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Bachelor of Business Administration (BBA) Examination : 

V Semester 

Sales and Distribution Management 

Time 3 Hours)        [Max .Marks 80 

 Note : Attempt any four questions from Section A. Section B is compulsory. Each question of Section A 

carries 15 marks and Section B a case for 20 marks. 

Section A 

1. "Personal Selling is more suitable for technologically complex products requiring its 

demonstration to the end user." Discuss the relevance of above statement in light of changing 

scenario of selling environment. 

2.  What is Sales Budgeting? Discuss different methods of Sales Budgeting along with their merits 

and limitations.  

3. Write a detailed note on Sales Territory Design and setting of Sales Quotas.  

4. Discuss different techniques used for motivating and compensating the Sales Force.  

5. Define and differentiate between Vertical Marketing System (VMS) and Horizontal Marketing 

System (HMS). Give examples.  

6. Define Retailing. Discuss the importance and types of Retailing.  

7. Explain the terms - Order Processing, Electronic Data Interchange (EDI), Warehouse and 

Inventory used in Physical Distribution Management. 

Section B 

8. Analyze the Case Study and answer the questions given at the end : 

TUPPERWARE'S TRYST WITH INDIA  

Introduction.. 

On April 27, 2002, Christian Skroder (Skroder), vice president Tupperware company (Tupperware), 

felicitated about 900 star performers of Tupperware India, the Indian subsidiary of the $1.1 billion 

Tupperware company in the US. Skroder said that India was one of the largest markets for the company's 

products. The company has achieved a growth rate of 40% within four years of its entry in the Indian 

market. In 1996, the company had a turnover of Rs. 100 million, which according to analysts was an 

achievement in itself and in 2000, the company's turnover touched Rs. 570 million. Commented Rajan 

Chabba, deputy managing director of KSA Technopak, a retail consultancy, "At launch, Tupperware did 

a phenomenal job of creating a base in India and it has been growing ever since." According to analysts, 

Tupperware India performed better than most of the other foreign direct selling companies in India. This 

was because it was focused on achieving its targets both in terms of sales as well as segments. The 

company was growth driven and pushed the direct selling method well. Tupperware India aimed at 

becoming the No. 1 direct selling company in India, by 2004.  

Background Note 

In 1937, when Earl Silas Tupper worked in Dupont's plastic division in Massachusetts, he transformed a 

piece of black polyethylene slag, a waste product produced in crude oil refinement process, into a 

resilient, tough, non porous, non greasy and translucent substance. He created many light weight, non 

breakable containers such as cups, plates, bowls etc. with this substance. Earl S. Tupper founded the 

Tupperware company in 1938. During the Second World War, the company concentrated on moulding 

parts for Navy signal lamps and gas masks. After the war, the company turned its attention to 

manufacturing plastic products for the growing consumer market. Its first consumer products were a bell 

shaped flexible container called the Bell Tumbler and the Wonderlier Bowl (a round bottomed bowl with 

a lid). These products were superior to the traditional glass and crockery as they were unbreakable, 
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Tupperware products were durable and were also easy to handle. They came in various attractive colours 

and shapes. At a time when Americans used glass and crockery to store and serve food items, 

Tupperware provided a more durable and reliable alternative. Tupperware also designed the renowned 

air-tight, liquid proof lid in 1946. It was modelled on the inverted rim of a paint can. This lid prevented 

spillage and wilt age of the stored items and kept them fresh for a longer time. From its inception, 

Tupperware faced challenges in marketing its products. In 1946, though the Tupperware plastic products 

were introduced in hardware and department stores, they failed to generate demand. It became clear that 

the company needed to educate the consumers about the quality and properties of the products. In the late 

1940s, Brownie Wise, who was selling household products for Stanley Home Products was hired by 

Tupperware. She gave Tupperware its unique "Party Plan" method of marketing. In 1948 Tupperware's 

first Home Party was conducted. Here, Tupperware products and their uses were demonstrated to 

consumers. These demonstrations helped the company to explain to the customers, the quality, the usage 

and the reasons for higher cost of its products. 

 Brownie Wise was appointed the Vice President of the Tupperware company in 1951. She removed all 

Tupperware products from retail outlets and marketed them through the Party Plan method. The company 

concentrated on women as their prime sellers and consumers. 

Tuppervrare in India 

Tupperware entered India in November 1996. It started its operations from New Delhi. It appointed 15 

distributors in the first 12 months itself. It achieved this by directly recruiting candidates and training 

them, through a specially designed 14 week training program in Delhi and Mumbai. According to 

Pradeep Mathur, the then managing director of Tupperware India, as the concept of direct selling was 

new to India, Tupperware had to sell the direct selling concept and its 'Party Plan'.  

The Tupperware Model 

Tupperware, though a direct selling company, differed from other direct selling companies. It adopted a 

three-tier network structure which made operations easier for the company. Amway, another direct 

selling company, followed a model where the distributors were the centre of the model. They played 

multiple roles of retailers / distributors, sales agents, advertisers and promoters (word of mouth) for the 

suppliers' products.  

Marketing Strategy 

Tupperware's marketing strategy was described by its three Ps-Product, Party Plan and People. The 

Tupperware products carried a life time guarantee. Any damaged product (cracks or breaks) could be 

replaced by same / similar new Tupperware product from any place in the world. Mathur said, "Our 

product has been seen the comer stone of our success for many years. 

" Future Outlook 

Tupperware was gaining fast recognition in the Indian market. Its 'Party Plan' worked well because it 

fitted in the urban and semi urban culture of 'kittle party'. By 2002, the company expanded its operations 

to more than 35 cities in the country. The company did not face any major competition from other plastic 

wares in India, as the quality of Tupperware goods was much better. However, Tupperware India 

competed with manufacturers of steel containers as Indian consumers used steel containers to store and 

carry food. 

 Questions: 

1. How Tupperware changed its marketing methods to suit the needs of Indian consumers ? 

 2. Explain the unique selling method of 'Party Plan' and 'Kittie Party' adopted by Tupperware to sell its 

products in Indian market. 

 3. Compare and contrast the direct selling strategy of Tupperware with Amway. 

 

 

http://www.davvonline.com


