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Common Channel
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Wholesalers: Companies that move goods
from manufacturers to retailers

Bottlers: In the soft drink industry, local
companies who buy ingredients then mix it,
bottle it, and sell it to local stores

Dealers: In the automotive industry, they buy
cars from the manufacturer, and display
models on their lots/showrooms

Retailers: The stores that sell products and
services to consumers
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Chanﬁe

Channel Marketing: The process where manufacturers build

relationships with their distributors in order to get their
products to end users. trade promotion

co-marketing
personal selling

3 activities:
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Trade Promota
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trade promotions: a marketing technique aimed at
increasing demand for products in retail stores
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Objectives

Increase distribution

Balance demand

/ ¢ Control Inventory Levels
Objectives

Respond to Competitive Programs

Provide promotional support to
channel members
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ealer contest

2010 TICKET TO TRAVEL DEALER CONTEST

=0 wih Detiee
-'W 'b'.(m“"“o"!'l -

g e - Sanfid siaws 1 o MYM;F" 3

-
- - T o - —

" -

s ™. a >
v—— - -

PRSI ' - ":
B oAl A= Coomr o ,
- B o E .)
T .t .-* &W.w’

SUNIROYALS SUNIROYAL ST

PO EPTRTENTNS POV POuNT" PRE IVERTTHARE TOW BRI NE

Sl N e et




Sales training and awarding- dealer contest
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Sales training and awarding
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An Example of Dealer Loader Rack
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FOOF and Store
Decoration
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Shelf Management
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I need to
advertise brand
messages for my
product! I need good
) pricing strategies
T <A ot and traffic in my
@ store!

Let’s integrate our strategies!

Co-marketing: a customized joint effort by a manufacturer & retailer to
establish a, mutual balance between price & image in local retail
advertising of the manufacturers’ brand
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IMG Objectives

by making leading brands
loss leaders

W\ Integration

Maiftain Brand\)
Consistency

retailers vs manufacturers
retailers want to...

build store brand

build traffic

maximize overall profitability
enhance their own brand image
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Co-Marketir
Objectives

W\ Integration

Maiftain Brandy)
Consistency \

Manufacturers may provide
special packaging, in-store
sampling, events, displays, and
loyalty programs specific to
retailers while maintaining
brand image.
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Final Note: '

Marketing needs to use both
push & pull strategies:

design promotional
programs that drive
consumer demand and
trade support.




