Promotion and distribution management.
Chapter 2 The marketing landscape. 

The marketing environment comprises of 3 principal components:

· The micro environment

· The market environment

· The macro environment
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2.2.1 The micro environment 

· Mission and objectives of the organization

· Organization and its management, marketing, finance, operations.

· Resources, manpower, Capital, know how and information. 

This is the internal environment inside the company and is mostly controlled by the business itself, such as the mission and objectives, management structure, resources and culture.
2.2.2 The market environment

This is the environment just outside the business and the key variables are:

· Consumers: buying power and behaviour
· Competitors: new, existing and potential competitors

· Intermediaries: who want to or does not want your business

· Suppliers: who want to supply or not supply you with raw material and finance? 

The key task is to identify, evaluate and utilize opportunities that arise and to plan a strategy to meet competitors in the market and this is also why it is also called the task environment.
Consumers:

· Consumer markets: house hold goods bought for final consumption (durable, non durable)

· Industrial markets: goods bought by industry for own consumption or for use in production. ( capital goods, investment and inventory, consumption of raw materials) 

· Government markets: purchases by the general government.

· Resale markets: wholesales, retailers and liquor trade.

· International markets: foreign markets. 

Competitors:

Variables to consider when entering the market:

· New entrance or departures of competitors
· Bargaining power of clients and customers

· Bargaining power of suppliers

· Availability or lack of it of substitute products and services

· The current number of existing competitors. 

These factors also determine the profitability of a new company

Intermediaries:  (Gaps and utilities ) see pg 43?
These are companies that help to bridge the gap, finance, wholesales, and retailers. 

Decision making about intermediaries:

· Dynamic and ever changing nature of intermediaries.

· Long term relationship and the power of retailers could mean low margins

· New trends with in intermediaries could be good or bad 

Suppliers: 

Inputs to the company by suppliers:

· Martial
· Power

· Equipment

· Energy

· Capital 

· Labour

60% of all costs are spent on purchases from suppliers

Opportunities and threats in the market environment

· An opportunity is a favourable condition or tendency which can be utilised
· A threat is a unfavourable condition or tendency which can mean failer if not addressed

?2.2.3The Macro environment:
The six key variables:

· Technology: the rate of change and innovation
· Economics: inflation and recession

· Social environment: individuals way of life and culture

· Physical environment: natural resources and man made improvements

· Institutional environment: government and politics

· International environment: politics and events

Chapter 10 Retailing
10.2 Classification of retailing in South Africa

Print page 365 and beginning of 366 

10.2.1 Service classification:

· Self service: self locate and price and quality comparison (Checkers)
· Limited service: little more help has better infrastructure and increased cost. (Edgar’s)
· Full service: Boutiques and restaurants
10.2.2 Product line classification: 

· Speciality stores: like ToyRus narrow line but has depth.

· Department stores: wide Varity of lines and each has a separate department (Edgar’s).

· Supermarkets: large, low cost and low margin with high volume and has wide variety (pick a Pay, Spar)

· Convenience stores: small limited lines like bread and milk

· Hypermarkets and super stores: larger than super markets wide Varity
· Service business: drycleaners and restaurants
10.2.3 Relative price classification:

· Discount stores: dions and games

· Off-price factory shops: there are two manufacture owned, and independent.

10.2.4 Retail organization classification: 

· Corporate chains: two or more stores
· Voluntary chains: spar

· Franchise operations: KFC

10.2.5 Other classifications:

· Store cluster:
·  Local centre: small few retailers like butchery, vegshop café. 
· Neighbourhood shopping centre: small supermarket (spar) plus pharmacy and pizza shop.

· The community centre: pick a Pay in an L or U shape with lots of small stores.

Non store retailing:

· Electronic retailing: ebucks

· Catalogue and direct mail: 

· Direct selling: Door to door

· Automatic vending: 

· Television and home shopping: 

10.5 Retail innovation
· Wheel of retailing

· Dialectic process

· Retail accordion

· Natural selection

· Retail life cycle

· Combined theory

10.5.1 Wheel of retailing:
· Entry phase: innovative retailer

· Trading up phase: traditional retailer

· Vulnerability phase: Mature retailer

10.5.4 Dialectic process:

Also called the melting pot when two deferent stores start to move to each other like the Department store and the discount store to become a Discount department store.

10.5.2 Retail accordion: (Wide to narrow merchandise mix)

· General dealer

· Specialist stores

· Hypermarket 

· Specialist stores

10.5.3 Natural selection:
The best stores will adapt to change and survive. 
10.5.5 Retail life cycle:

· Innovation Phase: in store format based on perceived advantage

· Growth Phase: big growth many new competitors towards the end profits start to decline. 

· Maturity phase: major decline in profit, over expansion and poor movement. New competitors with new formats.

