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This study investigates the effectiveness of sales 
promotion and after-sales services in the B2B market, 
focusing on their impact on customer satisfaction, 
loyalty, and overall business performance. Sales 
promotions, including discounts, special offers, and 
bundled deals, aim to stimulate immediate purchases 
and attract new clients. Conversely, after-sales 
services, such as technical support, maintenance, and 
training, play a crucial role in maintaining long-term 
customer relationships and ensuring the optimal use of 
purchased products. The research employs a mixed-
method approach, combining quantitative surveys and 
qualitative interviews with B2B companies across 
various industries. The quantitative data provides 
insights into the direct correlation between sales 
promotions, after-sales services, and key performance 
indicators, while the qualitative interviews offer a 
deeper understanding of customer perceptions and 
expectations. Preliminary findings indicate that while 
sales promotions effectively boost short-term sales, 
their long-term impact on customer loyalty is limited. 
In contrast, comprehensive after-sales services 
significantly enhance customer satisfaction and 
loyalty, contributing to sustained business growth. 
Additionally, the study reveals that a strategic 
combination of both sales promotions and robust after-
sales services can create a competitive advantage, 
fostering stronger client relationships and higher 
retention rates. The implications of this research 
suggest that B2B companies should prioritize the 
development of integrated promotional and service 
strategies. By aligning sales promotions with high-
quality after-sales support, businesses can not only 
drive immediate sales but also build enduring 
customer loyalty and achieve long-term success. The 
study's findings provide valuable insights for B2B 
marketers and managers seeking to optimize their 
promotional and customer service efforts in a 
competitive marketplace. 
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INTRODUCTION 
History of the Industry 

Humans have been carrying loads around on their backs since time 
immemorial. But it hasn’t always been easy. Ajudiya, Patel & Vidani, 2023) Years 
ago, hikers struggled under cumbersome, ill-fitting packs. This made the hours 
spent traipsing through the woods miserableAlkhizar & Vidani, 2024. Over time, 
pack technology has gotten better. Let’s take a look. (Bansal, Pophalkar & Vidani, 
2023) 
1878: Merriam Knapsack 

Before there were backpacking packs there were knapsacks, which were 
packs with shoulder straps that lacked any structure. (Bariya & Vidani, 2023) 
Henry Merriam submitted a patent in 1877 (patented the following year) for a 
pack for the United States Army that used sheet metal to rig the bag away from 
the wearer’s body)Bhatt, Vadher & Vidani, 2023). Merriam wrote the that the 
pack helped by, “reducing the number of separate equipment’s, lessening the 
weight to be carried, and at the same time disposing it more uniformly, and 
leaving the body of the soldier freer and less hampered by straps and other 
fastenings.” It ended up being discarded because it simply was too 
uncomfortable. (Bhatt, Patel & Vidani, 2017) 
1882: Duluth Pack 

 Camille Poirier of Duluth stepped up in 1882 to try something different. 
(Biharani & Vidani, 2018) Poirier wanted to make sure his customers could carry 
a pack and portage a canoe at the same time, leading him to innovate a pack that 
sat lower on the wearer’s back and featured a head strap. (Chalplot, Jagetiya & 
Vidani, 2024) This pack consisted of a large, durable canvas bag secured by straps 
and buckles. (Chaudhary, Patel & Vidani, 2023) It had a square shape, made to 
fit easily into the bottom of the canoe. It was so loved; bags of a similar nature 
are still in production today. (Chourasiya, Zala & Vidani, 2023) 
1904: First Use of the Word 

Near the turn of the century the noun “back-pack” started circulating. It 
took another eight years to become a verb (i.e., backpacked or backpacking) 
(Chalplot, Jagetiya & Vidani, 2024) 
1908: Bergan’s of Norway Rucksack 

 Ole F. Bergan was returning home from a hunting trip when he decided 
enough was enough, he was going to combine the traditional Norwegian wooden 
frame with the soft material of a sack. (Vasveliya & Vidani, 2019) He soon 
realized he needed to replace the birch he was using with light tubular steel that 
followed the shape of the back. (Solanki & Vidani, 2016) (Sukhanandi, Tank & 
Vidani, 2018) His patent lasted for 25 years, during which time his packs travelled 
across the globe. (Devani, Gandhi & Vidani, 2024) 
1924: Trapper Nelson Pack 

 This was the first-ever mass-produced external-frame pack. (Dhere, Vidani 
& Solanki, 2016) Nelson iterated on Inuit-made stick-and-sealskin backpacks that 
he first saw while visiting Alaska in 1920. (Dinodiya & Vidani, 2023) This pack’s 
revolutionary design featured a stabilizing wooden pack frame with canvas 
bands that cushioned the load—a far cry from the bulky Duluth pack. A canvas 
bag was attached to the wooden frame with steel pins, so the wearer could detach 
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the bag easily. (Dodiya, Dudhat & Vidani, 2024) The pack remained popular for 
years, even appearing in the first REI catalog in 1939. (Dinodiya & Vidani, 2023) 
It came in three sizes, the largest costing $7.50, complete with a canvas bag. It 
remained the leading pack sold by the co-op through the ’50s. (Doshi, Gajera & 
Vidani, 2023) 
1938: Cunningham Zippered Backpack 

