumers. They 
are essential for establishing an efficient supply chain and meeting customer 
needs effectively. 

  

Types of distribution channels of a company 

Distribution channels can be classified into different types. This makes it 
easier to identify the best option for each case: 

  

Direct distribution channel 

In this type of channel, the manufacturer sells its products directly to the 
consumer without intermediaries. It is ideal for companies that want to 
maintain total control over marketing and customer relations. 

Indirect distribution channels 

In contrast to direct channels, indirect channels involve intermediaries 
between the manufacturer and the end consumer. These intermediaries may 
be wholesalers, retailers, agents or distributors, who are responsible for 
bringing products to market and facilitating their sale. 

Short Channel. On this occasion, the channel consists of three parts: 
manufacturer, supplier and end consumer. 

Long Channel. Channels that have four or more levels: manufacturer, 
wholesaler, retailer and consumers. 
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Hybrid distribution channels 

Hybrid distribution channels combine elements of both direct and indirect 
channels. In this case, the company uses both its own direct distribution 
channels and external intermediaries to reach the market. This allows for 
greater flexibility and scope in product distribution. Companies can use hybrid 
distribution channels to leverage the strengths of both approaches and adapt 
to specific market needs. 

  

Functions of distribution channels 

Distribution channels perform several functions, the most important of 
which is to get products from the manufacturer to the end consumer. 

Some of the key functions are: 

  

Facilitate the transfer of ownership: Distribution channels enable the legal 
transfer of ownership of products from the manufacturer to the end consumer. 
Through these channels, purchase and sale contracts are established to 
support the transaction. 

Deliver the product: Distribution channels ensure that products are available 
at the right time and place for consumers. This involves the coordination of 
activities such as warehousing, transportation and delivery logistics, as well as 
inventory management. 

Provide information and promotion: Distribution channels are a vital source 
of information about products, their features, benefits and associated 
promotions. Intermediaries in distribution channels can provide advice and 
guidance to consumers, which contributes to better purchasing decisions. 

Perform logistics functions: Distribution channels are involved in various 
logistics activities, such as warehousing, inventory management, packaging 
and product labeling. These functions ensure that products are in optimal 
condition and ready for distribution. 

  

Objectives 
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Distribution channels have several key objectives in the business context. 
Some of the most common targets are: 

Achieving maximum coverage: One of the main objectives of distribution 
channels is to ensure that products reach as many consumers as possible in 
the target market. This involves establishing an efficient network of sales 
outlets and distribution channels covering wide geographic areas. 

Optimize logistics efficiency: Distribution channels seek to minimize costs 
and maximize efficiency in the supply chain. This involves the efficient 
planning and execution of logistics activities, such as transportation, 
warehousing, storage and warehousing and inventory management. 

Improve customer experience: Distribution channels strive to provide a 
satisfactory customer experience, ensuring product availability and 
accessibility, as well as adequate customer service. The objective is to satisfy 
the needs and expectations of consumers. 

Increase sales and generate revenue: The main objective of distribution 
channels is to generate sales and increase the company’s revenue. This is 
achieved by ensuring that products reach consumers at the right time and 
place. 

Distribution Pattern 

A distribution pattern is a way of describing how something is spread out or 

arranged over a given area. It can be used to describe the distribution of 

physical objects, like animals and plants, or abstract concepts, like weather 

patterns.  

Examples of distribution patterns 

•  

Normal distribution 

A bell-shaped curve that describes how data points are distributed around an 

average  

•  

https://acrosslogistics.com/blog/en/warehousing-logistics
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Poisson distribution 

A pattern that describes the number of observations per unit of time or area  

•  

Binomial distribution 

A pattern that describes the sum of outcomes from an event that follows a 

Bernoulli distribution  

• Clumped dispersion 

A pattern where individuals in a population are clustered together, creating 

patches with many or no individuals  

• Power law distribution 
A pattern that describes the functional relationship between two quantities, 

where a change in one quantity results in a proportional change in the other. 

