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Distribution Channels Strategies
Introduction
Formulating an efficient distribution strategy have become of importance in ensuring the survival of an organization in the modern competitive markets. The complexity of the contemporary market conditions has made trading a challenging activity. Thus, to meet the customers’ expectations and to remain competitive organizations ought to conduct a thorough business environment and marketing research to implement distribution strategies that align with the current market conditions (Yeboah et al. 28). Lack of carrying out a study on the practical strategies to adapt to the modern business would significantly affect the performance of the organization. The distribution strategy should meet objectives such as lower cost, timely delivery of the products to the end user, high-quality products and at the right place. 
Definition of Distribution Channel
A distribution channel is an organized structure that bridges the gap between the sellers or manufacturers and the consumers regarding space and time (Louckx 5). Distribution channels are the place strategy in the marketing. Thus, the distribution channels play a significant role in the marketing process in making goods and services sold by an origination available and easy to access. The distribution channels facilitate coordination and physical distribution of products and information among the stakeholders involved in ensuring the products are available to the customers at the right time, place, quantities and in at minimal cost (Rambocas et al. 125). Thus, when establishing the effective distribution channel, organizations seek to get the information and products to the customers’ in the right quality and at a lower cost to enhance the profitability of the business. The distribution channel develops the critical relationship between the end user and the organization. When a distribution channel fails to meet the objectives of the organization, the performance of an organization is deemed to decline. This is because the customers do not get the desired products in the right quality, quantity, and time. 
Differences between Direct and Indirect Distribution Channels
Direct distribution channels entail the seller or the manufacturer selling directly to the end users (Rambocas et al. 124). Direct distribution may involve establishing retail outlets to reach more customers in the market or selling products through the internet without requiring the services of the intermediaries. Direct distribution of the products to the consumers enhances the relationship to a greater extent compared to the use of intermediaries in distribution function. The distribution strategy enables the company to have more control of the business (Yeboah et al. 32)
Indirect distribution involves the use of intermediaries in the distribution of the products to the final consumers or other retailers (Yeboah et al. 33). The intermediaries assume the role of the owner organization in the distribution of the products at a commission. The responsibility of the goods is given to the intermediary and held accountable to any discrepancy once the products are in the intermediary’s possession. 

Summary of the Article
Yulia Louckx conducted a study on Belgian Brewery on recommending the distribution strategy in the changing market environment. The study was aimed at establishing the efficient distribution strategy, the channels conflict, and measures of minimizing them, among other factors. According to the findings, the company sells about 55% of the products in the local market and 45% to international markets through exports. The company uses direct and indirect distribution channels both locally and in international markets. When the products are manufactured, they are distributed to the distributors who in turn distribute to the retailers and eventually to the end user. The company’s direct distribution involves distributing directly from the factory. 
According to the author, many businesses have placed lesser emphasis on the distribution strategy and concentrate on the product, promotion, and price in international marketing strategy. However, the distribution strategy has become of importance in ensuring survival and competitiveness of the firms. An effective distribution strategy involves careful selection of effective management of distribution channels and relationships with an objective of delivering value to consumers (Yeboah et al. 28). Further, an organization can overcome possible shortcomings that might be present in the promotion, pricing, and product through the development of healthy relationship (Rambocas et al. 127). 
Market environment analysis is crucial before establishing a distribution strategy. An organization understands the optimal strategy that meets the business objective. Selling channel is a set of marketing institutions systems through which information’s, resources and products from the producer to the consumer. The selling channel deals with the non-physical factors in the distribution such as negotiations, selling, and ownership of the products in the distribution systems. 
Sustainable Relationship with Distribution Channels
An effective distribution channel builds strong relationships among the stakeholders. Meeting customers’ expectation goes a long way in building trust between the company and the customers (Rambocas et al. 127). The relationship is enhanced when the product is delivered in the right quality, quantity, timely and at the right place. This prevents cases of stock outs which adversely affect the customers’ perception of the firm’s ability to meet the expectations. Stock-outs have higher chances of losing customers to the competitors and building a negative image of a company (Li, Lu and Talebian 3827). However, when customers expectations are met, brand loyalty is enhanced, and a repeated business is almost guaranteed. 
Comparison and Contrast in Distribution Strategies between Online and Brick and Mortar Businesses
Online channel functions differently from the previously used channels in distribution (brick and mortar businesses). Consequently, the online business has necessitated the implementation of new strategies for managing online store (Li, Lu and Talebian 3824). The primary differences between online and brick and mortar channels are the shopping experience. For instance, a customer waits for the delivery of products upon placing an order online whereas a consumer receives the products immediately when an order is placed. The two distribution channels cause the customers to focus on inventory and delivery time operational factors. From the consumer point of view, an immediate delivery is preferred for immediate consumption. However, from a retailer’s perspective, both strategies are effective so long as an organization has an effective inventory management plan to prevent stock outs in case of online purchase and the high cost of inventory due to immediate delivery of the products through brick and mortar model (Li, Lu and Talebian 3827). 
The online channel saves on the cost of inventory. Online retailers hold less or zero inventory since they direct orders from the customers to the manufacturer (Li, Lu and Talebian 3826). The manufacturer carries the responsibility of delivering the ordered products to the consumers directly. The brick and mortar business has cost disadvantage due to shelf space as well as the restocking costs. 
An example of a company that makes the use of an online channel of distribution is Dell. The company holds less or zero level of inventory by securing and executing sales of the products. The company directs the orders made on purchases to the manufacturer who in turn delivers the products to the customers (Li, Lu and Talebian 3828). Therefore, the company reduces the inventory expenses among other costs associated with brick and mortar business. 
An example of a company that uses the brick and mortar model of business is Wall-Mart. Although the company makes use of both the online and offline distribution strategies, the company have many outlets to reach more customers (Li, Lu and Talebian 3828). The brick and mortar business has significant cost disadvantage as opposed to the online distribution strategy. However, the company’s superior supply chain management enables the company to reduce the cost of inventory and keep the company at a competitive edge. 
Recommendation of an Effective Strategy 
Direct distribution is the best distribution strategy that the newly formed sports apparel firm. Since it is a new business, the company will focus on the local market. Direct contact with customers will enhance the company’s new image to the customers. Further, direct distribution strategy is the best platform to market the company’s products to the clients in creating awareness. Direct interaction between the organization and the customers will build the relationship between the firm and the customers. Usually, a new business has limited resources. Direct distribution reduces the chances of incurring more cost on hiring an intermediary in the distribution process. 
An intermediary in the distribution channel will affect the profitability of the business since the company will have to distribute the products at a cost. Direct distribution enables a company to have direct control of the business and take of feedback from the customers about the products meeting their expectations. 
Another distribution channel that the firm can use is the online channel. The online channel of distribution has higher chances of getting more customers and increases the marketing campaign for the company’s products. Further, online channel of distribution will reduce the cost of holding more inventories as well as reducing the transaction cost of securing a sale.
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