Inzinerine Ekonomika-Engineering Economics, 2011, 22(3), 319-329

Changesin Marketing Channels Formation

Jurate Banyte', Rasa Gudonaviciene?, Darius Grubys®

12 Kaunas University of Technology
K. Donelaicio st. 73, LT-44029, Kaunas, Lithuania
e-mail: jurate.banyte@ktu.lt, rasa.gudonaviciene@lkt

3perfetti van Melle Baltic's
Ukmerges st. 369 LT-06327, Vilnius, Lithuania
e-mail: Darius.Grubys@ru.pvmgrp.com

A marketing channel can be defined as a group ofin the historical context as well. In the eightiasd

organisational units (internal and external frometpoint
of view of a producer) which carries out functioetated
to the location of production distribution. Any
organisational unit, notwithstanding it is an irtstion or
agency performing one or several of these functigms
considered as a part of a marketing channel. Thecgire

nineties of the last century multistage, detailddrmel
formation models were suggested. Recently simple64
step, more universal models are prevailing. The
geography of marketing channels management is
expanding too: empirical tests on the principles of
marketing channel formation have been made in @éntr

of the channel determines what functions and whichand Eastern European countries (Lorentz, Wong, blém

organisational unit performs. A proper selection of
product traffic channels requires the informatiomese

2007), in Asia (Liu, Tao, Li, El-Ansary, 2008). QI
formation is also affected by modern technologies:

buyers are, and the number of buyers; besides it ispossibility to purchase products on internet, vaso

necessary to learn the market conditions. While ingak
decisions on marketing channels one must idenkiéy t
existing situation and reason why the company shoul
choose a certain strategy for the distribution die t
production to buyers (the number and types of niarte
channels, the point of production sale). The salacof
the marketing channel scheme and structure takegelo
than any other decision related to marketing mengnts
(Svensson, 2002). Therefore, it is very importaninake
the right choice of the type of the channel, intedraries
and evaluate all elements of the environment whibct
formation of a marketing channel.

The necessity of the distribution as a specific
economic activity arises from the gap, mismatchvben
the production of products and consumption plateget
guantity and quality (product range) (Pranulis, Beglis,
Urbonavicius, Virvilaite, 2008).

novelties in the area of logistics. A variety ofaittrade
forms offers the consumer wider opportunities afoding

the product and the producer to select the most
appropriate marketing channel from a wider range of
channels of various forms, length, and width (Y201.0).
Moreover, the decision of a consumer is more andemo
influenced by the environmental aspects of the ycbdr
service, social responsibility of producers and
intermediaries (Juscius, Snieska, 2008).

Keywords: marketing channels, distribution system,
consumer needs, restrictive factors, internet
channels, models of marketing channels formation.

Introduction

Relevance. Recently, consumers are increasingly

The speed of delivery, guaranteed supply and aaiming at having choice. A modern consumer knowatwh

possibility to purchase products, convenience foydns
and other things may improve the relationship betwe
buyers and sellers and enhance consumer satisfactio
That is why companies more and more focus on magket

he or she wants, looks for benefits, therefore gap
between the consumer and the producer may resalh in
irremediable damage for companies. In addition, new
marketing channel trends are observed in the world,

channel management in order to deliver products andlaconic nature of channel formation and replacenant

services required by consumers on time, in the grop
place and at a fair price (Frazier, 1999). Each keting
channel generates different revenues; thanks
intermediaries products are supplied to target nedskin
a more efficient way. By using their relationship,
experience, specialisation and economy of
intermediaries create a value added to the prodadbe
sold. Therefore, competitive and development pilitisi®
of the company as well as consumer satisfactionvarg

much dependent on the marketing channels formedl, an

intermediaries chosen by the company.
Benefits can be seen in reviewing marketing channel
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traditional marketing channels with internet mairket
channels. A possibility to get products at any tiofea

today, at any day encourages consumers to savetitineir

and use the most convenient means in purchasing
products. For the above reasons decisions on teetisa

scale,of marketing channels request considerable invegsne

and efforts; also, an effective distribution systatways
gives additional advantages for the company in the
competition.

Distribution as one of the four elements of the
marketing mix is an inseparable part of marketing
decisions of the company that covers all decisions
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delivering of the production to the final consumBopics Stern & El-Ansary start the selection of a markgtin
on distribution are analysed by various foreign liia channel by an analysis of consumer needs. Four main
2007; Berman, 1996; Coughlan, Anderson, Stern, El-services required by a consumer are distinguistied: of
Ansary, 2001; Frazier, 1999; Kotler, Armstrong, Gens, delivery, convenience of the place, size of thecpase
Wong, 2003; Kotler, Keller, 2007; Magrill, 1996; and range of products. Objectives of the chanreetaised
Rosenbloom, 1999; etc.) and Lithuanian marketingin the second stage, after the required servicel ler
specialists (Gudonaviciene, Buciuniene, 2003; analysed. One can identify market coverage, effmyje
Gudonaviciene, Alijosiene, Aukscionis, 2008; Pr&éjul and other general and specific objectives. It isoal
Pajuodis, Urbonavicius, Virvilaite, 2008), with a importantto evaluate objectives of the companyxtNie
considerable focus on the disclosure of marketimanael strategy is created, an appropriate structure lisctesl,

formation principles. alternatives are analysed, which would satisfy oorer
The problem. In view of intensive commercial needs identified already in the first stage andhlfy, the

activities of various forms and increasing variefyretail best evaluated intermediaries are selected.

trade objects, marketing channels become more amd m Berman (1996) presents the following model for

complex and their management is more and moremarketing channel formation: (1) Determining chdnne
complicated. This leads to a need to focus more onobjectives, (2) Evaluating channel width and deatid
administration and evaluation of the efficiency of types of intermediary requirements, (3) Evaluatimayket,
marketing channels, by testing possible alternatifa product, company, and intermediary factors thaeaff
production distribution to a final consumer. Thatwhy channel length, (4) Allocating channel tasks among
companies more and more often face a problem ofchannel members, (5) Selection of specific chameel
formation of an efficient distribution system. sellers, (6) Revising channel arrangements.