· Decline Phase: on the way out can try to extend life but no way back

Combination Theory: 

Wheel of retailing and accordion theory combined. 

10.6 Trends in the South African retailing 
· Out shopping

· Diversification 

· Strengths of the informal retail sector. 

Chapter 11 The distribution decision – creating Value by leveraging the supply chain. 
Print page 396 and stick it down

11.1 Creating customer value through distribution: 

· Co-ordination of activities between deferent organizations (externally) as well as between internal functions of the organization.

· Minimizing the cost of matching supply and demand while continuing to reduce the cost of manufacturing and distribution. 

· Matching supply and demand by obtaining information:
1. Reducing Bull wipe,
2. investigating in better demand information, 
3. Demand – based management, 
4. Movement towards designing the product , 
5. process and supply chain in order to minimize costs, 
6. The use of supply chain and marketing in delivering value to the customer.
7. Enabling one on one marketing to provide a tailored customer experience. (CRM)
11.2 The emergence of the demand chain:

· The conversion of raw materials into finished goods and transportation

· The mediation function to ensure what is made is what the customers want. See supply and demand.

The concept of distribution decision making:

Print pg 401 and beginning of pg 402

11.3 These are Chanel management and physical distribution logistics. 

Chanel management is:

· Manufacturer

· Wholesales

· Retailer

· Consumer

Physical distribution / logistics

· Finished goods warehouse

· Freight forwarder

· Retailer warehouse

· Customer takes product

· Retailer delivers

· Independent delivery by transporter

11.4 Distribution terminology:
· Chanel management: functions of management planning, implementation and control

· Distribution: the structure that links groups together to make service or product available to the customer. 

· Sales intermediaries: links channel members without taking ownership of the product. 
· Resellers: Buy products and then resells

11.5 Basic channel functions:

· Transactional functions: Buying, selling and risk taking. 

· Logistical functions: concentration, storing, sorting and physical distribution

· Facilitating functions: Financing, grading and marketing research.

11.6 Types of distribution channels:

11.6.1 Consumer products:

· Direct channel: one link, manufacturer to consumer
· Indirect channel: two link, manufacture – retailer – consumer 

· Another indirect channel: three link, manufacture – wholesaler – retailer – consumer 

· Four link channel: four link, manufacture - agent – wholesaler – retailer – consumer (import)

11.6.2 Industrial products: 

· Direct channel: one link, manufacturer to industrial consumer

· Indirect channel: two link, manufacture – industrial distributer (pumps to mines)  – consumer 

· Two link channel: two link, manufacture – agent  – consumer (small manufacturer)

· Three link Channel: three link, Small manufacture, agent, agent, and consumer. Or it could be import
11.6.3 Services:

· Direct channel: one link, service provider – consumer (hairdresser)

· Two link channel, two link, service provider – agent – consumer (travel agent)

· Another two link: two link, service provider – retailer – consumer (after sales service) 

11.6.4 International distribution channel. 

Pg 412

11.7 Distribution channel decisions:

Selection Criteria: 

Environmental Factors:
· Competitive

· Socio – culture

· Political 

· Legal

· Economic

· Technological

Market factors: ( x 2 )
· Type of customers

· Needs of customer

· Buying patterns

Product factors: ( x 2 )
· Perhishibility
· Faison
· Size

· Standardisation
· Value

· Complexity

Manufacturer

· Objectives

· Resources

· Capabilities

Intermediaries:

· Resources

· Capabilities

11.7.2 Market coverage decisions:
· Intensive cover
· Selective cover

· Exclusive cover
See pg 419

11.8 Integrated distribution channel:

· Vertical integration: member buys another member up or down on a deferent level (oilrig, refinery, garage)

· Horizontal integration: member buys another on the same level, (Edgar’s, sales house and smiles) 

11.9 Vertical marketing systems: 

See page 421

Vertical marketing systems and contractual systems

· Corporate vertical system: the organization owns the whole distribution channel from manufactures to retailer. 
· Administrative vertical system: no dominant and not all is owned by one organization.

· Vertical contractual system: Retail sponsored vertical system: combined buying power (sentrakoop), Wholesale sponsored vertical system: Wholesaler with retailer support (spar), Franchising: speak for itself. 

Types of Franchising: 

· Manufactures franchise: VW

· Manufacturer to wholesaler franchise: ABI (America) COCA COLA 

· Service sponsor franchise: (nando’s)

11.10 Physical distribution / logistics

The physical distribution process:

· Warehousing

· Inventory management

· Order processing
· Transportation

11.11 Distribution strategy: 
pg427)

11.11.1 Planning: formulating marketing and distribution objectives

· Buyer preference

· Relationship management

· Degree of market coverage.

