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Channel
Functions

when all are carried out by the manufacturer
Athey increase the costs and prices!
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Channel
Strategy

1 popular product and does not involve deep customization

2 new product

3 use the reputation of the intermediaries

4 temporary release in the market



Channel
Strategy

1 the reseller can stop the contract

2 the reseller pursues his own interests

3 the reseller becomes to big for the ‘agent’

4 B2B sales strategy costs money
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Channel
Strategy

1 release services and products under the same brand




Channel
Strategy

1 release services and products under the same brand

2 exclusive or elite positioning




Channel
Strategy

1 expensive strategy

2 highly dependmg on the brand’s reputahon
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Conventional Distribution

distribution

system Systems

Conventional distribution systems consist of one or more
independent producers, wholesalers, and retailers.
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A

1 Each seek to maximize its own profits
2 There is little control over the other members
3 No formal means . of assigning roles and resolving conflicts.

Conventional

Distribution
distribution

system

Systems

Conventional distribution systems consist of one or more
independent producers, wholesalers, and retailers.
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Hybrid
distribution
system

Distribution
Systems

Multi-channel marketing systems are when a single firm
sets up two or more marketing channels
to reach one or more customers segments.
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Multi-channel marketing systems are when a single firm
sets up two or more marketing channels
. _to reach one or more customers segments.
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Hybrid
distribution
system

Aprh CarPlay

Original Equipment
Manufacturers

Webstore B2B & B2C

Product Manufacturer
Sales Customers

Master Distributor Cover geographic &

Vertical Channels

.

End Users,

Resellers
Customers

OEM & VAR

OEM en VAR Partners
Customers
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Value Added
Resellers

\olue \ddxd Resxler




Channel

Number of mtermedlarles between the manufacturer
and the end-user

Vv



Channel

Distribution
Systems
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You sell directly to the end-user.




Channel

Distribution
Systems

< INDIRECT

You sell ‘thr/ugh marketing intermediaries

/ to the end-user.




Channel
Levels

Distribution
Systems

Manufacturer Retailer Consumer

Manufacturer Wholesaler Retailer Consumer I N DI R ECT

Consumer
market

Manufacturer Agent Wholesaler "~ Retailer » Consumer
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Channel
Levels

Distribution
Systems

Manufacturer Agent Business

Manufacturer Wholesaler Business I N DI R ECT

, Business
Manufacturer Agent Wholesaler v Business

market
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Levels

Distribution
Systems

Service Bus/Con

INDIRECT

Service
market



Channel

Advantage

High
'High Touch'
Channels
Value- 4: DIStrlbUthn
Add of Sal
Sale Wik Yl Channel SyStemS

“Indirect”
channels

Direct
marketing
channels

Low Cost Per Transaction igh

Low

Figure 4.1 The channel ‘touch’ continuum. Source: Oxford Associates, adapted from

Rowland T. Moriarty, Cubex Corp.
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Pharma Industry Channel
Levels

Distribution
Systems
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Pharma Industry Channel
Levels

Direct

Distribution
Systems

Indirect

Sjuslled
sueloisAyd

2
O
)
©)
O)
Y
O
(L2
O
o
e
@
O

MO[} UOIBOIUNWWION)

0p)
D
(12
®
Q
=
@)
@)
®©
O
-+
fibs)
O
O
O
QY]
=
QY]
A0
Ak

multi-
channel




Pharma Industry Channel
Levels

* over the counter
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Direct

Distribution
Systems

Indirect
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Pharmadceutical Companiss

multi-
channel




Pharma Industry Channel
Levels

* over the counter
\
Direct <

Pharmacies
Hospitals

multi-

channel

Distribution
Systems

Care Institues
Intermediaries

s|used

Pharmacies
Wholesaler Hospitals

sueloisAyd

Care Institues

Distribution of goods
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Pharmadceutical Companiss



Pharma Industry Channel
Levels

* over the counter
\
Direct <

Pharmacies
Hospitals

multi-

channel

Distribution
Systems

Care Institues
Intermediaries

s|used

Pharmacies
Hospitals
Care Institues
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sueloisAyd

Wholesaler

Distribution of goods
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Pharmadceutical Companiss




Channel
Levels

Distribution
Systems

Agents & Brokers INDIRECT

-
Intermediaries who bring buyers and sellers together

and assist in negotiating an exchange BU
do not take title of the goods.




