CONCEPT

g knowledge,
¢  dissemination &
embodyment
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Marketing & vénziri

Curs demerchandising
(cuelementede marketing si tradenarketing)



Conceptegosibile

w Conceptul devanzare

Fabree> Produse> Vanzare—> Profit
existente promotionala  prin vanzari

w Conceptul deanarketing

Piata Nevore™ Marketing—> Profit
consumatorului din satisfacti




Strategii posibile

|. Generarea delientl nol

Il. Generarea unetumparari mai mari
In randul clientilor actuali

. 9 A (I NB I de BlsieSsNI&I&S N
clientil actuali



(Implementarea strategiilor.)
Mix-ul de marketing; 4P

Probus pachet / serviciu
PRET

PLASAMEN(I'comert, distributie, prezenta la raft,
sustinerea clientilor, sortimentatie, logistica)

PROI\/IOTIIEadvertising (suport pentru produs , pachet,
serviciu , program si pret)



Marketing- Definitie

w Marketingul este functiunea unel afaceri care
identificanevoile si dorinteledeterminapietele tinta
pentru o organizatieproiecteaza produsele
serviciile si programele care servesc aceste piete.

w Marketingul studiaza SCHIMBUL (de produse, idel,
oF yYAZ O2yOSLIISXOU



Strategiide dezvoltare business

Generarea deoi consumator(utilizatori)

Generarea unutonsum mail maren randul
consumatorilor / utilizatorilor actuall

9 OA U NB I de WisieSsNaFe A BLIFN AtdDii
actuali



> w e

Procesul de marketing

Analizaoportunitatilor de marketing
Selectareaietelor
Dezvoltareamix-ului de marketing
Sustinereafortului de marketing



Analiza oportunitatilorProspectarea
consumatorilor

wMasoara piata
wEvalueaza potentialul de crestere
wSegmenteaza piata



Analiza oportunitatilorProcesul de marketing (Analiza 5C)

Analiza

Consumatorului
Obiceiuri,
Atitudini,

Cunostinte,
Perceptii,
Mod de utilzare

Analiza

Cumparatorilor

(Shopperului)
Obiceiuri,
Comportament
Tendinte

Scala deciziilor

Analiza
Qientilor/

Canalelor
Distributie,
Potential
de cumparare,
Conditii,
Limitari

Evaluarea
Companiei
Capacitati,
Pozitionare
actuala

Analiza

Concurentei
Pozitionare
actuala,
Capacitati,
Actiuni luate

N

Identificarea
OPORTUNITATILOR




(Implementarea strategiilor.)
Mix-ul de marketing; 4P

PRODU% pachet / serviciu
PrRET

PLASAMEN(comert, distributie, prezenta la raft,
sustinerea clientilor, sortimentatie, logistica)

PROI\/IOTIIEadvertising (suport pentru produs ,
pachet , serviciu , program si pret)



Pozitionarea

Trebuie sa fie:
In jurul unuibeneficiu
sa vina de laonsumator(nevolile lor)

sa tina cont deperceptia curenta
consumatorilor de spre produs

sa fiedistincta(fata de concurenta)




Equity

w Imaginegoe care vrel sa o lasi In mintea
consumatorulul

w Trebuie sa fielara, distincta, si neperisabisa se
pastreze in timp)

w Odata identificata, trebuie sa fexploatatain toate
executiile (marketing mixl)

w Foarte rar (daca este prost aleasa) te poti indeparta
de la ea



Mixul de comunicare

Advertisingg orice forma platita de prezentare nepersonala
si promovare de idei, bunuri, servicii, ce are loc protr
USNIUF LI NS oWall2yazNno
Personal sellin@vanzare personala)prezentare personala

prin forta proprie de vanzare cu scopul vanzarii si a generarii
de relatii cu clientul

Promotie de vanzare actiune pe termen scurt, cu scopul
de astimulacumpararea sau vanzarea unui anume produs /
serviciu

PR (public relation) construirea de relatii cu institutii
publice cu scopul de a obtine publicitate pozitiva si
favorabila, construind astfel o imagine a firmei

