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1. SUMMARY

The m ain objective of th is paper is to describe the struc tu re  of Spa-

nish distribution channels by m eans of specific figures and supplem en-

ta ry  explanations. Once th is description has been given, the  influence 

of this struc tu re  upon the establishm ent of m anufactu rers’ sales s tra -

tegies will be studied.

This influence will be analyzed w ith in  the fram ew ork of specific t i -

me periods and specific stages in the developm ent of product m arke-

ting in Spain.

Finally, and in the light of the anticipated evolution of distribution 

channels, the paper w ill a tem pt to m ake some general predictions for 

the future.

A lthough the channels are objectively and independently  analyzed 

here, we will soon see how these channels rela te  to o ther m arketing 

factors and how they  tend  to be transform ed by the various stages of 

the m arketing process, in which they  m ust be considered as only a sin-

gle p art of the group of variables which affect product m arketing and 

never as isolated and independent facts.

Beginning w ith a general analysis of d istribu tion  channels, the pa-

per la te r  becomes more specific as regards m arketing channels for food, 

cosmetics, household products and toiletries i.e. the largest fields of 

consum er goods (fast moving products). M anufacturers of these products 

tend  to be pioneers in  m arketing techniques.

* H igher School of A dm inistration and Business M anagem ent Barcelona 

(Spain).



2. DISTRIBUTION CHANNELS: THEIR STRUCTURE AND EVOLUTION

W H O L E S A L E  C H A N N E L S

There are a great many wholesale outlets in Spain, particularly tho-

se dealing with food products, which account for almost 40% of the to-

tal number of wholesalers in the country.

Here it must be clarified that „Food Products” does not refer to 

wholesalers who are exclusive distributors of food products as such, 

but to those who specialize in serving retail grocery stores. This is 

a very different matter as these wholesalers not only sell food pro-

ducts but also household products, cosmetics and toiletries. Food pro-

ducts, however, do constitute the greatest part of their business.

The two basic characteristics of Spanish wholesale channels are:

a) the traditional sales form, i.e. the wholesalers’ relationships with 

their retail clients are maintained by travelling salesmen or agents who 

normally make regular visits to the retail outlets, later sending the 

merchandise ordered and offering them terms of credit.

„Self-service” sales are as yet very infrequent. The wholesaler who 

employs this type of merchandising exhibits a selection of products from 

which the retailers may choose whatever they need, generally paying 

cash. Only in the case of food wholesalers is this Cash and Carry sy-

stem used extensively. See Table 1.

T a b l e  1

S tru c tu re  of w holesale d istr ibution channels 

(By Fields of A ctivity  and Form  of Sale)

Materials Total
Form of sale

traditional self-service

Total 38,926 =  100% 38,829=100% 97=100%

1. Raw Materials
2. Minerals, Chemicals
3. Wood, Construction
4. Industrial, Materials,
5. Furniture, Hardware
6. Textiles, Garments
7. Food Products
8. Pharmaceuticals
9. Various Products

4,626 12% 
2,635 7% 
4,775 12% 
2,330 6% 
2,130 5% 
2,361 6% 

15,312 39% 
1,007 3% 
3,750 10%

4.622 12%
2.623 7% 
4,767 12% 
2,325 6% 
2,126 5% 
2,361 6%

15,254 39% 
1,007 3% 
3,744 10%

4 4% 
12 13%
8 8%
5 5% 
4 4%

58 60%

6 6%

S o u r c e :  D is tr ib u c io n  A c tu a l id a d  (D e c e m b e r 1975).

b) Spanish wholesale channels are generally a „family-type” bu-

siness (less than 5 persons employed). As will be seen in Table 2, 

2,76% of all wholesalers fall into this category.



