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Week 3 - Module 6 - Part 1

B2B & B2C Selling



Discussion Flow (4 Week)
Market 

Research

Customers

& Segments

Marketing 

Communication

Supply chain 

Management

Customer 

Service 

Management

Sales Channels & 

Distribution

Value Based 

Marketing

B2B & B2C  

Selling



Module-6 Topics

Art & Science of Sales

B2B & 

B2C 

Selling

Sales Force 

Automation

& AI Tools

Sales 

Skills



Sales Process

5



B2C Sales Funnel

6



Building Awareness

7



Building Awareness

8



Building Awareness

9



Building Awareness

10



Building Awareness

11



Building Awareness

12



Building Awareness

13



Building Awareness

14



Provide Information

15



Provide Information

16



Create Intent

17



Create Intent

18



Assist Purchase

19



Assist Purchase

20



T H R E E  M I N U T E

R E F L E C T I O N

➢ Think of when someone Sold you a 

product or service:

▪ How did he approach you?

▪ What process did he / she follow?

▪ Did you buy? Why?

▪ Did you not buy? Why?

21



Week 3 - Module 6 - Part 2

B2B & B2C Selling



B2B Sales Funnel

23



B2B Lead Generation

24

BUSINESS

• Trade shows

• Trade Directories

• Industry Associations

• Internet Search

• Financial Websites

• Industrial Parks

• Cold Calls



B2B Lead Generation

25

PEOPLE

• LinkedIn

• Company Websites

• Company Annual 
Reports

• Registrar of 
Companies

• Industry Seminars

• Trade Shows



Sales Presentation

26



Win-Win Negotiation

27

Focus on ‘Your’ Objectives
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Win-Win Negotiation

28

Start with a 

Win-Win 

Mindset

Create a 

common 

Vision

Share ‘My’ & 

‘Your’ Goals

Maximise 

‘Common’ 

Goals

Resolve 

Conflicts with 

Empathy & 

Innovation



Post Sales

29



Post Sales

30



Post Sales

31



Sales Automation Tools

32



Sales Automation

33

Daily 

Management

Lead 

Generation

Lead 

Conversion

Customer & 

Segment 

Analysis

Reporting & 

Tracking



Sales Automation Benefits

34

Customer 

Response

Productivity

Increase

Deeper 

Engagement

Data based

Selling

Revenue 

Growth



AI Sales Enablers

35

Target Market & 

Customer 

Identification

Customer Problem 

& Solution Design

Daily Management,

Emails, Sales Pitch

Customer 

Response, Chat 

Bots, Voice Bots

Planning, 

Forecasting & 

Analysis



T H R E E  M I N U T E

R E F L E C T I O N

➢ Think of your potential Startup :

▪ How will you sell to your Business 

Customers?

▪ What skills will be needed?

▪ How will you develop those skills?

▪ How will you present?

▪ How will you negotiate?

36



Selling Skills

37

Building 

Trust & 

Relations

Customer 

Solutioning

Customer 

Data 

Analysis

Communication 

& Persuasion

Customer 

Problem 

Identification

Win Win

Negotiation



End of Module
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Week 3 - Module 5 - Part 1

Sales Channels & Distribution



Discussion Flow (4 Week)
Market 

Research

Customers

& Segments

Marketing 

Communication

Supply chain 

Management

Customer 

Service 

Management

Sales Channels & 

Distribution

Value Based 

Marketing

B2B & B2C  

Selling



Module-5 Topics

Channels & Distribution

Sales 

Channels

Distributor 

Management

Retail  Store 

Management



What is a Sales Channel?

5

Sales Channels are the online or offline 

network that the businesses use to sell 

their products or services to consumers. 