¢ Uneori are scopul de a manevra / rezolva zvonuri,
SOSYAYSYUSXO



Mixul de comunicareAlegerea formei de media

w Canale de comunicargot fi personale si non personale

¢ Canalepersonale

w Comunicare fata in fata, prin telefon, mail

wW2 2NR 27F Y 2gziniGficaré pefsdnald despré un produs
¢ Canalenon personale

forme de comunicare care duc un mesaj fara contact personal sau
feedback
w Media majora (TV, Radio, print, bilboards, direct mail)
w Evenimente (conferinte de presa, expozitii, shkdzNJA X 0

w Pentru a avea un mesaj unitar, cu sanse marite de a convinge un

consumator, trebuie executata@mpanie holisticgutilizand atat
mijloace non personale cat si personale)



Strateqii de pret

In functie de raportul calitate / pret, strategiile sunt:

Calitate

y

A

Il ¢ Valoare

. dzy b

WD 2 2

| - Premium

IV ¢ Economie
Wwo o2y 2Ye (

P

¢Wh S NOK I
Incarcare la pret

NEAY 3Q

Pret

v



Structura de cost

Evaluare

a. Costuri

w Productie (produs, pachet)
w Transport intern / taxe
w Administratie

b. Costuri de sustinere (reclama, promotii)
c. Pret

Diferenta o b ¢ a = profit (inainte de taxe)



Structura de cost

w Pentru o corecta evaluare, si pentru simplitatea
Intelegeril, structura de cost se face pe o unitate
aleasa (1kg, 1000 I, 1000 bucati, etc.)

w Exercitiu generare structura de cost vinuri.



Evolutia Pietil

Numar .
de clionti Loialitate
Incercare / Piatade Zari
: urm
Folosire
Pionieri/
Adoptare farsitul vietii
devre
Timp
Dezvoltarea
produsului Introducere | Crestere Maturitate Descrestere
Crescand
Vanzari Scazute rapid De varf In declin
Costuri mari pe
Costuri client Medii Mici Mici
Profit Negativ In crestere  Mari In declin
Adoptatori
Clienti (consumatori) Inovatori avansati Marea majoritate Cei de pe urma
Numar stabil /
Concurenti P utini In crestere inceput de scadereln scadere
Maximizeaz Maximizeaza Cheltuieli in
Creaza a procent profitul / apara scadere;
Obiective awarness total de piata procent de piata | 'mulge' brand-ul




Plan de afaceri

Structura

w Obiectiv(volum, profit)

w Strategie

w Intelegereasituatiel actualgbackground)
w Plan de marketing

w Impact financiar

w Justificaregroiectulul

w Eventualeleoroblemece ar trebui luate in
consideratie




Trade marketing
(Customer relationship marketing)

w Procesul de cerere, mentinere si imbunatatire a
relatiel cu clientul (bazat pe value for money)

weStdzEi SAaGSY Wit2y3a 0SN)Y
pe termen lung pentru client

wal adzNI SadasS wt2y3a G§SN)¥Y
satisfactia clientului (din trade) pe termen lung



Promotil

w Comarketing cu un client prin emteresare pentru
cresterea vanzarilor

w Acest buget este bazat pe rezultatele vanzarilor. Cu
cat vanzarile sunt mai mari, cu atat mal mare un
fond de suport in magazin pentru promotii

w Efort comun



Trade marketing

w DPSM distributie, pret, aranjare in raft,
merchandising (mercantizare)

w Mercantizare: momentul unic de a comunica equity
ul marcii la raft

w 50% din consumatori l1au decizia in fata raftulul
OUNBOdzA S al WRSUOAA NI T
corect!)



POS Point of Sale (puncte de vanzare)

w Materiale promotionale pentru magazin
Etichete de raft (shelf talkers)
Wobblere
Postere
Etichete de pret
Separatoare de raft
Leafleturi
9 0 OX
WhoASOIAGSY FTGUNFIAS GSYGAlL T O2Y
w Generare / evaluare : la fel ca TV / print / materiale de direct mail
w Obligatoriu: Focus pe cele mai importante aspecte
¢ Noutate
¢ Concept
C Pret

D D D D D NN



Planul de initiative

w O planificare pe companie cu toate Iinitiativele care
se fac, cu un an inainte

w Prioritizare de initiative

w Maximizare de rezultate pe luna (stabilire de numar
minim / maxim de Initiative ce pot fi executate)



