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Marketing Channel Managment
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Channel and Value Network
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Marketing Channels or Distribution Channel

TS AfSIProrER AN RE@ IRAET FFere! [ eeiferd 8oF Srasiee o |

Skinner R=1eT gelifer 7I1F @ AeTal emie SR ©F T, “A marketing channel (sometimes
called a channel of distribution) is a group of interrelated individuals or organizations

that direct the flow of products to consumers”’ SR AT gelifer (FAT IB7 eeiifer =70 77)
T AR e i 1 efovieTa Wi IR ereE [E e e (reaa Iw
facaifere At |

Philip Kotler & Gary Armstrong =« aifercss eeife Seaces a2, “Marketing
channel (or distribution channel)- a set of interdependent organizations involved in the
process of making a product or service available for use or consumption by the consumer

or business buyer.” IR IB LNfeT ZEEAT A== SN FeordaoTIzd @G Wel, TR e n
PN VIR G A0 9 GTAT HIRI I (o1 ST FCS IR G |

THWE (ATF (TG I 07 b 271 AfEF 7Be2 [owela telifer 7= =70 | oo genferes 3%+
gelifer farTae Sriftre T4 2@ AE | TAMEE 75 (AF [T (OIS A JRFRFIN WG Aely
TR Fite e ¥R siteha s V@ A Tioe IfE a1 Afsdie Tmidee Ko ganfa
T 2T | e &elifer (SreT @3z BeommEs oy @RTE Bei Fhce | Afee ey At ey ey
TR ool eiifer a Face 2T |

fo@ M Yo0.d T, ToAWE oy TeAmE I PO (SrER Iz ©f [fey vz IonR
(Intermediaries) @3 LT (TR MR | TAMST 2ITe AT FINAT I 7ol [TF:T 7 A,
ARFAMT NFD (ATF BT TONNEN AT AT FCF | AT oA TINAT FIR (ATE A (ol
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A T (OIS B #1¢7) e F0® AT ST §YIE (OTSTe! es [er Faie & 9o AT
AR S A | T (SIS W6 TP 1 dorFeitd ey ey 0o At | WK TeAmS I
o) IV T GFG NIF JPNAE ARITST &7 I ©XF 40 &eifer @ 47+ g =1 a¥T
TAMS @ (SITAey T fgsiely IZRFIAT (Industrial user) T GFIfEF TTZ AN FRT© ARFCS
A |

AN AT TAMITET @7 [ eenifer seify e [REE F01 A, O3 Reremaiag Tede A
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Importance of Marketing Channels
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gfecatrer wfa 38 o e o s @ofe Sty N s AR ToEEnEd F
TSRS M G JAOT T JIF AT Qoo = | T Aoy Reewa &y e &3 g
I YN | SAKF HLAF V4GB PN VA I RS2 A 7 8 fqagel I FIod =0
AF | (STEWMI 2ITF ST AL TR @M T T2 T 1 | Seoimeea alfsffy faomma
THIIFARANT IS I A | (@l SImd Toi], NS, 5ifzvl, Torme epifr Ragetar s
oo Qelifera Tenme a6 TS 0 | QAN ARl Y AN ML (OIS T 8 T AT
e & | e eifer afedicra erayfe face g A0 | I el IMmE AGR Sb<e, FIRIT
GR (AT AfSHITTT LTI N F1% 56 | o gaifer smenre SR, wife, et ¢ gwer
Eopifra ey eifopitTa aRemarre! Jfa A @I A A AfesiTa SRS Jfw AR | w1rg IR
Ty AfSHI 4@l (@I (Push strategy) € (BT (Ol (M1 (Pull strategy) JIXT I AICE | 4T
(PR T SeAwI &fedi Rern &, [eraesll, T G (Trade Shows) 30 I<ziw
IE TGZ JPNAE AT RET AT & AT @ | 949, G (Ol (@ T IR
Sesmasifa efedia Reeria, e Tepifn @I T P FE FOF (SIS N SifRwr Arei=s
(B3 I | TS (SI] NIee T4rg TN IR SAVRSIG A [ F9F & Sdd T | @ 93
(@I IR A SRAFFIRT LeNfeTa Towa tever e e |

OJie (PSP
Value Network
AfSHIT IS TN BYA@ (TSI IS, I A (FOR &fs @ ¢—R ARATS Twfes

FIAIR (539 (Whole Supplies Chain) 3l 7R FIFER @4 (&6 (S TR | AT AR (52
TAFIAT FIOME, A TAT @2 TeoAifore oty Ty T2 A 367 | St afsdie ez
(53 AFMTSITT IB 8 AAIAIR (B! ARBIENT IS FF AF | AT AT T FGICAT LTS
=¥ T Teomasar [ifoq TRAARIRIT IR (ATF TR I | [fey TRaAeeia IR (Q0F FHWE Ta@R

