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Configurations of business strategy and marketing channels

for e-commerce and traditional retail formats: A Qualitative

Comparison Analysis (QCA) in sporting goods retailing
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6.2. Conclusions and limitations

Our investigation points out the importance of finding certain
niches and of choosing appropriate marketing channels to be
profitable. For brick and mortars, it is not the retail format on its
own that is important for being profitable, but how a firm within
this category positions itself on the market or which marketing
channels it chooses. The same logic applies to pure click retailers’
growth. Furthermore, and contrary to our expectations, it seems
that online types of marketing have also become an important
(effective) marketing channel for traditional businesses with
physical stores. These results contribute to retail research and
should also be informative as guidelines for retailers as they seek
to develop their business in terms of linking their retail format and
chosen strategy with appropriate marketing channels. Our results
indicate that it is important for managers to choose the right type
of channels based on the kind of retail firm that is to be marketed,
and that there is no single right solution of channels suiting all
retailers. Rather, the appropriate choice of marketing channels and
retail format is largely a consequence of the business strategy and
the retail firm's priority objectives, growth or profit.
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