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What are possible ways / channels to sell a product?
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The Strategy Hierarchy – in Theory and in practice
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In practice, the relationship between
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Marketing

1. Marketing is one to many.

2. Marketing tells the stories.

3. Marketing develops reputation.

4. Marketing keeps the stories
circulating.

5. Marketing analyses data and
brings the average result.

6. Marketing studies what
experience customers expect
when they buy or try a product,
service or solution.

Marketing and Sales
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Sales (& Distibution)

1. Sales is about one to one.

2. Sales is where the stories come to life.

3. Sales develops relationships.

4. Sales keeps in touch with    
individuals.

5. Sales deals with details. It cannot be
averaged.

6. Sales professionals talk to their
customers and tap into their
Facebook, LinkedIn and other digital
pages.



Customer Journey (Chart: Jan Aaps; Online-Course 5th Nov. 2019)
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Where do customers finally buy the product?

Online-Store
(Multi-Lable) Online-Market-

Places
department store weekly

market

specialist shop
mail order

Online-Store
(Brand) Which is the right

(Multi-)Channel-Concept
for your product or service?

Well, it depends …



Distribution Channels –
one of the key-elements in your business model
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• Through which channels do our customer segments want to be reached?
• How do other companies reach them now?
• Which one works best?
• Which ones are most cost efficient?
• How are we integrating them with other customer routines? 



Distribution-Channels: Terms and Definitions
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direct indirect
intermediary 

obtain 
ownership

ownership
until sold to
customer

B2B B2C
customers

are consumer  
(enduser)

customers
are

companies

stationary online

virtual
world

physical
world

shop marketplace

multiple 
provider

one
provider



Retail-Turnover in Germany
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HDE Online-
monitor 2019



853 small dealers, 279 medium-sized dealers and 60 large dealers were interviewed; IBI-Research, 2020, S.13.

B2C-Channels: relevance in Germany

retail
shop

large 
dealers

medium
dealers

small
dealers

Online-
shop

other mar-
ketplaces

(physical) 
mark.pl.

1,4

1,8

1,9

⌀



Channels: Where to buy and sell (multiple answers)
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IWB, 8/2020, S. 8.

Sellers-Perspective: Where
does your company sell today?

written order

onlineshop

field service

Platform (B2B)

Phone

EDI (data-driven)

Catalogue

Retail

B2C Platforms

E-Procurement

Fairs



Muliti-, Cross- or Omni-Channel?
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Distribution channels - or better: the value added chain
possible are many actors and a complex structure
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https://de.depositphotos.com/217908690/stock-photo-diagram-long-short-direct-distribution.html



To better understand magnitudes ..
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How high is the profit of large scale food supermarkets like Aldi, Rewe,
EDEKA, Kaufland or Lidl? 

Please estimate the average profit of 100 € turnover (net) of these companies in 
Germany (after all costs, interests and taxes): 

More than 50 € 

30 - 50 € 

20 - 30 € 

10 - 20 €. 

5 - 10 €. 

2  - 5 €. 

less than 2 €. 



(simple) value added chain and distribution functions

producer logistics retailer customer

Product distribution?

Information streams? 
Interfaces: 

personal, technical
and organisational

Financial streams? 
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Highest Quality: 
Darjeeling First Flush

Value for money: 
No unnecessary costs

for distribution

Transparence
Price-Building & 
Quality Control 

Ecology:
Reduced CO2-Emissions 

and packaging,
Biological standards

Social: 
Fair wages, better working

conditions,
fair prices

Entrepreneurship: 
Spin-Off from University 

(Berlin)



How much is 250 g First Flush?
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10,50 €

18,90 € + 80%
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10,50 €
250 g

Plantation Harvest & 
Packaging

Area 
Presentation

Buying &
Selling

Logistics
Company Transport

Exporter Buying &
Selling

Logistics /
Fulfillment

Packaging
Transport

Importer Buying &
Selling

Buying

Logistics /
Fulfillment

Packaging
Transport

or

Plantation Harvest & 
Packaging

Logistics
Company Transport

Buying

Logistics /
Fulfillment

Packaging
Transport

Franchise

&

> reduction of transaction costs
> price difference of 80%

18,90 €
250 g

• Direct distribution.
• Reduced variety of products.
• Reduced variety of packages.
• No stores. Own Online-Shop.
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1kg Organic Tea (gross price) 32,00 € 107,0%