@IS TTa® (@SAF T [ sifewt (539 AfRFE (Demand Chain Planning) ST &ITF | AN,
FIGTAT @M GOS8 FUIS #TIF 6 ST 8 Hifewl S@ifyy Fa19 T2 S5 o eqF (ofd
IR JIZA T BT | AEFANS, I T AN | 98 IR ACASFHIE (@HATR Offe] (56T
[IZAT @RI SPICE | i (F5STF ZET G5 AfSHITTT T (el AT @RT) A=A @ IR
Ty OfF SPPTLRS WG SR (Sioda % | @ d0.2 Q fie] (W56 AT ZCei-
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Functions and Levels of Marketing Channel
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o o Qelifera SRR TP FACe ARCE; @3
o I eelifera #IT 7t IR FACO ARET |

TS ooy TAMT F9 AT o1y Rerea wite ¢ fmae [ifeg [erew gonfe smer ar g g
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R eetifer SRt

Marketing Channel Functions

ool eelifera e FTer FE (SreTma IR =97 (Hite (3l | «rrers et eenfer [feg e St
(B FACS AT | SR FATe, VSIS ¢ TWEAEe IR [T eelifer Twerar Sital S
JCe AT AT 7 | [T oo AT Fg AT BifRAl, (SrER '™ A Sy OR FeAHF
Tce M| S AR M [T A9 SURE AEEdt ¢ I e e A@T
TN TLME GR (FO] TOAHR TR T AE | R g & Ay 70 (worng
YRS T IR A TFCF SAoe P Ko eliferr Ao Srew wify | AT A 3% o
fifoy @ gz @ ~ARGER Fa0 [{oeT ol a4iv Jer | agele (@I 2/d) FHFe SR
e oy wE ¢ IFT @MIEN T eeRT ¢ I[IRT T4 R e s e
SO | I (@O TPTHIT G2 ©Iwd e @A Froaq Feio ot elifer ST=ive I A= |
OF T AT T T 4R TF CRMIEE N4y AfCDT AT [z I F0a A | (@FoR it
IR S AQZ T, (T3 910 AT AN (FOIid (W6 (R e @R 2T bIfRAIe e @
FTFPNE a1 e edifem ewgeld Fier | aowy SRl wfeR, ETEse ¢ GHEFACER DTN
T AE | RoET gaifer el Aera e VBT FAF FT0H S JoH 8 Sy *Toffer
VRSB ALY FOIE 0 ATF | AR T F© T3, AR T F9 TR, @R, o wferest
el R Bejiv Ry e (@Feitna e Restel elifery st FNeirer BT 63 AP | IFAS BT
7 e oy AR 9R enEETeRAeR To e RereT IR [ow genfer sape e
T AF | (FOIAT T S0 A I QTG T AR ey AT e (=g e’
T eelifed T ST T 27 | S TN[L TAE (OIFInT F¢ IFIAIT PF [[qoAe aelifer
@I AIPTE ST T FI AT | SACHA #0l) ST T, AT AT =ely Rewezs wifrg e
ITF | AR INFCS 2 TR I (@OId AL FAZCT TR F0% | ool genferq smetparer ey
AF PN e 727 IR A | @7 Wy 0y A7z I, ooy Tgesad e, 65 vifgar @
Q@I AT AR 3, fifey qoaeie e Tonf g e | ariors s eeifes Wt
TS, (OIG \R TNEE [Rfeqeid G}l emie 3@ | (Seima @@ ey 707 o awie 363
TeAWC sifeHleTe! ST, (oNf (ST FNIRY AT 77 Fea [Aareza 2ifier 3w e 1 o 1 I
CF, I N TRAMS @ (SIS N (o ACF ©f S0 TR S |
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Rl et w1
Levels of Marketing Channel

I AT TOIS (@Fo 736 o0y (ifery eaF Fiter Meaifere TEIRPA™R TerF TAE I
&eliferd “/ T B (Channel level) I8 T | ATIF A 0] IBPRGIS Fg 71 g T 7=iifre =37 |
QA ST TLAME @ TORB (STST8  I% eelifers wficsewy wiexl Rerd g e 37y w5ca | [y
geNfe S (Channel length) fF4ffie =0 Seoiva @ (SrepR IB9 goifite IRge <[ I BER
e | fResferey epeliferar w1 S@Rt R edifs e 72 $a=9-

S. &% I eifeT (Direct Marketing Channel) 93

. ICArF I &elifel (Indirect Marketing Channel)

SRR AT T NG 2T olifer Jore foF «@qAF- (F) (Ool7 2t I &elifer (Marketing Channel
of Consumer Products) (%) g “Teli@ I &ellfeT (Marketing Channel of Industrial Products) @3 ()
(T AATTF % &ellfeT (Distribution Channel of Services) |