1. Management of Channels 

Channel management refers to the activities involved in managing the 
relationships and interactions between the manufacturer and its intermediaries 
(distributors, wholesalers, retailers, etc.) throughout the product’s journey from 
production to the final consumer. Effective channel management is key to 
ensuring that products reach customers efficiently and cost-effectively. 

Key Areas of Channel Management: 

• Selecting the Right Channel Partners: Choosing distributors, 
wholesalers, or retailers who align with the brand’s goals and target 
market. 

• Training and Support: Providing partners with the resources, training, 
and tools they need to sell and support your product effectively. 

• Monitoring Performance: Regularly evaluating channel partner 
performance through sales data, customer feedback, and profitability 
analysis. 

• Channel Coordination: Ensuring that all partners work towards a 
common goal by aligning marketing strategies, sales tactics, and 
customer service practices. 
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2. Managing Cooperation, Conflict, and Competition 

In a distribution channel, multiple organizations are involved, which can create 
opportunities for both cooperation and conflict. Effective channel management 
seeks to balance these dynamics. 

Managing Cooperation 

Cooperation within the channel is essential for smooth functioning. 
Cooperation can be achieved through: 

• Shared Goals: Aligning the interests of all channel partners with the 
same end goal (e.g., satisfying customer needs, increasing sales, etc.). 

• Communication: Regular communication ensures that everyone is 
informed about strategies, product changes, pricing updates, and 
promotional activities. 

• Joint Marketing Efforts: Manufacturers and retailers can collaborate on 
advertising and promotions to increase visibility and sales. 

Managing Conflict 

Conflicts can arise due to differing objectives, resource allocation, or power 
dynamics within the channel. Effective conflict management involves: 

• Clarifying Roles and Expectations: Clearly defined roles and 
responsibilities help reduce misunderstandings. 

• Mediation: Sometimes conflicts require third-party mediation, especially 
when channel partners have different interests or expectations. 

• Flexible Agreements: Flexibility in agreements can help accommodate 
changing needs without damaging relationships. 

• Incentives and Rewards: Offering incentives for achieving certain 
targets can foster cooperation and reduce friction. 

Managing Competition 

Competition can occur both between channel members (e.g., between 
different retailers or distributors) and between companies in the same market. 
To manage this: 
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• Fair Competition: Ensure that pricing, promotions, and territory 
allocations are fair to avoid unhealthy competition between channel 
members. 

• Differentiation: Ensure that each channel partner has a unique 
competitive advantage, such as specialized services or geographic 
coverage. 

• Non-Competing Territories: Assign exclusive territories to avoid direct 
competition among channel partners. 

 

3. Channel Structure and Design 

Channel structure refers to the way a distribution channel is organized, 
including the levels and types of intermediaries involved. Channel design 
involves the process of creating an effective channel structure that aligns with 
the company's objectives, target market, and product characteristics. 

Types of Channel Structures 

• Direct Distribution Channel: The manufacturer sells directly to the 
consumer, bypassing intermediaries. Common for high-end or 
customized products. 

o Example: Apple selling products directly through Apple Stores and 
its website. 

• Indirect Distribution Channel: The manufacturer sells to intermediaries 
(wholesalers, distributors) who then sell to the final consumer. 

o Example: A clothing manufacturer selling to wholesalers, who 
distribute it to retailers. 

• Dual Distribution: A combination of direct and indirect channels, where 
the manufacturer uses both direct sales and intermediaries to reach 
different customer segments. 

o Example: A software company selling directly to large corporations 
and through third-party resellers to small businesses. 

Channel Levels 

• Zero-Level Channel (Direct): The manufacturer sells directly to 
consumers (no intermediaries). 

• One-Level Channel: Involves one intermediary, such as a retailer 
selling directly to consumers. 
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• Two-Level Channel: Involves two intermediaries, such as a wholesaler 
and a retailer. 

• Three-Level Channel: Involves three intermediaries, such as a 
wholesaler, distributor, and retailer. 

