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ABSTRACT

The significance of channel sales has increasdadeaditly in modern business times,
demanding a transformation in the style these legsinrelations are managed.
Approaches of channel sales should focus on joiatkating activities, training
support incentive schemes and a measure of hagpitihese are some of the
initiatives that are considered important in manggchannel relations. In today’s
dynamic environment, organizations are gearing opthe fact that they need
consistent and coordinated method of managing angroving their channel
relationships. In the Indian telecom sector inteswapetition is leading to substantial
shifts in what is expected of the supply chain fiowc It is no longer enough to
simply connect supply and demand at optimal codts@mvice levels. This study aims
to identify whether Channel Relationship Managen@nReliance Communications
has an effective impact on the satisfaction of cehpartners. The study depicts the
result of a survey conducted among the distributetsilers and the staff of Reliance
Communications. By using correlation, chi-square-way ANOVA and Bonferroni
Post- Hoc test to analyze the data, the findingggest a guideline to channel
members by demonstrating appropriate control systeraquired levels of co-
operation, what constitutes adequate empowermentraoming and many other
benefits of implementing marketing strategies thais led to an increase in
satisfaction of RCOM'’s channel members in the Wheste.P) circle telecom market.

Key Words: Telecom, Channel Relationship Management, and Chamh
Partners.

INTRODUCTION

In today’s cutthroat business environment, imprgvichannel effectiveness is an
hourly necessity and it should be aligned with dhganisation’s strategic objectives.
In order to attain growth, increase revenue, anbiese customer delight, an
organisation should make a paradigm shift from @e&iRelationship Management
(CRM) to True Channel Partnership. According toHaid Shaw, Miller Heiman

consultants, the Channel Partner Management (CPiMdyrgm is based on a
phenomenon that provides an approach and a sefifihitems to increase channel
revenues, entrench loyalty to the brand, and iserghe possibilities of winning

customers trust. The sales process also gets téaedi with smooth Channel
Relationship management.
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Relationship marketing in recent past has emergea l@ading strategic element of
business. It has a direct effect on the firm’s otiye performance and also suggests
that relationship marketing is more effective witka relationships are more critical
to channel partners and customeénganizations are considering CRM as the strategic
advantage to beat competition. There should be an element of trust and transparency
within business in order to strengthen CRM.

REVIEW OF LITERATURE

Manufacturers, service providers, distributors, astdilers have understood that the
management of distribution channel activities psg®o vital opportunities for

organizations to generate competitive advantage attaln outstanding financial

growth. Channel activities are important sourcesvalied-added benefits to end
users, more than the value added by an individemhpany’s other marketing

activities. Due to this substantially added valapacity, independent or individual
organizations can acquire strategic advantage diicieg the costs of performing

these activities or using distribution activities distinguish their offering. (Weitz,

Jap, 1995)

Robert et al., (2006) suggests that effectiveregsdater when relationships are built
with an individual than a firm/organisation. Johnd&lgo (2007) appraised that
market dynamics and customer needs are frequehégging, and telecom service
providers need to respond to these changes fastoine cases telecom sales
managers can share this responsibility, but manyaddhave the capacity to dedicate
additional time to channel management. To addraiss difficulty, many telecom
companies in India have employed channel managerssupervise channel
performance and modify the sales channels demasdeduired. Continuous and
regular channel management can lead to an efféctive business, as the sales force
has clarity of their roles and channel partnersaarare about their targets.
Companies should have relevant data to identifyegmetforming channel partners
and perform corrective measures that cater torgguént changes in the market. All
of these contribute to bottom-line growth. Mostet&lm companies measure sales
performance with revenue targets rather than ptafity metrics. If sales force
performance is measured on revenue alone, the &aies may look effective in
meeting sales goals, but they may be sacrificinggms. Aligning sales performance
with profitability targets should drive the apprigte sales force behavior. These
metrics should extend to channel partners and lduated regularly to yield the
biggest increases to the bottom line.