Scientists and practicians suggest various moagels f The first stage in the model of Roosenbloom (1999)
marketing channels formation, which differ by thember involves an identification of the assumptions for
of stages, their sequence, application possitslit@ften marketing channel formation. At the second stage th
insufficient attention is devoted to the analysis tioe marketing channel goals should be formulated and
factors that affect the channel or definition ohsomer  coordinated. The distribution propositions shoulé b

needs. specified and the alternatives of marketing chashelld
Research object: formation process of marketing be scheduled {Band 4" stages). At the fifth stage there
channels. are analysed the factors influencing marketing obamt

The purpose of the article. To reveal changes in the sixth stage the optimal structure of channel is
marketing channel formation, and according to them,established using various methods. At the sevetafes
identify the priorities in marketing channel forreet with the best intermediaries should be selected.
the case of UABAsviga The model for the distribution channels planning

Research methods used in the article: a systemic process supposed by Neves, Zuurbier, and Campomar
and comparable analysis of scientific literatur@se (2001) is one more detailed model, which constdidté
analysis, a qualitative research method (depthiree) stages that are incorporated into four phases:
and the method of factors significance. understanding phase, objective phase, implementatio

phase, monitoring - revision phase (Figure 1).

Literaturereview

Recently, supply chain and marketing channel| understan- Objectives’ NI Implemen- | Monitoring
management is an area of academic study, reseamndh, ding phase goals phase tation phase and revision

business practice. T
The typology of distribution systems was dissedate Y

by Kim and Frazier (1996). Gundlach, Bolumole,

._[1.Description of the chain 6. Company's objectives
Eltanta_vvy and Frankel (2006) revealed chang_es Nl Description of existing 7 Consumers'
marketing channels over the last two decades iir the | channels needs/buying

article. In this article we analyse the models @irketing 3.Environment analysis processes
channel formation proposed by Stern, El-Ansary g)99  [4-Asset specificity analysis | 18. Gap analysis and
Berman (1996); Rosenbloom (1999); Kotler, Keller p-Existing contractual analy: adjustment
(2007); Coughlan, Anderson, Stern, El-Ansary (2001) V4
Neves, Zuurbier, Campomar (2001)' . 9. Channel selection 11. Channel

Models presented by various authors in 1991 — 2001 10. Building contracts management
are distinguished by details and plenty of stagpscific
instructions what should be done in each stage.wille
discuss a couple of such models in more detail.

The model for marketing channel formation suggested
by Stern & El-Ansary (1992) is specific from othénsthe
specification of individual stages of the modeé #uthors In summing up the structure of the discussed
present not only the channel formation principles ddso marketing channels, one can state that most of the
the main factors or methods which should be evetuat channels are designed with the focus on internatis@f
applied in that stage, indicate actions of the Sigestage. the company, based on a company focused strategin n

Figure 1. A model for the distribution channels planninggass
(Neves, Zuurbier, Campomar, 2001)
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all models the analysis of consumer needs is siless and almost withdraw from production distributions A
Insufficient awareness of consumer needs decrdaases result, companies — producers can focus more dnkéeg
efficiency of marketing channels, may raise cotglic business — production, and optimise operating cdsie
between channel members (Coughlat al, 2001, form and efficiency of the channel is impacted g t
Gudonaviciene, Buciuniene, 2003; Gudonaviciene, distributor's trust in suppliers. This was empitiga
Alijosiene, Aukscionis, 2008). Therefore, itis mesary to  proved by Liu, Tao, Li & El-Ansary (2008). Other
ensure management of marketing channels, sharing oflistribution tendencies in recent years includengisa
information, search for compromises, marketing wtud wider variety of marketing channels (Coelho,
(Frazier, 1999; Sezen, Yilmaz, 2007; Klimov, Menew, Easingwood, Coelho, 2003; Yan, 2010), popularity of
2008). direct marketing is increasing in certain businassas;
The models suggested by the authors in recent yearssage of internet channels is expanding partigularl
are laconic and simple. Some authors (Kotler, Aromsg, rapidly (Webb, 2002; Duffy, 2004; Canavan, Henchion
Sauders, Wong, 2003; Kotler, Keller, 2007; Consoli, O'Reilly, 2007). While analysing changes in markgti
Neves, 2008) limit themselves by a verbal modehatit channels, logistics and purchasing, Gundlach, Bolam
presenting a graphic formation model of a marketing Eltantawy & Frankel (2006) observed that channets a
channel. Others present models of 4 — 5 stageh, thwé more consumer-focused, are based on value addaigsch
view on the main moments of channel formation and larger networks of members.
(Rosenbloom, 2005; Coughlaat al, 2001). Both most Following the aforementioned comments and models
often fail to provide a detailed description ofiags in for marketing channel formation by Kotler, Armstgn
each stage, categorically fail to indicate methta<e Sauders & Wong (2003), Kotler, Keller (2007), Cdiso
used or factors that should be evaluated in a pstage, Neves (2008), Rosenbloom (2005), Couglédaal. (2001)
and only suggest recommendations of general ndityre we suggest a conceptual model for marketing channel
expanding application possibilities for a modelsimch a  formation process that covers the most relevamjestan

way for various business areas. channel formation.
Kotler et al. (2003) present the following sequence of
marketing channel formation: 1. Analysis of consumer needsand definition of
e Analysis of consumer needs. mar keting channel restrictive factors
e Objectives and restrictions of a marketing v
channel. _ _ 2. Setting of objectives and tasks for a marketing channel
o Definition of marketing channel alternatives. v
¢ Evalua}tlon of Chan,nel alternatives. . 3. Definition and evaluation of marketing channel
e Selection, evaluation and control of marketing alternatives
channel members. v

Kotler, Keller (2007) provide almost analogous
formation process for marketing channels (analyafis
consumer needs, definition of objectives and retstns
of the channel, definition of alternative channels,  Figure2. A conceptual model for the marketing channels