Monitorizare concurenta

W Scop: cresterea competitivitatii / asigura actiune si
reactiune in timp

w Price surveys (analize de pret pe piata)

w Distribution surveys (analize de distributie)
w Shelving (aranjare In raft)

w Procent / Cota de piata

w Produs in mana



Top SKUs

Volume Value
Top Top Value w/o
1) 0,
Volume| Value Tons % Total VAT (EUR) % Total
1 2 Warfy economic bulk 4kg 1,165.13 24.6% 1,357,211 9.4%
2 3 Joe bulk covered 5.25ka 483.65 10.2% 714.587 5.0%
3 6 Joe bulk cocoa 4kg 443.23 9.3% 541,040 3.7%
4 8 Walfy fasting bulk 4kg 389.11 8.2% 470,403 3.3%
5 12 Joe Moments chocolate 2509 132.33 2.8% 300,752 2.1%
6 10 Vegetables 75 g 108.21 2.3% 324,342 2.2%
7 13 Joe XXL chocolate 14*60g 107.09 2.3% 265,220 1.8%
8 16 Joe Moments cocoa 2509 102.17 2.2% 174,046 1.2%
9 1 Nescafe Brasero 48X1.8g 100.30 2.1% 2,169,710 15.0%
10 19 Joe Vienna cocoa 14*60g 83.76 1.8% 169,770 1.2%
11 22 Joe Mignon covered 100g 72.08 1.5% 149,903 1.0%
12 7 Nan 450g- 139 68.74 1.4% 530,861 3.7%
13 18 Chicken bouillon 60g 65.71 1.4% 171,868 1.2%
14 20 Vegetables 200 g 60.12 1.3% 169,121 1.2%
15 29 Wafy 5 Fix cocoa 18*40g 58.16 1.2% 118,662 0.8%
16 34 Joe Moments hazelnut 2509 57.47 1.2% 96,923 0.7%
17 23 Nesquik 2009 51.70 1.1% 134,934 0.9%
18 24 Vegetables 120 g 50.58 1.1% 134,623 0.9%
19 25 Joe Mini cocoa 28*20g 50.46 1.1% 123,730 0.9%
20 38 Joe Moments vanilla 2509 49.93 1.1% 84,977 0.6%
21 15 Chicken bouillon 48*10qg 46.92 1.0% 175,463 1.2%




Standarde de mercantizare

EEFENEEEE=ZZZEENN

EE PROPOSED CATEGORY MANAGED EXAMPLE




Price survey

SKU

NESTLE & COMPETITORI

ALL COUNTRY

All Country Average

En gross/ Cash&Carry

“Index o price list . ]

Super / Mini Market

Food Store / General

~indextopricefist. - -

Kiosk / Taraba

Indexctapriceist )

Country
Average

Country [

| Average | :-

Country

-.{ Average

| Country
-] Average

All Channels

et piice st

‘price:iist-01:05.2003] .-

Nescafe, Nesquik & Competitors

NESCAFE

BRASERO

1.8g

1,752

9T

2,266

138

2,458

137

2,381

EED

2,224

2] 1,
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47,160
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55,000
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55,617

115

55,216
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100g

87,171
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101,198
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102,068

115

101,860
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29
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s

2,355

136

2,319

132

2,157
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CLASSIC

509

43,515

98"

51,553

116

52,185

417

50,913

114

49,852

1121 44,625

CLASSIC

100g

80,054

98

93,857

114

95,058

116

92,792

i3

91,191

111

AMIGO

1.89

1,633

105

2,215

142

2,456

157

2,313

148

2,081

181,

50¢g

44,770

102

51,887

118

52,350

119

52,714

120

50,530

1157 -
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1009

81,135

100

95,212

118

97,821

121 ]

95,475

i1s

93,134

115

=
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ELITA

ROSU

1.8g9

1,693

100

2,300

136

2,363

1460

2,300

136

2,176
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ROSU

50g

42,401

99

50,663

118

51,132

120

51,783

i

49,564

116] 42,778
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N

ROSU

100g

75,053

100

89,195

118

88,473

117 ]

89,000

118

86,574

18]

=
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ELITA

VERDE

100g

82,713

100

97,058

117

96,268

116

94,455

184

93,686
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JACOBS

KRONUNG

1.89

2,718

104

3,391

130

3,426

131

3,400
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3,252

2] 210
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113,474
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NESQUIK

200g

23,531

.99

27,623

116

27,795

147

27,950

117,

27,031
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NESQUIK

4009

41,965

198,

49,496

116

50,568

118]

48,733

114.