VAT (7%) 2,09 € 7,0%

1kg Organic Tea (net price) 29,91 € 100,0%

Purchasing 17,20 € 57,5%

see fraight 0,40 € 1,3%

filling, packaging, labelling 1,50 € 5,0%

overall purchasing costs 19,10 € 63,9%

gross profit 10,81 € 36,1%

labour costs 3,10 € 10,4%

quality control 0,85 € 2,8%

organic inspections 0,52 € 1,7%

advertising 1,65 € 5,5%

office, pc-applications 1,53 € 5,1%

insurance, income tax etc. 1,30 € 4,3%

overall other costs 8,95 € 29,9%

profit, reserve 1,86 € 6,2%

calculation Teacampaign 1kg organic tea 2018

fair trade

no stores, high 
customer loyality

bio-standards 
& transparence

direct distribution
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Learnings?

Every step in the distribution-structure
should create value according to your

mission and for you customers
and beneficiaries
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How to define your Multi-Channel-Distribution-System?
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transaction costs in the
value added chain such as
online-marketing, transport, 

storage, packaging, payment, 
operating (online-)shop etc.

requirements of customers
such as variety of goods, 

quality, advice, distribution, 
price

own ressources such as
financial, know-how, 

experience, network, data
infrastructure etc.

possible partners: quantitiy, 
quality, reliability, prices, 
marketpower, network



Distributor Capability and Willingness
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Moretti, Distribution Strategy, 2019, p. 67.



1. Define your target group as precise as possible.

2. Understand your customers journey: which are the relevant touch points where they
expect to see, hear about or feel your products. What are the relevant gains, pains and
jobs of your customers during the whole purchasing process? (finding, selecting,
advising, buying, paying, delivering, after sales services).

3. Select those partners in the distribution channel which have the best coverage of your
target group und which serve them best. Don´t forget the trancaction costs.

4. Indirect Distribution: work together with the capable and willing partners and build up
long-term realtionships.

5. Some recommendations:

Designing your multi-(cross-/omni-)channel-distribution

physical stores online-shop market places own online shop own physical store

new or
 small business

search for specialised stores 
adressing your target group; 

gain experience

second choice: 
sarch for specialised shops

and become listed

first choice:
search for

specialised platforms
and become listed

beware of high transaction costs and 
low turnover at the start (needs 

time)

very high transaction costs
and low turnover (can be 

relevant in special cases - e.g. 
local & touristic supply)

established growing 
business

search for
specialised stores
and become listed

search for
specialised shops

and become listed

search for further 
platforms and
become listed

first choice: 
establish your brand and adress your 

customers directly

only makes sense with high 
brand recognition and high 

market potencial

B2C
Indirect Distribution

(others are selling your products)
direct distribution

(you sell your products to your customers)
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Marketplaces”DACH”



characteristics of platform businesses

Fost, 2020.



Meet the maker: Platform for sustainable products
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https://www.mtmfair.com/en/



EARTH-Hero: platform for sustainable products
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EARTH-Hero: platform for sustainable products
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You will find your target group on this platform!

You will have to pay 10 – 20% of your turnover for
online-marketing and payment. 

Delivery-costs usually are covered by the customer



EARTH-Hero: platform for sustainable products
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% selling price 
consumer

% selling price 
producer

comment

$69,00 100,0% 127,6% selling price consumer

$6,27 9,1% 11,6% value added tax

$62,73 90,9% 116,0% net price consumer

$8,65 12,5% 16,0% fullfillment fee

$54,08 78,4% 100,0% buying price platform

$54,08 78,4% 100,0% selling price producer

$4,92 7,1% 9,1% value added tax

$49,16 71,2% 90,9% net price

$43,75 63,4% 80,9%
costs for purchasing, 

production, marketing and 
administration etc.

$5,41 7,8% 10,0% profit / reserve / invetm.



Looka a plattform for your businbess idea
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https://looka.com/blog/places-to-sell-services-online/

https://looka.com/blog/places-to-sell-services-online/
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1. It is the customer who matters.
2. Minimize the trancaction costs.
3. Find the right partner(s).

Fish only where the fishes are!
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