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Dear Sir,

It gives us great pleasure to provide a report on Pureit’s effective territory management and its sales strategy to execution. During my internship, I worked in the business development department. To complete the course requirements and write the report, I worked hard and tried my best to adhere to all the instructions my supervisor gave.

I attempted to adhere to the guidelines while also following my organization's supervisor's directives. Writing this report allowed me to gain knowledge in a variety of areas, including sales, marketing, and communication techniques. I’d be pleased to address any important points brought up in the report.

I sincerely appreciate your invaluable counsel and unwavering attention throughout my internship and, as needed, in the planning of this research. Thank you.
Sincerely,


Musfiqul Azim
ID: 111202145
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[bookmark: _Toc206624753]Executive summary

All the experiences I encountered during my internship for the period of six months in the Business Development Department of Pureit are presented in this paper titled, “From Strategy to Execution: Optimizing Territory Sales Effectively”. In my role as a Territory Manager, I was able to apply theoretical knowledge in managing sales activities, achieving sales results and designing strategies for effective territory management.
The major objective of my internship was to employ market research, strategic analysis and develop strong relationships with the key stakeholders to achieve and exceed the set sales target in the specific territories. The challenges that were faced, the strategies that were employed and the lessons learnt in the course of this time are presented in this study.
It included an understanding of market conditions, analysis of the sales figures, identifying the potential for growth, and ensure that the sales team, as well as the distributors, coordinated well with their work. Also, I aimed to enhance the existing sales approaches and increase the sales goals by employing data analysis. Some of the responsibilities that I had to handle included managing operational issues, across regions, monitoring the most successful products' availability, accomplishments, and brand identification standards during my internship, as well as identifying inefficiencies in the distribution channel and designing efficient strategies to increase sales coverage and product awareness.  I also engaged in the planning of promotions that address the needs of the various territories to enhance customer satisfaction and business growth. In the report, I have detailed all the possible sales operational processes of Pureit and how the business and technologies are involved in the industry.
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[bookmark: _Toc206624754]CHAPTER I: INTRODUCTION
1.1 [bookmark: _Toc206624755]Objective	
The main objective is to optimize the sales force, cutting costs, monitoring performance, and comprehending the function of the route to the market were the primary goals. Moreover, how to develop business in specific area/market which enhances the business's overall performance of a territory. Additionally, the route to market contributes to increased sales by ensuring secondary sales.


1.2 [bookmark: _Toc206624756]Objectives of the Report
· To evaluate how well Pureit’s sales & marketing departments are aligned.
· Learning how to market at all levels is supported by the route to market.
· To find out how outlets are being affected the reward modality and KPI.
· To find out Pureit’s sales & marketing planning strategies.


1.3 [bookmark: _Toc206624757]Scope and limitations of the Report
During preparing the internship report, several limitations I have faced:

•	Study limitations: I have certain limitations when it comes to writing the report.
•	Time: I lack enough time for collecting additional important facts for a report.
•	Data collection: As Bangladesh LTD is super concern on their data privacy and have strict corporate policy, some of it is not public.
•	Data Analysis: During my internship, I started analyzing data using several tools which I have faced some difficulties in preparing the report.
 



1.4 [bookmark: _Toc206624758]Methodology of the report
Report Type: The analysis is to be qualitative in character. Direct market observation and in-person conversations with customers, sales representatives, and promoters are all part of this technique study.


Primary Data Source:
•	Individual observation
•	Ask territory officers and sales representatives for their opinions.
•	Customer comments.
•	Compile information from different sales reports.


Secondary Data Source:
•	Official website of Pureit Bangladesh
•	Internal data source


Using the following data sources, the report is being prepared for more accuracy and analysis.










[bookmark: _Toc206624759]CHAPTER II: COMPANY AND INDUSTRY PREVIEW

2.1 [bookmark: _Toc206624760]Company Analysis
2.1.1 [bookmark: _Toc206624761]Overview and history

About Unilever & Pureit Bangladesh

[image: unilever-logo-1 - FMCG CEO]One of the world's top consumer products corporations, Unilever, launched the well-known water purifier brand Pureit. In Bangladesh, where water contamination is a major public health concern, Pureit was introduced to meet the growing demand for clean and reasonably priced drinking water solutions.

