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Importance of Marketing Channels
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Marketing Channel Functions
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Levels of Marketing Channel
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ST QTSI QAT ST (@0 AN |

iii) g A3 (Industrial Distributor): RfeF =T a Fitgm &=y “ifca=e & &=
0, TR OFF ST A0l IR WY AT FCF | ST (@ G AR 21
AT, AfrweT QIR AT FICS MG I | Aewd T @ [feg Qe amaee
Aoy R &y QFCHBAT wify vl <1 =7 |
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q)  TGFOFIET WRAN (Number of Middlemen): RFETR FEBEE (@ T4rg JPIHWA
M F© J ©f @I e a0 79 | aEey @i foat e [Reear sace
-

i) = B9 (Intensive Distribution): SIS U2 “afore Toud 8T (@ AT
TGEFEICS WeAifere e | Aoy Rereaa sifawe I 419 & 9B & g s @
AT | FTET-LTAGR (SFoIel] a2 TG FIHIIICEAT SRAAARIGAT TAF I (I
A T AME | RATS AN ToUF I8I @I MRAF (AP TG TGW @R
(2T FACS BT @ (SIS BIel T@3 A% (TS AT |

ii) Afre I%B9 (Exclusive Distribution): @<tF TAME Y7 NS MU TrgeRAIfe
Ael] IBCF MY AWT I | @7 96 [WE e o1l Rera  Fvea SR ©r
FCE | AT YT I Q2 T 90 SR CF0G @ [0 7FT A= T4 27 |
iii) 46 IBT (Selective Distribution): T AAF € AfTe IB @7 TR
SFICE I T FA5® %9 | AT 47 I A @ ARSI T8 e 921 F9
T 1| QU THFHPNRTE SoF fTgaer It I | 9FG, FIAFETTA, 2ETRG W H T
Gy 93 QR0 TS Qe LY |
M) I Qe MR WP (Responsibilities of Channel Members): 359 /& Bt
TV T T SRAVABIIE =12 QellfeTd Tona FICed =S \3R A-Aifrg e
FACS T | 92 (@ Teeine, R *1$, IvaaEa (Sialfere S, A=ike G|l @

o 332 AT I
vty gwsifvn fREgeteT Reavar 41 Qe &7 |

8. a4y g oMiffPT FIRF (Evaluating the Major Channel Alternatives): Id &<«
fPePTIR e Fae o[ G TR T LG T | QR (ST St [y gefer
Yo I | o8 @ g @@l @i Ao Sy oo FHce AR N @I
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genfer BT T | W2 TIE- (F) TeAfoF Tme, (F) TEEes Tme 8 () Sferee Tve
TR Reaeat 711 271 Ba 3y.¢ @ wdtafes Mmees fefere g edifertiz senre =t
TR | fora =t Ry aelifer Sorgiom <4 =R | Ao Afs 97 8 R offe] AR s
Tor fofe a@ (@it oty afewm R[feg aenfer wemre wee frem wwy genfer aegR s
AT |

efifers GIFA Praiesz

Channel Management Decisions

THAVAFIIT IR (ATF 21 J (SIGF IR MY o T© gelifel a0z (13 <@g geliferetet
TR FCE ST aifer BT &y GIZATCS Fais a=el T = | G917 elife] IR &y
TRIFAIE FRGT LR FA00 ¥ | W0y ellfer g 1 @ [feg W sica- 1 zee-

o.

eeife 9 4159 (Selecting Channel Members): S <58 AP AT eeNfer v
W18 T (@A & 936 el Fe | S, 7 Vg TR A7 eIfee Teye =0 bRy
T ST (@A @O TGZ FNA Qoo Twee zre TRl ©f [asar I gefe st
e e = | o@ @A Sftafes ¢ FHRRT FER AFR 8o 97 T 07
AR e A

eeifer SR @f* e RN (Training of Channel Members): SRS AT (AT SITA
geiifer WwoTy 5T o7 b sonma &y Affmwce AT g «a Sf IBIARER &)
AT TN &R T | G PO OfeTa Fmoerel (Sl FBeee (AF Jore (@rorms
AT 8 4] TEH &=y Tga FACS AT |

oefer MR (@FAMIT (Motivating Channel Members): 2elifel 5wy WE60a =7 T
Afirer (i TR AW @ G Q@ F9 | @ A e ¢ AdFena
TR &) (PR A5 ([ Qelifer swonene Kooy Teiiee ¢ Sqaifde e =7 | e
AN Aot I @ JMFSI RGN TS T R I (89 | TYZ IANWE (@RI
Ty (FATE TR 8 ACm [feg sMes! a=d 67 |