Y. 7% I (Direct Marketing Channel): 2S7% J% gefeTd M<GTT ToAMS (S 76
T 2 RET I | 9 TGN TAMS OF 917 [@@a & (@I T4rF Jo0E ARy
2I1E e Sies (OTeIR e #fely ¢MRItaIa 43780 F6a | e oy ~Rfz/ew [fE [oroe gafer
(Zero-level Marketing Channel) JCoT | %1 =1y I%Bea (Fe@ @ eeiifer FK1fes 729 41 =7 |
S S G2 FEAE Tesre cSreiyerely R cwrae dor® gelifers T dbee (A AT |
IIF TI QOIS (SIS 0 -5181 A1 TG -Sal 4 fAfer 0, T (7 oy eifers [
FE ACE | (O AT SRAME TFICA (Mail order), S=eTas & (Online Sales), Bfets
T R@T (TV selling), GRNITFG (Telemarketing), e (A& W= {FET (Door to Door
selling) I erT YFAT AT TGCT 214 (SIS R0 TR RGT Fa00 2 | NGl
CSTT ST WS TeAME I-1T AT @ (52 EBIGER MLTH oA 766 FAPf e
e Fa0 | SHIFerTE!, AFNET ST, «roi 7y afeprpz meiR [fey ewwerd g
AR fSYT I IR ANPIRR TR (SreId 2Te (fer @ | 57 7 30,2 F) @ LT
AR |

Q. AT I &ifeT (Indirect Marketing Channel):

F) «s7 (B 49N (One Level Channel): SAMAFIAT AfSD T4 Lot [IAT LT
oY (Sl AT (STET I (TR AT O OF AFF AW A1 B [T F[oraey aonfer qee
T | T T ARSI LS AR 2/el] YBAT G IR [T 67 | AP oA
FEMRNT IR REET T (@Ema T, T e, HPTRE afe Sima Siwd ¢
A R it ¢ ASawin o2 8 qRel AT T TRAMET SITF I F |
TriRgerTRel -SwifaE Sife fNeIoa @ IeT Yot JAR ez *1fY R 33 pore
(Sre g (ME @eTT & | arere [N ¢ (56 egeaar afspm, Mo =N
ST 2SI |

¥) 7R B9 [ i (Two Levels Channel): $4WE SRR SeAfirs AdRTNET 1
AR TN 6 TR FCF QR ~RTSIce A ©f Lol PR 716 [ww
I GF Y3 B9 [(PB B9 gelife] @0 =7 1 GURE@ ARTE TN GIFA AT
AT 2oy TRAMCHA IR (AF T FCH IR g AR A Fq S ool w3 Yo
AR (NGB Aoy B 0 | ~RTSICS Yo BN ©F OIS (OIS FICR [Ty 76 | @
TSI I 2elifer T FACET TAWS 8 Yo IR SO THF© = | @ elifer 7=
R JIFCACH DI, T, HIEG IB o TF | CARATIR- BIFH SIAST A& Hferst

TR 1= 300
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ARSI AT | 9T (AT G [(feg @ s=_fes Lot G RS @0 I oimd
et fFer weTeie s 303 |

() TS 57 R AT (Three levels Channel): SRAME T 12 AT YA AR 76
AR ooy g 91 0 TR T AEIEE Ie [Ty 3@ o foq @iz eelifera
IR T | 92 FY AARFE FPNANWI &K (Jobber) I T, TR IR FH Lo I
FR oy K@ IIZ I TS (SIEF FIE A0l (M7 T |

0 ®F el S| © B 0 %q > & SRCE) © B
l A\ 4 ¢ A 4
¢ afefafy @ =
! ‘ ! vey
v v v v v v v
) (ore! fefere eenfer <) fRig fsterey epelifer
5@ Yo0.3: (SIET 8 fRigy foree aefifer

g “Itei= 3BT NS (Distribution Channel of Industrial Goods): TT JFe 2] AT SAMCTI &)
S TR ER T G T4 I OF OLF g #[el] FoT1 2 | MYFS féig #[telfq 3% eeiiet (@5 2
AF | G TN 2l [fSq «@wed %9 Ml @RI ZEl- (F) T 99 (Direct Distribution):
TV T (P THFFRIEN QO AP G AT IR 6 oo [y 3 o2
SITE AP % &S 0T | RIS, Lo TR, IIGNE T CFG PR IRLFFTE 66 [aw
T 2@ A | Wy @3 a6 Wowe (R zE | (X)) Pt Regeeifioz e 3%
(Distribution through Industrial Distributors): Y% I%9 JAIZ TLAWE AIAR IRLFFIKNMS W6
ooy R 0T a1 | O g #efd Koo Sagel 03 W3R oimd a6 Ay [y w7 | iy sftens
(@R fAg #teR ReeFRoE 6 (At 217 7R 363 | () vl afefify 3t Rerr ==
TGTT I (Distribution through Manufacturer's Representative or Sales Branch): €2 93
TS OiF fMery gfeffy we[r Ry =iF AT 1607 e I | AGRTS TAWMET ©F qFF W@
TG A T Q3 &S & T ACHT | (T AP CF(G o7 [FGq *rA W 21oly [eww Ir3<eet It
A T ETRIT SAVABIS fTerT QUercsd N<Ie 20y [y 67 | 5@ TR do.2 (¥) @ LI 2R |

