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The Impact of Channel Relationship Management on the Channel Partners of 

Telecom Industry- A Case Study of Reliance Communications in  

Western Uttar Pradesh Circle, India 

 

 

ABSTRACT 

The significance of channel sales has increased noticeably in modern business times, 
demanding a transformation in the style these business relations are managed. 
Approaches should focus on joint marketing activities, training support incentive 
schemes and a measure of hospitality. These are some of the initiatives that have a 
place in managing channel relations. In today’s dynamic environment, organizations 
are gearing up to the fact that they need consistent and coordinated method of 
managing and improving their channel relationships. In the Indian telecom sector 
intense competition is leading to substantial shifts in what is expected of the supply 
chain function. It is no longer enough to simply connect supply and demand at 
optimal cost and service levels.  
 
This study aims to identify whether The Company’s Channel Relationship 
Management of Reliance Communications has an effective impact on the satisfaction 
of channel partners. The study depicts the result of a survey conducted among the 
distributors, retailers and company personnel of Reliance Communications. By using 
correlation, chi-square, one-way ANOVA and Bonferroni Post- Hoc test to analyze 
the data, the findings suggest that proper guidance of channel members by giving 
appropriate control systems, co-operation, adequate empowerment, training and many 
other benefits in implementing marketing strategies, RCOM has increased the level of 
satisfaction of Channel members of telecom market of Western (U.P) Circle.  
 

Key Words:  Telecom; Channel Relationship Management, Channel Partners 

 

INTRODUCTION 

The Indian telecom sector has seen remarkable progress during the past few years. 
Currently, India has the second largest telecom network in the world, the largest being 
that of China1. According to subscription data by the Telecom Regulatory Authority 
of India (TRAI), India has over 90 crore telephone subscribers as of May 2013. Our 
mobile or wireless subscriber base is currently 87 crore. As per the records of 
Department of Telecommunication (DoT), Government of India, India's overall tele-
density is 73.34%. The highly competitive sector has at least seven telcos working in 
each circle and up to 12 telcos in some circles competing for market share. That 
makes India one of the busiest mobile markets worldwide. In the past few years, the 
sector has witnessed phenomenal progress. To be specific, the sector grew at a CAGR 
of 20% in the four years to 2013. Despite the point that the sector has seen a shakeout 
in the challenge of the 2G-spectrum allocation scam and that the utilization of 3G and 
4G has been on low ebb, India is still estimated to see an increase in terms of data 
intensive mobile services. The telcos are also optimistic; they have invested 
significant sums in the broadband wireless access and similar services. According to 
DoT, India has 14.98 million broadband connections as of December 2012. The 
bottleneck competition in the industry has led to aggressive pricing during the last two 
years. Operators who are stressed on margins are exploring new ways to enhance 
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revenues. With revenues from voice services saturating, companies recognize that 
future growth is likely to be driven by wireless data services. Further, service 
providers are increasingly getting dependent on revenues from mobile value added 
services (VAS) for higher profitability. A joint report by Wipro Technologies and 
Internet and Mobile Association of India (IAMAI) states that mobile VAS market is 
expected to reach $9.5 billion in 2015 from $4.9 billion in 2012. 
 

In the current commercial climate, improving channel effectiveness is becoming a 
strategic goal across a range of industries. But to achieve improvements in revenue, 
profitability and customer satisfaction, organizations have started recognizing that 
they will need a new level of commitment to meet the challenge of moving beyond 
channel relationships to true partnerships. According to Richard Shaw, Miller Heiman 
Consultant, the Channel Partner Management programme builds on this philosophy to 
deliver a methodology and set of supporting tools that will increase channel revenues, 
increase mind-share and build loyalty, align areas of channel focus between business 
partners, minimize vulnerability to competition; and manage channel partners through 
all facets of the sales process. 
  

