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Abstract 

This research paper summarizes the findings from a two-month summer internship at Croissance Financial Services Pvt. Ltd., a boutique financial consultancy. The 

study's objective was two fold: first, to build a theoretical foundation in debt syndication products and credit assessment methodologies, and second, to apply this 

knowledge in a practical business development role. The research involved developing a comprehensive understanding of products like Home Loans, Loan Against 

Property (LAP), and Working Capital facilities, along with assessment metrics such as FOIR, LTV, and CMA analysis. The practical component consisted of 

proactive client outreach to brokers, developers, and business owners to generate qualified leads. This paper bridges the gap between academic theory and real-

world application in the Direct Selling Agent (DSA) ecosystem. The findings reveal that success for a boutique firm hinges on using deep product knowledge to 

build trust, thereby overcoming brand recognition deficits and leveraging niche products like the government's CGTMSE scheme to penetrate the competitive 

MSME market. 

1. Introduction 

The Indian financial services sector is a competitive landscape where financial intermediaries like Direct Selling Agents (DSAs) play a critical role. These 

firms bridge the information and access gap between borrowers and lenders such as banks and NBFCs. For borrowers, DSAs simplify the complex process 

of securing a loan by providing specialized knowledge. For lenders, they serve as an extended sales force, sourcing a filtered pipeline of clients and 

reducing customer acquisition costs. 

A key challenge in this ecosystem is the significant credit gap faced by the Micro, Small, and Medium Enterprises (MSME) sector. Many MSMEs struggle 

to get formal credit due to a lack of traditional collateral or an inability to navigate banking procedures. Financial intermediaries are vital in connecting 

these businesses with suitable solutions, including government-backed schemes like the CGTMSE. This study was necessitated by the need to understand 

the gap between theoretical financial concepts and their practical application in debt financing. It serves as a contemporary case study on the operations 

of a financial DSA in India. 

The primary objectives of this study are: 

• To gain a comprehensive understanding of debt syndication instruments like Home Loans, LAP, LRD, and Working Capital. 

• To study key credit assessment parameters such as LTV, FOIR, CIBIL score, and CMA analysis. 

• To execute and analyze a business development strategy involving direct outreach to potential clients. 

• To identify the primary challenges faced during client acquisition. 

This research is framed by established financial principles, primarily the "5 Cs of Credit": Character, Capacity, Capital, Collateral, and Conditions. 

Financing instruments are categorized into asset-based financing (e.g., Home Loans) and cash flow-based financing (e.g., Working Capital). The study 

gives special attention to the Credit Guarantee Fund Trust for Micro and Small Enterprises (CGTMSE) scheme, a pivotal product for engaging the MSME 

sector 

2. Research Objectives 

These are the specific targets outlined in your study: 

• Analyze Debt Syndication Instruments: To gain a comprehensive understanding of debt syndication instruments, specifically Home Loans, 

Loan Against Property (LAP), Lease Rental Discounting (LRD), and Working Capital facilities. 

• Evaluate Credit Assessment Parameters: To study key credit assessment parameters used in the industry, including Loan-to-Value (LTV), Fixed 

Obligation to Income Ratio (FOIR), CIBIL scores, and Credit Monitoring Arrangement (CMA) analysis. 
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• Execute Business Development Strategies: To execute and analyze a business development strategy involving direct outreach to potential 

clients. 

• Identify Acquisition Challenges: To identify the primary challenges faced during the client acquisition process. 

 

Broader Scope & Contextual Objectives 

These objectives define the academic and strategic purpose of the paper: 

• Bridge Theory and Practice: To bridge the gap between academic theory and real-world application within the Direct Selling Agent (DSA) 

ecosystem. 

• Build Theoretical Foundations: To build a theoretical foundation in debt syndication products and credit assessment methodologies. 

• Understand the DSA Role: To serve as a contemporary case study on the operations of a financial DSA in India. 

• Examine Niche Strategies (CGTMSE): To understand how niche products, specifically the CGTMSE scheme, can be used to engage the 

MSME sector and overcome brand recognition deficits. 