Up until 1938, straps and buckles were the way that packs closed. 
(Ghoghabori, Maheshwari & Vidani, 2023) Gerry Cunningham changed the 
game by creating a backpack with two zippered sections. (Gohel, Yadav & 
Vidani, 2023) He was able to keep his load lighter and within reach for his 
primary use—rock climbing. (Gohel, Yadav & Vidani, 2023) 
1950: Fjällräven Wooden Pack 

In 1950, ÅkeNordin, the founder of Fjällräven, was trekking in the 
mountains with a good friend and got sick of carrying his gear low and far from 
his back. (Gosiya, Parekh & Vidani, 2024) Soon after returning home, he sat down 
at his mother’s treadle sewing machine and sewed a cotton bag. (Gupta, Patel & 
Vidani, 2024) He next fashioned a wooden frame that would keep the load high 
and close to his back, and then fastened the bag to the frame with leather straps. 
(Hansora, Khokhra & Vidani, 2023) (Jha, Bhatt & Vidani, 2023) This pack is what 
inspired Nordin to found his now-famous company. (Joshi, Saxena & Vidani, 
2023) 
1952: Kelty Backpack 

Dick and Nena Kelty began handcrafting external-frame backpacks that 
brought the pack into the modern era. (Joshi, Saxena & Vidani, 2024) Using 
parachute fabric, buckles and other items leftover from World War II, the pair 
transformed the industry. (Kaneria, Shah, Gautam & Vidani, 2024Dick hand-
formed and welded the pack frames while Nina sewed each pack. (Joshi, Saxena 
& Vidani, 2024) Theirs were the first packs to use aircraft aluminium, contoured 
frames, padded shoulder straps and waistbelts—although the waistbelt did not 
transfer pack load to the wearer’s hips until a few years later. ( Kaneria, Shah, 
Gautam & Vidani, 2024) 
Kelty family hiking in 1957. PC: Kelty. 
1967: Lowe Internal Frame 

Greg Lowe, founder of Lowepro, created the first internal-frame backpack 
in his garage in Colorado. (Joshi, Saxena & Vidani, 2024) Frameless packs were 
too small to carry large loads and external packs were unbalanced on technical 
terrain. (Lodhiya, Jangid & Vidani, 2023) This pack had a frame stiff enough to 
transfer the load to the hip belt, but flexible enough to contour to the shape of the 
wearer’s body. .(Joshi, Saxena & Vidani, 2024) Lowe added a sternum strap and 
side compression straps, making this the first backpack that most closely 
resembles modern-day packs. (Mala, Vidani & Solanki, 2016) 
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1970: Kelty Quick-Release Hipbelt 
The Keltys continued to innovate in pack design. (Harkani, Radadiya & 

Vidani, 2016) Dick Kelty designed and produced the first quick-release hip belt 
buckle for a pack Dinodiya, Jodoun & Vidani, 2024). It was made of stainless steel, 
and this sturdy buckle helped secure the pack tightly around the waist. This 
development allowed the weight of the pack to be transferred to the wearer’s 
hips, a given in modern-day pack design. (Gandhi, Devani & Vidani, 2024) 
1979: Lowe Alpine First Women’s Pack 

Lowe Alpine realized that their big packs didn’t fit smaller bodies. Dodiya, 
Dudhat & Vidani, 2024) They were filling the void with custom packs featuring 
narrower shoulder pads, built on demand, but wanted to scale-up the operation. 
In 1979, Lowe Alpine started making their big packs adjustable for smaller 
people. By 1981, they had a full line called the Nanda Devi Series, offering options 
for female backpackers. (Dhere, Vidani & Solanki, 2016) 
1984: Deuter Aircomfort 

After years of sweating while wearing traditional packs, Deuter patented 
the idea of a mesh backing in 1984. (Dinodiya & Vidani, 2023) The mesh created 
a ventilated space between the wearer’s back and the backpack, allowing cooling 
airflow to help keep hikers comfy on the trail. (Gosiya, Parekh & Vidani, 2024) 
Soon other manufacturers took the idea and ran with it, innovating many 
different types of pack ventilation. (Gupta, Patel & Vidani, 2024) 
1989: CamelBak Hydration Pack 

Micheal Eidson, a paramedic, was trying to figure out how to carry enough 
water for a hot Texas 100-mile bike ride. (Hansora, Khokhra & Vidani, 2023) He 
finally rigged a system with an IV bag and a surgical tubing straw. The whole 
thing was housed in a tube sock sewn to his jersey. (Jha, Bhatt & Vidani, 2023) A 
few years later, CamelBak was on the market, and the history of backpacking 
hasn’t been the same. (Joshi, Saxena & Vidani, 2023) 
1998: GoLite Breeze Pack 

Demetri and Kim Coupounas were sick of hauling heavy gear over long 
distances. That’s why they founded Go Lite, now My Trail Company. (Joshi, 
Saxena & Vidani, 2024) The first pack they introduced, the Breeze, had no hip 
belt or frame sheet and was the first pack to use lightweight and super strong 
Dyneme. (Kaneria, Shah, Gautam & Vidani, 2024) The innovation of this pack 
marked a shift in which the outdoor industry began using lighter materials for 
lighter gear. (Ladhava, Patadia & Vidani, 2024) 
2003: REI Active Motion Suspension 

