Page 454-455. Read the case and answer these questions in your analysis.

1. Do you think Proctor & Gamble should use a direct channel to sell to consumers?  Identify one or more arguements for and against using a direct channel for disposable diapers and paper towels. 
2. What issues in channel conflict might arise from Proctor & Gambles's special arrangments with Amazon.com?
3. [bookmark: _GoBack]Would you recoommend that Proctor & Gamble use any mode of transporation other than truck to transport cartons to retailers? Explain your answer.
[image: ]
image1.jpeg
Case 14.2

Procter & Gamble Tunes Up Channels and Transportati

From Pampers to Puffs, Comet to Crest, Procter & Gamble
markets some of the world’s best-known brands for household
needs, health care, personal care, and baby care. Its portfolio
includes 21 brands that bring in more than $1 billion each
every year, fueling more than $70 billion in annual sales
through stores and online retailers in 180 countries.

Because nearly all of Procter & Gamble’s products are con-
Venience goods, the company uses intensive distribution market
coverage. Among the retailers that carry its products are super-
markets, drug stores, convenience stores, discount stores, and
warehouse clubs. Shelf space is valuable, so not all stores carry
the entire product line in any given category. In many stores,
Procter & Gamble’s
branded items com-
pete for shelf space not
only with other manu-
facturers’ brands,
but also with store
brands. And, knowing
that warehouse stores
have limited back-
room storage space,
Procter & Gamble

makes more frequent
deliveries to ensure that its products are always in stock for
club members.

Eyeing long-term growth in emerging markets, which
already account for nearly 40 percent of its sales, Procter &
Gamble is always looking for a distribution edge that will put
its products on more shelves. When the company acquired
Gillette in 2005, it also obtained access to the marketing chan-
nels Gillette had established for its razors, blades, and other
accessories. This helped Procter & Gamble gain additional
distribution for a wider range of products in India and Brazil,
among other nations.

Procter & Gamble is testing new Internet and mobile
channels for some of its everyday products. In one Toronto
experiment, it teamed with the online retailer Well.ca to cre-
quently-purchased products like Crest tooth-
ble diapers, along with QR (quick
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In addition, the Internet retailing
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Amazon also features Tide
Amazon Dash buttons, which
stick to a cabinet or closet
online ordering of frequently
Efficiency is vital when a m
ble distributes products in such m:
America alone, the company prepares
annually for delivery to retailers’ warel
tion centers. Shaving even a few dollars
up to a significant savings over time. Gree
is also helping Procter & Gamble save m
protect the planet. Although the company mamtﬂms a
fleet of trucks, most of its products are transported by 80 o
side trucking companies. Procter & Gamble is working with
the truckers to significantly increase the percentage of ship-
ments transported by vehicles that run on compressed natural
gas, making physical distribution greener in environmental
and financial terms.™