 
REVIEW OF LITERATURE  

 

Manufacturers, Service providers, distributors, and retailers have understood that the 
management of distribution channel activities proposes vital opportunities for 
organizations to generate competitive advantage and attain outstanding financial 
growth. Channel activities are the important source of valued-added benefits to end 
users, more than the value added by other marketing activities. Due to this substantial 
added value capacity, organizations can acquire strategic advantage by reducing the 
costs of performing these activities or using distribution activities to distinguish their 
offering. (Weitz, Jap, 1995) 

 

Relationship marketing in recent past has emerged as a leading strategic element of 
business. It has a direct effect on firm’s objective performance and also suggest that 
relationship marketing is more effective when the relationships are more critical to 
channel partners and customers. Furthermore effectiveness is greater when 
relationships are built with an individual than a firm/organisation (Robert et al., 2006) 

 

John Hidalgo (2007) appraised that market dynamics and customer needs are 
frequently changing, and telecom service providers need to respond to these changes 
fast. In some cases telecom sales managers can share this responsibility, but many do 
not have the capacity to dedicate additional time to channel management. To address 
this difficulty, many telecom companies in India have employed channel managers to 
supervise channel performance and modify the sales channels demands as required. 
Continuous and regular channel management can lead to a more effectively run 
business, as the sales force has clarity of their roles and channel partners are aware 
about their targets. Companies should have the relevant data to identify 
underperforming channel partners and should perform corrective measures to cater to 
the frequent changes in the market. All of these contribute to bottom-line growth. 
Most telecom companies measure sales performance with revenue targets rather than 
profitability metrics. If sales force performance is measured on revenue alone, the 
sales force may look effective in meeting sales goals, but they may be sacrificing 
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margins. Aligning sales performance with profitability targets should drive the 
appropriate sales force behavior. These metrics should extend to channel partners and 
be evaluated regularly to yield the biggest increases to the bottom line.  
 

According to Aqua MCG Report, (2008) the needs and goals of channel partners may 
not always be related to those of the service providers or the consumers. Channel 
managers are the members of the producer organisation, and they are responsible for 
distribution performance. They should be able to design effective distribution 
channels and work in association with the channel partners. Channel members should 
be prompt enough to take the corrective measures based on periodic monitoring and 

evaluation.  

 

According to Pravat Suryakar (2010), the performance of a channel can be measured 
across multiple dimensions. The parameters that are measured usually are 
effectiveness, efficiency, productivity, equity and profitability of the channel. While 
channel productivity highlights controlling costs incurred by intermediaries while 
performing channel functions, channel efficiency is concerned with maximizing 
outputs for a given level of inputs. Channel effectiveness deals with the 
intermediary’s ability in satisfying customer needs and channel equity measures the 
distribution of accessibility of the channel among customers.  
 
Supply chain managers must be ambidextrous—able to see the big picture while also 
focusing on the details. The key to doing both is in frequent and multi-horizon 
planning sessions: weekly reviews for short-term planning, and regular reviews for 
long-term planning. (AT Kearney, 2013) 

 

RELIANCE COMMUNICATIONS IN BRIEF 

  
Reliance Communications Limited founded by the late Shri Dhirubhai H Ambani 
(1932-2002) is the flagship company of the Reliance Group. The Reliance Group 
currently has a net worth in excess of Rs. 90,000 crore (US$ 17.7 billion), cash flows 
of Rs. 8,000 crore (US$ 1.6 billion), net profit of Rs. 3,200 crore (US$ 0.6 billion). 
 
Reliance Communications is India's foremost and truly integrated telecommunications 
service provider. The Company, with a customer base of about 150 million including 
over 2.5 million individual overseas retail customers, ranks among the Top 4 Telecom 
companies in the world by number of customers in a single country. Reliance 
Communications corporate clientele includes over 35,000 Indian and multinational 
corporations including small and medium enterprises and over 800 global, regional 
and domestic carriers. 
 