According to Aqua MCG Report, (2008) the needs goals of channel partners may
not always be related to those of the service pdevgi or the consumers. Channel
managers are the members of the producer orgamisaind they are responsible for
distribution performance. They should be able tcigle effective distribution
channels and work in association with the chanaeiers. Channel members should
be prompt enough to take the corrective measuresdban periodic monitoring and
evaluation. According to PravatSuryakar (2010),

The performance of the channel partners are ewaluatvarious phases on the basis
of efficacy and success rates of tapping the madgment, and also to know whether
they are able to earn return on investment forvargcapital. The penetration of the
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market is also an important parameter in measuhagffectiveness of the channel’s
reach to the customers of the far- flung areas.p§uphain managers must be
ambidextrous—able to see the big picture while &soising on the details. The key
to doing both is in frequent and multi-horizon plarg sessions: weekly reviews for
short-term planning, and regular reviews for loag¥t planning. (AT Kearney, 2013)

RATIONALE OF THE STUDY

This paper explicates that a marketing channel asta differentiating factor and
provides businesses with a competitive advantagetkéling channels comprise
several individuals and interdependent organizatitmat facilitate the process of
making a product or service available to end usghsnnel members play a dominant
role in moving products across the marketing chanfeey also perform the role of
sorting, making transactions routine and contrdetfeciency. In addition, marketing
channels perform several functions. These involvadvities that facilitate the flow
of products from the manufacturer to the end uAsrthe product moves through
different stages, different members in the distidou channel perform the functions
of exchange, logistics and other supporting fumstio

Companies can develop their own distribution channels or delegate the functions to
different channel members through channel integration and enhance channel
relationship management. Channel integration involves streamlining the different
channel activities and information flow in a manner that leads to mutual benefits to all
the partners concerned. The advantages of channel relationship management (CRM) are
manifold. It reduces transaction costs, improves inventory management, reduces
business opportunism, acts as a barrier to new entrants, bridges the time, space, and
variety gaps between production and consumption and reduces the business
opportunities lost due to stock-outs and delayed delivery.

RESEARCH METHODOLOGY

The setting of the data for this paper is in Westédttar Pradesh, India. This study is
empirical and quantitative. Using both field stuwdibat involved in depth interviews

of 70 Reliance Communications’ managers, 76 distoits and 700 retailers from the
population of 12000 retailers and published soufees periodicals, reports, annual
reports etc.), a self administered questionnaire eampleted. Close-ended (5 Point
Likert's scale) questions were used. Interviewsenveonducted with 70 managers
across all levels of Reliance Communications. Sofrthe managers were contacted
subsequently for clarifications and to obtain fertinformation as and when it was
needed. This phase was guided by a protocol thableshed guidelines to ensure
uniformity in coverage and depth. Eight key vargblwere chosen to analyze the
effectiveness of Channel Relationship ManagemeRMof RCOM and to assess

its impact on channel partner’s satisfaction level.

These eight variables fall into in-depth channehatgement activities; hence they are
referred as (V). All future references to the teéivi to V8” can be taken in this

context, throughout the paper. The explanatiomefariables is clearly stated before
the data presentation in the study. Internal ddtaetected channel partners, and
managers, and structured interview with selecte@noél partners and companies
across geographies and verticals were consolidatddanalyzed. The endeavor was
made to see if channel relationship managemenermpatbr trend of Reliance

Communications has an impact on the satisfactionhaihnel members in Western
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Uttar Pradesh. The empirical study is adopted hyagimg the statistical methods
extensively. The conclusions are extracted fromatiaysis of the data collected. The
Chi- square goodness of fit test, standard deviattne-Way ANOVA and Bonferri
Post Hoc test is used for the research paper.

1- rcom.co.in

Hypothesis
The hypothesis, which guided this study, was stagfbllows

H1l: The Company’s Channel Relationship Management haffactive impact on
the satisfaction of channel partners.