In Bangladesh, Unilever launched Pureit as part of its mission to promote health and well-being. Pureit water purifiers ensure that people have access to safe and clean drinking water by eliminating dangerous pollutants like bacteria, viruses, and heavy metals using cutting-edge purification technologies. From sophisticated electric models with multi-stage filtration systems to non-electric gravity-based purifiers, the product line offers solutions to suit a variety of needs and price ranges.
After being first launched in India in 2008, the Pureit brand swiftly expanded into other regions, including Bangladesh, thanks to its ability to provide reasonably priced water purifying solutions. Unilever introduced Pureit in Bangladesh to fight waterborne illnesses, which are common there because of tainted drinking water sources. Pureit has established a solid market position since its launch and has come to represent safe drinking water.
After being first launched in India in 2008, the Pureit brand swiftly expanded into other regions, including Bangladesh, thanks to its ability to provide reasonably priced water purifying solutions. Unilever introduced Pureit in Bangladesh to fight waterborne illnesses, which are common there because of tainted drinking water sources. Pureit has established a solid market position since its launch and has come to represent safe drinking water.

After being first launched in India in 2008, the Pureit brand swiftly expanded into other regions, including Bangladesh, thanks to its ability to provide reasonably priced water purifying solutions. To combat the waterborne diseases plaguing Bangladesh, Unilever launched the Pureit brand there because of contaminated sources of drinking water.
Pureit has been able to carve out a strong market base since its launch and has become home of safe drinking water.

Shortly after its initial introduction to India in 2008, the Pureit brand extended into more territories across the globe, with its permanent technology to balance water treatment within an economical realm, subsidiary or parent company, in Bangladesh. Pureit was launched by Unilever in Bangladesh where waterborne diseases are very prevalent.

As part of its mission to reduce impact on the environment and the company's entry into the water filtration industry also aligns with Unilever's global commitment towards enhancing health outcomes sustainability objectives. Unilever's endeavor to provide Pureit to Bangladesh tackle regional health challenges but also create lasting social change.

Pureit has brought a dramatic reduction in the contagion of waterborne diseases in households across Bangladesh. It has enabled providing a cost-efficient solution for millions of families to live healthier lives. Broader awareness and education efforts from the brand has also furthered a sensibility of consumer. awareness about significance of safe drinking water.
[image: Facebook]
Due to strong distribution, Unilever Pureit still is a household name in Bangladesh and
termed as on-going innovation, which is committed that, everyone should be able to access clean drinking
water.

2.1.2 [bookmark: _Toc206624762]Trend and growth

With Pureit, a flagship product in the water purifier business for Unilever, dominating the Bangladesh landscape since the gravity-based sector. In Bangladesh, gravity-based water purifiers market has expanded nearly, and will stand at US$86.5 million in 2023.
According to projections, the market from 2024 to 2032, the market is projected to grow at a compound annual growth rate (CAGR) of 11.2% reaching US$ 230.7 million. Increasing consumer awareness about the health risks associated with contaminated water, advancements in filter technology and the entrance of international water purification companies in the market of Bangla are the main drivers of this expansion.
Government initiatives that encourage need for clean and safe drinking The expansion is also caused by something like water.
[image: ]
International water technology company A. O. Smith, expanding its holdings in the global water business by acquiring Unilever's water Pureit, the water purifying division of the company, in July 2024.
This tactic was cemented on November 1, 2024. which includes Pureit's activities in a number of countries, including Bangladesh. The acquisition of Pureit by A. O. Smith is expected to further influence Bangladesh's water purifier business. The water purifier industry in the country may keep growing which would be attributed to A. O. Smith's better product choices and extended market access resources and experience.