Reliance Communications has established a pan-India, next generation, integrated 
(wireless and wireline), convergent (voice, data and video) digital network that is 
capable of supporting best-of-class services spanning the entire communications value 
chain, covering over 24,000 towns and 600,000 villages. Reliance Communications 
owns and operates the world's largest next generation IP enabled connectivity 
infrastructure, comprising over 277,000 kilometers of fibre optic cable systems in 
India, USA, Europe, Middle East and the Asia Pacific region.1 
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RESEARCH METHODOLOGY 

The setting of the data for this paper is in Western Uttar Pradesh, India. This study is 
empirical and quantitate. Using both field studies that involved in depth interviewing 
of 70 Reliance Communications’ managers, 76 distributors and 700 retailers from the 
population of 12000 retailers and published sources (e.g. periodicals, reports, annual 
reports etc.), a self administered questionnaire was filled. Close-ended (5 Point 
Likert’s scale) questions were mostly used. 70 managers were interviewed across 
levels of Reliance Communications. Several of the managers were also contacted 
subsequently for clarifications and further information obtained as and when needed. 
This phase was guided by a protocol that established guidelines to ensure uniformity 
in coverage and depth. 
 
Eight key variables were chosen to analyze the effectiveness of Channel Relationship 
Management of RCom and and to assess its impact on channel partner’s satisfaction 
level. These eight variables fall into in-depth channel management activities; hence 
they are referred as (V).  All future references to the term “V1 to V8” can be taken in 
this context, throughout the paper. The explanation of the variables is clearly stated 
before the data presentation in the study.  
 
Internal data of selected channel partners, internal data of selected channel managers, 
and structured interview with selected channel partners and companies across 
geographies and verticals were consolidated and analyzed. The endeavor was made to 
see if channel relationship management pattern or trend of Reliance Communications 
has an impact on the satisfaction of channel members in Western Uttar Pradesh. The 
analysis employed the use of statistical procedures and tests to interpret and draw 
conclusions from the data collected. The Chi-square test, ANOVA and post-hoc have 
been used for the study. This study confines itself to one that of CDMA Cellular Pre-
paid Services and handsets, and all future references to the term “RCom” can be taken 
in this context. The study has been conducted in 5 Districts of Western Uttar Pradesh 
Circle i.e. Meerut, Bulandshahr, Muzaffarnagar, Baghpat, Bijnore. 
 

Hypothesis 
The hypothesis, which guided this study, was stated as follows 
 

H1:  The Company’s Channel Relationship Management has an effective impact on 

 the satisfaction of channel partners.  

 
Flowing from the hypothesis, the following key variables were formulated:  It is to 
note that the researcher has denoted the Variables as  (V) and they are used as (V1, V2, V3, 
…….V11) across the tables used in the paper.    
 

 
1- rcom.co.in 

 
V 1 - Channel members are being guided by RCom's staff 
V 2 - RCom gives proper control systems, co-operation and adequate  
  empowerment to channel members 
V 3 - RCom punctually compensates various types of channel’s distribution 

 cost through  reimbursements 
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V4 - RCom takes care of sales margins due to higher incidences of rate 
 fluctuations 

V5 - There is adequate support by RCom to channel partner in 
 implementing several  market strategies 

V6 - RCom offers satisfactory credit in terms of interest and time period 
 limit 

V7 - The Frequency of FOS (Foot on Street) in territory is up to the mark 
 and satisfactory 

V8 - RCom offers satisfactory credit in terms of amount limit 
V9 - RCom gives proper training for the better distribution management 
V10 - Appointment of new distributors, curbing the area of operations of 

 existing distributors due to any relevant reason is a source of 
 dissatisfaction for channel members 

V11 - RCom manages to distribute new and hot selling products equally to 
 all channel members 

 

RESEARCH FINDINGS 

The research was conducted by interviewing either the partner or the proprietor of the 
distribution firms. Out of 700 retailers covered by the study, 82 percent are the FMCG 
distributors. The study reveals that the industry FMCG distributor dominated. These 
are the distributors who have  already penetrated the market with FMCG goods and 
it’s easy for Reliance to distribute the products through them in villages and remote 
areas. 
 
