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§ Share key channel strategy and channel innovation concepts
– Quick review

§ Review offers and features of external disruptors
– For context and ideas

§ Explore three potential models for disruption by incumbent distributors
– High level concepts; fill in the blanks through discussion
– Composites of actuals and hypotheticals

§ Discuss
– Key takeaways
– Priorities for Facing the Forces of Change® 2019 research
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Today’s Goals



§ A channel is any method for moving information, products, services and currency back and forth 
between customers
– Notably, channel businesses create the “exchange of value”

§ Common channel types
– Field, virtual (or inside) and digital (e.g, webstores, websites, social media, apps, etc.
– Direct (e.g., your channels) and indirect (e.g., now owned or operated by your business)

§ Channel strategy
– Selecting and deploying the right mix and number of channels to achieve business objectives
– Building organizational competencies, business processes and tools for differentiated execution

§ Channel innovation
– A change, alteration, upheaval, transformation, or breakthrough of any element of channel strategy
– Fundamentally different channel business model or value chain operations / partnerships
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Channel Strategy and Channel Innovation Concepts
Is channel strategy a 

new and essential 
competency for 

distributors?



Responding to disruptive threats is about remaining relevant, differentiation and timing 
associated with offering new features or embracing a new channel

Staying Relevant and Differentiation Timing 

§ Old school rules
– Intercept, don’t change customer 

behaviors
– Don’t go so fast that you legitimize “new” 

features or channels, but don’t be so slow 
that you get left behind

§ New rules for disruptive change
– #1 and #2 are considerations, not rules
– Focus on more on winners and table stakes 

and less on predicting when change will 
occur
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be offered to remain 
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Winners
Features that drive customers

to choose one channel over 
another
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Do you have an 
account for buying 

on Amazon 
Business?

Do your customers have Amazon 
Business set up as a punch out in their 

procurement system? Default?
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• Airbnb, online rental service that enables people to list, find, and rent vacation homes

• DoorDash, online food delivery

• Careem, a transportation network company

• ClassPass, fitness company

• Drizly, an alcohol delivery service

• GoPuff, a convenience store delivery service

• Handy, an online two-sided market place for residential cleanings and other home 
services on demand

• Homejoy, online platform to connect customers with house cleaners on demand

• Hotel Tonight, an app that allows users to find discounted hotel accommodations last 
minute

• Instacart, an Internet-based grocery delivery service

• Lyft, a transportation network company

• Postmates, delivers goods locally

• Phlatbed, on demand delivery app connecting people to local drivers to move items

• Riovic, on demand insurance company

• Shyp, a courier service company

• Just Eat, online takeaway food delivery

• TaskRabbit, matches freelance labor with local demand immediately

• Uber (company), online transportation network company

• Udemy, online learning company

• UrbanSitter, book, pay, review, and recommend babysitters and nannies

• JobyPepper, on demand staffing companies

Is the access economy a 
resource (or opportunity)

for distributors?

https://en.wikipedia.org/wiki/Airbnb
https://en.wikipedia.org/wiki/DoorDash
https://en.wikipedia.org/wiki/Careem
https://en.wikipedia.org/wiki/ClassPass
https://en.wikipedia.org/wiki/Drizly
https://en.wikipedia.org/wiki/GoPuff
https://en.wikipedia.org/wiki/Handy_(company)
https://en.wikipedia.org/wiki/Homejoy
https://en.wikipedia.org/wiki/Hotel_Tonight
https://en.wikipedia.org/wiki/Instacart
https://en.wikipedia.org/wiki/Lyft
https://en.wikipedia.org/wiki/Postmates
https://en.wikipedia.org/w/index.php?title=Phlatbed&action=edit&redlink=1
https://en.wikipedia.org/wiki/Riovic
https://en.wikipedia.org/wiki/Shyp
https://en.wikipedia.org/wiki/Just_Eat
https://en.wikipedia.org/wiki/TaskRabbit
https://en.wikipedia.org/wiki/Uber_(company)
https://en.wikipedia.org/wiki/Udemy
https://en.wikipedia.org/wiki/UrbanSitter
https://en.wikipedia.org/w/index.php?title=JobyPepper&action=edit&redlink=1
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Click here for 
article

Can distributors sell their warehouse 
before this company claims the space?

What other capabilities can a 
distributor sell in the access economy?



© 2018 Network for Channel Innovation 7

Click here for article in Techcrunch

Are companies like this trying 
to aggregate distributor front 
ends? Back ends? Are they a 

channel for distributors?
Should you acquire (or create) 

this business?