Examples are:

• Traditional Retail Stores (Kirana Stores)

• Supermarkets and Hypermarkets

• Pharmacies and Specialty Stores

• Single Brand Stores

• Online marketplaces 

• Social media platforms & websites

Companies choose their sales channels 

based on their product category, target 

customers, competitors, cost of 

distribution, etc. 

https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg


Physical Sales Channel

6

Factory Warehouse

Redistribution Warehouse

Distributors

Wholesalers

Retail Stores

Shoppers and Consumers

STOCK TRANSFER

COMPANY SALE

DISTRIBUTOR SALE

RETAIL SALE



Online Sales Channel      

7

Factory Warehouse

Redistribution Warehouse

Online Market Place / Platform

Shoppers and Consumers

STOCK TRANSFER

COMPANY SALE

RETAIL SALE



Omni Channel

8

Traditional 

Stores

Modern 

Stores

Social Media 

Platforms

E-Commerce 

Platforms

Websites & 

Portals



Traditional Stores

9



Modern Stores

10



Single Brand Store

11



Online Sites

12



Company Websites

13



Social Media

14



➢ Think of a Product that you use :

▪ Where did you buy it from?

▪ Why did you buy from that outlet vs. 

any other outlet?

▪ What was your experience?

▪ Online?

▪ Physical?

▪ Omni-Channel?

T H R E E  M I N U T E

R E F L E C T I O N

15



Week 3 - Module 5 - Part 2

Sales Channels & Distribution



What is a Distributor?

17

A Distributor is an independent business 

entity who purchases bulk amounts (e.g. a 

full truck or a container) of product from a 

manufacturer. 

Distributors resell and distribute the 

product in smaller lots either directly to 

consumers or to retailers who then sell to 

consumers. 

Distributors are a key component of the 

Supply Chain as they allow manufacturers 

to sell in economically viable, large 

quantities to a select number of customer. 

A distributor adds value to retailers by 

allowing them to buy goods in smaller lots.

https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg


Distributor Management

18

Joint Planning 

& Target 

Setting

Retail Coverage 

Planning

Order Planning 

& Management

Cash and 

Receivables 

Management

Infrastructure 

& People 

Planning



Distribution Warehouse

19



Distribution Fleet

20

https://www.dailypost.co.uk/incoming/gallery/coca-cola-truck-visits-broughton-
6353421



Distribution Fleet

21



Retail Outlet

22

https://www.wsj.com/articles/SB10001424052702304870304577490092413939410



Online Distributor

23

https://udaan.com/homeV2?tab=All



Online Distributor

24

https://www.jiomartpartners.com/sections/landing-page



What is a Retailer?

25

Retailers are independent business entities who 

purchase goods from the manufacturer, distributor 

or wholesaler and sell them to the ultimate 

consumers in small quantities. 

Retailers do not manufacture any product they sell, 

but they are the final link in the distribution chain 

and add value by:

• Offering consumers a wide variety of goods 

manufactured by different companies. 

• Providing services such as convenience, reach, 

promotions, displays, home delivery, credit etc

The Retail industry is a significant part of overall 

country’s economy. It creates employment and 

offers wide varieties of career opportunity.

https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg


Retail Management

26

Shelf 
Management

Category

Management

Order 
Management

Supply Chain 
Management

People 
Management

Finance & 
Cash 

Management



DMart Mini Case

27

https://retail.economictimes.indiatimes.com/slide-shows/here-are-some-reasons-that-
explain-the-stunning-success-of-d-marts-model/57914009



Shelf Management

28



Category Management

29



Cold Storage

30



Shelf Replenishment

31



Shelf Replenishment

32



In-Store Pricing

33



In-Store Promotion

34



Point-of-Sale

35



Croma Mini Case

36

https://store.croma.com/croma-oberoi-mall-electronics-retail-and-repair-shop-goregaon-east-
mumbai-263695/Home



In-Store Display

37



In-Store Demo

38



T H R E E  M I N U T E

R E F L E C T I O N

Think of you a few different Products such 

as soaps, food commodities, electronics, 

clothing & stationery. Try to discover:

➢Where they are manufactured?

➢Who are the distributors?

➢How are the products transported?

➢Who are the different retailers? 