In the educationally forward districts of Western (U.P) circle, the survey brings to 
light how new avenues of opportunities are open to the literate to become self-
employed. Thanks to the introduction of cell phone services, a lot of people have 
found a new and attractive business to make benefits. Business trait is developed in a 
person if he is educated to some extent to manage the circumstances encountered in 
business everyday, to judge situations appropriately as they arise and to take suitable 
course of action whenever necessary.  
 
When an enquiry was made on the educational qualification of the cell phone 
Distributors, it is found that 77 per cent of Distributors have done graduation, 18 per 
cent of them are diploma holders and 5 per cent of them have studied up to higher 
secondary level. The survey revealed that all Distributors are educated to do simple 
arithmetic and accounting and have an agreeable level of communication talent. This 
is evident from the qualification they possess. On an Average the Distributors are 
having 5 FOS (Foot on street) in their firms.  
 
Prior to analysis of the results, the research instrument was tested for its reliability. 
Reliability of the measurements was determined using Cronbach’s Coefficient alpha. 
Cronbach Alpha was used to test for the internal consistency of the data. Cronbach 
Alpha is the most often used for each set of measures to test reliability of a multi-
item. The reliability coefficient indicates that the scale for measuring sales and 
distribution strategies is reliable 
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Table 1.1  Evaluation Of Relationship Between Key-Mediating Variables of 

Channel Relationship Management on responses of Distributors of RCom 
 

CRM 
Variables 

V1 V2 V3 V4 V 5 V 6 V 7 V 8 V 9 V 10  V 11 

V1 1 0.1 0.78** 0.82** 0.59** 0.42* 0.42* 0.38 0.79** 0.71** 0.78** 

V2   1 0.31 0.41* 0.3 0.78** -0.24 0.8** 0.47* 0.45* 0.7** 

V3     1 0.99** 0.96** 0.69** 0.63** 0.68** 0.97** 0.96** 0.73** 

V4       1 0.92** 0.72** 0.53* 0.70** 0.98** 0.95** 0.83** 

V5         1 0.69** 0.71** 0.68** 0.91** 0.94** 0.57** 

V6           1 0.004 0.99** 0.83** 0.85** 0.75** 

V7             1 -0.03 0.45* 0.49* -0.02 
V8               1 0.81** 0.83** 0.73** 

V9                 1 0.99** 0.82** 

V10                   1 0.75** 
V11                     1 

**Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

Cronbach Alpha=0.8152  SE=0.1486  95%CI=0.5241 to 1 

Table 1.1 exhibits that degree of relationship was studied between key mediating 
variables of Channel Relationship Management. It covers the distributors of Reliance 
Communications in Western U.P. Circle. 
 
The above table shows that correlations most of the variables, are highly significant. 
However the correlations between V1 and V6 (.42) and V1 and V7 (.42) are 
significant. It also reflects that the correlations between V2 and V4 (.41), V2 and V9 
(.471), V2 and V10 (.45), and V4 and V7 (.53) are significant. It is observed from the 
table that the correlations between the V7 and V9 (.451), V7 and V10 (.49) 
significant. In addition to this it is also observed that the correlations between V2 and 
V7  (-0.24), V7 and V8 (-0.03), V7 and V11 (-0.02), are highly insignificant. The 
correlations between V1 and V2 (0.10), V1 and V8 (0.38), are insignificant. The 
correlations between V2 and V3 (0.31), and V7 (0.004) are insignificant.  
 