2.1.3 [bookmark: _Toc206624763]Customer mix

Because Pureit wants to serve a wide range of consumers, its customer base in Bangladesh is diversified. Its clientele includes the following important segments:

1. Middle-Class Urban Families

Demographics: Especially in cities like Dhaka, Chattogram, and Sylhet, this segment makes up a sizable section of the clientele.
Needs: They favor cutting-edge water purification systems since they are worried about waterborne illnesses and the quality of tap water.
Preferences: Because of their efficiency and practicality, electric purifiers with multi- stage filtration systems are well-liked by this market. 
2. Professionals Aware of Their Health

Demographics: Young families and professionals in cities are spending more money on wellness and health-promoting goods.
Needs: To guarantee water safety, they search for cutting-edge equipment and certifications from international health organizations.
Preferences: This group is drawn to high-end electric purifiers with features like germ- kill kits and fashionable styles.

3. Institutional Buyers Demographics:

Pureit's customers, meanwhile, are offices, small businesses and schools. Necessity: These organizations prioritize the health of their patrons, staff, and students first.

2.1.4 [bookmark: _Toc206624764]Product/service mix

[bookmark: _Toc206624765]Product Range

Non-Electric Water Purifiers Using Gravity

Households in rural and semi-urban areas with sporadic electricity and piped water supplies are the target audience.
Important Features: Doesn't need running water or electricity. eliminates germs, viruses, and contaminants using a multi-stage purification process that includes germ-kill kits.

[image: Pureit Classic 9L Water Purifier | MySoftlogic.lk]







Pureit Classic MO5



· Inexpensive and simple to keep up.
· Models: Pureit Classic MO5

Water Purifiers using Electric Power













Pureit Electric Devices



Key Features: 
Cutting-edge purification methods, such as ultrafiltration (UF), ultraviolet (UV), and reverse osmosis (RO), multi-stage filtration to eliminate dissolved salts, hazardous microorganisms, pesticides, and heavy metals designs that are both stylish and small enough for contemporary households.
Models: 
· Pureit Ultima Pro 
· Pureit Ultima RO+UV 
· Pureit Marvella 
· Pureit Vital Max
· Pureit Wave
· Pureit Marina
Popular Models:
· Pureit Classic RO 
· Pureit Ultima RO+UV (UV-Based Water Purifiers)

Target Audience: 
Urban households with access to treated water but concerned about microbial contamination.

Key Features:
Uses UV technology to deactivate harmful bacteria and viruses which is compact and cost-effective option for moderately safe water sources.






[bookmark: _Toc206624766]Services Range

Installation Services

Details: All variants of electric water purifiers come with free installation.
Procedure: Trained professionals carry out the installation to guarantee correct configuration and operation.
There is operating and maintenance guidance available. Upkeep and Repair Services

Details: After-sale services to keep the product functioning well. Qualities:
plans for routine maintenance to guarantee the purifier operates efficiently. Filters and germ-kill kits should be replaced as necessary.
On-demand repair services for problems like as broken devices, leaks, or decreased water flow.

Customer Service

Details: Online assistance and a dedicated helpline are available to answer consumer questions.
Features: Help with problems and product selection. Support for replacements and warranty claims. advice on when to replace the filter and germ-kill kits.

2.1.5 [bookmark: _Toc206624767]Operations

The Activities of Unilever Pureit in Bangladesh
 
As a division of Unilever Bangladesh Limited (UBL), a division of Unilever, Unilever Pureit works in Bangladesh, specializing in water purification products to meet the urgent need for safe and clean drinking water in the nation. Here is a thorough rundown of how it functions:

Establishment and Launch of Market Presence:

Introduction: Taking advantage of Pureit's popularity in India and other markets, Unilever launched the brand in Bangladesh in the early 2010s.
Targeting both urban and rural homes in the nation, the goal is to offer water filtration systems that are economical, efficient, and easy to use.
Market Growth & Sales Operation:

Pureit is currently conducting the sales operation by 13 local territories where major cities like Dhaka, Chattogram, Sylhet, Khulna, and Rajshahi, as well as semi-urban and rural areas, have easy access to Pureit products.

