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IN THE COMPETITIVE LANDSCAPE OF WHOLESALE DISTRIBUTION, COMPANIES CONTINUOUSLY SEEK STRATEGIES TO OPTIMIZE THEIR
PROFIT MARGINS AND MAINTAIN HEALTHY RELATIONSHIPS WITH THEIR MOST VALUABLE CUSTOMERS. ONE COMMON APPROACH
INVOLVES LEVERAGING PROMOTIONAL ACTIVITIES TO INFLUENCE CUSTOMER PURCHASING BEHAVIORS. SPECIFICALLY,
WHOLESALERS OFTEN DISCOURAGE LESS-PROFITABLE CUSTOMERS BY INCREASING PRODUCT PROMOTIONS, A TACTIC THAT CAN
SERVE MULTIPLE STRATEGIC PURPOSES. THIS ARTICLE EXPLORES THE VARIOUS WAYS WHOLESALERS UTILIZE INCREASED
PROMOTIONS TO SHIFT CUSTOMER PURCHASING PATTERNS, THE UNDERLYING MOTIVATIONS BEHIND THIS STRATEGY, AND THE
POTENTIAL IMPLICATIONS FOR BOTH THE WHOLESALER AND THE CUSTOMER BASE.

UNDERSTANDING THE ROLE OF PROMOTIONS IN WHOLESALE DISTRIBUTION

WHAT ARe PRODUCT PROMOTIONS?

PRODUCT PROMOTIONS IN WHOLESALE SETTINGS REFER TO MARKETING ACTIVITIES DESIGNED TO BOOST SALES OF SPECIFIC ITEMS
OVER A LIMITED PERIOD. THESE CAN INCLUDE DISCOUNTS, BUY-ONE-GET-ONE (BOGO) OFFERS, FREE SAMPLES, LOYALTY
INCENTIVES, OR BUNDLED DEALS. PROMOTIONS AIM TO ATTRACT CUSTOMER ATTENTION, INCREASE PURCHASE VOLUME, AND
INTRODUCE NEW PRODUCTS INTO THE MARKET.

THE STRATEGIC USE OF PROMOTIONS

W/ HOLESALERS DEPLOY PROMOTIONS STRATEGICALLY TO MANAGE INVENTORY , RESPOND TO MARKET DEMAND FLUCTUATIONS,
OR INCENTIVIZE THE PURCHASE OF PARTICULAR PRODUCT LINES. HO\X/EVER, WHEN IT COMES TO CUSTOMER SEGMENTATION,
PROMOTIONS CAN ALSO BE USED TO INFLUENCE THE PURCHASING BEHAVIORS OF DIFFERENT CUSTOMER GROUPS, ESPECIALLY TO
DISCOURAGE LESS-PROFITABLE CUSTOMERS FROM CONTINUING TO BUY AT CERTAIN LEVELS OR MARGINS.

WHY Do WHoLESALERS DISCOURAGE LESS-PROFITABLE CUSTOMERS?

PROFITABILITY MANAGEMENT

ONE PRIMARY REASON FOR DISCOURAGING LESS-PROFITABLE CUSTOMERS IS TO ENHANCE OVERALL PROFITABILITY. SOME
CUSTOMERS MAY DEMAND LARGE DISCOUNTS, PURCHASE LOW~-MARGIN PRODUCTS, OR REQUIRE EXTENSIVE SERVICE SUPPORT,
ALL OF WHICH REDUCE THE WHOLESALER'S PROFIT MARGINS. BY DISCOURAGING SUCH CUSTOMERS, WHOLESALERS CAN FOCUS
RESOURCES ON MORE PROFITABLE CLIENTS.



RESOURCE ALLOCATION

LIMITED RESOURCES—SUCH AS SALES SUPPORT, INVENTORY MANAGEMENT, AND MARKETING EFFORTS—MUST BE ALLOCATED
EFFICIENTLY. ENCOURAGING OR DISCOURAGING CERTAIN CUSTOMERS THROUGH PROMOTIONAL STRATEGIES HELPS IN DIRECTING
THESE RESOURCES TOW ARD HIGHER-VALUE CLIENTS, OPTIMIZING OPERATIONAL EFFICIENCY.