Channel

Distribution
Systems

Wholesaler 7 8 ¥ INDIRECT

7 S

An intermediaries that sells products to
other organlzatlons such as retailers, manufacturers, .
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Channel
Levels

J Distribution
Systems

Wholesaler 77 3 ' INDIRECT

/A N S ST

An intermediaries that sells products to
other organizations such as retailers, manutacturers,...
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Operate on high volumes and low margins.
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Channel

Wholesaler
Levels

J Distribution
Systems
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Merchant Wholéaler% INDIRECT

An independently owned organization that takes the title
of the merchandise they handle for full




Wholesaler Channel

\ T -z Distribution
L S ENE A TaA  Systems

Full Servic th
S _
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INDIRECT

Carry stock, maintain a sales force, offer credit, make
/de Veries, provide business assistance, ...




Wholesaler Channel

Cash & Carry

d Distribution
B Systems
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Limited Service Wholesaler.i
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INDIRECT

Range of services is limited.
/I\/Iostly Cash & Carry




Channel
Levels

Distribution
Systems

Retailer INDIRECT

An organisation that sells the product to
the final customer
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Retailer Channel

Specialty Stor
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Channel

Retailer Levels

Distribution
Systems

INDIRECT

Department Store

Have a several product Imes
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Retailer

/ Distribution
Systems

‘Supermarket

A >
VNP INDIRECT

F AR b

Large stores, with high volumes, low margins, low costs
and self service.
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Systems



Retailer Channel
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Off-Price retail ¥¢*
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Retailer Channel

Superstores

‘ INDIRECT

Very huge store with routme assortment of food products
and non-food products. Mostly very deep assortment in
one category.
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Channel

Retailer Levels

Q\

Distribution

Catalogue

INDIRECT

Broad selection of high markup, fast moving brand name

goods sold by catalogue (sometimes with discount)
Yy @
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operate In the main market

no issues about location

deal with businessmen

deal with specitic group of products
large trading area

high volume, low margin

Retailer Wholesaler

operate In the local market
location Is Important

deal with consumer

deal with more products
small trading area

low volume, low margin




Border

Manufacturer

Manufacturer

Manufacturer

Manufacturer

Channel

Levels

Distribution
Systems

Consumer

Retailer Consumer

Wholesaler Retailer Consumer I N DI R ECT

International
market

Agent Wholesaler ~ Retailer » Consumer
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Exporter

Manufacturer

Manufacturer

Manufacturer

Manufacturer

Border

Channel

Levels

1
Importer

4

Distribution

Consumer
\ Systems

Retailer Consumer

Wholesaler Retailer Consumer I N DI R ECT

International
market

Wholesaler ~ Retailer , Consumer

\/



Other people introduce your

Channel product into the foreign market.

Levels Cheap! (& easy)

Little or no control!

Border

1
Exporter Importer

4

< O Distribution
Systems

Manufacturer

Manufacturer Retailer Consumer

Manufacturer Wholesaler Retailer Consumer I N DI R ECT
, International
Manufacturer Wholesaler "~ Retailer » Consumer
market
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Border

Manufacturer

Manufacturer

Manufacturer

Manufacturer

Contract Manufacturing - quality

Chan nel Licence and franchise - right

Joint Venture

Levels

Closer to the end-user!