Table 1.2 Evaluation of Relationship between Key-Mediating Variables of 

Channel Relationship Management on Responses of Retailers of RCom 
 
 
 
 
 
 
 
 
 
 
 
 
 

**Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

Cronbach Alpha=0.8152  SE=0.1486  95% CI=0.5241 to 1 

Table 1.2 reflects that degree of relationship was studied between key mediating 
variables of Channel Relationship Management. It covers the retailers of Reliance 
Communications in Western U.P. Circle. It is to note that Variables (V3, V9 and V10) 

CRM 
Variables 

V1 V2 V4 V5 V6 V7 V8 V11 

V1 1 0.49* 0.97** 0.74** 0.76** 0.38 0.70** 0.94** 

V2  1 0.44* 0.74** 0.69** -0.4 0.7** 0.54* 

V4   1 0.83** 0.86** 0.35 0.8** 0.88** 

V5    1 0.99** -0.16 0.99** 0.71** 

V6     1 -0.05 0.99** 0.7** 

V7      1 -0.17 0.14 

V8       1 -0.02 

V11        1 
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are not taken into consideration in this table. These variables are not applicable to 
retailers in Channel Relationship Management activities of the organisation. A T-test 
can be used to measure the differences in the mean of these variables among 
distributors and Company Personnel. 
 
The above table1.2 shows that correlations most of the variables, are highly 
significant. However, the correlation between V2 and V7, V5 and V7, V6 and V7, V7 
and V8, V8 and V11 are highly insignificant. 
 

Table 1.3   Evaluation of Relationship between Key-Mediating Variables of 

Channel Relationship Management on Responses of Company Personnel of 

RCom 
 

CRM 
Variables 

V1 V2 V3 V4 V5 V6 V7 V8 V9 V10 V11 

V1 1.0 0.99** 0.5* 0.99** 0.63** 0.2 0.85** 0.63** 0.94** 0.84** 0.92** 

V2  1.0 0.5* 0.99** 0.63** 0.2 0.85** 0.63** 0.94** 0.84** 0.93** 

V3   1.0 0.48* 0.96** 0.88** 0.87** 0.93** 0.75** 0.79** 0.25 

V4    1.0 0.6** 0.18 0.83** 0.6** 0.94** 0.82** 0.93** 

V5     1.0 0.87** 0.94** 0.99** 0.84** 0.9** 0.39 

V6      1.0 0.66** 0.88** 0.51** 0.69** 0.02 

V7       1.0 0.93** 0.97** 0.95** 0.65** 

V8        1.0 0.83** 0.91** 0.4* 

V9         1.0 0.95** 0.81** 

V10          1.0 0.73** 

V11           1.0 

**Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

 
Cronbach Alpha=0.9622  SE=0.0296 
 
The table 1.3 verifies that Degree of relationship was studied between key mediating 
variables of Channel Relationship Management. It covers employees Corporate 
Office and Branch Office employees of RCom in Western (U.P) circle. The above 
table shows that although the correlations between most of the variables are highly 
significant and significant, but some of them are also insignificant.  The correlation 
between V1 and V6 (.207) is insignificant. The correlation between V3 and V11 
(0.257) and V4 and V6 (0.18) is non significant. The degree of relationships is 
insignificant between V5 and V11 (.394), V6 and V11 (.02), V8 and V11 (0.4) 
 

The Cronbach’s α yielded a value of 0.825 indicating the reliability of the scale. The 

significance was tested through the non-parametric chi-square goodness of fit (Table 
1.4). The chi-square goodness of fit is the sum of the difference between the observed 
outcome and the expected outcome. The results indicate that distributor’s agree that 
the companies proper Channel Relationship Management has a significant impact on 
the satisfaction of channel partners. 
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Table 1.4 Channel Relationship Management Variables ‘Goodness of Fit’ Test 

