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OcHoBHOe 13 Jlekunu 4

Tunbl npon3BoacTea
[lponsBoaCcTBEHHAsA NOrMCTUKA

TpaanunoHHasa 1 NormcTu4eckas KoHuenumm
opraHm3auum npon3BoaCcTBa

Tonkawuwine n TaHyLme CUCTEMBI YrpaBneHns
MaTepuanbHbIMM NOTOKaMMN B
Npon3BOACTBEHHOW NOrNUCTUKE (“push vs. pull
systems”)

[TPUYMHBI CHUXKEHUSA 3aTpaT Ha NPOU3BOACTBE
Process technology strategy






PacnpegeneHue

* B oOLEeM cMmbicne: pa3gennuTb YTO-TO
MEXY KEM-TO

* B 3KOHOMUKe: pa3sa
BOCMNPOWU3BOACTBEHHOIO Nnpouecca C
pacnpegeneHnem npasa cObCTBEHHOCTU
Ha Npou3BedeHHbIN NPOAYKT Tpyaa (camu
NPOAYKTbl HE pacnpenenarTcs)

* B nornctuke: gusnyeckoe, oLLyTUMOE,
BelLLleCTBEHHOE coaepKaHuMe npoLecca
pacnpeneneHns



[lpegMeT n3yyeHua B
pacnpenenuTenbHOW NorucTuke

» PayuoHanu3ayus npouecca qnusn4yeckoro
pacnpeneneHns MMetoLLLerocs 3arnaca
MaTepunanos

- Kak ynakoBaTtb?

- ['lo KakoMmy MapLUpyTy OTNPaBUTL?
- Hy>kHa nn ceTb cknagos?

- Hy>XHbI I nocpegHUKn?




3agayu pacnpenenuTenbHOM NOrTMCTUKA

« PacnpeneneHune 3akas3oB Mexay
nocTaBLUMKaMM NPK 3aKyrnke ToBapoB

« PacnpeneneHue rpy3oB no Mectam
XpaHeHUa Npu NocTynneHnn Ha
npeanpuaTmne

* PacnpepeneHne matepuanbHbIX 3anacoB
MeXay pasnnyHbIMU y4aCTHUKaMU
Nnpon3BoacTBa

« PacnpepeneHne matepmarnbHbIX MOTOKOB B
npoLecce NpoaaXu u T.4.



[ paHunUbl pacnpenenmTenbHOU

JTIOTUCTUKHU
1 1
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JaKyno4Han nPpoM3IBOACTBEHHAR pacnpenenuTeribHan
Nnorncruka NOrncTuka NOrncruka

PacnpedenumernbHas jo2ucmuka — Hayka
(0esaTenbHOCTL) O NIIaHUPOBAHUK, KOHTPOME U YNpaBneHun
TpaHCNopPTUPOBaHUEM, CKNaaNpPoOBaHNEM U APYTUMU
MaTepuanbHbIMU U HeMAaTepuanbHbIMU onepaLunsamu,
coBeplLLaeMbIMU B poLecce JOBeAeHUs TOTOBOW
NPOAYKLMM A0 NOTPeOdUTeNs B COOTBETCTBUM C UHTEpPECaAMU
1 TpeboBaHUAMK NocneagHero, a Takke nepegadum, XxpaHeHus

N 00pabOTKM COOTBETCTBYHOLLEN UHPOPMALINN.




OTnn4mne pacnpenennuTernbsHou
JTIOMUCTUKN OT TPaAAULIMOHHbIX CObITa I

Nnpoaaxku
[Mpouecc ynpaBrneHus MatepuanbHbIMU K
MHAPOPMALIMOHHBIMW MOTOKAMM NOAYMHEH LIEeNsiM U
3a/la4am MapKeTUHra
CunctemHasi B3auMOCBsI3b NpoLiecca pacnpeaeneHns ¢
npoLeccamMmn NPon3BOACTBA U 3aKYMNOK

CucrteMHas B3anMOCBA3b BCeX (PYHKLUN BHYTPU CaMOro
pacnpeneneHus

PacnpedenumernbHas iocucmuka — 3TO KOMMEKC
B3aMMOCBSA3aHHbIX PYHKLUUK, peann3yemblX B npoLecce
pacnpeneneHna matepuanbHOro NOToka Mexay
pasnnYHbLIMM ONTOBLIMU NOKYyNaTtensMmu, T.e. B npouecce
ONTOBOW NpoAaXu TOBAPOB.