Company C

4

Distribution
Systems

Consumer

Retailer Consumer

Wholesaler Retailer Consumer DI R ECT

International
market

Agent Wholesaler ~ Retailer » Consumer
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(full) subsidiary
Chan nel (Production and/or sales)

Levels Transnational Organisation

Distribution
Systems

Consumer

Retailer Consumer

Wholesaler Retailer Consumer DI R ECT

International
market

Agent Wholesaler ~ Retailer » Consumer
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Vertical
Marketing
System

Producers, wholesalers and retallers acting as a unified
system



Vertical
Marketing
System




Vertical
Marketing
System




Vertical

Marketing
System

IXOMA

@

2007 | POLO  200e

TiraNY& Lo

1999 CHANEL 2006 | DOICE (GABBANA BUNRBERINY' 2013 LW 3 \BMWN)

Corpamapas | 2012 C%%

8 or | Sferoflex = | vOOUE Geasot | 2012
E lers . | - 990 seeee . 995 - e houdes: Oliver : - ‘ -

the Group ¢ 2
2007 = e Peoples and The

1550 | ‘ T Pau Smith g 2012 ‘S‘mm

ACQuUsSIton
of the Icense

1966 | BVLGARY 2003 | VRSME  PRADA 200G

Joanse

-El_@m 2010

1961 / hompion 1971/ 1988 |/ k= launched. 1995 ' Oneofthe 2001 /| A mayor dsyributorof premum 2011 / Acqueison of
Leonardo Del Veochio The st LuxoBica The foundsson lrgest opicy retal sungasses. Tecnd, Bz
founds Luxaftica d randopical eyewear provides fFee vision chains inNosth
Ded Veochio entersthe cdlection makes its cxeand eyewesy America . sunglass hul @ Tecnol
goupe C.SAS. debut 2 e MIDO R TR ] R R £ R OR e v R (PP S PU S IS eSO TSI o T TR S
whichin 1964 was imematonal tmde hase in need LENSCRAFTERS 2003 | - - A

'Amang e leadng opicy retslerzs in
rasfiomed noa T T L SR e S A Al S e e Australia and New Zaaland.
amslockcomean pymon” &TOneSight 2000 /¢ ectses

named LuxoBca e g

SpA evveveinineennnn., Groupislisted on OPSM

e Mian Swock
19” ', hu'mlca ') --------------------------------------------

Exchange's Mercaio 2004 / A leadmg metsl chanin Noath Amerca
9'0;‘%’:&’ sted on Tdematco Arionaio o
MeNIS managed by Bomsa Cole National

Balaana.



Vertical
Marketing
System

IUXOM

@

-

207 | POLQ  200e

Ty & Lo

| The own the
—— product

‘ CHANEL 2006 | DOACE (GABBANA BURBERIY' 2013 AW BMWN

of the Icense

; 1998 ARD 2003 | ViRSaE PRADA 2000

ncudes: Oliver
Peoples and The

Enters | 1971 Im | 1980 ‘ VOOUE 1995
the Group g ; ;
. ; i T - Pau Smith
s N - o .
| o Joanse

Oormamanas | 2012 «%;5
i =

1961 / hoepion 1971/ 1988 | k= launched 1995 / Oneof he 2001 /| A mayor dsyributorof premum 2011 / Acqueison of
Leonardo Del Veochio The st LuxoBica The foundstion lrgest opicy retal sungasses Tecnd, Bz
founds Luxaftica d randopical eyewear prondes Yee vision chains inNoth

Ddd Veochio entersthe cdlection makes its cxe and eyewe s America . sunglass hut W Tecnol
goupe C.SAS debut &t e MIDO Found e warld C

whichin 1964 was memasonal 1 ¢ n ne LENSCRAFTERS

whichin 1964 wa imematonal tmde 1ase in need 2003 / Amang the leading apicdl retslers in

- | " r : ”
ransiomed no a 3 inMilan T RN Australia and New Zeaknd

jarnt -=1ock campary LUXOTTIC wm&w 2000 / Luxat§ca o

named LuxoBca i .

