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Executive Summary

For manufacturers operating through multi-tier distribution networks, a critical asymmetry exists:
they have near-perfect visibility into primary sales (manufacturer to distributor) but near-zero
real-time visibility into secondary sales (distributor to retailer) and tertiary sales (retailer to
consumer). This whitepaper quantifies the business impact of this blind spot and presents a
framework for achieving real-time secondary sales intelligence.

Our analysis across multiple industries reveals that the average time lag for secondary sales data
exceeds 72 hours, with many manufacturers receiving data weekly or monthly. This delay affects demand
planning accuracy by 25-40%, results in 15-20% excess inventory at some nodes while creating
stockouts at others, and causes up to 40% of total revenue to be impacted by decisions made on stale
data.
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The Problem: Downstream Invisibility

When a manufacturer ships goods to a distributor, the primary sale is recorded instantly in their ERP. The
invoice is generated, payment terms are set, and the transaction enters the financial system in real time.
This is the visible portion of the distribution iceberg.

Below the waterline lies the far larger mass of secondary and tertiary transactions. When that distributor
sells to a retailer, when that retailer sells to a consumer, when inventory moves between distributors,
when returns flow back up the chain -- these transactions happen in the distributor's own systems (often
manual or semi-digital), outside the manufacturer's visibility.

The Data Delay Chain
The typical information flow for secondary sales data follows a painful path:

» Day 0: Distributor sells to retailer. Transaction recorded in distributor's local system (if digital) or
paper register.

» Day 1-3: Distributor's staff compile daily sales reports, often manually aggregating from multiple
formats.
» Day 3-7: Reports are sent to manufacturer's regional office via email, WhatsApp, or FTP upload.
» Day 7-14: Regional office validates, reconciles, and enters data into manufacturer's systems.
» Day 14-30: National aggregation, cleaning, and reporting makes data available for
decision-making.

By the time secondary sales data reaches decision-makers, it is stale. The market has moved. The

stockout has already happened. The excess inventory has already aged. The competitive response
window has closed. Manufacturers are effectively driving while looking only in the rearview mirror.

Why Primary Sales Data Is Misleading

Many manufacturers rely on primary sales (sell-in) as a proxy for demand. This is fundamentally flawed.
Primary sales reflect ordering behavior, not consumption patterns. A distributor might place a large order
due to scheme incentives, credit availability, or seasonal expectations -- none of which necessarily
correlate with actual retail demand. The phenomenon of 'pipeline stuffing' -- where trade promotions
inflate primary sales without corresponding secondary movement -- is well-documented across FMCG,
pharma, and consumer durables sectors.

"Primary sales tell you what your distributors bought. Secondary sales tell you what the market
consumed. Only one of these should drive your demand planning."

Quantifying the Cost
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We analyzed the impact of secondary sales invisibility across five key dimensions:

Demand Forecast Error
Excess Inventory
Stockout Revenue Loss
Trade Spend Waste

Market Response Lag

MAPE increase without secondary data
Carrying cost from overproduction
Missed sales from mismatch
Unattributable promotion cost

Days to detect trend change
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25-40% higher

3-8% of revenue

5-12% of potential revenue
40-60% of trade budget

14-30 days
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The Analysis: Why Secondary Data Matters More

The thesis of this whitepaper is deliberately provocative: secondary sales data is more valuable than
primary sales data for every strategic decision a manufacturer makes. Here is why.

Demand Sensing vs. Demand Guessing

Real-time secondary sales data enables demand sensing -- the ability to detect shifts in actual
consumer/retailer demand as they happen. Traditional demand planning relies on historical primary sales
patterns, adjusted for seasonality and promotional calendars. This is demand guessing. It works in stable
markets but fails precisely when accuracy matters most: during trend changes, competitive disruptions,
and market shifts.

With secondary sales data flowing in real time, manufacturers can detect within 24-48 hours when a
product is accelerating or decelerating at retail. This enables production adjustment, inventory
reallocation, and promotional response weeks before traditional methods would even detect the signal.

Inventory Optimization Across the Network

Without secondary data, inventory management is a single-node optimization: each distributor manages
their stock independently, and the manufacturer manages warehouse stock based on primary orders.
With secondary data, inventory becomes a network optimization problem. The manufacturer can see that
Distributor A has 3 months of stock on Product X while Distributor B has 2 weeks. This enables intelligent
redistribution, targeted promotions, and production adjustment that reduces total network inventory by
20-30% while simultaneously reducing stockouts.