Factors Influencing Channel Design: 

• Market Coverage: Whether a company needs intensive (widespread), 
selective, or exclusive distribution. 

• Product Type: Complex or high-touch products may require direct 
selling, while simple or mass-market products may benefit from indirect 
distribution. 

• Cost: Cost of using intermediaries vs. direct selling (e.g., shipping, 
warehousing, commissions). 

• Control: Level of control the company wants to retain over pricing, 
positioning, and customer experience. 

• Customer Preferences: How customers prefer to shop (online, in-store, 
etc.). 

 

4. Channel Management Decisions 

Channel management decisions involve the strategic planning and operational 
decisions that businesses make to manage their distribution channels 
effectively. These decisions address the operational and relational aspects of 
channel management. 

Key Channel Management Decisions: 

1. Channel Selection 
o Criteria for Selection: Companies need to evaluate potential 

intermediaries based on market reach, reputation, financial 
stability, and capability to represent the brand. 

o Exclusivity vs. Multiple Channels: Deciding whether to work with 
exclusive channel partners or use multiple intermediaries to 
increase reach. 

o Geographic Considerations: Selecting channels that are 
geographically suited to the company’s market. 
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2. Channel Motivation 
o Incentives: Offering incentives such as discounts, rebates, 

bonuses, or commissions to motivate intermediaries to sell the 
product. 

o Training and Support: Providing ongoing training, sales support, 
and marketing materials to help intermediaries sell more 
effectively. 

o Performance Monitoring: Regularly assessing the performance 
of channel partners and providing feedback or guidance to 
improve sales results. 

3. Channel Conflict Resolution 
o Conflict Sources: Conflicts can arise due to price competition, 

territorial disputes, goal misalignment, or resource allocation. 
o Managing Conflicts: Channel managers need to implement 

conflict resolution strategies such as clear contracts, performance 
metrics, or third-party mediation when necessary. 

4. Channel Integration 
o Vertical Integration: The company takes control of one or more 

stages of the distribution channel (e.g., owning retail outlets or 
acquiring a distributor). 

o Horizontal Integration: Companies acquire or merge with other 
businesses at the same level in the supply chain to expand market 
reach or improve efficiency. 

5. Channel Promotion and Coordination 
o Marketing Support: Providing marketing materials, cooperative 

advertising funds, and promotions to support the intermediary’s 
sales efforts. 

o Sales Forecasting and Planning: Sharing market intelligence, 
forecasts, and sales projections with channel partners to help 
them plan better and adjust to demand. 

6. Evaluating Channel Performance 
o Metrics for Evaluation: Tracking performance indicators such as 

sales volume, profitability, market share, and customer feedback. 
o Feedback Loops: Creating regular feedback systems to 

understand challenges faced by channel partners and resolve 
issues proactively. 

 

5. Key Channel Design and Management Challenges 
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• Channel Conflict: Differences in goals, priorities, and compensation 
structures can lead to disagreements between manufacturers and 
intermediaries. Managing these conflicts requires clear agreements and 
communication. 

• Channel Coordination: Ensuring that all members of the distribution 
channel are aligned in their goals, promotions, and customer service 
standards. 

• Adapting to Changes: Changes in market conditions, consumer 
behavior, or technology require continuous adjustments to channel 
strategies. 

• Globalization and Digital Transformation: Adapting channels to global 
markets or incorporating digital channels like e-commerce and social 
media can complicate traditional distribution strategies. 
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UNIT –V 

Factors in Selection of Distribution Channel 

Marketing Channels: 

Definition: Marketing channel is a system which ensures the distribution of 
the merchandise from the producer to the consumers by passing it through 
multiple levels known as middlemen. It is also known as channels of 
distribution. Every product is different from one another and so are their 
channels of distribution. 

Let us take the example of Mondelez India Foods Limited (Cadbury India 
Limited). 

Cadbury is India’s most popular chocolate brand and we can easily buy it from 
any of our next-door grocery stores. But do you know how it reaches each and 
every part of the country, even to the villages? 