MARKET POSITIONING AND BRAND STRATEGY

W/ HOLESALERS MAY ALSO SEEK TO POSITION THEMSELVES WITHIN SPECIFIC MARKET SEGMENTS. BY INCREASING PRODUCT
PROMOTIONS TARGETED AT CERTAIN CUSTOMER GROUPS, THEY CAN STEER PURCHASING PATTERNS AND REINFORCE THEIR BRAND
IMAGE IN PARTICULAR NICHE MARKETS, THEREBY DISCOURAGING LESS-PROFITABLE BEHAVIORS.

MeTHODS OF DISCOURAGING LESS-PROFITABLE CUSTOMERS THROUGH
INCREASED PROMOTIONS

SELECTIVE PROMOTIONAL OFFERS

W/HOLESALERS OFTEN DESIGN PROMOTIONAL CAMPAIGNS THAT APPEAL MORE TO HIGH-VALUE CUSTOMERS WHILE MAKING LESS
ATTRACTIVE OFFERS TO LESS-PROFITABLE ONES. FOR EXAMPLE:

e OFFERING VOLUME DISCOUNTS THAT REQUIRE MINIMUM PURCHASE THRESHOLDS ONLY ACHIEVABLE BY MORE COMMITTED
OR LARGER CLIENTS.

® | AUNCHING EXCLUSIVE PROMOTIONS ACCESSIBLE THROUGH SPECIFIC LOYALTY PROGRAMS THAT LESS-PROFITABLE
CUSTOMERS ARE LESS LIKELY TO QUALIFY FOR.

® PROVIDING BUNDLED DEALS THAT FAVOR HIGH-MARGIN PRODUCTS, THUS INCENTIVIZING PROFITABLE PURCHASE
COMBINATIONS.

Tierep PRrICING AND LOYALTY PROGRAMS

IMPLEMENTING TIERED PRICING STRUCTURES CAN EFFECTIVELY DISCOURAGE LESS-PROFITABLE CUSTOMERS. FOR INSTANCE:

1. LOWER-TIER CUSTOMERS RECEIVE FEWER OR LESS SIGNIFICANT PROMOTIONS.

2. HIGHER-TIER CUSTOMERS, OFTEN MORE PROFITABLE, GET ACCESS TO EXCLUSIVE DISCOUNTS, EARLY PRODUCT RELEASES
OR FREE SHIPPING.
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THIS STRATIFICATION ENCOURAGES LESS-PROFITABLE CUSTOMERS TO EITHER INCREASE THEIR PURCHASE VOLUME OR ACCEPT
THEIR LIMITED PROMOTIONAL BENEFITS, THUS REDUCING THEIR OVERALL PROFITABILITY.

TIMING AND DURATION OF PROMOTIONS

ADJUSTING THE TIMING AND DURATION OF PROMOTIONAL CAMPAIGNS CAN INFLUENCE CUSTOMER PURCHASING PATTERNS. FOR
EXAMPLE:

® RUNNING SHORT-TERM PROMOTIONS THAT INCENTIVIZE QUICK, HIGH-VOLUME PURCHASES FROM PROFITABLE CUSTOMERS,



WHILE LESS-PROFITABLE ONES MAY NOT FIND THE DEALS ATTRACTIVE ENOUGH.

® SCHEDULING PROMOTIONS DURING SPECIFIC PERIODS TO TARGET STRATEGIC CUSTOMER SEGMENTS, ENCOURAGING MORE
PROFITABLE PURCHASES DURING THOSE WINDOWS.

ResTRICTING ACCESS To CERTAIN PROMOTIONS

W/HOLESALERS MAY RESTRICT ACCESS TO CERTAIN PROMOTIONAL OFFERS BASED ON CUSTOMER PURCHASE HISTORY OR
CREDITWORTHINESS. LESS-PROFITABLE CUSTOMERS MIGHT BE EXCLUDED FROM THE MOST ATTRACTIVE DEALS, EFFECTIVELY
DISCOURAGING THEIR CONTINUED RELIANCE ON LOW~MARGIN TRANSACTIONS.

