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understand why logistics (physical distribution) is such an important part of
Place and marketing strategy planning.

understand why the physical distribution customer service level is a key
marketing strategy variable.

understand the physical distribution concept and why the coordination of
storing, transporting, and related activities is so important.

see how firms can cooperate and share logistics activities that will provide
added value to their customers.

know about the advantages and disadvantages of various transportation
methods.

know how inventory and storage decisions affect marketing strategy.
understand the distribution center concept.
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understand how retailers plan their marketing strategies.

know about the many kinds of retailers that work with producers and
wholesalers as members of channel systems.

understand how retailers evolve, including the roles of technology,
scrambled merchandising, and the “wheel of retailing.”

see why size or belonging to a chain can be important to a retailer.
understand some of the differences in retailing in different nations.

know what progressive wholesalers are doing to modernize their operations
and marketing strategies.

know the various kinds of merchant and agent wholesalers and the
strategies they use.
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know the advantages and disadvantages of the promotion methods a
marketing manager can use in strategy planning.

understand the integrated marketing communications concept and why
firms use a blend of different promotion methods.

understand the importance of promotion objectives.
know how the traditional communication process affects promotion planning.
understand how customer-initiated interactive communication is different.

know how typical promotion plans are blended to get an extra push from
wholesalers and retailers and help from customers in pulling products
through the channel.

understand how promotion blends typically vary over the adoption curve
and product life cycle.

understand how to determine how much to spend on promotion efforts.




