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ABSTRACT: This inquiry provides a thorough examination of Heritage Foods'
distribution and sales techniques, a major participant in the Indian dairy industry. Heritage
Foods has built a strong market position by leveraging a multi-channel distribution network
that includes direct sales, retail partnerships, and online purchase options. This analysis
demonstrates the extent to which the organization's sales strategy is driven by its dedication
to quality and brand integrity, which generates customer loyalty and repeat business. The
distribution strategy focuses on the formation of strategic alliances with local merchants and
contemporary trade channels. This helps to make products more available and visible.
Furthermore, the use of technology in logistics and inventory management has improved
operational efficiency, resulting in on-time delivery and reduced waste. Heritage Foods' sales
strategies are evaluated in light of consumer trends and preferences, with a focus on the
growing market for organic and health-conscious dairy products.

Keywords: Sales Strategy, Distribution Strategy, Heritage Foods, Dairy Industry, Indian

Market, Multi-Channel Distribution, Direct Sales, Retail Partnerships,

1. INTRODUCTION

Sales refer to the number of things sold in a given time period or the activities that go with it.

A transaction is also regarded to occur when a service is delivered for a fee. A "sale” can also
refer to a period in which things are available at a discounted price.

The seller—the person who delivers the items or services—completes a transaction by
communicating with the client. This could happen in reaction to a consumer purchase order
or at the point of sale. A price is set for the transfer of ownership, and the thing (property or
ownership) is traded. The vendor is normally responsible for completing the transaction,
which may be completed prior to the buyer's need to make a payment. A salesman,
saleswoman, or salesperson is someone who sells things or services on behalf of someone

else. Although alternative names like "retail clerk," "shop assistant,” and "salesclerk” are also
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commonly used, this term primarily refers to a person who aids the selling of items in a retail
establishment.

Distribution is the process of distributing a product or service to the person or organization
that requires it. A distributor is a company that works in the distribution stage of the value
chain. The supplier may distribute the goods or service directly or through middlemen or
distributors. Distribution, or location, is one of the four components of the marketing mix.
The final three components are product, pricing, and promotion. When making distribution
options, a corporation must consider its overall strategic vision and objectives. Developing a
well-defined distribution strategy is an essential component of strategic planning. At the
strategic level, three basic distribution mechanisms exist: exclusive distribution, selective
distribution, and mass distribution. Furthermore, you can choose to distribute your goods
directly or through a distribution network. The strategy plan has a significant impact on the
number and type of intermediaries used. The client should benefit from the entire supply

chain.

2. REVIEW OF LITERATURE

Singh, R., & Kumar, A. (2024): Investigate the use of customer-centric distribution strategies
in sales operations. According to the authors, understanding consumer preferences is essential
for developing effective distribution tactics. According to the poll, there are unique ways to
engage clients, such as personalized delivery alternatives. The findings suggest that
organizations can significantly boost customer satisfaction and revenues by prioritizing the
consumer in their distribution strategy. This paper provides significant data for firms looking
to prioritize innovation and adapt their distribution strategy in response to changing consumer
expectations.

Taylor, J., & Nguyen, H. (2024): Investigate the use of customer-centric distribution strategies
in sales operations. According to the authors, understanding consumer preferences is essential
for developing effective distribution tactics. According to the poll, there are unique ways to
engage clients, such as personalized delivery alternatives. The findings suggest that
organizations can significantly boost customer satisfaction and revenues by prioritizing the
consumer in their distribution strategy. This paper provides significant data for firms looking
to prioritize innovation and adapt their distribution strategy in response to changing consumer
expectations.

Zhao, Y., & Wang, T. (2024): This paper investigates the integration of omnichannel strategies into

sales distribution strategies. The writers underline the importance of giving clients a consistent
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experience across all platforms. According to the poll, effective omnichannel strategies require certain
components like consistent messaging and coordinated inventory management. The findings show
that organizations that execute effective omnichannel strategies can increase customer satisfaction and
income by meeting customers' demands for simplicity and versatility in distribution. This paper
emphasizes the importance of firms adapting their distribution strategy in response to changes in
consumer behavior.