IMPLICATIONS FOR CUSTOMER BEHAVIOR AND BUSINESS STRATEGY

BEHAVIORAL SHIFTS AMONG CUSTOMERS

W/HEN FACED WITH INCREASED PROMOTIONS THAT FAVOR SPECIFIC CUSTOMER SEGMENTS, LESS-PROFITABLE CLIENTS MAY
RESPOND IN VARIOUS WAYS!:

® REDUCING ORDER SIZES OR FREQUENCY TO AVOID UNPROFITABLE TRANSACTIONS.
® SEEKING ALTERNATIVE SUPPLIERS OFFERING BETTER TERMS OR LESS RESTRICTIVE PROMOTIONS.

o ATTEMPTING TO QUALIFY FOR HIGHER-TIER PROMOTIONS THROUGH INCREASED PURCHASES, IF FEASIBLE.

PoTENTIAL RiskS AND BENEFITS FOR \WHOLESALERS

W/HILE THIS STRATEGY CAN ENHANCE OVERALL PROFITABILITY AND RESOURCE ALLOCATION, IT CARRIES CERTAIN RISKS:

e ALIENATION OF LESS-PROFITABLE CUSTOMERS, WHICH MAY DAMAGE LONG~TERM RELATIONSHIPS.
® | 0SS OF MARKET SHARE IF CUSTOMERS SHIFT TO COMPETITORS.

e POTENTIAL NEGATIVE PERCEPTION IF CUSTOMERS INTERPRET PROMOTIONS AS DISCRIMINATORY OR UNFAIR.

HO\X/EVER, WHEN EXECUTED THOUGHTFULLY, INCREASING PRODUCT PROMOTIONS TO DISCOURAGE LESS-PROFITABLE CUSTOMERS
CAN LEAD TO A MORE STREAMLINED, PROFITABLE CUSTOMER BASE, AND IMPROVED OPERATIONAL EFFICIENCY.

CoNCLUSION: BALANCING PROMOTIONAL STRATEGIES TO OPTIMIZE
PROFITABILITY

IN THE COMPETITIVE WORLD OF WHOLESALE DISTRIBUTION, THE STRATEGIC USE OF INCREASED PRODUCT PROMOTIONS IS A
POWERFUL TOOL TO INFLUENCE CUSTOMER PURCHASING PATTERNS. BY CAREFULLY DESIGNING PROMOTIONAL OFFERS, TIERED
PRICING, AND ACCESS RESTRICTIONS, WHOLESALERS CAN EFFECTIVELY DISCOURAGE LESS-PROFITABLE CUSTOMERS FROM
ENGAGING IN LOW-MARGIN TRANSACTIONS, THEREBY SAFEGUARDING THEIR PROFITABILITY AND OPERATIONAL FOCUS.
NONETHELESS, THIS APPROACH MUST BE BALANCED WITH MAINTAINING POSITIVE CUSTOMER RELATIONSHIPS AND MARKET



COMPETITIVENESS. ULTIMATELY/ THE GOAL IS TO FOSTER A LOYAL, HIGH-VALUE CUSTOMER BASE WHILE MANAGING LESS-
PROFITABLE CLIENTS IN A WAY THAT ALIGNS WITH THE BROADER BUSINESS STRATEGY.

FREQUENTLY AskeD QUESTIONS

WHY MIGHT WHOLESALERS PREFER TO DISCOURAGE LESS-PROFITABLE CUSTOMERS
THROUGH INCREASING PRODUCT PROMOTIONS?

W/HOLESALERS MAY USE INCREASED PROMOTIONS TO ATTRACT MORE PROFITABLE CUSTOMERS WHILE MAKING LESS-PROFITABLE
ONES LESS INTERESTED, THEREBY OPTIMIZING THEIR OVERALL PROFIT MARGINS.

How DOES INCREASING PRODUCT PROMOTIONS SERVE AS A STRATEGY TO DISCOURAGE
LESS-PROFITABLE CUSTOMERS?

BY FOCUSING PROMOTIONAL EFFORTS ON HIGH-MARGIN CUSTOMERS, WHOLESALERS CAN MAKE LESS-PROFITABLE CUSTOMERS
FEEL LESS VALUED OR LESS INCENTIVIZED TO PURCHASE, EFFECTIVELY DISCOURAGING THEIR ENGAGEMENT.

