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1. Introduction 

According to the IMF, Asia will account for 60 percent of global growth in 2025 and 2026. The region’s 
resilience comes amidst economic uncertainty elsewhere. Even with significant opportunities currently 
available across a wide range of industries, firms continue to overlook Asia. 
 
The biggest obstacle is sales. In some cases, companies are working with large, well-known partners 
but haven’t recorded a single deal. In other cases, firms exploring entry into new markets are unsure if 
there is demand for their product. 
 
This is made more challenging in Asia, where different cultures, languages and business approaches 
create an extra layer of complexity to proceedings. In fact, one of the most common mistakes we see 
businesses make is treating Asia as a single market. 
 
When a company does decide to enter or expand in Asia, the decision is made because they are either 
following key customers or through networking. These methods can work, but more often than not 
produce unsatisfactory results. 
 
Winning deals and finding business success in Asia go well beyond identifying potential partners and 
signing distribution agreements. It demands businesses know potential markets for themselves, have 
confirmed their offering meets all local requirements and are truly prepared to manage channel sales. 
 
While it may seem overwhelming on the surface, the alternatives are a time-consuming and resource-
intensive market entry initiative likely to fail or missing out on significant opportunities in growing 
markets. 
 
This whitepaper from Asian Insiders provides insights into how businesses can find the right markets, 
avoid common mistakes and ultimately win deals in Asia. Success is obtainable, but following the 
structured approach we have laid out significantly improves the chances of that happening. 
 
From all of our partners and associate partners, we hope you find it informative. Should you wish to 
know more about this process, including some of our proprietary market entry services, please get in 
touch. 
 
 
Jari Hietala 
Founder and Managing Partner, Asian Insiders 
jari.hietala@asianinsiders.com  
  

mailto:jari.hietala@asianinsiders.com
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2. Background  

“We have the best possible partner in this market. It is one of the biggest players in the business 
and operates across Asia. However, no sales have materialised so far.” 
 
Does this statement sound familiar to you? For us at Asian Insiders, this is very often the starting point 
with new clients: a new channel partner has been identified, but sales performance remains below 
expectations. Channel sales are always challenging, but there are several best practices and working 
methods we would like to share with you. The main challenge in channel sales is winning deals in Asia 
together with your partners. Finding the right partners is, in fact, considerably easier. 
 
One of the greatest benefits of working as a consultant in this field is continuous learning. We learn 
every day alongside our clients. It is quite remarkable to observe that the steps a company must take to 
succeed in Asia are largely the same, regardless of the products or services involved. At Asian Insiders, 
we aim to leverage our insights and experience for the benefit of our clients, as our sole focus is on 
creating success and delivering a positive impact on their businesses. 
 
 

3. Validating your market match 

Before addressing the challenges of channel sales, let us take a step back. I would like to begin by 
reflecting on two fundamental questions. First: is Asia the right market for your products or services? 
Second: where in Asia are the conditions most favourable for your offering? There are several ways to 
approach these questions. Some answers are fact-based, while others are, shall we say, driven more by 
intuition. The encouraging news is that there is no need to rely on guesswork. The suitability and 
competitiveness of your offering can be assessed systematically, and markets can be ranked according 
to their specific potential and attractiveness for your products — based on your products or offering 
rather than general macroeconomic indicators. 
 
Many Asian economies have ranked among the fastest-growing in the world for several decades. 
ASEAN is currently one of the most dynamic economic regions globally. Nevertheless, many companies 
in Europe and North America continue to question whether they should enter Asian markets at all. 
Their business with Asian customers may have been sporadic or opportunistic at best. The focus often 
remains on nearby markets, where perceived risks appear more manageable. Some organisations 
exclude Asia from their strategic priorities altogether, choosing instead to allocate limited resources to 
core markets — typically within their own geographical region, such as Europe. The critical question for 
such companies is how long an internationally operating business can afford to remain absent from 
the world’s fastest-growing markets. 
 
