
 

 

 

 

 

 
ABSTRACT: Chinese traditional sales channels 

are seriously attacked by the new ones. 

Household appliances industry will realize the 

specialized divisions of development, 

manufacture, sale and services completely. The 

model of sales channel in marketing is set as the 

core of this research; the merits and demerits of 

different sales channels are analyzed; the 

complicated selective relationship and the 

conflicts among the manufacturer, middlemen, 

and ultimate consumers, and the solutions to 

present multi-channels market and the 

developments of the sales channels are 

elaborated in an overall view; the opinion that 

the only way to develop this industry is raised to 

establish the competitive sales channels. The aim 

is to let local household appliances industry use 

the natural merits to build up a suitable channel 

rapidly and efficiently, and to speed up the self 

development and perfection. 

KEY WORDS: household appliances industry; 

sales channels; channels building 

I. INTRODUCTION 

With the widespread e-commerce and the 

increasingly fierce Competition all over 

the world, more and more manufacturers 

and traditional retail firms open up the 

Internet supply channel as an important 

means to expand the market. In China, as 

of December 2015, the size of netizens 

reached 688 million, including 413 million 

online shopping users whose ratio had got 

up to 60%. In the first half of 2016, the 

scale of Chinese online retail sales 

accounted for 14.8% of social total retail 

sales. For Chinese household appliances 

market, the manufacturer firstly formed the 

direct retail channel on the Internet via 

opening up an independent network  

platform or setting up flagship stores on 

the popular network shopping platform, 

such as T-mall and JD. Compared with the 

traditional retail channel, the manufacturer 

direct retail channel can cut cost and 

provide a lower price to the customers. In 

order to dominate the market with a big 

share, many traditional retailers such as 

GOME and Sunning also construct the 

network channel, cooperating with their 

traditional retail channels. 

 

Household appliances industry is the 

earliest-open line in China. With 20 years’ 

development, it has become one of the 

high marketable industries. And it gets an 

illustrious status worldwide. Entering the 

21st century, the industry has shifted to the 

type of sale-oriented from manufacture 

oriented, which was used in the early days 

of the reform and opening up policy. The 

completion of the sales channels becomes 

the focus of contends. The one who owns 

the sales channel will be the one who owns 

the markets and the future.  

 

As the spring-up of the household 

appliances specialized chain of retail stores 

and large-size supermarkets, the sales of 

the household appliances have broken the 

traditional situation in which it was 

controlled by the department stores in the 

previous time. With the reform of the sales 

channels, contradictions and the conflict 

are arising between the new model of 

household chain stores and the city’s giant 

department stores, the unions of local 

small size stores and the new model of 

household chain stores, the new model of 
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household chain stores with its agents etc... 

The conflict between the Gome and Gree 

 Was a reflection of the contradictions in 

the process of the developments and 

reform of the household appliances 

industry. 

 

II. ANALYSES ON THE SELECTION 

OF THE MARKETING CHANNEL 

As the development of the channels, 

manufacturers, middlemen, and ultimate 

consumers have developed a complicated 

selective relationship. So it causes the 

contradictions and conflicts in the process 

of the channel’s reformation. 

 

Manufacturer’s selection of the sales 

channels: As the credit, location, 

hardware facilities, outstanding 

achievements and experiences being 

different among the middlemen, the 

excellent one will be the target of many 

manufacturers. As the limitation of its 

management scale, it cannot become the 

member of all the manufacturers’ sales 

group. That will surly cause the 

middlemen’s selection of the 

manufacturers. The principle of its 

selection is the amount of the profits 

brought by the manufacturers.  

 

The middleman and the manufacturer are 

two independent managing bodies. Each 

has its own profit and demand. It’s 

impossible for them to be the same step 

exactly. So the contradiction objectively 

exists. These problems will affect the 

operating efficiency, make the 

manufacturers cannot realize the holing 

rate in the market, and the planned profit is 

hard to achieve. Since “middleman 

sneezed the manufacturer’s profits” last 

year, this arose a big effect in this industry. 

The assess fee, delayed payment, and price 

degrading are the main causes of the 

manufacturer’s abuses of the middlemen. 

 

III.THE ESTABLISHMENT OF THE 

HOUSEHOLD APPLIANCES 

MARKETING CHANNELS 

Now the sales channels of the Chinese 

household appliances market are 

reforming. In the city, the chain stores with 

the representative of Gomes are soaring 

and holding an important status in the 

household appliances retail market. 

However, the relationship of the 

manufacturers and the department stores is 

very tense. The conflict on the control of 

channels happens from time to time. In the 

view of the contradiction and conflict 

during the channel reformation, different 

types of household appliances company 

make the relevant strategies to suit its own 

developments. 

 

A. Establish the “relationship” channel:  

Traditional relationship among each 

member of the channel is independent. 

Maximum of the profits will be the aim. 

However, after the shift to the “fellow” 

relationship from the “trade” relationship, 

the relationship between retailers and the 

manufacturers is changing from “oil and 

water” to “fish and water”. The unification 

management of manufacturers and retailers 

makes the loose retailers to form a system. 

The members of the channel will do their 

best to achieve the individual and the 

common goals, chasing for win-win 

(multi-win).  

 

Emphasizing the brand services and 

overall development, “Gree Channel 

model” is an example with the most 

prominent feature to cooperate with the 

local retailers in every province 

establishing a sales company. That is so 
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called “make your enemies be your ally”. 

