MNM3048 – Promotion and Distribution Management
Topic 1 – The Marketing Environment
Study Unit 1 – Promotion and Distribution Management
1.1 The Nature of Communication
1.2 The Communication Model
1.3 Distribution 
(Text 262 – 264)
Distribution Channel Participants
Major channels for consumer goods include:
· Producer to consumer
· Producer to retailer to consumer
· Service provider to consumer
· Service provider to agent to consumer
· Producer to wholesaler to retailer to consumer
· Producer to wholesaler-agent to wholesaler to retailer to consumer
Major channels for organisational products are:
· Producer to user
· Producer to wholesaler to user
· Producer to agent-wholesaler to user


Study Unit 2 – The Marketing Landscape
2.1 Marketing Management and the Marketing Environment
Text Page 30
Components of the marketing environment
The marketing environment consists of 3 sub-environments as follows:
· The micro-environment refers to the internal variables that can be controlled by management, such as the staff to be appointed, funds to be used, the mission statement and the marketing objectives of the organisation.
· The market environment refers to those forces outside the business, such as consumers, competitors and suppliers. This environment can be influenced or partially controlled by management.
· The macro-environment refers to the external forces which the individual business cannot influence, but which directly or indirectly influence the business, such as economic, political and technological factors.
2.2 The Composition of the marketing environment
2.2.1 The micro-environment
Requirements of a good mission statement:
· It should describe the business and the customer domains of the business.
· It should describe the organisation’s responsibilities to the people with whom it interacts.
· The mission statement should provide details of how the organisation’s objectives will be realised.
· The mission statement should also show how the business should compete in the marketplace.
· It should also be realistic and acknowledge how it will acquire, maintain and use resources.
· The mission statement should also refer to the organisation’s sustainable competitive advantages.
Text Pages 31 -37
The Variables in the micro-environment
Variables in the micro-environment controlled by marketing management include:
Mission of the business
Selection of the target market
Marketing objectives
5 requirements of marketing objectives:
1 They should relate to a single, specific topic
2 Objectives should relate to a result, rather than an activity to be performed
3 Objectives should be specific and measurable
4 Objectives should be challenging but achievable
5 Objectives should be set within a timeframe

Business or long-term objectives
8 major areas in which a business should set objectives:
1 Market standing – A business should decide which products and services it wants to sell and to whom it wishes to sell them.
2 Productivity – This is the ratio of inputs and outputs of a business. Productivity improvements objectives can be set in several areas.
3 Innovation – A business that plans to remain competitive in today’s environment should be innovative, and should plan new products.
4 Physical and financial resources – Objectives should be established with regard to plant equipment and supply of raw materials. Objectives should also be set in terms of how financial resources are to be generated and utilised.
5 Probability – Profit is the reward for the capital investor or the entrepreneur.
6 Manager performance and development – Businesses should set objectives that relate to the quality of management performance and ensure the development of people at all levels of management.
7 Worker performance and attitudes – Objectives should be set regarding factors such as output per employee and quality of product.
8 Public and social responsibility – Objectives should be set that will address the public and social responsibility initiatives of the business.

Functional or short-term objectives
1 Profit – To maximise profitability and to achieve the highest possible rate of return on investment (ROI).
2 Customer orientation – The marketing strategy must be based on the satisfaction of customer needs and wants.
3 Survival and growth – Marketing management must continually strive to survive, particularly in difficult circumstances.
4 Increase in sales and market share – A large market share relative to that of competitors ensures a high sales volume and lower unit costs with regards to production and marketing.
5 Efficiency motive – All companies strive for efficiency
6 Marketing instrument objectives – Other marketing objectives can be set for the different functions in the marketing department, depending on environmental circumstances.

Resources, skills and abilities

The marketing instruments

2.2.2. The market environment

Text Pages 37 - 40

The Variables in the market environment
Suppliers

Consumers
Five types of consumer markets include:
· Consumer markets are individuals and households who buy goods and services for personal consumption.
· Industrial markets or business-to-business markets are made up of organisations that buy goods and services for further processing or for use in their manufacturing process.
· Reseller markets buy goods and services and resell them at a profit.
· Government markets are made up of government agencies that buy goods and services in order to produce public services or transfer these goods and services to others who need them.
· International markets are foreign buyers, including consumers, producers, resellers, and governments.

Competitors
Competitive markets structures include:
· Monopoly – A monopoly exists when a business is marketing a product with no real substitutes. The company essentially has complete control over the supply of the product.
· Oligopoly – An oligopoly exists when there are relatively few businesses marketing a particular product, and they control much of its supply. Products in oligopolistic competition may be homogeneous such as coal or steel. On the other hand, they may be differentiated, such as motorcars or cigarettes. The furniture and motor industries are examples of oligopolies.
· Monopolistic competition – is found when a large number of businesses are marketing the same or similar products. Each business attempts to differentiate its products to convince consumers that its product is the one to buy. Soft drinks, coffee, tea, soap powder, TV sets and computers are typical examples of products of these types of businesses.
· Perfect competition is the ideal situation, but it does not exist. If it did it would be a market with an unlimited number of sellers, not one of which could significantly influence the price or the supply of the products. The closest example of perfect competition is the market for agricultural products, sold informally at road stalls or at a farmer’s market.

2.2.3 The macro-environment

Text Pages 40 – 44

The Variables in the Macro-environment

Political and legal environment

International environment

Physical environment

Technological environment
Economic environment
The economic environment includes the following:
· Inflation
· Interest rates
· Unemployment
· Consumer income
· Exchange rate
· Monetary policy
· The business cycle

The socio-cultural environment

SWOT Analysis
A SWOT analysis is a useful instrument for helping managers to identify internal strengths and weaknesses of a business and external opportunities and threats facing it.

