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DISTRIBUTION MANAGEMENT (3)
Classification of Retailing: 

· Market, shop or trading store, virtual retail

· Service: self service, limited service, full service

· Relative prices: discount stores, off-price factory shops
· Retail organization: corporate chains, voluntary chains, franchise operation

Retail Innovation:

· Wheel of retailing: retail merchants enter as low-priced, low-margin & low-esteemed innovators serving price-conscious consumers. They upgrade their store & offerings, resulting in higher-priced, high-margin catering high-income consumers.

· Retail accordion: alternate between offering broad (general) and narrow (specific) merchandise assortments

· Natural selection: adaptive behavior & natural selection concepts

· The dialectic process: when an established retailer faces competition it adopts the mode of operation of the new challenger, whilst the innovator embraces characteristics of the established retailer.

· The retail life cycle: innovation, accelerated development, maturity & decline affected by market factors, shopping centre developer strategies & retailer-tenant strategies.
Trends in SA Retailing:

· Out Shopping: improved road networks allow shoppers to travel to shopping areas

· Diversification: organizational growth & expansion in unrelated fields

· The strength of the informal retailer: important delivery channel of goods to consumers

DISTRIBUTION CHANNEL (4)

Creating customer value through distribution:

· Distribution system: complex system of agents, wholesalers & retailers through which manufacturers move products to intended markets

· Primary value chain activities: 

· inbound logistics: receiving & warehousing of raw materials, & distribution of these to manufacturing

· operations: transforming inputs to finished products & services

· outbound logistics: warehousing & distribution of finished goods

· marketing & sales: includes identification of customer needs & the generation of sales

· service: support of customer after the s
ale
· Use of supply chain results in: the coordination of activities; a minimization of costs; matching of supply & demand by obtaining information; progress in design of the product; process & supply chain to minimize cost; use of supply chain & marketing in delivering value to customers; one-on-one marketing to provide tailored experience

Demand Chain:

· Supply chain starts with raw material used in production & ends once product is discarded

· Demand chain refers to need expressed by consumer which is then met by product supplied by producer

· Differences:

	Supply Chain
	Demand Chain

	· Efficiency focus, cost per item

· Processes focused on execution

· Cost is key-driver

· Short-term orientated, immediate or controllable future

· Domain of tactical manufacturing & logistics personnel

· Focus on immediate resource & capacity constraints
	· Effectiveness focus, product market fit

· Processes focused on planning

· Revenue is the key-driver

· Long-term orientated

· Domain of marketing, sales & strategic supply managers

· Focus on long-term capabilities, not short term constraints


Distribution Decision Making:

· Channel management: Manufacturer – Wholesaler – Retailer - Consumer
· Physical distribution/logistics: Finished goods warehouse – freight forwarder – retailer warehouse  - Customer takes product/ Retailer delivers / Independent delivery by transporter
Distribution Terminology:
· Channel Management: functions of management applied to channel of distribution
· Distribution channel: structure that links a group of individuals or organizations to deliver a product or service to consumer
· Sales intermediaries: link channel members but do not take title of the product, bring seller & buyer together
· Reseller : take title to product & resell to other organizations or final consumer
Basic Channel Functions: Intermediaries perform the following: 

· Transactional functions: contacting potential customers, promoting products, soliciting orders

· Logistical functions: transport & sorting of goods
· Facilitating functions: gathering information about channel members & customers, extending credit & financial services to help flow of goods through channel to final consumer

Types of Distribution Channels:

1. Consumer products: 4 ways of manufacturers can route product to consumers:
· Direct channel: use of telemarketing, mail orders & catalogue shopping to sell directly to consumer
· Indirect channel: use of retailers to sell to consumer
· Another indirect channel: move goods via wholesaler to retailer
· Four-link channel: an agent is added to the channel. Manufacturer – agent – wholesaler – retailer – customer
2. Industrial products:
· Direct channel: sells directly to industrial user
· Indirect channel: sells to industrial distributor who sells to final user
· Two-link channel: agent helps distribute product also providing after-sales services
· Three-link channel: use a network of agents to promote product to industrial users
3. Services

· Direct channel: service provider in direct interaction with consumer
· Two-link channel: an agent providing the service is added to channel
· Another two-link channel: uses a retailer to provide the service to the consumer
Distribution Channel Decisions: The following factors must be taken into account when selecting distribution channel:

· Environmental factors: variables in the market & macro-environment such as competitive, socio-cultural, political, legal, economic & technological factors

· Market factors: type of consumer, needs & buying patterns of customers

· Intermediaries: direct marketers need resources & capabilities to develop own intermediaries

· Manufacturers: financially viable manufacturers prefer a shorter distribution channel

· Product factor: type of product determines distribution channel to be used (perishability, size & value of products, fashion, complex & standardized products)
Market Coverage Decisions: aim is make profit by providing value, closing gaps & offering services which build customer locality

· Intensive coverage: placement of products in as many locations as possible by using optimum number of intermediaries.
· Selective coverage: placement of products in a more limited number of locations
· Exclusive coverage: limits availability of a product to small number of locations
INTEGRATION OF DISTRIBUTION CHANNELS (5)

Vertical Integration:

· Different intermediaries on the vertical level (wholesaler & retailer) work together to ensure distribution activities are synchronized

· Forward vertical integration: when manufacturers obtain ownership of retailers

· More control over distribution channel ensuring smoother flow of products to final consumer

· Backward vertical integration: retailer acquires its own manufacturing facility 

Horizontal integration:

· Integration on a specific level of the distribution channel

· Eg. Edgars, Sales House & Jet all part same group Edcon

Vertical Marketing Systems:

· Manufacturer, wholesaler & retailers acting as unified system, dominated by one of them

· Achieve operating economies & maximum market impact

· 3 types:

1. Corporate vertical systems: combines successive stages of production & distribution under single ownership

2. Administered vertical systems: coordinates successive stages of production & distribution, not through ownership but size & power of one party (eg. Manufacturer of dominant brand)

3. Vertical contractual systems: independent firms at different levels of production & distribution which integrate their programmes on a contractual basis to obtain more economies & sales impact than would achieve alone – Retail sponsored vertical system – Wholesale sponsored vertical system – Franchising
Physical Distribution/Logistics

1. Warehousing: where inventory is stored before being sold
· Receiving, sorting & storing of goods, filling & dispatching of goods

· Decisions on how many warehouses are needed, location, type of warehouse (private, public or distribution centres)

2. Inventory Management: maintaining optimum inventory level
· To be cost effective: when to order & how much to order

· Reorder point & Economic order quantity

3. Order processing: from when order is placed to reception by customer
· Order entry, order handling & order delivery
· Advances in electronic data interchange have provided many advantages 
Transportation: Move products from manufacturer to final consumer
· Rail, air, road, pipeline & water

· Following factors must be considered; cost, time, accessibility, capability, frequency & reliability

DISTRIBUTION STRATEGY

Planning: Formulating Marketing & Distribution Objectives

· Distribution objectives & strategies must be set in framework of marketing objectives & strategies

· Objectives must be measurable, quantifiable, realistic & set for defined time period

· Buyer preferences: customers needs & preferences need to be looked at to decide on distribution channel

· Relationship considerations: customer relationships – wholesalers, retailers or consumer

· Degree of marketing coverage
Planning: Channel Alternatives: 

· Channel capabilities & costs: evaluate potential channels as developing new channels is costly & time-consuming
· Channel compatibility: type of product will influence its distribution; marketing communication & distribution need to be synchronized (push & pull communication strategies); pricing strategy must be supported

· Channel availability
Implementation: Determining Channel Structure

· Trial period: opportunity to identify any potential problems before implementing strategy on larger scale
· Set performance indicators: performance standards need to be established & communicated to channel members. Common performance criteria:
· Sales performance, inventory maintenance, selling capabilities, attitudes, competitive products handled, growth prospects

· Create communications networks: communication between channel members should be frequent & two-way so that problems are timely identified & rectified. Motivation & leadership important
Control: Evaluating Channel Performance
· Evaluation of actual performance of distribution channel

· Established objectives are used as basis for evaluation

· Help to make improvements & build on areas of high performance

· Channel effectiveness: does channel meet goals & objectives of organization & customers? Time, place & possession utility.

· Channel efficiency: is waste eliminated, unnecessary costs & activities reduced?