39



Retail Management Skills

40

Leadership 

& Team 

Work

Customer 

Focus

Category & 

Shelf 

Management

Supply Chain 

Management

Finance & 

Accounting



End of Module
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Week 2 - Module 4 - Part 1

Marketing Communication



Discussion Flow (4 Week)
Market 

Research

Customers

& Segments

Marketing 

Communication

Supply chain 

Management

Customer 

Service 

Management

Sales Channels & 

Distribution

Value Based 

Marketing

B2B & B2C  

Selling



Module-4 Topics

Marketing Communication

Branding
Positioning

Advertising

Marketing 

Skills



Value Based Marketing

5

CREATE 

VALUE 

DELIVER 

VALUE

COMMUNICATE 

 VALUE



Value Based Marketing

6

Create Value
Customer 
Value Prop

Customer 
Pricing

Communicate 
Value

Customer

Branding

Customer

Advertising

Deliver Value
Customer 
Channels

Customer 
Selling



Brand Definition

7

A brand is a name, design, symbol or logo that 

distinguishes one company’s good or service 

from those of other companies. 

A brand communicates the qualities of the 

product to the consumer and serves as the 

cornerstone of all communication and 

advertising.

Brand Value refers to the pricing premium that a 

company generates compared to a similar 

competitive or generic product. 

Brands are a company's most valuable assets. 

Companies protect their brands by registering 

them legally.



Global Brands & Value

8



Indian Brands & Value

9



Soft Drinks Brands

10



Car Brands

11



Luxury Brands

12



Brand Positioning

13

Brand positioning is to occupy a unique 

position in the mind of the target consumer, in 

a way that establishes how the brand is 

different from competitive brands.

A brand positioning strategy, therefore, 

involves creating emotions and associations in 

customers’ minds to make them perceive the 

brand in a specific way. Often the positioning is 

expressed in 3-4 words or a simple tagline 

which are self-explanatory and powerful.

The brand position needs to reflect in every 

aspect of the brand: the core product or 

service, visual identity, packaging and 

advertising, etc.



Brand Positioning

14



Brand Positioning

15



Brand Positioning

16



Brand Positioning

17



Brand Positioning

18



Brand Positioning

19



Brand Positioning

20



Positioning Support

21



Brand Positioning

22



Positioning Support

23



➢ Think of a Brand you use regularly?

▪ What is the Logo design?

▪ What is the tagline?

▪ How is it ‘positioned’ in your mind? 

How do you think and feel about the 

Brand?

▪ How does the Brand support it’s 

‘positioning’?

T H R E E  M I N U T E

R E F L E C T I O N

24



Week 2 - Module 4 - Part 2

Marketing Communication



Value Based Marketing

26

Create Value
Customer 
Value Prop

Customer 
Pricing

Communicate 
Value

Customer

Branding

Customer

Advertising

Deliver Value
Customer 
Channels

Customer 
Selling



What is Advertising?

27

Advertising is how a company communicates to 

their target customers about their products and 

services, in a way that...

• Informs

• Excites 

• Engages

• Educates

• Enables

...the customers to actually purchase and use their 

brands and products.

Good Advertisements influence our emotions, 

perceptions, behaviors, how we look & what we 

wear, etc. 



Top-10 Global Advertisers

28

1. Procter & Gamble : Annual Ad Spend: $11.5 Bn

2. Amazon : Annual Ad Spend: $10.9 Bn

3. L'Oréal : Annual Ad Spend: $9.9 Bn

4. Samsung Electronics Co: Annual Ad Spend: $8.6 Bn

5. Alibaba Group Holding : Annual Ad Spend: $8.4 Bn

6. Unilever : Annual Ad Spend: $8.1 Bn

7. Nestle : Annual Ad Spend: $7.8 Bn

8. Comcast Corp : Annual Ad Spend: $6.7 Bn

9. LVMH : Annual Ad Spend: $5.8 Bn

10. Alphabet (Google) : Annual Ad Spend: $5.4 Bn

https://www.marketingmind.in/worlds-largest-advertisers-in-2021/



Advertising Key Elements

29

Goals &  

Budget

Marketing

Strategy

Creative 

Idea

Media & 

Platforms

Effective 

Execution



Top Media Channels

30

https://www.kantar.com/inspiration/advertising-media/the-top-ranking-advertising-platforms-for-2023



Top Media Brands

31

https://www.kantar.com/inspiration/advertising-media/the-top-ranking-advertising-platforms-for-2023



