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Channel conflict
(Lambrecht 2010)

Horizontal conflict 
• Overlapping sales coverage provided by parallel channels
• Small degree of overlap is inevitable and a sign that the firm is 

obtaining good market coverage
• High degree of overlap can rapidly lead to deterioration in 

channel performance 
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Channel conflict
(Lambrecht 2010)

Vertical conflict
• Associated with a breakdown in the relations between the 

supplier and a channel intermediary
• Occurs when parties’ expectations 

are not met

21.3.2019
Pekka Mattila

4



Channel conflict
(Lambrecht 2010)

Supplier actions 
• Supplier begins direct sales, competing with indirect channels
• New product is assigned to a new channel
Channel changes 
• New formats emerge (online, social shopping)
• Resellers merge or consolidate
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Channel conflict
(Lambrecht 2010)

Customer buying behavior changes
• Change in information/logistics needs
• Adoption of digital channels
• Economic downturn
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Sales force (Lambrecht 2010)

•Specialists – Reps focuses on a subset of 
customers / products / activities
• Knowledge helps to convey complex information more 

efficiently
• Better knowledge of customer needs
•Generalists – Reps carry entire line
• Small territories, less travel time
• Higher proportion of time spent with customers
• Lower cost per call
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Sales force (Lambrecht 2010)

•Efficiency
• Segmenting customers
• Structuring and organizing sales force
• Allocating (territories, offerings, customers)
• Sizing (account coverage, call rate) sales force
•Effectiveness
• Compensating sales force (fixed vs. variable incentives)
• Setting sales quotas
• Training, coaching, evaluating sales force
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Strategic sales management (HBR 1998)
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Old Approach Necessary New Approach
1. Get New Accounts 1. Retain Existing Accounts

2. Get the Order 2. Become the Preferred Supplier

3. Pressure Your Company To Cut 
Price

3. Price For Profit

4. Give Service To Get Sales 4. Understand Cost Implications and 
Manage For Profitability

5. Manage All the Accounts the Same 
Way

5. Manage Each Account For 
Maximum Long-Term Proftability

6. Sell to Anyone 6. Concentrate On the High Profit 
Potential Accounts



Where sales reps go wrong?
(Boaz & Murnane & Nuffer2010)
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35

209

8

8

20 Too much 
contact (in 
person, by 
phone, or via e-
mail)

Lack of knowledge 
about either their 
products or those of 
their competitors

Lack of business/industry 
knowledge about usefulness 
of thier products or service to 
my business

Sales  style is too aggressive

Forgotten and/or ignored  
after contract is signed

Other1

% of US and 
European 
customers 
selecting given 
sellign activity 
as ”most 
destructive,” 
Dec 2009, 
(n=1252)



Sales response function

•How does selling cost vary with sales force size?
•Linear assumption
•May also need to account for variable compensation
•How does revenue contribution vary with sales force size?
•Diminishing marginal returns expected
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Sales response function
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Corporate brand –
a case for a 
branded house



The product and the brand
(Kapferer 2012) 
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Brand’s intangible
values and imagery

Product’s visible and
differentiating characteristics,
experience at contact points

Halo
effect

Branded product

Brand aspiration Product satisfaction and delight
Expectations



How brand awareness creates value 
through the halo effect (Kapferer 2012) 
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Good quality/price ratio 0.52

Trust 0.46

Reliable 0.44

Quality 0.43

Traditional 0.43

Best 0.40

Down to earth 0.37

Client oriented 0.37

Friendly 0.35

Accessible 0.32

Distinct 0.31

A leader 0.29

Popular 0.29

Fun 0.29

Original 0.27

Energetic 0.25

Friendly 0.25

Performing 0.22

Seductive 0.08

Innovative 0.02

(Base: 9,7398 persons, 507 brands) Source: Schuiling and Kapferer, 2004



Scope of the corporate brand and of 
product brands(Kapferer 2012) 