· Channels change over time, needs of consumers change, business conditions change & new alternatives arise

· Aim is to reach identified target market, satisfying customer needs & minimizing associated costs

1. Evaluation of financial performance: are the channel members making a profit or have prospect to make profit? Financial performance of each channel member is assessed & appropriate action taken.
2. Evaluation of channel working relationships: differences in channel members’ own objectives present opportunities for conflict. 3 key areas of channel relationships:

1) Channel power:

· Coercive power: threatens to terminate relationship or deny positive outcome should a channel member not cooperate 

· Reward power: power to reward channel members for increased performance, based on the strong financial position of the channel member

· Legitimate power: belief that channel leader posses the right to exert influence over others & expect compliance
· Information power: a member perceived to have specialized knowledge that can lead to enhanced success can initially have power over channel(eg. sales forecast, market trends, competitive situation) 
· Referent power: companies wanting to be associated with particular channel member, based on superior image, products or business practices

· Channel captaincy: channel captain, able to control the distribution channel. Larger retailers are often perceived to be channel captains in retail environment, & large manufacturers in industry
2) Channel conflict:

· Individual channel members have own objectives that may differ to other channel members, resulting in possibility for conflict

· Most common cause of conflict: Goal incompatibility; Unclear roles & rights; Differences in perception; Intermediaries dependence on the manufacturer

3) Channel cooperation:

· Essential to ensure that channel operates efficiently
· Channel must be properly evaluated to ensure harmonious functioning of channel
· Channel captain plays important role in this
3. Ethical & Legal Evaluation: assessment needs to be made to ensure that ethical & legal aspects are being adhered to. Subject to fines which cut into profits & affect image of business in marketplace
4. Evaluation of future plans: marketing manager looks at performance of channel in the context of future marketing plans.

COMMUNICATION PLANNING & OBJECTIVES (7)
Integrated Marketing Communication (IMC): 
· Focus has shifted from one-time transactions to ongoing relationships

· Aim is to maintain long-term relationship between business, government, public, suppliers, employees, current & potential customers
· Holistic approach to promote buying & selling in the digital economy (online & offline marketing channels)

Generic Communication Objectives

· Marketing communication are the messages communicated to the market through a variety of media

· Media such as printed material & branding

· Shift from customer service to customer relations, from human resources to human solutions

· Phases of marcom planning: (1) Situation Analysis - (2) Compare results in (1) with marketing objectives  - (3) Formulate marketing objectives & identify target market – (4) Develop marketing strategies & formulate marcom objectives – (5) Compile a provisional marcom budget – (6) Develop strategies for the marcom mix elements – (7) Apply IMC principles – (8) Develop an action plan for each marcom strategy – (9) Measurement of the marcom effectiveness – (10) Continual feedback on the effectiveness of the marcom programme

· To develop marketing communication strategy, organization must evaluate all marketing communication elements, balance strengths & weaknesses of each to produce integrated communication objectives

1. Quantifiable objectives: should enable the marketer to evaluate the particular elements or activities of the strategy at which they are aimed
2. Measurable objectives

3. Time-related objectives: objectives must be formulated for specific periods
INTEGRATED MARKETING COMMUNICATION: ADVERTISING (8)
The Marketing Communication Mix: advertising; personal selling; sales promotion; publicity; public relations; sponsorship; direct marketing; e-communications

ADVERTISING (8.2)

· Paid: message paid for by a company placed in various media eg. TV, radio, print.
· Mass presentation: deliver a message to a large number of potential customers, directed at target audience
· Ideas, products & services

· Advertiser: the company, non-profit organization or individual who pays for the advertisement
· Selected target audience: specific message aimed at specific target audience
· The objectives: each advertising campaign has specific set of objectives

· Persuade consumer to purchase product, inform of new products & ways to use it, create value by informing when & where product will be available

· Advertising Management Process: Marketing objectives & strategies – Marcom objectives – Advertising objectives – Advertising strategies (target market, competitive position & consumer behavior) – Budgets – Execution – Placement – Assessing effectiveness of advertising

Advertising Objectives: 
· Clarify message to be delivered to target market; what audience & specific criteria to be used by retailer to measure success of advertising campaign

· Objectives: Introduce new products to customers – initiate shopping – stimulate the actual purchase of product – remind customers to buy – encourage enquiries – reinforce a favourable image – create brand awareness – rectify incorrect perceptions – persuade uncertain customers to buy a particular product