At Asian Insiders, we advocate professional curiosity and open-minded thinking at senior management 
level. As noted earlier, there is no need for speculation regarding Asia’s relevance to your company. 
Market opportunities can be evaluated systematically before any significant entry investments are 
required. By taking the right steps from the outset, companies can substantially improve their ability to 
secure new business and win deals across Asian markets. 
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3.1. Case example 

Allow me to present a real case example. For reasons of confidentiality, company names have been 
omitted. The company in question is a leading European manufacturer of devices and equipment for 
environmental protection and energy efficiency. It operates globally, including across Asia. In this 
particular instance, however, the targeted customer segment fell outside the company’s core business 
area. Reaching these customers required the establishment of an external sales channel. 
 
When we first engaged with the company, senior management questioned whether Asia was the right 
market for this initiative. In one of the selected target markets, the company had previously attempted 
— on two separate occasions — to appoint a distributor. Both attempts had failed. As a result, 
considerable doubt had emerged regarding the market potential and the overall product–market fit in 
that country. Based on our sector experience, we believed strongly that the market represented a 
significant opportunity for our client. A structured collaboration was subsequently initiated with the 
objective of securing a successful market entry. 
 
The first phase of the engagement was a Market Test Drive (one of Asian Insiders’ proprietary service 
concepts – see more here: https://asianinsiders.com/service/asian-market-expansion/). The central 
element of this approach is joint visits to selected end customers. In total, approximately twelve high-
value meetings were arranged with carefully identified prospective end-customer organisations. In 
preparation for these meetings, a compelling value proposition was developed, clearly articulating the 
tangible benefits for customers. This value proposition formed the basis of the discussions and was 
supported by a structured questionnaire aligned with the Market Test Drive methodology. 
 
In summary, the outcome of the initiative was highly positive. The market opportunity was verified as 
attractive, and the product’s suitability for the specific market was assessed as excellent. The 
addressable market size was also estimated to be substantial, using our established analytical 
methods. Following these results, the project progressed to the channel development phase which is 
one of Asian Insiders’ service concepts. The key component of this service is joint end-customer visits. 
Altogether some 12 high value visits to the most interesting potential end customer companies were 
arranged. The primary objective of these meetings was to gain a thorough understanding of how 
customers actually make purchasing decisions: who influences the selection of technologies and 
project specifications, how vendors are chosen, which channels customers use in different investment 
contexts and which suppliers might serve as preferred partners for our client. 
 
This insight was subsequently used to design a competitive channel strategy and operating model, 
forming a solid foundation for the partner search process. Ultimately, six qualified partner candidates 
were identified and presented to the client. 
 
To cut a long story short, the key outcome of the work was really positive. The market opportunity was 
verified to be very attractive and the suitability of the product for this particular market was excellent. 
The addressable market size was also estimated to be substantial, using our proven and accurate 
methods. Finally, the most suitable available channel partners were appointed, and the first deals were 
secured within a relatively short timeframe. 
 
  

https://asianinsiders.com/service/asian-market-expansion/
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3.2. Conclusions 

This case illustrates one of the core principles underlying Asian Insiders’ approach: close collaboration 
with our clients. We conduct visits to prospective customers jointly, ensuring direct engagement with 
the market from the outset. In many Asian markets, arranging meetings with potential customers can 
be challenging without established local access and trusted networks. Through our local presence and 
extensive experience across the region’s major markets, we are typically able to secure meetings at the 
appropriate level and open the necessary doors. Our approach combines proven methodologies with 
strong local networks. While we do not position ourselves as technical experts, our clients possess deep 
knowledge of their own products and industries. By combining their technical expertise with our 
market insight and access, we create a highly effective partnership. Together, this enables us to deliver 
excellent results. 
 