All this possible because of marketing channels. Cadbury has limited 
manufacturing units in India. With the help of a well-designed marketing 
channel, the product reaches the depots located in the various states. From 
these depots, it is sent to the C&F agents and from there it reaches the 
distributors located in different cities. 

The distributors sell the product to the wholesalers and the retailer who finally 
makes it available to the customers. 

Types of Marketing Channels 

• Direct Marketing Channel / Zero-Level Channel 
• Indirect Marketing Channels: One-Level Channel; Two-Level Channel; 

Three-Level Channel 

1. Factors 
2. Product-Related Factors 
3. Company Related Factors 
4. Competitive Factors 
5. Market-Related Factors 
6. Environmental Factors 
7. Functions 
8. Conclusion 

https://theinvestorsbook.com/marketing.html
https://theinvestorsbook.com/types-of-marketing-channels.html
https://theinvestorsbook.com/marketing-channels.html#Factors
https://theinvestorsbook.com/marketing-channels.html#ProductRelatedFactors
https://theinvestorsbook.com/marketing-channels.html#CompanyRelatedFactors
https://theinvestorsbook.com/marketing-channels.html#CompetitiveFactors
https://theinvestorsbook.com/marketing-channels.html#MarketRelatedFactors
https://theinvestorsbook.com/marketing-channels.html#EnvironmentalFactors
https://theinvestorsbook.com/marketing-channels.html#Functions
https://theinvestorsbook.com/marketing-channels.html#Conclusion
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Factors Determining the Marketing Channels 

There are certain factors related to the product, the company, the competitors, 
the market and the environment which determines the selection of an 
appropriate channel of distribution for a particular product. 

To know about these factors in detail, let us go through the following 
categories: 

 

 

1. Market Coverage: Determine how much of the market you want to 
reach (intensive, selective, exclusive distribution). 

2. Customer Needs: Understanding where your customers expect to find 
your products/services. 

3. Product Characteristics: Consider perishability, complexity, and 
customization needs. 

4. Competitive Environment: Analyze how competitors reach customers 
and position yourself accordingly. 

5. Channel Costs: Evaluate the costs associated with each channel 
option. 

6. Channel Capabilities: Assess if the channel can deliver your value 
proposition effectively. 

7. Control: Determine how much control you want over distribution and 
customer experience. 

8. Legal and Ethical Considerations: Ensure compliance with laws and 
ethical standards in distribution. 

Motivation of Intermediaries 
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1. Financial Incentives: Provide commissions, discounts, or bonuses for 
achieving sales targets. 

2. Training and Support: Offer product training, marketing support, and 
sales tools. 

3. Recognition: Acknowledge and reward outstanding performance. 
4. Exclusive Rights: Grant exclusive territories or product lines to 

motivate exclusive distributors. 
5. Career Development: Provide opportunities for career advancement 

within the distribution network. 
6. Partnership: Foster a collaborative relationship based on mutual 

success and trust. 
7. Clear Expectations: Communicate clear goals and expectations to 

align efforts. 

Horizontal and Vertical Marketing Systems 

1. Horizontal Marketing Systems: Collaboration between companies at 
the same level of the distribution chain to exploit market opportunities 
(e.g., joint ventures, co-marketing). 

2. Vertical Marketing Systems: Integration of successive stages of 
production and distribution under single ownership (e.g., manufacturer 
owning retail outlets). 

Distribution Analysis: 

Distribution analysis is a vital aspect of machine learning that involves 

understanding how the variables (or features) in a dataset are spread and how 

they relate to each other. This kind of analysis helps in identifying patterns, 

outliers, skewness, kurtosis, and other important statistical attributes of the 

data.  