SpA cevererrernn.., Groupislisted on OPSM

PRI e Mian Stock
1990 ' Luxotlica 2

S ExchagesMerco 2004 / A lesd ,:, el Al Al B AL
?OSJY!:E; sted on Tdematco Anonaio -
it managed by Borsa Cole National

Balaang



ACQUsSon
of the Icense

Vertical

Marketing

IXOMA

The own/make
the product

2007 | POLO 2002 | mimwawaco
5“ CHANEL 2006 | DOICE (GABBANA BURBERKY' 2013 (AW BMWN
VERSNE PRADA 200G | Corpananan 2012

Enters
the Group

1961 / hompion
Leonado Del Veocho
founds Luxaftca d
Ddl Veocho entersthe
goupe C.SAS
which in 1964 was
rasiomed no a
jart =10k camparny
named LuxoBca
SpA

1988 | k launched
The foundasson
provdes Fee vision
cxeand eyewey
Found He world
fhase in need

191

The st LuOBca
rand opical eyewear
caleionmaxes s
debut 2 e MIDO
imematonal tmde
farin Mikyn

ncudes: Oliver
Peoples and The
Pau Smith
Lcense

2001 /| A mayor ds¥ributorof premum
sungasses

1995 ' Oneofthe
lrgest apicy ret:
chains inNosth
America

) sunglass hut

2003 | Amang e leadng opicy retalers n
Ausraia and New Zeakhind

The own the
retaller

! Luxat Sca ¥

2004 / A leading retsl chanin Narth America

Cole National

1age’s Mercaio
14800 Anonaio
ged by Borsa

Ralans



Vertical

Marketing
System

IXOMA

Hlll .-

e .‘, o+ Illll' o i ii,m
lmmiv ;:;|;le.‘;; ll!lﬂ'.!“ iy cll"' il'l ' !f
4 mm;.. %,

”ml””ll Il"""“l“w" - P Im:mn "

}
a8 i “""I IR
4 b ﬂm'llhlmlhu'llmu »
sl aasaann e -

Cptica' leading retaller In NA

LENSCRAFTERS PEARLECOVISION

Ao () oPTICAL

Sun leading specialty sun retailer

"*.nmla«lml

CENIHAL and SOUTH AMEZRICA

J sunglasshot GMO

l2ading high-end retaller

thw( C&!cw J sunglassiwl

DprLICiANS

AFRCA, M CDLE EAST and INDIA
Sur

’ sunzlass hut

franchising sun retailer

SOLTH AFRICA

Sur  leading speciaity sun retailer

’ sunglass hut

Optical leading high-end retaller

A e

Sun sunretailer

'eulmla«lml

AJSTFALIA - NEW ZEALAND

Cptica' leading optical retailer
OPSM Laubmantpank
budgeteyewsar

Sun  leading sun retailer

Jauuqlasﬁlml e BrightEyes”



Vertical

Marketing

IXOMA

illlne

e uil m”l - 'm oo
..... i
ot *-:mn. J ]Iin By
o

ll“lll lngpitimniy ‘l fiu cll'
ll m “m}" im'nm“" 5
i
’Il“ i g "“I
| lllillil ]
'\
NORTH(\MERlCl\i ELpopE .................................................................. CH NAijon_,KoNG o ofs

y l
Iy, “'I
Cptica' leading retaller In NA l2ading high-2nd rets Optical leading high-end retaller

b *vu'llhmllhll'llmu »
LENSCRAFTERS PEARLECOVISION  Dawed ‘_

g
@ OPTIEAL]l T ey

Optical

Sun  legding specialty sun retailer

"‘.a AJSTFALIA - NEW ZEALAND
- . - .'\ & - »
SOLITH AFRICA Cptical leading optical retsile
Sa0P of As

Sur  leading speciaity sun retailer ) N
OPSM I.adn&hnk

budgeteyewsar




Vertical
Marketing
System

50%

of the production
is Made in Italy




Vertical
Marketing
System

IXOMA

Corporate VMS integrates successive stages of production
and distribution under single ownership.



\"[lgiler:]
Marketing
System

Contractual VMS consists of independent firms at
different levels of production and distribution who join
together through contracts to obtain more economies of
sales Impact the each could achieve alone.