1. Profit-driven omnichannel excellence

2. Platform-enabled innovator-for-profit

3. Data aggregation for brand-aligned technical service 
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Three Potential Models for Incumbent Disruption



Profit-driven Omnichannel Excellence

Master Profit Drivers
§ Leverage systems, data and analytics

– Upgrade capabilities

– Engage outside resources

§ Identify profitability by
– Accounts

– Products

– Transaction types

§ Adjust product and brand portfolio

§ Enforce critical businesses process
– Sustain, defend, improve, cull, etc.

– Collaborative innovation at priority accounts

Optimize field, virtual and digital channels
§ Transfer disrupted activities from field sales

– Inside sales and webstore, portals, social 
media, etc.

§ Retask and resize field sales force

– Value vs. transactional sales model

– Reset loads, territories and compensation

§ Expand virtual roles and competencies

– Inside sales customer support

– Reset loads, territories and compensation

§ Manage omnichannel strategy

– Efficiency and effectiveness
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Platform-enabled Innovator-for-Profit

Build customer platforms
§ POS and inventory systems

– Stockouts, redundancies, returns
§ Mobile training platform

– Short, on demand videos and static content
– Product knowledge and sales methods

§ Sales incentive program
– Flex incentives to drive transient priorities
– Correlate training with incentive payouts

§ In store deployment systems
– Floor planning and sales person placement

Lead innovation initiatives
§ New core capabilities

– Data and analytics
– Business development

§ Customer innovation assessments
– Identify and quantify potential gains
– Time with customer planning cycle
– Offer program with mutual economic gains

§ Custom solutions and programs for suppliers
– Demand-based stocking for efficiency
– Rapid product launch for max sales
– Micro territory programs for max share
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Data Aggregation for Brand-aligned Technical Service 

Aggregate data, not demand
§ Data from Internet of Things (IoT)

– Monitor and measure performance

– HVAC, manufacturing, operations, etc.

§ Data from digital process enablement
– Customer relationship management (CRM)

– Marketing automation (digital footprints)

– Mobile devices, configurators, etc.

– Direct compensation (not margin on sales)

§ Aggregate process and performance data
– Across facilities, products and brands

– Across distributor and supply processes

– Optimize value for customer and suppliers

Sell technical service, not products
§ Assume technical roles for leading brands

– Justification

• Cost transfer justification by supplier

• Better than otherwise possible

– Direct compensation (not margin on sales)

§ Technical sales

– Best-in-class, full cycle, value selling

§ Technical support

– Field resources for onsite technical support

– Monitoring, analytics and continual 
improvement
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§ Competing with Amazon
– Table Stakes: Offer customers the online shopping and buying experience they expect of a credible supplier
– Winners: Be better at being different

§ Disruption begins with innovation
– Leaders must have foresight and articulate a vision
– New capabilities enable new values
– Culture makes innovation sustainable and additive

§ Innovation can be a “make vs. buy” decision
– Consider access economy (or other) models

§ Other requirements
– Your takeaways from today’s conversation?
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Emerging Guiding Principles for Incumbent Disruption



Our Facing the Forces of Change® 2019 research is exploring multiple forces 
and identify innovation opportunities and roadmaps
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Innovation
Opportunities

• E-commerce
• CRM
• ERP
• Social Media
• Mobile Devices
• Mktg. Automation

• 3D Printing
• Augmented Reality
• Data Analytics
• Artificial Intelligence
• Machine Learning
• Robotics

• Autonomous vehicles / 
smart highways

• Drones / smart airways
• Digital / smart cities 

• Internet of Things
• Cloud computing
• Blockchain • Future of work

• Future of learning
• Conscious capitalism
• Generational values

• Economic 
development / 
revitalization

• Quality of life
• Transportation / 

neighborhood hubs

• Co-location with craft & 
artisanal businesses

• Digital analytics as a 
profession

• Inside sales as a 
profession

• Speed of doing 
business / agility

• Culture of innovation

• Economies of scale • Economic trends
• Government 

regulations
• Green / sustainability

• Diplomacy and 
conflict

• Globalization

• Disruption
• Disintermediation
• Consolidation / 

fragmentation

• Supply chain models 
of the future

• Gig economy / on 
demand services



1. Schedule a conversation

2. Identify sources for investigation*

3. Complete online survey

4. Conduct an innovation intensive*

5. Comment on blog posts

6. Take an “innovator’s assessment”*

7. Tell a colleague!
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You can participate in Facing the Forces of Change® 2019 research!

Mark Founder
Network for Channel 
Innovation
Fellow
NAW Institute for 
Distribution Excellence
847.840.1781 (M)
mark.dancer@network4channelinnovation.com
www.futureofchannels.com

Dancer

* Text, call or send me an email!

https://calendly.com/markdancer
https://www.naw.org/blog/