4. Selection of the best mar keting channels

evaluation of alternatives; selection, motivatiomda formation process (made by the authors)
evaluation of intermediaries). ) ) ) .
Consoli, Neves (2008) suggest a 5-step sequence: The marketing channel will serve its purpose only i
1. Environmental analysis for marketing channel case the flow of products travelling by it will e
new opportunities. consumers on time, in the proper place and for a
2. Benchmark and competitor analysis in new COmpetitive price. To rea_ch this goal one shouldvkn
marketing channels. consumer needs and their changes. Consumer nerds ca

3. Decisions on the structure of marketing channel, Pe analysed by various marketing research methods
4. Marketing channels flows description and (Grundey, 2008). All members of the marketing clenn

allocation of responsibility. must know their consumers, their habits. In additio
5. Implementing and monitoring the performance on 'egular primary marketing study, the secondary
the new channel. information is useful for the analysis of consumeeds as

The trend of the modern marketing channel formationWell: data on orders and sale must be collected (by
is focusing on consumer needs and evaluation oéroth r€gions, product groups, etc.), this informationsmbe
factors affecting the channel (Yan, 2010; Chen, paio; ~ Shared with partners. It is more difficult to foast
Rossi, Silva, Neves, 2006; Thron, Nagy, Wassan700 Consumer behaviour in the consumer product market;
The empirical tests prove that the principles farketing pa_ruqul_ar, it is dllffICU|t to anticipate impulsiveurchases
channel formation are applied not only in the USkla (Virvilaite, Saladiene, Bagdonaite, 2009). _
Western European countries, but in recent yearsethe ~ There might be a lot of factors influencing the
processes take place in Central and Eastern EutopeaMarketing channel; that is why they are dividedoint
countries (Lorentz, Wong, Hilmola, 2007). Besidiesss ~ Several groups of factors: market, product, company
worth paying attention that some companies more andntermediaries and competitors (Berman, 1996). Othe
more frequently pass all production distributioivdies ~ @uthors  (Coughlan et al, 2001; Banyte, 2008;
to professionals of this area (distributors, whaless), Gimzauskiene, Kloviene, 2010) emphasise environment
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factors that include most of the aforementionedoiac
groups. In the group of market factors, in additimn
geographic location, market size and density, the
consumer behaviour is also relevant. The group of
company factors reflects internal opportunities,e th
situation of financial, human and other resour&secific
factors affecting the marketing channel depenchertype

of the company and its production. Classificatioiteda

of companies were described in detail by Boguslasisk
Adlyte (2010). In addition to the aforementionedtfas,
recently, issues of social responsibility and ethgécome
very much important to companies (Juscius, Snieska
2008; Ciegis, Gavenauskas, Petkeviciute, Streimékie
2008).

The main goal of the marketing channel is to méiee t
product available for consumers (Kotler, Keller,0ZQ
Therefore, the distribution objectives are formethtin
view of consumer needs, capacities of the compamly a
main restrictive factors. Obviously, general goafsthe

company should be taken into account, so that the

objectives of a lower level do not contradict te ttmain
goals of the company. Targets for marketing chanaed
formulated taking into account the set goals, bfndey
specific tools, terms and responsibility.

Based on the objectives of the marketing channel,
consumer needs, the main restrictive factors and
opportunities, several alternatives in marketingruotels
are designed and compared. There are plenty ofadgth
offered to compare the alternatives. Some of theen a
specific, applicable only in a very narrow activity in
marketing channels of a certain form. Others aredus
widely and are applicable not only for evaluating
alternatives of marketing channels (e.g. method&actbr
significance, consistent elimination, etc.). Whelealuating
channel alternatives, the company may choose aagip
that is most acceptable to it or, in order to deela higher
accuracy, to evaluate by several different methods.

In the last stage the best marketing channel anratla
are selected and included into the distributiontesysof
the company.

Findings

This part of the article will elaborate the ideittittion
of marketing channel problems in UABsviga and
provide suggestions how to solve them by desigaimd
evaluating new marketing channels.

UAB Asvigais engaged in the production and selling
of confectionery. The company employs 72 employees.
The operation started in 1998. Presently, the compa

produces about 80 types of biscuits and 10 types of

waffles. Monthly production and sales make up al8fut
tons: on average, monthly, UABsviga produces about
50-60 tons of biscuits, waffles and about 25 toris o
products from corn flour.

Biscuit and waffle market shares of the main
producers are shown in Figure 3.

UAB Asviga holds about 18 percent of biscuit and
waffle market in Lithuania (Figure 3). The main oy of
the company’'s production — intermediaries are UAB
Sanitex Maxima LT UAB Daisena Asviga follows the
strategy of intensive distribution.
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Market share of competitors, (%)

10% m UAB Asviga
UAB Tagatis

= AB Vilniaus pergale

B AB Vilniaus duona

= UAB Dzukija
UAB Gintarinis amzius
Other

5%
6%,

18%

~30%l'

11%

Figure 3. Market shares of the main competitors that produce
biscuits and waffles

The company exports part of its production to Eiston
Germany, the USA. Products of UABsviga are not
expensive, they are delicious, have a good appeasamd
quality. The raw material used for production is
qualitative and preservative free.

UAB Asviga has the following problems and
opportunities of marketing channels:

e it holds too small market share;

e gap between the producer and consumer (no
opinion of consumers is surveyed);

e significant influence of intermediaries;

® increasing number of internet users (including the
number of those who buy products via internet)
provides an opportunity to expand ways of
production sales.

To solve the distribution problems of UABsviga it
is suggested to evaluate the existing and designew
marketing channels which would increase sales vetum
in the company, mitigate the impact of intermedigrias
well as strive for new market opportunities.

Designing of new marketing channels is based on the
conceptual model for the marketing channels foromati
process (Figure 2) suggested by the authors ofttide.
This simple-to-use model is short but it contaitigrain
stages indicated in other models.

