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Product deployment — The channel efficiency perspective
— A study of Scotch Whisky

Studend : Ching Ju Lien Advisor : Dr. Edwin E.C. Tang

The Master Program of Business and Management College
of Management National Chiao Tung University

Abstract

Marketing channels, the intermediaries for productions and consumers,
involved in the process of making product or service available for use or
consumption. Played the role of transmitting marketing information ~
consolidating transactions ~ promotion -~ storage ~ movement -~ risk taking » and
creating values for end users.

The invention of air planes_ and all kinds of.crafts had shortened the
geographic boundary. The implementation of communication system and
World Wide Web had broken-the distance of time and space. Under this
constitution » ”The world is flat”, the distance inside people and nations is no
longer exist. It makes globalize an.unresisting.trend.

To any firm in the world, doing business in the international markets is
always a difficult challenge. It is especially difficult to decide its channel of
distribution in various foreign markets. One of the options is to employ the
agents to cooperate marketing arrangements. Why do brands need agents?
The main reason is to test the market. Having the privilege of domestic market,
agents are strong at channel integration and brand building. This saves the
brands from investing in the fixed overhead and equipment at the initiate period,
releases the cash and brand resources.

The second reason is the market scale (or economic scale), and global
strategy. When the market is small or the potential is not optimistic, or when
the resource is limited, but brand expecting to expend, engaging an agent to do
the marketing and channel deployment, is a good option.

Taking Scotch Whisky , the main stream of alcoholic drink, as the example,
we tried to set forth from an gent’s perspective, by allocating products,



evaluating channel efficiency and the input and outcome of marketing resource,
to find out the best solution of product and channel allocation, make it an
important reference for management.

Our ambition is to set up a platform across marketing and finance, to have
an objective framework, to clarify the blind point of marketing strategy, and to
provide the considerable evaluation tool for both finance and marketing people
for marketing strategy.

Key word : channel ~ channel efficiency ~ product deployment ~ whisky ~ push
and pull ~ marketing strategy
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