ARE THERE RISKS ASSOCIATED WITH WHOLESALERS DISCOURAGING LESS-PROFITABLE
CUSTOMERS VIA INCREASED PRODUCT PROMOTIONS?

YES, OVERLY AGGRESSIVE PROMOTIONS MIGHT ALIENATE SMALLER OR LESS-PROFITABLE CUSTOMERS, POTENTIALLY HARMING
LONG-TERM RELATIONSHIPS OR BRAND REPUTATION.

CAN INCREASING PRODUCT PROMOTIONS BE AN EFFECTIVE WAY TO MANAGE CUSTOMER
PROFITABILITY FOR WHOLESALERS?

YES, BY TAILORING PROMOTIONS TO TARGET MORE PROFITABLE CUSTOMERS, WHOLESALERS CAN IMPROVE OVERALL
PROFITABILITY WHILE NATURALLY DISCOURAGING LESS-PROFITABLE CUSTOMERS.

\WHAT ALTERNATIVE STRATEGIES MIGHT WHOLESALERS USE ALONGSIDE INCREASING
PRODUCT PROMOTIONS TO DISCOURAGE LESS-PROFITABLE CUSTOMERS?

THEY MIGHT IMPLEMENT MINIMUM ORDER QUANTITIES, OFFER TIERED PRICING, OR IMPROVE CUSTOMER SEGMENTATION TO BETTER
MANAGE CUSTOMER PROFITABILITY ALONGSIDE PROMOTIONAL EFFORTS.

ADDITIONAL RESOURCES
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UNDERSTANDING THE DYNAMICS OF WHOLESALE CUSTOMER SEGMENTATION

IN THE WHOLESALE INDUSTRY, BUSINESSES OFTEN SERVE A DIVERSE ARRAY OF CUSTOMERS, RANGING FROM SMALL LOCAL
RETAILERS TO LARGE CHAIN STORES. THESE CUSTOMERS DIFFER SIGNIFICANTLY IN THEIR PURCHASING VOLUME, PROFITABILITY,
ORDER FREQUENCY, AND STRATEGIC IMPORTANCE. RECOGNIZING THESE DIFFERENCES IS CRUCIAL FOR WHOLESALERS AIMING TO
OPTIMIZE THEIR OPERATIONS AND PROFIT MARGINS.



A COMMON STRATEGY AMONG WHOLESALERS IS TO ALLOCATE PROMOTIONAL EFFORTS SELECTIVELY, OFTEN FAVORING MORE
PROFITABLE CUSTOMERS WHILE INADVERTENTLY DISCOURAGING OR SIDELINING LESS PROFITABLE ONES. AMONG VARIOUS
TACTICS, INCREASING PRODUCT PROMOTIONS TARGETED AT CERTAIN CUSTOMER SEGMENTS CAN HAVE PROFOUND IMPACTS ON
CUSTOMER BEHAVIOR, PERCEPTION, AND FUTURE ENGAGEMENT.

WHY Do WHoLesALERS Focus ProMoTIONS ON CERTAIN CUSTOMERS?

BEFORE DELVING INTO HOW INCREASING PRODUCT PROMOTIONS MIGHT DISCOURAGE LESS PROFITABLE CUSTOMERS, IT's
IMPORTANT TO UNDERSTAND THE UNDERLYING RATIONALE:

- PROFIT OPTIMIZATION: WHOLESALERS AIM TO MAXIMIZE OVERALL PROFIT MARGINS. PROMOTIONS ARE OFTEN ALIGNED WITH
CUSTOMERS WHO CONTRIBUTE MORE SUBSTANTIALLY TO MARGINS.

- CusToMER RETENTION OF HIGH-V ALUE CLIENTS: AGGRESSIVE PROMOTIONS CAN BE USED AS RETENTION TOOLS FOR KEY
ACCOUNTS.

- MARKET PENETRATION § GROW TH: PROMOTIONS CAN STIMULATE HIGHER PURCHASE VOLUMES AMONG STRATEGIC CUSTOMERS
OR HELP INTRODUCE NEW PRODUCTS.

