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Goals
After having examined products (innovation) 
and price, we now turn the examine place 
(distribution) and promotion. 



Place 
(distribution)

Place (or better, distribution) refers to the ways 
your products or services are made available to 
clients. 

Direct distribution: 

- Your clients need to come to you (your shop, your workshop, 
etc.) to buy your products or services;

- You travel to your clients or you meet them in markets, 
bazaars, trade fairs, events, etc. 

- You set up an online store. 

Indirect distribution

- Through intermediaries/middlemen

- They sell your products at a higher price to recover their costs. 
Be sure that they pay fair prices to you. 

- In most cases, it is the most efficient solution to multiply sales, 
but you lose control on how the product is communicated and 
presented at the point of sales.

- Several kind of intermediaries: retailers, wholesalers, 
exporters/importers; multiple product categories or specialists.



Example, 
distribution 
network for 
Bengal 
Patachitra 
products

Direct:

• Most artists have shops/workshops in Naya Village, West Bengal, 
which is a tourist attraction visited all year round, but especially 
during the annual PotMaya Festival. Sales at Naya represent the 
majority of annual sales for most artists.

• Many artists sell their products directly at crafts fairs, periodic 
markets, or festival and cultural events where they perform. Some 
attend 6 to 10 of such fairs every year.

• No artist has an online store (yet). The local artist organization, 
Chitrataru, might in the future set up a collective online store for 
traditional and innovative Bengal Patachitra products.

Indirect:

• Some artists who have successfully promoted themselves in the 
art market circuits have work distributed in art galleries in Kolkata 
and other Indian cities. 

• Other artists have some of their work distributed through 
traditional craft stores, souvenir stores, and some online retailers 



Producer Client

Producer Distributor Client

Producer Wholesaler Retailer Client

Producer Exporter Importer Wholesaler Retailer Client

Distribution channel structure can be long: intermediaries can also sell to other intermediaries



Distribution 
network 
structure

Ask yourself what is the optimal distribution network structure 
for your business: 
- In most cases, it’s a mix of direct and indirect channels.

- Are you considering selling your products online? 

Businesses with limited level of consumer awareness find it 
difficult to have access to distributors, but as reputation 
improves, distributor interest increases.

If you find in the lucky situation where you can select the 
distributors for your products, you should decide how many 
distributors you might want for a given geographical area. There 
are three possible models:
- Extensive distribution (as many distributors as possible)

- Selective distribution (only a limited number of distributors, based on 
various considerations - for example, only art galleries and not craft 
stores, or only the distributors that are known for the quality of their 
product assortment)

- Exclusive distribution (only one distributor for a given area, for example 
only the most important art gallery in the capital city of your country).



How to plan 
your 
distribution 
network 
structure

1. Select the geographical areas where you want your products to be 
included. 

2. Identify all the points of sales in that area where your products could be 
distributed.
- Internet searches

- Ask contracts who live there

- Distributors can sometimes be found through trade fairs and events

- Visualize them on a map if possible.

- Some distributors have more points of sale, and can assure greater volumes.

3. Select those which you’d like to contact: 
- Extensive distribution (all those who will take your products)

- Selective distribution (only a few for a specific area, based on your criteria)

- Exclusive distribution (only one for the area to whom you are giving the monopoly)

4. Contact them and make a deal 
- Online, by telephone, in person.

- Representatives or agents can do that for you if you can’t do it personally

- Provide reasons why they should include your products in their assortment. Explain the heritage value of your 
products and why clients like it. 

- Be prepared to receive No as an answer. Ask why and if there’s something you can do, use the information to 
improve your marketing strategy. 

- If they say yes, negotiate prices, volumes, presentation modalities, etc.

- Since you won’t be there to explain the product to clients, it is important that the packaging, the label and 
promotional material explain to potential customers their cultural value.



Promotion

Promotion has the goal to improve your 
brand image. 

Your promotional strategy should be built 
around your differences and adapted to the 
specific market segments you target.

Promotions is based on different 
instruments: 

- Advertising on traditional media

- Websites and social media profiles

- Labels, packaging, flyers 

- Trade fairs, promotional events 

- and various others.



Promotional goals should depends on an assessment of your brand situation. 

Awareness

How well-known is your brand in the 
market (not known at all, little known, 
known by some, known by most, very 
well-know).

Knowledge

What do the average potential 
customers know about your brand? 

Are there important aspects of your 
brand history or market offering that 
are not known, little understood or 
misunderstood?

Evaluation

Is your overall image positive, 
neutral, negative?



Every communication action should: 

Target a 

specific audience

Have a specific

Message

Take into consideration

constraints (budget, time, etc.)