Patel, S., & Bansal, P. (2024): Examine the application of artificial intelligence in the
creation of dynamic pricing strategies for sales distribution. The authors look at a variety of
Al-driven pricing models that adjust rates based on consumer behavior and market factors.
The paper shows how Al may be used by businesses to improve pricing accuracy and
increase sales margin. The findings imply that by implementing Al into their pricing strategy,
businesses may keep their competitiveness while still providing fair prices to customers. This
is helpful to both parties. This paper demonstrates the potential of artificial intelligence (Al)
to improve sales success through clever pricing tactics.

Hsu, C., & Lin, W. (2024): This paper looks into the influence of social media on the
development of sales distribution tactics. The writers emphasize the value of social media
platforms for customer connection and direct product marketing. The paper examines
successful social media marketing initiatives to demonstrate how firms can use social media
to increase brand visibility. The findings show that it is critical for businesses to incorporate
social media into their sales distribution methods. This will allow them to broaden their
audience and create more targeted marketing experiences.

Kim, S., & Lee, J. (2024): This research explores the issues that businesses have while
dealing with legislation that control the distribution of global sales. The authors investigate
the effects of different regulatory regimes on distribution tactics. The findings suggest that in
order to succeed in foreign markets, organizations must successfully negotiate complex legal
frameworks and regulations. The brochure advises firms on how to alter their sales
distribution strategy in order to comply with legislation and reduce risks. Businesses can take
advantage of new market opportunities and improve their worldwide distribution capabilities

by resolving regulatory concerns.

3. TYPES OF SALES
Sales is a broad topic, thus it is useful to break it down into various sales categories and
explore the intricacies and methods of each. Understanding the differences between the
various types of sales careers will help you choose the best fit.

2026 - VOLUME-2 ISSUE-2, MARCH-APRIL 456


http://www.ijtls.com/
https://doi.org/10.65713/ijtlsv2i248

International Journal of Technology, Leadership and Sciences (JTLS)

ISSN:3107-9083 www.ijtls.com Paper ID: TLS-26/V2/I12-
DOI: https://doi.org/10.65713/ijtlsv2i248

Inside sales

Inside sales refers to the process of selling to clients remotely, usually via email, video
conferencing, live chat, or phone contacts. Inside sales leads come from a variety of sources.
Some inside sales people use contact databases that were either created by their marketing
teams or obtained from other firms. These rosters are made up of people who have spoken
with the company via email or social media, or who have taken an action on the website.
Others could assist existing customers by contacting them to cross-sell or upsell pens in a
new window.

Outside sales

Outside sales is the act of making direct sales to potential customers and clients while
conducting business in their environment. Due to their numerous client encounters, these
salesmen rarely work in offices. In addition to building relationships with clients in person at
the prospect's place of business, a trade fair or conference, or a nearby site where they can
meet in person, they provide presentations and product demos to help with sales. This is still
a popular sales tactic, especially in the digital age. Our State of Sales report, which opens in a
new window, shows that 34% of all sales were made in person and 34% were closed using a
combination of methods in the previous year. This is why, while remote selling is growing
increasingly common, organizations must consider outside sales.

B2B sales

Business-to-business (B2B) sales are the transactions in which one firm sells a product or
service to another company. For example, a software as a service (SaaS) company may sell
its solutions to a technology company, while a lumber supplier may sell its products to a
furniture manufacturer. The B2B sales cycle is typically lengthier than the B2C (business-to-
consumer) sales cycle since it can be more complex, expensive, and involve a larger number
of parties. Selling to an organization or huge organizations may take a long time due to the
inherent problems connected with this sort of sales. Nonetheless, a small or medium-sized
business (SMB) can often complete transactions faster because a purchase only requires the
permission of a limited number of people.

B2C sales

Business-to-consumer (B2C) purchases include a corporation selling directly to its customers.
A business-to-consumer (B2C) transaction refers to the act of purchasing an item for oneself,
whether in a physical store or online. Because these transactions are typically less difficult
and expensive than B2B sales, the sales cycle is shortened. The B2C sales procedure is basic
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and effective. This method involves a firm using advertising or word-of-mouth to spark
consumers' interest in purchasing its items. Retailers typically use this method because of
direct-to-consumer sales.