Components of a SWOT analysis:
· Strengths – A strength is a resource, skill or other advantage relative to competitors and the needs of the market which the business serves or expects to serve. It is a distinctive competence that gives the business a competitive advantage in the marketplace.
· Weaknesses – A weakness is a limitation or deficiency in resources, skills and capabilities that seriously impedes the effective performance of a business. Facilities, financial resources, management capabilities, marketing skills and brand image can be sources of weaknesses.
· Opportunities – An opportunity as a favourable element within a business environment that can be exploited by management. The identification of promising opportunities is an absolute prerequisite for the profitability, survival and growth of a business.
· Threats – A threat is a major unfavourable event within a business environment that can lead to the failure of a product or service, or ultimately the business itself. It is the responsibility of management to identify any such threats, real or potential, and to take the necessary steps to counteract these threats.

Environmental Scanning 
The importance of environmental scanning:
· It helps the business to capitalise on early opportunities, rather than lose to competitors. In other words, it allows the business to obtain a first-mover advantage by taking action before the competition.
· It provides an early signal of impending problems or threats, which can be defused if recognised well in advance.
· It sensitises the business to the changing needs and wants of its customers.
· It provides a base of objective information about the internal strengths and weaknesses of a business that determines its ability to counter threats or utilise opportunities.
· It improves the image of the business by showing that it is sensitive and responsive to its environment.

Topic 2 – Distribution Management

Study Units 3 – Retailing

3.1 Definition of Retailing

3.2 Classification of South African Retailing

Text pages 314 – 316
Different types of retailers

Classifying retailers by ownership:
· Independent Retailers – are single-unit entities that are not covered or controlled by any other organisation.
· Leased department retailers – are independents that own the merchandise stocked but lease floor space from another retailer.
· A chain store is one of a group of 2 or more stores of a similar type, centrally owned and operated.
· Corporate chain – chains with 11 or more stores.
· Retail franchises – are a special type of chain with central planning and independently owned outlets.
· An ownership group is an organisation made up of various stores or small chains, each having a separate name, identity and image but all operating under the ultimate control of a central owner.

Classifying retailers by prominent strategy:
Two broad strategies:
· In-store retailing
· Direct marketing

In-store retailing includes:
· Speciality stores
· Department stores
· Supermarkets
· Convenience stores
· Mass merchandise retailers or superstores
· Catalogue showrooms / service merchandise
· Off-price retailers
· Category superstores or category killers

Direct marketing (non-store retailing)
· Mail order catalogues
· Magazine advertisements
· Television home shopping
· Telemarketing 
· Door-to-door selling
· Vending machines

Classifying retailers by type of shopping centre includes:
· Convenience stores
· Neighbourhood centre
· Power centre
· Community centre
· Area centre
· Speciality centre
· Theme centre

Services provided by retailers
These include:
· Comfortable location
· Variety
· Re-assortment
· Processing
· Information
· Ownership
· After-sales service
· Financing
· Social interaction
· Ordering

3.3 Retail Innovation

3.3.1 Wheel of retailing
The wheel of retailing theory states that new kinds of retail merchants enter the marketplace as low-priced, low-margin and low-esteemed innovators serving price-conscious consumers. Over the period of time, these retailers upgrade their stores and their offerings, eventually resulting in a group of high-priced, high-margin retailers catering to higher income customers. This upgrading leaves these retailers exposed to new low-priced, low-margin competitors who begin to turn the wheel again.

3.3.2 Retail accordion
Retail accordion is another retail innovation theory. It states that as new forms of retail institutions develop, they alternate between offering broad (general) and narrow (specific) merchandise assortments.

3.3.3 Natural selection
Two other explanations for the evolution of retail institutions are the adaptive behaviour and natural selection concepts. 
Adaptive behaviour postulates that certain type of retailers emerge as a response to environmental conditions. When the conditions change, the retailing form will cease to exist.
The natural selection concept is drawn from Darwin’s survival of the fittest. This means that the species adapting most effectively to their environment will thrive and grow, whereas those that are not responsive will perish. For a retailing institution to survive, natural selection forces its management to understand and adapt to the environment in which it operates.

3.3.4 The dialectic process
The dialectic process postulates that when an established form of retailing is faced with competition from an innovative challenger, the established retailer tends to adopt the mode of operation of the new challenger. In turn, the innovator embraces certain characteristics of the established retail form.

3.3.5 The retail life cycle
The four stages of the cycle are innovation, accelerated development, maturity and decline.

3.3.6 The combined theory
This theory is a result of the combination of both the accordion and the wheel of retailing theories. It comprises 4 stages. The 1st stage is the birth stage where a narrow range of products are sold at low prices. The product range increases through the stages, which attracts competition. The final stage is the decline stage.

3.4 Trends in South African Retailing

3.4.1 Out shopping

3.4.2 Diversification
Two types: organisational growth and expansion in unrelated fields

3.4.3 The strength of the informal retailer

3.5 Retail Strategy



Study Unit 4 – The Distribution Channel

4.1 Creating Customer Value through distribution

The use of the supply chain resulted in 6 major shifts in the business focus of organisations:
· The coordination of activities
· A minimisation of costs
· The matching of supply and demand by obtaining information
· Progress towards designing the product, process and supply chain in order to minimise costs
· The use of the supply chain and marketing in delivering value to customers
· Enabling one-on-one marketing to take place so as to provide a tailored customer experience

Primary value chain activities include:
· Inbound logistics – the receiving and warehousing of raw materials, and the distribution of these raw materials to manufacturing as they are required.
· Operations – the process of transforming inputs into finished products and services
· Outbound logistics – the warehousing and distribution of finished products
· Marketing and sales – the identification of customer needs and the generation of sales
· Service – includes the support of customers after the products and services are sold to them.

The primary activities are supported by:
· The infrastructure of the firm
· The management of human resources
· Technological development
· Procurement

Text Pages 297 – 302
Supply Chain management
Primary decisions made within a supply chain include:
· Developing
· Planning
· Sourcing
· Production
· Inventory
· Transportation logistics

Objectives of a supply chain include:
· Increase communication along all nodes of the supply chain to create an uninterrupted flow of materials and products.
· Decrease inventory while still maintaining high customer service levels.
· Reduce the supplier base and develop supplier relationships in order to reduce overall costs.
· Standardise parts as much as possible in order to reduce the amount of inventory to be carried to fulfil customer orders within an acceptable time frame.

