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Chapter Twelve

Marketing Channels: Delivering
Customer Value




Channel Design Decisions

Analyzing
consumer
needs

Setting
channel
objectives

|dentifying
major
channel
alternatives

Evaluation
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Channel Design Decisions
Setting Channel Objectives

Targeted levels of customer service
What segments to serve
Best channels to use

ES OF

) Marketing

Minimizing the cost of meeting customer service
requirements
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Channel Design Decisions
Identifying Major Alternatives

e Types of intermediaries
e Number of marketing intermediaries
e Responsibilities of channel members
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Channel Design Decisions

Identifying Major Alternatives

Intensive distribution
« Candy and toothpaste

Exclusive distribution

« Luxury automobiles and prestige
clothing
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Selective distribution

 Television and home appliance
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Channel Design Decisions

Evaluating the Major Alternatives

Each alternative should
be evaluated against:

— Economic criteria
— Control
— Adaptive criteria
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Channel Design Decisions

Designing International Distribution Channels

e Channel systems
can vary from
country to country

e Must be able to
adapt channel
strategies to the
existing structures
within each country
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Channel Management Decisions

Selecting §| Managing J| Motivating j| Evaluating

channel channel
members members

channel channel
members members

Marketing
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Public Policy and Distribution
Decisions

Exclusive distribution is when the seller allows only
certain outlets to carry its products

Exclusive dealing is when the seller requires that
the sellers not handle competitor’s products

Exclusive territorial agreements are where 0 2
producer or seller limit territory §
Tying agreements are agreements where the dealer :G
must take most or all of the line L 2>
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Marketing Logistics and
Supply Chain Management

Nature and Importance of Marketing
Logistics
Marketing logistics (physical
distribution) involves planning,
implementing, and controlling
the physical flow of goods,
services, and related
information from points of
origin to points of consumption
to meet consumer
requirements at a profit

| Marketing




Marketing Logistics and
Supply Chain Management

Nature and Importance of Marketing Logistics

Inbound Outbound
logistics logistics

Suppliers ﬁ Company q Resellers | q Customers

t T 1

Reverse logistics
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Marketing Logistics and
Supply Chain Management

Nature and Importance of Marketing Logistics

Supply chain management is the process of
managing upstream and downstream value-
added flows of materials, final goods, and
related information among suppliers, the
company, resellers, and final consumers
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Marketing Logistics and
Supply Chain Management

Major Logistics Functions

Inventory

Warehousing management
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Logistics

Information
management

Transportation
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Marketing Logistics and
Supply Chain Management

Warehousing Decisions

How many

What types
Location
Distribution centers
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Marketing Logistics and
Supply Chain Management

Inventory Management

e Just-in-time systems
e RFID

— Knowing exact product location

e Smart shelves
— Placing orders automatically
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Marketing Logistics and
Supply Chain Management

Major Logistics Functions

Transportation affects the pricing

f d d I .
O p ro u Cts’ e |Ve ry Everything we know about you
goes into everything we do for you.
. . In business, you deserve people devoted to your success, Pecple who are proactive about cuitomer care, Not reactive.
People like the Roadway Customer Care Team. We focus on your specific needs. We're intensely committed to you and the
errormance, and condaition o O e S o Wt o e
’ simple, smart and effective. And that makes everything better for you. Visit readway.com or call 888-550-9800.

Roadway
your way.

the goods when they arrive
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Marketing Logistics and
Supply Chain Management

Logistics Information Management

Logistics information management is the
management of the flow of information,
including customer orders, billing, inventory
levels, and customer data

e EDI (electronic data interchange)
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e VMI (vendor-managed inventory)
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Marketing Logistics and
Supply Chain Management

Integrated Logistics Management

E ‘ SOLUTIONS INDUSTRIES NEWS & EVENTS LIBRARY ‘COMPANY SUPPORT 'Coﬂh:i Login

Integrated logistics management 7 —
is the recognition that providing '@ " e

The Collaboration to
The Visibility to

customer service and trimming

el S improvements in supply chain visibiliy, demand, inventory and
Planning Planning replenishment management, sales and operations planning (S&OP),
supply and inventory optimization, manufacturing planning and

distribution costs requires ,

Transportation i
| and Logistics | As a result, you can more profitably satisfy customer demand — and
\ stay in the winner’s circle — by getting the right products at the right cost

teamwork internally and ||| R = =
externally
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Speak on Green Supply Chain
Brown Shoe Company finds the right it with Logility to Spea
g Management at the Forecaster's Business SYNCHRONIZE
collaborative forecasting process. Click here to . -
o Forecasting and Planning Excellence 2008 Event YOUR SUPPLY CHAIN

) o
Associated Grocers of Florida stocks up on Logility Reports Preliminary First Quarter of Fiscal v
supply chain improvements. Click here to hear Year 2009 Results o
more.

Logility Named a 2008 Great Supply Chain Partner by
Global Logistics & Supply Chain Strategies
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Marketing Logistics and
Supply Chain Management

Integrated Logistics Management

Third-party logistics is
the outsourcing of
logistics functions to
third-party logistics
providers (3PLs)
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We'll Customize A Supply Chain Solution For It
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