T a b l e  2

S tru c tu re  of w holesale d istribu tion  channels 

(By N um ber of Employees)

Materials Total
0 - 5

(family
type)

Number of

6 -2 0
(small)

Employees

21-100
(medium)

more than 
100 (large)

in per cent
Total

100 76 19 4 0.1

1. Raw Materials 100 89 10 1 n
2. Minerals, Chemicals 100 70 23 6 0.2
3. Wood, Construction 100 76 20 4 n
4. Industrial Materials 100 56 34 9 1
5. Furniture, Hardware 100 60 32 8 0.3

6. Textiles, Garments 100 54 36 10 0.1

7. f ood Products 100 84 14 2 n
8. Pharmaceuticals 100 50 33 16 1

9. Various Products 100 75 21 4 0.1

N o t e :  P e r c e n ta g e s  s h o u ld  b e  r e a d  h o r iz o n ta l ly .

I feel th a t the two aforem entioned characteristics clearly  reveal 

tha t problem s of profitab ility  m ust exist. If these w holesalers do not 

become m ore concentrated in the fu ture, they  m ay well cease to exist. 

Furtherm ore, it seems unlikely that, in their p resent form , they  can 

actually  fulfil their aims of „distributing products to re ta ilers  w ithin 

an acceptable period of tim e and w ith a spirit of service”.

It is obvious th a t the Spanish wholesale struc tu re  m ust cause great 

problem s to the m anufactu rer both in term s of negotiating m utual 

agreem ents and in term s of the cost of m aintaining contacts w ith  the 

wholesaler dealers.

R E T A IL  C H A N N E L S

Tables 3 and 4 show the reta il structure , and the following conclu-

sions m ay be draw n from  them : there  is a very  great num ber of reta il 

dealers and they  are fam ily-type businesses (97.2% of all reta ilers 

employ few er than  5 people).

This breakdow n of re ta il channels clearly  indicates th a t m any of 

them  m ust be unprofitable or, a t the very  least, th a t it m ust be very  

costly to serve them  all. Furtherm ore, their s truc tu ra l characteristics 

indicate tha t it would be ex trem ely  difficult for m any of them  to 

evolve.
Nonetheless, these general statistics m ay be deceiving inasm uch as 

retail channels can be subdivided into four g reatly  varied categories:

a) those which are definitely  not profitable and do not known how to
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T a b l e  3

S tru c tu re  of re ta ile r d istribu tion  channels 

(By Field of A ctivity and Type of Personnel Employed)

Goods
Type of Personnel (%)*

Family Salaried Mixed

Total 391 434 = 100% 77 8 15

1. Food, Beverages, Tobacco 229,665 59% 87 5 8
2. Pharmaceuticals 24,449 6% 63 8 39
3. Garments, Textiles 59,195 15% 66 10 24
4. Household Appliances 30,436 8% 58 14 28
5. Vehicles and Accessories 8,312 2% 36 30 33
6. Book and Stationery Shops. 

Furniture 8,645 2% 67 12 20
7. Others 28,497 7% 71 10 19
8. Company „Economats” Self-Service 

and Department Stores 2,235 1% 24 49 27

• T h e  p e r c e n ta g e s  in  th e s e  th r e e  c o lu m n s  s h o u ld  b e  r e a d  h o r iz o n ta l ly .  

S o u r c e :  In f o rm a c io n  C o m e rc ia l  E sp a flo la , M a rc h  1974.

T a b l e  4

S tru c tu re  of re ta ile r d istribu tion  channels 

(By Employees)

Number of retailers Total 
391 434 =  100%

0—5 employees (family-type) 97.2%
6—20 employees (small business) 2.6%
21 — 100 employees (med. business) 0.2%
more than 100 (big. business) ' —

adapt to the  evolution of the m arket. These firm s are gradually  

disappearing;

b) those which have restruc tu red  and adapted to new times, even 

going so far as to apply aggresive purchasing policies which w hen the 

reta il channel is larger than  the m anufacturer, often puts the form er 

in a more favorable position than  the la tte r;

c) channels which are cu rren tly  undergoing transform ation  or which 

have sufficient in tellectual potential to enable them  to soon institu te  

this process,

d) those which have found the ir niche w ithin their lim ited size. 

