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Who'sThe
Customers
There was growing reallsatlon at Kuello that
Its customer was not so much the end-user as
the retailer, who was responsible lor the
success or lallure 01 Its products

AJAN Misra was fascinated by
the website supermarket.
Scrolling through the site, he
read the procedure for using
the services it offered and
scanned the products and
brands that were available. He

noted that barely two or three of Kuello
Industries' skincare and cosmetic brands
were listed.

Misra was vice-president (sales) at
Kuello Industries and took a lot of pride and
care in ensuring the shelf presence of his skin-
care and cosmetic ranges. Although website
supermarkets were still in their infancy in India,
he noted the absence of his products on the list.
That bothered him. He called Sudhir Gupta, the
sales manager for the western region, and said: "Find
out more about this website market and the person
who runs it, and place all our brands on it"

Gupta was wary. "I have never heard of this man or his
supermarket. Do we really want to get involved with these
things?" he asked.

"I won't dismiss him so summarily, at least not in today's
times," Said Misra.

"How many people buy on the web, Rajan?" asked Gupta.
"Fifty, hundred?"

"It's not the numbers. This website retailer heralds the shape
of things to come. Don't treat him lightly. I'd say, get to him before

This case study was first published in BW,
7 December 1998.
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your competitors do:' said Misra.

Gupta thought about it. Kuello's sales sys-
tem allowed the company to sell only to its
stockists. "The stockists are our customers
and it is for them to sell to retailers," said
Gupta. "I will ask one of our stockists to con-
tact the website market."

Misra perked up. "Who is our customer?"
he asked.

"Anyone who buys our products," said
Gupta. "That is just one part of the definition,"
said Misra. "But first, let us examine who a con-

sumer is. The 'consumer' is defined as the
person who is the end user. He does not

necessarily have to be the pur-
chaser. A customer need not be

the consumer. An important
part of being a customer

is the existence of a purchase or sale. He
may buy a product to give it to another for

his or her use, like a mother who buys a
soap for her child. Or he may buy

goods to distribute them to a mar-
ket of consumers, the way a stock-

ist does."
"True. Therefore, the

woman of the house and a
stockist are both cus-
tomers:' said Gupta.

"But there is a differ-
ence," pointed out Misra.
''According to the first
part of the definition of a
customer, a stockist can
be a customer, because
he purchases. And, for
us, he is the first point of
sale. Traditionally, there-
fore, we have looked at
him as being the cus-
tomer until we realised
that there is the second
important part of a cus-

tomer in definitional terms
- which is, that a customer

must have a choice."
Gupta was unsure. "What

are you trying to say?" he asked.
"Okay, tell me, does the

stockist have a choice of what he
buys?" asked Misra. "What is the

motive behind his purchase deci-
sion? He buys because he has an agree-

ment with us. Once he has undertaken to
sell our products, he cannot buy from our

competitor. His undertaking is for a fixed pe-
riod and for only our products. He has no choice.

He is a conduit to the end consumer who has a
choice. But because the stockist has no choice, he is not

our customer," said Misra.
Gupta was surprised. "Then what is he?" he asked.
"He is our partner," said Misra. "The very fact that there is a

contractual relationship affects our percep-
tion of our relationship with him, because we
then start looking at issues like how we can
manage his business better, how we can give
him a good rate of return, how we can train
his people, so that they can, in turn, deliver
our products to the market. He is an agent.
He is merely a stopover in the distribution
route. When you look at it from that view-
point, the customer in our business is the re-
tailer, because he has a choice which he can
exercise. If he doesn't want to stock our
brand, he will not buy it."

Misra now pushed the sheet of paper he
was writing on towards Gupta. It read: 'Acus-
tomer is a person who buys a product, who
has a choice that he can exercise and a
choice that can be influenced.' "It assumes

the coexistence of two factors," said Misra. "One is your power to
influence his choice and, two, his power to exercise that choice."

A
s Misra explained, while advertising allowed Kuello to in-
fluence the end user's choice, in the case of a stockist there
was no such power, simply because he was already wedded
to his choice of brands by contract. Likewise, said Misra,
the stockist could influence what a company supplied to

him, but only to a limited extent. And that was decided by the cus-
tomer, the retailer, for the retailer decided what he wanted to buy.