Territories:

· [image: A map of bangladesh with black lines

AI-generated content may be incorrect.]Water Dhaka
· Water Chittagong
· Water Rajshahi
· Water Khulna
· Water Barishal
· Water Narsingdhi
· Water Comilla
· Water Sylhet
· Water Narayanganj
· Water Kustia
· Water Bogra
· Water Mymensingh
· Water Feni




Supply Chain and Manufacturing Operations Infrastructure:

The majority of Pureit goods for the Bangladeshi market are produced in regional centers (India), guaranteeing both quality and adherence to regional regulations. Products and consumables (such as germ-kill kits) are consistently available nationwide because to Unilever's sophisticated supply chain.

Local Collaborations:

works together with regional distributors and merchants to guarantee product availability in both urban and rural regions. Moreover, collaborates with government organizations and non-governmental organizations (NGOs) to increase public awareness of water safety and health issues.

Service Centers:

To provide post-purchase assistance, Unilever runs a network of approved service centers throughout Bangladesh. For support with installations, maintenance, and troubleshooting, a dedicated helpline is available.












2.1.6 [bookmark: _Toc206624768]SWOT analysis

SWOT Analysis of Unilever Pureit in Bangladesh

Strength:
[image: Free 5 Church Swot Analysis Examples Templates]
· Brand Reputation: Supported by Unilever, a well-known and reliable brand in Bangladesh.	A wide range of solutions, including both non-electric and sophisticated electric purifiers, are available to suit different budgets.

· Broad Distribution Network: Accessibility in both urban and rural areas is guaranteed by a strong retail and e- commerce presence.

· Affordable Solutions: Price-conscious customers can purchase products thanks to competitive pricing and financing alternatives.

· Put Health First: Consumer confidence in product safety is ensured by certification from international agencies such as the EPA and WHO. 

Weakness:

· [image: Free 5 Church Swot Analysis Examples Templates]High Maintenance Costs: For those with limited incomes, replacing filters and cartridges can be costly.

· Limited Knowledge: Despite initiatives, some rural communities continue to be ignorant of the advantages of water treatment.

· Dependency on Imports: Some components or technologies may rely on imports, affecting costs and availability.


Opportunities:

· [image: Free 5 Church Swot Analysis Examples Templates]Growing Demand: The market for water purifiers is expanding due to rising consumer awareness and health concern.

· Rural Market Penetration: There is a lot of unrealized potential in semi-urban and rural regions.

· Technological Developments: To appeal to tech-savvy customers, there are chances to launch intelligent and app-controlled purifiers.

· Collaborations & Partnerships: Supporting clean water solutions through government initiatives and non-governmental organizations.

Threats:

· [image: Free 5 Church Swot Analysis Examples Templates]Market Competition: Increasing rivalry between domestic and foreign companies selling comparable goods.

· Economic instability: Purchasing power may be impacted by inflation and shifting incomes.

· Infrastructure Challenges: In rural locations, inadequate energy and water supplies may restrict the usefulness of the product.

· Environmental Concerns: Product design is increasingly being scrutinized for environmental sustainability and plastic waste.

The strengths Pureit may use, obstacles to overcome, and prospects to investigate in Bangladesh's expanding water purifier industry are highlighted in this straightforward SWOT analysis.
2.2 [bookmark: _Toc206624769]Industry analysis

2.2.1 [bookmark: _Toc206624770]Specification of the industry

Unilever Pureit is one of the water purifications brands under the Home Care division of Unilever, to offer safe drinking water solutions. In Bangladesh, Pureit had products such as the Pureit Classic 23L, a non-electric water purifier designed to provide clean water without electricity or continuous water supply.

2.2.2 [bookmark: _Toc206624771]Size, trend, and maturity of the industry

The water purifier market in Bangladesh has been experiencing significant growth, particularly in the gravity-based segment.
Market Size and Growth:

· In 2023, the Bangladesh gravity-based water purifier market was valued at approximately US$ 86.5 million.
· Projections indicate that this market will reach around US$ 230.7 million by 2032, exhibiting a compound annual growth rate (CAGR) of 11.2% from 2024 to 2032.