1. Sales Analysis: Evaluate sales performance across different channels 
and locations. 

2. Cost Analysis: Assess the costs associated with each distribution 
channel. 

3. Channel Profitability: Determine which channels are most profitable. 
4. Channel Effectiveness: Measure how well each channel reaches and 

serves the target market. 
5. Customer Satisfaction: Gather feedback to understand how satisfied 

customers are with distribution channels. 
6. Competitive Benchmarking: Compare distribution strategies with 

competitors. 
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Management of Online Selling and Distribution System 

The management of online selling and distribution involves a comprehensive 
approach to ensure seamless customer experience, cost-effective operations, 
and effective utilization of digital platforms. Here are the key components: 

1. Website and E-Commerce Platform Management 

• User-Friendly Interface: Ensure the website or platform is intuitive, 
easy to navigate, and optimized for both desktop and mobile users. 

• Product Listings and Descriptions: Provide accurate and detailed 
descriptions, high-quality images, and essential product specifications. 

• SEO Optimization: Optimize the website for search engines to improve 
visibility and attract more customers. 

• Customer Service: Incorporate live chat, help desks, FAQs, and 
support email to assist customers with inquiries and problems. 

2. Inventory and Order Management 

• Real-Time Inventory Tracking: Implement systems that track stock 
levels in real time to prevent overselling or stockouts. 

• Integrated Order Processing: Develop automated workflows for order 
processing that connect directly with your inventory, sales, and shipping 
systems. 

• Warehouse Management: Optimize your warehouse processes for 
efficient storage, picking, and packing. This includes implementing 
technologies like RFID, barcode scanning, or automated sorting 
systems. 

• Returns Management: Have a clear returns policy and an efficient 
system in place for handling returns, exchanges, and refunds. 

3. Shipping and Fulfillment 

• Shipping Partners and Costs: Choose reliable shipping carriers and 
consider offering multiple shipping options (standard, expedited, 
international) to cater to various customer needs. 

• Global Distribution: If serving global markets, ensure the system can 
handle international shipping, customs, and taxes. 

• Order Tracking: Provide customers with tracking information and real-
time updates on order status. 
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• Packaging: Use durable, eco-friendly packaging materials that protect 
the products during shipment and align with the brand's sustainability 
goals. 

4. Payment Processing 

• Payment Gateways: Ensure that your e-commerce site integrates with 
trusted, secure payment gateways (e.g., PayPal, Stripe, credit card 
processors) to facilitate smooth transactions. 

• Security: Implement SSL certificates, two-factor authentication, and 
other security measures to safeguard customer data. 

• Fraud Prevention: Utilize anti-fraud tools to identify and prevent 
fraudulent transactions. 

5. Customer Relationship Management (CRM) 

• Customer Data Collection: Collect customer data (preferences, 
purchase history, etc.) to tailor marketing efforts and enhance the 
customer experience. 

• Personalized Marketing: Use email marketing, personalized 
recommendations, and retargeting to engage customers based on their 
behavior and interests. 

• Customer Feedback and Reviews: Encourage customers to leave 
reviews and provide feedback, and address issues promptly. 

6. Performance Analytics 

• Sales Metrics: Track sales, conversion rates, average order value, cart 
abandonment rates, etc., to identify trends and opportunities for 
improvement. 

• Customer Behavior: Use analytics tools (e.g., Google Analytics) to 
understand customer traffic, time spent on the site, bounce rates, and 
other behavior metrics. 

• A/B Testing: Continuously test different elements of your website 
(product pages, CTAs, checkout process) to improve performance. 

Internet as a Medium for Sales Order Processing and Execution 

The internet plays a pivotal role in sales order processing and execution by 
providing an efficient, automated, and real-time platform for managing the 
entire order lifecycle. Here are the key aspects: 
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1. Order Placement 

• Customer Access: Customers can place orders via various channels, 
such as a website, mobile app, or social media platforms (e.g., 
Instagram, Facebook). 

• Real-Time Availability: Integration with real-time inventory systems 
ensures that customers only see available products, reducing the 
chance of placing orders for out-of-stock items. 

• Multiple Payment Options: The internet enables various payment 
methods, such as credit/debit cards, digital wallets, or buy-now-pay-later 
services (e.g., Klarna, Afterpay), making the purchase process flexible. 

