7'

LLSTITUTIONS

SNS B-5PINE

Coimbatore-35
An Autonomous Institution

DEPARTMENT OF MANAGEMENT STUDIES

25BATE07 = MARKETING MANAGEMENT

| YEAR | SEM

UNIT 5 = MARKETING CHANNELS AND COMMUNICATION MIX

TOPIC 1-Channel Functions & Flows

CHANNEL FUNCTIONS AND FLOWS/ 23BAT607 - MARKETING MANAGEMENT/B-SPINE/SNSCT



WLTFTTITION S

What is marketing channel?

Marketing channels are pathways through which products and services
move from the producer to the end-users or consumers.

These channels can be direct, involving only the producer and the
consumer, or indirect, involving intermediaries or middlemen. Indirect
channels can include wholesalers, retailers, agents, and various other
Intermediaries, all of whom contribute to the distribution process.
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‘Nature and Importance of Marketing Channels®

« Facilitate Distribution: Marketing channels are essential for the efficient
distribution of products and services. They ensure that goods reach the right
place at the right time, meeting consumer demand effectively. Bridge the
Gap between Producers and Consumers: Channels act as intermediaries,
bridging the gap between producers and consumers who might be
geographically distant or have different buying preferences
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Value Addition: Marketing channels add value to products and services
through functions like sorting, grading, packaging, and providing after-

sales services, making the products more attractive and convenient for
consumers

» Market Access: For producers, marketing channels provide access to a
broader market. They enable businesses to reach a larger customer base,
ultimately leading to increased sales and revenue.
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N+ Cost Efficiency: By consolidating products and reducing the number of
direct transactions between producers and consumers, marketing
channels often lead to cost savings for all parties involved.

» Information and Market Intelligence: Channels gather market
information that helps producers understand consumer needs,
preferences, and buying behavior, which in turn aids in developing
effective marketing strategies.
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Channel Functions

Facilitating Exchange: Marketing channels facilitate the exchange process
by bridging the gap between producers and consumers. They ensure that
products are available at the right time and place, matching consumer

demands with the offerings of producers.

Information Gathering and Distribution: Channels provide valuable
market information, such as customer preferences, competitor activities,
and market trends, which is vital for making informed marketing decisions.
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| \ * Promotion and Communication: Channels also play a role in promoting
products and services. They disseminate promotional messages,
advertising materials, and other communication to create awareness and
stimulate demand.

* Negotiation: Intermediaries are often involved in negotiation, especially
in B2B settings, to settle terms and conditions of the sale that satisfy both
the producer and the buyer.
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» Physical Distribution: Channels are responsible for the physical
movement of products from production centers to the end-users. This
involves logistics, warehousing, and transportation to ensure timely
delivery.

* Financing: Channels may provide financial assistance by extending credit
to buyers or financing inventory for retailers, ensuring a smooth flow of
products through the channel.

* Risk Assumption: Intermediaries often take on certain risks associated
with the distribution process, such as carrying inventory, which reduces the
burden on producers.
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Marketing channels involve the flow of goods, services, and information.
These flows are divided into the following:

Physical Flow: This refers to the movement of products from the
manufacturer to the end-consumer. It involves the physical distribution
network, including transportation, warehousing, and inventory
management.
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« Ownership Flow: The ownership flow represents the transfer of
ownership rights as products move through the channel. It changes
hands from the producer to wholesalers, retailers, and finally, the
consumer.

« Information Flow: Information flows through the channel in
various forms, including market research data, sales orders,
feedback, and promotional messages. Efficient information flow
ensures effective decision-making and coordination among channel
members
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Promotion Flow: This flow involves the dissemination of promotional
messages and materials through the channel to create awareness and
generate interest in the product.

« Payment Flow: The payment flow involves the transfer of funds
between channel members, including payment by consumers to
retailers and wholesalers, and payment by retailers to wholesalers and
producers.
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THANK YOU
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