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Go-to-the-Market

#1: How does my product
get to my customers?

#2: How does my start-up
get known!




# | Marketing (Distribution) Channels

* A marketing channel consists of the people, organizations, and activities necessary to transfer the

ownership of goods from the point of production to the point of consumption.

* [t s the way products get to the end-user, the consumer; and Is also known as a distribution channel.

* A marketing channel is a useful tool for management, and is crucial to creating an effective and well-

planned marketing strategy.

Roles of marketing channel in marketing strategies
e Links producers to buyers.
* Influences the firm's pricing strategy.

e Affecting product strategy through branding, policies, willingness to stock.

e Customizes profits, install, maintain, offer credit, etc.
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Some Definrtions (1/3)

What Is a Distribution Channel?

The distribution function of marketing is comparable to the place component of the marketing mix in that both center on
getting the goods from the producer to the consumer. A distribution channel in marketing refers to the path or route

through which goods and services travel to get from the place of production or manufacture to the final users. It has at its
center transportation and logistical considerations.

Business-to-business (B2B) distribution occurs between a producer and industrial users of raw materials needed for the

manufacture of finished products. For example, a logging company needs a distribution system to connect it with the lumber
manufacturer who makes wood for buildings and furniture.

Business-to-customer (B2C) distribution occurs between the producer and the final user. For instance, the lumber

manufacturer sells lumber to the furniture maker, who then makes the furniture and sells it to retail stores, who then sell it
to the final customer.



Some Definrtions (2/3)

Direct vs. Indirect

In marketing, goods can be distributed using two main types of channels: direct distribution channels and indirect
distribution channels.

Direct Distribution

A distribution system is said to be direct when the product or service leaves the producer and goes directly to the customer
with no middlemen involved. This occurs, more often than not, with the sale of services. For example, both the car wash and
the barber utilize direct distribution because the customer receives the service directly from the producer. This can also occur
with organizations that sell tangible goods, such as the jewelry manufacturer who sells its products directly to the consumer.

Indirect Distribution

Indirect distribution occurs when there are middlemen or intermediaries within the distribution channel. In the wood
example, the intermediaries would be the lumber manufacturer, the furniture maker, and the retailer. The larger the number
of intermediaries within the channel, the higher the price is likely to be for the final customer. This is because of the value
adding that occurs at each step within the structure.



Some Definrtions (3/3)

Direct or indirect distribution structures may include any combination or all of the following entities:

e A wholesaler or distributor

e The Internet (direct)

e (atalogs (direct)

e Sales teams (direct)

e The value-added reseller (VAR)

e (Consultants
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Typical Channels in Business-to-Consumer (B2B) Markets
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Typical Channels in Business-to-Business (B2C) Markets
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Distribution Channel Stakeholders

1] Agents

are middlemen who represent the produces to the customer. They are merely
an extension of the company but the company is generally bound by the actions of its
agents. One thing to keep in mind, the of the goods do not pass to the

agent. They only work on fees and



Distribution Channel Stakeholders

21 Wholesalers

Wholesalers buy the goods from the producers directly. One important characteristic
of wholesalers is that they buy in bulk at a lower rate than retail price. They store and
warehouse huge quantities of the products and sell them to other intermediaries in

smaller quantities for a profit.

Wholesalers generally do not sell to the end consumer directly. They sell to other

middlemen like retailers or distributors.



Distribution Channel Stakeholders

3] Distributors

Distributors are similar to wholesalers in their function. Except they have a contract
to carry goods from only one producer or company. They do not stock a variety of
products from various brands. They are under contract to deal in particular products

of only one parent company



Distribution Channel Stakeholders

4] Retailers

letailers are basically shop owners. Whether it is your local grocery store or the mall
in your area they are all retailers. The only difference is in their sizes. Retailers will
procure the goods from wholesaler or distributors and sell it to the final consumers.

They will sell these products at a profit margin to their customers.

In the reality of the market, all producers rely on the distribution to channel to some
extent. Even those who sell directly may rely on at least one of the above
intermediary for any purpose. Hence the distribution channel is of paramount

Importance in our eConomy.



Distribution Channel Stakeholders

5] Value-added Reseller (VAR)

* A value-added reseller (VAR) Is an organization that is usually part of a sales
channel for an original equipment manufacturer (OEM).

e OEMs make their goods available to VARs at a discount, and the VAR helps to
facilitate product sales on behalf of the OEM by adding pre-sales value to the end
user (such as facilitating proof of concepts and providing pre-sales engineering

and sales support).

* For these services, the VAR adds a markup to the final sale price of the product.



#2: Channel Marketing

* Brands involved In selling through marketing channels (also commonly
known as distribution channels) have relationships with the channel
partners (local resellers, retailers, field agents, etc.) that sell their products
or services to the end customer.

* Brands that aim to maximize sales through channel partners provide them
with advertising and promotional support that is pre-configured and often

subsidized by the brand.