A lthough very  small, these channels justify  their existence by offering 

a specific service, i.e. specialized shops which are unique w ith in  their 

local fram ew ork.

In any case, it is abundantly  clear th a t the peculiarly  Spanish struc-

tu re  of our d istribution channels constitutes a great challenge to the 

m anufactu rer who m ust w ork w ith  them .



FO O D  P R O D U C T S  S E C T O R  (R E T A IL E R S )

Having briefly  analyzed the general struc tu res of wholesale and re-

tail channels, I shall now concentrate on the Food Products Sector 

which, as was previously explained, represents those reta il outlets which 

sell food as well as cosmetics, household products and toiletries. This 

sector shows the highest ra te  of transform ation and is also the most 

complex.

I will exam ine this sector in term s of these re ta ile rs’ various form s 

of „association — organization — sales objectives”. These dealers may 

be categorized as a) vo lun tary  chains, b) consum er cooperatives, c) com-

pany related  „Economats”, d) ordinary  grocery stores.

V o l u n t a r y  C h a i n s .  These chains are jo int associations of 

wholesale and retail dealers. Note th a t in this case the w holesaler is  

also involved in the d istribu tion  process, thus m aking the cycle- 
complete.

The m ain advantage offered by these chains is the existence of a per-

fectly  planned organization equipped w ith the necessary means (hum an, 

m aterial and professional) to fulfill th e ir aims.

Table 5 shows the 1975 potential of these chains. It m ust be explai-

T a b l e  5
B reakdow n of vo lun tary  chains

Centra Distribution Centers Warehouse Surface 
in Square Meters

Associated Retail 
Dealers

Totals 210 616,886 61,870

Centra 45 79,570 10,704
Ifa Espanola 55 165,842 14,117
Iga Iberica 14 34,250 1,941
Spar 25 93,610 9,764
Una-Vivo 43 132,580 16,421
Vege 28 111,034 8,923

S o u r c e :  C o m is a r ia  d e  C o m e rc io  I n te r i o r ,  1975.

ned th a t each one of the „D istribution C entres” consists of various; 

wholesale dealers, m ost of whom employ the Cash and C arry  system  of 

sales.

V oluntary  Chains are on the upswing in Spain. They are constantly  

progressing and have clear ideas as to their fu tu re  expansion and deve-

lopm ent. They also offer re ta il dealers and in teresting  w ay out of th e ir  

cu rren t state  of stagnation.

Table 6 shows the Chain stores share of the to tal volume of sales 

in various European countries (Note th a t in the  analysis, vo lun tary



T a b l e  6

The share of purchasing groups and vo lun tary  chains 

w ith in  independent trad e  

(Com parative E uropean Study)

Country

% of Associated Shops in 
relation to total number of 

retailers (as of 1.1.1977)

% of total retail 
sales (1976)

Spain 28.1 36.8
France 40.1 81.8
Italy 18.5 27.0
Germany 82.6 91.2
Holland 74.6 86.0
Switzerland 72.8% 83.2

S o u r c e :  N ie lse n  I n te r n a t io n a l ,  In c .

Purchasing Groups have been included in the category of Retailers). 

Given the  increasing popularity  of the  Chain system  in o ther parts 

of Europe, it is to be supposed th a t the num ber of vo lun tary  chains in 

Spain w ill continue to increase in the fu ture.

C o n s u m e r  C o o p e r a t i v e s .  This type of establishm ent is li-

m ited exclusively to holders of cards which are generally  obtained by 

paying a m onthly quota.

Table 7 gives the basic da ta  for the Cooperatives which exist in 

Spain.

T a b l e  7

G eneral situation (in 1975) of Consum er 

cooperatives in Spain

Number of Cooperatives 491
Number of Members 546,113
Annual Sales (in millions of ptas) 10,965

— Food Products 7,051
— Non-food Products 3,914

Average Annual Sales per Member (in pesetas) 20,600

S o u r c e :  C o m is a r ia  d e  C o m e r c io  In te r io r .