Further on, this article will elaborate on the detent
implementation of the steps indicated in the suiggkes
model (Figure 2) and evaluation of marketing ch#sne
used by UABAsvigaand alternative marketing channels,
as well as suggestions for improvement of the ibigtion
system of the company.

Analysis of consumer needs and definition of
mar keting channel restrictive factors

Based on the suggested model, firstly consumersneed
are analysed, and restrictions and opportunities of
marketing channels are defined. As it was mentioned
earlier, the evaluation of such factors may be dpnboth
primary (depth interview, survey, observation, )etand
secondary marketing study (analysis of statistizah and
internal information of the company). The analysis
consumer needs was based on statistical data, and
information provided by the sales unit of the compand
marketing channel partners. Consumer needs were
analysed during the primary test as well. A qutlita
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research - depth interview is performed to defireermain
restrictive factors and opportunities.

Resear ch design and process. The aim of this study
is to identify which factors make the greatest intpan
marketing channels of UABAsviga and find out what
there are new trends and opportunities in the aklann

The study was performed: November 25, 2010.

Type of the research and data collection method. A
qualitative test was chosen: depth interview. Ire th
opinion of McDaniel & Gates (2010) such an intewiis
suitable for interviewing of the employees direatyated
to the problem, experts. This interview includedirfo
employees of the sales unit and the head of thees sadit
of UAB Asviga-— five respondents in total.

The questionnaire of the depth interview is comgdose
of eight questions. First three questions were chsbdind
out the efficiency of the existing marketing chasne
consumer needs, as well as to identify distribution
problems. The fourth question was intended to @efin
factors that make the most significant impact othlen
individual marketing channel and the entire disttidn
system. The answers received to this question wsee
to evaluate marketing channels by factor signifigan
approach. The firth and the sixth questions wetenited
to find out possible critical limits of the profiand
investments to create a marketing channel. Thetlest
questions were intended to clarify if specialistow the

marketing channel which would allow to obtain a
more comprehensive information about consumer
needs to respond to them faster, and (5) a
possibility to withdraw from the marketing
channel, i.e. how fast and without financial losises
would be possible to withdraw from the channel
that did not meet the expectations; in addition,
respondents indicated specific amounts of the fprofi
and investments into the marketing channel,
channel liquidity terms that are acceptable to them
specified percentage of the desired number of final
consumers to be reached.

It is admitted that new trends (internet trade) are
observed and in the near future may change the
distribution systems of the companies. Already
now there are realistic possibilities to apply int
sales in traditional retail and wholesale companies

During the depth interview, guidelines for

marketing channel development were indicated,
which serve as a basis for marketing channels
alternatives that were designed later.

Setting of objectives and tasksfor a marketing
channel

Based on the results of the qualitative study, the

following new objectives for marketing channels of

newest distribution trends, as well as if the comypa UAB Asvigacan be set

updates marketing channels, if it aims at innovetio
The interview template was filled in by the reséarc
Results of the research. The results of the study
performed suggest the following findings:

e Most of the respondents stated that the existing
system of marketing channels is rather efficidm, t
company reaches a considerable number of final
consumers; however, expansion of the number of
retail intermediaries (launching of the cooperation
with other retail chains) or organisation of
distribution through own-brand shops owned
jointly with other producers, could allow reaching
even more consumers, which would lead to
increasing sales volumes of the company,
consumers would easier reach the production of the
company.

e There are no major complaints on intermediaries,
however, one must admit that it is difficult to asl
to the consumers because of the lack of
information, therefore, it is expedient to have
closer cooperation with intermediaries to clarify
consumer needs.

e During the private interview a number of factors
affecting the distribution system were mentioned,
but having summarised the results of the study it
appeared that the most important are (1) the dize o

products through a specific marketing channel, (2)
efficiency of the channel in reaching final
consumers, (3) the amount of required investments
into the marketing channel (the company is not
able to invest considerable amounts into channels),
(4) a possibility to control products in the
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Appropriate distribution: efficient (all or majoyit

of consumer segments are reached; moreover,
consumers should be reached as quickly as
possible) and competitive (production should reach
most of the food stores which also offer produdts o
competitors, as well as look for new opportunities
to distribute products in locations inaccessible by
competitors, which would ensure much wider
distribution than the competitors).

Maximising of the profit (by reaching more
consumers and distributing production efficiently,
the aim is to gain as high profit as possible).

Efficiency of physical distribution of products:
finished products must be stored in the warehouse
as short as possible, vehicles must be in a good
technical condition so that no any problems arise
during the delivery, if the intermediary collects
products, the products must be packed and ready
for transportation prior to the arrival of the
intermediary.

Efficiency in consumer service: faster presentation
of the information, regular information about news
in the product range, enhancement of the intensity
of production distribution of UABAsviga (i.e.
increase of the points of sales).

Tasks of the marketing channels are defined in view
the profit that is planed to gain by distributing of the new objectives of the channels:

to develop marketing channel alternatives into the
channels used by the company, taking into account
the particularity of the production and consumer
needs;

to deliver products in a fast and qualitative manne
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to accumulate sales information;

to inform the market about
characteristics of the products;

to be liable for inappropriate products;
to monitor activities of competitors continuously;

to ensure a possibility for buyers to pay for the
products in the way convenient for them.

In view of the restrictive factors, consumer neadd
predefined distribution goals and targets, altéveat
marketing channels are designed in the next stage.

suitability,

Definition and evaluation of alter natives of
mar keting channels

While forming alternative marketing channels, it is
necessary to take into account restrictive and appiby
factors, i.e. macro and micro environment (inclgdin
market, consumer and competitors). Moreover, the
structure of marketing channels depends on thecitégm
of the company, its marketing activities. A sigcéfint
impact on marketing channels in this case is mage b
product factors (size, weight of the product, expiate,
packaging, etc.).

In order to evaluate what internal and externalofisc
influence the distribution activities of UABsviga,which
of these factors are the most important, the resflthe
qualitative study are taken as a basis.