. ifer MR EURE (Evaluating Channel Members): SoaSRIcE Sq+12 fRfee@ o

VLY TPV FI T R F00 17 | @K [RIET AR AR A FRE W [
wfeaw A1 R IS 2T ¢Fe@ e 9T, ATIT @ efeFel (it FREPrer a3
(FOIME G &M o5 | TR T4IZ JPTAR FIY T A STl SIMacs (@R
ST (AT AP W AR TS 41 & | THMCP, @R NGE TR S M S e
T SIIR AT T SFACTT T AT I T | SIS FS T Z0 SIS BT O TLFF A4
facaeT st =7 |

ertifer e “ffste (Modifying Channel Arrangement): dF6H SRAMASIGIE [WAOOIT
elifer fRApRT SATEHAT @ ARNGT T 2 | ARET® THBIRANA! ATTgT @& I a1
T, (GO T ABACE 46 ~FAes 7o, e F=e AR To0, Tod fs@ig o™
TOCE, T I LNfoTd TORE T(E, AT G Sl&@d B9 A0FN FACE 3951 (F(q &elifera
FCH AT AT IO 7T |
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/G7 e

oo gelifer U «TR RIEETE O3 FRC S K Fa T I ool geiifa st eaze Face 27 |
CTEF AT SCaio e Frale e 2t 720 - 5. (e eues ¢ ggfe e, 8. 4w
STy 8 ARl fadfael, o, e Reg edifernR “qiesad, 93 8.2« RFe eelifemmz YR |
TAVASINE IR (ACF T 7 (SIGR IR MR & T elife] qee o12o] g efiferetett
TEIRT 0 AN elifer R &y BT Tl azel Fh0e =7 | 9721 Qelife] IIACTR Gy
F[IZAE IO Qo FA00 T | O3 INGNT M IECR- >, AoNferd 5w 7415w, 2. aeffer
TR el el I, @, Qelifer AW (eI, 8. eifel AW e IR ¢. &ellfer e
AT |
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Marketing Channel Integration and Conflicts

@ v
Q AT N -

RO elifer GRTgOFACI GROTIR 1T FACO ARCI; IR
w oo eifer v e TS AR |

SIS 20O AT A AT e e A0y 74 8 0o M |

Rt ety qPrgoeae

Marketing Channel Integration
Aelifer STl oy owd ele et S Sima [T o i T evfre s aefer

Afiafee 2 Tod ot Qeferd e 20z | GG o geifer Tvemal @3t e Face @
SRR ATF | (T899 Tod &elife] oz Srard 4T ZCel-

. T 97T AmfS (Vertical Marketing System): 42 0w *f&fore 359 gelifere Seowaif,
AZFF 8 LBAT TP FRGT dFRae@ “Afwifrs 271 foq M 35.¢ @ ofers ¢ Tem R

eliferd <y ARy AT TR | @Abfere eelifer
2fSf6 AW Al T FACe (BB I | AV et fsfer erifer Tery ool genifer
o e elife svenal pfem 7o g9 S

TRAISTAE SR TG efera e Foima SeAIf Beoe
T | Tow e shmfe fov g@rln =@ QS v
CTTETT RCTT- s .
) 0TS Tew 1o &S (Corporate Vertical l E
Marketing System): 2079 SRV @I IBEHA {W 5
MRS FRAET GF8 VST e Ze

oI FCACES Torw el im0t | G
AN -
e effewifae el TRRE 0 A |
¥) pfeam Tem o 2&fS (Contactual Vertical o 33.¢: epfers T S et

Marketing System): “IF=If4F §fea fefers o7 Seomer @ 3% Feaifere [fey sag wdT
AFSHITTET o107 IBLTT FIST AW FACET SIS §feda ToT¥ TSI &S I0eT | QrFi@q
AfSHITTT IB FHWF M Ffed T A= Tzifaet 8 Hears faaer 7 20 | W99,
T @ I e Jiaet A AL et AT L5215 41 7199 = |

%) RN Bew T %S (Administered Vertical Marketing System): I3 (FIT fSdre
SR ST QAR FAONF QT FCE SRV QI BT BIGCER ACKT AN AL (58T I
YT OItF TRENE To AERereaae “afe 0 | GURE ORI UF T I IBaeIEr
(Top ey A |
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2.