2.2.3 [bookmark: _Toc206624772]External economic factors

External economic factors affecting the cost and availability of water purifiers in Bangladesh include inflation, changes in currency values, and disruption to the global supply chain. Rapid urbanization coupled with climate change increases demand for solutions to provide clean water, while government policies and subsidies favor market growth. These forces immediately affect the competitive landscape and product innovation within the sector.
 

2.2.4 [bookmark: _Toc206624773]Technological factors

The technological development of water purification systems brought the introduction of gravity-based, UV, and RO systems to Bangladesh, making efficiency and affordability rise. This has also opened online sales, smart water purification technologies that enhance consumer accessibility and convenience with growing digitalization. Innovations in eco-friendly designs and low-energy solutions also respond to sustainability trends and limitations of the local infrastructure.

2.2.5 [bookmark: _Toc206624774]Barriers to entry

High investment in manufacturing and distribution infrastructure is a barrier to entry in the water purification market. The high demand for strict regulatory compliance and advanced technology required to manufacture these systems puts off new entrants in this category. Established brands with robust distribution networks and consumer trust further raise the competitive stakes for new entrants.

2.2.6 [bookmark: _Toc206624775]Supplier Power

The bargaining power of the suppliers in the water purification market is moderate. That is a market characterized by special components, such as filters and membranes. The dependence on imported raw materials can increase costs and risks from currency fluctuations or supply chain disruptions. Large companies, such as Unilever, can negotiate better terms owing to their scale, thereby reducing supplier influence compared to smaller players.
 
2.2.7 [bookmark: _Toc206624776]Buyer Power

The buyer power in the water purification market is high due to the presence of numerous brands and availability of alternatives which provides variety of choices for consumers.
Price sensitivity among the brands especially in the emerging markets like Bangladesh where people find it harder to pay for basic goods, puts a pressure on companies to be fair, and a little human priced solutions available. In fact brand trust and after sales service also helps in influencing buyer decisions

2.2.8 [bookmark: _Toc206624777]Threat of Substitutes

The availability of boiled water, bottled water, and local filtrations creates a moderated threat of substitutes in the water purification market. More than likely, any of these options would either not be as convenient, sustainable, or as cost-effective in the long run as having a dedicated purifier. The demand for purifiers is strengthened by consumer awareness of health risks from untreated water.

2.2.9 [bookmark: _Toc206624778]Industry rivalry

The rivalry in the water purification market of Bangladesh is intense, with various well- established brands competing against each other for market share. Some key players are Unilever Pureit, Kent RO Systems, Eureka Forbes, and Livpure, offering a range of products at different prices. The competition in the sector is very high due to product innovation, pricing strategy, brand loyalty, and increasing demand for safe drinking water.



[bookmark: _Toc206624779]CHAPTER III: INTERNSHIP EXPERIENCE
3.1 [bookmark: _Toc206624780]Organizing and Managing the Marketing Department

Organizing and managing the marketing department is about:
· Structuring the team so everyone knows their role and responsibilities.
· Coordinating activities so marketing strategies are executed efficiently.
· Optimizing resources (time, budget, people) to achieve the organization’s marketing goals.
· Ensuring communication flows effectively between marketing and other departments (sales, distribution, finance, etc.).
· Monitoring performance and adjusting strategies based on results.
Even though I am not the national head of marketing, in my territory I am effectively the local marketing manager. Let’s see how I manage this role
3.1.1 [bookmark: _Toc206624781]Local Team & Partner Coordination

I am working with sales representatives, promoters, and distribution partners in my territory. Just like a marketing manager organizes their department, I ensure everyone knows their KPIs — for example, sales targets, demo schedules, customer follow-ups.
I organize local campaigns (in-market activations, door-to-door drives, B2B meetings) and assign responsibilities to team members.