"Therefore, shouldn't the focus of our sales, distribution and
marketing effort be the retailer?" he asked. ''Afrer all, he is the guy
who has the choice and, if you do not influence him well enough,
he will buy from the competition. Therefore, this totally reorients
howwe look at our business. Now look at your website retailer and
decide ifhe is important to us or not," he said.

Gupta got the drift of the discussion. "What does this reorien-
tation have to do with the end user?" he asked.

"Very simple," said Misra. "The retailer is the point at which an
end user seeks the satisfaction of his or her needs. And this is
where we should structure our businesses. In the case of our skin-
care products, a consumer seeks to address her entire needs. So
she wants a soap, a cream, a lotion, a lipstick, an eye shadow, a sun
screen ... what happens if her retailer cannot supply her with the
entire range of products? She will either buy only a part of her
needs or not buy from him at all."

"You are assuming that when a consumer goes to buy, she
would like to see the entire range of products," said Gupta.

But Misra was going one step further. "Ideally, she would not
like to go to two or three shops to meet her needs. But if she nor-
mally shops at the local store, where she gets her basic soap and
cream, she cannot meet her entire skin care needs. For instance, if
this retailer does not stock Gloderm, our anti-wrinkle cream, her
need may be met by another brand."

"Therefore, we need to first target the retailer," continued
Misra. "Because if we don't service our customer, the retailer,
properly, somebody else will take him away from us."

Misra explained the dynamics of the retail pull and the end
user pull. Earlier, loyalty was dependent on gradually building a
relationship with a brand. "Today the end user is getting informa-
tion on wrinkle management from everybody who is in the skin-
care business," he said. "Each is telling her about ph balances and
hydroxy acids. She doesn't need to depend on what Pond's or Avon
is suggesting. Given the knowledge base, she tends to become in-
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different to brands. Her loyalty is to a category than to a brand.
She may have a certain liking for Kuello's Gloderm, but Gloderm is
not available at Royal Stores. So what does she do? Royal stocks'
Avon, and that delivers the same performance as Gloderm. So she
could end up buying Avon."

"At the same time," explained Misra, "look at it from the re-
tailer's viewpoint. He asks his stockist for Gloderm, but, say, the
supply is erratic. He could very well buy a substitute brand, be-
cause he is not bound to Kuello or any company with an agree-
ment. And whose decision is he influencing? The end user's."

"But he has already made that decision for her by stocking
Avon," said Gupta.

"And what has Kuello done?" asked Misra. "It has lost the slot
on the shelf to Avon. But we are not talking about shelf space. We
are talking about the retailer's preference list. Why has he chosen
Avon and not Gloderm? Because your service to his outlet is not
good enough; you are not well represented in his shop."

MISRA felt that a consumer who sought skincare was
looking at a vast range of skin aids simultaneously.
Hence, Kuello - which made lotions, moisturisers,
sunscreen lotions, soaps, face scrubs, etc. - should ide-
ally present its entire range as a portfolio to her, under

one unified window, where all products come under one category
or business group. "Therefore, shouldn't a company categorise its
businesses according to what a consumer wants?" he asked.

Kuello manufactured three broad categories of skincare prod-
ucts - soaps, skincare products and coloured cosmetics. These
categories were managed as three distinct profit centres. ''Asfar as
I can see, all these products must come under one umbrella for
marketing and distribution," Misra said. "The consumer is look-
ing at a menu that will meet all her skincare needs. This starts
from the basic level of washing the skin to moisturising it, de-
wrinkling it, night repairing it or sun screening it till the cosmetic
stage of dressing it up, painting it and preserving it. That is the
need you are addressing, and that need cannot be fragmented."

Likewise, from the retailers' perspective too, he saw how
Kuello could organise its businesses. "If a consumer wants a total
solution, a unified window, the customer - that is, the retailer-
should be able to give it to her. Right?" he asked.

Misra put forth more reasons for shifting the focus to the re-
tailer. Important among these was the growth of supermarket
chains in some parts of the country. "In Chennai or Bangalore,
you have FoodWorid and Nilgiris. In Delhi you have Nanz. These
supermarkets have something like 20 outlets each. Now this su-
permarket retailer is very different from other retailers. Earlier, a
retailer meant one outlet, Now, when the Nanz agent comes to

,
",

me, he is talking about 20 outlets, he is a big customer."
This man was reaching out to mora people, and he had the

power to influence the buying habits and brand preferences of a
larger segment of consumers. As Misra said: "If he says he does
not want Gloderrn, he does not want it for all 20 outlets." That
meant Kuello would lose out on the opportunity to be present in
20 large outlets which were self-service stores, where significant
numbers of end users went to buy their entire week's require-
ments - from meat, eggs and flour, to soaps and cosmetics.