11.11.2 Planning: channel alternatives

· Channel capabilities and costs

· Channel compatibility (push strategy)

· Channel availability ( pull strategy) 

11.11.3 Implementation: determining channel structure

· Trial period

· Set performance indicators

· Create communications network

11.11.4 Control: evaluating channel performance.

· Evaluation of financial performance
· Evaluation of channel working relationships: (channel power, channel conflict, channel co-operation. 

· Ethical and legal evaluation

· Evaluation of future plans. 

Chapter 12 integrated marketing communication. 

12.2 Marketing communication objectives
Phase 1: Situation analysis

Phase 2: Compare results in phase 1 with marketing objectives 

Phase 3: Formulate marketing objectives and identify target market/s

Phase 4: develop marketing strategies and formulate Marcon objectives

Phase 5: Compile a provisional marcom budget

Phase 6: develop strategies for the marcom mix elements

Phase 7: Apply IMC principles

Phase 8: develop an action for each marcom strategy

Phase 9: measurement of the marcom effectiveness 

Phase 10: continual feedback on the effectiveness of the marcom programme.

· Quantifiable objectives
· Measurable objectives

· Time related objectives

12.3 Marketing communication mix

The 8 marcon elements are:

1. Advertising

2. Personal selling

3. Sales promotion

4. Publicity

5. Marketing public relations

6. Sponsorships

7. Direct marketing

8. E-communications

12.3.1 Advertising:
The objective of advertising are to inform, persuade, remind, add value by assisting and complimenting other organizational efforts, building brands and creating awareness. 
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12.3.2 Marketing objectives and strategies: 
· for example gain 5% of market share in Gauteng
12.3.3 Marcon objective: 
· would be increase awareness from 20 – 30% in six months, 
· induce trial of product to gain 100 new customers

12.3.4 Advertising objective: 
· inform customers how to use the product, 
· create 500 sales leads through advertising, 
· reach 50% of target market.  

12.3.5 Advertising strategy:

· target market identification and positioning

· competitive situation

· customer behaviour :
· who they are
· where they are

· number (market size)

· purchasing habits

· their expectations

· knowledge and image

· attitudes to competitive products

· Specific needs. 

· Budgets

There are two types of budgets (12 points) 
· Judgement orinantated techniques which is basically a percentage of sales
· Data orientated techniques: competitive party, objective and task, experimentation and testing, modelling and computer simulation

The objective and task method: 

· Defining the communication objectives to be achieved
· Determining the specific tasks and strategies to attain this communication. 

· Estimating the cost associated with the performance of these tasks

Setting an advertising budget the following has to be considered:

· The product life cycle

· Market share and customer base

· Competition clutter

· Advertising frequency. 

· Product substitution. 

· Execution

Four steps to creating a strategy:

· Message generation

· Message evaluation and selection
· Message execution

· Social responsibility:

· Children

· Minorities

· Elderly

· Developing countries

· Sex

· Classical conditioning

· business

· placement 

· assess effectiveness of advertising

  See major media Pg 453
12.3.6 Personal selling: 

· roles and functions of sales people SEE pg 459
· qualities and attributes of sales people SEE pg 459
· sales process
12.3.7 Sales promotion: (pg464) ( discuss 5 off) (discuss 2 ) ( discuss 4 )
· samples and free trials

· premiums

· tie-ins (two or more products on sale) 

· coupons

· price cuts

· prizes

· trade promotions

· trade shows and exhibitions
(explain the objectives)

(what is a sales promotion ? 4 points )
12.3.8 Publicity:

Has high credibility

Marketing public relations

12.3.9 Public relations 
entails building good relationships with an organizations publics and stakeholders by creating favourable attitudes, building a good corporate image and handling or heading off unfavourable roamers or stories. 
MPR overlaps with marketing publicity and supports corporate and product image and promotion and can include the following:

· delivery of brand awareness and brand knowledge.

· Build product or service brand through brand positioning, brand imaging and brand differentiation. 

· Generate product publicity

· Generate news coverage about the company in the media

· Public awareness and information programs

· Deliver share of voice but also create share of mind and hart.

· Create market place excitement
· Introduce new products

· Revitalise old brands. 

12.3.10 Sponsorships

A sponsorship is the provision of resources (Money, people, equipment) by an organization directly to the sponsor property in return for sponsor rights.

Areas of sponsorship:

· art

· sport

· entertainment

· social investment

Types of sponsorship involvement can be:

· cause related sponsorship (censer) 

· donor cause

· sport sponsorship 

· ambush marketing

· arts sponsorship

· Product placement.

12.3.11 Direct marketing

Direct mail:
This is sending a letter, catalogue or even a sample directly to a target person. The package will indicate the actions required by the recipient and guide them through the sale.

