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Marketing channel: 

A mechanism for communication and/or distribution to customers.

Typologies of channels include:

ÅMarketing ïSales ïService

ÅBroadcast (one-way) ïInteractive (two-way)

ÅMass ïTargeted ïOne-to-One

ÅImpersonal ïInterpersonal

ÅOutbound ïInbound

ÅDirect - Indirect

Marketing channels
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Some airline sales 

channels

Internet travel 

agencies &

airline portals

Tour operators &

consolidators

Traditional 

travel agencies &

their web sites

Supplier web site

Supplier 

call centres

& ticket office

Corporate travel 

management

GDSs

Customers
Suppliers



Multichannel strategy: 

Agenda

ÅDrivers of multichannel strategy: cost, coverage and 

customer experience

ÅCost and coverage: the coverage map

ÅCustomer experience: channel chain analysis

ÅCustomer value: the channel curve



The multichannel 

challenge

Cost

Coverage

Customer experience



Channel costs: health



NHS Direct: 

new channel adoption
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Coverage:

Will he ever go to a 

travel agent?
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http://www.youtube.com/watch?v=uHknjlMGXFQ
http://www.youtube.com/watch?v=uHknjlMGXFQ


Customer experience 

and channel silos



Travel agent e-Commerce Call Centre 1 Call centre 2

Fixed Costs

Staff & Office 23.8 48.5 248.4 50.7

Investment 0.2 39.4 22.2 0.0

Maintenance 0.2 18.7 7.4 0.0

Communications 0.4 0.0 0.0 0.0

Total 24.6 106.6 277.9 50.7

Variable

Distribution 49.0 11.4 8.9 10.9

Incentives 20.2 55.8 0.0 0.0

Credit Card 6.2 34.6 25.2 22.6

Total 75.4 101.8 34.1 33.5

Total 100.0 208.4 312.0 84.2

Cost, coverage & 

customer experience: an 

airline
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We combine channels in 

our journey

ÅRemote sales 43% ($3bn)

ÅInternet 32%

ÅOrder online, collect in store 22%

ÅOrder at home, deliver to home 20%

ÅOrder in shop, deliver to home 8%





Third party 
website

Third party 
website

Hotel
website

Third party
website

Hotel
website

60%
40%
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The searchers

Search

Deliberation

Booking

Third party 
website

Third party 
website

Hotel
website

The 3rd party loyalsThe conventionals

Guides  on UK / 
London

Tripadvisor.com

10%

90%

ÅExpedia

ÅLastminute

Åetc

Channel chains ï

hotel group





Flydubai: 
different people, different channels

Exchange 

houses.
Banks.

Petrol

stations.

Travel 

agents.

Supermarkets. ATMs.

Post office.



Flydubai: channel chains

Book on 
mobile

Pay at 
the post 

office

Add 
baggage

on the 
phone

Change 
date with 

travel 
agent

Cancel 
On .com



Flydubai: channel 

choice and pricing
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RAISE

AWARENESS

INITIATE 

DIALOGUE

Mass 

advertising

Trade

shows

DEALER

-Test drive

-Financing

-Configuration

-Negotiation

-Service

Mail/email

ñhandraiserò

Online

Mail/email

dialogue

Trade 

shows

DEALER

-Test drive

- Financing

- Configuration

-Negotiation

-Service

Traditional: mass-market 

transactional

New: multi-channel tailored 

relationship

Mass 

advertising

Mail/

email

External 

lists

EXCHANGE 

INFORMATION

PURCHASE & 

DELIVER

SERVICE & 

DIALOGUE 

MAINTENANCE

Call centre WebOut: magazine

In: Info eg ERD
Configuration toolInfo eg ERD

Online 

registration

Out: welcome pack, 

magazine, service 

reminder

In: cust satisfaction 

data, ERDNote: ERD = estimated replacement date

Test drive invitation

Channel chains -

General Motors



Channel chain exercise

1. Choose a product-market. Draw the firmôs current channel 
chain to represent a customer journey journey that needs 
attention (eg purchase or service). Ideally, informally 
interview a customer or two!

2. Draw any alternative channel chains that you are aware of 
which are offered by competitors.

3. What channel chain should you offer for this product-
market segment? Either choose one of the current channel 
chains, or design a new one.

4. Make notes on how the customer can better be guided 
along their journey.
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Factor Weight Scores:

IFA Direct Bank FT/Which? 

Brand 20 4 6 8 7

Convenience 15 4 6 8 6

Trust 40 8 1 7 5

Price 15 7 5 8 6

Service 10 10 1 7 7

Weighted

average: 6.65 3.35 7.5 6.9

Channel curve data: 

pensions



Summary

Customers combine channels in their journey
ÅSo understand what they are doing, and why

ÅAnd recraft the journey to their benefit and yours ïchannel 

chains can help