21.3.2019
Pekka Mattila

18

CORPORATE
REPUTATION

BRANDS
&

PRODUCTS

SUPPLIERS, EMPLOYEES,
STOCKHOLDERS, BANKS,
POLITICAL ENVIRONMENT

PRESCRIBERS

DISTRIBUTORS

BUYERS

END
USER

POWER FINANCE
R&D INNOVATION
EMPLOYMENT
ETHICS

DISTRIBUTION
SERVICES

SERVICES
QUALITY
SECURITY
EASE OF USE

PRICE
ADAPTABILITY
MARKET TAYLORED
SELF IMAGE



Relevance of corporate and product (line) brands 
across the decision-making unit (Mattila 2012)
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Essentials of a corporate brand
(Aaker 2004)

• Heritage
• Assets and capabilities
• People
• Values and priorities
- Innovation
- Perceived quality
- Concern for customers

• Local vs. global orientation
• Citizenship – Creating good company vibes
• Corporate performance and size
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Potential impact of a corporate brand
(Aaker 2004)

• Organizationally based differentiation
• Corporate programs as branded energizers
• Credibility - Liking, expertise, trust
• More effective management of the brand portfolio
• Support for internal brand building
• Provides a message to supplement the product brand
• Support for communication to other stakeholders than 

customers: investors, prospective employees, regulators, 
political leaders

• Provide the ultimate branded house
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Potential challenges of a corporate
brand (Aaker 2004)

• Maintaining relevance
• Creating value positions
• Avoiding visible negatives
• Managing the brand across contexts
• Making the brand identity emerge
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Corporate brand management 
imperatives (Balmer 2012)

• Three imperatives underpinning the strategic 
management of corporate brands:
1. Brand custodianship imperative: ensuring the 

corporate brand is seen as a strategic senior 
management concern

2. Brand credibility imperative: ensuring the corporate 
brand covenant is bona fide

3. Brand calibration imperative: ensuring the corporate 
brand covenant is meaningfully and dynamically aligned 
with the identities forming the corporate brand
constellation
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Emotional and financial value of 
corporate brands (Balmer 2012)
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Corporate Brand 
Assets

Explanation Brand Example

Reassurance Value Successful corporate brands are coveted by stakeholders and 
institutions alike. Over many years trust is accrued to 
successful corporate brands as a stand-alone identity type 
(separate and divisible from corporate identity). The 
reassurance value of corporate brands to stakeholders 
translates into institutional value: a firm’s purposes for its 
existence can be realized via the corporate brand.

Haier
(over a 30 year period the brand building 
efforts of Haier have caused it to become 
an established and trusted corporate 
global brand: one of the first to emerge 
from the People’s Republic of China)

Emotional Value Stakeholders sometimes have a strong personal bond with the 
corporate brand. Customers, and other stakeholders, may feel 
they have emotional ownership of the corporate brand.

Body Shop
(from its modest beginnings in Brighton, 
England, Dame Anita Roddick’s socially 
responsible company metamorphosed 
into a much-loved ethical corporate brand 
on the global stage)

Financial Value Successful corporate brands can be bought, sold and 
borrowed by firms. The economic value of corporate brands 
may materially enhance shareholder value in the short-term 
(dividends) and long-term (the brand equity element 
associated with the corporate brand name/marque)

Marriott
(the leasing of the Marriott corporate 
brand, via franchising arrangements, is a 
highly lucrative pecuniary activity of this 
U.S.-based hotel group)



Corporate brand management 
imperatives (Balmer 2012)
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Corporate brand management 
imperatives (Balmer 2012)
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Corporate brand management 
imperatives (Balmer 2012)
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Corporate brand management 
imperatives (Balmer 2012)
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Corporate brand management 
imperatives (Balmer 2012)
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Corporate brand management 
imperatives (Balmer 2012)
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Effects of branding in B2B industries
(Kotler & Pfoertsch 2007)
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Effects of branding in B2B industries
(Kotler & Pfoertsch 2007)
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