Vertical
Marketing
System

G [forg /O 1 Coca-Cola
Jhe Cltely Coms &y Hellenic Bottling Company

/

Contractual VMS consists of independent firms at
different levels of production and distribution who join
together through contracts to obtain more economies of
sales Impact the each could achieve alone.




Vertical
Marketing

System

* Wholesalers sponsored
voluntary chains

* Retailer cooperatives

* Franchise organisations

Contractual VMS consists of independent firms at
different levels of production and distribution who join
together through contracts to obtain more economies of
sales Impact the each could achieve alone.



Vertical

Franchise Marketing

S -
Contractual VMS consists of independent firms at
different levels of production and distribution who join
together through contracts to obtain more economies of
sales Impact the each could achieve alone.



Vertical
Contractual VMS Marketing
Franchise System

®

mlovin’it’

Business format franchise not only distributes the
franchisor’s products and services under the franchisor’s
trademark, but also implements the franchisor’s format and

business procedure.



Vertical
Contractual VMS Marketing

Franchise System

n\ D
g )

OTA

TO

In Product distribution franchise the franchisee merely
sells the franchisor’s products or services.

4




Vertical
Contractual VMS Marketing

Franchise System

o))
A\arrott

HOTELS - RESORTS - SUITES

The management fralichise provide$Sthe management
expertise, format and/or procedure for conducting the

business.
v




\"[lgiler:]
Marketing
System

Administrative VMS has a few dominant channel
members without common ownership. Leadership comes

from size and power.
A 4



Vertical
Marketing
System

Administrative VMS has a few dominant channel
members without common ownership. Leadership comes

from size and power.
. 4



Horizontal
Marketing
System

Horizontaal Marketing Systems are when two or more
companies at one level join together to follow a new
marketing opportunity. Companies combine financial,
production, or marketing resources to accomplish more

than any company could alone.
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Horizontaal Marketing Systems are when two or more
companies at one level join together to follow a new
marketing opportunity. Companies combine financial,
production, or marketing resources to accomplish more

than any company could alone.
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Horizontal
Marketing

A AN 4
Horizontaal Marketing Systems are when two or more
companies at one level join together to follow a new
marketing opportunity. Companies combine financial,
production, or marketing resources to accomplish more

than any company could alone.



Vertical
Marketing

Horizontal
Marketing




Channel
Conflict

Occurs when one channel member believes another channel
member is engaged In behavior that is preventing them from
achieving their goals.
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Channel
Conflict

Occurs when one channel member believes another channel
member is engaged In behavior that is preventing them from
achieving their goals.
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Channel

Conflict

Occurs when one channel member believes another channel
member is engaged In behavior that is preventing them from
achieving their goals.
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3 manufacturers believes a channel member is not providing
attention to its products

Channel
Conflict

Occurs when one channel member believes another channel

member is engaged In behavior that is preventing them from
achieving their goals.



A
1 channel members bypass another to buy and sell direct

2 profit margins are uneven between channel members

3 manufacturers believes a channel member is not providing
attention to its products

4 manufacturer engage in dual distribution Channel

Conflict

Occurs when one channel member believes another channel
member is engaged In behavior that is preventing them from
achieving their goals.
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Conflict
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Channel
Alternatives
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Highly selective chol f retailers - one per market

Producers wants a close watch and control

N4
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" Alternatives

As much retallers as possible

A . gl = WAy 4

Preterably tor consumer (FMCG) and pharmaceutical
products and automotive spares.
4



X" Channel

Selective ~ g Pl .e& '\
Distribution RS TN RN\ @ Alternatives

Retailers will be selected in line with the company/brand
image

A B

Preferred for his value products

Keep distribution cost low(er)
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Cost Life
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designing international distribution channels
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Channel
Design
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Channel design are all decisions involving the
development of new marketing channels where none
has existed before, or the moditication of existing
channels.
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The channel design should contribute to the firm’s quest for
differential advantage.
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The channel design should contribute to the firm’s quest for
differential advantage.

Channel

Design

Unique benetits or characteristics of a firm, product, or
program that set it apart and above its competitors in the
customers’ viewpoint.