3.1.2 [bookmark: _Toc206624782]Execution of Central Marketing Strategy

Pureit HQ sets national marketing strategies — I adapt them to local conditions.
Example: If HQ launches a water safety awareness campaign, I decide where in my territory to focus (e.g., areas with high awareness potential or low competition) and how to execute it with your team.
3.1.3 [bookmark: _Toc206624783]Communication Bridge

I act as a link between head office marketing and my territory team. Reporting local results, customer feedback, and competitor activity helps HQ refine the strategy.
I will also explain to my local team how HQ’s marketing plan connects to their daily activities.

3.1.4 [bookmark: _Toc206624784]Resource Allocation

As a Territory lead, I decide how to best use marketing budgets and manpower in my area.
Example: If I have budget for only two in-market events this month, I choose the most strategic locations for maximum impact.

3.1.5 [bookmark: _Toc206624785]Monitoring & Improvement

Just like a marketing manager tracks department performance, I track territory sales growth, lead conversion, and brand visibility. If a campaign isn’t delivering results locally, I adjust tactics (more door-to-door, more dealer engagement, etc.).
If you want, I can also make a short visual diagram showing how “Organizing & Managing Marketing Department” flows down from HQ to me as TM and my territory team. That would make it clearer for presentations.





3.2 [bookmark: _Toc206624786]Position, duties, and responsibilities

Role and core responsibilities of Business Development Executive (Territory Manager)
The Business Development Executive deals with a lot of obstacles, but they can overcome them with their own plans & strategies. Every day in the Area Manager and Territory Manager will set up a meeting with all Sales Representative (Pureit Promotion & Relationship Officer) to gather market input. Any issues that PPRO (Pureit Promotion & Relationship Officer) may encounter will be resolved by Territory Manager, who will also offer advice on how to get beyond them and make some calculated sales. The daily summary report will then be sent, and the distribution house will be managed. When there is any problem faced by the PPRO (Pureit Promotion & Relationship Officer) / distributor TM will then go to the market and watch the market and the PPRO's operations.

Primary Activity of Territory Management role:
•	Ensuring Primary in the Distributor’s houses
•	Monitoring stock Availability
•	Ensuring daily secondary (RR wise)


Role of an SR/PPRO:

They will visit the outlet and place some orders in the market as an SR/PPRO. They will pressure the store owner to follow the memo order and SKU as closely as possible.

Role of a Distribution Operator:
 
The Distribution operator must print out the note after SR finishes his job. He also confirmed the sales after the items were brought by the delivery man.



Role of a Delivery man:

The delivery man will deliver the items based on the memo and collect the money from the outlet owner the following day after SR picks up the order in the market. They have a significant function since they handle money, which is a delicate matter.

3.2.1 [bookmark: _Toc206624787]Sales operation of Pureit

It was well-understood that with the support of various modules, Route to Market had the ability to enhance the automation of sales force. Being under the direct command of head of sales -Pureit, it is a department of sales section.
There are two initiatives to sell products of Pureit:

· Primary Sales
· Secondary Sales
· Tertiary Sales

Primary Sales: To begin with, the primary sales are defined as the sale that has taken place between the company and its distributor. As we have discussed earlier, companies do not provide a product to its customer. DB Homes initially buys products from company for various prices. Distributors are the people who purchase the product within the company and in the sales market for the end customer named Primary sales.
Secondary Sales: Secondary sales refer to when distributors sell the product to outlets in the market. An outlet refers to retail outlets in the market. A sale occurs when distributors sell the product to retailers. The purpose of the route to market is to ensure quality delivery and ensure the transportation of goods while reducing costs.
 




Tertiary Sales

The Tertiary Project aims to support the Safe Water Advisors in the direct sales of the Pureit water purifier to customers. The experience shared by the SWAs in educating and informing the potential consumers about the relevant Pureit products and information concerning water safety. These sales are carried out in some strategically selected places for a definite audience in which consumers' confidence is gained over the use of the Pureit water purifier.