This type of sales system  is developing well, although unevenly, 

th roughout the  country. A t one end of the scale we find long-esta-

blished cooperatives which have not evolved and whose sphere of acti-

v ity  is very  lim ited, and on the o ther we have —  as in the  case of the 

Basque Country —  very  modern, fast growing cooperatives such as 

EROSKI, w ith  an extensive netw ork  of self-service stores and a vigo-

rous sales organization. The following are data  from  this Group for 

1978:

Sales 7,700 m illion pesetas

Sales Area 20,000 square m eters



W arehouse Area 7,500 square m eters

Consum er m em bers 60,000 

Employee m em bers 588

Obviously, cooperatives like EROSKI are a great challenge to m anu-

fac tu rers who cannot trea t them  a „just ano ther custom er” , bu t m ust 

instead negotiate extensively w ith them . Cooperatives are defin itely  an  

im portan t pressure group inasm uch as they  are able to do — and 

actually  to do — their own m arketing, „acquiring products which in te -

rest them  m ore than  the products generally  offered”.

Thus, the Cooperatives’ are  not lim ited sim ply to  d istribu ting  p ro-

ducts which provide them  w ith  generous m argins, but m ay also offer 

products which their m anagem ent feel „contribute som ething new to 

the m em bers of the cooperative” or articles w ith  an acceptable price- 

-quality  ra tio ’. Thus, the Cooperatives are dynam ic and active in their 

purchasing system.

G etting back to the case of EROSKI for a m om ent, special m en-

tion m ust be made of the magazine the Cooperative d istributes to  its 

m em bers („La Revista del Consumidor Vasco”) and which offers infor-

m ation and advice on available products.

G r o c e r y  S t o r e s .  The following analysis of grocery stores is 

based on inform ation kindly provided by A.C. Nielsen Com pany of 

Spain. Before beginning the actual analysis, certain  definitions m ust be 

m ade in order to b e tte r  understand the situation.

T a b l e  8

Evolution of grocery stores and  th e ir  breakdow n into 

trad itiona l and  self-service shops (%)

Grocery stores 1969 1973 1975 1977

Total 128,428 = 122,654 = 118,943 = 118,190 =
100% 100* 100% - 5 * 100% - 7 * 100% -8 *

Self-Service 4 100 7 +  76 7 +90 9 +  139
Traditional 96 100 93 - 8 93 -1 1 91 -1 3

* T h e  p e r c e n ta g e s  in  th e s e  c o lu m n s  s h o u ld  be  r e a d  h o r iz o n ta l ly .  

S o u r c e :  А . С. N ie lse n  C o m p a n y  — S p a in .

G rocery Store — „Any shop which offers m ore th an  6 product 

classes from  a list of 11 classes of leading products”. Thus, those ill-de- 

fined shops which sell m any things other than  food products are  au to -

m atically  elim inated from  this category. The shops in  th is category tend 

to be sm all businesses.

H yperm arkets — „These are self-service reta il stores which are  open 

to the general public and which have a shopping area of m ore than

2,500 square m eters”.



Superm arkets — „This group includes self-service stores w ith a m i-

nim um  of 3 check-out counters and a shopping area of less than
2,500 square m eters”.

Self-Service Stores — „These are reta il stores w ith 1—2 checkout 
counters” .

Table 9 shows the cu rren t situation of grocery stores and the trends

T a b l e  9
Types of grocery stores and th e ir  share of the 

to ta l sales volum e (As of 31 December 1977)

Grocery stores
Total Stores 

116,551 =  100%

Total Volume of sales 
(in millions ptas) 
305,701 =  100%

Hypermarkets 
Supermarkets 
Self-Service Stores 

\Traditional Stores

24 =  0.02% 
502 =  0,4% 

10,195 =  8.7 % 
105,830 =  90.8%

31,374 =  10.3% 
34,134 =  11.1% 
58,768 =  19.2% 

181,425 =  59.3%

S o u r c e :  A. C. N ie lse n  C o m p a n y  — S p a in .

they have experienced during the past several years. These trends can 

be sum m arized as follows; the total num ber of ordinary  grocery stores 

is decreasing (this confirms m y previous sta tem ent regarding the disa-

ppearance of unprofitable small stores) while, on the o ther hand, the 

num ber of self-service outlets is on the rise.