 

4. How to choose the best markets? 

Focusing on the right markets is a prerequisite for 
winning business in Asia. Validated methodologies 
exist to assess the suitability and competitiveness of 
your products or services, and we strongly recommend 
using them before committing to market expansion. 
Entering new markets represents a significant 
investment; a professional and structured reality check 
is therefore essential. Asian Insiders’ “Market Test 
Drive” service concept has been specifically designed 
for this purpose. See further here: 
https://asianinsiders.com/our-services/market-entry/ 
 
In practice, the selection of target markets often occurs 
in less structured ways. Companies frequently follow 
key customers as they expand into new countries. For 
example, many organisations have entered the 
Chinese market in order to retain important customers 
that have established manufacturing facilities there. 
 
Another common route into new markets is through 
personal contacts, often initiated at trade fairs. A 
prospective channel partner may approach your stand 
expressing interest in representing your company in 
their home market, and a partnership is subsequently formed. Occasionally, such situations lead to 
success. The partner who approaches you may indeed be the right one, and business develops 
smoothly. More often, however, this is not the case. Companies must understand which channels are 
required to reach their target customers and proactively identify the most suitable partners within 
those channels. These challenges will be addressed in greater detail later in this article. 
Asian markets differ significantly from one another. There are very few common denominators. At one 
end of the spectrum is Singapore, with one of the highest income levels in the world, a highly educated 
population, minimal corruption, widespread use of English and a transparent regulatory environment. 
At the other end are markets such as Myanmar, where economic structures, income levels and 

Figure 1: It is not about finding channel partners – the real 
challenge in successful channel sales is to win deals. 

We have the best possible 
partner; it is one of the biggest 
players in the business and it is 

operating all over Asia. 
However, very little sales have 

materialised so far 

The usual story? 

https://asianinsiders.com/our-services/market-entry/
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institutional frameworks are markedly different. Across the region, there is wide variation in languages, 
religions, political systems, levels of education, industrial structures and degrees of market maturity. 
There is, therefore, no such thing as “the Asian market”. It is a diverse and heterogeneous collection of 
countries and economies. Consequently, there is no universal answer to the question of which markets 
are most attractive for a given company. Market selection cannot be based solely on theoretical market 
size. Macro-level economic indicators such as GDP, economic growth or population figures are never 
sufficient on their own to determine where the most compelling opportunities exist for your specific 
products or services. 
 
 

4.1. Asian Insiders “Best Markets”- concept 

At Asian Insiders, we advocate a systematic and analytical approach. It is entirely possible to identify 
the most attractive markets in Asia for any given product or service — and the same principle applies 
globally. There is no need to rely on guesswork or adopt a trial-and-error approach. 
 
While addressable market size is one important dimension of the analysis, a range of product- or 
service-specific factors ultimately determine the attractiveness of any particular market. These typically 
include the level of competition, local laws and regulations, regulatory intervention, prevailing price 
levels, suitability of the technology or offering, applicable standards, availability of competent business 
partners, cultural factors, corruption levels, ownership restrictions and readiness to adopt new 
technologies.  

 
A third key dimension in our framework is the market development stage. This assesses whether a 
market is embryonic, emerging, growing or mature from the perspective of your specific product or 
service. The required market entry strategy differs significantly depending on whether you are entering 
a market that is still developing or one that is already mature and characterised by established 

Figure 2: Comparison of markets based on Asian Insiders “Best Markets”- concept 
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competitors. How is this analysis conducted? The process begins with a structured workshop involving 
our client’s management and/or sales team. Together, we define the criteria used to evaluate market 
attractiveness, market size and market development stage for the relevant products or services. One of 
the key benefits of this approach is alignment. It brings together the perspectives of key stakeholders 
and reduces the influence of subjective, non-fact-based opinions. 
 
