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5.3 DRSIGNING MARKETING CHANNELS

reneur requires a channel that can distribute his product to g, Figh,
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customers at the right time and at the right cost. It consists of all the middlemep Whi
~ < . C
ch serve as a link between the Manufac, h

participate in the distribution of goods and whi

and the consumer.
: hannel levels involved. ¢
Distribution channel can be described by the number of ¢ ived. Each laye,

of marketing intermediaries (middlemen) that performs some work in bringing the prr,d'““
er is a channel level. Because the producer 4, "

and its ownership closer to the final buy : e
final consumer both perform some work, they are part of every channel. We use the p, UMb,

of intermediary levels to indicate the length of a channel. Following Fig. 5.1(a) shows , =

consumer distribution channels of different lengths.

Channel 1: Manufacturer ' s CO“Sumer
Channel 2: Manufacturer —» Retailer —————» Consumg,
—> Retailer ——» Consume,

Channel 3: Manufacturer——>Wholesaler
Channel 4: Manufacturer —» Wholesaler —» Jobber —» Retailer ——» Consume,

Fig. 5.1(a): Customer marketing channels
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Channel 4: Manufacturer——-MR
Fig. 5.1(b): Business markéting channels (MR: Manufacturers representatives)

Fig. 5.1: Consumer and business marketing channels

——» Industrial distributor —— Industrial custom,,
»Industrial customer

» Industrial distributor—— Industrial custome

Channel 1, called as direct marketing channel, has no intermediary (middlemen) levels |
consists of a company selling directly to consumer. For example, Avon, Amway, nd
Tupperware sell their products door to door or through home and office sales parties; Lands
End and Fingerhut sell products direct through mail order, telephone, or their websites 1
Singer sells its sewing machines through its own stores.



