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Logistika v bézném zivote
» Kdy si1 vSimame logistiky?

* Ekonomické dopady
— Hlavni obchodni naklad

— Usnadnuje ekonomické transakce

— Pridava hodnotu ke zbozi nebo sluzbam
vytvarenim ,,uzitku*




Definice logistiky

* Proces planovani, realizace a fizeni
efektivniho, vykonného toku a skladovani
zbozi, sluzeb a souvisejicich informaci z
mista vzniku do mista spotifeby, jehoz cilem
je uspokojit pozadavky zakazniki.

Council of Logistics Management




Nature and Importance of
Marketing Logistics

* Involves getting the right product to the right
customers in the right place at the right time.

» Companies today place greater emphasis on logistics
because:

— customer service and satisfaction have become the
cornerstone of marketing strategy.

— logistics is a major cost element for most companies.

— the explosion in product variety has created a need for
improved logistics management.

— Improvements in information technology has created
opportunities for major gains in distribution efficiency.




Goals of the Logistics System
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Goal:

To Provide a Targeted Level of Customer Service
at the Least Cost.
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Slozky zakaznického servisu
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Definice

Zakaznicky servis je meéritko toho, jak dobre
funguje logisticky systém z hlediska vytvareni
uzitné hodnoty Casu a mista pro urcity produkt,
nebo sluzbu.

Proces, v jehoz ramci jsou ucastnikum
dodavkoveho retézce poskytovany prinosy z
pridan€ hodnoty, a to nakladové efektivnim
zpusobem.

Predstavuje vystup logistického systému

Nesmi byt zaménovan se spokojenosti zakazniku




! Klicové logistické Cinnosti

e Zakaznicky servis m Podpora servisu a
e Prognozovani / planovani nahradni dily
poptavky m Stanoveni mista vyroby
o Rizeni stavu zasob a skladovani
» Logisticka komunikace m Porizovani/nakup
e Manipulace s materialem = Manipulace s vracenym
zbozim

e Vyfizovani objednavek

e Baleni m Zpétna logistika

m Doprava a preprava
m Skladovani




What is a marketing
channel?

A marketing channel consists of
Individuals and firms involved In
the process of making a product or
service available for consumption

or use by consumers and industrial

USErsS.




Channel Flows

A marketing channel can be compared to a pipeline that
guieds the movement of entire merketing programs
among channel members.

Types of flows through the channel:
*Physical flow

*Ownership flow

*Information flow

*Payment flow

*Promotion flow




Nature of Distribution Channels:
Why Use Marketing Intermediaries?

» Create greater efficiencies

* Transform producers product
assortment into assortment
wanted by consumers

« Match supply with demand

e Services and ideas must be
available to target market




Why Use Marketing Intermediaries?

An intermediary reduces the number of channel transactions
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Number of contacts without a distributor Number of contacts with a distributor
MxC=3x3=9 MxC=3+3=6




Traditional Marketing
Channel Designs

Producer

Brokers or Agents

Distributors or Wholesalers

Retailers or Dealers

Ultimate Buyers




The Design of
Marketing Channels

INDIRECT DIST.

Use intermediaries to

reach target market

@ type

location
density
number of
channel levels

C o O

VS.

DIRECT DIST.

Contact ultimate
buyers directly

@ using its own

sales force or
distribution outlets
using the Internet
through a
marketing \Web
site or electronic
storefront




The Design of
Marketing Channels

Direct distribution is typically used
when:

@ Buyers are easily identifiable

@ Personal selling 1s a major component of
the communication mix

@ Organization has a wide variety of
offerings for the target market

@ Sufficient resources are available




The Design of
Marketing Channels

Direct distribution must be considered
when:

@ Intermediaries are not available for
reaching target markets

@ Intermediaries do not possess the
capacity to service the requirements
of target markets




The Design of
Marketing Channels

Indirect distribution must be considered
when:
@ Intermediaries can perform
distribution functions more efticiently
and less expensively

@ Customers are hard to reach directly

@ Organization does not have resources
to perform distribution function




Channel Selection at

the Retail Level
Target Market Coverage

Exclusive Selective Intensive

—

Rolex
Faberge




Dodatek

* Multilevel marketing

* Franchising




Conventional vs. Vertical Marketing

Systems
Conventional marketing Vertical marketing
channel system
Manufacturer I Manufacturer
v ®
:
Wholesaler %
v £
=
Retailel" Retailer
v v
Consumer Consumer

Bull-whip effect




Types of Vertical Marketing
Systems

a Few Dominant Members i.e. Kraft




THE MAIN SHOPPING PLACE FOR FOOD ACCORDING TO THE TYPE OF STORE - DEVELOPMENT
1997-2005
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Floor space of hypermarkets in squere meters per 1000 inhabitants
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Trade Channels Market Shares in other countries
January-June 2005

FEE:I]E =

SK
00 Hypermarkets
O Supermarkets
B Discounters
O Cash & Carry
E Small Shops
B Street Trade + Opern
markets
O Others

Poland Czech Slovakia Hungary Romania Bulgaria