Below one can see two alternatives that would kelp
strive for the set distribution objectives.

Alternatives for marketing channels of UAB
Asviga. As the existingdistribution system ofUAB
Asviga does not reach the maximum number of final
consumers; also given this distribution structure n
prospects in growth of the market share can be, seen
marketing channel alternatives are suggested, wiuakd
strengthen the distribution system of the company.

Alternative 1: a new marketing channel through
major retail chains(Maxima Iki, Rimi, Norfa, Aibg
Presently, UAB Asviga cooperates only withviaxima
retail network; however, in order to reach a highember
of final consumers, it would be worth distributirts
production also through shopsl&f, Rimi, Norfaand Aibe
retail networks. AlthoughMaxima currently has a shop
network consisting of as much as 214 shops in hitiay
but if we add 216 shops dki network, 115 shops of
Norfa network and 36 shops oRimi network the
efficiency of reaching final consumers would deghy
grow. Moreover,Asviga should consider an option to
distribute its products in other countries througgntral
warehouses and logistics dflaxima and Iki. Maxima
owns a central warehouse in Vilnius, products frehich
are promptly distributed to its shops in LatviaXlhops),
in Estonia (54 shops) and Bulgaria (35 shops).
distributes the goods from its central warehousdtgo
shops in Latvia (55 shops). Naturally, such market
expansion would become possible only subject to
evaluation of competitiveness Akvigaproducts in those
countries.

Alternative 2: cooperating with other food producers
which have a network of their own-brand shawsl sell
there not only own production, but also food prddumf
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other producers. If such small shops are located in
attractive places (along greater traffic of peopliey
have plenty of buyers, as consumers follow the \ieat
such shops sell fresh products with a low mark-4upwen

at producers’ prices.

Both marketing channel alternatives are presemed i
Figure 4.

Alternative 1
- Retailer(Maxima Iki,
UAB Asviaz Rimi, Norfa Aibe) Consume
Alternative 2
- Owr-brand storie
UAB Asvige Consume

Figure 4. Alternatives of marketing channels of UAB
Asviga

In order to evaluate new marketing channel
alternativesan approach of factor significanég used

Based on the results of the qualitative study,ntiaén
factors that make the most considerable impact on
marketing channels of UABsvigaare identified. During
the study the respondents indicated a number factor
which are material for the distribution system oiet
company, but almost unanimously the following fasto
were identified as the most important:

1) Desired profit— it is important that the company
earns as much profit as possible and does not incur
high expenses.

2) Efficiency of the channel in reaching the consumer
— how fast and what number of final consumers the
product will reach (not all residents of Lithuania
are evaluated, but certain segments pointed out by
the company).

3) Amount of investment how much money must be
invested into the new channel.

4) A possibility to control the distribution of prodsc
— to what extent the producer can control and
influence the sale of its products already solthto
intermediary.

5) A possibility to withdraw (liquidity)- how fast
companies can liquidate the distribution channel,
withdraw from it once it becomes an unprofitable
investment.

Further on the evaluation of marketing channel
alternatives of UABAsvigais performed following the
factor significance approach.

Evaluation of marketing channel alternatives of
UAB Asviga by a factor significance approach. The
essence of this approach is: definition of factor
significance and evaluation of marketing channelsed
on the main factors. To achieve this goal we wsé uhe
experience of the company, tests performed andt mos
importantly, the predefined objectives of the mérig
channels of the company. It is important here talieate
the factors precisely, as failure to do so may léad
inaccurate results.

First of all the existing marketing channels of UAB
Asvigawill be evaluated.
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The first column of Table 1 provides factors thatke Although the marketing channels of UAsvigaare
the highest impact on the marketing channels of UAB evaluated rather well, the company, in order te@hezven
Asviga numbered from 1 to 5: wider number of consumers, should develop its

1. Possibility to control the distribution. distribution activities, as the existing channels dot

2. Desired profit. ensure maximum efficiency in reaching the consurder,

3. Investment amount. not give a possibility to increase sales volumes

4. Withdrawal possibility (liquidity). significantly, to take advantage of all market oppoaities.

5. Efficiency of the channel in reaching the consumer. Therefore, the two marketing channel alternativegested

Table 1 in this article will be evaluated by the approadhtloe
factor significance, following the same principles a
Evaluation of the existing marketing channels of the applied for the evaluation of the existing markgtin
company channels of UABAsviga
_ Final Table 2
Factor Factor evaluation evalu-
Fac- | g gnify- ationn of Evaluation of marketing channe alter natives through retail
tors cance factors ot K d brand sh
11213 4 5|67 8|9 1 (2x3) networ Ks ana own-pran ops
Final
1 2 3 4 Factor Factor evaluation evalu-
1. 1.02 lt:ac— signify- ationn of
ors factors
0.15 cance
0.45 1(23|4|5[6/7/8|9 ©| 203
2. 2.70 1 2 3 4
0.30
2.40 1. 1.05
3 1.40 0.15 1.50
0.20 1.60 2. 3.00
4. 0.50 0.30 1.80
0.10 0.50 3. 1.60
5. 2.25 0.20 0.60
0.25 175 4 0.50
In 7.90 0.10 0.40
total: 1.0 6.70 5. 250
— 0.25 175
* * - Marketing channel throughViaxima LT retail net; :
+7 7 +- Marketing channels through wholesalers In 8.65
total: 10 6.05
As it can be seen from Table 1, the marketing cBBnn | e Marketing channel alterative throughail nets
. . - i 1\ u i ;
throth ShOpS dflaximanetwork was scored at 7.9 — this +7 7 +- Marketing channel alternative through own-brandesto

