i 2 tarriey MARKETING: The Core 5/e

e :"-. RUDELIUS

— ~

CHAPTER MANAGING

MARKETING
CHANNELS AND
SUPPLY CHAINS

: McGraw-Hill/lrwin Copyright © 2013 by The McGraw-Hill Companies, Inc. All rights reserved.




Logistics management
_‘/\\-_

o k.
_A-_
r Inbound flow of raw AL Outbound flow of L
; ‘materials and parts _ . finished products _ o
 Suppliers » Producer ————————> Consumers
L S e B4
—~
Supplier network
N
s

Supply chain management

13-

3

LOGISTICS & SUPPLY CHAIN MANAGEMENT
SUPPLY CHAIN MGMT & MKT STRATEGY

» Dell: A Responsive Supply Chain

» Wal-Mart: An Efficient Supply Chain

* Cross-docking

Walmart > < @
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ITWO CONCERTS OF | OCGISTICS
MANAGEMENT IN A SUPPLY CHAIN

Total logistics cost factors Customer service factors

Materials Dependability
handling e.md Order ( ) o
warehousing processing Time — Communication

costs costs
Transportation — Inventory
costs costs
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Stockout |
costs |
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Marketing Channels)
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Terms used for marketing intermediaries
(Channels) vary in specificity and use in
consumer and business markets

TERM DESCRIPTION

Any int diary bety manufact and end markets

Any intermediary with legal authority to act on behalf of the manufacturer

An intermediary who sells to other intermediaries, usually to retailers; term usually
applies to consumer markets

Wholesaler

Retailer An intermediary who sells to consumers

An imprecise term, usually used to describe |ntermednar|es who perform a variety of
Distributor + distribution functions, lncludlng selling, maintaining ies, ding credit, and so
on; a more common term in business markets but may also be used to refer to wholesalers

A more imprecise term than distributor that can mean the same as distributor, retailer,
wholesaler, and so forth
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Functions Performed by Intermediaries

TYPE OF FUNCTION ACTIVITIES RELATED TO FUNCTION

* Buying: Purchasing products for resale or as an agent for supply of a product

- * Selling: Contacting potential customers, promoting products, and seeking orders
Risk taking: Assuming business risks in the ownership of inventory that can become

obsolete or deteriorate

Assorting: Creating product assortments from several sources to serve customers

Storing: Assembling and protecting products at a convenient location to offer better
customer service

Sorting: Purchasing in large quantities and breaking into smaller amounts desired by
customers

Transporting: Physically moving a product to customers

Financing: Extending credit to customers

Grading: Inspecting, testing, or judging preducts, and assigning them quality grades

Facilitating function

Marketing information and research: Providing infarmation to customers and suppliers,
including competitive conditions and trends

Time utility. Place utility. Form utility. Possession utility.
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Utilities Consumers Receive
Which retailer best provides which utilities?

Saturn

www.saturn.com

Saturn dealers are famous for their “no-hassle, no-haggle”
sales policy that elimi the need for negotiati

Instead, all customers are offered the same price. Test
drives, financing, trace-ins, and leasing are all offered to
to purchase a Saturn.

i

Ralph Lauren offers the Create Your Own collection that
allows customers to create their own custom shirt by

e ey selecting from up to 15 styles, 17 shirt colors, 2 logo
W, EER [ 5 font styles, 10 logo colors, and 5 sizes.

The shirts are delivered in two weeks.

The Sports Authority is a sporting goods sup that

i provides year-reund inventory of equipment for just

HPED ority about any sport you can name. Even during the off
www.sportsauthority.com Tt I sports, equi is available at 450

Sports Authority stores.

[ utility

Place
utility

utility

utility

| Possession

14-12

CHANNEL STRUCTURE & ORGANIZATION
MARKETING CHANNELS FOR

» Direct Channel

> Indirect Channel
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Common marketing channels for consumer
offerings by the kind and number of
intermediaries

A. Producer B.Producer C.Producer D. Producer

Schwan Tovota Mars Mansar
Food Y Products
Agent
Wholesaler Wholesaler
Y Y Y
Retailer Retailer Retailer
Y Y Y Y
Consumer Consumer Consumer Consumer
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CHANNEL STRUCTURE & ORGANIZATION
ELECTRONIC MARKETING CHANNELS;
DIRECT AND MULTICHANNEL MARKETING

» Electronic Marketing Channels
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FIGURE 13-5 Consumer electronic
marketing channels are similar to those for
consumer and business offerings

Amazon.com Autobytel.com Orbitz.com Dell.com
Book Auto Commercial Dell,
publisher manufacturer airline Inc.
Amazon.com Autobytel Orbitz
(virtual retailer) (virtual broker) (virtual agent)

Y Y Y Y
D Gl (D &
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FIGURE 13-6 Three types of vertical
marketing systems: corporate, contractual
(most popular), and administered

Corporate vertical Administered vertical
marketing system marketing system
(Polo/Ralph Lauren) (Procter & Gamble)

Manufacturer- Manufacturer- Service- Service-
sponsored retail sponsored wholesale sponsored retail sponsored
franchise system franchise system franchise syst franchi

(Ford) (Pepsi Cola) (Holiday Inn) (H&R Blo,ckj
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() CHANNEL CHOICE AND MANAGEMENT
CHANNEL CHOICE CONSIDERATIONS

» 1) Target Market Coverage
(Density)

e |Intensive Distribution

 Exclusive Distribution Gucci

» Selective Distribution
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(o) CHANNEL CHOICE AND MANAGEMENT
CHANNEL CHOICE CONSIDERATIONS

» 2) Satisfying Buyer
Requirements

e Information  Convenience

* Variety * Pre- or Post-Sale

, . Service
» 3) Profitability
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USING MARKETING DASHBOARDS

Channel Sales and Profit (% of total) Annual Percentage Change
in Sales by Channel

Channel  [WiSales [ Profit 3%

Furniture Store : 2%

Independent i [“ =

Furniture Stores 0%

-1%
Department ‘07 '08 '0% '07 ‘08 ‘0% '07 '08 '0%
Store Chains Furniture Independent Department
Store Furniture Store
Chains Stores Chains.
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[ LOGISTICS & SUPPLY CHAIN MANAGEMENT ]

KEY CONCEPTS
» Logistics » Supply Chain
> Logistics » Supply Chain
Management Management
« Customer * The Automotive
Requirements Supply Chain
» Cost-Effective Flow

e Customer Service
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Relating logistics management and supply
chain management to supplier networks and
marketing channels

Logistics management
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VIDEO CASE 12

AMAZON: DELIVERING THE
GOODS...MILLIONS OF TIMES A DAY
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