2. Order Processing Automation 

• Automated Order Acknowledgment: Once an order is placed, the 
system automatically acknowledges the order by sending a confirmation 
email or SMS to the customer. 

• Order Routing: Advanced systems route orders to the appropriate 
warehouse or fulfillment center based on factors like product location, 
stock levels, and shipping destination. 

• Order Prioritization: The system may prioritize orders based on various 
factors, such as customer priority, order size, or shipping deadlines. 

3. Inventory and Stock Management 

• Integration with Inventory Systems: The internet allows for seamless 
integration between e-commerce platforms and inventory management 
systems to ensure accurate stock levels. 

• Stock Alerts and Replenishment: Automated alerts can be set for low 
stock levels, and replenishment orders can be triggered to suppliers 
when inventory runs low. 

• Multiple Warehouse Integration: Businesses with multiple warehouses 
can manage orders by routing them to the closest warehouse for 
efficient shipping. 

4. Order Fulfillment 

• Automated Picking and Packing: Systems in place (e.g., voice 
picking, barcode scanning) help warehouse employees pick the right 
items efficiently. Orders are then packed and labeled for shipping. 
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• Shipping Integration: The system integrates with various shipping 
carriers (e.g., UPS, FedEx, DHL) to calculate shipping rates, print 
shipping labels, and track deliveries. 

• Order Status Updates: Customers receive automated updates on order 
processing, packaging, and shipping status, often via email or SMS. 

• International Shipping and Customs: For global sales, the system can 
calculate customs duties, taxes, and shipping costs, while providing 
customers with international shipping options. 

5. Customer Communication and Support 

• Automated Order Updates: After the order is processed, customers 
can receive automatic updates regarding estimated delivery times and 
any changes to their orders. 

• Real-Time Tracking: Integration with shipping carriers allows customers 
to track their orders in real-time, enhancing transparency and trust. 

• Customer Service Interaction: Online order systems typically integrate 
with customer support platforms (chatbots, ticket systems, live chats) to 
quickly address any issues related to orders. 

6. Post-Order Activities 

• Order Delivery Confirmation: Once the order is delivered, the system 
can send a confirmation email or SMS to the customer. 

• Feedback Requests: After delivery, automated requests for customer 
reviews or satisfaction surveys can be sent, providing insights for future 
improvements. 

• Returns Processing: The system facilitates easy returns or exchanges 
by generating return labels, tracking reverse logistics, and issuing 
refunds. 

7. Data Analytics and Reporting 

• Order History Analysis: Businesses can analyze order data (purchase 
patterns, frequency, average order value) to forecast demand, optimize 
inventory, and tailor marketing strategies. 

• Performance Monitoring: Monitoring the time taken from order 
placement to execution helps improve efficiency. Key performance 
indicators (KPIs) like order accuracy, delivery time, and fulfillment costs 
are tracked to evaluate the effectiveness of the system. 

Key Benefits of Internet-Based Order Processing Systems: 
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• Increased Efficiency: Automation of many aspects of the order process 
reduces human error and speeds up order fulfillment. 

• Cost Reduction: By automating processes, businesses can lower labor 
costs and reduce the need for physical paperwork. 

• Real-Time Tracking and Updates: Customers and businesses benefit 
from real-time tracking, leading to improved customer satisfaction and 
more efficient operations. 

• Scalability: As the business grows, internet-based systems can easily 
scale to handle a larger volume of orders, more customers, and more 
products. 

Challenges of Managing Online Sales and Distribution: 

• Cybersecurity Risks: Protecting customer data and payment 
information from cyber threats is crucial. 

• Shipping Delays: Especially for international orders, shipping delays 
can affect customer satisfaction. 

• Returns and Refunds: Handling returns efficiently while managing 
potential fraud can be challenging in online systems. 

These notes provide a comprehensive view of managing an online selling and 
distribution system and how the internet facilitates efficient sales order 
processing and execution. 