The following processes should be managed in the supply chain:
· Product development processes
· Inventory management processes
· Order-to-payment processes
· Customer service processes

Text Pages 279 – 283
Channel Management
Cooperation and Conflict
Channel cooperation occurs when members share harmonious marketing objectives and strategies. 
Channel conflict occurs when members cannot agree and it must be managed.
Channel power is the ability of one organisation in a channel to exert influence over the other members, where the most powerful is the leader.

Types of conflict:
· Vertical channel conflict – this means conflict between different levels within the same channel.
· Horizontal channel conflict – this involves conflict between members at the same level within the channel.
· Multi-channel conflict – this type of conflict exists when the manufacturer has established 2 or more channels that sell the same product.

Channel Redesign
The following are indicators that channel redesign may be necessary:
· Changes in customer buying patterns may signal this need.
· The movement of a product through its lifecycle may also be a stimulus for channel modification.
· Channel modifications may be necessitated by environmental change.
· Changes in economic conditions, such as rapid inflation frequently result in channel modification.
· Changes in industry and competitive conditions such as mergers, acquisitions and buy-outs frequently result in altered channel arrangements.

Ethical and legal concerns

The impact of product life cycle on distribution

Manufacturer’s push and pull strategies
A pull strategy attempts to stimulate demand for a product by promotional efforts aimed at the customer or industrial user at the end of the distribution channel.
A push strategy focuses the manufacturer’s promotional efforts on the members of the distribution channel itself, rather than the final user.

4.4 Distribution Terminology

4.5 Basic Channel Functions

4.6 Types of Distribution Channel

4.6.1 Consumer products
· Direct channel – telemarketing, etc
· [bookmark: OLE_LINK1][bookmark: OLE_LINK2]Indirect channel – manufacturer to retailers
· Indirect channel – manufacturer to wholesaler to retailer
· Four-link channel – manufacturer to agent to wholesaler to retailer

4.6.2 Industrial Products
· Direct channel
· Indirect channel – manufacturer to industrial distributor 
· Two-link channel – used when manufacturer is small and does not have the capital to develop it own distribution network
· Three-link channel – used by a small manufacturer who introduces a new product to the market and uses a network of agencies to promote the product to industrial distributors.

4.6.3 Services
· Direct channel
· Two-link channel – agent is added to the channel
· Another two-link channel – this channel uses a retailer to provide the service.

Text Pages 303 – 306
Channels for Services

Four distinguishing characteristics of services – intangibility, inseparability of production and consumption, perishability and heterogeneity

4.7 Distribution Channel Decisions

4.7.1 Selection criteria
The following factors need to be taken into account:
· Environmental factors
· Market factors
· Intermediaries
· The manufacturers
· The product factor

4.7.2 Market coverage decisions
· Intensive coverage
· Selective coverage
· Exclusive coverage


Study Unit 5 – Integration of Distribution Channels

5.1 Vertical and Horizontal Integration

5.1.1 Vertical integration
Vertical integration occurs when different intermediaries on the vertical level (e.g. a wholesaler and a retailer) work together to ensure that distribution activities are synchronised.

5.1.2 Horizontal integration
Horizontal integration implies integration on a specific level of the distribution channel.

5.2 Vertical Marketing Systems

Three types of vertical marketing systems:
· Corporate vertical systems – a corporate vertical system combines successive stages of production and distribution under single ownership.
· Administered vertical systems – an administered vertical system coordinates successive stages of production and distribution, not through common ownership, but rather through the size and power of one party.
· Vertical contractual systems – a vertical contractual system consists of independent firms at different levels of production and distribution which integrate their programmes on a contractual basis to obtain more economies and/or sales impact than they would achieve alone. Three types of vertical contractual systems in SA – retail sponsored vertical systems, wholesale sponsored vertical systems and franchising.

Text Pages 311 – 313
Types of vertical marketing systems

Corporate systems

Contractual systems
Three types of contractual systems:
· Wholesaler-sponsored voluntary chains – organise groups of independent retailers to better compete with large chain organisations.
· Retailer cooperatives – arise when the stores take the initiative and organise a new business entity to carry on wholesaling and possibly some production.
· Franchise organisations – are created when a channel member, called a franchisor, links several successive stages in the production-distribution process.

Administered strategic alliances

5.3 Physical Distribution/Logistics

Four major categories include:
· Warehousing
· Inventory management
· Order processing
· Transportation

Text Pages 283 – 297

Physical Distribution (logistics)
Physical distribution consists of several activities which include:
· Warehousing and Storage
· Order Processing
· Inventory Control
· Materials handling and materials management
· Protective packaging and containerisation
· Transportation

Transportation
The 5 major modes of transportation are:
· Rail transportation
· Road transportation
· Airfreight
· Water transportation
· Pipelines

Warehousing
Consists of 2 major activities: storage and breaking bulk
Reasons why organisations store goods in warehouses:
· Irregular production facing regular demand
· Regular production facing irregular demand
· The desire to postpone the sale of a product until prices are higher
· The desire to have products ready to move when a planned promotional campaign begins
· The need to have inventories handy to meet buyer’s “emergency demands”
· The need to age a product
· To gain a competitive advantage by being able to point to stocks of merchandise that competitors don’t have
· To ease problems associated with a “rush season” by having merchandise already on premises
· To better deal with channel members by handling some aspects of a storage problem

Inventory Control
Three major costs of inventory include:
· Acquisition costs – the expenses incurred in obtaining inventory
· Holding costs – the expenses incurred in keeping inventory housed
· Out-of-stock costs – the losses that occur when customers demand goods the marketer cannot provide

Economic Order Quantity (EOQ) is a mathematically determined purchase order size that yields the lowest total order-processing and inventory holding costs.