Table 10 shows the situation as of the end of 1977 and reveals the

T a b l e  10

Table of equivalents of the  four types of grocery stores 

(Basis: Volume of Sales)

Food products 
(total)

Toiletries and Articles 
for Personal Hygiene 

(total)
Low-Suds Detergents Toothpastes

1H =  17.6S 
IS =  6.3A 
1A =  3.7T

1H =  11.6S 
IS =  13.8A 
IA =  4.6T

IH =  21.8S 
IS =  12.7A 
IA =  3.6T

IH =  13.9S 
IS =  13.ЗА 
IA =  4. IT

IH =  410T 1H =  736T IH =  997T IH =  758T

K e y :  H  — H y p e rm a rk e t ,  S  — S u p e r m a r k e t ,  A  — S e lf -S e rv ic e ,  T  — T r a d i t io n a l

S o u r c e :  A. C. N ie l« en  C o m p a n y  — S p a in .

im portance of H yper- and Superm arkets and the power of the self- 

service system. The table shows that: while 9.1% of the shops had 

a volume of sales of 40.6% the rem aining 90.8% accounted for a volu-
me of 59,4%(!)



Table 11 shows the equivalents of the  different types of stores as 

regards the total volume of sales. In o ther words, the volum e of food 

products sold by a single hyperm arket is the equivalent of th a t of FOUR 

HUNDRED TEN ordinary  grocery stores.

T a b l e  11

F u tu re  prospects of re ta il food channels (%)

Food channels 1977 1980 1985

Totals 116,551 =  100% 103,130 =  100% 94,600 =  100%

A. Evolution in number of stores

Hyper and- Supermarkets 0.42 0.8 1.7

Self-Service Stores 8.7 12.8 18.0

Traditional Stores 90.8 86.4 80.3

B. Evolution of share in total volume of sales

Hyper-and Supermarkets 21.4 35 40

Self-Service Stores 19.2 26 33

Traditional Stores 59.3 39 27

S o u r c e :  А . С. N ie lse n  C o m p a n y  — S p a in .

Table 12 sums up a study  made by A. C. Nielsen Co., predicting the 

fu tu re  evolution of store types and their share of the  to ta l volume of 

grocery business. The trend  tow ards self-service stores is abundantly  

clear as is the overw helm ing im portance which the hyperm arkets will 

have in the fu ture.

T a b l e  12

The m arke ting m ix w hich m anufactu rers m ight ad ap t in  1985 (%)

Species 1975 1979 1985

Base 100 100 100

Sales-Distribution (network, etc.)

Advertising
Merchandising
Market research
Research development (new products, etc.) 
Promotions (Consumer)
Promotions (Trade)

40
20
2
5
5

20

35
25

5
5
5

15
10

20
25
10
10
10
10
15

N o t e :  E x p e n s e s  fo r  th e  S t r u c t u r e  o f th e  M a r k e t in g  T e a m  a r e  n o t  in c lu d e d  h e re .

It is evident th a t both the cu rren t position and fu tu re  prospects of 

ord inary  grocery stores are causing m anufacturers to th ink  seriously 

about how these d istribution channels should be treated .



3. IM PLICATIONS OF MARKETING M IX STRATEGIES

Now th a t we have studied the struc tu re  of D istribution Channels 

we shall analyze how this affects the m anufacturers m arketing s tra te -
gies for consum er goods.

To do this, we m ust go back and look at the general context of 

m arketing in Spain, never forgetting that, although distribu tion  channels 

are an im portan t variable of the m arketing mix, they are but a single 

one of the m any factors which play  a role in the process.