Top Indian TV Advertisers

32
https://barcindia.co.in/data-insights/advertisers



Advertising Types

33

➢ Print advertising

➢ Direct mail advertising

➢ Television advertising

➢ Radio advertising

➢ Movie advertising

➢ In-store advertising

➢ Outdoor advertising

➢ Phone SMS advertising

➢ Social media advertising

➢ Influencer Marketing

➢ Paid search advertising

➢ Pay per click / SEO

➢ Display advertising

➢ E-Commerce Advertising

➢ Affiliate marketing

➢ Endorsement Advertisement



Print Ads

34



Print Ads

35



TV Ads

36



In-store Ads

37



In-Store Promoter

38



Outdoor Ads

39



Sports Ad

40



Social Media Ad

41



Search Ads

42



Search Ads

43



Search Engine Optimisation

44



Endorsement Ads

45



T H R E E  M I N U T E

R E F L E C T I O N

➢ Think of a Brand that you use regularly

▪ How is it advertised?

▪ Online, Offline, In-store

▪ What is the key ‘message’?

▪ How effective is the advertising?  

Do you buy based on the 

advertisement?

46



Digital Marketing Skills

47

Social Media and 

Internet 

Advertising

Customer & 

Market Research

Story Telling & UX 

Design

Campaign Design 

& Content Creation

Analytical 

Thinking & 

Strategic Planning



End of Module
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Quadrangle Of Success,                    

& Course Wrap up 



Quadrangle of Success



Attitude

PERSONAL

Calm

Positive

Confident

Thoughtful

Energetic

Humorous

INTER 

PERSONAL

Honest

Helpful

Friendly

Sympathetic

Communicative

Collaborative



WEF – Job Skills



WEF – Job Skills



Course Recap

Modern Businesses are complex 
& multi-functional

Starting up is exciting but 
daunting & needs new skills

Broad business understanding 
can help Employees & 

Entrepreneurs

Informed

Career

Choices



Discussion Flow (4 Week)
Market 

Research

Customers

& Segments

Marketing 

Communication

Supply chain 

Management

Customer 

Service 

Management

Sales Channels & 

Distribution

Value Based 

Marketing

B2B & B2C  

Selling



Module-1 Topics

Market Research

MR Need & 

Definition

Research 

Methods

Research 

Skills



Module-2 Topics

Customers & Segments

Customer 

Needs

Customer 

Segments

Customer 

Value 

Proposition



Module-3 Topics

Introduction to Marketing

Marketing

Evolution

Value Based

Marketing

Marketing 

Skills



Module-4 Topics

Marketing Communication

Branding
Positioning

Advertising

Digital

Marketing 

Skills



Module-5 Topics

Channels & Distribution

Sales 

Channels

Distributor 

Management

Retail  Store 

Management



Module-6 Topics

Art & Science of Sales

B2B & B2C 

Selling

Sales Force 

Automation & 

AI Tools

Sales 

Skills



Module-7 Topics

Customer Service

Customer 

Service  

Goals & 

Strategy

Customer 

Process & 

Tools

Customer 

Service 

Skills



Module-8 Topics

Intro to Supply Chain

Supply 

Chain 

Planning

Storage & 

Transport

Supply 

Chain Skills



Course Follow Up
C

a
re

e
r 

A
c
c
e

le
ra

ti
o

n

Enrol into NPTEL ‘Business Fundamentals 
for Entrepreneurs- Part 1, Internal 

Operations’

Enrol into a specialised Management or 
Entrepreneurship program

Approach a ‘Startup Incubator’ 

with a ‘Startup Idea’



BUSINESS FUNDAMENTALS 

FOR ENTREPRENEURS (1)

Prof. Devdip Purkayastha

BUSINESS FUNDAMENTALS FOR ENTREPRENEURS, PART 1INDIAN INSTITUTE OF TECHNOLOGY BOMBAY 18

Indian Institute of Technology Bombay

DS School of Entrepreneurship
https://www.iitb.ac.in



Discussion Flow (4 Weeks)

What is 
Business?

Company & 

Company 

Structure

Innovation

& Product  

Development

Environment, 

Society & 

Governance

Leadership 

& Human

Resources

Manufacturing 

& Quality

Vision,

Mission, Goals

Strategy & Culture

Finance & 

Accounting



End of Course
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