ehilip ]S Otler
Kevin LaneKeller

Managing Retailing,
Wholesaling, and Logistics

Marketing Management, 13" ed



Chapter Que

nes of marketing
es occupy this sector?

arketing decisions do these
'keting intermediaries make?

What are the major trends with
marketing intermediaries?
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des all the activities
elling goods or services
Inal consumers for personal,
nonbusiness use.
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Table 16.1 Major Retal

Discount store
Off-price retailer
Superstore

lence store Catalog showroom
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Levels of Retaill Service

Self-service

Self-selection

Limited service

Full service
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Figure 16.1 Retail Positioning

Bloomingdale's

Sunglass
Hut

* Value Added
Hiah
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Nonstore Retailing

Direct Direct
selling marketing

Automatic Buying
vending service




Table 16.2 Major Types o
Retail Organiz:

ooperative

umer cooperative
ranchise organization
 Merchandising conglomerate
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Corporate Retailir

great hair? E'Very t.‘me‘

Check us out

Start Your Engines

Watch for Supercuts in 2008

SUPERCUTS LOCATOR

Find a Supercuts near you,
sear.c.h l:r?.’: NEW HOTMESS: A HAIR GALLERY o
City: |

aE — WHAT UP? ALL ABOUT SUPERCUTS °
or search by:

Zip Code | PRODUCT POWER @

HoME @

THE STORY BEHIND THE CUT

I'll take it to go

Go Mow

N YOU SUPER CUT?
the skifis, ve
got the chair

Work At
Supércuts
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http://www.supercuts.com/

What Is a Franchi

g system Is a system of
franchisees, a tightly knit

Of enterprises whose systematic

2rations are planned, directed, and

ontrolled by the operation’s franchisor.
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Characteristics of

owns a trade or service
Icenses It to franchisees In
or royalty payments

e franchisee pays for the right to be
part of the system

* The franchisor provides its franchisees
with a system for doing business
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Quiznos Is a Franchi

== United States FRANCHISE OPPORTUNITIES

FRANCHISE HOME
ABOUT

REQUEST
INFORMATION

ATTEND A
SEMINAR

VIRTUAL TOUR

NON-TRADITIONAL @
SITES

APPLY NOW

INTERNATIONAL Listen To Current : SIGN UP for a

FRANCHISES Franchise Owners. *  Business Seminar HERE!

WATCH OUR 1-MINUTE VIDEO | .
QUIZNOS Select a format below: ( BUSINESS OWNERSHIP

QUESTIONS Quicktime (1.8MB) : anmes SEMINAR

Windows Media (0.6MB)
QUIZNOS .

FRANCHISE NEWS :
#1 Restaurant Chain

ion's Restaurant News, June 2006
rowth in Number of U.S. Units - Top 100
Ranked #1 Five Years in a Row!
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http://www.quiznosfranchises.com/

Retall

orms and combinations
of Intertype competition

petition between store-based and
on-store-based retalling

Growth of giant retailers

Decline of middle market retailers
Growing investment in technology
Global profile of major retailers
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New Retall Forms anc

" BARNESENOBLE -

Cate

Vo) (ol

OFF€Y
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Retallers’ Marketing Dec

Target market

Product assortment

Procurement

Prices

Services
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Retallers’ Marketing De
(cont.)

Store atmosphere

Store activities

JMTH
Communications

Locations
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Retall Category Managemen

Define the category
Figure out its role
Assess performance
Set goals
Choose the audience
Figure out tactics

Implement the plan
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Direct Product Profitabili

TRADER JOE'S=

[ HomE ] TRADER WHO?| PRODUCTS | LOCATIONS |
h ——

Ne advance ordering,
0 a > - Na hld.iHHa in line L
- | 4

Eresh? You betl Cur

| e # | wod mini cakes of

WELCOME 10O TRADER JOE'S, B o AP L | (Locolate decadence
your neighborhood grocery store. A quick trip through
aurisland paradise - um, website - will tell yvou a little bit
about who we are, how we do business and, most J deliaht in whien won
: e i eligy 1
importantly, where to find the Trader Jog’s in your 4 are. How dreamy...
neighborhood. ‘Cause that's where the value, adventure | “ - el

E . and go is the price
and tasty treasures are discovered, every day. Thanks ) '
for stopping by.

com Erogtemn in boxes
of Fowr, ready to

CUrRIOUS? R TRADERJOE'S | @b

CRAVINGS? e 2 W LABELS g LisTs |
CULINARY |57 . Lo .
CRUSTACEANS? :

B e can satisfy..

g If you EIGN UP FOR OTR
E-NEVELETTER, TODAY!