With the main principle of price 

controlling and persisting on the self-

governed principle, it assures the benefits 

of the retailers of each level, and forms the 

multi-party share-holders model. The city 

will establish the branch company, to be 

responsible for the sale of the Gree air 

conditioners. Manufacturers fix the price 

of the products given to the regional 

retailers and the local retailers must 

purchase the products from the regional 

retailers. The multi-province and multi-

city purchase of the products is prohibited. 

 

Gree set a standard price for every retailer 

and the sellers can change the price a little 

when it was transferred from high level to 

the low level. In the sales net of Gree 

model, the giant wholesalers will be the 

stock-holders in the sales cooperation and 

their individual sales net will cooperate to 

carry out the same price policy. The 

wholesalers’ profits will not affect the 

price gap between the wholesaler and the 

retailer. It is the dividend from the 

cooperation becomes their profits. Such 

shares holding will help the promotion of 

the marketing, to increase the sales. 

 

B. Establish the strategic alliance: This 

is a typical model of “relation” marketing 

channel mainly appearing as the alliance of 

manufacturing and selling. The 

manufacturing and selling alliance has 

many forms from high level to the low 

level: membership, monopoly agent, 

cooperation, etc. which is “manufacturer-

first level agent-second level agent-client”. 

Its character is focusing on the regional 

division. First level agent is equal to the 

regional sellers, responsible for the 

regional sale, which makes all the division 

sellers enjoy the independent room for 

development. Generally speaking, this way 

will avoid the conflicts among the 

channels and the vicious circle of 

competition among the agents in different 

regions.  

 

Strengthening the build-up of the 

unification will not only accept the agents 

as the members of the sales system, but 

also be promoted in this system. This giant 

market and giant channel model will 

assure the unlimited extension (the amount 

of the agent brand, the quantity of the 

product and the coverage of the channel). 

Meanwhile, it assures the freely flowing of 

the channel. For example, from the 

competitive channel view, TCL’s 

“happiness tree” plan is worth to praise for 

its grasp of the 3rd and 4th markets and the 

division of the chain giant. It does well to 

the retail giants’ perfection of sell-supply 

relation. 

 

C. The overall perfect model: It is a long 

time that Chinese enterprises inherit the 

multi-level of the wholesale & retail 

vertical pyramid relationship, and this 

pyramid model reduces the efficiency of 

the channels, prolongs the time of the 

transmission from the seller to the 

consumer, and leads to the manufacturers’ 

distortion of the consumers’ information. 

So that raises the management cost. In the 

light of many companies’ changes that 

from the pyramid model to the flat model.  

 

It focuses on the reducing of the surplus 

middle steps, avoiding the information 

distortion; reducing the frequency of the 

usage and the cost, and decreasing the 

conflicts. The reflection of the flat model 

is to avoid the middle steps, avoid the 

channel conflict, and reduce the cost. That 

is to say, the channel of the sales become 
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shorter and shorter, the sales stations 

become more and more if selling is to raise 

the control of the channels: the more 

selling stations means the larger quantity 

of the sales. Some companies changed the 

previous multi-level of sale to one level. 

That is the manufacturers-middlemen-

retailers. Some companies set the sending 

centres to provide services to the 

middlemen and the retailers.  

 

For example, Dell avoids the middlemen 

to sell the products to the clients directly, 

which helps Dell to achieve the unique 

superiority. Shanghai GE borrows the 

American GE’ marketing model to 

establish its own flat regional sales net, 

and it becomes the pioneer of the 

automobile company. With the economic 

globalization, the flat model will become 

inevitable. Such new models are worth to 

introduce to the household appliance 

industry. 

 

In the view of the development of 

Japanese household appliances industry’s, 

in the deep division of sales activities, the 

contradictions of the manufacturers will 

not be the mere loss or win game, and it 

should be led to the balanced competitions. 

Create a complement team for the 

marketing channel. Chinese household 

appliances have experienced from the 

previous manufacturers-sellers cooperation 

to the present active overall marketing, 

from the mere manufacturers quality 

insurance to the alliance of the 

manufacturers, from the previous simple 

cooperation based on the contract to the 

point-to-point clients services. That 

reflects the active exploring of the 

household appliances industry alliances. 

The market economy requires the detailed 

division of the social labours.  

 

In the following periods, Chinese 

household appliances industry will remain 

the multi-channel co-existence. The 

enterprise will choose the way not only 

depends on the self sources, present 

market environment, and product feature, 

but also considers the cost and the market 

trend. The channel fixing and selecting 

will not be an eternal job. Not any channel 

will be forever suitable for the products’ 

life circle. So the channel solution still 

needs the adjustment and creation 

according to the change in the market 

environment. In the present period the 

labour division and the alliance that is the 

balanced competition will be the wise 

choice for the development Chinese 

household appliances industry. 

 

IV.CONCLUSION 

This paper focuses on the dynamic pricing 

game of household appliance supply chain 

with more than one Internet channel and 

investigates the nonlinear characteristics of 

the multichannel household appliance. 

This paper constructs a model of 

multichannel household appliance supply 

chains including a retailer with and a 

manufacturer with an Internet channel. All 

channels take price as the competitive 

variable and make bounded rational 

decision in order to obtain the optimal 

profit or much more market share. This 

paper studies the complex characteristics 

caused by the price competition in 

multichannel household appliance supply 

chains.  With the deeper degree 

marketization and the formation of buyers' 

market, Chinese home appliance industry 

is facing with the increasingly fierce 

competition. In this process the marketing 

channels conflict has become a major 

barrier to the development of home 
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appliance industry. Then the article 

provided the Measure of controlling it 

based on the above analysis. This paper is 

useful to promote a more thorough 

understanding of the marketing channels 

conflict of Chinese home appliance 

industry and find effective ways to control 

it. 
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