48,177
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=
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BRUMI

3809

35,595

98

41,965

gt

41,853

s

41,050

i

40,771
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BRUMI

600g

55,500

105,

57,630

109

58,400

110

59,800

113,
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LA FESTA

CIOC. CALDA

25¢g

3,846

115

4,532

136

4,885

146

4,704

141

4,525
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rade terms concurenta

TRADE TERMS
Non- . —
Manufacturer | transparent | Trade Segment Quantny Qtty / value Brackets .Cash Payment Dls_tnbuuon Other Type of Discounts Comments
terms Discount from - to Discount |Term (days)| Discount
retail 1% >2 M. ROL 1%
2% <30 M. ROL Elite works with around 15 local distributors on
. WS 1% 7-14 . N T
Elite X 4% >30 M. ROL designated areas, all using the same price list
key accounts 1% >2 M. ROL 2% 1%-min.10SKU's/ invoice
distributors 10-14 6% 4% from total sales to trade at the end of month +3% from total sales every 3 months
retail 1-2% 7(14)
WS 2% Around 20 local distributors that are doubled in
Kraft X some counties by Kraft's own coffee distributor -
key accounts Supreme (direct competition on the area)
distributors 14- 28 9-15% on the contract
7% - payment in 7days
retail 3% 7-14 o~ payt v
10% - payment in 7days - food products . .
. Transilvania General IE
European X 15% - inv.val.>7M and cash payment . o
WS 7 i (their own distribution network)
17% - inv.val.>10M and cash payment
key accounts
retail 3-4% 7 distrib desi q
Unilever X WS %-4% o 2 Two distributors on designated areas
Aquila & Legato
key accounts up to 30
retail
. WS 3% . . . o
Amigo 2% 7-14 1% discount for payment in 7 days Exclusive Distributor - TDG
key accounts
distributors
retail 4% 14
L Around 15 distributors
Alka X ws
% - 2%- hi
ke_y a_ccounts 6% - coffee 0 .target ac |_e ved 2% for dedicated sales team, if any
distributors 21 8% - food 1%- target achieved - paid for salesmen
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POSuri modulare
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Calendar de ative

1] 2]3]4]s]e6]7]8] o] 1012 12]13]14] 15[ 16] 17 18] 10] 20] 21 [ 222324 25 26 ] 27[ 28] 29 30 31 [32] 33] 34 35] 36 [ 3738 390] 40] 41 [ 424344 45] 46 [ 47[ 48] 49] 50 51
Jan I Feb March June July Aug Sept Oct Nov Dec
Initiative Meeting
Initiative 1 12 14 17 18
21-Jul Evaluation Mid Term Final Status Kick Off Kick-off
18-Aug Evaluation Mid Term Final Status
1 1 1 1 1 1 1 1 i
22-Sep Evaluation [ T T S T N R A
I S R N S S S S
20-Oct Mid Term Final Status
oo o0
17-Nov | T T A [ A A
[ T T A N R R [
Jan. Day TBD Evaluation Evaluation
Feb. Day TBD

March Day TBD

April Day TBD

May Day TBD

June Day TBD

July Day TBD




MERCHANDISING (Mercantizare)

= Vanzarea ideil plasaril
SI pozitionarii produselor noastre
precum si executarea acelei idel



De ce var permite un client sa
comercializati produselBirmei noastre?

w Marfurile bine aranjate sunt vandute mai repede
w Usurati alegerea a clientului

w Atrageti mai multi consumatori in magazin
w Ajutati la cresterea afacerii
w Ajutati la cresterea fluxului de numerar —
w Salvati timp si bani




Cum putem face produselarmeil
noastreNr. 1 in magazine?

w Prin vizibilitate

w Mal multe fete decat concurenta

w O pozitionare mal buna pe raft

w Plasarea in 1,2 sau 3 locuri in magazin
w Pretul recomandat, dispus cu claritatate
w Spatiu conform vanzarilor



b. Instrumente de vanzare

w FPV- Format Persuasiv de Vanzare
- Sumarizeaza situatia
- Afirma ideea
- Explica cum functioneaza
- Reintarestebeneficiile
- Sugereaza un nou pdscheiere



