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Two ways retailers add value to the marketing system 
Service delivery: customers are more likely to continuously buy products from a given retailer and become loyal over time when offered a better experience of service than from competitors. Retailers always ensure that they meet and exceed the customers’ expectations through proper training of staffs, both new and existing, on customer care services (Liu et al. 2018). Retailers reward customer’s loyalty by encouraging them to join loyalty programs and provide perks.
Expertise: retailers offering expert advices are more likely to attract more customers to themselves unlike where a customer receives no advice or is buying from a faceless company. This transforms the relationship between customer and retailer from being just transactional to something deeper, and it builds preference of the said business and product or services over a competitor.
Two ways wholesalers add value to the marketing system 
[bookmark: _GoBack]Breaking bulk: wholesalers obtain products in large quantities and break them into smaller units which are easy for retailers to purchase. The wholesalers do resale of goods as a whole without doing any transformation (Britannica, n.d.). One may be willing to stock electronics but cannot afford a whole truck of radios. Therefore, the wholesaler offers the retailer a chance to acquire assorted products of electronics and other merchandise
Taking title of goods: the wholesalers own goods until they are bought by other sellers. This makes wholesalers assume a big deal of risk for the companies which trickles down the channel of marketing. For example, an electronic can become obsolete or stolen or damaged during shipment, and the wholesaler end up shouldering the whole loss.
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