Materials management and handling

Order Processing

The systems approach to physical distribution and total cost

The systems concept in physical distribution

The total cost concept in physical distribution

Customer Service
Service quality in logistics
Indicators include:
· Damage-free shipments
· Correct and error-free invoicing
· Returns are effortlessly handled
· Unexpected problems are rapidly resolved

Three characteristics of firms that excel in service quality include:
· Implement mechanisms to give customers access to accurate and timely information
· Resolve customer requests and special requirements without extensive delays
· Have the ability to make brilliant recoveries

The relationship between customer satisfaction and service quality

Performance dimensions to analyse customers’ desired output levels
Marketers must understand what customers actually want, for example:
· Lot size
· Waiting time
· Spatial convenience
· Product variety
· Service back-up
· Cost
· After-sales support
· Product availability
· Capability
· Information support
· Quality – can be subdivided into the following categories:
· Functionality
· Conformance
· Reliability
· Durability
· Safety
· Serviceability
· Aesthetics
· Delivery Performance – has 2 basic characteristics:
· Delivery speed
· Delivery reliability
· Accuracy
· Flexibility – different types of flexibility include:
· Mix flexibility
· Changeover flexibility
· Design flexibility
· Volume flexibility

Flexibility, Inventories and Customer Service


Study Unit 6 – Distribution Strategy

6.1 Planning: Formulating Marketing and Distribution Objectives

Decisions need to be made in the following 3 key areas:
Buyer preferences

Relationship Considerations

Degree of market coverage
· Intensive market coverage
· Selective market coverage
· Exclusive market coverage

6.2 Planning: Channel Alternatives

The planning of a distribution also requires that 3 key channel alternatives be evaluated:
Channel capabilities and costs

Channel compatibility

Channel availability

6.3 Implementation: Determining channel structure

The following must receive attention:
Trial period

Set performance indicators
Most commonly used performance criteria include:
· Sales performance
· Inventory maintenance
· Selling capabilities
· Attitudes
· Competitive products handled
· Growth prospects

Create communication networks

6.4 Control: Evaluating Channel Performance

In evaluating channel performance, 2 key needs to form the basis of all evaluations:’
· Channel effectiveness – involves assessing whether the distribution channel is meeting the goals and objectives of the organisation and its customers.
· Channel efficiency – assesses whether the functioning of the distribution channel is cost effective in that waste is eliminated, unnecessary costs are cut and unnecessary activities are reduced.

6.4.1 Evaluation of financial performance

6.4.2 Evaluation of channel working relationship

Three key areas of channel relationships can be evaluated:
Channel Power
Five types of power in a distribution channel can be utilised to exert channel power:
· Coercive power – a channel member with this type of power can threaten to terminate relationships or deny positive outcomes should a channel member not cooperate.
· Reward power – this power exists when a channel member has the power to reward channel members for increased performance.
· Legitimate power – is based on the belief that the channel leader possesses the right to exert influence on other channel members and to expect compliance.
· Information power – a channel member that is perceived to have specialised knowledge that can lead to enhanced channel success, can initially have a strong level of power within the channel.
· Referent power – this type of power is based on companies wanting to be associated with a particular channel member.

Channel Conflict
Some of the most common causes of conflict include:
· Goal incompatibility – individual channel members may have goals which conflict with the goals of other channel members.
· Unclear roles and rights – individual channel members may clash due to uncertainty surrounding their roles within the channel.
· Differences in perception – manufacturers may have a positive view of the channel prospects, whilst intermediaries may hold a view that it is not as positive.
· Intermediaries’ dependence on the manufacturer – in this situation, the manufacturer holds significant influence in the channel based on its product and other marketing decisions.

Channel Cooperation

6.4.3 Ethical and legal evaluation

6.4.4 Evaluation of future plans



Topic 3 – Integrated Marketing Communication

Study Unit 7 – Communication Planning and Objectives

7.1 Integrated Marketing Communication (IMC)

7.2 Generic Communication Objectives

Text Pages 364 – 367

Planning the marketing communications (MC) campaign
Step 1 – The client brief
Step 2 – Strategic Review – the following needs to be considered:
· Consumer, shopper and trade insights
· Competitor analysis
· Brand analysis 
· Environmental scan
Step 3 – The marketing communications brief (commstrat)
Step 4 – Planning the MC Strategies
Step 5 – Presentation to client
Step 6 – Implementation
Step 7 – Review the MC efforts



Study Unit 8 – Integrated Marketing Communication: Advertising

8.1 The marketing communication mix
· Advertising
· Personal selling
· Sales promotion
· Publicity
· Public relations
· Sponsorship
· Direct marketing
· E-communications

Text Pages 326 – 327
The marketing communication mix consists of a blend of the following 7 tools:
· Advertising
· Personal selling
· Sales promotion
· Direct response marketing
· Public relations (PR)
· Sponsorship
· Digital media marketing

8.2 What is advertising?

Text Pages 328 – 331
The Marketing Communication Tools
Advertising
Involves the following factors:
· Paid form
· Advertiser
· Selected target audience
· The objective of the advertisement

Types of advertising
Can be classified by:
· Purpose
· Primary and selective demand
· Brand advertising
· Corporate image advertising
· Commercial/non-commercial advertising
· Action/response advertising
· Retail advertising
· Target audience
· Consumer advertising
· Business-to-business advertising:
· Industrial advertising
· Professional advertising
· Trade advertising
· Geographic area
· National advertising
· Regional advertising
· Local advertising
· International advertising
· Medium
· Print advertising (newspapers & magazines)
· Broadcast / electronic advertising (radio & TV)
· Out-of-home advertising and cinema
· Digital (Internet, cell phones)

How advertising works
The strong theory of advertising – holds that advertising is capable of effecting change in the knowledge, attitudes, beliefs or behaviour of target audiences. Advertising can persuade someone to buy a product that he/she has not previously purchased.

The weak theory of advertising – states that the strong theory does not reflect the real world and believes that a customer’s pattern of brand purchases is driven more by habit than by exposure to advertising. According to the weak theory, advertising is capable of improving people’s awareness and knowledge and of reinforcing existing attitudes.