is really a high score. The possibility of withdwrom
the channel (liquidity) got a low score, as fasthafawal Table 2 presents two alternativédternative 1 means
in an unfavourable situation is restricted by ldagn  a suggestion to UABAsvigato distribute its production
agreements. The need for investments into thisreias through retail networks (not onlylaxima as presently,
rather low, as a lot of functions are carried owttbe byt alsolki, Rimi, Norfaand Aibe retail networks). This
intermediary. The best scored factors of this mamge  alternative has got really a high score (8.65)itagves
channel are the profits and efficiency in reachthg@  the highest efficiency of the channel in reachimg t
consumer, as it allows reaching a high number ofconsumer, as well as it produces profits, as salksnes
consumers. A possibility to control products in IS8  in this marketing channel are maximal. The lowestrs
channel is also viewed as rather good, as this etiak  was given to the possibility to withdraw from thieacnel
channel is short — of the first level. The markgtahannel  (liquidity), as a fast and loss free withdrawal \bipe

through the wholesalers (UABaisenaand UABSaniteY  |imited by agreements. A positive aspect is thathse
used by the company is also scored positively. Themarketing channel would not require particularlygthi
company is satisfied with the profit received frdms  investments.Alternative 2 suggests that the company

channel, rather high efficiency in reaching finahsumers jtself supplies its production to the networks wfrebrand

and the fact that no large investments are needlethé  shops formed together with other producers. Theative
operation of this channel. An average score ofithedity  score of the alternative is 7.05, as the profirdases as a
resulted from the fact that possibilities of thenpany to  result of acquisition of new vehicles, acquisitmmrent of
withdraw from this marketing channel quickly and new premises, taxes; therefore such a channelresqai
without considerable losses are restricted by lemgr  |ot of investments; its liquidity ratios are alsotrhigh as
agreements. In this channel a possibility to cdnthe  once having acquired premises and vehicles, ifisl o
distribution of products declines considerably, if sell them quickly and without losses; however, the
compared with the previously evaluated marketing company gains experience, the speed of the feedback
channel, as this channel is longer — of the seterel. between the company and consumers increases. A lowe
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number of consumers are reached than if using an To improve marketing channels of UABsviga

alternative of intermediaries. based on the analysis of the situation in the compa
theoretical solutions, state-of-the-art trends eochpleted
Selection of the best marketing channels evaluation of marketing channel alternatives, thegany

is recommended to apply the following distribution

The results of the empiric study in the article rou
aim at radical changing of the distribution systefithe
company, but rather reveal new opportunities tovesol
arising problems and take into account modern sdénd
marketing channels.

The currently used distribution system could be
expanded with the aim to gain more profit and adapt
new markets and consumer needs.

As it was mentioned, two alternatives have been
offered: the first one — cooperation with retaitwerks,
the second one — partnership with own-branch slhaibs
other producers. Having evaluated the existing etarg
channels and suggested alternatives the factor 1. Product distribution is one of the most stable
significanceapproachwe seethat the first alternative got elements of marketing mix that has the charactem of
the highest score (8.6), however the existing marge lasting perspective. However, certain changes are
channel of the company is not very much behindnit.  unavoidable in this area, too. Decisions aboustiection
order to evaluate the marketing channel alternati@e  of a marketing channel require large investmentd an
precise as possible, it is advisable to use mane tne  efforts, but the effective distribution decisionbvays
evaluation approach, e.gonsistent elimination approach, bring some additional advantages for a companyhen t
Aspinwall's characteristic of products and parallel competition.
systems approachor other alternative evaluation 2. In this article we analysed marketing channels
approaches. Analogous results derived by severaformation changes over the last 20 years.
approaches would only confirm that evaluation of 3. In summing up the structure of the discussed
alternatives avoided mistakes and major inaccusacie marketing channels, it can be stated that mosthef t

Among the goals of the company there is the previous channel formation models were focused on
penetration into new markets and providing servites internal needs of the company, based on a company
consumers which they would require; specialiststhef  focused strategy, and not all models emphasise the
company also agree that new tendencies can realkem analysis of consumer needs.
an impact on the distribution system. Based on this 4. The trend of the modern marketing channel
knowledge and long-term goals of the company, it isformation is the focus on consumer needs and etiatua
suggested using not only the best scored alteemtivut  of other factors affecting the channel. Other distion
actively engaging into the initiative of retail ¢ha —  trends of the recent years include using of a widege of
internet trade, too. marketing channels, and in certain business arbas t

An internet marketing channel represents not dmty t direct marketing becomes more and more popular, i.e
state-of-the-art trend and a distribution methodthwi using of internet channels is spreading particylepidly.
growing consumer number, but also an opportunitgeb 5. The article suggests a 4-stage model for mangeti
to know own consumers, observe their environment,channel formation that covers the analysis of comsu
wishes and behaviour. The advantage of internetrela  needs, definition of factors that restrict markgtshannel
is that products may be ordered round the clock andformation, setting of goals and targets, designargl
delivered rather fast. Also, one might positivelyakiate  evaluation of marketing channel alternatives, aldction
the experience which is very important to the comypa of the best marketing channels. This model has been
direct feedback from consumers: it is easy to iatlwhat ~ empirically tested in a food production company by
consumers wish, what they expect which productg #ile  evaluating the existing distribution system andenffy
not satisfied with, it is easy to offer new prodyotarry ways to improve it.
out campaigns, it is not difficult to update infation.

system:

1) through retail networks,

2) through wholesaler intermediaries.