Variables Chi Square  Significant p value 

CM guided by RCom Staff 216.16 0.0001 

RCom gives proper control, manpower, empowerment to CM 261.26 0.0001 

RCom takes care of Sales Margins because of rate fluctuations 75.07 0.0001 

RCom support's CM in implementing marketing strategies 145.01 0.0001 

RCom offers satisfactory credit in interest and time period limit 155.67 0.0001 

The Frequency of FOS in territory is up to the mark and satisfactory 608.7 0.0001 

RCom offers satisfactory credit in terms of amount limit 369.64 0.0001 

RCom distributes new and hot selling products equally to all CMs 348.76 0.0001 

Sig at> 0.001 

The Goodness of Fit chi-square tests whether the proportions of responses within each 
question are significantly different from a uniform distribution. The significance level 
where p<0.05 is used for interpretation. It compares the observed data to the expected 
data under the assumption of a uniform distribution and calculates the Chi - Square 
value and its associated p value. It is evident that the majority of the distributors 
strongly agreed/ agreed that they are satisfied with the Channel Relationship 
Management of Reliance communications except its compensation policy of 
distribution cost through re-imbursements, RCom’s support in implementing market 
strategies and taking care of sales margins because of rate fluctuation 
 

Table 1.5  One Way ANOVA – Channel Relationship Management Variables 

 Between The Distribution Channels Of RCOM 

PARAMETERS Distributors Retailers 
Company 
Personnel 

 CM guided by RCom Staff 277 2242 266 

RCom gives proper control, manpower, empowerment to CM 197 1707 246 

RCom takes care of Sales Margins because of rate fluctuations 235 2022 247 

RCom support's CM in implementing marketing strategies 
223 2006 224 

RCom offers satisfactory credit in interest and time period limit 231 2053 210 

The Frequency of FOS in territory is up to the mark and 
satisfactory 333 2974 228 

RCom offers satisfactory credit in terms of amount limit 226 1975 232 

RCom distributes new and hot selling products equally to all CMs 225 2085 262 
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Table 1.6   Data Summary 
  Samples       

1 2 3 Total 

N 8 8 8 24 

               X 1947 17064 1915 20926 

-Mean 243.375 2133 239.375 871.9167 

X2 486443 37360268 461009 38307720 

Variance 1798.8393 137536.57 372.2679 872260.51 

Standard Deviation 42.4127 370.8592 19.2942 933.9489 

Standard Error 14.9952 131.1185 6.8215 190.6415 

 

Table 1.7  ANOVA Summary 
            

Source SS df MS F P 

Treatment 19084038 2 9542019 204.9 <.0001 

[between groups] 

Error 977953.75 21 46569.226    

Ss/Bl         

Total 20061992 23       

 
Table 1.5, 1.6 and 1.7 exhibit that there are significant differences between the 
Distributor Retailer and company personnel for the Channel Relationship 
Management variables 

 
Bonferroni Post-Hoc test was carried for multiple comparisons in order to see the 
significant differences between the combinations of the groups 

 

 

Table 1.8  Multiple Comparisons of Stock Liquidation Variables with 

 Distribution Channels of RCOM 

 
Confidence Intervals and Statistical Significance 

  Comparison   Mean1 - Mean2    95% CI of difference  T 
  Significant? 
(P <0.05?)   

1: Distributor Vs. Retailer - 1889.625 - 2168.223  to  - 1611.027 17.513 Yes 

2: Retailer Vs. Company 
Personnel 

+ 1893.625 + 1615.027  to  + 2172.223 17.550 Yes 

3: Distributor Vs. Company 
Personnel 

+ 4.000 - 274.598  to  + 282.598 0.037 No 

 
The table depicts results of Post-Hoc Test. It was carried out to test thesignificant 
differences for pricing variables amongst Distribution channel of RCOM in Western 
U.P circle. Differences are significant between Retailers and Distributors, and 
Retailers and Company Personnel. There combinations of differences were found to 
be non-significant among Distributor and Company personnel, reflecting that both 
have almost similar opinion towards the Chanel Relationship Management practices 
of RCOM. And there were very less differences in their responses towards there 
understanding the impact of Channel Relationship Management on the satisfaction of 
channel partners. 
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DISCUSSION OF THE FINDINGS OF THE STUDY 

In the foregoing, the data have been presented and analyzed. The hypothesis had 
equally been tested and then the result is obtained. But for the purpose of clarity and 
easy comprehension, it becomes imperative to recapitulate our key findings here. 
 