What advertising can and cannot do
	Advertising can…
	Advertising cannot…

	· Position a brand
· Remind  a target audience to but
· Announce a new brand or service
· Create brand awareness
· Inform the target audience
· Stimulate impulse buying
· Expand the market and attract new buyers
· Affect direct sales and encourage enquiries
· Announce a price change
· Announce a pack change or a special offer
· Change attitudes
· Increase confidence in a brand or a company
· Reinforce a buying decision and reduce post-purchase regrets
· Remind customers about products, features, etc.
· Fight competition
· Increase sales
· Support stockists, sales and counter staff
	· “sell” an inferior product
· Reach everybody
· Lead to immediate sales (not always)
· Fight off better competitors
· Solve all your marketing problems
· Save a dying brand (not alone)
· Persuade everyone



The role of advertising in brand equity
· Advertising can create and build brand awareness
· Advertising can build brand associations
· Advertising can create perceived trust in the quality of a brand
· Advertising can build a brand’s reputation
· Advertising can build brand loyalty

8.3 Advertising Objectives
Include:
· Introduce new products to customers
· Initiate shopping
· Stimulate the actual purchase of a 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

8.4 Advertising Strategy
The important elements in an advertising strategy are the following:
· Target market identification and positioning
· Competitive situation
· Customer behaviour
· Budgets
· Execution

8.5 Placement & Assessment

Text Pages 332 – 333

Table 10.3 Strengths & Weaknesses of print media
	Media
	Strengths
	Weaknesses

	Newspapers
	· Provide visuals and words
· Suitable for high frequency
· Adaptable to change
· Relatively cheap per reader
· Geographically selective
· Buyers use it as a guide
· A good news medium
· High coverage
	· Poor reproduction
· Short lifespan
· Are read selectively
· Reach a general audience
· May advertisers and little chance of dominating
· Clutter
· Low attention getting

	Magazines
	· Good reproduction
· Longer lifespan
· Reach specific market segment
· Usually loyal readers
· National coverage
· Good image creator
· Allow advertorials
	· Limited flexibility due to long lead time
· Many advertisers and little chance of dominating
· Not geographically selective
· Short time to convey the message



Table 10.4 Strengths and weaknesses of electronic and broadcast media
	Media
	Strengths
	Weaknesses

	Television
	· Involves most of the senses
· Viewer is unlikely to ignore the message
· Good for demonstrations
· Programming allows for a degree of psychographic targeting
· Wide coverage
· Prestige value
· Can involve the entire family
· High impact
	· Limited availability of quality time
· No reference back to message
· Relatively expensive media
· Reaches a general audience
· Relatively lengthy preparation
· Repetition can irritate the viewer
· Only national
· High production and flighting costs

	Radio
	· Is  a personal medium
· Geographically selective in regional services; national coverage with certain transmissions
· Can reach specific audiences at certain times
· No literacy necessary
· Listening sometimes habitual
· Offers theatre of the mind
· Low cost
	· Limited availability
· No reference back to message 
· No illustration possible, audio only
· Only a short message
· Is a background medium demanding attention – low attention getting
· Frequency of flighting required to make impact





Study Unit 9 – Personal Selling

9.1 Nature of personal selling

Text Pages 349 - 351
Personal Selling
What is personal selling?

The art of persuasive communication
Includes the following 2 techniques:
· Two-way communication
· Asking questions
· A closed question
· An open question
· Listening – the following listening skills are important:
· Listen for key factors, e.g. key expectations, key needs or key problems.
· Look attentive and show interest in what the prospect is saying.
· Anticipate what the prospect is trying to get at and what the major issues will be.
· Subconsciously summarise what the prospect has said to ensure that every aspect is understood.
· Learn from the prospect’s words, mannerisms, actions, tone of voice and expressions.
· Listen carefully to the prospect’s answers and avoid thoughts about the next question until the 1st reply has been heard and understood.
· Body language
· Magic words
· Total communication skills

Advantages of personal selling
· Focused attention
· Tailored messages
· Immediate feedback
· Complex information
· Demonstrations
· Customer education
· Relationship building
· Targeted prospects
· Expenses match requirements
· Closing the sale
· Bottom-line responsibility

Disadvantages of personal selling
· Small number of contacts
· Costs per call
· Poor selling skills
9.2 The roles and functions of Salespeople

· Create new customers
· Sell more to present customers
· Build long-term relationships with customers
· Provide solutions to customers’ problems
· Provide services to customers
· Help customers re-sell products to their customers

9.3 Qualities and Attributes of Salespeople
The skills and attributes that salespeople should possess are the following:
· Communication skills
Both verbal & non-verbal
· Sales knowledge
· Trust
· Self-leadership – is concerned with how well the salesperson’s selling activities are aligned with his/her goals and consists of the following 5 stages:
· Goals and objectives
· An analysis of the territory and the classification of the accounts
· The design and implementation of one’s strategic plans
· The optimisation of the allocated resources
· An assessment of all activities

The stages in the sales process include
· Prospecting for customers
· Qualifying prospects
· Developing relationships
· Presenting the sales message – presentation is a well-conceived plan which includes:
· Establishing objectives for the sales presentation
· Developing the pre-sales presentation plan needed to meet the objectives
· Renewing one’s commitment to providing outstanding customer service
· Handling queries and complaints
· Closing a sale
· Providing service and support
· Maintaining trust and commitment

Text Pages 351 – 353
Sales Tasks
The following sales tasks are performed:
· Sales development – involves the generation of new customers by encouraging a change of supplier or use of a new product or service.
· Missionary selling – missionary salespeople help pull the product through the marketing channel by providing low-key personal selling assistance, such as ensuring that sufficient stocks are held in the channel outlets.
· Maintenance selling – involves generating sales from existing customers.
· Support selling – here the salesperson provides continuing service to the customer. 