- INVENTORY MANAGEMENT: PROMOTIONS CAN BE A STRATEGIC TOOL FOR MANAGING EXCESS INVENTORY, ESPECIALLY WITH
HIGH-TURNOVER PRODUCTS.

W/HILE THESE GOALS ARE VALID, THE APPROACH OF INCREASING PRODUCT PROMOTIONS NEEDS TO BE CAREFULLY MANAGED TO
AVOID ALIENATING OR DISCOURAGING LESS PROFITABLE CUSTOMERS.

IMPACT OF INCREASED ProDUCT PROMOTIONS ON CUSTOMER SEGMENTS

1. How ProMoOTIONS INFLUENCE CUSTOMER PERCEPTIONS AND BEHAVIOR

PROMOTIONS ARE POWERFUL MARKETING TOOLS, BUT THEIR EFFECTS ARE NOT UNIFORM ACROSS ALL CUSTOMER SEGMENTS.
W/HEN WHOLESALERS INCREASE PROMOTIONS TARGETED AT PROFITABLE CUSTOMERS, SEVERAL OUTCOMES CAN OCCUR:

- ENHANCED LOYALTY AND SATISFACTION: HIGH-VALUE CUSTOMERS PERCEIVE THE WHOLESALER AS GENEROUS AND ATTENTIVE,
STRENGTHENING LONG~TERM RELATIONSHIPS.

- INCREASED PURCHASE FREQUENCY AND VOLUME: PROMOTIONS INCENTIVIZE THESE CUSTOMERS TO BUY MORE, FURTHER
INCREASING PROFITABILITY.

- MARKET DIFFERENTIATION: PROMOTIONS CAN CREATE A SENSE OF EXCLUSIVITY FOR PREMIUM CUSTOMERS, MAKING LOWER-TIER
CUSTOMERS FEEL UNDERV ALUED.

HO\WEVER, THESE POSITIVE EFFECTS CAN COME AT THE EXPENSE OF LESS-PROFITABLE CUSTOMERS IF THEY PERCEIVE THAT THEY
ARE BEING OVERLOOKED OR UNFAIRLY TREATED.

2. DIscoURAGING LEss-ProFITABLE CUSTOMERS

W/HEN A WHOLESALER INTENSIFIES PRODUCT PROMOTIONS FOR A SELECT GROUP, LESS~PROFITABLE CUSTOMERS MAY
EXPERIENCE:

- PerRCEIVED NEGLECT: THEY MIGHT FEEL SIDELINED IF THEY SEE FEWER PROMOTIONS OR LESS FAVORABLE OFFERS.
- DECREASED ENGAGEMENT: REDUCED PROMOTIONAL ACTIVITY AIMED AT THEM CAN LEAD TO LOWER PURCHASING MOTIVATION.



- ErosioN ofF LoYALTY: OVER TIME, THESE CUSTOMERS MAY SEEK ALTERNATIVE SUPPLIERS WHO OFFER BETTER OR MORE
CONSISTENT PROMOTIONS.

- PRICE SENSITIVITY AND MARGIN EROSION: TO REMAIN COMPETITIVE, LESS-PROFITABLE CUSTOMERS MIGHT PUSH FOR
DISCOUNTS OR PROMOTIONS, POTENTIALLY ERODING MARGINS FURTHER.

THIS PROCESS CAN CREATE A FEEDBACK LOOP WHERE LESS-PROFITABLE CUSTOMERS BECOME LESS ENGAGED AND LESS
PROFITABLE, OR EVEN EXIT ALTOGETHER.

STRATEGIES BEHIND INCREASING PRODUCT PROMOTIONS FOR PROFITABLE
CUSTOMERS

(UNDERSTANDING THE STRATEGIC INTENT BEHIND THIS APPROACH CAN SHED LIGHT ON ITS POTENTIAL BENEFITS AND PITFALLS:

- REWARD FOR LOYALTY: PROMOTIONS SERVE AS INCENTIVES FOR HIGH-VALUE CUSTOMERS TO CONTINUE THEIR PATRONAGE.

- ENCOURAGING HIGHER PURCHASE VOLUMES: LIMITED-TIME OFFERS OR EXCLUSIVE DEALS MOTIVATE CUSTOMERS TO BUY MORE
THAN THEY MIGHT OTHERWISE.