Reliance Communications is making efforts to optimize Channel Relations aiming to 
making the product available to the remotest areas in the region; delivering customer 
service; providing credit and financial assistance; assortment convenience; breaking 
bulk; and giving advice and support to retailers. Support is provided by the Reliance 
Communications in the form of local sales promotion, visits by sales staff, etc. and is 
also critical in getting the best out of the channel members. Designing appropriate 
incentive schemes do motivate channel members to contribute in the right direction. 
Reliance Communication is putting attempts in discouraging cross- territory sales by 
channel members of Western (UP) circle, which reinforces the commitment towards 
the channel and helps in building longer-term relationships. The study of (Weitz, Jap 
1995), is also reinforced that the channel activities are the important source of valued-
added benefits to end users, more than the value added by other marketing activities. 
 
Reliance Communications increasingly also offer support to distributors to run their 
setup effectively and provide adequate training. An efficient MIS can enable the 
company and dealer to take proactive actions on schemes, promotions and overall 
strategy. It is logical to assume that the quality of the performance of these 
distribution functions will be positively related to relationship quality of RCom with 
Channel Members. The study of (Robert et al., 2006), also supported that channel 
relationship marketing has a direct effect on firm’s objective performance and also 
suggest that relationship marketing is more effective when the relationships are more 
critical to channel partners and customers. 

 

LIMITATIONS OF THE STUDY  

Like any other study, even this one is not without limitations. Since the scope of the 
study was limited to 5 districts of Western (U.P) only. This study can be replicated in 
other circles of India, for cross study and contexts for greater generalizability. The 
study is confined to urban and sub-urban areas only and the rural areas are not taken 
into consideration for the research. The study is restricted to CDMA handsets and 
prepaid services only. The study has not taken Broadband, Fixed Wireline and DTH, 
& related offerings into consideration for understanding the telecom services in 
Western (U.P) Circle. The study is mainly based on Random Sampling Method 
instead of Census Method. Respondents were not offered, the option to answer open-
ended questions throughout the questionnaire, so analyzing and interpretation of data 
beyond statistical analysis was not possible. The questionnaire is made in English 
only. 
 

CONCLUSION 

From generated results it shows that the Company’s Channel Relationship 
Management has an effective impact on the satisfaction of channel partners in 
Western Uttar Pradesh circle.  
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The Channel Managers in Reliance Communications in their profile have to perform 
certain functions while developing channel relations. These functions or variables of 
the study are setting distribution objectives, channel design, logistics, image building, 
inventory management, payment & credit, promotional assistance, setting targets, 
coverage frequency, and motivating channel to perform. The study confirms that all 
the functions have a significant influence on the satisfaction of the channel partners.  
 
Distributors need to be continuously coaxed for sustainable relations and deliver 
required level of performance. The credit facility provided by Reliance 
Communications depends on the capacity of the sales revenue generation of the 
distributor.  More the sales revenue generated by the distributor, more the credit limit, 
and Credit limit is restricted only for handsets, Reliance Communications does not 
give credit for UIM cards. Moreover, the study also reveals that none of the Cellular 
Service Providers operating in Western (U.P) circle give credit facility to distributors 
for Stock Maintenance of UIM/ SIM cards. 
 
There are a few factors administered by Reliance Communications in the correct 
manner to enhance the sales performance of the organisation. The factors are 
Motivating channel members, providing the channel members with market 
knowledge, providing lucrative credit facility, constant and effective communication 
and being continuously aggressive in implementing marketing strategies. 
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