Advertising Strategy: 
· Target market identification & positioning: to help the retailer decide the medium/media to use, who to reach & how often to communicate message

· Competitive situation: retailer should use the different visual forms in advertisement so receptor can see benefits of owning product

· Customer behavior: know target market to enable influence to buy product

· Budgets: money to pay for adverts

· Execution: message must be appealing to target market through use of different media

Placement & Assessment:

· Choice of medium depends on cost & target market

· Assessment of effectiveness of advertisement can be done by comparing behavior before & after advertisement

PERSONAL SELLING (9)
· Verbal & personal presentation of a need-satisfying product, service, institution or idea to potential buyer(s) bringing about a sales transaction
· Involves communication between salesperson & prospective buyer, communication must be persuasive 

· Salesperson also assists prospective buyer, providing information or suggesting a product to meet buyers needs

	Advantages of Personal Selling
	Disadvantages of Personal Selling

	· 2-way communication where interaction is possible

· Less “noise” in the system

· More flexible & messages tailored to specific circumstances

· More effective for complex information transmission
	· Cost per contact is high

· Reach is relatively low

· Control by organization over message being delivered by salesperson is low


Roles & Functions of Salespeople:
· Create new customers: prospecting, identifying potential customers
· Sell more to present customers: future growths in sales also depends on current customers & their loyalty to product, brand or organization
· Provide solutions to customers problems
· Provide service to customers: handle complaints, returned goods, supplementary services accompanying product, provide market information

· Help customers re-sell products to their customers:  help wholesalers sell goods to retailers & retailers to final consumer

Qualities & Attributes of Salespeople:

1. Communication Skills: communicate effectively with prospective buyer
· Verbal communication: transmission of words afce-to-face, by telephone or written message

· Non-verbal communication: appearance, body language & handshake
· Must be good listeners
2. Sales Knowledge

· Knowledge enhances self-worth & gains respect of others
· Knowing your product, your company, the competition, the market & general business conditions
· Obtained through sales training & on-the-job experience
· Creates confidence, credibility & trustworthiness.
3. Trust

· Build a degree of trust with buyer through developing of relationship with buyer.

· Salesperson must be honest, open, dependable & trustworthy

4. Self-leadership: how well salespersons’ selling activities are aligned with his goals. 
· 5 stages: (1) Goals & objectives – (2) Analysis of the territory & classification of accounts – (3) Design & implementation of strategic plans – (4) optimization of allocated resources – (5) assessment of all activities (evaluation of performance & attainment of goals, assessment of plans & strategies)
Sales Process:

· Prospecting for customers: indentify/source customers
· Qualifying prospects: identifying prospects who should be contacted
· Developing relationships: develop long-term relationships with customers (interpersonal skills)
· Presenting the sales message: elements of relationship, product & customer. Presentation plan includes:
· Establishing objectives for sales presentation

· Developing the pre-sales presentation plan needed to meet the objectives

· Renewing one’s commitment in providing outstanding customer service 
· Handling queries & complaints:  requires knowledge, skill & positive attitude of wanting to solve problem

· Closing the sale: salesperson needs to obtain commitment from the customer

· Providing service & support: facilitate sale & use of product or service; strengthen partnership with suggestions, follow-through on promises & follow-up on activities

· Maintaining trust & commitment: eg. Delivery on time, providing installation or training
SALES PROMOTION (10):

· Element of marketing communication which entails a group of coordinated activities in a form of incentives, which helps to stimulate immediate sales in the short-term

· Also used to intensify selling efforts of salespeople

· Designed to evoke a specific action or response from target audience in a limited time period

· Types of promotion activities:

· Consumer promotion: product-based incentives such as samples, free trials & tie-in promotions

· Money-based promotions: use of coupons, price-cuts & premiums

· Prize-related promotions: customer enters competition 

· Trade promotions: use of buying allowances, buy-back offers, price-off offers, display allowances & free goods

· Business & sales force promotions: trade shows & contests for salespeople

· Incentive-type promotions: used to attract brand-switchers, new customers, increase store traffic & enlarge occasional users

Sales Promotion aimed at the Marketers own Salespeople:
· To encourage salespeople to intensify their selling efforts for slow-moving products or to challenge them to sell more of a certain product. Sales promotion tools:
· Sales force contests: prize is awarded to a sales person who sells most products or services

· Sales force meetings & training programmes: organizing conferences & training programmes to empower salespeople

· Sales brochures: used to provide information on the company or products to dealers or customers

· Trade shows: bring marketers, buyers & competitors together. Enables marketers to introduce new products & attract new dealers & distributors & gather information about competitive products. Also enhances marketer’s image.