Flowing from the hypothesis, the following key \abies were formulated It is to
note that the researcher has denoted the VariaBld¥) and they are used as (V1,

V2,V3, ....... V11) across the tables used in the paper
v1i - Channel members are being guided by RCom's staff
V2 - RCom gives proper control systems, co-operadimmhadequate

empowerment to channel members.

V3 - RCom punctually compensates various types ofimmbis distribution
cost through reimbursements.

V4 - RCom takes care of sales margins due to highgdences of rate
fluctuations.

V5 - There is adequate support by RCom to channeltngrarin
implementing several market strategies.

V6 - RCom offers satisfactory credit in terms of ret& and time period
limit.

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

V8 - RCom offers satisfactory credit in terms of amioimit.

V9 - RCom gives proper training for better distribatimanagement.

V10 - Appointment of new distributors, curbing the aaref operations of

existing distributors due to any relevant reassnai source of
dissatisfaction for channel members.

V11l - RCom manages to distribute new and hot sellirmglycts equally to
all channel members.
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RESEARCH FINDINGS

The research was conducted by interviewing eitherpartner or the proprietor of the
distribution firms. Out of 700 retailers covered the study, 82 percent were the
FMCG distributors. The study revealed that the stidu FMCG distributor
dominated. These are the distributors who haveadyrgenetrated the market with
FMCG goods and it's easy for Reliance to distribtite products through them in
villages and remote areas.

In the educationally developed districts of West@itP) circle, the survey brings to
light how new avenues of opportunities are operth literate to become self-
employed. Thanks to the introduction of cell ph@sevices, a lot of people have
found new and attractive business to benefit fr@usiness trait is developed in
educated individuals to manage daily business wistances, to judge situations
appropriately as they arise and to take suitahleseoof action whenever necessary.

When an enquiry was made on the educational oceiibn of the cell phone
distributors, it is found that 77 per cent of diitors are graduates, 18 per cent of
them hold diploma and 5 per cent of them have stldp to higher secondary level.
The survey revealed that all distributors are ethttdao do simple arithmetic and
accounting and have an agreeable level of commuumictalent. This is evident from
the qualification they possess. On an average igtebditors have 5 FOS (Foot on
street) in their firms.

Prior to analysis of the results, the researchrunsént was tested for its reliability.
Reliability of the measurements was determinedgu€§ironbach’s Coefficient Alpha.
The reliability coefficient indicates that the sedbr measuring sales and distribution
strategies is reliable.

Table 1.1  Evaluation Of Relationship Between Key-Mediating Variables of
Channel Relationship Management on responses of Distributors of RCom

CRM
Vi | V2 V3 V4 V5 Vé V7 K] V9 V10 V11
Variables
Vi 1101 | 078 | 082 | 059" 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™ | 091 | 0.94* 0.57*
V6 1 0.004 | 099 | 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*
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V10 1 0.75*

Vi1 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=0.5241t0 1

Table 1.1 exhibits that degree of relationship waslied between key mediating
variables of Channel Relationship Management. Vec®the distributors of Reliance
Communications in Western U.P. Circle. The aboudetashows that correlations
most of the variables, are highly significant. Heeethe correlations between V1
and V6 (.42) and V1 and V7 (.42) are significahtalso reflects that the correlations
between V2 and V4 (.41), V2 and V9 (.471), V2 artD\(.45), and V4 and V7 (.53)
are significant. It is observed from the table ttiet correlations between the V7 and
V9 (.451), V7 and V10 (.49) significant. In additito this it is also observed that the
correlations between V2 and V7 (-0.24), V7 and(MB03), V7 and V11 (-0.02), are
highly insignificant. The correlations between Midav2 (0.10), V1 and V8 (0.38),
are insignificant. The correlations between V2 a8 (0.31), and V7 (0.004) are
insignificant.