The Active Motion hip belt helped transfer the pack load from the small of 
the wearer’s back to their hips. (Lodhiya, Jangid & Vidani, 2023) It was a 
mainstay of the REI packs for many years. (Mala, Vidani & Solanki, 2016) This 
hip belt was fashioned in such a way that when a person’s hips moved up and 
down, a rod and extension compensated for the movement. (Mer, Gothadiya & 
Vidani, 2024) This helped to stabilize the load and minimize side-to-side 
swaying—a game changer for our packs. (Modi, Harkani, Radadiya & Vidani, 
2016) 
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2005: Osprey Custom Molding Hipbelt Technology 
What’s better than a hipbelt that boosts stability on long treks? (Niyati & 

Vidani, 2016) A hipbelt that molds to your body! (Pandya, Skhereliya & Vidani, 
2024) Osprey made big strides in 2005, transforming the market by allowing 
backpackers to mold their hipbelts to their unique anatomy—allowing for a more 
comfortable fit. (Pathak & Vidani, 2016) 
2018: REI Uses Recycled Fabric for Pack Line 

Based on an environmental life-cycle assessment research project with 
Duke University, the REI team found that using recycled fabrics makes the 
biggest positive impact on the environmental footprint of a pack. (Prajapati & 
Vidani, 2023) Fabric accounts for 81 percent of a pack’s global-warming potential, 
48 percent of its water consumption, 72 percent of its energy consumption, and 
75 percent of its eutrophication (a type of water pollution that causes damaging 
algae overgrowth and oxygen depletion. (Rathod & Vidani, 2022) Our team 
worked directly with the textile mill to create custom fabrics made from 100% 
recycled nylon that still meet our stringent durability requirements. (Ravani, 
Bhalani & Vidani, 2024) The development of the REI Co-op Traverse pack line 
was a huge step forward for us and the outdoor industry. (Sachaniya, Vora & 
Vidani, 2019) 
Contribution of BAG Industry in world Economy 

•  The most important facts and numbers for the prediction period up to 2031 
are presented in our report and Tables. The market is anticipated to expand 
at a magnificent Compound Annual Growth Rate (CAGR) during the 
forecast perio.  Browse Detailed TOC, Tables and Figures with Charts that 
provides exclusive data, information, vital statistics, trends, and 
competitive landscape details in this niche sector 

•  Laptop Backpacks market is segmented by Type and by Application. 
Players, stakeholders, and other participants in the global Laptop Backpacks 
market will be able to gain the upper hand as they use the report as a 
powerful resource. The segmental analysis focuses on sales, revenue and 
forecast by Type and by Application for the period 2017-2028. 

 
Laptop Sleeves Market is valued at USD 1.67 billion in 2022 and is projected 

to reach a value of USD 2.79 billion in 2030 expanding at a CAGR of 6.6% over 
the forecast period of 2022-2030. 

The Laptop Bag Market was valued at 2.25 Bn. USD for the year 2023 and is 
expected to grow at a CAGR of 6.2% to become a 3.43 Bn. USD market by the 
year 2030.  
Laptop Bag Market Overview 

The manufacturing, distribution, and retail of bags particularly made to 
hold and protect computers and related devices is referred to as the "laptop bag 
market." In addition to providing extra storage for other necessities like chargers, 
cords, and papers, laptop bags are made to make it convenient, secure, and 
comfortable to move laptops. 
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 Due to the growing acceptance of laptops across several industries and 
consumer categories, the laptop bag industry has been steadily expanding over 
the years. The market has benefited from the rising demand for portable 
computing devices. The laptop bag market can be segmented based on various 
factors, including product type, material, distribution channel, and end-user. 
Laptop bags come in various forms, including backpacks, messenger bags, 
briefcases, sleeves, and rolling cases. Each type offers different features and 
designs to cater to diverse consumer preferences and needs. The growing use of 
laptops in various sectors, including education, business, and entertainment, 
drives the demand for laptop bags. Advancements in laptop design, including 
thinner and lighter models, influence the development of laptop bags that are 
sleek, lightweight, and more portable.  

 The laptop bag market has witnessed a shift toward fashionable and stylish 
designs, with consumers seeking bags that reflect their personal style and 
preferences. With the increasing number of professionals and students traveling 
and commuting frequently, the demand for laptop bags with travel-friendly 
features like TSA-compliant designs and dedicated compartments has grown. 
The laptop bag market is highly competitive, with numerous manufacturers and 
brands competing globally. Key players include Targus, Samsonite, SwissGear, 
Lenovo, Case Logic, HP, Dell, and Thule, among others. These companies offer a 
wide range of laptop bag options and focus on innovation, quality, and branding 
to gain a competitive edge.  

The rise of online retail and e-commerce platforms has significantly 
impacted the market. Consumers now have a wide range of options and the 
convenience of purchasing laptop bags online, leading to increased competition 
among brands. The laptop bag market is influenced by regional trends and 
preferences. For example, in Asia-Pacific, there is a high demand for laptop 
backpacks with ergonomic designs, while in North America, stylish and 
functional messenger bags are popular. 