- UPSELLING AND CROSS-SELLING OPPORTUNITIES: PROMOTIONS CAN INTRODUCE CUSTOMERS TO NEW OR HIGHER-MARGIN
PRODUCTS.

- CoMPETITIVE DIFFERENTIATION: OFFERING SUPERIOR DEALS TO SELECT CUSTOMERS CAN HELP DEFEND AGAINST COMPETITORS.

W/HILE THESE TACTICS ARE EFFECTIVE FOR STRENGTHENING RELATIONSHIPS WITH PROFITABLE CLIENTS, THEY CAN
UNINTENTIONALLY SIGNAL TO LESS PROFITABLE CUSTOMERS THAT THEIR VALUE IS LOWER, LEADING TO DISCOURAGEMENT.

PoTenTIAL CONSEQUENCES OF INCREASING PROMOTIONS ON LESS-
ProFITABLE CUSTOMERS

RECOGNIZING THE POSSIBLE REPERCUSSIONS HELPS IN BALANCING PROMOTIONAL STRATEGIES:

1. CuSTOMER ATTRITION AND Loss oF BUSINESS

LESS-PROFITABLE CUSTOMERS WHO FEEL UNDERVALUED MAY:
- REDUCE ORDER FREQUENCY.

- TRANSITION THEIR BUSINESS TO COMPETITORS OFFERING BETTER DEALS.
- CEASE PURCHASING ALTOGETHER, IMPACTING FUTURE REVENUE STREAMS.

2. PercerTION oF UNFAIRNESS AND REDUCED BRAND LOYALTY

CUSTOMERS TEND TO INTERPRET PROMOTIONAL DISPARITIES AS UNFAIR, WHICH CAN DAMAGE OVERALL BRAND PERCEPTION AND
TRUST.



3. Rebucep MARKET COVERAGE

|F LESS-PROFITABLE CUSTOMERS WITHDRAW OR REDUCE ENGAGEMENT, WHOLESALERS RISK LOSING MARKET COVERAGE,
ESPECIALLY IN SEGMENTS THAT ARE STRATEGICALLY IMPORTANT DESPITE BEING LESS PROFITABLE IN THE SHORT TERM.

4. IMPACT oN OVERALL PROFITABILITY

W/HILE TARGETED PROMOTIONS CAN BOOST MARGINS WITH CORE CLIENTS, NEGLECTING LESS PROFITABLE CUSTOMERS MAY
DIMINISH THE WHOLESALER’S BROADER MARKET PENETRATION, LEADING TO LONG~TERM REVENUE LOSSES.

BALANCING PROMOTIONAL STRATEGIES: HOwW To AvolD DISCOURAGING
Less-ProFITABLE CUSTOMERS

To PREVENT THE NEGATIVE IMPACT OF INCREASED PROMOTIONS ON LESS-PROFITABLE CLIENTS, WHOLESALERS SHOULD CONSIDER
THE FOLLOWING APPROACHES:

1. SEGMENTED PROMOTION PoLICIES

- DEVELOP TAILORED PROMOTIONAL STRATEGIES BASED ON CUSTOMER PROFITABILITY, LOYALTY, AND STRATEGIC IMPORTANCE.
- USE DIFFERENTIATED OFFERS RATHER THAN BLANKET PROMOTIONS, ENSURING ALL SEGMENTS FEEL VALUED.

2. TRANSPARENT COMMUNICATION

- CLEARLY COMMUNICATE THE REASONS FOR PROMOTIONAL DISPARITIES TO CUSTOMERS.
- EMPHASIZE THE UNIQUE BENEFITS AVAILABLE TO EACH SEGMENT, FOSTERING UNDERSTANDING AND GOODWILL.

3. LoYALTY ProGRAMS FOR ALL CUsTOMER TIERS

- IMPLEMENT TIERED LOYALTY PROGRAMS THAT REWARD ALL CUSTOMERS, WITH BENEFITS SCALED APPROPRIATELY.
- RECOGNIZE LESS PROFITABLE CUSTOMERS’ LOYALTY WITH NON-MONETARY REWARDS OR EXCLUSIVE ACCESS TO CERTAIN
SERVICES.