Table 1.2 reflects that degree of relationship waglied between key mediating
variables of Channel Relationship Management. tec® the retailers of Reliance
Communications in Western U.P. Circle. It is toentitat Variables (V3, V9 and V10)
are not taken into consideration in this table. SEhgariables are not applicable to
retailers in Channel Relationship Management dwtviof the organisation. A T-test
can be used to measure the differences in the méahese variables among
distributors and Company Personnel. The above X@bkhows that correlations most
of the variables, are highly significant. Howewe correlation between V2 and V7,
V5 and V7, V6 and V7, V7 and V8, V8 and V11 arehiygnsignificant.

Table 1.2  Evaluation of Relationship between Key-Mediating Variables of
Channel Relationship Management on Responses of Retailers of RCom

Va(r:i:l';’:es Vi V2 V4 V5 V6 V7 V8 Vi1
vi 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
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**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=0.5241to 1

Table 1.3  Evaluation of Relationship between Key-Mediating Variables of
Channel Relationship Management on Responses of Company Personnel of RCom

CRM Vi V2 V3 V4 V5 V6 V7 V8 V9 V10 Vi1
Variables

Vi 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* | 097 | 0.95™ | 0.65™
V8 1.0 0.83* | 0.91* 04"
V9 1.0 0.95 | 0.81*

V10 1.0 0.73"

Vi1 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 the degree of relatimswas studied between key
mediating variables of Channel Relationship Manag@mIt covers employees
corporate office and branch office employees of RGo Western (U.P) circle. The

above table shows that although the correlationsd®n most of the variables are
highly significant but some of them are also inffigant. The correlation between
V1 and V6 (.207) is insignificant. The correlatibetween V3 and V11 (0.257) and
V4 and V6 (0.18) is non significant. The degreerelationships is insignificant

between V5 and V11 (.394), V6 and V11 (.02), V8 &afid (0.4)

The Cronbach’s: yielded a value of 0.825 indicating the relialyildgf the scale. The
significance was tested through the non-paramelisquare goodness of fit (Table
1.4). The chi-square goodness of fit is the suithefdifference between the observed
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outcome and the expected outcome. The resultsatadibat distributor’'s agree that
the companies proper Channel Relationship Managehana significant impact on
the satisfaction of channel partners

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 tyggptions of responses within each
guestion are significantly different from a unifodistribution. The significance level
where p<0.05 is used for interpretation. It compdhe observed data to the expected
data under the assumption of a uniform distribuamd calculates the Chi - Square
value and its associated p value. It is evident tha majority of the distributors
strongly agreed/ agreed that they are satisfiech iite Channel Relationship
Management of Reliance communications except itsmpemsation policy of
distribution cost through re-imbursements, RComipp®rt in implementing market
strategies and taking care of sales margins becduaée fluctuation

Table 1.5 One Way ANOVA - Channel Relationship Management Variables
Between The Distribution Channels Of RCOM

Company

PARAMETERS Distributors | Retailers | 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 333 2974 228
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satisfactory
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
Table 1.6 Data Summary
Samples
1 2 3 Total
N 8 8 8 24
5 X 1947 17064 1915 20926
-Mean 243.375 2133 239.375 871.9167
T X 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/BI
Total 20061992 23

Table 1.5, 1.6 and 1.7 shows the significant dififees between the Distributor
Retailer and company personnel for the ChanneltiRakhip Management (CRM)
variables. Bonferroni Post-Hoc test was carrigdnfaltiple comparisons in order to
establish the significant differences between thmlmnations of the groupCAN'T
BE CHANGED)

Table 1.8 Multiple Comparisons of Channel Relatioship Management

Variables with Distribution Channels of RCOM

Confidence Intervals and Statistical Significance

Page 9 of 12



—
Comparison Mean1-Mean2 |  95% Clof difference T (:L%“('g‘f:;“t
1: Distributor Vs. Retailer - 1889.625 -2168.223 to - 1611.027 17.513 Yes
2 Retaier V. Company +1893.625 | +1615.027 to +2172.223 | 17.550 Yes
Personnel
3: Distributor Vs. Company + 4000 274508 1o + 282508 0037 "
Personnel