 The laptop bag market continues to expand alongside the growing laptop 
industry. With advancements in technology, changing consumer preferences, 
and an increased focus on sustainability, the market is expected to witness 
further innovation and development in the coming years. 
Contribution of BAG Industry in Indian Economy 

  • The market size of the luggage sector is pegged at about INR 50,000 crore in 
India with branded luggage 

  • Contributing to 25% of the overall pie. 
  • Revenue in the Luggage & Bags Market is projected to reach US$1.97bn in 

2024. Revenue is expected to show an annual growth rate (CAGR  
o 2024-2029) of 11.00%, resulting in a projected market volume of US$3.32bn 
by 2029. 

  • The Indian Backpacks & Daypacks eCommerce market is predicted to reach 
US$391.7 million by 2024 and accounts for 32.7% of the Luggage & Bags 
eCommerce market in India. It is expected to increase over the next years. 
o contributing to 25% 
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Market Insights & Analysis: India Luggage and Bags Market (2024-30): 
• The India Luggage and Bags Market size is estimated to grow at a CAGR of 

around 14.4% during the forecast period, i.e., 2024-30. The luggage and bags 
industry in India demonstrates robust growth prospects fuelled by several 
factors. One of the key factors includes the growth in domestic and 
international tourism and government initiatives. Other countries that 
promote tourism have increased the travel of residents abroad and 
domestically. 

• Along with this, the growing middle-class population and rising disposable 
income have increased the inclination of consumers towards high-quality 
luggage and bags for travel and daily use. In addition, changing lifestyles, 
urbanization trends, and booming e-commerce are further fuelling market 
expansion and providing consumers with greater access to a wide range of 
products.  

• Additionally, India's evolving fashion consciousness and desire for stylish 
yet functional suitcases and bags are driving innovation and diversity in the 
market. Consumers seek products that not only offer durability and 
convenience but also reflect their style and preferences. This trend has led 
to the emergence of a plethora of designs, materials, and features, catering 
to various segments of the population, from budget-conscious travellers to 
luxury-seeking individuals. 

• Moreover, the market is witnessing increased adoption of eco-friendly 
materials and sustainable practices, driven by growing environmental 
awareness among consumers. Manufacturers are responding to this 
demand by introducing eco-conscious lines of luggage and bags, thus 
tapping into a niche yet expanding segment of environmentally conscious 
consumers. In conclusion, the India Luggage and Bags Market presents 
significant opportunities for growth & expansion during the forecast period, 
driven by factors such as rising disposable incomes, changing consumer 
preferences, and increasing awareness of sustainability. 

India Luggage and Bags Market Driver: 
•   Expansion of MICE Events to Catalyse the Market Expansion – During the 

past few decades, India has experienced robust economic growth and 
corporate sector expansion due to conducive government support and a 
business-friendly environment. The growth of business establishments 
across the different parts of the country has substantially increased 
Meetings, Incentives, Conferences, and Exhibitions (MICE) activities in the 
country. Due to this, the frequency of travel across the country is surging, 
subsequently raising the demand for bags and luggage. Moreover, this is 
also influencing consumer preference towards premium, functional, and 
innovative luggage solutions. 

•  Furthermore, the Indian government has devised a supportive policy for 
increasing Foreign Direct Investment (FDI) inflows. As per the United 
Nations Conference on Trade and Development (UNCTAD), India 
experienced a notable rise in Foreign Direct Investment (FDI) inflows in 
2022.  
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•   The inflows surged to USD 49.3 billion, marking a year-on-year increase of 
10.3%. This surge positioned India prominently on the global stage; it 
became the third-largest destination for new international investment 
projects (greenfield projects). The increase in FDI would considerably 
increase the number of business establishments in the country. This would 
increase corporate events, including meetings, conferences, and workshops, 
which subsequently would increase the demand for bags and luggage. 

India Luggage and Bags Market Opportunity: 
•   Government Initiatives to Enhance Domestic Tourism to Open New Doors 

for Market Players – In India, tourism has emerged as a major contributor 
to its GDP, and owing to this, the government is planning to strengthen its 
domestic tourism sector to make it more resilient against global challenges, 
such as economic downturns. 

•   In line with this, the government has been introducing various initiatives to 
enhance domestic tourism in the country. For instance, in 2022, the Ministry 
of Tourism revamped its Swadesh Darshan Scheme as Swadesh Darshan 2.0 
(SD2.0) to develop sustainable and responsible destinations following a 
tourist- & destination-centric approach. 

•  Additionally, in 2024, the government has notified 57 destinations in the 
country for development under the Swadesh Darshan Scheme as Swadesh 
Darshan 2.0 (SD2.0). This would catalyse domestic tourism in the country, 
which subsequently would necessitate the need for a wide range of bags, 
which would open new doors for market players. 

India Luggage and Bags Market Challenge: 
•  Increasing Availability of Counterfeit Products to Restrict Market Growth – 

In India, there is a substantial inclination of customers towards luxury and 
high-end branded bags and luggage. However, the high cost of these bags 
makes them beyond the reach of the majority of consumers, owing to which 
there is a lucrative market for counterfeit bags and luggage in India.  

