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Currently the marketing prosram's coverase of Yplace!
was scmewkat chort of complete. The proposed course, by
giving equel attention to physical distribution and channel gystemns
will provide students with a complete set of tools to understand the
role of "place! in the marketing mizx.

€. Results of Consultation:
Marketing faculty members (Dean Beebe, Prof. Bradway, Pro<. Hall,
Dr. liorgzan, and Prof. Leghay) were consulted; they support the
propoqal
The courge does not conflict or overlap with other College-wide
offerinzs.

This course is modelled on the apnroach used at the Wharton School and other
business administration programs such as at "rexel. We consulted with

™. Charles S. Toodman, then Chairman at the VarkeTing Department at tharton.
The marlketing Pequlremento at 7Har’fon are outlined in Attachment 23 our
proposed course is similar to their "Channel Management."
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3. Catalogpue description: Physical Distribution and Channel Management, 3 sh., 0509.385
Managerial orientation is used in examinine essential elements of physical
distribution and of channel cvstems.  Among pbvs1cal distribution topics are
traffic, inventorv analysis, warebousing, and location of productive and storage
facilities. Some topics of channel svstems are wholesaling, middlemen
selection, and controlling marketing channels.




Attachment 1

Physical Distribution and Channel Management
Behavioral Objectives

A1l marketing managers are responsible for two major dutiles:

a) Marketing strategy planning which includes the plan itself,

plan implementation, and plan control; b) finding for the firm
potentially attractive opportunities. To carry out effectively
these duties, the marketer must understand the nature and elements
of the four major variables with which he works: product, price,
place, and promotion management. At the completion of the proposed

course, Physical Distribution and Channel Management, students will

be equipped with needed tools to handle effectively place management

duties such as inventory control, selecting optimal transport modes,
and negotiating middlemen contracts plus organizing physical distri-
bution and channels systems that minimize company costs yet meet

target customer needs.
Listed below 1s a sample of specific objectives:

1. It is not unusual to find that 1 to 5 per cent of the units in
inventory account for more than 50 per cent of the total sales
value of all items carried by firms. 1In view of this fact,
students should be able to employ some methods of sound inventory
management, one of which is ABC management. Using it, they will
rank inventory from the highest dollar-volume usage to the lowest
dollar-volume usage for a specific time period, ordinarily one
year. Such analysis shows them on what items to concentrate
varying degrees of managerial effort ranging from the least to

the most.

2. Selection of optimal transport mode for order routing is a func-
tion of cost and other criteria such as speed, reliability in
meeting delivery schedule, and nature of the product. Students

will be able to determine for a given shipment the optimal trans-
port method based on relative importance assigned by the customer

to each criterion.

Securing channel members 1is often a two-way street. Intermediaries
at both the wholesale and retail levels, particularly the well



established ones, feel that they must be selective of whom they represent.
Students will be knowledgeable of major types of inducements such as sales
Instruction and advertising comitments that have been successfully used by
many firms in securing first-order channel members.

While no canplete theory of market zeocraphy relative to charmel deslon has

yet emerged as a basis for gulding channel design strategy, a partial theoreti-
cal model developed by Louis P. Bucklin can be of some practical value to the
channel manager. Students will be able to employ the model for a given geographic
location to determine which is cheaper-~the cost for using a direct channel or

the chamnel cost for using intermediaries.

Evaluation of chamnel member performance is just as important as the evaluation

of employees working within the firm. Students will be able to describe and ex-—
plain three basic phases of an evaluation: a) developing appropriate criteria for
evaluating performance, b) applying criteria to actual performance, and c) re-
camending measures to reduce the rumber of poorly performing channel members.

No exact method for choosing an optimal channel structure exists; however, some
pioneering attempts at developing one can be found. Students will look at
Aspinwall's approach and Lambert's financial approach 1n order to sharpen their
ability to evaluate variables affecting channel structure. Armed with this knowl-
edge, students are then better prepared to choose channel structures which at
least approach an optimal allocation of distribution tasks.



Requirement 1:

Requirement 2:

Requirement 3:

Attactment 2

VHARTON SCHOOL

VAPKETTNG PTQUIRFMIINTS

Marketing 1
Introduction to ilarketing Strategy

(1 c.u.)
Mlarketing 11 Marketing 12
Buyer Behavior OR Marketing Resecarch
(1 c.u.) (1 c.u.)

TWO mini-courses (1 c.u. total) from the
following list:

Marketing 21 Product Policy (3 c.u.)
Marketing 22 Pricing Policy ()3 c.u.)
Marketing 23 Channel Management (% c.u.)
lMarketing 24 Decision Making in
Advertising (% c.u.)
Marketing 26 Sales Force Management
(% c.u.)
Requirement 4: Marketing 41
Marketing Problems Seminar
(1 c.u.)
THE FIFTH COQURSE UNIT CAN BE MADE UP IN THREE VAYS...
The alternate course Two niore Marketing 35
from Requirement 2, OR mini-courses OR Advertising
i.e., larketing 11 from the list Policies
or Marketing 12 in Require- (1 c.u.)

(1 c.u.)

ment 3 (& c.u.
each)



