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Part III. Marketing Function Audits: Distribution, Promotion.
A.  Distribution.
Waste Management Inc. (WM) is a holding company that was incorporated on April 28, 1995(Waste Management 2). The company is committed to offering effective waste management environmental services in the context of North America (Fish 5).  WM’s core segments include solid waste management amid others. WM distribution objective is to provide all waste management desires of its customers from daily waste pick-ups while focusing on enhancing effective recycling.  The company works to facilitate improved waste-to-energy production while selling the extra energy. WM also aims to help the environment and marketing agencies by cutting environmental impact and giving a different grant for the environment management (Waste Management 3). WM has multiple strategies. 
It aims to continue offerings its services to the needs of its different customer groups concerning the type of waste they manage. It strategizes to specialize in the waste pickup, increase the amount of material recycled, and reinforce the environmental laws. WM pricing strategy is to keep prices economical for other businesses to keep contracting with it while taking care of the waste management at house level. Its place strategy is to continue to find new as well as better landfills for waste collection and disposal. 
Waste Management Inc. in support with its subsidiaries offers effective waste management environmental services to residential, industrial, commercial, and municipal customers in North America. WM has encountered growing efficiency of its distributors, agents, and other dealers through encouraging collaboration with residential, commercial, municipal and industrial customers and the communities it serves to ensure waste management at every stage of waste disposal (Fish 12). Its agents have been able to collect, recycle, and dispose waste products from all its coverage areas. Moreover, WM works to promote environmental safety by supplying its customers with renewable energy sources. However, WM Inc. management should opt for changing its distribution channels for increased efficiency. This is by incorporating e-commerce applications which will enhance increased accessibility and its waste management environmental services. This will ensure close adherence to customer needs anytime. WM’s main trade channel is the retail distribution channel (Waste Management 3). 
The company offers both exclusive and intensive distribution of its products and services through a multitude of retail stores. Retail distribution channels have recorded growing efficiency by making WM products accessible to customers and communities within their vicinity (Waste Management 2). Retail distribution channels have facilitated increased market access and effective attainment of the firm’s objectives. WM also relies on manufacturers’ representatives, agents and dealers as core trade channels while ensuring that waste management products and services are accessible to its customers (Fish 5). Manufactures representatives have helped in strengthening the WM to record increased sales through reliable business to business relationships. Agents and dealers have also enhanced efficacy through publicizing the brand image to the community thus facilitating effect accomplishment of marketing strategies.
WM relies mostly on the waste products for production through recycling.  Currently, the recycling operation entails a sophisticated flow of materials. The company collects and receives recyclables from city collection crews, trucks, customers and competitors (Waste Management 4). WM suppliers have been faced with multiple trends such as demand planning and digitalization of services. The suppliers have often pressurized the WM to adopt e-commerce platforms for customers to order products and services from their nearby dealer without necessarily moving to the firm. Suppliers have been faced with increased competition and price pressures, and hence, the company is looking for ways to offset this trend by adopting an effective pricing strategy. 
Suppliers have been faced with trends in outsourcing and increased collaboration between stakeholder and the extended supply chain. WM transportation services cost $45 per drum of waste. It warehousing facilities costs $34.75 in disposal costs (Waste Management 2). The firm is featured with multiple forms of waste disposal and landfills which allows its effective service delivery.  According to financial reports, the firm has recorded an increase in revenues accounting from its improved performance and growth in brand image. WM Company has a partnership with fully determined advertising agencies and market research firms (Waste Management 4). In this setting, WM relies on social media, TV programs, and posters among other ads platforms to publicize its products and services. It has a partnership with marketing research firms, and this initiative has enabled the firm to identify and execute business opportunities accurately.  This has been the basis for technological innovations at WM Inc. 

B. Marketing Communications & Sales Force.
The WM advertising objectives are to stop pollution by encouraging the use of reliable products which have reduced the effect on the environment. The other objective is to focus on service provision. It strategizes to use some billboards promoting green industry while promoting awareness against pollution in industrial areas (Fish 20). WM advertising objectives are sound in that they aim at promoting environmental wellness through preventing further pollution. They seek to educate the public about the effects of poor waste disposal. These advertisement objectives are in line with the firms’ marketing strategies.  
From a personal point of view, the right amount is not being spent on an advertisement since some populations in some parts of North America are not even aware of the firm’s existence. This implies that the firm has not been fully publicized amid all demographics. The firm should revise its advertising budget to ensure full access to all populations.  The ads themes and copy are effective. For instance, the use of billboards to promote Green Industry is more attention seeking and it motivates customers to subscribe to the benefits of maintaining the environment. Customers and the public have a perception that the ads are meant to enhance their awareness about the benefits of waste management in our environment (Waste Management 3). They believe the ads are meant to educate them on how to dispose of their waste products while encouraging maintenance of a safe green environment. 
WM marketing team selected the advertising media properly, and it effectively disseminated the desired information to the desired target groups. For instance, billboards are very enticing, and they display information to all customers all the time. TVs and social media have also been able to capture customer attention and hence deliver the intended marketing message (Waste Management 2).   However, WM internal advertising staff is not adequate and hence, there is a need for the firm to consider the recruitment of additional and fully skilled advertising staff. The public in conjunction with the staff has proved some degree of competence and creativity. They have shown a thorough understanding of the effect of waste to our environment, and this has paved the way for their creativity by coming up with proper waste disposal tactics such as transport services, landfills and waste warehousing facilities. 
[bookmark: _GoBack]The firm has been committed to recycling products and the creation of environmentally friendly products such as natural gas and landfill gas energy facilities which are essential for maintaining the environment. The sale promotion budget is efficient, and this has enabled WM to support its marketing channels while ensuring improved returns. The firm makes use of coupons, incentives samples and displays to grasp customer attention in all coverage areas. WM strategizes for offering road show contests to promote its sales. WM services have now gone digital through the use of e-business services and this affirms that the firm has been making use of direct and database marketing. However, some of its services such as supplies need to be complemented with technology-based practices. The sales force’s objectives are to enable the customer to shop for any service they need anytime and anywhere they are.  They aim at promoting both businesses to business and business to customer service provision through promoting e-commerce (Waste Management 5). 
Moreover, the sales force is not large enough to accomplish the company’s objectives. Thus, the management needs to recruit additional and qualified sales personnel to diversify its sales. The sales force is properly organized per market segmentation in the effort to address specific customer needs. WM has enough sales managers the field of sales representatives and this has brought about growing efficiency in business to business relationships. The sales force is mandated to provide valuable after-sales services to all active buyers. This is by giving incentives and rewards to enhance good business customer relations and enhancing good brand image. The sales force has depicted a growing degree of commitment, ability and effort to serve the firms’ customers in all dimensions (Waste Management 3). 
The firm relied on the level of demand for products in setting production and supply quotas (Waste Management 2). Performance evaluations are performed through interdepartmental reporting and assessing the firm’s efficiency ratio. The firm’s sales force has proved competence and professionalism by acknowledging the value of the business and its customer compared to those of competitors. The firm has been faced with challenges in public relations when it comes to the female gender affairs. They get it hard to dispose off their used sanitary pads for the firm to collect. WM has also used Public Relations in the provision of public education to enhance understanding of the benefits of waste management in the environment. 
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