• Moreover, advancements in technology are making it easier to produce high-
quality replicas. As the availability of these duplicate products surges, this 
would reduce the revenue of legitimate brands, thereby posing a challenge 
to market players. 

India Luggage and Bags Market Trend: 
•  Smart &Tech-Enabled Luggage & Bags Gaining Traction – In India, the 

population of tech-savvy customers is increasing, especially among the 
middle and upper-middle classes. Owing to this, companies like Safari, VIP, 
Samsonite, etc., are launching bags with features such as GPS tracking, USB 
charging ports, etc. Moreover, 2019-2023 companies like Air wheel SE3S, 
Arista Vault, etc., have introduced electric motorized luggage carriers. 
Owing to this, there would be a wider adoption of smart, technology-
integrated travel accessories, which is anticipated to further increase the 
introduction of smart bags from other companies as well. 
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India Luggage and Bags Market (2024-30):  
Segmentation Analysis 

The India Luggage and Bags Market study of Marnel Advisors evaluates & 
highlights the major trends and influencing factors in each segment. It includes 
predictions for the period 2024–2030 at the national level. According to the 
analysis, the market has beenfurther classified as: 

The bag industry encompasses a wide array of products, including 
handbags, backpacks, suitcases, wallets, and other types of carrying cases made 
from various materials like leather, fabric, plastic, and metal (Ajudiya, Patel & 
Vidani, 2023; Alkhizar & Vidani, 2024). It plays a significant role in the global 
economy, influencing fashion trends and meeting practical needs (Bansal, 
Pophalkar & Vidani, 2023; Bariya & Vidani, 2023). This industry has evolved 
considerably over the centuries, adapting to changing consumer preferences, 
technological advancements, and economic fluctuations (Bhatt, Vadher & Vidani, 
2023; Bhatt, Patel & Vidani, 2017). 

Bags have been used since ancient times, with early examples made from 
animal hides, plant fibers, and other natural materials (Biharani & Vidani, 2018; 
Chalplot, Jagetiya & Vidani, 2024). These early bags served practical purposes, 
such as carrying food, tools, and personal belongings (Chaudhary, Patel & 
Vidani, 2023; Chourasiya, Zala & Vidani, 2023). The use of bags can be traced 
back to ancient Egypt, Mesopotamia, and Rome, where they were often simple 
pouches or sacks (Devani, Gandhi & Vidani, 2024; Dhere, Vidani & Solanki, 
2016). 

During the medieval period, bags began to be more varied in design and 
purpose (Dinodiya & Vidani, 2023; Dodiya, Dudhat & Vidani, 2024). The 
Renaissance period saw an increase in the use of decorative elements, with bags 
becoming more than just utilitarian items (Doshi, Gajera & Vidani, 2023; 
Ghoghabori, Maheshwari & Vidani, 2023). They started to reflect the social status 
and wealth of the owner, often adorned with intricate embroidery, jewels, and 
other embellishments (Gohel, Yadav & Vidani, 2023; Joshi, Saxena & Vidani, 
2023). 

The Industrial Revolution brought significant changes to the bag industry 
(Joshi, Saxena & Vidani, 2024; Joshi, Memon & Vidani, 2024). The invention of 
the sewing machine and advances in textile production allowed for mass 
production of bags, making them more affordable and accessible to a wider 
audience (Kaneria, Shah, Gautam & Vidani, 2024; Ladhava, Patadia & Vidani, 
2024). The 19th and early 20th centuries also saw the rise of luxury handbag 
brands, such as Louis Vuitton and Hermès, which set the standards for quality 
and style in the industry (Lodhiya, Jangid & Vidani, 2023; Mala, Vidani & 
Solanki, 2016). 
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The global bag market is a multi-billion-dollar industry (Mer, Gothadiya & 
Vidani, 2024; Modi, Harkani, Radadiya & Vidani, 2016). In 2020, the global 
handbag market alone was valued at approximately $47 billion, with projections 
indicating steady growth over the coming years (Niyati & Vidani, 2016; Odedra, 
Rabadiya & Vidani, 2018). The industry is characterized by a wide range of 
players, from luxury brands to affordable mass-market manufacturers (Pandya, 
Skhereliya & Vidani, 2024; Patel, Chaudhary & Vidani, 2023). 

The bag industry provides employment to millions of people worldwide, 
from designers and artisans to factory workers and retail staff (Pathak & Vidani, 
2016; Pradhan, Tshogay & Vidani, 2016). Countries like China, India, and 
Vietnam are major hubs for bag manufacturing due to their lower labor costs and 
established production infrastructures (Prajapati & Vidani, 2023; Rakholiya, 
Ramani & Vidani, 2024). 

Bags are a significant export commodity for many countries (Rathod & 
Vidani, 2022; Rathod & Vidani, 2023). For instance, China is the largest exporter 
of bags globally, with exports worth billions of dollars annually (Ravani, Bhalani 
& Vidani, 2024; Sachaniya, Vora & Vidani, 2019). Other notable exporters include 
Italy, known for its high-quality leather goods, and India, which has a strong 
tradition of handcrafted bags (Saxena & Vidani, 2023; Saxena, Joshi & Vidani, 
2023). 