1. Concept of Physical Distribution 

Physical distribution refers to the movement of goods from the point of 
production to the end consumer or business, encompassing the entire flow of 
goods within the supply chain. The goal is to deliver the right product, in the 
right quantity, to the right place, at the right time, and at the right cost. 

Key Elements of Physical Distribution: 

• Transportation: The physical movement of goods from one location to 
another. It can include different modes such as road, rail, air, or sea. 

• Warehousing: The storage of goods until they are needed by 
customers or businesses. Proper warehousing ensures quick order 
fulfillment and inventory management. 

• Inventory Management: Ensuring that inventory levels are optimized to 
meet demand without excess or shortage. 

• Packaging: The process of preparing goods for transportation and sale, 
ensuring the product is protected during transit. 
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• Order Fulfillment: The entire process from receiving an order to 
delivering the product to the customer, including picking, packing, and 
shipping. 

Importance of Physical Distribution: 

• Customer Satisfaction: Timely and accurate delivery of products 
ensures customer satisfaction. 

• Cost Efficiency: Optimizing transportation routes and inventory storage 
helps reduce distribution costs. 

• Competitive Advantage: Companies with efficient physical distribution 
can reduce lead times and offer better service, gaining a competitive 
edge. 

 

2. Order Processing 

Order processing involves the activities associated with receiving, handling, 
and fulfilling customer orders. It is a critical component of the distribution 
process and plays a significant role in customer satisfaction and operational 
efficiency. 

Stages of Order Processing: 

• Order Receipt: The customer places an order, either online, through a 
sales representative, or by phone. 

• Order Entry: The order is entered into the system, including customer 
details, product information, quantities, and delivery instructions. 

• Order Verification: The system verifies the order for accuracy, ensuring 
that the product is available and the customer’s payment is processed. 

• Picking: Items are selected from inventory based on the order details. 
• Packing: The items are packed appropriately for shipment. 
• Shipping: The order is dispatched to the customer, either through in-

house logistics or third-party carriers. 
• Order Completion: Confirmation of delivery, including tracking and 

post-sales communication (e.g., feedback, returns, or exchanges). 

Order Processing Challenges: 

• Accuracy: Ensuring correct items and quantities are picked and 
delivered. 

• Speed: Order processing should be fast to minimize delays in delivery. 



 
BBA III rd Year                                                          Subject- Retail Management 

 

 

45, Anurag Nagar, Behind Press Complex, Indore (M.P.) Ph.: 4262100, www.rccmindore.com 
44 

 

• Inventory Management: Real-time tracking of stock levels is essential 
to avoid stockouts or backorders. 

 

3. Warehousing 

Warehousing refers to the storage of goods, both finished products and raw 
materials, before they are distributed to customers or retailers. It plays a 
critical role in the efficient operation of the supply chain. 

Key Functions of Warehousing: 

• Receiving: The process of accepting incoming goods, checking for 
accuracy, and inspecting for damage. 

• Storage: Storing goods in an organized manner, ensuring easy retrieval 
and optimal use of space. 

• Inventory Control: Managing stock levels, keeping track of stock 
movement, and ensuring that inventory is readily available when 
needed. 

• Order Picking: Selecting items from the warehouse based on customer 
orders, often done using barcode systems or automated picking 
technologies. 

• Packaging: Preparing items for shipping by packaging them 
appropriately based on their characteristics. 

• Shipping: The final step where goods are dispatched to customers or 
retail locations. 

Types of Warehousing: 

• Public Warehouses: Owned and operated by third parties and rented 
out to businesses. 

• Private Warehouses: Owned and operated by businesses for their 
exclusive use. 

• Automated Warehouses: Use advanced technology such as robotics 
and AI for managing goods and processing orders. 

 

4. EDI (Electronic Data Interchange) 

Electronic Data Interchange (EDI) is the computer-to-computer exchange of 
business documents (e.g., invoices, purchase orders) in a standardized 
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electronic format. It helps businesses automate transactions, streamline 
workflows, and reduce errors. 