Some salespeople are mainly order takers while others are order getters:
Order getters: people who spend most of their time on sales development are known as order getters because they create sales.
Order takers – this task entail accepting orders.

Sales positions include:
· Product delivery salesperson
· Inside order taker
· Goodwill builder
· Technical expert
· Creative seller of tangible goods
· Creative seller of intangible goods
· Key account selling
· Team selling

Requirements of a successful salesperson
Must have a keen understanding and knowledge of the following matters:
· Company history
· Executive and key personnel
· Marketing policy
· Pricing and credit policy
· Customers and competitors
· Buying centre and gatekeepers


Study Unit 10 – Sales Promotion

10.1 The nature of Sales Promotion

Types of promotion activities include:
· Consumer promotion can entail product-based incentives such as samples, free trials and tie-in promotions.
· Money-based promotions can include the use of coupons, price cuts and premiums.
· Prize-related promotions relate to a situation where a customer enters a competition and using text message, for example, sends the bar code of the product to the manufacturer.
· Trade promotions can include the use of buying allowances, buy-back offers, price-off offers, display allowances and free goods.
· Business and sales force promotions may include trade shows and contests for salespeople.
· Incentive-type promotions are usually used to attract brand switchers, appeal to new customers, increase the usage of the product, reward loyal customers, increase store traffic and enlarge the order of occasional users.

Text pages 335 – 341
Sales Promotion

What is sales promotion?

Five main factors of sales promotion include the following:
· Sales promotion is action focused.
· Sales promotion is planned as a specific marketing event.
· Sales promotion very often has a tangible component, or specific sales promotion materials.
· Sales promotion can be targeted to 3 distinct audiences:
· Internal – the marketer’s own salespeople
· Trade, the intermediaries in the channel of distribution
· The marketer’s final customers or consumers
· Sales promotion is designed to achieve short-term results.

Sales promotion objectives
Salespeople
· Encourage salespeople to intensify their efforts to sell a “slow-moving” product in the range.
· Challenge salespeople to sell more of a certain product to existing customers.
· Encourage salespeople to locate and qualify more prospects.
· Encourage salespeople to set up more in-store displays.
· Encourage salespeople to train more distributor employees.

Trade
· Induce wholesalers to carry a particular product line.
· Persuade distributors to promote (push) a particular brand in their promotional activities.
· Persuade retailers to give a particular brand shelf space.
· Encourage retailers to support a sales promotion campaign by carrying more inventory of a particular product.
· Encourage retailers to sell old stock before the brand is re-launched or taken off the market.
· Persuade retailers to participate in a contact-operative in-store promotion.

Consumers
· Induce product trial by consumers.
· Encourage existing consumers to buy more of the product.
· Minimise brand switching by consumers.
· Build consumer goodwill.
· Encourage repeat purchases
· Enhance marketing communication efforts and build brand equity.

Factors determining the sales promotion strategy
Product-related factors
· Product type – more suited to FMCG
· Price – more effective for goods with a high price elasticity
· Brand image – 2 types of strategies can be pursued:
· Exclusive brand image e.g. Rolex
· Value-oriented brand image e.g. cleaning materials
· Product’s stage in its lifecycle

Customer-related factors
· Characteristics of the target market
· Type of buying decision involved
· Involvement level

Organisation-related factors
· Overall marketing communication strategy
· Resources available

Situation-related factors
· Prominence of the company in its environment
· Competitors’ activities

When to use sales promotion

The impact of sales promotion on sales
There are 4 specific ways in which sales promotion affects sales:
· Brand switching
· Aggressive – induces the customer to buy a different brand from the one bought previously
· Defensive – induces customers to remain loyal
· Repeat purchasing
· Purchase acceleration
· Category expansion

What sales promotion can and cannot do

	Sales promotion can…
	Sales promotion cannot…

	· Stimulate sales force enthusiasm for a new, improved or even a mature product
· Rekindle sales of a mature product
· Facilitate the introduction of new products to the trade
· Increase on- and off-shelf merchandising space
· Neutralise competitive advertising and sales promotion
· Obtain trial purchases from consumers
· Retain existing customers by encouraging repeat purchases
· Increase product usage by “loading up” consumers
· Pre-empt competition by “loading up” consumers
· Reinforce advertising
	· Compensate for a poorly trained sales force
· Compensate for insufficient or inadequate advertising
· Give the trade or consumer any compelling reason to continue purchasing a brand
· Permanently stop an established product’s declining sales trend or improve the acceptance of an undesired product



10.2 Sales Promotion aimed at the marketer’s own Salespeople
· Sales force contests
· Sales force meetings and training programmes
· Sales brochures
· Trade shows

10.3 Sales Promotion aimed at Intermediaries
· Trade promotions and allowances
· Trade shows and exhibitions

10.4 Sales Promotion aimed at Customers or Consumers
· Samples and free trials
· Premiums
· Tie-ins
· Coupons
· Price cuts
· Contests and sweepstakes


Study Unit 11 – Publicity & Public Relations

11.1 Public Relations (PR)

Public relations is characterised by the following activities and purposes:
· Public relations is concerned with the organisation’s relationship with other entities, irrespective of whether they are organisations or individuals.
· The objective of PR is to market (sell) the product of a company.
· The function of PR is to provide information to the public in order to persuade them to modify their attitude and actions.
· PR is a managerial function which continuously evaluates public attitudes and executes a programme of action to earn public understanding and acceptance.
· PR links the policies and procedures of the organisation with the public interest.
· PR uses promotional programme methods.
· PR is a planned, deliberate and sustained communication function designed to establish and maintain a mutual understanding between the organisation and its internal and external audiences.
· PR manages perceptions and strategic relationships between the organisation and its stakeholders.