If a consumer went there to buy her entire skincare needs, it
was because this supermarket was more likely to have a wider
range of such products. Therefore, if Kuello was present there with
all its products, there was a greater probability of her selecting
Kuello's brands rather than those of others. It, therefore, seemed
appropriate to Misra that Kuello should now be promoting its en-
tire skincare mission under one umbrella.

"As a company, are we really doing that, addressing a con-
sumer's needs in totality, as a total skincare solution?" asked
Misra. "Second, are you recognising that the people who are actu-
ally stocking your products can now influence or impact your off-
takes so much? Earlier you were looking at a retailer as one outlet,
two outlets, but today this guy is offering a variety of brands taste-
fully stocked in each of his 20 outlets all over Chennai.'

The large supermarket style of shopping was catching on
among the urban consumer. Some of these outlets were trying out
innovative ways of attracting the consumer, like offering shop
credit cards against which a consumer could buy her entire
month's needs. "This means that in places like these, the number
of visits to the store is reduced. And when the consumer does visit
these stores, she makes her brand decisions for the entire month.
For example, she will buy three jars of Milo that will last the entire
month, or two jars of Gloderm. Can you see what a great brand-
driver such stores can be?" asked Misra.

"Therefore, in the face of this retail revolution, shouldn't we re-
orient the way we are distributing our product?" he said.

Last week, he had a taste of this imminent revolution. Sitting
in her Churchgate office, his wife had faxed her month's require-
ment of provisions on a computerised 'standard list' provided by
her kirana store on Pali Hill in Bandra, which promised to deliver
it at no extra cost. "And do you know, starting January 1999, he will
accept emailed orders?" said Misra incredulously. "This means
more people will buy from him and more consistently."

Kwality Stores was all of 400 sq.ft., had four delivery boys and
sold over Rs 20 lakh worth of goods every month. "Kwality Stores is
important for us," said Misra. More than servicing, his priority
was to persuade the store to stock Kuello's brands rather than the
competition's. Of the six face washes in the market, Kwality stoc-

ked three. However, it did not stock Gloderm face wash.
"Now think about it, 800 households who shop at

Kwalitywill be cut off from Gloderm. See? It's not
the numbers, it's the opportunity," said Misra.

This really meant that while Kuello tar-
geted the end user in its advertising, it
could be leveraged only with some addi-
tional inputs to the retailer, who had now
become very relevant. "What use is it then
if our stockist carries Gloderrn, when the
retailer doesn't buy it? If the stockist is a

mere stocking and distribution point he has
very little bearing on the purchase decision of

the retailer. The retailer is more critical and a
very different creature in today's times. I feel that
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the field force is not geared to or capable of han-
dling this new avatar. Today's retailer is armed
with computers that give him accurate details
ofhow much stock was bought, when and by
whom, and what his stock keeping units
(SKUs)were. He has bar-coded his stock
and knows the minute details of his pur-
chase pattern and what it is doing for his
sales," said Misra.

Like most other companies, Kuello too
focused on stockists. Its field force dealt with
the stockists whose sales force, in turn, dealt
with the retailer. Misra now dropped a bomb-
shell. "We should do away with the stockist sales
force's interaction with the retailer. They should at best
be order-takers, not influencers, because they neither have the
brand commitment nor the drive to influence the retailer. In other
words, our field force should deal with the retailer directly."

Misra proposed that they begin by implementing this idea
with the supermarkets. "If you superimpose the Kwality phenom-
enon on Nanz or FoodWorld, the ramifications are huge. Twenty
stores,large volumes, large values, large throughputs .... If a Food-
Worlddoes not accept Gloderm, we are cut off from 20 outlets or
20,000households. The supermarket is the trend of the future. A
supermarket owner does not want to deal with different sales
teams for each product group. He'll say send me one manager
withwhom I can place my orders for all your products for all my
outlets.Are we geared for that?" asked Misra.

