08-0100
Channels of Marketing Reach

Worksheets for 
Marketing Reach Channel Selection 

This set of worksheets guides you through a process for identifying and selecting the marketing communication channels best suited to the needs of your potential customers and the marketing reach needs of your business.  It follows the five step process outlined earlier in this Topic.  (
You’ll have to use a great deal of common sense and judgment in this process because much of it isn’t quantified and, until you have some experience with the process, there may be uncertainty about which channels have the greatest utility for you and your customers.  Time and experimentation will build your knowledge base, and before long, you will have developed a solid understanding of which channels work best for what purposes and for which target markets.
You can use the Channel Evaluation Table (next page) as your main worksheet.  Record the results of steps 1, 2, 3, and 4 as you complete them.  Then, as the final step, note your Channel Strategy on the table on the last page of this worksheet section. 

Step 1.  Channel TouchPoints
Review the TouchPoints in the Customer Experience Model for this market segment.  Identify all channel TouchPoints that depend on marketing communication channels (such as magazines, radio advertising, your web site, direct mail, signs, etc.).

List the channel TouchPoints in the first column of the Channel Evaluation Table on the next page.  Do not rate them yet

[Refer to Topic 07-0100, The Customer Experience Model if you need help identifying TouchPoints]
Step 2.  Opportunity Channels

Think about other possibilities for communication channels that would be useful for reaching customers, but that you aren’t using currently.  Would it add value for customers to list your business in additional directories, to add signage to your offices, to rent billboard space, to initiate a program of press releases to build public relations, or any other channel you believe would be useful to customers and productive for your business?
List all these opportunity channels in the first column of the Channel Evaluation Table below in the same way you listed the channels you currently use.  Don’t rate them yet.

Channel Evaluation Table

	TARGET MARKET (
	· 

	CHANNEL TOUCHPOINTS
	(a)

CUST.
UTILITY

RATING

0-100
	(b)

BUS.
UTILITY

RATING

0-100
	(a) + (b)

TOTAL
UTILITY

RATING

0-200
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If you need more rows, press the tab key repeatedly and a new row will appear
Step 3.  Channel Utility Analysis.
In this step, you estimate how useful each channel is for your target customers, and how productive each channel is for your business.  We suggested several factors that contribute to the “utility” of each channel for customers and for your business, however every business is different from others, and there may be additional factors you need to add to reflect the realities of your business and your target markets.
There are three parts to this analysis:
Part 1: Complete the list of factors that contribute to the utility of the channel for your target customers and for your business.  Do that in the “Utility Factors” table below.

	UTILITY FACTORS

	Customer Utility Factors
	Business Utility Factors

	· Convenience
· Interesting/entertaining

· Appropriate price

· Appropriate to target market self-image

· Has desirable information content

· Credible/believable/trustworthy channel

[Add other factors as appropriate to this target market]
·  
	· Low cost
· High frequency

· Credibility

· Compatibility with your business

· Efficiency (reaches your target market)

· Effectiveness (attracts buyers)

[Add other factors as appropriate to the specific needs of your business]

· 


Part 2: Plot each channel on the Channel Utility Grid (next page) using your best judgment of the value of each channel in comparison to the other channels.  Plot each channel you listed in the Channel Evaluation Table.  This will take a lot of subjective judgment on your part to take into account all the utility factors and come up with a single location on the grid.
You’ll have to make a copy of the grid and plot the channels by hand, then read the numbers along the axes to get your utility ratings.

Notice that the grid is numbered from 0 to 100 along both axes.  We’ve set it up that way so that when you plot each channel you can read an approximate “rating” number between 0 and 100 for the channel utility as perceived by the typical customer in the target market (the “Customer Utility Rating”) and on the other axis you can read another rating number between 0 and 100 for the channel utility as you see it for your business (the “Business Utility Rating”).
Part 3:  Enter the Customer Utility Ratings and the Business Utility Ratings in the appropriate columns of the Channel Evaluation Table.  Then simply add the two ratings for each channel and enter the result in the “Total Utility Rating” column.

That completes Step 3.  

Step 4.  Channel Selection.

You can use the Total Utility Ratings as an indication of the importance of each channel and as a guideline to prioritizing the channels.  This step is simply numbering the channels in order of priority, 1, 2, 3, 4, 5, etc.  Leave blank any channels you don’t want to use or can’t use because of budget or other limitations.  
When you’ve done that, pause to look over your priority rankings.  Do they make sense?  Do your logic and your intuition agree that the priorities you’ve set are appropriate?

If so, move on to step 5.

Step 5.  Channel Strategy

Your channel strategy is an important part of your overall marketing strategy.  The channels you use will dictate how much of your target market you reach and have a chance to influence.  In another Topic we’ll talk about the messages you communicate through those channels.
To record your channel strategy, use the table below and list the channels in order of the priority ranking you gave them.  Leave out the channels you didn’t rank.
Indicate in the second column the frequency and scheduling for using each channel.  Add any notes, assumptions, or comments in the third column.  If someone other than yourself will be responsible for managing that channel, include that person’s name.
Channel Strategy
	CHANNEL
	SCHEDULE & FREQUENCY
	COMMENTS

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


If you need more rows, press the tab key repeatedly and a new row will appear

The Marketing Reach 


Channel Selection Process


Channel TouchPoints.  Review the Customer Experience Model and identify the TouchPoints that are marketing communication channels.


Opportunity Channels.  Identify opportunities for communication channels that are not currently used by customers.


Channel Utility Analysis.  Using the Channel Utility grid, estimate the costs and benefits of the channel for your target customers and for your business, and give each channel an appropriate rating.  


Selection.  Assuming you can’t use all channels, the ratings will help you establish priorities and select the channels with the greatest total utility.


Channel Strategy.  Develop a marketing communications event schedule for the next 3, 6, or 12 months.  The schedule should identify the types of channels, the timing and frequency of their use, and the people responsible for each communication activity. 
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