4. Focus oN V ALUE-ADDED SERVICES

- OFFER PERSONALIZED SUPPORT, TRAINING, OR EXCLUSIVE INFORMATION TO LESS PROFITABLE CUSTOMERS TO FOSTER
LOYALTY BEYOND DISCOUNTS.
- ENHANCE THE OVERALL CUSTOMER EXPERIENCE TO COMPENSATE FOR FEWER PROMOTIONS.

5. MonNITor CUSTOMER SATISFACTION AND ENGAGEMENT

- UsE SURVEYS, FEEDBACK, AND PURCHASE BEHAVIOR ANALYSIS TO GAUGE CUSTOMER SENTIMENT.



- ADJUST PROMOTIONAL TACTICS BASED ON INSIGHTS TO PREVENT ALIENATION.

CASE STUDIES AND INDUSTRY EXAMPLES

Case STupY 1: A GROCERY WHOLESALER’S PROMOTIONAL STRATEGY

A LARGE GROCERY WHOLESALER INCREASED PRODUCT PROMOTIONS EXCLUSIVELY FOR ITS TOP-TIER RETAIL CLIENTS. WHILE
THIS LED TO INCREASED SALES VOLUME FROM THESE CLIENTS, SMALLER RETAILERS EXPRESSED DISSATISFACTION, FEELING
MARGINALIZED. OVER TIME, SOME SMALLER CLIENTS REDUCED THEIR ORDERS OR SHIFTED TO COMPETITORS OFFERING MORE
INCLUSIVE PROMOTIONAL PROGRAMS. RECOGNIZING THIS, THE WHOLESALER INTRODUCED A TIERED LOYALTY PROGRAM AND
PERIODIC PROMOTIONS ACCESSIBLE TO ALL CLIENTS, RESTORING ENGAGEMENT ACROSS THE BOARD.

CASE STupY 2: ELECTRONICS DISTRIBUTOR’S SEGMENT-SPECIFIC PROMOTIONS

AN ELECTRONICS DISTRIBUTOR TARGETED HIGH-VOLUME STORES WITH EXCLUSIVE PROMOTIONAL DEALS, WHILE SMALLER
RETAILERS RECEIVED LIMITED OFFERS. TO AVOID DISCOURAGING SMALLER CLIENTS, THE DISTRIBUTOR INTRODUCED A POINTS-
BASED LOYALTY SYSTEM ALLOWING ALL CLIENTS TO EARN REWARDS, WHICH COULD BE REDEEMED FOR DISCOUNTS, TRAINING, OR
PRIORITY SERVICE. THIS APPROACH MAINTAINED MOTIVATION ACROSS SEGMENTS AND PREVENTED CLIENT ATTRITION.

CONCLUSION: STRIKING THE RIGHT BALANCE

THE STRATEGY OF INCREASING PRODUCT PROMOTIONS TO DRIVE SALES AMONG PROFITABLE CUSTOMERS IS A COMMON AND
OFTEN EFFECTIVE TACTIC. HO\X/EVER, IT'S CRUCIAL FOR WHOLESALERS TO BE MINDFUL OF ITS POTENTIAL TO DISCOURAGE LESS-
PROFITABLE CUSTOMERS IF NOT MANAGED CAREFULLY. BY ADOPTING A NUANCED, SEGMENTED APPROACH, MAINTAINING
TRANSPARENT COMMUNICATION, AND ENSURING ALL CUSTOMERS FEEL VALUED, WHOLESALERS CAN OPTIMIZE THEIR PROMOTIONAL
EFFORTS WITHOUT ALIENATING KEY SEGMENTS.

ULTIMATELY, THE GOAL SHOULD BE TO CREATE A BALANCED PROMOTIONAL ECOSYSTEM THAT NURTURES LOYALTY,
INCENTIVIZES GROWTH, AND PRESERVES MARKET COVERAGE ACROSS ALL CUSTOMER TYPES. THE MOST SUCCESSFUL
WHOLESALERS ARE THOSE WHO RECOGNIZE THAT FOSTERING A BROAD, ENGAGED CUSTOMER BASE—REGARDLESS OF
PROFITABILITY—IS VITAL FOR SUSTAINABLE LONG-TERM SUCCESS.
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