And that was what a supermarketer told him. "I am a big busi-
nessman with 20 stores that sell Rs 25lakh per month of all your
products - from cosmetics to mosquito repellents and bever-
ages.Areyou going to offer me the same service that you were giv-
ingme when I was a one-store business and sold goods worth Rs 4
lakhper annum?"

"Sohow can I help?" Misra had asked.
"Iwant one man from your company to deal with me. I don't

want to deal with 30 different price lists. I may want different
discount systems, different merchandise, different incentives ...
I may want a totally different reward scheme instead of the
standard 5% retail margin. Don't forget I sell Rs 25lakh worth of
your products."

Sowhen push came to shove, some large retailers, particularly
the supermarkets, had begun to launch their own brands. So
Kuellowas now competing with retailers' brands at the supermar-
kets.For example, a commodity like atta was being packaged and
branded by the store. As a friend in a foodstuff firm told him: "My
competitors in atta are no more regional like those in Gujarat or
Maharashtra, but like this store brand."

Misra had seen this trend growing. "What more endorsement
doyou need?" Misra asked Gupta. "How are we geared to this nas-
cent but growing trend?"

Kuello,he felt, needed to look at distribution strategies and dif-
ferentiated strategies for different types of markets. Trade in Chen-
nai and Bangalore was highly developed; the number of super-
marketswas growing there. In Mumbai, however, the concept was
slowto take off, since space was at a premium there. But website or
e-mail vending showed promise in the metropolis. For instance,
retailers operating out of300 sq.ft. shops could soon move to vir-
tual shopping on the computer screen. "Mumbai may be the first
citywhere large retail outlets could go out of style," said Misra.
"Youwill not need large space any more. Of course, the original
theories on stocking and brand preferences will hold good. But the
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retailer is getting savvy. So you will need to get savvy too."
And that meant changing the sales management structure,

changing the incentive system from brands or products to total
purchases from a company. Or separate schemes for different
markets, even different stores. Because the retailer today had his
own schemes to drive sales in his store. "And these may be differ-
ent from what you may have in mind," said Misra. "Nanz, for in-
stance, may offer two one-litre bottles of Coke free with purchases
of above Rsl,OOOof its store brands of pulses. How do you cope
with that?" asked Misra.

The overpowering issue was the critical nature of the trade.
More than selling the product, the retailers were selling a shop-
ping experience. So in the case of the virtual reality shop, the con-
sumer sought that shopping experience on the screen. "We need
to anticipate the retailing trends which are fast catching on here.
How do we gear our distribution to match that retailing pattern?

TODAYthe distribution strategies of most firms were geared
to the retailing pattern. It was time to plan for the changing
retail scene, felt Misra. ''Appoint account managers who will
focus on a single large account like a supermarket," he sug-
gested. "Or three or four big volume outlets. He will address

all orders - be it for mosquito repellents, floor hygiene care prod-
ucts, soaps or cosmetics." The focus on the big- ticket retailers was
gaining ground. There were many single-shop retailers delivering
big volumes. Like on Napean Sea Road in Mumbai, where new re-
tailers were unlikely to come in, given the cost of property; three
or four big outlets had volumes ofRs1.25 crore.

"In short, we must recast the entire sales approach," said
Misra. "Therefore," he continued, "why not have a 'sales manager
- key accounts', who will handle three or four big retail accounts?
If we can have a territory manager for Chennai city which ac-
counts for Rs 8 crore in cosmetic sales, wouldn't a FoodWorld, a
Nilgiris and another equally large account together be worth the
same attention? Think about it."

Naturally, even the supermarkets themselves would want a
central point of purchase for all their outlets. As the head of one
supermarket said: "There are some items where I do not want to
carry stocks. For instance, I want fresh atta whenever I ask for it. I
·am in a metro, why should I go through a stockist? Your factory
should be able to deliver fresh stocks on demand."

When Gupta contacted the website supermarket, the owner
said: "I will place my orders with you for all your products every
Monday morning on e- mail. How your internal sales manage-
ment is structured is not my concern. I want a single point of con -
tact and prompt servicing. Because my USP is virtual time. If you
can cope with that, great, we can do business together." -
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ANALYSIS I: SUNDER HEMRAJANI

Tread Cautiously
Sunder Hemrajani is executive director (sales), South Asia Business Unit, PepsiCo India Holdings.