@RT 2T IB9 QN (Distribution Channel of Services): TSI IB LT IS 2TNF AL AL
CRT AT I FACO B | (ST ACd] G FRFATNT IBC (50 PRI (A Byore Fieel I+ eliferce
AT I 2 | ERIF IBH 9T 92 4R0E- (F) dO5F IAWFEGISFA (Direct Marketing) : GRS
24 (AMHEIANR R, ORI AN IR SOIey | ©IR G 2607 [z &=y el Sesime |3
(@R ToAffeT e =T | T @RS (F0@ 2T A Q[ R TP 3% @eliferd e [arw
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W | AE-RY G, Bt o[, wreere ke Fenfh | (¥) efSfRfia ST 3B (Distribution
through Agents) : AT (T (FICAT CFC@ 2I@FONI IB P41 @CS AT | @ “wfoce [y GHIF &5
TS St 2fefiy T 03 ACE QI R TET 3%+ 2fwar fFpifere 23 | @e: [Ree«w S,
AW @&, GiceeT arety 251 |

@ FICHA:

oo eelifeTar < IS 2T (OISR FICR 2195 (offtg O | @=rers Rste genfer fafeg e Soicarr
I FACS AT | 2T FIrS, VRS ¢ WEAE(© FEOR KAV NfeTa o A wees
JICeF Y fEB =T | AT elferd AT T #IteiF Sifewl, (SIE A'™ Al AW O SRAWE
TS AT | AR AR T [ oFEa SURE NEEel 8 AT WO @R A
TGP TLAMT R (FOl TOA(PR TR 0 AE | rT Jfad &y A F7140F (@rorenst
SRS T G A T AEive T R oo sSwona Serew wiftg | st aelifera i
ST A0 QellfeT eTe 72 RCTR- 5. QOFF IB ollfeT @I R, #ATRF IBF ife] | ST TR 47T
ST A @elifer oTe fon @ma- (F) (O #eTF I elifer (¥) Mgy =ftel@ 3% aelifer) @ (1)
@TRT 2Tl IB &elfeT | T B &elifeT IFor® AT AT AL GTAT ACFE I Fa0 &7 | (Sf7F
o[y @R FRIgeTera B0 (60 CIRIF CAREIeT® FIReT 3%+ epeliferce «ntara 2 &7 | ORIl AgReTe
AOTF JERGTSFA 8 f SR AT 3% Fa1 27 |
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Channel Design Decisions

@ o

«q 2T T WA -
o eifers T Lol Prales R W FACS ARCI; AR
o ClifeTd I FTRIGITZ SACEABAT FACS IR |

Ao Rt etefer =ty a1 CRIF TRAR f{fve TR T Sme ewgd [aw | Repea s SotmitT
AR e elifer 998 Ot @it <t | oy Wfael, Ao «3R #0) [IZE FF I @13 T e
(TR & fwel epelife] feapeT sace =7 |

ANfer T Qo PR

Channel Design Decisions
o1 gelifer @ gaaa RN OB FeT e AR S S [ geifer T Qome F90e 2T |

I AT REIvaT @B gl g o 591 T O G AfSDw weay T | € TF- (@I dANfE Ty
TP o Qe (e I fews ¥ E e

gelifel T FAT W AT O@ oo 4q067 (SIS LT © faceme

A g AT @R YT TR eeR Ko {\fﬁ_

T | T T Ry T 20 | O WS [w T N S

AT I Ao gelifers T+ goRe Face &J; A - -

ET;((;‘:-&‘] AT R | ey famefer e 24 g e Tg =qresae

: < >
OGS L 4 g ST YT

(Analyzing the Consumer's Need and
Characteristics): o erenfer fFafoa @ag 5T 30.9: R eeliferr FF=T o Pz
T QR FAF G QAR (oS
YA ¢ (SIS eFfe A1 (AHBPR e Fa1 deares | aewy Biesio (wrorme ey faaw
@A (FORT (@RI, T, (@, FS@ NG (AT B G S - @SR, Hifgwr, 7
Tonifn faaete fReapar Tace A1 R CF@ @ER AR, e ofe, S T,
(TSI RN, TS AR, AT @bars!, ERr I o5t REneteR 849 AETFars S0
TS |