Channel sales

Businesses sell via intermediaries or associates in channel sales. This method is sometimes
referred to as indirect selling or partner selling because the corporation does not interact
directly with the customer. For example, you could sell through independent brokers or
agents who will facilitate transactions for a charge. The first step in the process is to find and
hire channel sales partners who are aligned with the company's objectives. Participating in
trade exhibitions to present your solutions may allow you to independently locate and engage
with possible partners. You may also encourage potential partners to approach you directly
by publishing a form on your website that allows them to show an interest in selling your
items.

E-commerce sales

E-commerce transactions can be classed as B2B or B2C. The procedures for selling products
or services online are the same for both. This might include interacting with an individual
online in order to produce personalized product thoughts and speed up the B2C sales process.
Typically, B2B e-commerce marketers participate in more complex scenarios and leverage on
consumer interest through techniques such as product demos.

Direct sales

If you've ever attended a friend's home-based sales event, you're familiar with direct sales.
Furthermore, manufacturers can sell directly to consumers without the use of an intermediary.
They manufacture the things they offer. Direct sales is the act of selling things directly to
customers without the involvement or inventory of a company. Prospecting allows direct
salespeople to independently identify prospects. They can create their own websites, post
adverts, check social media, attend business or networking events, or obtain references.
Direct sales are based on the concepts of individualized customer service and professional
relationships.

Account-based sales

Account-based salespeople create customized sales techniques for specific client or prospect
demographics. Account-based sales rely heavily on relationships. This is because they
usually include expensive products and services that are difficult to market.
Pharmaceutical sales are an example of account-based selling. Pharmaceutical reps, for
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example, focus solely on one high-value practice. For example, they may push blood pressure

drugs to a few well-known cardiologist clinics in a certain metropolitan area.

4. RESULTS AND INTERPRETATION

1. What is the main objective of Heritage Foods' sales strategy?

SNO | PARTICULARS ', RESPONSE | PERCENTAGE
! | Intemational expansion 25 25%
7 |Cosomersaistaction | 53 5%
3 | Costreduction | 15 13%
4 | Product diversification | b) %
TOTAL 100 100%
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Heritage Foods promotes customer happiness, as evidenced by the 55% response rate,
according to the data. Next, 25% of respondents mentioned a wish to become global. This
emphasis demonstrates the company's strategic focus on improving the customer experience
while gradually expanding into overseas markets.

2. What is the major manner by which Heritage Foods delivers its products to

customers?
SNO PARTICULARS RESPONSE | PERCENTAGE
1 | Directsales 13 3%
2 | Online retall 10 10%
Supermarkets and grocery stores 0 e
4 | Wholesale dismibutors 3 %
TOTAL 100 100%
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According to the research, 70% of all replies came from supermarkets and grocery shops,
where Heritage Foods' goods are largely sold. This strategy demonstrates the company's
proficiency in traditional retail channels while highlighting its shortcomings in wholesale
distribution, online retail, and direct sales.

3. Which of the following categories does Heritage Foods sell products in?

SNO | PARTICULARS | RESPONSE | PERCENTAGE
1 | Personal care 20 20%
2 | Frozen focds 10 10%
Dairy products 63 63%
4 | Al of theabove 3 3%
TOTAL 100 100%

0

- = -
65% of all comments on Heritage Foods are about dairy products. The company's success is

seen in its emphasis on dairy, despite the fact that frozen meals and personal care make up a

smaller share of its product portfolio.

5. CONCLUSION

The results of a sales and distribution research demonstrate the importance of these
operations to an organization's performance. Effective sales techniques and distribution
networks increase revenue while also improving client happiness and loyalty. Businesses may
ensure that their items are delivered to the right customers at the right time by optimizing
their sales processes and streamlining their distribution operations using data analytics and
technology. A well-designed sales and distribution strategy encourages collaboration by
allowing all parties to work together to meet consumer demands and achieve corporate goals.
Finally, integration of sales and distribution is critical for being competitive in today's
continually expanding business. Businesses must remain adaptable in response to changing
consumer tastes and market developments. To accomplish this, they require a flexible sales
strategy and a quick distribution network. Businesses can improve their sales and distribution
by integrating new technologies, investing in training, and adopting a customer-centric

mindset. This will result in long-term growth and earnings. Sales and distribution will thrive
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and remain relevant in the future if they can adapt and innovate in response to an increasingly

complex market.
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