Channel Marketing
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Multichannel marketing is a strategy that uses multiple channels in order to reach a wide audience.



Multi-channel Marketing
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Multi-channel Marketing

nies or marketers to interact with their audiences via multiple channels.

nannel marketing is also referred to as cross-channel marketing. It describes efforts by

These channels may be direct or indirect, online and offline. Many times, however, multi-channel
marketing involves a combination of the two.

What's great about this idea Is that multi-channel mar

<eting takes account of the multitude of choices

the client/user has in terms of communication channels. They have access to the Internet and this

access opens a wide range of choices such as social mec

ia, emall, blogeing, mobile apps and so on.

Multi-channel marketing Is a strategy that uses multiple channels in order to reach a wide audience.

These days, with all these choices avallable, your customers could be anywhere. Mu
marketing allows you to be wherever your audience Is and get in touch with them
channel they are using to communicate or acquire information.

tI-channel

regardless of the



Pros and Cons for Multi-channel Marketing

* [here are a lot of benefits to multi-channel marketing and at the
same time, a lot of challenges you, as a marketer; will have to face.

* Nothing Is as easy as It seems at first and nothing Is too
complicated for a professional since others do It

* [herefore, It's up to you whether or not to choose to embark on
such a journey.



Benefits of Multi-channel Marketing

* [he main benefit of multi-channel marketing is availability. They can access the content you are
publishing from wherever they like, whenever they like.Your content Is accessible across
multiple platforms and channels and this availability makes it more visible to the audience. Also,

you get access to a wider audience since not all the people are using the same channels.

* Another important benefit of multi-channel marketing has a lot to do with memory and
memory Imprint. We are constantly bombarded with tons of data, with thousands of messages
and a lot of information every day. Most of this data Is easily forgotten.VVhen you address a
message N multiple channels, you increase the chances that specific message will be imprinted
in your targeted audience memory. It's easy to forget a slogan you see on a IV ad but it will

be easier to remember It If you see It on websites, social media, and You lube as well.



Challenges of Multi-channel Marketing

* [t’s time-consuming and complex compared to other marketing strategies.

* You will need to spend time thinking and re-thinking your strategy in order to
address the same message on multiple channels and be consistent at the same
time.

* Designing ads and banners for multiple social media channels is easy when you
use online tools that allow you to create and adapt your designs with a click of a
mouse.

* However, things will get harder If you want to adapt your digrtal message to IV or

radio. Your digital designs may not be suitable for these media channels.



Challenges of Multi-channel Marketing

* You will have to find the right message to the targeted audience.

* You need a message that surts multiple channels and at the same time,
a message that attracts the attention of your targeted audience.

* Or, you need to adapt your slogan to each channel in particular while
at the same time, preserving the brand message and maintain your

brand consistency and values.



Challenges of Multi-channel Marketing

* Analytics.

* [here are a lot of benefits of using analytics when you conduct
marketing or when you pay for advertising.

* [hey can help you assess your success and learn from your mistakes.

* However, when you embark on multi-channel marketing there is a
cood chance you will have to deal with multiple analytic tools from
each of the channels your market your business or your products on.

* This task will consume a lot of time which otherwise could have been
spent on Improving your designs, coming up with new slogans or new

and iImproved products and services.



Omni-channel Marketing
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Omnichannel marketing strategy addresses the messages based on the customers’ perspective.



VWhat 1s Omni-channel Marketing!

e Omni-channel marketing definition: Unlike the above discussed multi-channel
strategy, which Is designed with the distribution channels in mind only, the
Omni-channel marketing strategy addresses the messages based on the

customers’ perspective.

* |n other words, you don't just publish ads, banners, texts, videos, and audios.
You walk Into your audience’s shoes and try to create a message based on

thelr views and Interests.



How does Omni-channel Marketing VWork!

The most important part of the Omni-channel strategy starts with
the marketer, trying to create a message as if they were a customer
and not a promoter. In order to do Omni-channel marketing the right
way, you need to walk in your customers’ shoes and identify yourself
as part of the audience. If you are not convinced to buy something you
promote, the customer will not be convinced either.

The Omni-channel strategy implies that you should test different
approaches and messages, interact with your audience, collect data
from this interaction and adapt your message to what you learn from
it.



How does Omni-channel Marketing VWork!

[t’s important therefore to measure the response of the targeted
audience besides measuring the campaign results. You need to put

the customer first and try to do what’s best for them. Omni-channel
is more than simply pushing forward your messages. It takes into
account what the customer wants and builds up based on this

knowledge.



Useful Links

This is for all
https://en.wikipedia.org/wiki/Marketing _channel#mw-head

This is for the App businesses
https://www.disruptiveadvertising.com/marketing/marketing-channels/

This is for product businesses
https://www.economicsdiscussion.net/distribution-channel/types-of-distribution-channels/3 | 760