Q. IR By 8 Friemer Ffae (Setting the Channel Objectives and Constraints):
(TR fIf*e ERIF T 8 BT [{CAoe I [otel eenfera Sy et w41 €fow | xS
@3 @I [Jfeg SE@T g CRT aMitaT & FES0 IS [ 7e I G2 @
TS FO5F G| AW FAC (T KA Pai® @ | @ O [T ALFBER W08 JIZHATCE
T A0S = | (@R genfer Sy fy ferfie fzaatet ==t ereifie =2-
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<)

)

Q)

)

AT I8 (Product Characteristics): “CU @FEPMe Ms @F-  WT© P,
el ggfe, a4y fwm W=, Ta ALIW, 9FF T ¢ bifmE AR Fopif
Felifera ST IS Prarecs ereife w7 |

@ 38 (Company Characteristics): =1ew geiifer F&vEw @r=iifva ffeg e
ol RER I | 9T @ sored *fe g gdrel 3k AT e aw
veTooR ifel fraites T eferweltd el KM T | 9% CFE (Sl A,
i oY ARIETE AfoTeel @ AN, ISF AW, @R Aaeresad (@
Bojifn REzeTR REIoaT T ATIe |

THFFIRQIEOMA CAMBT (Characteristics of Middlemen) : TZFRIAETWE TGN J4TS
ARSI orely [otel a1 2@ A | T awve [y g R aenfer e swgsyd

SP AR IR, TGFIRRIE M@ @ A [eawa de ool -
THIFRANCTT TS ATl TSR @G, S Ay, 2qeea sAfawre S5 |

2fST (Competitors): AfSTAIMIR AMFBT Tore ey fotelw aenferg Tt fada w3 |
S TN @I TGS LSRN eeifer SEpRel FF <A | AR LSRN St
THIFIPNNTT (@ 7S A R W FA0R | (@FPAES (3 @F2 Gq0Ta T
AR QWi FCS A |

AfRCI® (Environmental Factors): (G0 “R@¥re Sy o geoifer Prates 877
ol BT IS 2T | T Ao o931, Aere efeqmae! o gefera Taia
o [RBF I@| TAE, TFE SaF TANF W39 goFe 3@ @=iiea @ oo
efetaifre I FACo AT |

o, oY TF ANfFPHR *NeFaq (Identify Major Channel Alternatives): (PAIfag &elifera
oy [RERTeR SRS F6 2R 24F RIFTR TG F40 | @I TRy (@Foitnd FIeg =4
TRITR & AP G elifeT (AeF @ @35 o1l Qelifercs wifvs @ I T FA0o
AT | ATSIRI6 Qeliferd g Jfaar @I SEfar A | W3efr [sar 3@ @i @b Ffdases
0T WO FAE G2 AIfeis A= T | QY RIFR *Nreaces (Fea (@ [Ranete [Keaoa
A1 =Y ©f Gy AT 4T =0l

<)

T

TGEFRAIRT €7 (Types of Intermediaries): *17 IBCAF Sy [(fSq @7 TGZIIIAA
IR | A AMIET 8 FHiire I My foFe! a7y 41 T | QT AR AT &)
GTFSF A0 THIIIAA SATIA | LIS FoF «@a TN (AT -

i) @rifRa Rerw IARA (Company Sales Force): 7o IBR oo @A o1 ey
@ R ITT P AT | @ CFE (@I O Ty Ry @asits o F6a [ifey
TR Ty WeifTe ey Fme wity avie 1 =7 | RS @i ¢ @
(TS SR e ey ST AfRsE 35 |

ii) SRAMCFT TG (Manufacturer's Agent): SAWE ©F fery [ qifest /1 qifewx
TRAMASINR TSrD WCAT T4 (TS 2MCF | 92 Grersdl  FEF @R A= @F=hfa
NGO 2T (T I QTFCE O FIEH Z0@ AT | [(7feg aansia s wemt
M QTS QW ST (@CO AT |

iii) & %A% (Industrial Distributor): TSy Wavrwr I g oy “fia= oo @@
I, TR GFF B AN IBR WIS AT I | ST (@A 9o AfEwe “14ie

Bl- duq



qufIq (e

AR, AfFwer QI AT FICS ARG I | AwE T @ [{fog @ amaee
Aoy NGRS oA Wl emiF 41 27 |
q)  TFOIFIRT WA (Number of Middlemen): RFFETR FEbER (@ T4rg [T
T F© T ©f @I Fdiae Fare 2@ | 9oy @i feaft faaw Ko sace
-
i) T 359 (Intensive Distribution): SIS AT Awfore Toud 8T @M TF
TEFEICS FeAfere w0 | Aoy farcrm A Jia sa o 92 e o>y w9
AT | TST-ATSAT (S0 @ AR FIGIACETT SRAMAFIAIAT ITAF e (1T
e FCE AT | TATS SN ToUF 8T @ TMAF AIBIEF NTH TGA €32
(2T FACO B @ (SIS SIe @3 A5 (ATe AT |