The result is a structured and objective comparison of the selected markets. This enables companies to 
prioritise markets clearly and make informed “go/no-go” decisions. Importantly, this is neither an overly 
complex nor an excessively costly in-depth market study. Rather, the Best Markets approach is 
designed to ensure that market entry and development investments are focused where they are most 
likely to generate sustainable returns. A typical outcome of such an analysis is illustrated in the figure 
above. 
 
 

5. Channel Sales Challenges 

I have personally been involved in 
hundreds of assignments focused on 
identifying distributors, agents, 
importers, system integrators and other 
types of channel partners. In every case, 
we have been able to identify suitable 
candidates in line with our clients’ 
defined criteria and requirements. Our 
clients have consistently expressed 
strong satisfaction with the quality of 
our work. 
 
However, I have also been involved in 
numerous assignments where, despite 
the successful appointment of qualified 
channel partners, sales results 
ultimately remained limited. This led to 
an important realisation: identifying channel partners is not, in itself, the primary challenge. 
 
The fundamental question is what it truly takes to win business in Asian markets. Only once this has 
been clearly understood can companies design an effective channel concept and engage the right 
partners in all the required channels. 
 
Several years ago, this recurring pattern became a significant concern. Why did clients so often fall 
short of their sales targets despite having secured seemingly capable partners? Where was the 
underlying issue? We decided to examine the matter thoroughly. A substantial number of best practice 
cases from around the world were collected and analysed to deepen our internal understanding. In 
addition, we participated in specialised training programmes in channel management offered by 
leading management institutions. This enabled us to strengthen our theoretical foundation and gain 
insight into how leading global companies structure and manage their channel sales. The lessons 
learned through this process are now embedded in Asian Insiders’ proprietary methodologies, which 
will be discussed in greater detail in the final section of this paper. 

”Do you think they can find a 
distributor for us in China?” 

”We met this company at a trade 
fair. They are very interested in our 

products” 

Figure 3: It is not about finding the channel partner 
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5.1. When do companies need external sales channels? 

Sales channels are typically required when: 
• Sales volumes need to be accelerated 
• Local customer support is essential 
• In-depth knowledge of local business practices and regulatory frameworks is required 
• Established contacts and networks within target end-customer segments are necessary 
• Establishing a wholly owned sales operation would be cost-prohibitive 
• Customers require a complementary product portfolio 
 
This may sound somewhat blunt, but in the interest of honesty, it is striking how poorly prepared many 
companies are to develop and manage their channel sales effectively. From a purely commercial 
perspective, I should not complain — this reality creates ongoing demand for our services. 
Nevertheless, it remains difficult to understand, given that channel sales is arguably the most widely 
used route to market globally across industries. Allow me to outline some of the most common 
challenges. 
 
 

5.2. Luck or systematic approach? 

In many cases, partnerships with new channel partners originate by coincidence — for example, 
through an encounter at a trade fair — rather than as the result of a structured and deliberate process. 
The most suitable partners are unlikely to be waiting passively to represent your products. In practice, 
companies often need to conduct thorough research, proactively identify potential candidates and 
make a compelling case for collaboration. The largest and most prominent company in a given market 
may appear attractive on paper. However, there is a significant risk that your brand becomes just one 
among hundreds in its portfolio, receiving limited focus and commitment. 
 
A clearly defined Channel Partner Value Proposition is therefore essential. It should: 
• Demonstrate a clear understanding of the local market opportunity, including the realistic share 

that can be captured together with the partner 
• Explain how your offering complements the partner’s existing portfolio and creates incremental 

business opportunities 
• Define the operating model between you and the partner — what we refer to as the “Channel 

Concept” 
• Include credible sales projections and clearly defined investment commitments from both parties 
• Outline how potential channel conflicts will be managed 
• Describe the profile of the ideal partner 
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5.3. Does your partner “see” the full potential of your products? 

In many cases, a single partner is unable to capture the full potential of a market. Industrial equipment, 
for example, is often used across multiple applications and diverse industry sectors. A channel partner 
may lack either the technical competence or the commercial resources to effectively address all of the 
segments defined in your market strategy. 
 
