Why chief executives

need to understand
routes to market

This Issue we cominue cur seres al iner

WIBWS

Wit anne

meats Nirmalya Kumar, professor of marketing and e-commerce at IMD.

{rmoalyd Kuemar (s-an arrestlng Agure Tall,

alim and slegant in a tailored Mehru sult, he
sports d small, green cloth shamrock [
cetchration of ScPimick’s Day. "My Irish students
gave ir1oome,” he savs, seemingly unimpressed by
Irish eradittine

Kumir 15 nothing IF not Internatonal.  Bormn aned
educated In India, he spent 2 dozen years in 175
academnia before coming to Barope. Corrently he
is on sabbatical fom IMD mnd working at the
Lemdon Business School  “Taveling 1o over 20
Coancries inoan avenge vear, he s back from
Tupiste, where he has been sdvising  che
decomtive paines. division of Alzo-Nobel on
worldwide distribution and marketing srraegies
vis-g-vis gloletl remilers

80 whar do vou want o talle abows? he siys
dropping half o dozen paperson the table in frong
of me  After @ lifedme of reasing truths our of
businessmen, acidemics are  Csomewhat
disconcerting,  Pross 4 batton and they deliver
thelr thoughts, When they go i lecrure miode,

itis o liccke Hloe sfoing with o humen Jukebox

I Hick through the articles. They range from how
1o build new channels to Bow o live with big
rel. Kumnr b afso dane a lor ofwork on oruse
and conflice in channels, based on o swdy of
several hundred mther pugnactous motor dealers.
Together with his mentor professor Louls Seern,
he has produced seminal work on trist in outes
o marker, The publications of his work (0 The
Financial Times, The Harwird Business Review
and Journal of Marketing Research reflace his
SLIUS

Perhaps we could explore the (deas in his
forthcoming book, | suggest.  Enited Marbering

i CEO's perspactiie, this looks arwhy mirketing
shoult] be important to chiel executives

The first shock s thay Kuamar doesn't dhilnk chai it

Is

He zuys “Marketdng has got sidelinedd.  Chief
exelitives are under time pressure.  They
delepmte amehing which doesn't call for thedr
personal attenton.  Mackettng hos declined in
Imperance because It s seen as tactlcal - simply a

"Today the top S5t retallers in thea
wuorld account for 25% of the salgs of
Procter & Gamble, In a decaas they

will be half of PSS sales.

guestion of the four Ps - price; product, place and
promoton. - Asa result, in the average compsingy,
the fwce time that the chiel markering officer ges
with the CHO s relatively small, compared 1o the
CFCr or GO0

Hut face several  Imporant
tririaformutiongl marketing challenges which, he
arguies. chief execatives can’t duck.  “These are
Inloadves which anvone In morketing inside
comparnies should be mising and leading. if they
wint (0 incnstse their profile,” he points out

COmpEanies

To. be worthy of CE(s
ransformarienal marketing initarvied oust have
three ateribotes, "They have wo be cross-finicricnal
- &0 they cin'r just be delegited 1o o partlooiar
individual or department, they have o be

thie arten oo,

strateglc and they have o dmpect the bottom
g "

Three of Kumars high
translorrmtiond are relped o oroures 1o mcker
"Firscly, CEOW of branded produces are beginning

profile  marketing

acacemics, Max Hotopl!

to . understand

thar  remaling has changed
dhrmarically and that thelr companies need 1o re-

engineer to meet this now nelliy” he savs

“Cecondly, companles need o migrate from the
channels of today o the channels of fomomow,
espiecially by mohilizling the Intemmet A Baflure o
miowe rapidly can have devistating impacts - ook
at how Dell has pained @t the expense of
Commp].”

The third srea revolves around how  product
driven companies can oansform themselves into
solution. providers:  This, says Kumar is not an
sy step. “Yes, companies ke IBM, Baxter
Hezalthcare and W% Grainger have made thisleap
bur there Isa whole mft of steps vou peed o wke
in order o make: this mowve successfully”

Kumar reckons thar many CECs haven't yer
apprecited whot the growing power of |arge
retailers: menns for their compunies. "Pur simply,
vou have to be the first or second brinds inany
given product categoey, otherwise voo will end up
competing with evervone else 1o manufacore the
retifers own inshouse brnd. Uniess vow have a
distinct  valug  proposition,  you  can ooly
differentnte on prce.” Brand deletion. SKEL
ritionalizarion, and globol Ccostomer  (eams,
tecdiczired to nclividieal resilers, are all pan of this
transformeton.

Dogsn't Kumar think the [dea thar ressll s
becoming global has been mrher overdone? Look
at honw Wikt has stumbled in Germang Al
many large retllers who have goneé ineermadona
are sl buving locally,. Mavbe, savs Kumar, but the
trend i clew, TToday the wop six retallers in the
woeld accenint for 25% of the sales of Prooer &
Gamble, In# decide thesy will e hall of PEG sales