Using of such a distribution system — cooperation
with the major retail shopping networks with the
continued relations with the existing wholesaléar{itex
andDaiseng - would allow reaching a maximum number
of final consumers, strengthening its competitiesipon,
and making conditions to take a larger market share

Conclusions
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Jurat Banyg, Rasa Gudonasiene, Darius Grubys
Poky¢iai formuojant marketingo kanalus
Santrauka

Marketingo kanalu galima laikyti organizaajnvienety (vidiniy ir iSoriniy gamintojo poZiriu) grupg, kuri atlieka funkcijas, susijusias su
produkcijos paskirstymo vieta. Bet kuris organinéivienetas: institucija, ar agard, atliekanti viea ar kelias i$ $j funkcijy, laikomas marketingo
kanalo dalimi. Kanalo struita lemia tai, kokias funkcijas koks organizacinisnetas atlieka. Norint tinkamai pasirinkti pnekidéjimo kanalus, reikia
Zinoti, kur yra pirkjai, kiek ju yra, hitina susipazinti su pardavimo rinkoglygomis. Priimant sprendimustldmarketingo kanal, reikia iSsiaiSkinti
esam situacip ir pagisti, kodtl imore turéty pasirinkti tam tikg produkcijos paskirstymo pigkams strategyj (marketingo kanal skatius, f3ys,
produkiy pardavimo vieta). Marketingo kanalo schema irkdtna pasirenkama ilgiau nei bet kuris kitas sprendinsasigs su marketingo komplekso
elementais (Svensson, 2002). Tothbai svarbu teisingai pasirinkti kanalo diptarpininkus irjvertinti visus aplinkos elementus, kurie dataka
marketingo kanalo formavimui.

Paskirstymo kaip specifis tkinés veiklos Witinumas atsirandaétl prekiy gamybos ir vartojimo vietos, laiko, kiekio ir kdbys (asortimento)
neatitikimo (Pranulis, Pajuodis, Urboné&ius, Virvilaité, 2008).

Pristatymo greitis, uZtikrintas tiekimas ir galingyisigyti prele, patogumas pidjams ir kiti veiksniai gali pagerinti rySius tarriejy ir pardavjy,
taip pat padidinti vartotqj pasitenkinim. D¢l to imores vis daugiau é@mesio skiria marketingo kanaladybai, kad pateiltvartotoj; pageidaujamas
prekes ir paslaugas laiku, tinkamoje vietoje iteiZing kaim (Frazier, 1999). Kiekvienas marketingo kanalasiaeskirtingas pajamas, tarpiniplkicka
prekes yra efektyviau pateikiamos tikstims rinkoms. Naudodamiesi savo rySiais, patirtimiecalizacija ir veiklos mastu, tarpininkai pardaothi
prekei sukuria papildomvert. Nuo to, kokius marketingo kanalus suformupjene, kokius pasirenka tarpininkus, priklaugnonés konkurenciss ir
plétros galimylgs, taip pat ir vartotaj pasitenkinimas.

Marketingo kanalus naudinga apZzvelgti ir istorineakontekste. Devintajame ir deSimtajame¢jusio amzZiaus deSimtnieiose buvo silomi
daugiaetapiai, detalizuoti kamaformavimo modeliai. Pastaruoju metu daZniausi &#tgsniy paprastesni ir universalesni modeliai. dsi ir
marketingo kanal vadybos geografija: empiripkyrimy apie marketingo kanaformavimo principus atlikta Centridse ir Ryt Europos Salyse (Lorentz,
Wong, Hilmola, 2007), Azijoje (Liu, Tao, Li, El-Amasy, 2008). Kanal formavimuiitakos turi ir Siuolaikigs technologijos: galimybprekesisigyti
internetu,ivairios naujo¥s logistikos srityje. MaZmeniniprekybos form ivairow suteikia vartotojui didesnes produkto pasirinkigelimybes, o
gamintojui — rinktis tinkamiaugimarketingo kanali§ didessgs skirtingos formos, ilgio ir plio kanal jvairows (Yan, 2010). Taip pat vis didesitaka
vartotojo apsisprendimui turi prekar paslaugos ekologiniai aspektai, gamipitofarpininky socialire atsakomyb (Jusius, SniesSka, 2008).

Pastaruoju metu vis difh vartotoj; siekis pasirinkti. Siuolaikinis vartotojas Zino kori, siekia sau naudos, tdautrikus ry3iui tarp vartotojo ir
gamintojo,imores gali patirti nepataisomos Zalos. Taip pasaulyje atsiranda naujos marketingo kamahdencijos — kanalformavimo lakoniSkumas
ir iprast; marketingo kanal pakeitimas elektroniniais marketingo kanalais.ifBgb¢ gauti prekes bet kuriuo paros metu bet kudiery skatina
vartotojus taupyti laik ir naudotis patogiausiomis priemonis isigyti prek;. D¢l Siy prieZasiy sprendziant marketingo kanaparinkimo klausimus
reikia dideliy investiciy ir pastang. Efektyvi preki; paskirstymo sistemianonei visada suteikia papildonpranaSum konkurencigje kovoje.

Paskirstymas kaip vienas iS ketunnarketingo komplekso elementra neatskiriamamones marketingo sprendindalis, apimanti visus
produkcijos pateikimo galutiniam vartotojui spremdis. Paskirstymo problemadikagrirgja ivairis uZsienio (Ballou, 2007; Berman, 1996; Coughlan,
Anderson, Stern, El-Ansary, 2001; Frazier, 1999tldé¢p Armstrong, Sauders, Wong, 2003; Kotler, Kel@007; Magrill, 1996; Rosenbloom, 1999; ir
kt.) ir Lietuvos marketingo specialistai (Gudoraene, Buwitiniere, 2003; Gudonavier¢, Alijosiene, Auk&ionis, 2008; Pranulis, Pajuodis,
Urbonavtius, Virvilaité, 2008). Jie daugéthesio skiria marketingo kangformavimo principams atskleisti.

Marketingo kanalai, intensyjant jvairiy formy komercinei veiklai ir didjant mazmeniés prekybos objektjvairovei, tampa vis sutingesni, oy
valdymas — komplikuotesnis. Taalggoja poreik vis didesth demeg skirti marketingo kanal administravimui ir § efektyvumo vertinimui, tiriant
galimas produkcijos paskirstymo galutiniam vartot@lternatyvas. Tad vis daZniauimoreés susiduria su efektyvios paskirstymo sistemos &imo
problema.

Mokslininkai ir praktikai silo jvairius marketingo kanalformavimo modelius, kurie skiriasi etggkatiumi, ju eiliSkumu, modelio pritaikymo
galimybemis. DaZnai nepakankama@nkesys skiriamas kanalui datapitaka veiksniy analizei ar vartotgj poreikiy nustatymui.