OBBbEKT N3y4yeHus B
pacnpegennTenbHOM NOTUCTUKA

MaTepuanbHbli NOTOK HA CTagnn ABMXKEHUS OT
NocTaBLUWKa K MOTPEDUTENIO (KaHaslbl pacripeoerieHus,
yriakoska moesapa, rnod20mosKa K mpaHcrnopmuposkKe,
80/MPOChkI 3aKyrnKu moeapos U ripodu.)

60-70 IT. — pasBuTUE UHTETPUPOBAHHOIO B3rNaaa Ha
doyHKUMIO pacnpenenenuns [ peseps AN NoBbllLEHNS
9 EKTUBHOCTH

PacnpeneneHue ctano 4yacTbio CTPYKTYpPb
dOYHKLUMOHAaNLHOro yrnpasneHns opraHm3aunun u
npeanpuaTun

lpumep uHmeepayuu 8 mopzaoeJsie: B 70-e IT. B
CTpaHax C PbIHOYHON 3KOHOMMKOW Pa3BNUBALOTCA KPYMHble

Luenn po3HndHoun Toproenu. B Mockee passunBanuch
DacrnboenerimternbHbIée IeHTDbI




Bonpockl pacnpenenntensHou
NTOTUCTUKN

» Kakue BblIOpaTb KaHanbl JOBeOEHUS
NpoayKLUM 00 notpebutena?

* YNnakoBKa npoayKunmn?
* MapLipyT oTnpaBneHna npoaykummn?

* Hy>XXHa nun ceTb cknagos? Ecnu aa, 10
Kakasa v rge 1 CKOJNbKO?

» Kakoun ypoBeHb 00CyXnBaHus
obecneynTb?



3agayu pacnpenenuTenbHOM NOrTMCTUKA

[1TnaHmnpoBaHue npoiecca
peanusaunmu

OpraHnsauusa nonyyeHns n
0bpaboTKN 3aKa30B

Beibop BMaa ynakosku,
KoMnnekTaummn n gpyrnx pador
00 OTrpy3Ku

OpraHu3auns oTrpy3ku ToBapa

OpraHun3aumsi oCTaBKU K
KOHTPOIb 3a
TpaHCNOPTUPOBAHUEM

OpraHunsauyus
nocriepeann3aymMoHHOro
obcnyxmBaHus

* Bblbop cxembl

pacnpenerneHnd

MaTepuanbHOro noToka
(KAK?)

OnpepneneHne
ONTUMASbLHOIO KONMMYEeCTBa

pacnpenenuTenbHbIX
LLeHTPOB (CKnagos)
(CKOJ1bKO?)
Onpepnenexnne
onTUMaribHOro Mecrta
PaCNOJS1I0XKEHUS

pacnpeageirimtTenbHOro



Jlornctunyeckme kaHanbl u
NMTOrMCTUYECKne uenu

NemodHuKu Mompedumeaw
Mamepaanwoao MQmMepuUaAsHOZ O
nomoka nomokKa
Bce yyacTHukm
wazrma B3aMMOOTHOLLEHUN —
- | 3abo0d
Kapsep MMKPONOrMCTUYECKNE CUCTEMBI,
CBSAA3aHHbIMW NMOTMCTUYECKUM
KaHanom, KaHariom
pacnpede-\ pacnpeneneHus
3aB0d - (ALLMEALHSGIL

Uermp

KOHEYHBIL
nompedu-
meAb

pacnpede-
AUMEALHbIW
weHmp

MamepuaribHble Nomoku 011
rpou3eo0cmeeHHO20 U
Herpou3eo0cmeeHH020 rnompebrieHus

NlorncTuyeckum KaHan — 4acTUYHO
YNOpsiA04EHHOE MHOXECTBO
Pa3fIMYHbIX MOCPEAHUNKOB,
OCYLLIECTBMAOLLNX JOBEAEHME
MaTepuarnbHOro noToka ot
KOHKPETHOro Npon3BoamMTens Ao ero

notpebutenen




[MpeobpasoBaHMe NOrMcTUYECcKoro kaHana B
NTOTMCTUYECKYIO LiEMb
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flocmaluur T4 iy Ty flompeoumens
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*TI11 B MHOXXeCTBO TPaHCNOPTHO-3KCNEANLMOHHBIX UPM, OKa3bIBaKOLLINX
KOMMJIEKC YCIyr No 4OCTaBKe TOBApOB

g+ e Am - MHoxecTBO AMCTPUBHLIOTOPOB
a) Jlornctnyeckn KaHar
0) Ilornctnyeckas uenb

