Chap 14
Managing Retailing,
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Retailer Marketing Decisions
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Retailer Marketing Decisions
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Retailer Marketing Decisions
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Private Labels
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The Private Success Factors
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Wholesaling
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Market Logistics
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Steps in Market Logistics Planning




Market Logistics
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Market-Logistics Objectives

e frd I HE2= QH}% qES
HA|, a0 HjSot= A
HH AlAY BH U
® H|E7t a2t
M=T+FW+VW+S
M= 5 NF-2x|a82 Hg

5 2gaa
5 HsEHy
FHISX 0| 2 jEL A



Market Logistics Decisons
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Determining Optimal Order Quantity
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