ii) Ffre I (Exclusive Distribution): Q3 TAWE 47 FAT® 7 TrgaRAiama
Aoy IBLAT TP &WIT I | 4T 936 WS @enai o1y [Reres aavea Sfea= e
FCE | AN Y T @ T 0 e CF0g @ AR 5T A= F41 27 |

iii) WS IBF (Selective Distribution): T T @2 AN IBY «@F TR}
ST I T TS I | QT 47 I A1 @ AR T3 e 9929 I
T A | QAT TFAPNTE T fzrget a2t % | 9%, e, FERGNH G
T 2 S e Qe I T |
%) I AN SWIMA WY (Responsibilities of Channel Members): 359 F& JBOI
TV T G SRAVASIIE =12 LellfeTd Tonns FIed *® @R AR-Aifry et
FACS A | U2 CH(@ YEAite, Ry *1$, IR (Siafers sfyam, A=ifis o[l e
viftre gwsiv fREgeter Reava S0 Arre &3 |
8. a4y g PR RS (Evaluating the Major Channel Alternatives): It &«
fRegrrz fofEe S99 49 arg eI S0 AT T | G (AT TS [Keg gelifer
TS AT | o€ @ ot 7=r @nfag AR Sy S FEre AR aNT G0
genfer e a3 | U2 SREFE- (F) AT Tame, (V) g Tame ¢ (o) SfeEes Tams
feazeTyR fReane w4 =7

eelifes YA PraeoR
Channel Management Decisions
THAMAHIRE FIZ (ATF A F37 (OISR IR MR & To elifer acare (1391 [egy aefiferetett
TR FC AE SN ollfer 6 &y JIZPAIE Fae agd F90e &7 | G917 elifel IR &y
FRECE TG e FACe T | ey Qolifer Igroa1 e [{fey M Sicersa w1 2eei-
S, &ife@ s 45T (Selecting Channel Members): ©2& <G8 G T elifer swonma
[ T (@ T G sFpald I | IR, 9 TGE TP 79 Afe TGS 2o 5
T AT @ @A TG JN LNfre owge zre WAl ©f [avar s gelfer ey
5 e | o@ @R Sftafes ¢ TFHRET FER AER 87 97 3@ 708
AR NS A
. ifer SR &S W (Training of Channel Members): SRAMASET T (@t Sima
eeliferd sty TSR #1F Fdifoe Mo oy effFFeeR ARPeT Qe @3 ST IBIRCTI Gy
TSN TG QR FAL | GF T ellfera Fmogee (il afEeee (AT §ore (e
AT 8 21o) TEH &) Tga FACS AR |

TTfE 7 BI-SYb
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©. &l MR (@AM (Motivating Channel Members): 2eife 3w fF&50a 71 IA=
affrrer (i T ABE RET I0e J9QE I W1 @ AN@ wdrew ¢ Adwerna
AV &) (IR 2% (TF gelifer s [fegeit Twifee 8 Saifae w4 =3 | T
Qoo FTHATI T @ TR KT T T QR 2 (€5 | TZ IR (AT
Ty (FIE I 8 WIeaim g *MesseT e 3 |

8. &elifel WM IR (Evaluating Channel Members) : SAMRISHIE S*12 Mafeeid o=
TR TR T CTRTE TR- [RGET (FI6T, A0l TG B, (FoIF (ClTOHT I (F(d dWG I,
wfoaw A1 R A 2T ¢Fe@ e 9T, AT @ féFel ety FRfreT 3R
(FSIME (AT M 300 | (P M08 AT FIY M T SITE! SR (@rfag
ST (AP PO A YR TFS T QF | TN, (@K NGE G I TN TS TS
T SIR AT T SFACT G AR T 2T | IS8 FST T Z0A S FIH S T4TZ 914
e 4 2 |

¢. eeifer Rae™ “ffeT (Modifying Channel Arrangement): 936 SAMRSIINIE FANSSIT
geiifer fRTIeT AT 8 SRS TS T | MRS TGIAPNNAT ARSEN AR F1er 1
FACE, (@FOF T ABACE 46 e e, IR ST=eoRer oee, g Afsrarig Siike
TO0E, T I5 e TORE AT, ATNT G/ S BT oGy T 391 (F0q elifers
T Al AR FACS 2T |

@ HATALFA:

e geiifer g3 @R RFGETT U8 SR S @17 W e [ gefa ami g3 F90e 27 |
G R Sl faca Prale o 2ies; 72401 - 5. (ore raes ¢ gPfe f[uad, . #w
oy @ AT fdfRel, . e R difehmg “aesad, 93 8.24W [RIe eeliferig Yo |
AT PR (AP A 7 (SIS FR CMAT & I© eelifer qeare ¢12o[ [ ediferetstt
TR IR AETEN elife] MG & TIZAICE FTal® 22 F0e 7 | G717 o] IBIRCTI Gy
T[IZAE IO QR FA00 T | 93 IRGER T4 IACR- 5. eliferd oy 7415w, . aeifer
TR AR W, ©, Qoiferd IR (@FAWIE, 8. olifer T R «3R ¢, eelifer Rapiem™
TS |

