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How a Distributor Reduces the
Number of Channel Transactions
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How a Distributor Reduces the
Number of Channel Transactions
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Distribution Channel Functions

Information
Transfer .
Communication

Payments

Risk Taking
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Consumer Marketing Channels

O-level channel

Manufacturer o Consumer

1-level channel

Manufacturer 3 Retailer | Consumer

2-level channel

3-level channel
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Industrial Marketing Channels
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* CHANNEL DESIGN DECISIONS

1. ANALYZING CUSTOMER NEEDS
LOT SIZE, WAITING TIME, CONVENIENCE

VARIETY, SERVICE BACKUP
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CHANNEL DESIGN DECISIONS

2. OBJECTIVES & CONSTRAINTS
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OBJECTIVES VERY WITH
PRODUCT CHARACTERISTICS

o PERISHABLE
o BULKY
o NON STANDARDIZE

o HIGH UNIT VALUE

STRENGTH & WEAKNESS OF INTERMIDIARY
ENVIRONMENTS



*3. CHANNEL ALTERNATIVES

3.1 TYPES uw AGENT, DISTRIBUTOR
3.2 NUMBER

O EXCLUSIVE i ﬂ %
O SELECTIVE

| ul 1‘
0 INTENSIVE
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;'é\B TERMS & RESPONSIBILITIES

a PRICE POLICY

a0 CONDITIONS OF SALES, PAYMENT
TERM

O TERRITORAL RIGHTS

o MUTUAL SERVICE &
RESPONSIBILITY

©2000 Prentice Hall



EVALUATE MAJOR CHANNEL
AC TLERNALLY e

*-

0 ECONOMIC CRITERIA
0 CONTROL CRITERIA !@\
a0 ADAPTIVE CRITERIA / \
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Break-Even Cost Chart

Selling
COStsS
(dollars)

Level of sales (dollars)
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* CHANNEL MANAGEMEN'
DECISIONS

1. SELECTING CHANNEL MEMBERS

U plszaunisol AuAaunanaas
growth profit record, solvency,

TdaLALY, ANNSINND, location
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* CHANNEL MANAGEMEN'

2. MOTIVATION

Training, supervising, encourage
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* CHANNEL MANAGEMEN'

3. EVALUATE

A AU NNTUTUNS inventory AANNSINNE
4. MODIFYING
A19AR9 AR LN 15U
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Managing Retailing,
Wholesaling, and
Market Logistics

Marketing Management
Tenth Edition
Philip Kotler



Classification Of Retaller Types

Store Type Length and Breadth of Product
Assortment

Specialty Stores == Narrow Product Line, Deep Assortment

'.'( Wide Variety of Product Lines i.e. Clothing,

Department Stores Home Furnishings, & Household ltems

Wide Variety of Food, Laundry, & Household
Products

w Limited Line of High-Turnover Convenience

Supermarkets

Convenience Stores

_.‘4_ Goods
Discount Stores Broad Product Line, Low Margin, High

Volume
. : .‘ Inexpensive, Overruns, Irregulars, and
Off-Price Retailer | eftover Goods

N Large Assortment of Routinely Purchased
Food & Nonfood Products, Plus Services

m Broad Selection, Fast Turnover, Discount
Prices

Superstores

Catalog Showroom
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Types of NonStore Retailing

NonStore Retailing

| Accounts for More
Than 12% of All
Consumer
| | Purchases, and Is
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Goals of the LLogistics: System

* Provide a Targeted Level of Customer Service at

the Least Cost.

« Maximize Profits, Not Sales.

Higher Distribution Costs/
Higher Customer Service
Levels

Lower Distribution Costs/

L ower Customer Service
| avalc
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Logistics Systems

Costs Order Processing

Minimize Costs of Submitted
Attaining Logistics Processed
Object hipped

ives . S
Logistics‘

Functions

Transportation

Water, Truck, Storage
Rail, Distribution
Ripeline & Air \/
Inventory
When to order

How much to order
©2000 Prentice Hall Just-in-time

Warehousing