Text Pages 354 – 357
Public Relations

Public relations paves the way for marketing by:
· Developing new prospects for new markets, such as people who inquire after seeing or hearing a product release in the news media
· Providing 3rd party endorsements
· Generating sales leads, usually through articles in the trade press about new products and services
· Paving the way for sales calls
· Stretching the organisation’s advertising and promotional Rands through timely and supportive releases about the organisation and its products
· Providing inexpensive sales literature or articles about the company and its products reprinted as informative pieces for prospective customers
· Establishing the corporation as an authoritative source of information on a given product
· Helping to sell minor products that do not have large advertising budgets

Specific PR functions
· Media relations and placement
· Organising
· Writing
· Production
· Speaking
· Training 
What PR can and cannot do
	PR can…
	PR cannot…

	· Give advice on the public image of an organisation
· Take action to discover and eliminate sources of misunderstanding
· Help to broaden the organisation’s sphere of influence by appropriate publicity, events, exhibitions and films
	· Create a barrier between the truth and the public
· Develop propaganda to impose a point of view regardless of truth, ethics and the public good
· Organise publicity aimed directly at achieving sales
· Effectively use stunts and gimmicks 
· Organise free advertising
· Play political games



11.2 The PRISA Public Relations Campaign Model

Step 1: Situation Analysis – where are we now?
A SWOT analysis is used

Step 2: Definition of objectives – what do we want to achieve?

Step 3: Definition of publics – at whom are our efforts directed

Step 4: Formulation of the message and media selection – how will we reach our target market?

Step 5: Budget allocation – how much will it cost us?
There must be a clear distinction between administrative and campaign budgets

Step 6: Assessment of the results – did we achieve our goals?

11.3 Publicity

There are 2 types of publicity:
· Marketing publicity aims to persuade the public to buy a product.
· PR publicity aims to convince the public that an organisation or cause is worthy of their support or approval.

Two further aspects surrounding publicity include:
· Publicity content – can be divided into news and newsworthiness
· Publicity context – refers to the setting or situation in which the content occurs and the audience for whom the content would be of interest.

11.4 Sponsorships

Text pages 344 – 349

Sponsorship
Sponsorship objectives
Broader objectives include:
· Wanting to support a sport or a cultural event
· To achieve immense media exposure for the company
· To build relationships via hospitality
· To build company or brand equity

Other objectives include:
· To launch a new product or service
· To reinforce, enhance or alter a brand image
· To strengthen a corporate image
· To create the opportunity for product sampling and trial
· To increase and maintain market share
· To open new channels of distribution
· To forge new links with opinion leaders
· To improve employees’ morale
· To gain a competitive advantage

Sponsorship selection criteria
· Target market coverage
· Communication factors
· Timing / seasonality
· Competitor activity
· Event profile (history, previous sponsors)
· Potential media exposure
· Product or brand relevance – could be one of the following:
· Direct brand link
· Indirect brand link
· An image link
· A corporate image link
· Image
· Budget / Costs
· Hospitality opportunities
· Return on Sponsorship Investment (ROSI)
· Exclusivity

Types of Sponsorship

One or a combination of the following levels may be chosen:
· National team sponsorship
· Provincial team sponsorship
· League Sponsorship
· Individual club sponsorship
· Individual athlete sponsorship
· Development sponsorship
· Multi sponsorship

Other types of sport sponsorship include:
· Technical sponsors in sport – secondary sponsorship e.g. Coca-Cola as the official drinks supplier
· Licensing and merchandising 

Benefits of Sponsorship
· Flexibility
· Brand equity
· Media exposure
· Cost-effectiveness
· Industrial labour relations
· Opens doors
· Crosses all frontiers
· Presents new challenges
· Unites the nation

Potential pitfalls of sponsorship
· Ignorance of contractual rights
· Ambush marketing
· Broadcast rights
· Staff
· Expense
· Once-off sponsorships
· Agents
· The media


Study Unit – Direct marketing

12.1 What is direct marketing?

The key elements of direct marketing include the following:
· Direct Marketing is interactive.
· Direct Marketing is a system.
· Direct Marketing uses one or more advertising media.
· Direct Marketing is measurable.
· Direct Marketing brings about a response.
· The response can take place at any location

Text Pages 340 – 344 & Table 10.7

Direct response marketing

What is direct response marketing?

Direct response marketing versus general marketing
	Direct Response Marketing
	General Marketing

	· This is selling to individuals. Customers are identified by name, address and purchase behaviour.
	· This is mass selling. Buyers share common demographic, psychographic and lifestyle characteristics.

	· Distribution is an important benefit.
	· Product benefits do not always include convenient distribution channels.

	· The medium is the marketplace.
	· Retail outlet is the marketplace.

	· The marketer controls the product until delivery.
	· The marketer loses control as the product enters the channel.

	· Advertising is used to generate an immediate order or enquiry.
	· Advertising is used to create awareness and benefit recall. The purchase action deferred.

	· Repetition of offer is used within the advertisement. 
	· Repetition of advertisement is used over time.

	· Consumer may experience high perceived risk, as the product is bought unseen. Recourse is distant.
	· Consumers experience less risk – they have direct contact with the product and direct recourse.



Key elements of direct response marketing
· The right target market
· The right offer
· The right timing
· The right creative appeal
· Customer service

The advantages of direct response marketing

Why spend your money on ordinary advertising when you can buy accountable…added-value…answer-back…allegiance…automated…appropriate…action advertising?