In any case, I feel tha t the m arketing process in Spain can be 

broken down into m ajor stages. They are as follows:

T H E  F H E -M A R K E T IN G  S T A G E  ( p r io r  to  19G5)

General characteristics: Discovery of the concept of m arketing, de- 

was sm aller than  demand. Technique was m ore im portan t than  com m er- 

ciality. E verything produced was sold.

Situation of distribution channels: very  dispersed large num ber of 

channels, but not very  professional: fam ily-type businesses.

S trategies a t channel level: P ractically  non-existent. Sales m ade 

through free agents or commission agents residing in various parts of 

the country  who offered the products of several companies in a single 
territo ry .

T H E  M A R K E T IN G  B O O M  (1966—1975)

G eneral characteristics: Discovery of the concept of m arketing, de-

velopm ent of advertising, great upsurge in m arket research. New pro-

duct developm ent became highly im portant; rapid and gratifying pro-

gress of dynam ic companies which adapted to the new trends in m ar-
keting.

S ituation of d istribution channels: Basically the same as before. Ho-

wever, the first signs of change came w ith the creation of the first 

European-type self-service stores.

S trategies a t channel level: Suddenly the potential of channels 

„poorly w orked” by free agents is „discovered”. This leads to the eli-

m ination of the agent and the establishm ent of extensive netw orks of 

salesm en employed by the m anufactu rer to m ake direct sales. This re -

su lts in a great increase in the m anufacturers sales costs.



M A R K E T IN G  IN  C R IS IS  ( f ro m  1976 on )

G eneral characteristics: Onset of the energy crisis and, in Spain, the 

political and social crises. Prices increase as a resu lt of the constant 

increase in costs. M argins are ever m ore slim, the consum er is shopping 

m ore rationally  and learning how to select his purchases. A dvertising’s 

effectiveness comes under fire. An increasing urge to cut down expen-

ses resu lts in low er budgets for m arket research, advertising and tra i-

ning. U nprofitable products are  elim inated and there  is a fran tic  search 

for new products which contribute „som ething new ” to the m arket 

(the tru e  im plantation of the m arketing philosophy).

Situation of d istribution channels: The transform ation begun in the 

previous period is now a boom. New channels appear, others — w ith 

no particu lar reason for existing — disappear. Retailers organize them -

selves into associations.

S trategies a t channel level: M anufacturers realize th a t their sales 

netw orks are not only expensive, bu t also unprofitable because they 

have not kept pace w ith  the evolution of d istribu tion  channels. As 

a consequence, sales netw orks are  reduced and an a ttem pt is m ade to 

im prove the quality  of the rem aining sales force. The m ajor channels 

of d istribu tion  begin to m ake the ir streng th  felt, and the idea of „nego-

tia ting ” w ith  them  takes shape.

4. AN ATTEM PT TO PREDICT THE FUTURE

The fu tu re  s ta rts  today and falls w ith in  the period of „M arketing 

in Crisis” which w ill undoubtedly  continue for a num ber of years to 

come.

Before a ttem pting  to predict the fu ture, I shall first sum m arize the 

facts relative to Spanish d istribution a tth e  p resen t tim e. I will then  

predict the strategies which m ight conceivably be applied as a resu lt 

of these facts. Finally, I will establish a quan tita tive  m arketing m ix in 

o rder to estim ate the influence of these strategies on the general m ar-

keting context.

SU M M A R Y  O F  F A C T S

M any w holesalers are becoming m ore dynamic, m odern and agressi- 

ve in their sales methods. They offer re ta il sales netw orks, thus provi-

ding an im portant professional service. R etailers are adapting to the



self-service system  and form ing associations. The hyper- and super- 

-m arkets are in constant expansion.

Chains become m ore popular and can exert effective pressure on 

m anufacturers. For m any reta ilers they  are the catalysts of change.

The strong cooperatives are consolidating, form ing another pressure 

group to which serious a tten tion  m ust be paid.