Sales Promotion Aimed at Intermediaries:

· Aimed at wholesalers, retailers & agents (intermediaries)

· Induce them to carry a certain product line & encourage them to support a certain promotion campaign by carrying more inventory of a particular product. Sales promotion tools:

· Trade promotions & allowances: given to intermediaries for carrying out important marketing activities in support of manufacturers’ brands – buying allowances, buy-back allowances, merchandise allowances, advertising cooperation
· Trade show & exhibitions: opportunity to strengthen relationships with existing dealers & distributors. Also allows for introduction of new products & to find new resellers. 

Sales Promotions Aimed at Customers or Consumers:

· Encourage existing consumers to buy more, encourage new consumers to try product & build consumer goodwill

· Offer the consumer a reward for buying the product. Sales promotion tools:

· Samples & free trials: used to deliver an actual or trial-sized product to prospective consumers

· Premiums: goods offered either free or at low cost as an incentive to buy product. Encourage repeat purchasing & promote brand switching

· Tie-ins: joint promotion of two or more brands in a single campaign

· Coupons: provides a cash saving to consumers who redeem the coupon. Used to promote new product, promote own brand & enhance store traffic ( eg. pick n’ pay)

· Price cuts: reduction in regular price to reward present brand users & promote repeat purchases

· Contests & sweepstakes: give consumers chance to win something like cash, holiday or products

PUBLICITY & PUBLIC RELATIONS (11)

Public Relations:

· Concerned with the organizations relationships with other entities (organizations & individuals)

· Market the product of the company 

· Provide information to the public in order to persuade them to modify their attitudes & actions
· Evaluates public attitudes & executes actions to earn public understanding & acceptance 

· Links policies & procedures with public interest

· Uses promotional programme methods

· Planned, deliberate & sustained communication function designed to establish & maintain a mutual understanding between the organization & its stakeholders

· Management, through communication, of perceptions & strategic relationships between an organization & its internal & external stakeholders (as defined by PRISA)
· Management function which identifies, establishes & maintains mutually-beneficial relationships between an organization & the various target markets on which its success or failure depends (as defined by marketers)

The PRISA Public Relations Campaign Model:

(1) Situation Analysis  - (2) Definition of objectives – (3) Definition of publics – (4) Formulation of the message & media selection – (5) Budget allocation  - (6) Assessment of results

1. Situation analysis – Where are we now? : SWOT analysis used to determine current position, helps to identify problems or/and opportunities. Problems could include poor organizational image, poor product recall, major disaster or crisis
2. Definition of objectives – What do we want to achieve?:  Objectives must be specific to situation, measurable, attainable & time driven. Can be based on short-term or long-term goals, van be motivational or informational.
3. Definition of publics – At whom are our efforts directed? : internal/external or primary/secondary target markets: community, opinion leaders, employees, shareholders, suppliers, distributors or dealers, competitors, consumers & users, financial environment, government, media
4. Formulation of the message & media selection – How will we reach our target market? : decide which medium will best reach target market & cost implications
5. Budget allocation – How much will it cost? : clear distinction must be made between administrative & campaign budgets:
· Administrative budget:  running costs of PR department or consultancy such as salaries, office equipment & other operational costs
· Campaign budget: costs related to execution of the PR campaign & media chosen, such as exhibitions, publicity, printing, etc
6. Assessment of the results – Did we achieve our goals? : Continous process taking place throughout the campaign; goals must be measurable by means of interviews, discussion forums & questionnaires
Publicity:

· Unpaid & either controlled or uncontrolled mass communication

· Publicity in the mass media is generally seen as more credible & trustworthy than other forms of sales promotion, because customers perceive it more authentic & objective
· Can include radio talk shows, report on news  or of a product in a consumer magazine

· Responsibility of the PR practitioner. PR practitioner must attract media attention on behalf of product, service or organization & must maintain good media relations