INNornctnyeckas uenb — NMHENHO YNOPSAA0YEHHOE MHOXECTBO Y4aCTHMKOB
NOrMCTMYECKOro NpoLiecca, OCYLLECTBSALLNX JTOTUCTUYECKME onepaLunm no
[OBEJEHNIO BHELLHErN0 MaTepuanbHOro NoToka oT 0O4HOM NOrMCTUYECKOWN

CUCTEMbI [0 OPYrown.




BapuaHTkl KaHanoB pacnpeneneHnsa

TPaH3NTHBIA NOTOK

pacnpeaent-
TeNnbHbIK LEHTP
Ne 1 ( 8 mecTe 6

nNPoMaBsoaCTea)

17

pacnpeaeny-
TenbHbIA YeHTP 5
Ne 2 (B mecTe
norpebnenmn)

KOHEHHO8
NPOM3BOACTBO A

Y
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KOHEYHO®
nponasoacTeo B

4

TPAHIUTHLIA NOTOK 3

Kakown KkaHan pacnpegeneHnsa ontumarnbHee ans
npounssogutena A?



Pa3BuTne nHdpacTpyKTypbl TOBAPHbIX
PbIHKOB

 Hanun4yune Ha PbIHKE NOCPEOAHNKOB

O “Make or Buy” decision

[1<C,
[1- cTommocTb ycnyr [NocpeaHunka
C — 3aTpaTbl Ha caMOCTOSATEelNbHOE pacrnpeneneHme

AnemMeHTbl MH(PPACTPYKTYPbl TOBAPHbIX PbIHKOB:

7 ToproBble NOCPEAHMKN U CKITaacKkne NpeanpusaTns
N H(popmaunoHHoe obecneveHne

7 TapoynakoBoYyHada MHOYCTpUA

 TpaHcrnopTHOe obecneveHne

’ DUHAHCOBO-KpeanTHas cuctema
’HopmaTtuBHO-NpaBoBoe obecneveHne

VU S € €«







1.

Role of channel intermediaries

Coordinate and assemble international buyer demand and
product availability

reduce bargaining asymmetry between buyers and sellers in
different countries and cultures

Protect buyers and sellers from opportunistic behavior

to serve as agents of trust in cross-cultural context

Reduce market transaction costs

Match buyer and sellers in different countries

establish contacts and customer relations in selected markets

Provide physical distribution/logistical support necessary
for the company’s product category



Distribution decisions in international context

* External factors (PESTLE model*)

e Structure of distribution channel

e Conflict & Control issues

* Managing logistics — physical distribution

* PESTLE model — analysis of the external environment: political,
economical, social, technological, legal, ecological



Considerations in developing an international
distribution strategy

Customer characteristics
Product characteristics
Distribution channels
Environmental characteristics
Corporate objectives
Financial

Control

Profit potential

Investment requirements



Legal regulations — some examples

France — prohibited door-to-door selling

Saudi Arabia — local sponsor requirement (5%)
Restriction to wholly own retailer (China)

Channel width — EU — restriction on exclusive rights

(The European Union prohibits exclusive distribution
that restricts a European distributor from selling to
buyers in the other member states (i.e., outside the
distributor’s own country)



International Distribution Decisions

MAIN DIFFERENCES
higher complexity of variables involved

different distribution requirements across markets
difficulties to transfer successful domestics approach
necessity to analyze the similarities across markets

— common elements exist which are transferable

interaction of cultures in both domestic and foreign
markets



International — owned
firm : sales
= subsidiary

International border



International distribution channels design

MAIN DECISIONS:

1. decide the way in which the products and services

will be made available to users in designated foreign
markets

2. decide the combination of intermediaries and
services to be used



Selecting an international intermediary

to be considered:
e geographical area and market segments covered

— the need to avoid domain conflict among agents or
distributors

e range of products and companies already presented
— complementary or competitive

e customers served and trade contacts used

e product knowledge and application experience

e servicing and after-sales service capability

¢ [evel and form of commission of margins required

legal rights and responsibilities




Exclusive coverage

M = Manufacturer N IR
W=-Mhelesaler I R
R = Retailer




Home Country | International Market

Firm

Regional
distribution

entre

\ Subsidiary”, /
Agent

rading
Company

S Distributor/
rganisation I Iml ar

Channel length
Channel width

—



Timex e

Any intermediary allowed

Patek Philippe

US —just 100 selected
fine jewelry stores

Seiko
Jewelry stores & catalogues






Unusual distribution channels

Supermarket, 20% Hawker, 100% Kiosk, 11%




A% <1 : -

12%

Note: Excludes Corporate and SME

Sub.dealers

1%

Source: Celel Nigeria, Globalpraxis estimations

Celtel shop

Formal POS

Informal POS

D -+ §<m

Phone shop ,.5%

Dpt. store/Supormarket s 7%

Consumer



Main trade-off:
COST -CONTROL

in case of strong international brand:
—own distributors when possible (ex., VW)
eto ensure complete control of brand positioning in each international market
eto ensure that the company has access to its customers

choice of subsidiaries or independent distributors
—transaction costs perspective (costs of monitoring the performance)
—the stage of life cycle for the products
—degree of standardization applied to the marketing program
—psychic distance and international experience
—resources commitment—expensive failure
—challenges of channel loyalty and marketing program control

eBenetton — own distributors, full control over and standardization of
promotions, distribution, type of outlet, shipment, types and sizes

—competitive markets — independent distributors



Channel adaptation

eStrong adaptation required

—Africa, Latin America, Asia

eCultural features

—suspicion & privacy —door-to-door selling or direct selling
el egal factors

—phone selling

eParticular type of retailer may operate in different manner in
different countries

—Supermarket: low margin in the US —high margin in other
countries

eConcept challenges

—More sophisticated format in Japan

eFish cakes, canned tea, rice balls, accepting payment for "
utility bills and orders from Tiffany’s catalogue ELEVE

.n




Channel
requirements of
international firm

Equilibrium in /

Channel

Requirements \ |

Channel requirements of
intermediaries

|



Channels requirements of international firm

 Manufacturers evaluate potential foreign intermediaries using the
following broad criteria:

—resources of firm and product characteristics
—buyer procurement strategy and commitment

—markets and market segments served; outlet penetration, channel
inventories

—contacts and relationships with customers, capabilities, past
performance (sales, service)

—firm’s marketing program, promotion and selling support, market
intelligence, value added downstream

ecomplementary character of functions provided by intermediary

—Potential contribution of product/service to intermediary’s needs,
profit contribution, gaps in product line

elong-term cooperation probability



Channel requirements of intermediaries

Manufacturer’s product and/or brand image
—Reputation and commitment
Support and assistance provided

—Marketing and sales support and start-up costs for new product
launch, credit terms

Compatibility of the product with the intermediary’s existing line
and are exclusivity

Trade reputation of the manufacturer and financial stability
Supply capacity of manufacturer
Potential profit contribution of the product to the intermediary

Estimated costs of adding the new product to the existing
business

Some reasons maybe known only by intermediaries



Guidelines for anticipating and correcting problems
with international distributors

Select distributors — do not let them select you
Look for distributors capable of developing markets
Treat the local distributors as long-term partners

Support market entry by committing money, managers, and
proven marketing ideas

Maintain control over marketing strategy

Make sure distributors provide you with detailed market and
financial performance data

Build links among national distributors at the earliest
opportunity
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Support measures the company can take:

to provide sales and promotional materials written in the local
language

to visit the agent or distributor regularly and to visit
customers together

invite agents-distributors to company premises regularly

to ensure that the price structure provides a genuine financial
incentive

to provide updates on products, markets, and company
developments



 Air

— Critical factor: time

— Reduction of transit time by 1 day can reduce a product’s price by
0.8%

— (standard ocean shipment —20 days —by air price reduction by 15%)
* Land
— Rail & road transport
* Water
—51% -oil tankers
—43% dry bulk carriers
— rest —combination carriers
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Source: O’Laughlin, K. A_, Cooper, J. and Cabocel, E. (1993) Reconfiguring European Logistics
Systems, Oak Brooks, IL: Council of Logistics Management



An International Supply Chain
(Adapted from Trent, 2004: 54)
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5 - customer service
Country D
_—~C2
2 3 4 Customer C3
ey
< | on Country E c2
i Chain Customer <
(op ]
# N S

Materials/Supply Management

Physical Distribution/Channel Mangmt