Telemarketing:

Out bound calling customers to sell

Inbound customer phone in and could even be for complaints

Advantages: 

· target communication

· direct interaction between customer and organization

· compliments personal selling

· Cost effective.

Mail order:

This is home shopping from catalogues and CD’s 

Direct – response advertising

This is the traditional mass media advertising to the masses and customers need to make contact directly with the company for more information. 

8)  E-communications
· the internet

· email

· digital inter active TV
· cellular technologies and sms

· fax on demand

· touch screen kiosks

· cd rom and DVD

· smart cards. 

Chapter 13 Cyber marketing

13.1 Advantages of the web as a marketing channel.

· Large amounts of info can be stores and easily updated

· Available easily and quickly to all parties

· Info is available to the glob immediately

· Information is interactive

· Can be linked to other documents

· 24 hours available

· Easy to use

· Affordable to user and organization

· Reach the masses

· Customisation to meet the needs of all customers.

· Transact sales directly on the web

· Link business with suppliers and customers.

13.3 The internet and the marketing mix

· Product: the internet can be used to gather information to design the product and also gather information on competitors

· Price: Marketing is cheap and can even be used a distribution medium like books

· Promotion: great as the net can be used to launch new products and even keep pricelist and product information at the finger tips of sales people. 
Advantages of advertising on the WED:
· Rapid presentations: add ready in a few hours

· Easy modifications: easy

· Affordable
· No space or time limit

· Multimedia elements

· Buyer involvement

· The advertising benefit of electronic newsletters. 

· Email signatures
· Distribution: not applicable to all products but can be used for books and games and can also help with the other functions like tracking a package. 

13.4 Transacting sales online

Reasons why the web is still slow in sales growth:

· Payment, people are reluctant to give credit card details on the web.

· Electronic cash still has to be created

· Users still need to get use to it. 

1. Make it clear to users what you are selling and if you are selling something

2. Tell visitors to your website who you are

3. Make sure it is easy for users to find and use your order page

4. Give readers more than one way to buy

5. Include comments from satisfied customers

6. Promote your website effectively

13.5 Online auctions 

Site needs to consider the following:

· Bidders must be able to register

· Handling credit card payments

· Search facility to help them find what they need

· Level of information on products forsake
· Setting sales and payment requirements

· Setting a start and end time for bidding
· Easy for customer to submit there bids

· Feed back that customer has made a bid

· Feedback for customer that he has been out bided
· Delivery costs

13. 6 Marketing research

The net can:

· Conduct desk research on the web

· Conduct focus groups via the web

· Conduct customer surveys via the web

· Send out questionnaires using Email

Advantages using the internet for marketing research

· It enables you to be the first to know

· Get control of information flow

· Make better customer presentations
· Create tighter marketing plans

· Save valuable staff time

· Cut research cost

· Gain access to a broader range of information

The internet has some weaknesses:

· Information has to be filtered

· Anybody can put information on the web and it could be misleading

· Lots of info to go through

· Some time there is little or no information

Planning your online marketing research:

· Determine what you need to know

· Formulate your questions carefully

· Be aware of spelling and grammar

· Choose suitable sources of information

· Make sure that you know how a particular search engine works

· Study the results that you get from the search engine for relevant websites

· When you identify a potentially informative site explore the site for further information and possible links to other useful site

· If you find a useful site book mark and print the site

· Evaluate the information you have obtained 

13.7 A customer orientated approach:
Web sites can be customized and through the design of the website you can draw in your customers and engage with them. 

13.8 Customer relationship management:

The objectives are

· Segment customers into value and profile groups

· Improve two way and time any where communication

· Improving the firm by getting constant feedback

· Customer receive constant service

· Reducing cost of getting customers

· Ensuring customer stay with you over there life

· Increasing your share of customers

· Reducing the prospect to sale time cycle

· Leveraging value from cross selling and up selling

· Enables a company to harness value of their customers

13.9 Customer service and support

The benefits of on line support:
· Automate routine procedures
· Offer 24 hour support

· Keep technical information accurate and up to date

· Slash hard copy distribution costs

· Give the customer more control

· Get closer to the customer

· Develop a relationship with the customer

· Turn paper manuals into digital documents

· Position your customer for the future

13.10 Publicity and branding:

The internet is a powerful tool 

13.11 Change of strategy

Disintermediation and re-intermediation
· Bypassing the normal intermediaries and selling directly to the consumer is disintermediation.

· It is also happening that new virtual organizations are being formed to help bring buyers and sellers together and also these are portals to information, services and suppliers related to the sector this is re-intermediation. 
Permission marketing: 

This is opting – in and out marketing. Think of cars the buyer can get up to date info sent to him till he finds the car he needs. 

One to one marketing:

Direct selling and customizing the web for that customer. 

Mass customization: 

It’s fast interactive and puts the customer first. 