One of the most significant trends in the bag industry is the shift towards 
sustainability (Saxena, Joshi & Vidani, 2024; Shah & Vaghela, 2023a). Consumers 
are increasingly aware of the environmental impact of their purchases, leading 
to a growing demand for eco-friendly bags (Shah & Vaghela, 2023b; Shaikh, 
Saiyed & Vidani, 2024). This has prompted many brands to adopt sustainable 
practices, such as using recycled materials, reducing waste, and ensuring fair 
labor practices (Sharma & Vidani, 2023a; Sharma & Vidani, 2023b).The 
integration of technology into bags is another emerging trend (Singh, Nandy & 
Vidani, 2024; Singh & Vidani, 2016). Smart bags, which feature built-in charging 
ports, GPS tracking, and other tech enhancements, are gaining popularity (Singh, 
Vidani & Nagoria, 2016; Solanki & Vidani, 2016). This trend reflects the broader 
convergence of fashion and technology, catering to the needs of the modern, tech-
savvy consumer (Sukhanandi, Tank & Vidani, 2018; Vaghela & Shah, 2023a). 

Customization and personalization have become key selling points in the 
bag industry (Vaghela & Shah, 2023b; Vaishnav, Rathod & Vidani, 2024). Many 
consumers seek unique products that reflect their personal style (Vasveliya & 
Vidani, 2019; Vidani, 2015). Brands are responding by offering customizable 
options, such as monogramming and bespoke designs (Vidani, 2015; Vidani, 
2016). 

The rise of e-commerce has transformed the way bags are marketed and 
sold (Vidani, 2016; Vidani, 2016). Online retail platforms have expanded the 
reach of bag manufacturers, allowing them to connect with a global audience 
(Vidani, 2016; Vidani, 2018a). This shift has also led to the growth of direct-to-
consumer brands, which bypass traditional retail channels to offer high-quality 
products at lower prices (Vidani, 2018b; Vidani, 2018c). 
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The future of the bag industry will be shaped by continued innovation in 
design and materials (Vidani, 2019; Vidani, 2020). Advances in material science 
could lead to the development of new, more durable, and sustainable materials 
(Vidani, 2022; Vidani & Das, 2021). Additionally, the use of 3D printing and other 
cutting-edge technologies could revolutionize the manufacturing process, 
allowing for greater customization and efficiency (Vidani & Dholakia, 2020; 
Vidani & Pathak, 2016).Sustainability will remain a critical focus for the bag 
industry (Vidani & Plaha, 2016a; Vidani & Plaha, 2017). Companies will need to 
adopt more sustainable practices to meet regulatory requirements and consumer 
expectations (Vidani & Singh, 2017; Vidani & Solanki, 2015). This could include 
the use of biodegradable materials, improved recycling processes, and more 
transparent supply chains (Vidani, Chack & Rathod, 2017; Vidani et al., 2023a). 

The global bag market is expected to continue its growth trajectory, driven 
by rising disposable incomes, increasing urbanization, and changing fashion 
trends (Vidani et al., 2023b; Vidani et al., 2023c). Emerging markets, particularly 
in Asia and Africa, present significant growth opportunities due to their 
expanding middle-class populations and increasing consumer spending (Vidani, 
Jacob & Patel, 2019; Dinodiya & Vidani, 2023).Despite the positive outlook, the 
bag industry will face several challenges (Chourasiya, Zala & Vidani, 2023; 
Gohel, Yadav & Vidani, 2023). These include supply chain disruptions, 
fluctuating raw material prices, and the need to balance affordability with quality 
and sustainability (Ghoghabori, Maheshwari & Vidani, 2023; Alkhizar & Vidani, 
2024). Additionally, brands will need to navigate the complexities of 
international trade and evolving consumer preferences (Hansora, Khokhra & 
Vidani, 2023; Jha, Bhatt & Vidani, 2023). 
Research Objectives 

• To study the effectiveness of sales promotions offered by MYBAE BAG in 
attracting B2B clients 

• To examine if the variety and frequency of sales promotions at MYBAE BAG 
meet the needs of B2B clients 

• To assess if sales promotions help in building stronger relationships with 
B2B clients at MYBAE BAG 

• To investigate if the after-sales service team at MYBAE BAG resolves issues 
promptly and satisfactorily 

• To assess if after-sales services contribute to customer loyalty and repeat 
business at MYBAE BAG 

 
LITERATURE REVIEW 
1. DelVecchio, D., Henard, D., &Freling, T. (2006). 