TR 1= S
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Marketing Channel Integration and Conflicts

@ o

qQ A1F T -

o T eelifeT YR TOFACIT GREATZ T FACO ARCI; IR

o Ao Qelifer v I FATS SAEET |

qufIq (e

SIS 20O AT A AT eNfera e WLy 7% 38 2o =AM |

Reefel aeifer qFrgwaadt

Marketing Channel Integration

Felifer swonRr oy Rewed wiene R @ oima [T o [ IR epfere R eifer
FffAfe® =@ Fga [T eoifer oo 2oz | ERITT Reeld eeliferm ot 9FaTee Fier Face Q@M

LT ATF | (137 T elifer ey Sras T el

s, Ge® o s@f® (Vertical Marketing System): @2 o/ sMafore 3% elifeite SeAmawI,
HAZFF 8 BRI AP IET dFRFe “fpifere =271 H@ T 0.8 @ #pfere ¢ Tom [{opelw

efifer Weay ATLFT (I TR | ebfere epelifer
2fSfS Swoy I I FACS (BB I | AN WE
Ter oo edifers smoar piem T B9
TRANOTET ST NG elifers Frer Tw{mey
IE | e e omfe foq Ul =@ QS
(CTRTET RCTI-

) FCARG Tew 7T 2&fS (Corporate Vertical
Marketing System): “ICel% ST IR IBEHA
e IRGT qF2 WEFEE THire =@
SItE FCAES Tow o oiafe 30 | arFea
Aifae TREEIFrel @ Ere e afesie
faafire enfedifa erdifer araz™ w03 A |

<) pfem Terw e 4&fS (Contactual Vertical

apfer fstere genfer TeT faoferey gferfer
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MIESIE)
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@ 30.8: &BfETS I TeTF fofelT

Marketing System): “TF §fex fofers sy Seame ¢ 3% fAwafere [feg s =dT
LAFSHINGTAT oy IBEAT FIG AT T OIE §feqa Tod ASRSTOFA AafS 0T | QTFGG
2fSBITTT 3B FHWT T Fed T A= FTzifTer ¢ Feare fFage s 27 | W9,

TAM @ I W] Jiad AN A e wifeaeer 2627 F41 799 27 |

) FEEenfis Sew 91T %S (Administered Vertical Marketing System): T4 (It 2fediw
T TS A3 FASNF LT I SV Q72 I BAYTART WL AN AT (53 FH
Y OF [T Tow qreeTeaae Amfe I | GTFE ST OF T GHifHE 3B

oy MG AT |
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e oo %S (Horizontal Marketing System): Q<RI oo Amfox A< fHrewws sy
ARSI ZT A &=y ST ToA (ST AT T Q2R SpaFe B A 2RI 13 I srelfss
e geliferd sWonRr ufas =0 Fie I |

Jeeifer [T #&fS (Multi Channel/ Hybrid Marketing System): Q<&HR R0 safsre a6
Bl =) Reqe T & GFAC 72 I Sroifed Koem eifer I=@ a6 | (ol [3fe @
Felife] TR I AR T IR ifeT sty smfe driwa of ¥l A | @ A& T (oS 0
o[ely fereaa e A8 7w, AT T I A G99 T2 ¢ efSriPrenETe e T At
BRI

el eifer v

Marketing Channel Conflict

AfeBita edifer Tonma Wt Koy TR STae THL 70%d B 70O AN | el TWonma Meay T2
Ty @ Sl e IO o 71 @ efetaifren Al 2 =7 o Oite e 7 qeT | e
Ny SR 2f S T ATF FER 8T RS @3 &fSfb TMETT AFeTSIR FIY ToAWER ML
geifed AT FAwerol Toq 3@ |1 [FE e e TgoRlm e oy A TR o i, TR
SPINGETSl WAl (SISl WS T 5% B S AN | dNfeire qrad e FAS geiferq
FIRS! AL ZreTs WS TN 47 Aferaifert 2 zre A | e gdifecs W gele tds [Kfey
ARSI I (TSR AT T | ARSI 5, T@gfeaae a2 Pro afedia s
elifers %R 2T T4l 8 7 | Yelifer wac foo ool ol 4t F1¥; 39l

o.