4. Literature Review 

This review synthesizes foundational financial theories to contextualize the operational role of Direct Selling Agents (DSAs) in India. It establishes that 

DSAs function as critical "delegated monitors" to resolve Information Asymmetry (Bhattacharya & Thakor, 1993), bridging the gap between formal 

lenders and opaque MSME borrowers. The study aligns the DSA’s personalized outreach with Relationship Lending (Berger & Udell, 1995), emphasizing 

the value of "soft information" over purely quantitative data for smaller firms. Furthermore, the paper’s practical credit analysis (FOIR, LTV) is grounded 

in the 5 Cs of Credit framework (Gitman, 2003), while the demand for debt syndication is framed through Modigliani & Miller’s (1958) Capital Structure 

Theory, illustrating how MSMEs balance the tax benefits of debt against financial distress costs. Finally, the review highlights the Indian regulatory 

context, positioning DSAs as essential providers of "last-mile connectivity" for government credit schemes like CGTMSE. 

 

5.  Research Methodology 

This study was conducted within the operational framework of Croissance Financial Services Pvt. Ltd., a Mumbai-based consulting company specializing 

in Debt Syndication. 

5.1 Research Design:  

Exploratory and Descriptive design. The initial phase was exploratory, focusing on understanding the company's functioning, product portfolio, and credit 

assessment concepts. The main phase was descriptive, providing a detailed account of the business development process, client interactions, and strategic 

challenges encountered. 

5.2 Data Sources and Collection: The study utilized both primary and secondary data. 

• Primary Data was collected firsthand through: 

o Direct Telephonic Conversations: Proactive calls to a database of brokers, developers, and MSME owners. 

o Internal Case Studies: Analysis of past loan cases (Home Loan, LAP, Working Capital) demonstrated by the company mentor. 

o Discussions with Company Mentor: Regular sessions to clarify concepts and strategies. 

• Secondary Data was gathered from existing sources to build context: 

o Company Resources: The official website and internal training materials. 

o Competitor Websites: Analysis of other DSAs like Andromeda and RuLoans. 

o Financial Publications and Academic Journals: For literature review and market trends. 

5.3 Sampling Technique:  

Purposive and Convenience Sampling was used. The audience was purposively selected to include profiles most likely to need debt financing (developers, 

brokers, MSMEs) in the Mumbai Metropolitan Region (MMR). The specific contacts were sourced from a company-provided database, constituting a 

convenience sample. 

5.4 Scope and Limitations: The study focuses on the initial stages of the loan lifecycle: lead generation, assessment, and pitching. Its geographical scope 

was the MMR, and the timeframe was the two-month internship period. Key limitations include the short time constraint, which prevented tracking leads 

to final conversion, and data confidentiality policies that limited access to sensitive client information. 
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6. Results and Analysis 

This section presents the qualitative and quantitative analysis of the data collected during the business development activities. 

 

6.1 Qualitative Analysis 

6.1.1 The DSA Value Chain: A Case Study A synthesized case study of a Home Loan demonstrates the end-to-end process managed by the DSA. For a 

salaried individual seeking an ₹80 Lakhs Home Loan, Croissance's role began with sourcing the lead from a channel partner and conducting a preliminary 

eligibility check using FOIR calculations. The firm then arranged door-step document pickup and selected the most suitable lenders based on the client's 

CIBIL score and profile, leveraging its knowledge of different banks' credit policies. 

Throughout the process, the team continuously followed up with the bank's credit manager, resolved underwriter queries, and expedited the sanction. 

Finally, upon sanction, they explained the terms of the Sanction Letter to the client and coordinated the legal and valuation processes for disbursement. 

The case illustrates that the DSA acts as a project manager, providing expertise and convenience that goes beyond simple lead generation. 

6.1.2 Analysis of Client Objections:  Several recurring objections were noted during outreach calls, highlighting key market challenges. The most common 

objection from developers and large brokers was having a pre-existing relationship with another bank or DSA, indicating a market driven by trust and 

established relationships. Another frequent response from all segments was a lack of brand recognition for Croissance, which is fundamentally a question 

of trust when compared to larger national competitors. 