The benefit of sales promotions is that they induce choice. However, this 
benefit may be offset by undermining preference for the brand when it is no 
longer promoted. Despite the fact that sales promotions have long been 
employed in marketing practice and researched academically, a clear 
understanding of the impact of sales promotion on post-promotion brand 
preference continues to evade brand managers and marketing scholars alike. This 
manuscript attempts to provide insight on the effects of sales promotions on 
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brand preference by integrating results from 51 studies on the subject. Our meta-
analysis suggests that, on average, sales promotions do not affect post-promotion 
brand preference. However, depending upon characteristic of the sales 
promotion and the promoted product, promotions can either increase or decrease 
preference for a brand. The empirical results provide insights for crafting 
promotion strategy and for understanding the process by which promotions 
influence brand preference. 
2. Wang, W., Malthouse, E., Calder, B., &Uzunoglu, E. (2017) 

Abstract We investigate whether marketing can play a new role that is 
more aligned with the sales force by adapting content marketing (CM) in B2B 
professional services organizations. CM activities can be in-person events, such 
as conferences that involve face-to-face contact with customers, or digital, such 
as webinars (ie, digital events) or posting company-generated content to brand 
websites (ie, digital content). By fitting random effects negative binomial 
regression models to four years of panel data from a large international 
consulting service provider, we show that the number of leads and opportunities 
won by its key clients is positively affected by the frequency of account staffing. 
digital transactions and consumption of digital content, but not personal 
transactions. In addition, we find that CM affects both low- and high-level 
customer employee sales. These findings suggest that CM can be effective in 
generating leads and opportunities for professional B2B service providers and 
complementing an existing sales force. . 
3. Adler, L. (1963). 

John H. Weber argued in a recent issue of the JOURNAL OF MARKETING 
that it is impossible to measure the extent to which sales promotion plays a role 
in driving sales because there are too many unmeasurable factors in the market. 
He argued that broad economic conditions influence consumer responses to 
promotions in unknown, unmeasurable, and unobservable ways. And he also 
talked about local market trends, competitive responses and things inside the 
company. The present author argues against Weber's view. It argues that the 
effectiveness of promotion activities can be determined in practice and the 
experimental methods that can be used.. 
4. Asugman, G., Johnson, J., & McCullough, J. (1997). 

This research develops and tests a theoretical framework related to 
globalization and after-sales service (AS) in international trade. In particular, this 
study tests the relationship between internationalization, the importance of after-
sales service leading to long-term export profits, and after-sales service provided 
in foreign markets. The level of competition in foreign markets, product quality 
and retailer strength in foreign distribution channels were investigated as 
parameters that control the relationship between actual services provided to 
foreign markets and the importance of after-sales service. The results support the 
hypothesis that, in general, when companies internationalize, they understand 
the role of SA in their international operations. However, there are certain factors 
that can help or hinder merchants from providing these services.. 
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5. Enyinda, C., Opute, A., Fadahunsi, A., &Mbah, C. (2020) 
Purpose The purpose of this paper is to understand the marketing-sales-

service (M-S-S) interface from the perspective of how social media marketing 
(SMM) platforms are prioritized and how related business-to-business (B2B) 
sales processes are affected. This study also aims to understand if an effective 
tripartite alignment has been achieved between marketing, sales and service. 
Design/Methodology/Approach This study combines a literature review and an 
analytical hierarchical process model. A total of 30 M-S-S managers from 
multinational electronics companies located in Africa and the Middle East 
participated in the study. The authors collected information from M-S-S 
managers during training sessions about the role of marketing, sales, targeting 
services and SMM in the sales process. Conclusions In the pursuit of customer 
orientation and improvement of organizational performance, marketing, sales 
and service managers consider customer understanding as the most important 
feature of the sales process. Finding needs is considered the second most 
important feature of the sales process, while approaching the customer is the 
least important. The results obtained from the evaluations of the attributes of the 
sales process and the ranking of the alternatives of the SMM platform show the 
important hierarchical influence of Facebook, LinkedIn and Twitter on the sales 
process. The results also show the enabling effect of SMM activity on the 
alignment of the MS interface. Study Limitations/Implications This study has 
two limitations. First, it examined only one large B2B company in the electronics 
industry. Second, this study only addresses conditions in Africa and the Middle 
East. These limitations can be addressed in future research. 
 
METHODOLOGY 
Research Design 

• The study uses descriptive research design to collect data. 
• Sampling: 
• A non-probability convenient sampling technique is used to ensure 

representation from different socio-economic backgrounds. 
• The target population consists of consumers of MYBAE BAGS in 

Ahmedabad. 
• Sample size = 127 

Data Collection 
• Primary data is collected through structured questionnaires distributed to 

the selected participants. 
• The questionnaire consists of demographic questions and other related 

questions 
Data Analysis 

• Descriptive statistics (e.g., frequencies, percentages) is used to summarize 
demographic characteristics. 

Tools used 
• Excel 
• SPSS. 
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RESULTS AND DISCUSSION 
The age distribution data reveals that the majority of respondents are 

below 25 years of age, accounting for 80.7% (96 out of 127). This indicates a young 
workforce or client base. The age group 25-34 makes up 16.0% (19 out of 127), 
while those aged 35-44 constitute a mere 3.4% (4 out of 127). The data highlights 
a skewed age distribution towards younger individuals, suggesting potential for 
long-term engagement and growth within the company. 
The gender distribution is predominantly male, with males representing 80.3% 
(102 out of 127) of the respondents. Females account for 18.1% (23 out of 127), 
and those identifying as 'Other' make up 1.6% (2 out of 127). This significant 
gender imbalance might warrant further investigation into workplace diversity 
and inclusion practices. 

In terms of job positions, sales representatives form the largest group at 
29.1% (37 out of 127), followed by account managers at 26.0% (33 out of 127). 
Customer service positions account for 23.6% (30 out of 127), operations 10.2% 
(13 out of 127), and other unspecified roles 11.0% (14 out of 127). The diversity in 
roles suggests a balanced distribution across different functions within the 
company. 