Furthermore, large corporations in Asia frequently prefer to deal directly with manufacturers, without 
intermediaries. In such cases, a channel partner may not be regarded as a credible alternative. 
Whether preferred or not, accessing major blue-chip customers often requires a dedicated Key Account 
approach. Under this model, the manufacturer manages selected named accounts directly, while 
channel partners focus on the broader market. 
 
In certain countries, linguistic and cultural diversity can make nationwide coverage through a single 
partner particularly challenging. China, India and Japan are prominent examples. In Japan, for instance, 
many companies operate through layered structures involving agents and sub-agents in order to 
achieve adequate market reach. 
 
Trust also plays a central role in many Asian business environments. Companies often prefer to engage 
with individuals and organisations within established “circles of trust”. If your channel partner lacks 
established relationships within your defined target segments, achieving market penetration becomes 
significantly more difficult. The challenge, however, is that partners rarely disclose such limitations 
during the initial discussions. 
 
Ultimately, it is the end customer who determines how and through which channel they prefer to 
purchase — whether from you or from your competitors. Your responsibility is to deploy the 
appropriate channels and collaborate with the most suitable partners within each. Given these 
structural and behavioural complexities, many companies ultimately operate hybrid channel models 
alongside their own direct sales teams. 
 
 

5.4. Agility or lack of action? 

Companies frequently allow underperforming channel partners to remain in place for far too long. 
Concerns about potential legal consequences or negative market reactions may discourage decisive 
action. An underperforming partner will often provide filtered or biased market information to its 
principal in order to delay or prevent corrective measures. For this reason, it is essential that you, as 
the principal, remain firmly in control. You must stay close to the market, maintain independent 
visibility and develop sufficient first-hand knowledge rather than relying solely on information provided 
by your partners. Ultimately, the critical question is this: who is truly managing your business in the 
market — you or your partner? 
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5.5. Sales funnel management missing? 

Is your partner genuinely professional in its sales management? Can you be confident that it actively 
targets both prospective and existing customers in alignment with your agreed strategy? If your partner 
represents multiple principals and your products account for only a small share of its portfolio — for 
example, 10 percent — you are likely to receive a similar proportion of its attention. Its strategic 
priorities may not align fully with yours. Many principals attempt to drive performance by repeatedly 
requesting sales forecasts. While this may create a degree of pressure, it does little to provide 
meaningful support. What is required instead is a jointly defined and actively managed sales funnel 
process, with clearly agreed milestone targets. When establishing such a system, both parties should 
agree on measurable milestones and review progress on a regular basis. With structured follow-up and 
shared accountability, improved sales performance and increased deal success in Asian markets 
become realistic expectations. 
 
In addition, a range of digital collaboration platforms and partner management tools are available to 
support target setting, pipeline tracking and performance monitoring in real time. When properly 
implemented, these tools enhance transparency and strengthen the working relationship between 
principal and partner. 
 
 

5.6. Regional Partner or Country Expert? 

Channel partners may sometimes seek to represent your products across multiple countries or 
territories. In Asia, this is a particularly common phenomenon — and for principals, it can represent a 
significant strategic risk. There are several reasons for this. Asia is culturally, geographically and 
demographically diverse, with substantial variation in languages, business practices and regulatory 
environments. It is a region where personal relationships and trusted networks are of critical 
importance. Success is typically built on a country-by-country basis. A regionally appointed partner that 
lacks dedicated local resources and established networks within each individual market is rarely the 
most effective route to market. Without genuine in-country presence and commitment, performance is 
often limited. 
 