TeT7 &flfeT @] (Vertical Channel Conflict): 958 geife RSy Staa sMonma Iy (I = 18
T O BT elfeT w7 q0eT | TwiRde RO I9 AW @, N egear AfeviT (e I Sz
[IANR AARTCS FIFA BT I IR #I0l] KT T TeAWME @ AZFF AN N 704
AIZFIR IO Aoy RGT FA0ET ARF 8 Y5 JPMNAF WA T (ol 27 |

S olife %% (Horizontal Channel Conflict): Q3 SR [y IMoma W<y (@ 7% Wedb® &7
I G I LTy FeT [T FAC BIFE 72 GBI (5T IR 0L TGN &elifer a7
R

3] i %% (Multi channel conflict) : T TRAMFFET I3 JF [KTor 73 AT SCIfEF I5
gelifeT AT FCI IR QAT TG (T 78 (WA (T SICP IR 2elfeT 77 0T |

@ HATALHFA:

Aelifer et Aoy Rewd viele [etTs Si@e St AT SN FRee @bfere e aoefifer
ARRIS® 2T T [T eliferd Ao Z0o% | TH™ Aafore %7 LoNfeire TeAmawifa, MEFE @ Yot
[N TGN AFRFSL ARGIfere 270 | Torw o 1w foq w@ela 2@ A, Gt ZE@- F)
FCATED Torm o safs, ) pfeam Tem Rt smafs @ of) fgaendia Sem o smafe | e
oo mfor Mo Mrers Wy efswifer ZT FaR & [ 99 (@I Koo e a7ees
TOFE BT AT SRIEE 12 A Srelfed [ gelifem e «dfes T F1e 30 | Iofe e
afors @b AfSHT o6y fFeae FT T IFSAN 43 A Sl [ genfer jaga 0 |
Afevitaa eefer wvonma Wtk [ifey TR ST T2 70wd e 7Co #INCF | dfifer Ao [
A Tty @ f il e o o =1 @9k eferaifrer wifea 3R 21 o9 oS et v e |
elifeT vt foq SItel ©Of 1 T; - T ollfel 7, ANSAET elife] w4 @ I- eeifer 77 |

BTG o= 593




I:b TR T e

forele epelifer a1 3B genfer Ft Kot eenifera ey I9far T8 |

T (5GP TP FCAG TP (DGR |
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ot erenfera s o forge |

AT IBLeNfeT? (ST @ g “ATelF AT % efeifer I T2 |
AT % efelifery BEoTR (Sr9ly 2ol ST % elifer I T2 |
TR AT % el oGP SCETHAT e

(@I AT 4P GACTD I Gy IR LNTSTET G S 0 |
. (I S0 4P T IBC S TG ANARTHT AT SO T2 |
o, G #ITeF I elifeT 7Tt F2ee |
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SR, AN BT PraIGsTR SICAIb T3 |
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S¢. e eelifer v STED T2 |

S, TR 8 AN G20 Aafoq Noxy NLFT T |

YILoER®»OoLY

= Kotler, P., & Armstrong, G. (2016). Principles of Marketing (16 ed.). Pearson Education.

= Kotler, P., & Keller, K. L. (2016). Marketing Management (15¢ ed.). Pearson Education.

= Ramaswamy, N. (2009). Marketing Management — Global Perspective, Indian Context (4e ed.). Macmillan
Publishers India.

= McCarthy, E. J., Shapiro, S. J., & Perreault, W. D. (1979). Basic marketing. Irwin-Dorsey.

= Stanton, W. J., Etzel, M. J., & Walker, B. J. (1991). Fundamentals of Marketing, MacGraw Hill. International
Edition.
" FEl, WA, 8 ARUSE, AN, (Ro0b) ARG NSAET, I Se Rafmrer,



TRotete epenfer g

ol

R |

O |

8 |

¢ |

Y |

Q1

b |

RECU
ORI, T ERRSR
STAN FT
[SRECEISET
@ @e: (OSMBA-1202)
W:@W Tﬁm: Yo
(MB35 : TN AT AT TR ST S@lofF | (@ (@ IAr o evem Tew e ]

) e IeTce I /R? ©
<) Rereis Glifers aRePTIR Reeae 3 | q
F) Ofie] SRR Afewr Fre ©
) OJfe] (52 HACEH I TP | q
) foreia Ffaser ©
<) 2f ST o awer SHfoa Ty F F AMEFs Q7 FA A2 I T2 | q
F) AT G2 SEIR (FoR @ Prare wvad AR[$e 27 | @ Prare Sisacid s@eete r Jh?

foaRSITE T T | ©
¥)  FOACLT @ AP (2 ©F 726 QT TP | q
) G THIRN FI? ©
<) e RSt JERE 8 Fi5e orafe I 35 | q
3) G afswar &7 ©
<) SR eforala (FEPTR I 59 | q
F) 07 G b 2 ©
%) 27 QIR HLRA BITIR T F2 | q
) HAoFET IeCe [ A2 ©
)~y ERCeR SrTRE ST 4 | q

G - 329



