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Course Rules and Regulations KNOW THE
RULES!

you come on time - 5;
“-9

you bring to class: book pen paper

take notes
attendance = 90%

no electronic devices like phones, laptops etc
except when needed during a presentation

you have to come to class prepared

FDHDM) 'the Qu[eﬁ meaning: read searched watched

2 turn in your projects on time
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such as
agents, brokers, wholesalers, and retailers,
that join together to transport and store goods,
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Agents and Brokers

Wholesaler

Retailers
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help ensure communication flows

and the flow of money and title to goods.



Channels of distribution
help ensure communication flows

the flow of money and title to go



Channels of distribution
help ensure communication flows

the flow of money and title to go



Channels of distribution
help ensure communication flows

and the flow of money and title to goods.



Channels of distribution also
help to ensure that

the right guantity and assortment of
goods

will be available

when and where needed



Distribution Channel Functions

Marketing for Hospitality and Tourism, 6e © 2014 by Pearson Higher Education, Inc
Kotler Bowen and Makens Upper Saddle River, New Jersey 07458 = All Rights Reserved
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IVE FLOWS IN THE MARKETING CHANN
FOR MONSTER BEVERAGES

NEGOTIATON OWNERSHIP INFORMATION
FLOW FLOW FLOW

MANUFACTURER

MANUFACTURER MANUFACTURER MANUFACTURER MANUFACTURER

TRANSPORTATION
COMPANY

TRANSPORTATION
COMPANY

ADVERTISING
AGENCY

PUBLIC WAREHOUSE PUBLIC WAREHOUSE

TRANSPORTATION
COMPANY

TRANSPORTATION
COMPANY

BOTTLERS AND
DISTRIBUTORS

BOTTLERS AND
DISTRIBUTORS

BOTTLERS AND
DISTRIBUTORS

BOTTLERS AND
DISTRIBUTORS

BOTTLERS AND
DISTRIBUTORS

SUPERMARKETS SUPERMARKETS
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International Market Example

Typical Japanese Channel of Distribution for a Consumer Product

Basic Product Producer

!

General Wholesaler

!

Basic Product Specialty
Wholesaler

!

Finished Product Processor Specialty Wholesaler

!

Regional Wholesaler

1l

Basic Product Processor

Even powerful P&G

1 ran into trouble
Local Wholesaler launching baby
1 diapers into Japan

Retailer

LALLEGRA



Manufacturer

Direct Indirect

Departmental Store

& other Retail Wholesalers
outlets

Personal Own Retail
selling Shop

Customer




Why are intermediairs being needed
they perform certain tasks

transporting, storing, selling, advertising,
and relationship building

faster and more cheaply than
most manufaturers could
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The value versus the costs of intermediairs

marketing intermediairs can be eliminated, but
their activities can not

intermediary organizations have survived
because they perform their functions faster and
more cheaply than others

intermediairs add costs to products, but these
costs are offset by the value they create
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The Utilities created by Intermediairs
Utillity

the want-satisfying ability, or value, that
organizations add to goods and services by
making them more useful and accessisble
to consumers than they where before
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Form Utility

Time Utility

Place Utility
Possesion Utility

Information Utility

Service Utility



Possession

‘ e

lace

-l T

- 3

~ !

T
7 =

OPEN 24 HRS

(APARTMENT)
FOR
RENT

15-9



iTypes of Utility Added

1. Form utility: transforming the
product’s characteristics

2. Time utility: storage until product
IS heeded

3. Place utility: physically moving
product to the consumer

4. Possession utility: allowing the
transfer of ownership

[ MyShared



An Example of Form Utlllty
A Tree

In its original state it has value as an
object of beauty, supplies oxygen,
prevents soil erosion, and provides a
home for animals.

When a tree is cut down and used in
making other products its usefulness
changes. The raw material becomes part
of a new product that has a different value

Form Utility takes place also when a
manufacturer assembles parts into a
product pieces of wood assembled
into furniture




P[dm Utlllty A Kol Usefullness:

Form Utility — |,

Ex. Jackets

Time Utility

Ex. 24 Hr Grocery >

Place Utility

Ex. Store, Internet ect..

Possession Utility © ‘

Every time legal ownership takes
place




Wholesale Intermediairs

Merchant wholesalers
Rack jobbers
Cash-and-carry wholesalers
Drop shippers



Agents

Brokers




Retail Intermediairs

Department store
Discount store
Supermarket
Warehouse club
Convenience store
Outlet store
Specialty store
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Retail distribution strategy
intensive
selective

exclusive



*Intensive distribution Distribution of a product through all
available channels

+ Selective distribution Distribution of a product through a
imited number of channels.

 Exclusive distribution Distrioution of a product through
single wholesaler or retailer in a specific geograpnic region.



Nonstore Retailing

Electronic retailing
Telemarketing
Vending machines
Direct Selling
Multilevel Marketing

Direct marketing



Building cooperation in
channel systems

Corporate distribution systems

Contractual distribution systems
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Supply chains




Supply Chains

Global Supply Chain
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Supply chain

i 2 <\
g O 4 = &r“@i@@..
- Retailers

Consumers

Material

Information Consumer

First supplier

Money

4
Total inventory \
of supply chain

Level of information and
optimization







Value chain

ow competion among companies

has shift from
competing on product and services
to

competing on supply chains
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Value chain

How competion among companies has
shift from competing on product and
services to competing on supply chains

global supply chains are the response to
the increasing integration of international
markets as companies try to remain
competative



Primary value chain:

Demand fulfilment Demand generation
e e
Inbound : Outbound Marketing and .
> Operations e : Service
logistics logistics sales
» Call-off to suppliers + Conversion » Warehousing » Channels to market + Installation
+ Materials handling + Assembly » Order procassing ' Pmdui.j.t._ pricing, ' Repair
» Warehousing » Packaging + Picking advertising ;,"d w + Training
 Inventery control * Maintenance + Shipment * ETET:r:::;ra:zl I:I:!'::"
' DEIM” to consumer, '
© 2006 Corprenewal convenience,
communication
» Sales force
. 5.s effectiveness
Support activities:
Technological Human
Procurement Infrastructure
- development resources

+ Purchasing raw + Process design » Recruiting, hiring, » General management

material, supplies, fixed ., proguct design training, developing + Finance

assets RAD and compensating all A .

L pers onnel J I!Eﬂlll'ltll'lg

AT



Raw

material Part | Component Final good Whole sale Retail sale Final
supplier supplier supplier producer Customer

/\ /1IN \

Flow of material

—
—

Flow of money

Flow of information




Value Chain Model

MBAHelp24.con

Firm infrastructure

Support Human resource management %
activities .
Technological development ?
Procurement
Q
E
©
B ) S
Primary @ - % S
activities oW Q = £ g
52 ® 3L | 3
2% o 29 < 8
€8 § 38 -