P R E D IC T A B L E  S T R A T E G IE S

Elim ination of costly sales netw orks which are out of touch w ith  

the  rea lity  of distribution channels. The salesm an w ith his briefcase 

m akes no sense a t all in a world of com puter-run C entral Purchasing 

Offices w ith a Purchasing Manager... Conversion of the idea of „sale” 

into the idea of „negotiation”. Negotiating will resu lt in operations of 

in terest to both the m anufactu rer and the distributor.

Not only will the m anufactu rer go out to sell, bu t also to buy the 

d istribu tion  services of the w holesaler, the chain. In addition, the m a-

nufactu rer will be obliged to negotiate for the confidence of the coope-

rative.

M anufacturers should have independent sales m anagers w ith in  each 

sales zone or territo ry .

Point of sale and positioning of the product in the cooperatives and 

large outlets will be of prim e im portance. The sim ple fact of „being 

th e re” will comprise a product guarantee for the consumer, and this 

will have its price.

M erchandising will enjoy a boom. M erchandising techniques m ust 

be worked out sim ultaneously by the m anufacturer and the d istribu-

tion channel. They m ust study  their im plantation, their effects and 

their positive or negative resu lts —  using objective m eans to m easure 

these results.

T H E  M A R K E T IN G  M IX

The Table 12 shows the m arketing mix which m anufacturers m ight 

adapt in 1985. These predictions are  based upon a study  of the curren t 

and previous stages in the evolution of m arketing.

I m ust stress here th a t the established data are approxim ate and 

are valid only for com parative purposes and as a point of dep artu re  for 

predicting possible trends. In addition to the fact th a t no published 

data on this subject exist, it m ust also be rem em bered th a t the  m arke-

ting m ix for a com pany which sells food products is d ifferen t from  

th at of a company which sells household articles and the m arketing



m ix for a m ultinational corporation is d ifferen t from  th a t of a dome-

stic  company.

It will be seen from  the following table th a t m y predictions can be 

sum m arized as follows: the costs of sales netw orks will be cut as well 

as promotions to consumer. The relative w eight of advertising will re -

m ain stable, bu t m erchandising, m arket research and trade  promotion 

{in the form  of agreem ents, collaborations, joint operations) will 

increase.

It seems quite clear to me th a t there  are th ree  basic reasons why 

m arket research will increase: 1) because the developm ent of new pro-

ducts  m ust increasingly be based upon the approval of the consumer;

2) because it will be increasingly necessary to control m arketing drives 

and study their effectiveness, and 3) because it will be absolutely ne-

cessary  to m easure consum er reactions.

My second and final prediction is tha t the continuing transform a-

tion of d istribution channels w ill prove a great challenge to large m a-

nufacturing companies, causing them  to reflect and m ake drastic de-

cisions on the  following two subjects:

Bargaining vs. trad itional sales

Selective m erchandising vs. indiscrim inate advertising in the m ajor 

media.

J. M. Ferre-Trenzano

KANAŁY DYSTRYBUCJI W H ISZPA N II.

STAN OBECNY

ORAZ IM PLIK ACJE DLA STRATEGII MIX-MARKETINGOW YCH

W artyku le  dokonano analizy kanałów  dystrybucji w  H iszpanii u ję te j w  ram y 

chronologicznych przedziałów  czasowych oraz kolejnych etapów  rozw oju m ar-

ketingu w  tym  kraju . Na podstaw ie te j analizy au to r p rzedstaw ił zależności m ię-

dzy kanałam i dystrybucji a innym i elem entam i stra teg ii m ix-m arketingow ej oraz 

etapam i procesu m arketingowego.

W ostatn iej części a rty k u łu  au to r podjął próbę sform ułow ania pew nej ogól-

nej prognozy w  zakresie ew olucji kanałów  dystrybucji oraz w skazał na im plika-

cje, jak ie  mogą w ynikać z te j ew olucji dla stra teg ii m arketingow ej.