· Marketing publicity: aims to persuade the public to buy a product

· PR publicity: convince the public that an organization or cause is worthy of their support or approval

· Publicity content: (1) News – anything which is of general interest to people  or smaller section of public, implying immediacy, timeliness & urgency 

(2) Newsworthy information – responds to a created need identified by an organization rather than a perceived need. Engages curiosity in public

· Publicity context: setting or situation in which the context occurs & audience for whom it is of interest

· Publicity techniques: publicity releases, interviews, media & news conference
Sponsorships:

· The provision of resources (money, people & equipment) by an organization (sponsor) directly to a sponsored property (sport, art & culture) to enable them to pursue some activity in return  for certain sponsorship rights

· A development of patronage – giving money or other to beneficiary in order to make it financially viable

· Provides a way of obtaining media exposure & getting brand names across for positive association

· Main areas of sponsorship: books & publications, exhibitions, education, expeditions, sporting events, arts, causes & charities, local events, professional awards, product placement

DIRECT MARKETING (12)

· Marketing communication function
· “An interactive system of marketing which uses one or more advertising media to affect a measurable response &/or transaction at any location”

· Direct marketing is interactive: two-way communication between marketer & customer, allowing knowledge of customers’ needs. Communication is direct & immediate, one-on-one relationship with customer

· Direct marketing is a system: continous cycle of contact with customer as centre, learning more about customer each time to allow more accurate & relevant communication; better satisfying needs of customers

· Direct marketing uses one or more advertising media:  eg. TV, print, radio, direct mail, telemarketing & Internet

· Direct marketing is measurable:  return on investment can be measured, crucial to small businesses with limited advertising budgets

· Direct marketing brings about a response: gives the customer the incentive & means to respond, taking the place of a salesperson. It promotes brand & sells products.
· The response can take place at any location: customers do not have to be present physically, as they can buy from a distance by mail order, telephone or internet

Differences between General Marketing, General Advertising & Direct Marketing

Direct Marketing vs. General Marketing: 

	Direct Marketing
	General Marketing

	· Communicates one-on-one with customers – direct

· Communications are quite personal, messages are variable & customer is addressed by name/title

· Specifically response orientated & specific action always requested – enquiry or purchase

· Promotional activities discreet from competition; relatively invisible

· Specific results can be directly measured against costs & revenue

· Comprehensive database drives marketing programmes & results

· Analysis conducted at individual/organizational level

· Measurable & highly controllable
	· Communicates with the masses

· Communications are impersonal

· No specific action sought – unclear or delayed

· Promotional activities known to all once commenced; highly visible

· Mostly measured against costs incurred without reference to income.

· Incomplete/sample data for decision-making purposes – sales call reports or marketing research
· Analysis conducted at segment level

· Uses surrogate variables to measure effectiveness: advertising awareness, intention to buy


Direct Marketing vs. General Advertising: 

	Direct Marketing
	General Advertising

	· Selling to individuals – customers are identified by name, address & purchasing behavior
· Products have added value or service; distribution is important product benefit

· Medium is the marketplace

· Marketer controls the prouct until delivery

· Advertising used to motivate an immediate order or inquiry
· Repetition used within advertising

· Customers feel high perceived risk as product is bought
	· Mass selling – buyers identified as broad groups sharing common demographic characteristics 
· Product benefits do not always include convenient distribution channels
· Retail outlet is the marketplace

· Marketers may lose control as product enters distribution channel

· Advertising used for cumulative effect over time to build image, brand awareness, loyalty & benefit recall; purchase action deferred
· Repetition used over time

· Customers feel less risk & have direct contact with the product at retail levels


Direct Marketing Objectives
· Objectives gives you a benchmark against which to measure success of your programme

· One of the greatest advantages of direct marketing

· Stated in an organizations marketing plan, statements of what has to be accomplished in a given timeframe

· Defined in terms of specific & measurable outcomes 

· IMC objectives are statements of what various aspects of IMC programme will accomplish

· Characteristics of good marketing objective: quantifiable, aimed at target market, have a time frame, realistic, are attainable

Specific direct marketing objectives relevant to 3 main categories: acquisition, retention & financial

· To generate leads: calculate how many of the leads can actually be handled by the sales force, then estimate scale of promotion required. Key area of expenditure. Aimed at new prospects & existing customers to provide name of a friend
· To sell direct: a facility such as a call centre, to handle direct sales requests. Must accommodate ordering process, payment & delivery. Takes longer to set up & requires more costs than lead generation.