PARTNERS in Business', 'Partners
in Progress', 'First Customer' are
different terms used by several
companies to define their rela-
tionship with stockists. Literally,

the terms may be different but the senti-
ment they connote is the same. Stockists
are, indeed, one of the important stake-
holders of a company. 'Stakeholders' are
those with an interest or stake in a com-
pany's success. Stakeholders include
shareholders, employees, suppliers, re-
tailers and consumers.

Progressive companies evolve a
strategic design which enables them to
create value for all the stakeholders. In a
way, all stakeholders are dependent on
one another to be successful. Share-
holder value can be achieved only
through success in the marketplace ...
only if the retailers and consumers select
your products and services instead of
those offered by competitors.

However, the idea that stockists do not
have a choice is quite dated. Stockists take
on a company's business out of choice.
Many companies have learnt this lesson
the hard way. A loss of one good stockist
can lead to a loss of 100 retailers and 1000
valuable consumers. Rajan Misra needs to
tread cautiously while expounding on the
primacy of the retailer.

Misra is trying to make Gupta aware
of the changes in the consumers' buying
behaviour and the evolution of trade
channels. In a country like India, which
has a well-dispersed population, the
consolidation of trade has been slow but
quite steady, especially in the large met-
ros. The major bottleneck has been the
lack of infrastructure. Chaotic conditions
on the roads make it difficult for con-
sumers to drive long distances to make
purchases. Low labour cost enables your

neighbourhood kirana shop to send a
boy on a cycle to deliver one cake of soap
at your doorstep. On the other hand,
the trade continues to get fragmented
in the rural areas where retailers are
moving closer to consumers as the road
network evolves. The channel architec-
ture of multi-product companies like
Kuello would need to recognise these di-
verse trends.

Spiralling real estate prices in the
metros have adversely impacted the
growth of the retail trade. There is a
slowing down of the consolidation
process. Efficient servicing has become
critical for getting higher penetration in
the outlet.

ture would have to be flexible to cater to
the evolving trade segments. Ignoring
emerging segments, however tiny, could
result in poor service and incomplete
product range, or, worse, allow competi-
tion easy entry into consumers' homes.

Sales organisations are meant to serv-
ice the distribution ·system. They are
meant to build skills and capabilities in the
system which could give a company a
competitive advantage. Restructuring a
sales organisation to service evolving seg-
ments is not uncommon.' Haven't we
heard of a separate sales structure in most
organisations to service the Canteen
Stores Department (CSD) - a very large
account for many companies.

Misra seems to have understood that
the trade service strategy would need to
be reviewed in the light of changes in the
trade scenario. The key questions he
needs to answer are: which consumers
would Kuello service in the future;
through which channels will the com-
pany reach its consumers; what skills and
competencies would Kuello need to
build; and what is needed to build a long-
term competitive advantage in reaching
its consumers?

Servicing an online supermarket or a
chain like FoodWorld, Nilgiris or Nanz
would require a different set of skills and
capabilities that is currently not present
in the stockist system. Channel architec-
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Integration of businesses for servicing
consolidated trade like supermarkets and
chain stores, apart from improving the
negotiating position of the supplier, can
lead to a responsive and cost-effective
service infrastructure, the benefits of
which can be shared. A long-term rela-
tionship can be profitable for both if the
parties work together to reduce costs in
the supply chain. Needless to say, the
benefits are shared by all- marketer, re-
tailer and consumer.

It is quite apparent that Misra would
need to reorient the strategic architecture
in the light of changes in the environ-
ment. Market leadership can only be
achieved through:
• Leadership in trade satisfaction by de-
livering superior customer service.
• Penetration of key accounts and emerg-
ing trade segments.
• A high-quality selling organisation
consisting of people with the requisite
skills and sales processes built around
IT which facilitate sales analyses and effi-
cient service to the trade. •



Monitor The New-Age Retailer
Shiv Murti is vice-president, Great Wholesale Club, RPG's GIANT Hypermarket. He handles the merchandising
portfoliofor GIANT. He has wide experience in marketing and supply chain management in retailing.

ANALYSISII: S. MURTI

AJANMisra is a futuristic manager
who recognises the fundamental
changes taking place in retailing.
The quantum shifts which he en-
visages in the future are:

• Redefining who the customer is for the
manufacturer.
• Changes in shopping habits, specially
theshiftfrom kirana stores to supermarkets,
sincethey offer more value to the end con-
sumerin terms of choice and convenience.
• Redefining the market in terms of shelf
space,since this directly reflects sales and
alsohelps increase it.