[image: A close up of a logo

AI-generated content may be incorrect.]







3.2.2 [bookmark: _Toc206624788]Field Force Operation of Pureit

Though sales are a very exciting and challenging job, it is highly demanding, and the sales force is under tremendous pressure to generate revenue. They often work till eight or nine o'clock in the evening and spend most of their time in the market. Most FMCG and durable goods companies give sales incentives to Salesforce. It inspires the sales force to work harder. To motivate the SRs, Unilever Pureit Bangladesh offers different types of reward programs along with some unique incentives. In the following some types of Incentive modalities are attached:

[image: A screenshot of a computer screen  Description automatically generated]

[image: A screenshot of a computer screen  Description automatically generated]

The following incentives motivate the Field Force to be operational in the field daily and earn additional incentive achieving the KPIs.





3.2.3 [bookmark: _Toc206624789]Robi SFA Operation

Pureit utilizes the Robi SFA (Sales Force Automation) solution to optimize its sales processes. This solution helps track daily orders and deliveries across different towns and regions, leveraging logistics, and manages daily activities, attendance of SRs, and claims, thereby enhancing overall operational effectiveness and sales results.

[image: A screenshot of a login form
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3.3 [bookmark: _Toc206624790]Training & Development

[image: A group of men standing in a room

AI-generated content may be incorrect.]During the DFF training in Pureit, I arranged and taught several key issues to the PPROs. Much emphasis has been placed on service quality during this training so that PPROs would be able to provide the best service possible to their clients. Much product knowledge is stressed to help the PPROs understand characteristics and benefits of Pureit water purifiers. I introduce new gadgets and train them in their internal operations for efficient troubleshooting and supporting the customers by the PPROs. Localized support and expertise are thus guaranteed since the training is done in the area. In this way, the training will help the PPROs enhance client interaction with better technical know-how, product comprehension, and service skills.Capability Development Training


[image: A group of men standing next to a machine
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AI-generated content may be incorrect.]SWA Project on ground session
SWA Project on ground session
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Monthly Feedback session



3.4 [bookmark: _Toc206624791]Special Initiatives to Develop Market at Ghorashal

During my internship period, I initiated a special program in order to develop the market for electric products in Ghorashal Town. Shop boys from several nearby shops joined this session and gained more knowledge about Pureit products and the importance of pure water. To educate the consumers better and sell Pureit products, the project aimed at increasing their knowledge regarding water purification solutions. This will help Pureit get a strong position in the area and increase market awareness.

3.5 [bookmark: _Toc206624792]Overall Business Growth of Territory

During my internship from 2024, I tried to expand the business growth of all 6 towns of Narsinghi Territory. However, as durable business’s products are not fast mover like FMCG, some specific months territory’s sales are degrowth in MOM and YTD level. The following data reflects YTD business performance (2022 – 2024)
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3.6 [bookmark: _Toc206624793]Skills applied
To contribute to the team during my internship at Unilever Pureit, I implimanted several critical talents. When it came to explaining complicated product details and training materials to Sales Representatives (SRs) and clients, my communication abilities were essential. In addition, I showed excellent leadership by directing the territory's SRs through day-to-day tasks and making sure they complemented the company's objectives. I made use of my technical expertise to comprehend and describe the workings of new devices so that SRs could properly troubleshoot and help consumers. Other benefits of my emotional intelligence were in the ability to inspire the team, to build a good atmosphere in the workplace, and to manage difficulties with empathy. These competencies have provided me with the possibility of standing up against various tasks within work and assured efficient operations within the region. They contributed much to the success of the internship both at the individual and team levels.
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Market Visit at Sonargaon Town
Market Visit at Bhairab Town
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Market Visit at Kishoregonj Town

Market Visit at Araihazar Town

3.7 New skills developed

During my internship Period, additional competencies gained from Unilever Pureit in handling and analyzing large volumes of datasets, decision-making improved, proficient usage of Microsoft Excel and Power BI. Now, I can look at the analysis of sales data so that I am able to give practical insights into enhanced sales tactics. Furthermore, I developed my ability to communicate information effectively and persuasively to senior management through a variety of analytical business presentations for a number of National and Area meetings. This taught me the importance of making sure that data-driven insights align with business objectives. I also developed resilience and focus on the task at hand, mainly under pressure, by learning how to work under pressure, especially during high demand and sales pressure.

