The table depicts results of Post-Hoc Test. It waasied out to test the significant
differences for Channel relationship managemeniakbes amongst distribution

channel of RCOM in Western U.P circle. Differencae significant between

Retailers and Distributors, and Retailers and Campersonnel. There combinations
of differences were found to be non-significant agdistributor and Company

personnel, reflecting that both have almost simi@inion towards the Chanel

Relationship Management practices of RCOM, ancethare less differences in their
responses towards understanding the impact of @h&welationship Management on
the satisfaction of channel partners.

DISCUSSION OF THE FINDINGS OF THE STUDY

According to the data analysis the alternate hygsithis established. To bring
transparency and greater understanding it is irapbtb summarize the key findings.
Reliance Communications is making efforts to optenChannel Relations aiming to
making the product available to the remotest aieaise region; delivering customer
service; providing credit and financial assistaregsortment convenience; breaking
bulk; and giving advice and support to retailerapi®rt is provided by Reliance
Communications in the form of local sales promatigsits by sales staff, etc., and it
is also critical in getting the best out of the mh@l members. Designing appropriate
incentive schemes that motivate channel membersritribute in the right direction.
Reliance Communication is working on discouragingss-territory sales by channel
members of Western (UP) circle, which reinforces ttommitment towards the
channel and helps in building longer-term relatiops.

The study of (Weitz, Jap 1995), is also reinfortieat the channel activities are the
important source of valued-added benefits to erdssnore than the value added by
other marketing activities. Reliance Communicatieamsreasingly offer support to
distributors by helping giving them adequate sto@sponding to their financial
requests promptly aiming to run their setup effedyi and also provide adequate
training whenever necessary. Reliance Communicat®ralso taking help of
technological innovations that help in building efficient Channel relationship
Management. For example efficient MIS can enabéectbmpany and dealer to take
proactive actions on schemes, promotions and dw&rategy. The study of (Robert
et al., 2006), also confirmed that channel relamm marketing has a direct effect on
the firm’s objective performance and also suggdest telationship marketing is more
effective when the relationships are more crittcathannel partners and customers,
for example, the study revealed that RCom givespgrocontrol, manpower,
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empowerment to their Channel members, because R@&k the channel members
to be satisfied. Moreover, RCom also wants to pateetthe market by tapping the
maximum number of customers through the distrilbugbannels.

LIMITATIONS OF THE STUDY

The study is not free from limitations, for instand was undertaken in 5 districts of
Western Up Circle only, hence the generalizatiothefdata should not be done based
on the results of this study only because the stumy not taken rural areas into
account.

The study considered CDMA (Cumulative Device Mudigservices) UIMs and it
was limited to Prepaid Services only, hence theeg@ization of the data should not
be applied for GSM and postpaid services.

The Random Sampling technique was used for they stnd was not based on Census
Method. The questionnaire was lacked open-endesdtigne and a sworn translator
did not translate the questionnaire in mother tengiindi, but was drafted into the
English language.

CONCLUSION

It is evident from the extracted results that themPany’s Channel Relationship
Management has an effective impact on the satisfacdf channel partners in

Western Uttar Pradesh circle. The functions oraldes of the study help to set
distribution objectives, channel design, logisticenage building, inventory

management, payment & credit, promotional assistasetting targets, coverage
frequency, and motivating channel to perform. Thedg confirms that all the

functions have a significant influence on the $atison of the channel partners.
Distributors need to be continuously coaxed fortasnable relations and to deliver
required level of performance.

