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Handling conflicts in Channel management.
With the growing economy & customer demands, organizations are actively looking at expanding their front end i.e. channels of reaching to potential customers. The front end is typically a dealer / distributor / value added reseller / channel partner. 
All these types of front ends of the organization are expected to play a key role in improving market reach & awareness. Many organizations are looking afresh about the role being played by these organization extensions. 

In the fight to achieve market reach & a satisfactory market share, there are conflicts between the organization& its front end (dealers / distributors / value added resellers / channel partners ).These conflicts if not identified in time & handled effectively, cause a major problems in the market place.

There are typical 6 sources of conflicts are;
1. Who will handle large customers?

The principal prefers to restrict channel partner to deal with small-medium size customers & handles large /OEM customers directly.

2. Limited attention. 

Having a large number of products / principals to handle, adequate attention is not given by the channel partner. He gives more attention to fast moving / profitable products. 

3. Keep large stock for expected business growth.

The principal expects channel partner to carry large stocks due to 'expected' business growth. However in actual there is no such business growth. Many enthusiastic sales managers force the channel partners to buy stock to meet order shortfall, which may not be really be sold to customers! 

4. Margin/Discount/Commission.

Channel partner feels he is not adequately compensated by the principal considering amount of effort he is putting in.

5.  This is my territory!
Unclear territory of operation; especially where a customer has his factory & head office in different places. Or usage/need & decision to purchase, happens at different places.

6.  Difference of objectives.

The principal expects long term quarterly/half yearly sustainable business growth, but channel partner expects monthly growth in business.
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About Sanjay Limaye:

As a consultant with over two decades of experience in sales, sales management, marketing and corporate management, Sanjay brings clients wide-ranging expertise in developing, growing and running sales and marketing organizations in today's global economy.

	What’s next? If you find this write up valuable, then:

	Print It – YES, you are free to print and freely distribute this write-up as long as its contents are not changed.

	Spread the Word – Ask your friend or colleague to visit http://www.inmas.com so they can download their own copy.

	Stay Informed – Subscribe to monthly e-mail newsletter Business Insight( at http://www.inmas.com/nletter.php to keep updated about strategies to improve business.

	Learn More – Contact me at sanjaylimaye@inmas.com to find out more how we can help you improve business.
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