{0r any other day, but why wait?
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http://www.traderjoes.com/

Retaller Services Mix

Prepurchase services

Postpurchase services

Ancillary services

Copyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall



’roduct placement

* Floors
e Surface space
e Music

The Fornarina flagship store
features award-winning retail
design.
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Tips for Increasir
in Retal

In the store
ansition zone
ake them hunt

ake merchandise available to the
reach and touch

* Note that men do not ask questions
e Remember women need space
« Make checkout easy
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L ocation Decision

Central business
districts

Regional shopping
centers

Community shopping
centers

Shopping strips
Location within a larger
store
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Indicators of Sales Effectivene

Number of people passing by

% who enter store

% of those who buy

Average amount
spent per sale

Copyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall



Home

What's New

My Kroger

Special Order
Savings

* |Internet Coupons

= Store Brands

* School Programs
Kitchen Help
Pharmacy & Health
Flowers & Gifts

Find Stores

Contact Us

Site Map

About Qur Company
SEC Filings
Careers

FAQS

Private Labels

L]
Savings:
WHAT'S MY EROGER SPECIAL  SAWTNGS  KITCHEW FHARMALY FLOWERS

Store -- -- ST ..-‘,_____ ' MEW ORDER HELF & HEALTH & GIFTS
Brands "

Everything Premium (but the price)

e -
How do we do it? R']

Only the finest ingredients . . .

The most distinctive flavors.. ..

For cultured tastes - Private Selection

Available only at your local Kroger-owned grocery store

# Learn how Kroger
brings you our
exclusive guality
products from
Kroger
Manufacturing.

Life's little pleasures are what
Frivate Selection products offer vau.
From real Canadian maple syrup,
luscious preserves, gourmet
macadamia nuts and subtlety
flavored extra-virgin olive oil — go
ahead and spoil vourself.

Best of all, you wontfind that
premium price on your grocery Bill.

Spanning the gracery, meat, deli
and seafood sections of our stores,
Frivate Selection products
representthe best Kroger offers, at
an affordable price.
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Private Label

Ubiquitous
cepts private labels

el buyers come from all
onomic strata

vate labels are not a recessionary
phenomenon

e« Consumer loyalty shifts from manufacturers
to retailers

Copyright © 2009 Pearson Education, Inc. Publishing as Prentice Hall




Wholesaling Fur

Transportation
Financing

Risk bearing
Market information

Management
services and
counseling

ent building
Ik breaking
e Warehousing
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Major Wholesaler Tyg

Full-service

Limited-service

Brokers and agents

Manufacturers

Specialized
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Market Logistics

2 company’s value
O ItS customers

g on the best channel design
d network strategy

Developing operational excellence
e Implementing the solution
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What are
Integrated Logistics

ogistics system (ILS)
2rials management, material
stems, and physical distribution,
ded by information technology.
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Market Loql

In-plant
warehousing

Shipping-room
iction plans processing

inished-goods Outbound
inventory decisions transportation
 Packaging Field warehousing

Customer delivery
and servicing
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Market Loql

Copyright © 2009 Pearson Education, Inc.

How should orders
be handled?

Where should stock
be located?

H
S

ow much stock
nould be held?

I_

ow should goods

be shipped?
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Figure 16.2 Determining
Optimal Order Quantity

Total cost per unit

Inventory-carrying
cost per unit

Order-processing
cost per unit

O*
Order Quantitv
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Transportation F

Speed
Frequency
Dependabillity
Capability
Availability
Traceability
Cost
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Containeri
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http://www.mmifreight.com/

Marketing Debate

v Should national brand manufacturers
also supply private label brands?

Take a position:
1. Manufacturers should feel free to sell
private labels as a source of revenue.

or

2. National manufacturers should never get
iInvolved with private labels.
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Marketing Discussion

v Think of your favorite stores.

v What do they do that encourages
your loyalty?

v What do you like about the in-store
experience?
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