Achieve a 

specific goal



Setting promotional goals

Lack of brand 

name awareness
Brand awareness

First Trial / 
experience / 

purchase

Improve
knowledge/ 
Evaluations

Loyalty



Storytelling

Stories are a good way to promote yourself and let your audience discover the 
artists behind your works of art and performances. 

Well-told stories can create an emotional link with the audience. Can help 
educate the audience about your art form and the way you contribute to it. 

You can tell stories about many different things: 

- Your cultural heritage

- Your  brand history (and the history of people behind your brand)

- Your sources of influence

- Individual products/services/works of art/performances/…

- Your productive routine, your instruments, your training

- Your clients/fans

- Things that happen to you: participation to festivals or trade fairs, travels, 
meetings with other artists, personal facts (unless you want to keep them 
private)

- Your support of social causes (choose carefully, because not everyone supports 
the same causes) 

Macher biye (wedding of fish)

Artist: Alekh Chitrakar

Photo: banglanatak dot com, 2018



Narrative labels
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Educational/promotional websites
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Social media: 
where to be present? 

There are many social media platforms. 

Facebook, Instagram, and YouTube are some of 
the most widely used, but there are many others: 
TikTok, Pinterest, Twitter, DeviantArt, LinkedIn...

Each has specific characteristics and 
opportunities, and attract different audiences. 

Consider which social media the people you want
to reach are active on, whether they are clients, 
fellow artists, or the general population.



Facebook 

It allows both personal profiles and pages. For your
artist persona, you should consider a page.

Focus is on visual content – never post without a 
picture or video.

Easy link to other social media channels

Allows you to create photo albums of your
art/performances and to caption photos and videos
with important details

But:

- You need to post frequently (ideally, once a day) 
and interact with all comments and likes, and 
reply frequently to messages. This takes time.

- Low quality pictures/content can damage your
reputation. 



Instagram 
Very useful for visual artists. 

Allows you to upload pictures and short videos (3’’ to 15’’). 

With the right hashtags, you can be found. 

You can benefit from user-generated content (if users tag you
or use the right #) 

Permits you to show ‘the making of’ artworks, not only the 
finished works. 

Posts can be easily shared on Facebook. 

Telephone friendly. Filters can make pics interesting.

But:

- You need to post frequently (multiple times a week) and 
interact daily. It requires the ability to make visually
interesting pictures.

- User-generated content can be of poor quality



Youtube

Video-based. Good for performers, but plenty of 
opportunities for visual artists as well (events, ‘the 
making of’, etc.). 

You can organize videos in libraries and themed
playlists.

Videos can be easily shared on Facebook. 

No need for frequent posting.

But:

- Video Editing skills are necessary to turn footage
into high-quality videos. 

- Distracting advertising

- Favors short videos (3-5’ duration). For longer
videos, most viewers will not go to the end. 

https://www.youtube.com/watch?v=RSzvR8Z6A5A

https://www.youtube.com/watch?v=RSzvR8Z6A5A


Conversations, 
not monologues!

• Unlike traditional advertising on television or newspapers, where
senders share their messages and audiences have no immediate way 
to respond, social media audiences can and do reply. This is known as
‘audience engagement’.

• Engagement is desirable: by engaging in conversations with your social 
media audiences, you can remain relevant to them, have
opportunities to further share your message, and learn about your
audiences’ opinions. 

• Simple ways to measure the level of engagement are:

• Likes and shares. Most social media platforms give users the possibility to 
like and/or share content they like to their friends and contacts. Some of 
your posts might pass unnoticed, while others might be liked and even
shared by many of your followers. By learning about what works and what
does not, over time you will be able to design better online content.

• Comments. Most social media platforms give users the possibility to make
comments. You can like and respond to comments.

• Increase in followers/contacts. It is a good idea to keep an eye on the 
number of new followers that you gain every month, week or even day. 
The larger your audience, the better.

"Day 5 of #Sketch50 @sketch_50 Two People 
Talking" by Sharon Drummond is licensed under CC 
BY-NC-SA 2.0

https://www.flickr.com/photos/28085418@N07/33606475882
https://www.flickr.com/photos/28085418@N07
https://creativecommons.org/licenses/by-nc-sa/2.0/?ref=ccsearch&atype=rich


Conclusions 
Plan you distribution network beyond direct sales. 
Consider online sales – individually or through 
cooperation with other heritage businesses.

Promotion will benefit all areas of your business: it will 
increase the price clients will be willing to pay for your 
offerings and will put you in a stronger position when 
you negotiate with distributors. 

When you promote your heritage business, highlight its 
cultural value and heritage nature. In this way, you will 
improve not only your own reputation, but also the 
reputation of the cultural heritage as a whole, 
benefitting future generations. 

Tell your story – and that of your cultural heritage, 
online and every time you interact with potential clients.

Social media are changing the way people interact and 
communicate. Be there, to make your products relevant 
also for the younger generations. 