 

5.7. Channel Management competence missing? 

Sales channel management is not inherently complex, but it does require specific competencies to be 
executed effectively. In the B2B environment — particularly among SMEs — responsibility for managing 
channel partners is often assigned to technically oriented sales personnel alongside their regular sales 
duties. However, developing and managing sales channels is not primarily a technical task. It is 
fundamentally a business development and sales management discipline. It requires structured 
processes, commercial insight and consistent performance follow-up. With the appropriate tools, 
clearly defined operating models and targeted training, professional sales channel management can be 
successfully implemented in virtually any organisation. 
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5.8. Unclear Channel strategy and lack of transparency? 

Defining and communicating your channel strategy in a clear and transparent manner to your partners 
is one of the cornerstones of effective channel management. If you occasionally compete with your 
partner through direct sales, or if two partners pursue the same opportunity, channel conflict is likely 
to arise. The critical factor in such situations is clarity. You must have a well-defined policy outlining 
how these scenarios will be handled, and this policy must be communicated openly to all partners in 
advance. There should be no ambiguity, no grey areas and no hidden agendas. 
 
 

6. Solutions to Channel Development 

I would like to conclude this article by outlining an ideal step-by-step approach to market entry through 
channel partners. At the same time, this serves as a chronological checklist of the key prerequisites for 
achieving success in Asian markets. 
 
 

6.1. Strategic Recommendations Test Drive your offering 

It all begins with a competitive offering. To win business in 
Asia, you must have an offering with distinctive features 
that deliver clear added value to your prospective end 
customers. You need to understand whether your 
products meet local requirements in the chosen markets, 
whether their features and characteristics are relevant and 
valued by customers, and whether your pricing is 
competitive. 
 
We recommend testing and validating your products or 
services against the needs and expectations of potential 
end customers before committing to time-consuming and 
resource-intensive market entry initiatives. See an example 
of a multi-country Market Test Drive here: 
https://asianinsiders.com/portfolio/market-test-drive/.  
 
 

6.2. Find the Best Markets 

Select the most attractive markets for your Asian expansion based on objective facts. This aligns closely 
with the previous step of validating your competitiveness in each market. Intuition alone is not a 
reliable guide. Nor should you enter markets simply because others appear to be doing so. At Asian 
Insiders, we apply proven methodologies to ensure that market selection is conducted in a structured 
and professional manner. 
  

“How do you manage your 
sales and marketing in 

Japan?” 

”Our distributor 
takes care of it” 

Figure 4: Do you leave it all to your channel partner? You 
should not! 

https://asianinsiders.com/portfolio/market-test-drive/
https://asianinsiders.com/portfolio/market-test-drive/
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6.3. Learn to know your markets 

Study your selected market thoroughly. Do not rely solely on your channel partner for market insight. 
At Asian Insiders, we conduct comprehensive research to build deep market understanding for our 
clients. Our work extends beyond desk research; it is primarily based on meetings and interviews with 
potential end customers, industry experts and opinion leaders, supported by our proprietary 
methodologies. 
 
Our research typically includes quantifying the market opportunity, analysing market structure and 
growth prospects, assessing the competitive landscape, understanding purchasing behaviour and 
evaluating localisation requirements. In addition, we examine the broader business ecosystem, map 
end customers across relevant segments and assess the role of regulatory authorities. 
 
A key focus area is the identification of targeted end customers, as this information forms a critical 
foundation for subsequent Sales Funnel Management and the Joint Market Development Plan. 
 
 

7. Channel Strategy and Channel Concept 

Design your Channel Strategy and Channel Concept as the foundation for market entry and 
subsequent channel development. The Channel Concept defines how you intend to operate in the 
market together with your partners and sets the framework for roles, responsibilities and performance 
expectations. Its main elements include: 
 
Designing Channel Deliverables  
• A Channel Concept must be based on the needs and expectations of different end-customer 

segments across the entire purchase–delivery–usage–after-sales life cycle. 
• Particular emphasis should be placed on understanding how customers make purchasing 

decisions and which activities — or channel deliverables — must be performed to persuade them 
to choose your offering rather than that of a competitor. For this purpose, Asian Insiders typically 
applies the well-established behavioural model AIDA (Attention–Interest–Desire–Action). 