The credit facility provided by Reliance Communioat depends on the quantity of
the sales revenue generated by the distributors.nidre the sales revenue generated
by the distributor, the more the credit facility BCom. The credit limit is restricted
only for handsets, Reliance Communications doesgna credit for UIM cards.
Moreover, the study also reveals that none of thku@r Service Providers operating
in Western (U.P) circle give credit facility to tlibutors for Stock Maintenance of
UIM/ SIM cards. There are a few factors administielng Reliance Communications
in the correct manner to enhance the sales perfarenaf the organisation. The
factors are motivating channel members, providiregdhannel members with market
knowledge, providing lucrative credit facility, cetant and effective communication
and being continuously aggressive in implementirgketing strategies.

The study confirms that Channel Relationship mameyg of Reliance
Communication has a significant impact on the ckeapartners of telecom industry
in Western Uttar Pradesh Circle, India.

REFERENCE

* C.K. Prahalad, Fortune at the Bottom of the PyraifNew Jersey: Pearson
Publishing, 2005)
« Gautam Abhinanda, The impact of above the line pton tools used in the

Page 11 of 12



telecom sector - a case study of Reliance Commiioisa In Western Uttar
Pradesh Circle, Indid&uropean Journal of Business and Social Scien¢ek 3,
No. 4, pp 29-38,.

K. A. Silva, Customer Retention: With Special Refeze to Telecommunication
Industry in Sri Lanka, International ConferenceBusiness and Information, July
2009, Kuala Lumpur, Malaysia

Futrell, C.M. (2001) Sales Management, (6th edpriidon Learning

Hidalgo John, (2007) Tuning in to your sales chéren help you satisfy
customers without sacrificing margins, White Papese Study of Deloitte
Development LLC. Pp 2-10.

Joji Alex. N, Compulsive buying behaviour in Indi@onsumers and its impact
on credit default- An emerging paradigm, Consumerkets and marketing,
International Marketing Conference on Marketing &ctety, 8-10 April, 2007,
[IM Kozikhode

Krishna, R. Khatri, M. (2008). Antecedents of Cusé&r Relationships in the
Telecommunication Sector: An Empirical StudZFAI University Journal of
Services Marketingvol. 6 No. 3, pp. 38-59

Meltzer M. (2006). Customer Retention and Acquisitior Telecommunications,
in N.M Shanthi (Ed.), CRM In Telecom: Concepts &ases pp (72-83),
Hyderabad, The ICFAI University press.

Nguyen, A. H., Papadopoulos, T.( 2011 May) Explgrithe Potential Benefits Of
CRM Systems In Customer- Centric Age: A Case SQfhA Telecom Company
In Vietnam. European, Mediterranean & Middle EasteConference on
Information Systems (EMCIS2011), Athens,Greece35-371.

Oburai Prathap, Grounded Exploration of Sales aridtribution Channel
Structures in Thirteen Industries in India Leadioga Classification Scheme,
Academy of Marketing 2004 conference, July 06-OBel@nham, University of
Gloucestershire Business School, England, Unitedj#om

Ogenyi Omar and Antony kent (2001).Internationafp@it influences on
impulsive shopping: trait and normative approdakernational journal of retail
and distribution managementol 29 No 5 pp 226-235

P. S. Kar, 2010, an overview of Sales & DistribntManagement, ICFMR
Pelton Lou E., Strutton David, Lumpkin James R0O@0 Marketing Channels: A
Relationship Management Approach, McGraw Hill.

Shanthi, N.M. (2005). Effectiveness Of Predictivéhuéh Models to Sustain
Market Share in Mobile Industry-An AppraisalCFAI journal of Services
Marketing pp. 52-57

Supply Chain Cost Reduction Opportunities for Indi@ompanies | Acqua MCG
Special Report

T. Bettina Cornwell & Judy Drennan (Dec 2004), Gr@ultural
Consumer/Consumption Research: Dealing with Issu&serging from
Globalization and Fragmentatiodournal of Macro MarketingVol 24, No.2, pp.
108

Weitz, Jap, Relationship marketing and DistributiGhannels,Journal of the
Academy of Marketing Sciendéol 23, No. 4, pp. 305-32

Page 12 of 12