Differential advantage = : I

N/
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Lot Size

Variety

Analyzing
customer
needs

Channel
Design

Place
Utility

Waiting
Time




Analyzing
customer
needs

Table 5.2

Aligning channels with customers® needs

—
Chanoel

Valo: added |  Volume

partners {e.z, | resellers and Retadjmass
Customer need Fickl sales Foe YAR») tistr hutans rierchangs Call cenrors Direct mal Internet
Expert odvize and “hand-Folding’ 4 Y - | v v ' v v
I'manirg I ‘./{v'-’ L v '; 7 -.; 3 v
( U;I \'nu|l;n7!le]\:.'lhrt.7:|lmn<7 SIS ./J.; B v 7 v v v
Tncgrated ol suluinsy ] ) o SIS SV s N s <
On-site sct-up ard installat o Vo Y 7-'-"77_ v v K : J
Sel -.cn\‘;.VITI.—k-|\-m|mc-: 4 v - —/ = O/ d v L
Low ruﬂ- - 7/ o v v v v L
Fast local suppont | e IS ‘ v i ey o v v
o x 7 xurr\‘n v S 5= / / SIS S LAS

J/7, excellet channel chowe: £/, good /OK chanrel charce; /, margiesal /pecr channel choce




Setting
Channel
Objectives

Channel

Design




Setting
Channel
Objectives

Channel
Design

Know your customer segments.

e
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Channel
Design

After
sales

Know your customer segments.

What's the targeted level of customer service?
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Design

After
sales

Know your customer segments.

What's the targeted IeveI of eustomer service? ’

What are the best Channels tO use’?
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Setting
Channel
Objectives

Channel
Design

Know your customer segments.

What's the targeted level of customer service?

What are the best channels to use?

Cost-efficient way to meet customer requirements
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Types of intermediaries.
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Channel
Design

Types of intermediaries.
Number of intermediaries

vV




dentifying
channel
alternatives

Channel
Design

Types of intermediaries.
Number of intermediaries

Responsibility of each channel member
v
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Putting customers in similar
clusters based on their need

Segmentation

Channel
Design
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Putting customers in similar
clusters based on their need

x

Fix what level of servicg
_ IS required

Segmentation

Positioning

Channel
Design
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Putting customers in similar
clusters based on their need

x

Fix what level of servicg
IS required

« B - Char?nel
The sky is not the Design
[imit! Choose!

Segmentation

Positioning

Focus

Development
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Cost of operation

Ablility to manage & control
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Channel

Evaluation :
Design

Cost of operation

Ablility to manage & control
Adaptability
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Channel

Evaluation :
Design

Cost of operation

Ablility to manage & control
Adaptability

Range & volume to be handled




Channel

Design

selecting managing motivating evaluating
channel channel channel channel
members members members members







A
lgnoring end user buying patterns

Assuming that your direct sales force will assist the indirect

chamnels SN

Expecting channels to change for you

Sticking to traditional partners/channels

ARSSSST -

Being casual about selecting & evaluatin
channel members

AN TEE WL F W

Hoping that one channel can sell to every cus

&

Avoiding a channel contlict instead of managing it
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Let’s go to A’A vAUDE

work

What is Vaude all about? (Mission/Vision/Strategy)
What are they selling?

Make a country analysis. (f.I. Pestel)
Compose the customer journey of a Vaude Customer.

Who is your customer in the target countries”
Why are these targeted countries for Vaude?

A N y 4
Develop a marketing channel strategy for Vaude

to Introduce Vaude in your target country.
4



Let’s go to

work

Think about the 4 steps!

&
Be aware of channel potential conflicts! /
A N

N\ y 4

...there I1s more to add after next class!

4




Let’s go to
work

4. VAUDE

Your end-product
y 4 A N

One-Page Strategy (+ appendix)
A N

y 4
5m presentation (Management Summary)

N y 4

You evaluate on other introduction - max 1p!

My Evaluation \ /

Not the what, but the how is important
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