[bookmark: _Toc206624794]CHAPTER IV: CONCLUSIONS AND KEY FACTS

4.1 [bookmark: _Toc206624795]Recommendations for improving departmental operations

Here are some findings and recommendation that I found during my internship:
· More Outlets: Increasing the number of retail outlets for Pureit would help reach a wider customer base and grow as a national company. The growth of outlets within urban and rural areas greatly contributes to ensuring that the brand name is accessible and visible.
· Improve Product Visibility: Pureit items need to be showcased in each store outlet. Product placements that are more visible-like, special shelves or in-store promotions-are guaranteed to attract more clients, hence increased revenues.
· Advertising on a Continued Basis: Greater consumer reach can be made by building concentrated advertising and continuously distributing the same through various media types. Regular advertising, whether in traditional or digital form, makes consumers remember and build long-term loyalty for the brand.

4.2 [bookmark: _Toc206624796] Conclusion

[bookmark: OLE_LINK2]In short, increasing urbanization, growing consumer awareness, and concern about water quality-all significantly contribute to the phenomenal growth that the market for water purification sees in Bangladesh, especially when Pureit is factored in. The market was further strengthened by the DFF training program, wherein I taught PPROs on technical elements of new technologies, product knowledge, and service quality. My intervention in Kishoreganj Town also aimed at strengthening the market outreach for electric devices by increasing awareness of Pureit and safe water among shopboys in the market. Utilizing these tools, I have made strategic decisions and worked through complicated sales data. Meeting deadlines during the moments of high sales challenged me and helped me in perfecting my resilience and problem-solving abilities.
 
Other suggestions for improved growth include increasing the number of outlets to enhance reach, improving product exposure at retailers, and regular advertising to capture more customers. This will help Pureit establish a stronger position in the competitive water-purifying market in Bangladesh.
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THE END
YTD June 2025

Value in Million	
45658	45689	45717	45748	45778	45809	3.6	2.8	3	2.7	3.9	4.0999999999999996	Month
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DFF JBP salary and Eid Bonus (PPRO)

Target JBP Incentive / month
PPRO Grade KPI-1 KPI1-2 KPI-3 KPI-1 KPI-2 KPI-3 Amount / Month
ROBI SFA Attendance | Classic volume Service Taka (min) | Taka (min) | Taka (mIn) Taka (min)

A 1 20 70% within 48 hours 6000 6000 6000 18000

B 1 20

c i 20

D 1 20 70% within 48 hours

E 1 10 70% within 48 hours

F i 10 70% within 48 hours

G a 10 70% within 48 hours

H 1 10 70% within 48 hours

| i 10 70% within 48 hours

J 1 10 70% within 48 hours
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DFF JBP salary and Eid Bonu

PPRO Grade .Eld Ul Adha _ PPRO Grade .Eld Ul Fitr _
Service \ Taka (min) Service Taka (min)

A 80% within 72 hours | 7000 A 80% within 72 hours 7000 |
B 80% within 72 hours | 6750 B | 80% within 72 hours 6750 |
6 80% within 72 hours | 6500 c | 80% within 72 hours 6500

D 80% within 72 hours | 6250 D | 80% within 72 hours 6250

E 80% within 72 hours | 6000 E |80% within 72 hours 6000 |
F 80% within 72 hours | 5750 F |80% within 72 hours 5750 |
G | 5500 | G | 80% within 72 hours 5500 |
H 80% within 72 hours | 5250 H | 80% within 72 hours 5250 |
| 80% within 72 hours | 5000 i | 80% within 72 hours 5000 |
) 80% within 72 hours | 4750 J | 80% within 72 hours 4750 |
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