Whydoes Misra think that the organised
retailerisas important as a customer? These
retailersare well-versed in the art of brand
buildingand, in a very broad sense, manage
morebrands at any given point of time than
thebrand management teams of most large
fastmoving consumer goods companies. It
isonlylogical that this mega brand manage-
mentteam should be adequately motivated
tofocuson a particular brand.

However, with improving technology,
new products and variants are easier to
launch and be copied by competitors.
Therefore,it is all the more difficult to build
a brand, as trials and usage are now split
acrossmore segments. The informative role
ofadvertising is becoming increasingly dif-
ficultin the face of clutter and spiralling me-
dia costs. Hence new products can grow
intostrong brands only if they are well sup-
ported at the points of purchase through
displayand promotion.

It is in this context that the role of the or-
ganised retailer assumes critical signifi-
cance.Traditional 'mom and pop' stores in
their 300-500 sq. ft. of space have obvious
limitationswith regard to display and point-
of-purchase cues. They are slowly shifting
from meeting the shopper's monthly re-
quirements to convenience. They are focus-
ingon catering to the locality's convenience
by keeping longer hours, offering smaller
packsizes, and so on.

In this situation, customers will increas-
inglyturn to the large retailers! kirana stores
for their monthly requirements. However,
these stand-alone stores might face increas-
ingoperational problems in terms of credit,
manpower and so on. As in all other devel-
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oping economies, customers will seek the
'touch, feel and see' experience in their
quest for a better lifestyle and standard of
living. And this experience can be provided
only by modem supermarket chains.

Given these factors, Misra must seek a
paradigm shift in the mindset of the sales
team - from booking orders to servicing
retailers. This partnership can flourish
only if the sales teams understand what is
important from the retailers' point of view
and structure themselves to cater to these
needs. It should focus on:

Supplies And Stocldng Levels: Given
the antiquated distribution systems in the
country, erratic supplies are the norm. This
regularly leads to stockouts, old stocks, and
so on. This shortcoming stands exposed in

a supermarket environment where every
product has its own space, and if no stocks
are available it is immediately noticed.

Organised retailing, by definition, gives
more value to the end consumer by shorten-
ing the supply chain and making it more effi-
cient. This is done by having a centralised
distribution system, where the supplies are
received at a common single point and then
redistributed to various stores, depending
on demand. Thus an organised supermarket
also acts as a stockist for the company. This
distribution structure requires a different
kind of supply pattern, one which leverages
the benefits of this centralised distribution
rather than duplicating it.

Uniform Supply And Credit Terms:
Supermarket chains have stores in differ-
ent cities that coordinate with different
sales managers of the manufacturer. At
present, there is a wide variation in supply
terms like credit periods, promotion, and
so on. A partnership would eliminate
these variations and lead to a more effi-
cient and long lasting relationship.

New Products: New product packaging

in our country is rarely designed keeping in
mind the retailer's operational convenience.
Varying heights of a category of products,
for instance, lead to severe operational
problems in terms of readjusting shelf
heights. Advarice information on new prod-
ucts would enable the company to place
them on the shelves of the stores faster.

To make this partnership meaningful
there should be a parallel sales organisation
reporting to a common sales and marketing
head. This organisation should function like
the client servicing team of an ad agency.
The role of this team should be to drive sales
by being the representatives of their respec-
tive supermarket chains in the manufac-
turer's organisation. It should also focus on
value addition like training progranunes for

the store staff, special launch programmes,
customer profiling for the supermarket
chain and so on.

A national head of special accounts
should be supported by a 'special accounts
manager', based at places where the super-
market chains are headquartered, responsi-
ble for that particular chain of stores and
supported by a sales team in each of the
cities where the stores are located. This
team should be supported by two functions:

Category Managers: They should plan
for a particular category, to achieve category
dominance by adopting a suitable basket of
brands for the relevant supermarket chain
based on the customer profile.

MarkedngAnalyst& Promodons Co-or-
dinator:He will analyse sales data, customer
profile data, comparisons with the sales
trends of the other retailers, and so on. He
would be responsible for devising promo-
tions specially tailored to meet the unique
needs of that chain of stores. This person's
job would involve extensive interaction with
the sales team, the category managers as
also the traditional functional teams. _