Channel partners like brokers were primarily concerned with their financial incentive, often inquiring about the payout structure. In response to a polite 

dismissal of "no immediate need," especially from MSMEs, the strategic counter was to introduce the collateral-free CGTMSE loan scheme as a unique 

benefit for future consideration. This analysis shows that overcoming objections requires a shift from "selling a loan" to "building a relationship" and 

"offering a solution". 

6.2 Quantitative Analysis: Illustrative data from the internship period reveals the structure of the business development funnel and outreach priorities. 

6.2.1 Lead Generation Funnel: The effectiveness of the cold calling outreach, based on 500 unique contacts, is measured by the following funnel metrics. 

Out of 500 calls made, 150 resulted in meaningful conversations where a pitch was delivered, a conversion rate of 30%. Of these, 80 clients (53.3%) 

showed enough interest to have a company profile sent to them. 

The most significant challenge appeared at the next stage, where only 15 of those 80 clients (18.8%) agreed to schedule a meeting. This drop-off is where 

qualitative factors like lack of brand trust and pre-existing relationships become quantitatively evident. However, the conversion from a meeting to an 

active lead (where documents were requested) was relatively high at 33.3%, with 5 of the 15 meetings resulting in active leads. This suggests that once 

face-to-face interaction occurs, credibility is established effectively. 

6.2.2 Target Segmentation: The outreach efforts were strategically allocated across different client segments. The primary focus was on  

Brokers and Channel Partners, who constituted 45% of the target audience, as they can provide a continuous stream of leads.  

MSMEs and Business Owners were the second-largest group at 30%, targeted for high-yield products like working capital loans.  

Developers and their sales teams made up the remaining 25% of the target segments. 

6.2.3 Product Focus: The frequency of products pitched aligns with the target segmentation strategy.  

Home Loans and LAP were the most frequently pitched products, reflecting their relevance to the large channel partner segment.  

Working Capital (OD/CC) and CGTMSE/Unsecured Business Loans were also pitched significantly, corresponding to the strategic focus on the MSME 

sector. More complex products like  

Lease Rental Discounting (LRD) and Project Finance were pitched less frequently due to their niche applicability. 

6.3 Synthesis of Analysis: The quantitative analysis reveals a classic top-of-the-funnel business development challenge where broad outreach activities 

result in a narrow conversion to tangible leads. The qualitative findings directly explain this quantitative data. The common objection related to a lack of 

brand recognition and trust is the primary reason for the sharp drop-off in conversions from interested prospects to scheduled meetings. 

The data strongly suggests that efforts should be focused on improving this specific conversion rate. The strategic focus on pitching the CGTMSE scheme 

to MSMEs is a direct response to both the market opportunity within the underserved MSME sector and the need for a unique value proposition to capture 

interest and build credibility quickly. 

7. Findings 

The study’s findings provide several insights into the operational realities of a boutique financial DSA in a competitive market. 

7.1 Key Findings and Interpretation 

1. Product Knowledge is Foundational, but Trust is the Currency: 
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The internship confirmed that a deep understanding of diverse loan products is a prerequisite for a credible sales pitch. The ability to instantly match a 

client's need with the right product and pre-calculate eligibility using metrics like FOIR builds immediate trust. However, the primary challenge is not a 

lack of product fit but a deficit of trust. For a boutique firm competing with national brands, establishing trust is the biggest hurdle, as evidenced by 

objections related to brand recognition. Personalized service and demonstrating expertise are the primary tools to build this trust. 

 

2. The DSA Market is Relationship-Driven: 

The most significant barrier to acquiring new clients, especially established developers and brokers, is not the product offering itself but their pre-existing, 

trusted relationships with other DSAs or banks. The market operates on loyalty and proven service history, which makes it difficult for newer or smaller 

players to break in. Overcoming this requires persistence, a strong value proposition, and often starting as a "Plan B" for complex cases that the primary 

partner cannot handle. 