Benefits of EDI: 

• Efficiency: EDI eliminates the need for paper documents, reducing 
manual handling and improving the speed of transactions. 

• Accuracy: Reduces human errors that might occur in manual entry, 
ensuring data integrity. 

• Cost Savings: Minimizes administrative costs, printing, and postage. 
• Improved Collaboration: Enables faster and more accurate 

communication with suppliers, customers, and logistics providers. 

Common EDI Documents: 

• Purchase Orders (PO): A document requesting the delivery of goods or 
services. 

• Invoices: A document requesting payment for delivered goods or 
services. 

• Shipping Notices: Provides details about shipment status. 
• Advanced Shipping Notices (ASN): Notifies the buyer in advance 

about the shipment's arrival. 

 

5. SCM (Supply Chain Management) 

Supply Chain Management (SCM) is the management of the flow of goods, 
services, and information across the entire supply chain, from raw materials to 
final consumers. 

Key Components of SCM: 

• Sourcing: Identifying and selecting suppliers of raw materials or 
components. 

• Procurement: Acquiring the necessary goods and services from 
suppliers. 

• Production: Transforming raw materials into finished goods. 
• Logistics: Managing the transportation, warehousing, and distribution of 

products. 
• Collaboration: Working with suppliers, distributors, and retailers to 

ensure smooth operations and efficient delivery. 
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• Demand Forecasting: Predicting customer demand to optimize 
production and inventory levels. 

Benefits of SCM: 

• Cost Reduction: SCM helps minimize costs by optimizing production 
and distribution processes. 

• Efficiency: Streamlined coordination between suppliers, manufacturers, 
and retailers reduces lead times and enhances operational efficiency. 

• Customer Satisfaction: Ensures that the right product is delivered at 
the right time, improving customer service and satisfaction. 

 

6. Scope of Control 

The scope of control refers to the range of activities, operations, or business 
areas that a manager or organization is responsible for overseeing. In the 
context of distribution and logistics, this could refer to: 

• Product Flow: The control over the movement of products from 
suppliers to consumers. 

• Inventory Control: Ensuring optimal stock levels are maintained to 
meet demand. 

• Order Fulfillment: Overseeing the process of picking, packing, and 
shipping orders efficiently. 

• Transportation Management: Ensuring timely and cost-effective 
delivery of goods. 

The scope of control will depend on the business model (e.g., centralized or 
decentralized management) and the complexity of the supply chain. 

 

7. Tools for Control 

Effective control in distribution and logistics requires several tools to monitor 
and manage operations: 

• Key Performance Indicators (KPIs): Metrics such as on-time delivery 
rates, order accuracy, and inventory turnover to track performance. 
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• Inventory Management Software: Tools like barcode systems, RFID, 
and warehouse management software (WMS) to track and manage 
stock. 

• Transportation Management Systems (TMS): Helps optimize routes, 
manage shipments, and reduce transportation costs. 

• ERP Systems: Enterprise Resource Planning systems integrate various 
functions such as finance, sales, procurement, and logistics, providing 
real-time data across operations. 

• Automated Systems: Use of robotics, AI, and machine learning for 
optimizing picking, packing, and inventory management. 

 

8. Kinds of Control Devices 

Control devices are mechanisms that help ensure operations are aligned with 
goals. In distribution, they include: 

• Manual Controls: Rely on physical checks and human intervention 
(e.g., manual stock audits, paper-based order confirmations). 

• Automated Controls: Use software, sensors, or robotics to 
automatically monitor and control operations (e.g., barcode scanning, 
RFID). 

• Statistical Control: Using data and statistical methods (e.g., regression 
analysis, control charts) to monitor performance and make adjustments. 

• Feedback Systems: Collect feedback from customers or employees to 
monitor service levels and make necessary changes. 

• Quality Control: Ensures that goods meet quality standards before 
shipment, reducing returns and customer complaints. 

 

 

 