A o 2% (Horizontal Marketing System): Q<R Roe *m&@feq <oy e sty
ST SR Tl LT T (FICAT AT T Q=0T STy B9 Al #¥REF 12 AT Srolfes
e eelifed TNl e 2 IS I |

Jeeifer =t “@fs (Multi Channel/ Hybrid Marketing System): Q<30d Rl *fafore @36
AfeBI #iely foael T &y G G2 A Srelfed e e ez v | (weln fghe
FNfe] TG I AR T IR eIt Ao Amfs wrwa il A | @ ofmiod T (Ore 76
#1ely e et A2 77, AT L Iha A7 @R T2 ¢ eferaifreryTe el Jwe e
A |

e eefer v

Marketing Channel Conflict

AfSBItTa eelfer TR WIT fAfey TR STas AL W% 98 J0o 21T | &ifer Tonors ey T4
T @ S e o S 7 3k eferifrer AR R =7 o oitE el v e | e
Yy SRBEFIET AfSs AT AT IAET 8o FSate W afSit TN TweTeId I TR LI
gaifers MEe FTEeTer Few wea | foE Wt AR wEewEim Al e oo oS, wowa
SEANEITS! WA (SIS WS T 7% 8 A(S AN | dAe a0 FI FLe ellfera
IS YL FreTe AT I 77 AFSCATOIR B 20 AT | Ty AeNferrs A+t e 7[edR iy
ARSI IIF! (TEAR AWEH TF | YRS ATRS 5, Tegfeasad @ s afed T
2T TR R a1 98T R | ellfe] Tacd oo ©IteT Sfs Tl AR -

o

TeT7 ifeT @] (Vertical Channel Conflict): 9% & ey Staa Fmonma Ty (e &4 (8
0 ONF TR YoNfe 9% A0 | SWiRRe R <9 AW (@, I e Afevi (Whre 1@ 3wy
FIARR #ARACS TR LB FIAAT FICR 9] KFT Fa0eT ToAWF @ 213 [N WK 7=
AR C #oly R FACT #A12F 8 YBAT AP WA TR Cof 27 |

ASAET 2T @7 (Horizontal Channel Conflict): 92 St3d [ifeg Fonma N4y (@ 7% A9be =7
RPTRAT QAR T LT T G FAC B G2 GeIFIF YOAT AR [0 A Qlifer =
Rl

32 difst ¥/ (Multi Channel Conflict): T4F SAWRSIST €F2 ISR oI 92 AT SCoifF I64
ZENfeT AT I IR AT N0 (@ 78 (AT (AT OICF 92 elifer 77 e |

/o7 R

Aeltfer WA #Aely fead Tore ot FR@ oime [19F SfiFF IR avfers v eeifer
Af7fe® =0 T A0 eeliferar @S 200z | T ~@wfore 35 Aolifeire Teomasifa, AR 8 Yoal
FPT FEGT AFR_T 2AfGIfere 277 | Tem oo smafe fom «@req 2 A, @t 2@- 3)
FATES Terw ol orafs, ) pieam Torw o smafs @ o) fmaendia Sew Kot o1afs | e
e smfo e e Weay fStifrer JT SR G SRl T9F (BT oo e agees
THAFL BF AT 2RIET 92 I Srelfis e gelifer swordt «afee 2@ Fie I | I-eefer o
IGfere 4T AfSHT o1y o T 7 QA 72 A Sreifsd o genfer a72a 36 |
efsHitas eeiferg Tonra W [fog TR ST TR 7eed YR XS AN | e TR Wiy
T T 8 SR 0T IO A 7 R fecaifren s v 21 o O el 7w e |
elifeT ware for SITsl Ol T4l AR; TI- ToTx eiife] 7w, ST ellfe] 74 @ I- LeIfeT 77 |
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fqorere apenfer a1 3% aenfer Fr? [oterw genfera ey Iofar w0 |

T (5 SAF FATE SAE T3P+ (@ |

ool eenifera SR SNCETD S |

fqore epenfer = 7o ferg |

2SI TBaNfeT? (O @ PRIE SItelTs Lo I+ gelifer Iy T |
ATATF %+ elifer? FoaR (ST 20K 2ITArF I+ gelifer I T |
(FIF AT 4P GACTT 0K &) IR LNETGTET GG SETH S |
. I AT 43P 10 TN e I ATSTEAT G SHACEID 2 |
>o AT 2ITelR I+ olifeT Ty e |

85, feTs T e PTRISITAR SO Fee |

SR, AoNfeT BT PTaGTR SBT3 |

>0, el gelifer qFrgoaaeT?
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