• The sales process can be viewed as a sequence of target-driven communication activities designed 
to lead the buyer towards placing an order — in other words, towards action. A critical question is 
how to make the purchasing process as simple and straightforward as possible for the end 
customer. 

• For a customer to select your product, it must first be perceived as the preferred option — creating 
desire. This requires clearly defined activities from both you and your channel partner to build 
preference. 

• Preference can only be achieved once genuine interest has been established. This involves 
targeted actions by both principal and partner to generate engagement with your offering. 

• The first step, however, is awareness. Potential customers must become aware of your offering 
before they can develop interest or preference. This requires structured and deliberate activities 
carried out jointly by you and your channel partner. 

• By analysing purchasing behaviour through Asian Insiders’ methodology, it becomes possible to 
define the necessary channel deliverables and required actions at each stage of the process, 
clearly allocating responsibilities between the channel partner and the principal. 
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Designing the Ideal Partner Profile 
It is not sufficient to simply define standard partner selection criteria. You must clearly understand 
which activities need to be executed in order to win business together with your partner, as outlined in 
the previous section. In many cases, your channel partner will need to develop a deeper understanding 
of your customers’ expectations and purchasing behaviour. 
• The partner’s size and financial strength 
• The partner’s business strategy and long-term direction 
• The partner’s existing product portfolio and its compatibility with your offering 
• Market knowledge and understanding of relevant customer segments 
• People and cultural fit, including communication style and transparency 
• References and market reputation 
• The partner’s willingness and commitment to operate in line with your strategy and Channel 

Concept 
• Ultimately, success is shared — you either win or lose new business together. 
 
Designing a Channel Partner Value Proposition 
• Securing the attention of the most capable channel partner candidates is rarely straightforward, as 

they typically already represent other principals. To engage them effectively, a compelling value 
proposition is essential. 

• At Asian Insiders, we support the development of a Channel Partner Value Proposition that clearly 
defines the commercial opportunity for the partner — including the realistic revenue and profit 
potential. We help you build this understanding based on structured market insight. As 
emphasised earlier, the principal must possess independent knowledge of the target market 
rather than relying solely on information provided by the partner. 

• The Channel Partner Value Proposition should: 
• Describe your market approach and overall offering 
• Define the required actions (channel deliverables) from both the partner and your company 
• Clearly articulate the benefits for the partner 
• Explain why your company represents the most attractive principal for collaboration 
• Set out your expectations of the partner 
• Outline how you will support the partner in achieving agreed objectives 

 
Channel Strategy 
Which channels must you deploy in order to reach your defined target customers across relevant 
industry segments and geographies? In many cases, a presence in multiple channels will be required. A 
single distributor, for example, may not have the capability or reach to serve all industry sectors 
effectively. Ultimately, it is your customers who decide which purchasing channel they prefer to use. 
Your responsibility is to ensure that you are represented in those preferred channels. Possible options 
include: 
• Direct sales to Key Accounts (including online sales). Many large blue-chip companies apply this 

model as a global policy. Agents may be engaged to represent you locally, but contractual 
agreements and commercial terms are managed directly between you and the customer. In some 
cases, customers require local or at least regional presence to meet service and support 
expectations. 

• Agents. In certain Asian markets, agents are necessary due to language requirements, local 
business practices or regulatory considerations. 
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• Distributors or dealers. This is the most commonly used channel structure. In some cases, multiple 
distributors are required to achieve adequate coverage across industry segments, geographical 
areas or linguistic regions. 

• OEMs, system integrators or package builders. 
• A combination of the above channel structures, forming a hybrid model aligned with customer 

preferences and market requirements. 
 
The Joint Market Development Plan Template:– why and what’s in it? 