 

3. CGTMSE is a Powerful Niche Product: 

The collateral-free CGTMSE loan scheme serves as a significant differentiator and a powerful tool for engaging the underserved MSME segment. Many 

small business owners are unaware of this opportunity, making it a strong hook for lead generation. By positioning themselves as experts in such niche 

government schemes, smaller DSAs can carve out a competitive advantage that does not rely on brand size. 

 

7.2 Implications of the Study 

 

7.2.1 Managerial Implications: For a growing firm like Croissance, the findings suggest several actionable strategies. The challenge of low brand 

recognition and trust deficit necessitates an investment in digital presence and marketing collateral. A professional website, active social media, and well-

designed case studies can build credibility before the first call is even made. To counter the inefficiency of manual outreach, adopting a Customer 

Relationship Management (CRM) system could streamline lead management and follow-ups. The success of the CGTMSE pitch indicates that developing 

and marketing specialized expertise in niche, high-demand products can be a more effective strategy than competing broadly with larger players. 

 

7.2.2 Academic Implications This study serves as a practical case study connecting several academic fields to real-world business. 

• Financial Intermediation: It demonstrates empirically how intermediaries like DSAs reduce information asymmetry and transaction costs in 

the credit market. 

• Sales and Marketing: It applies the classic sales funnel concept to a B2B financial services context and provides data on the challenges of cold 

calling and lead conversion. 

• Entrepreneurial Finance: The focus on the MSME sector and the use of the CGTMSE scheme provides a practical illustration of the financing 

challenges and solutions relevant to small businesses. 

8. Conclusion 

The two-month internship at Croissance Financial Services provided invaluable insight into the debt syndication industry. The study concludes that the 

success of a boutique financial advisory firm is contingent on a multi-faceted strategy that goes beyond just offering competitive products. 

The foundational layer is deep and diverse product knowledge, which enables the team to act as credible advisors. However, in a market saturated with 

established brands, the primary competitive battle is fought over trust and relationships. Boutique firms must differentiate themselves through 

personalized, client-centric service to build this trust. 

 

Furthermore, the strategic use of niche products, such as the collateral-free CGTMSE loans for MSMEs, is a critical tool. It allows smaller firms to create 

a unique value proposition, engage underserved markets, and bypass direct competition with larger players. Ultimately, a boutique financial DSA thrives 

by blending deep technical expertise with the soft skills of relationship management, thereby carving a valuable niche in a complex and competitive 

financial ecosystem. 
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Appendix: Glossary of Key Terms 

Term Full Form Definition 

DSA Direct Selling Agent An individual or firm that acts as a third-party intermediary between a lender and a borrower. 

NBFC Non-Banking Financial Company A company that provides banking services but does not hold a banking license. 

LTV Loan to Value 
A ratio expressing the loan amount as a percentage of the market value of the collateral. 

LTV=(LoanAmount/PropertyValue)×100. 

FOIR Fixed Obligation to Income Ratio 
A ratio of the borrower's total fixed monthly obligations to their gross monthly income. Lenders 

have a maximum permissible FOIR (e.g., 50-65%). 

CMA Credit Monitoring Arrangement 
A detailed report analyzing the past and projected financial performance of a business, used for 

assessing credit proposals. 

EMI Equated Monthly Installment A fixed payment made by a borrower to a lender each month. EMI=[P×r×(1+r)n]/[(1+r)n−1]. 

WC Working Capital The capital used in a business's day-to-day trading operations. 

OD/CC Overdraft / Cash Credit A revolving credit facility for meeting working capital needs. 

LC / BG Letter of Credit / Bank Guarantee 
Non-fund based credit facilities. LC guarantees payment to a seller, while BG guarantees contract 

performance. 

LRD Lease Rental Discounting A term loan offered against the discounted value of future rental income. 

CGTMSE 
Credit Guarantee Fund Trust for Micro 

and Small Enterprises 
A government scheme providing credit guarantees for collateral-free loans to MSMEs. 

LAP Loan Against Property A secured loan given against the mortgage of a property. 
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