Chapter 12: Distribution channel – lecture

Place (3th P) in marketing Mix: (place or distribution channel) 
· Location and hours 
· Have the products the customers want, 
· Where and when they want them, and in the quantities that are demanded 
Value supply chain: 
· Raw materials 
· Supplier 
· Manufacturing 
· Distribution 
· Customer 
· Consumer 
Changes and logistics are related: 
· Supply chain management (similar but different) 
· Distribution channel management 
· Logistics management 
Value/ Supply chain (fig 12-6) 
Logistics management
· Between suppliers and producers (suppliers’ network) 
· Inbound flow of raw materials and parts 
· Between producer and consumers (marketing channel) 
· Outbound flow of finished products 
Suppliers-> Producer -> consumers
· Supplier network and marketing channel make up supply chain management 
Designing distribution channels: 
· Channel Structure: 
· Direct distribution 
· Manufacturer -> consumer; ex: Avon 
· Indirect distribution 
· Manufacturer -> retailer -> consumer; ex: Ford 
· Manufacturer -> wholesaler -> retailer -> consumers; ex: Cadbury 
· Multichannel distribution 
· Refer to slide 12-9 
· Push vs. Pull Distribution strategies: 
· When developing its distribution strategy, a company may choose to use a push marketing strategy or a pull marketing strategy 
· Push marketing: 
· Manufacturer -> wholesaler/ retailer -> consumer 
· Promotional efforts directed at channel members 
· Personal selling 
· Sales promotion 
· Pull marketing: 
· Manufacturer <- wholesaler/ retailer <- Consumer 	
· Promotional efforts are directed at consumers 
· Advertising social media, store displays 
Distribution Intensity: 
· The extent to which a manufacturer relies on numerous intermediaries (ex: retailers) in each trade area to distribute its product
· Intensive distribution – stocks the product in as many outlets as possible 
· Selective distribution is the use of more then one but fewer than all of the intermediaries who are willing to carry the company’s products 
· Exclusive distribution – gives a limited number of dealers exclusive rights to distribute the company’s products in their territories 
Refer to slide 12-12 and 12-13 

Functions performed by intermediaries: 
· Transactional function
· Buying – purchase goods for resale to other intermediaries or consumers 
· Risk taking – own inventory that can become outdated 
· Promotion – promote products to attract consumes 
· Selling – transact with potential customers 
· Logistical function 
· Physical distribution – Transport goods to point of purchase 
· Risk taking – Maintain inventory and protect goods 
· Facilitating function 
· Gather information – Share competitive intelligence about customers or other channel members 
· Financing – extend credit and other financial services to consumers 

Marketing through vertical marketing systems: 
· Independent or vertical channel? 
· Independent marketing channel 
· Manufacturer 
· Wholesaler 
· Retailer 
· Consumer 
· Vertical marketing channel 
· Manufacturer 
· Wholesaler 
· Retailer 
· Consumer
Types of phases of vertical marketing systems 
· Three types or phases of vertical marketing systems: 
· Administered 
· Contractual 
· Franchise
· Corporate 
Logistics management making information flow: 
· Refer to slide 12-17 
Data warehouse 
· Refer to slide 12-18 
Logistics management: Making merchandise flow 
· Transportation – affect the pricing of products, delivery performance and conditions of the goods when they arrive 
· Ex: rail, truck, air, water, or internet 
· Warehousing and inventory management – systems track goods throughout stores, warehouses and DCs 
· Just in time systems (JIT)/ Quick response (QR) 
· Radio- frequency identification (RFID) – knowing exact product location 
· Smart shelves – placing ordered automatically 
· [bookmark: _GoBack]Logistics information management – Is the management information, including customer orders, involves, billing, inventory levels and sales data 
· Electronic data interchange (EDI) 
· Vendor- managed inventory (VMI) 
