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Meeting Grameen Distribution Ltd and its rural distribution initiative Grameen Marketing

During its stay in Bangladesh in Noven
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Network in Bangladesh

Nazmul Haque from Grameen DistribL pany, which distributes products in tra-

tion Ltd, a sister concern of the famou ditional distribution channels in urban

Grameen Bank.

Distribution

Grameen Distribution Head Office

Background

Created in 1997, Grameen Distribution
Limited (GDL) is one of the prominent
sales and marketing based company in
Bangladesh with a nation-wide pres-
ence and business partnerships with
companies such as Nokia, BASF, Cana-

dian Solar or Veolia.

GDL is a subsidiary establishment of the
Grameen Telecom (GTC), which is the
cofounder of national largest mobile
phone operator Grameenphone. Thus it
benefits from the business network of
Grameen Telecom and Grameen Bank in

Bangladesh.

GDL has a coverage in 44 districts of
Bangladesh, utilizing 18 district based
offices of its parent concern Grameen
Telecom. It also has access to the 2400
Grameen Bank offices at the Upazilla

(sub-district) level of the country.
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areas but also specialized and essential
products for underprivileged people
rural initiative

through its product

Grameen Marketing Network (GMN).
Grameen Marketing Network

Grameen Marketing Network distrib-
utes essential products for underprivi-
leged people (light bulbs, mosquito
nets, solar lights, garments, mobile re-
charge...) according to GDLs partner-
ships (BASF, Canadian Solar, Nokia, Ve-
olia...).

We were lucky enough to meet
Grameen Marketing Network both at
the headquarters and on the field, to
understand its model and witness its

social impact.
Focus on the Distribution model

As every rural based initiative, a special
focus should be made on the distribu-
tion model. Being efficient on this field
is the only way to reach the market an

organization wants to reach.

Moreover, Bangladesh is a very poorly
connected country. Roads condition as
well as seasonal floods makes it difficult
to reach remote customers using only

traditional distribution channels.
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R Q9 y GDL is a social business oriented com- a MJfirst, the products go through the

traditional distribution network of
Grameen Distribution.

They reach Upazilla hubs using a na-
tional courier service. At that stage,

they are taken care of by GMN staff:

Upazilla hub managers send products to

Union centers where group team lead

-ers can buy them every 15 days:

e Women dealers of the Female Net-
work will sell to women in villages

e Male and Youth network sell in vil-
lages and bazaars, mostly to men

GMN’s added value is its network of
rural sellers. Those micro franchisees
have a direct access to the rural custom-
ers, as they are themselves villagers.
They are in charge of raising awareness
and marketing products as well as help-
ing Grameen Marketing Network to

reach the most remote areas.

Two of the products distributed by Gra-
meen Distribution: the BASF mosquito
net and the CANADIAN SOLAR lantern
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A Micro Franchisee model

The micro franchisees are mostly

women who work 3 to 6 hours per day

to sell those products in the villages,
earning a commission on each sale:

e GMN has 314 rural sellers organized
in groups of 3 to 7 franchisees
(Women groups and Men groups)
selling products in a Grameen bag in
villages and bazaars;

e Each group has an action plan of
visiting about 50 houses per day
(2,5km walking per day);

e GMN offers employment opportuni-
ties to underprivileged people who
can earn their life by being a franchi-
see.

GMN uses the Grameen Bank network
to recruit franchisees, in order to work
with motivated and business aware

micro sellers.

This distribution model, not very differ-
ent from the Greenlight Planet distribu-
tion model in India, has proven its effi-
ciency. It helps rural population to ac-
cess essential needs and all sorts of
products (shampoos and cosmetics are
big sellers!) and provides local empow-

erment to the women sellers.
Conclusion
At the time of our visit, Grameen Mar-

keting Network was operating in two
districts (Tangail and Bogra) of Bangla-
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Bangladesh

desh, but it is planning to scale up into
20 districts starting January 2012. It will
keep working hand in hand with
Grameen Distribution to widen its inno-
vative distribution network and reach

even more isolated populations.
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Further readings

If you want to learn more about
Grameen Distribution Ltd, go at http://

www.grameendistribution.com/

Grameen
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