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1. Distribution channels 
• Value chain 
• International logistics 
• Supply Chain 
• Distribution Channels Classification 
• Marketing Channels 

2. Ordering Process (Order Management) 
3. Pre- and post-sale service. Supporting a marketing mix.
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  1. Distribution channels

What is value chain? 
Porters’s VALUE 
CHAIN 
A value chain is a set of 
activities that an 
organization carries out to 
create value for its 
customers. 
Michael Porter,1985 
 book "Competitive 
Advantage"
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  1. Distribution channels

Porters’s VALUE CHAIN 
Primary activities 
• Inbound Logistics:  
arranging the inbound movement of materials, parts, and/or finished inventory from 
suppliers to manufacturing or assembly plants, warehouses, or retail stores 
• Operations:  
concerned with managing the process that converts inputs (in the forms of raw materials, 
labor, and energy) into outputs (in the form of goods and/or services). 
• Outbound Logistics:  
is the process related to the storage and movement of the final product and the related 
information flows from the end of the production line to the end user 
• Marketing and Sales:  
selling a product or service and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, and society at large. 
• Service:  
includes all the activities required to keep the product/service working effectively for the 
buyer after it is sold and delivered.
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  1. Distribution channels

Porters’s VALUE CHAIN 
Support activities 
• Infrastructure:  
consists of activities such as accounting, legal, finance, control, public relations, 
quality assurance and general (strategic) management. 
• Technological Development:  
pertains to the equipment, hardware, software, procedures and technical 
knowledge brought to bear in the firm's transformation of inputs into outputs. 
• Human Resources Management:  
consists of all activities involved in recruiting, hiring, training, developing, 
compensating and (if necessary) dismissing or laying off personnel. 
• Procurement:  
the acquisition of goods, services or works from an outside external source
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  1. Distribution channels

International Logistics
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  1. Distribution channels

Logistics Objectives
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  1. Distribution channels

Logistics Network
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  1. Distribution channels

Supply Chain 
A supply chain is a system of organizations, people, activities, information, and 
resources involved in moving a product or service from supplier to customer.
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  1. Distribution channels

Supply Chain Management 
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  1. Distribution channels

Supply Chain Management 

Supply chain management (SCM) is known as the process of production and 
logistics of a company, which must take place from the beginning of procurement of 
raw materials in order to create products and the final delivery of such products to 
their distribution centers and ultimately their points of sale. 

Why companies should care about SCM? 
• reduction of transportation spendings  
• increasing amount of sales and commercial growth 
•  increasing customer satisfaction 
•  positive effect on overall organizational performance
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  1. Distribution channels

Distribution 
Channels 
Classification 

on Macro level 
• Indirect distribution - 

Long Channel 
• Direct distribution - 

Short channel
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  1. Distribution channels

Marketing 
Channels 
Classification 
On micro level  

• Direct 
• Indirect
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  1. Distribution channels

Distribution Channels Classification 
based on Penetration level 
• Intensive distribution - mass marketing product.  
Provide saturation coverage of the market by using all available outlets 
Fast-moving consumer goods (FMCG), Consumer durable product 
Danone, Unilever, Apple 
• Selective distribution - luxury or up-class products 
Selecting outlets, normally specialized with the aim to increase value. 
Zara and Armani 
• Exclusive distribution - exclusive products 
Only one wholesaler, retailer or distributor is used in one geographic area. 
Lamborghini
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  1. Distribution channels

Franchising 

Franchising is the practice of the right 
to use a firm's business model and 
brand for a prescribed period of time. 
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  1. Distribution channels

7 steps to increase distribution network 

1. Keep track of channel dealers 
2. Inventory management and tracking 
3. Focus on local markets 
4. Focus on segmentation (for example, geographic) 
5. Marketing expansion or Product expansion 
6. Switch channel members when needed 
7. Keep a tab on market changes
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  1. Distribution channels

Marketing Channels 
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  1. Distribution channels

Marketing Channels 
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  1. Distribution channels

Transportation decisions 
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  2. Ordering process

From supply chain to information driven value chain 

• Order management and applications fulfillment 
• perfect order fulfillment as “the percentage of orders meeting delivery 

performance with complete and accurate documentation and no delivery 
damage.” 
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  2. Ordering process

Main Tips 

• Adopt a True Multi-Channel Approach (omni-channel marketing) 
• End-to-End Visibility of Sales Orders 
• Get Integrations as a Part of Business Process 
• Share Real-Time Shipment Information to Customers 
• Inventory Management – Global Visibility of All Inventory 
• Automate To Make Best Use Of The Opportunities 
• Track Leads Before They Perish 
• Get The Essential Writing Works Right 
• Sales Intelligence For Being Prepared For The Future 
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  3. Customer service

Customer Service and Internal Marketing  
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  3. Customer service

Customer Service Strategic Decisions 
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  3. Customer service

Pre- and post-sale service 
service before, during and after purchases 
• Point-of-purchase service 
• After purchase: 

• To increase repurchase 
• Strengthen customer relationships 

• Maintenance or repair service
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  3. Customer service

Internal Marketing 
internal marketing is used to build enthusiastic commitment among the 
organisation’s middle managers, front-line managers and employees 

Internal marketing strategy: 
• Hiring and training 
• Standards 
• Communication 
• Participation 
• Monitoring and rewards 

Employees are possible customers. 
Employees have direct contact with customers.
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