 
• Secure partner commitment to shared objectives and develop a joint strategy defining the 

required channel deliverables and concrete actions within selected market segments and towards 
predefined target customers. This again presupposes that you, as the principal, possess solid 
market knowledge before initiating the partner search process. 

• Ensure that both parties share a common vision of the partnership, including clear agreement on 
terms, objectives, responsibilities and actions. 

• Confirm that all necessary activities are identified and addressed to enable actual sales to 
materialise. 

• Prepare a concise, documented, actionable and measurable plan that is clearly understood, 
formally agreed and actively supported by both parties. 

• Both parties should formally approve the plan. This sign-off represents a mutual commitment to 
allocate resources and pursue agreed targets and actions. 

• Ongoing follow-up and collaboration with channel partners can be supported through digital tools. 
Asian Insiders recommends “The Rudolf”, a dedicated digital platform for channel management 
and partner collaboration. 

Figure 5: Joint Market Development Plan Table of Content 
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Figure 6: Example of roles and responsibilities between the principal and channel partners 

Figure 7:  Sales Funnel Management 
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Find and engage best possible channel partners 
This stage represents the visible tip of the iceberg. While identifying competent and motivated channel 
partners is naturally critical, it is often the most straightforward part of the overall process. When the 
preceding preparatory phases have been conducted thoroughly and professionally, securing and 
engaging the most suitable available partners typically becomes significantly easier. 
 
When reviewing Asian Insiders’ systematic process — which culminates in the appointment of channel 
partners — it becomes clear that the approach itself is not complex: 
• You already possess in-depth knowledge of the market. 
• Your offering is aligned with the needs of the defined target segments. 
• The appropriate channels have been designed to deliver your offering effectively to those 

segments. 
• You understand the market potential — both for your company and for your partner. 
• You have a clear plan for capturing your targeted share of the market. 
• You have developed a compelling Value Proposition for the partner. 
• The necessary tools, processes and management structures are already in place to support and 

control the sales execution effectively. 
 
The probability of succeeding and winning business in Asian markets is significantly higher when 
following this structured approach, compared with the more traditional method of simply focusing on 
identifying and appointing channel partners. 
 
The fundamental question is this: what must you do in a given market to generate more sales? 
Developing and managing sales channels involves far more than searching for potential partners and 
signing distribution agreements. Professional channel management should be viewed as a strategic 
opportunity to differentiate from competitors, strengthen competitiveness, shorten time to market and 
increase revenues. 
 
Building a customer intimacy strategy — delivering solutions tailored to specific customer needs 
through carefully designed and individually structured channels — is, for most companies, more 
achievable and more sustainable than competing solely on price or technology. 
 
One example of Asian Insiders’ channel development work can be found here: 
https://asianinsiders.com/portfolio/opening-business-for-another-division-for-multi-industry-company/.  
 
  

https://asianinsiders.com/portfolio/opening-business-for-another-division-for-multi-industry-company/
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8. About Asian Insiders 

Asian Insiders is an Asia-Wide Market Entry and Business Development network of in-country business 
experts providing the inside track to entering and succeeding in business in Asia. Each Asian Insiders’ 
member partner has a long-standing record of engagement within their territory, allowing an extensive 
in-country network amongst local business leaders, industry experts and government officials. 
Collectively, Asian Insiders has completed 1,000+ projects for client companies ranging from start-ups 
to global conglomerates from all over the world. 
 
Asian Insiders offers comprehensive, consistent advisory support across most Asian markets. 
Supporting market feasibility and investigation, strategy development and implementation, channel 
development and improving market penetration for sustainable business success. 
 
Considering entering Asia? 
• Take our Readiness Check to see if you’re prepared to enter Asia by clicking here. 
• You can schedule a no-obligation call with Jari Hietala, Managing Partner: 

jari.hietala@asianinsiders.com 

https://asianinsiders.com/our-services/readiness-check/
mailto:jari.hietala@asianinsiders.com