Trade Promotion Effectiveness

Manufacturers typically spend 15-25% of revenue on trade promotions (discounts, schemes, display
incentives, volume bonuses). Without secondary data, measuring the effectiveness of these promotions
is nearly impossible. Did the 10% retailer discount actually drive incremental volume, or did it simply
subsidize purchases that would have happened anyway? Only secondary sales data, correlated with
promotion timing and geography, can answer this question.

Our analysis suggests that manufacturers with real-time secondary sales visibility can improve trade
promotion ROI by 30-50%, simply by measuring what works and reallocating spend accordingly.
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The BizGaze Approach

BizGaze addresses the secondary sales blind spot through a multi-layered data acquisition and
intelligence strategy that works across varying levels of distributor digital maturity.

Universal Data Capture

Not every distributor has a sophisticated DMS (Distribution Management System). Many operate on
Tally, some on custom software, and some still on paper. BizGaze accommodates this reality through
multiple data capture mechanisms:

» API Integration: Direct real-time connection with distributor DMS systems (SAP, Oracle, etc.)

* File-Based Ingestion: Automated parsing of Excel, CSV, and PDF reports uploaded daily

» Mobile Data Capture: Retailer-facing app that records orders and deliveries in real time

* Field Force Verification: DSR visit data that cross-validates secondary sales claims

» Al-Powered Reconciliation: Machine learning models that detect and correct data anomalies

Real-Time Intelligence Dashboard

Raw secondary sales data is necessary but not sufficient. BizGaze transforms this data into actionable
intelligence through automated analytics that include daily sell-through rates by SKU, geography, and
channel; inventory days-of-cover calculations across the entire network; demand acceleration and
deceleration alerts with root cause analysis; and trade promotion effectiveness scorecards updated in
real time.

Predictive Demand Engine

By combining historical secondary sales patterns with real-time data streams, BizGaze's Al engine
generates demand forecasts that are 30-40% more accurate than primary-sales-based methods. These
forecasts drive production planning, inventory allocation, and promotional strategy with a granularity and
timeliness that was previously impossible.
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Key Takeaways

» Secondary sales (sell-through) data is more valuable than primary sales (sell-in) for demand
planning, inventory optimization, and trade spend management

» The average 72+ hour delay in secondary sales data costs manufacturers 15-40% of revenue
through poor demand planning, excess inventory, and missed opportunities

» Primary sales data is a misleading proxy for demand -- it reflects ordering behavior and
scheme-driven purchasing, not actual consumption

* Real-time secondary visibility enables demand sensing (not guessing), network inventory
optimization, and measurable trade promotion ROI

» Technology solutions must accommodate varying levels of distributor digital maturity, from
APl-integrated DMS to manual paper-based operations

 Organizations that achieve real-time secondary sales intelligence gain 30-50% improvement in
trade promotion effectiveness and 20-30% reduction in network inventory

"The manufacturer who sees secondary sales in real time does not just have better data -- they
have a fundamentally different relationship with their market."
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About BizGaze

BizGaze is a pioneering enterprise technology company that has created the world's first Large Audience
On-Boarding Platform (LAOBP). Our platform enables manufacturers, distributors, and brands to digitize
their entire ecosystem of external stakeholders -- from distributors and retailers to field sales
representatives, influencers, and end consumers -- on a single, unified platform.

Unlike traditional enterprise software that focuses on internal operations, BizGaze extends the digital
boundary of the enterprise to encompass every participant in the value chain. Our zero-code architecture
allows rapid deployment and customization without traditional development cycles, enabling
organizations to go live in weeks rather than months.

With customers spanning FMCG, pharmaceuticals, automotive, building materials, consumer electronics,
and industrial sectors, BizGaze processes millions of transactions daily across complex multi-tier
distribution networks. Our Al-native capabilities provide real-time intelligence on secondary sales,
inventory movement, credit health, and field force productivity.

Key Capabilities:
* Large Audience On-Boarding Platform (LAOBP) for ecosystem-wide digitization
 Zero-code application builder with Al-native workflow engine
» Secondary sales intelligence with real-time visibility
» Serialized supply chain with unit-level traceability
* Field force optimization with Al-driven route and visit planning
 Enterprise loyalty infrastructure spanning all stakeholder classes
* Credit health monitoring and financial intelligence

» Network stock exchange for cross-distributor inventory optimization

Contact Us

Email: sales@bizgaze.com | Phone: +91 7676 562 222 | Web: www.bizgaze.com

BizGaze Limited, Hyderabad, India
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