Dar bo objektas— marketingo kanalformavimo procesas.

Darbo tikslas — atskleisti marketingo kanaformavimo pokyius ir, atsizvelgiant juos, UAB ,Asviga“ pavyzdZiu identifikuoti marketgo kanai
formavimo prioritetus.

Tyrimo metodai: sistemirg ir lyginamoji mokslires literatiros analiz, atvejo analig, kokybinis tyrimas (giluminis interviu), veiksni
reikSmingumo metodas.

Pastaruoju metu mokstige studijose, tyrimuose ir verslo praktikojgrebsys skiriamas marketingo kapahldymui.

ISsamiai paskirstymo sistentipologija nagrirejo Kim ir Frazier (1996). Gundlach, Bolumole, Eltawy ir Frankel (2006) savo straipsnyje
atskleicc marketingo kanal pokyius per pastaruosius du desimtine. Siame straipsnyje analizuojami Stern, El-Aps@i992); Berman (1996);
Rosenbloom (1999); Kotler, Keller (2007); Coughlamderson, Stern, El-Ansary (2001), Neves, Zuurb@ampomar (2001) marketingo kapal
formavimo modeliai.

1991-2001 metaiwairiy autoriy pateikti modeliai pasiZzy#jo detalumu ir etap gausa, konkkgais nurodymais, kkiekviename etape reikia atlikti.
Stern & El-Ansary (1992) slomas marketingo kanalo formavimo modelis idki§siskiria tuo, kad atskiri modelio etapai detadiipmi: autoriai
pateikia ne tik kanalo formavimo etapus, bet irrpadinius veiksnius ar metodus, kurie duy bati jvertinti ar taikomi tame etape, nurodo konkretaus
etapo veiksmus. Berman (1996) ir Rosenbloom (19&#eikia beveik analogiskus i{-ietam kanaly formavimo modelius. Neves, Zuurbier, ir
Campomar (2001) silomas marketingo kangplanavimo procesas yra dar labiau detalizuotasgdsdantis iS5 11 etap

Apibendrinant aptant marketingo kanal strukfira, galima teigti, jog dauguma kamaformuojami orientuojantig imores vidinius poreikius,
remiantisi imorg orientuota strategija, ne visuose modeliuose gkogama vartotaj poreikiy analiz. Nepakankamai Zinant vartoggporeikius, maga
marketingo kanal efektyvumas, gali kilti konfliktai tarp kanalo rmar(Coughlan et al., 2001; Gudon&en¢, Bucitniere, 2003; Gudonavierg,
AlijoSien¢, Auk&ionis, 2008). Tod reikalingas marketingo kanalvaldymas, dalijimasis informacija, kompromigeskojimas, marketingo tyrimai
(Frazier, 1999; Sezen, Yilmaz, 2007).

Pastaraisiais metais autpsialomi modeliai pasizymi lakoniSkumu ir paprastumuai iKurie autoriai (Kotler, Armstrong, Sauders, Wp2g03;
Kotler, Keller, 2007; Consoli, Neves, 2008) apsijibtik verbaliniu modeliu, grafinio marketingo kada formavimo proceso nepateikia. Kiti pateikia 4—
5 etam modelius,jvardydami svarbiausius kanalo formavimo momentwséRbloom, 2005; Coughlan et al., 2001). Ir vierkjti autoriai dazniausiai
nepateikia detalaus kiekvieno etapo veilysapraso, kategoriSkai nenurodo taikpmetod; ar veiksni, kurie turi kuti jvertinti konkr&iame etape, o tik
sitlo bendro pobdzio rekomendacijas, taip i§gbami modelio pritaikymo galimybégairioms verslo sritims.

Remiantis migtais pastefjimais ir Kotler, Armstrong, Sauders & Wong (200Rptler, Keller (2007), Consoli, Neves (2008), Rusieom (2005),
Coughlan et al. (2001) marketingo kap&érmavimo modeliais, 8lomas koncepcinis marketingo kamdbrmavimo modelis, apimantis svarbiausius
kanal; formavimo etapus:

1. Vartotojy poreikiy analiz ir marketingo kanalus ribojéiy veiksniy nustatymas.
2. Marketingo kanalo tiksl ir uzdaviniy iSkélimas.

3. Marketingo kanalj alternatyw nustatymas irj jvertinimas.

4. Geriausi marketingo kanalatrinkimas.
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Sis marketingo kanal formavimo modelis taikomas sprendZiant UAB ,AsVigaaskirstymo problemas, suformuojant jirertinant naujus
marketingo kanalus. Vartotpjporeikiams ir lemiantiems veiksniams nustatyti d@amasi antriniais Saltiniais (statistiniais duoings, imores
pardaviny padalinio ir marketingo kanalpartnen, suteikta informacija), taip pat atliekamas kokybityrimas (giluminis interviu) — apklausiami
imores pardavim padalinio darbuotojai. I8skyrus reikSmingiausiuarketingo kanal formavimui veiksnius, suformuojamos kapallternatyvos, jos
ivertinamos, atrenkami tinkamiausi marketingo kanala

Apibendrinant aptat marketingo kanal strukiira, galima teigti, jog ank$sau dauguma kanalformavimo modeli buvo nukreiptii imores
vidinius poreikius, daZnai stigdavo aiSkios orieijtss { vartotoj; poreikius. Siuolaikini marketingo kanal formavimo tendencija — orientacija
vartotojo poreikius ir kif kanalo strukira salygojartiy veiksniy jvertinimas. Kiti pastafjy mety paskirstymo pokgiai — naudojama vis daugiawvairiy
marketingo kanal tam tikrose verslo srityse dijd tiesioginio paskirstymo populiarumas, itin sfiair pleciasi elektronini marketingo kanal
panaudojimas.

Raktazodziai: marketingo kanalai, paskirstymo sistema, variptppreikiai, jtakgy darantys veiksniai, elektroniniai kanalai, markef kanal
formavimo modeliai.
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