· To generate store traffic: stores must have sufficient stock to cope with increase in expected sales. Driven by money-off coupon offers, promise of discount or a sale
· To modify relationships for future sales: create & promote image of the company or product for future purchases, also to modify predisposition of prospects towards required new response method, such as direct approach through the mail.
· To inform & keep in touch: ongoing communication programme to prevent customers from not buying due to lack of contact. Provision of information is also good source of leads. 

· To recognize & reward: loyalty programmes for longer-term relationships. 
The Main Media in Direct Marketing:

· Direct mail: personally addressed communications sent through postal service. Must be appropriate for target market & deliver cohesive message.
· Telemarketing: Telephone marketing improves response rate & conversions to sales. 
· Inbound telemarketing: customers call a company to place an order, request information or access customer service
· Outbound telemarketing: company calls customers & prospects to make sale or offer information which it hopes will lead to a sale
· Mail order: eg. A catalogue. Customers complete an order form or phone in an order from a catalogue
· Direct-response advertising:  message placed in traditional mass medium which requires receiver to respond directly to the organization for further information or purchase. Eg. Toll-free number, return a coupon, visit a website or order directly via TV
E-COMMUNICATIONS (13)

1. Email Marketing

· Send marketing messages to existing or prospective clients with individualized messages to individual clients or multiple clients in batch format
· Aims to elicit a response from the recipient for the purchasing process to begin 

· Builds relationships with existing clients

· How fast response will be is determined by: 

· Resources available to respond rapidly

· Uniqueness of the response required

· Appropriateness of the response

· Technology used in the interaction

2. Interavtive Television (iTV) 
3. Cellular Marketing
4. Fax-on-demand (FOD)

5. Touch-Screen Kiosks

6. CD-ROM & DVD

7. Smart Cards

CYBERMARKETING (14)

· Online marketing has grown & is a major marketing communication & selling channel
	Advantages
	Disadvantages

	· Target marketing

· Message tailoring

· Interactive capabilities

· Information access

· Sales potential

· Creativity

· Exposure

· speed
	· measurement problems (unreliable source)

· audience characteristics change quickly

· websnarl (download time is long)

· clutter

· potential for deception (hackers)

· costs increasing

· poor reach


Online Target Market & Marketing Mix

The online consumer:
· Understanding online consumers & their buying behavior is an important part of the online marketing process. 5 Types:

1. Directed information seekers: they know exactly what they are looking for.
2. Undirected information seekers: just browsing through the site
3. Directed buyers:  know what to buy & what they want to pay for it
4. Bargain hunters:  users looking for a “good deal”
5. Entertainment seekers: enjoying their time online
· Online consumer’s psychographic make-up, referred to as “psycho-segmentation”:

· Techno-lusters: focus on culture & technology

· Academic buffs

· Techno-boffins: similar to techno-lusters, but make more direct use of technology for business purposes

· Get-aheads: use internet as a lifestyle accessory, use email & internet for product selection

· Hobbyists: use internet for purchase selection for their hobbies

· Knowledge traders: business-orientated users, use Internet for news services & information on best business practice

· Business bods: general business users in management or procurement roles

· Home users: members of family looking for education, entertainment or purchases 
The Online Marketing Mix:

· 4 P’s (product, price, promotion & place) are also found in online marketing
· Internet enables organizations to change the marketing mix in new & innovative ways
Internet Applications:

· 4 distinct categories of e-commerce relationships:

1. Business-to-Business (B2B): all dealings between one business to another – selling, purchasing, inventory management, channel management, payment management, service & sales support
2. Business-to-Consumer (B2C): www is used to facilitate transactions, customer support & consumer research
3. Consumer-to-Consumer (C2C): interactions between customers through classifieds, personal services, chatrooms & auctions
4. Consumer-to-Business (C2B): individual consumers forming buyer groups or to form cause-related advocacy groups
Online buying/selling

Online auctions

Online marketing research

Online customer relationship management (CRM)

Online customer service & support