The 7 A’s of direct response marketing

12.2 Differences between general marketing, general advertising and direct marketing

12.2.1 Direct marketing versus general marketing

12.2.2. Direct marketing versus general advertising

12.3 Direct Marketing Objectives

The characteristics of a good marketing objective:
· Are quantifiable
· Are aimed at the target market
· Have a time frame
· Are realistic
· Are attainable

Specific direct marketing objectives include the following:
· To generate leads
· To sell direct
· To generate store traffic
· To modify relationships for future sales
· To inform and keep in touch
· To recognise and reward

12.4 The main media in direct marketing
· Direct mail
· Telemarketing
· Mail order
· Direct response advertising


Study Unit 13 – E-communications

13.1 Email Marketing

How quickly a marketer responds to a returning email depend on the following factors:
· Resources available to respond rapidly
· Uniqueness of the response required
· Appropriateness of the response
· Technology used in the interaction

Most important advantages of email marketing include the following:
· Ease of use
· Low cost
· Permission marketing
· Emails generated on an event basis e.g. overdue account
· Large amount of information may be sent as an attachment to the email
· Valuable information e.g. account statements, newsletters
· Auto responses to queries

Text Pages 388 – 390

Email Marketing

The different email formats:
· Plain text email
· Rich text (HTML)

Marketing applications of email
· Mailing lists
· Email newsletters
· Opt-in mail (permission email)
· Junk mail

Measuring email marketing results
· Bounce rate – measure the percentage of unsuccessful deliveries.
· Click-through rate – the number of recipients who, as a result of receiving an email, clicked through to one or more links within the message.
· View rate – term used loosely to describe the number of recipients who opened an email message in HTML format.
· Referral rate – the number of times a message in a viral marketing campaign has been forwarded by a recipient.
· Opt-out rate – the number of people who chose to opt out of, or unsubscribe, from future messages.

13.2 Interactive Television (iTV)

13.3 Cellular Marketing

13.4 Fax-on-demand (FOD)

13.5 Touch-screen kiosks

13.6 CD-ROM and DVD

13.7 Smart Cards

Text Pages 398 – 402

Benefits derived from social media involvement
· Unparalleled access to information
· Enhanced brand awareness and perception
· Better engagement with customers, employees and business partners
· Collaboration
· Richer user experience
· Improved web metrics
· Increased control over the company’s marketplace message
· Enhanced conversation possibilities
· Social media enhances the effects of other media

The unique characteristics of social media
· Authenticity
· Transparency
· Immediacy
· Participation
· Connectedness
· Accountability



Study Unit 14 – Cybermarketing

Text Pages 374 – 377

The marketing benefits offered by digital media

The 6 I’s of the e-marketing mix:
· Interactivity
· The customer initiates contact
· The customer actively seeks information or an experience (pull)
· It is a high-intensity medium – the marketer has the visitor’s full attention while he/she is viewing the website.
· A business can gather and store the responses of all the individuals who visit the website.
· The marketer can focus on the individual needs of the customer.
· Intelligence – the Internet offers the marketer the opportunity to collect marketing information at a relatively low cost.
· Individualisation – one of the most unique and usable features of interactive marketing is that marketing messages can be shaped for each individual at relatively low cost.
· Integration – Internet marketing can be integrated easily with all other marketing efforts and complement and support them. when assessing the marketing effectiveness of a website, the role of the Internet in communicating with customers and other partners can best be considered from 2 perspectives:
· Outbound Internet-based communications from organisation to customer
· Inbound Internet-based communications from customer to organisation
· Industry Restructuring
· Both re-intermediation and disintermediation are results of the dynamic nature of the Internet. The internet has made it possible to cut out the intermediary and deal with the target market (disintermediation). Re-intermediation means that the intermediary function is shifted rather than completely eliminated.
· Independence of location – electronic media also introduces the possibility of increasing the reach of company communications to the global market.

14.2 The advantages of online marketing

Advantages and Disadvantages of using the Internet
	Advantages
	Disadvantages

	· Target marketing (targets very specific groups)
· Message tailoring (a message is designed to appeal to the specific wants of the target audience)
· Interactive capabilities (increasing customer involvement)
· Information access (an information source)
· Sales potential (an increase in sales)
· Creativity (creatively designed sites can enhance an organisation’s image)
· Exposure (an organisation can gain national and international exposure)
· Speed (information on an organisation’s products is obtained most quickly via the Internet)
	· Measurement problems (unreliable research numbers)
· Audience characteristics (audience characteristics change quickly)
· Websnarl (downloading information from the Internet may take a long time)
· Clutter (a number of ads may irritate customers)
· Potential for deception (hackers and credit card theft)
· Costs (the costs of doing business on the Internet are increasing)
· Poor reach (the reach of the Internet is still far behind that of television)



14.3 The business environment of the Internet

14.4 The online target market and marketing mix

14.4.1 The online customer
There are 5 different types of online users:
· Directed information seekers – they know exactly what they are looking for.
· Undirected information seekers – these buyers are just browsing through the site.
· Directed buyers – they know exactly what to buy and what they want to pay for it.
· Bargain hunters – these are the users who are looking for a “good deal”.
· Entertainment seekers – they want to enjoy their time online.

Psycho-segmentation of online users:
· Techno-lusters – these users focus on culture and technology.
· Academic buffs – these users originally formed the largest group of users; they are now less significant users.
· Techno-boffins – this group is similar to the techno-lusters, but they make more direct use of the technology for business purposes.
· Get-aheads – they use the Internet as a lifestyle accessory, i.e. they use email and the Internet for product selection.
· Hobbyists – these are people with special interests, such as golfers, fishermen and car enthusiasts, who use the Internet for purchase selection.
· Knowledge traders – these are business-oriented users who use the Internet for news services and information on best business practice.
· Business bods – these users are general business users in management or procurement roles.
· Home users – these are generally members of families looking for education, entertainment or purchases.

14.4.2 The online marketing mix

14.5 Internet Applications
E-commerce could be broadly defined by identifying 4 distinct categories of e-commerce relationships:
· Business-to-business relationships (B2B) – this category contains all the dealings between one business and another, and includes activities such as selling and purchasing, inventory management, channel management, payment management and service and sales support.
· Business-to-consumer (B2C) – the World Wide Web is mostly utilised here to facilitate transactions, customer support and consumer research.
· Consumer-to-consumer (C2C) – this involves transactions between consumers through classifieds, personal services, chat rooms and auctions.
· Consumer-to-business (C2B) – this relationship is represented by individual consumers banding together to form buyer groups or to form cause-related advocacy groups.

14.5.1 Online buying/selling

14.5.2 Online auctions

14.5.3 Online marketing research

14.5.4 Online Customer Relationship Management (CRM)

[bookmark: _GoBack]14.5.5 Online customer service and support