Regarding experience in B2B sales or service at MYBAE BAG, a substantial 
portion of respondents (40.9%, 52 out of 127) have 1-3 years of experience. Those 
with less than 1 year constitute 33.1% (42 out of 127), while 18.1% (23 out of 127) 
have 3-5 years of experience. Only a small percentage have over 5 years of 
experience, with 6.3% (8 out of 127) having 5-10 years and 1.6% (2 out of 127) 
having more than 10 years. This distribution suggests a relatively new and 
growing team. 

Opinions on the effectiveness of sales promotions in attracting B2B clients 
are mixed. A significant portion of respondents either disagree (29.9%, 38 out of 
127) or strongly disagree (18.9%, 24 out of 127) with the effectiveness of the 
promotions. However, 27.6% (35 out of 127) remain neutral, and a combined 
23.6% (30 out of 127) agree or strongly agree that the promotions are effective. 
This indicates room for improvement in sales promotion strategies. 

When evaluating the variety and frequency of sales promotions, a 
significant number of respondents agree (37.0%, 47 out of 127) that they meet the 
needs of B2B clients. However, 29.9% (38 out of 127) disagree, and 15.7% (20 out 
of 127) remain neutral. The data shows a division in satisfaction levels, 
suggesting a need to better tailor promotions to client needs. 

The impact of sales promotions on building stronger relationships with 
B2B clients also shows mixed responses. A significant proportion agrees (33.1%, 
42 out of 127) that promotions help build relationships, while 26.8% (34 out of 
127) disagree and 21.3% (27 out of 127) remain neutral. This indicates that while 
promotions are somewhat effective, there is room for enhancing their 
relationship-building potential. 
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The perception of MYBAE BAG’s after-sales support is relatively positive, 
with 32.3% (41 out of 127) agreeing that it is timely and effective. However, 29.1% 
(37 out of 127) are neutral, and 29.1% (37 out of 127) disagree or strongly disagree 
with this statement. This highlights the importance of improving after-sales 
support to enhance client satisfaction. 

Regarding the prompt and satisfactory resolution of issues by the after-
sales service team, 29.9% (38 out of 127) agree, while 28.3% (36 out of 127) remain 
neutral. However, 23.6% (30 out of 127) disagree, suggesting that there are gaps 
in the service that need addressing to ensure better client satisfaction. 

The role of after-sales services in contributing to customer loyalty and 
repeat business is recognized by 33.9% (43 out of 127) of respondents who agree 
with this statement. Nevertheless, 21.3% (27 out of 127) disagree, and 15.7% (20 
out of 127) are neutral. This indicates that while after-sales services are valued, 
there is potential to strengthen their impact on customer loyalty. 

Overall satisfaction with the effectiveness of sales promotions and after-
sales services is generally positive, with 37.0% (47 out of 127) agreeing they are 
effective. However, 21.3% (27 out of 127) are neutral, and 22.1% (28 out of 127) 
disagree or strongly disagree. This mixed feedback highlights areas for 
improvement to achieve higher overall satisfaction levels. 

The data provides valuable insights into the demographic distribution, 
role diversity, experience levels, and perceptions of sales promotions and after-
sales services at MYBAE BAG. Addressing the areas of dissatisfaction and 
enhancing the effectiveness of sales and after-sales strategies can lead to 
improved client relationships and business growth. 
  
CONCLUSIONS AND RECOMMENDATIONS 

The data from MYBAE BAG reveals key insights into the demographic 
profile, job roles, and perceptions of sales and after-sales services among the 
workforce. The age distribution is heavily skewed towards younger individuals, 
with 80.7% of respondents below 25 years old, indicating a young and potentially 
long-term workforce. The gender distribution is predominantly male, with a 
significant imbalance that suggests the need for a closer examination of diversity 
and inclusion practices within the company. 

The workforce is diverse in terms of job roles, with sales representatives 
and account managers making up the largest segments, indicating a strong focus 
on client-facing positions. The experience levels are mostly within the 1-3 year 
range, reflecting a relatively new and growing team. However, there is a notable 
lack of more experienced individuals, which could impact long-term strategic 
growth. 
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Perceptions of the effectiveness of sales promotions and after-sales 
services are mixed, with a significant portion of respondents expressing 
dissatisfaction or neutrality. While there is some agreement on the effectiveness 
of these strategies, the division in opinions highlights areas where MYBAE BAG 
could improve to better meet client needs and enhance satisfaction. The after-
sales support and its role in fostering customer loyalty also show room for 
improvement, with many respondents either neutral or dissatisfied with the 
current offerings. 

Overall, the findings suggest that while MYBAE BAG has a young and 
diverse workforce, there are clear opportunities to enhance sales and after-sales 
strategies. By addressing the areas of dissatisfaction and tailoring their 
approaches more closely to client needs, the company can strengthen client 
relationships, improve satisfaction, and foster long-term business growth. 
  
FURTHER STUDY 
 This research still has limitations so further research is needed related to 
the effect of capital and E-commerce on production and income of micro, small 
and medium furniture businesses in order to perfect this research and increase 
insight for readers. 
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