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CHAPTER 1

CASE STUDY: WOOLWORTHS

Woolworths is extremely aware of the impact our business might have on every aspect of our environment. That includes the natural world as well as the societies and the individuals we come into contact with in the course of what we do. We work extremely hard, first of all not to do any damage and, secondly, to use as few resources as we can. 

Here are some of the things that we’re doing:

· Recycling

· Packaging

· Limiting the impact of what we do 
· Use of precious resources
· Protecting plants and animals
RECYCLING

We encourage our customers to use recyclable bags whenever they can – preferably all the time. It makes a huge difference.

Hangers: We recycle our hangers through Hangerman - a company we helped set up. They collect all unwanted plastic hangers from stores, sort and clean them (using a workforce that includes many disabled workers) and sell them back to clothing suppliers at a discount. We also make some of our new plastic hangers out of old damaged ones. 

Recycled plastic: Many of Woolworths supermarket baskets and trolleys are now made from recycled plastic. You will have seen them – they are the black ones. Often they are made of old Woolies trolleys and baskets.
Recycled paper: Where possible, the sleeves on ready-made meals, dips and other food products are made from cardboard which has 80% recycled paper content. Our head office has converted as far as we can to recycled paper in all printers and photocopiers, all our internal communication publications and documents and our annual reports. 
Packaging: The best way to avoid using up materials in packaging would, of course, be not to use any packaging at all. That would be impossible given the range and nature of the products we sell. To try and minimise the waste from our packaging, we try and use completely recyclable material like paper and glass. 

It’s extremely important that our customers then put these back into the recycling process - so you can help us there.

Where we do use plastics, we make sure that the kind of plastic used is clearly identified so that it can be sorted for recycling more easily. More and more plastic is being recycled and we are looking at using recycled plastic for more of our packaging.

We are also keeping a close eye on the development of packaging materials that are renewable and which will break down naturally in the soil. As soon as these become readily available, we will try and use them as much as possible. 

As well as this, we continue to:

· use reusable plastic crates for the distribution of over 70 % of our fresh foods - saving many thousands of tons of cardboard boxes. 

· collect cardboard and paper for recycling at our stores and at head office. 

· encourage customers to use recyclable bags - we have two kinds which we’re sure you’ve seen. Our wonderfully bright fabric bags, made by a small local business, and the Woolworths reusable plastic art bag. 

LIMITING THE IMPACT OF WHAT WE DO

Noise management: We are very conscious of noise pollution and try very hard to manage our noise levels. We do this by considering the following issues:

· checking the location of new stores’ delivery points in relation to residential housing. 

· managing delivery schedules to produce as little interference as possible to local residents. 

· ongoing review of refrigerated delivery vehicle systems to try and reduce ambient noise. 

Refrigeration and air quality control: Some of the chemicals used in refrigeration can create holes in the ozone layer surrounding our planet and contribute to global warming. For this reason, we use gases in our refrigeration processes that do not cause this kind of damage (Hydrochlorofluorocarbons or HCFCs). We also use these gases in our air-conditioning and freezers.
In our new distribution centre in Midrand, refrigeration will run on an ammonia glycol mix which does not harm the ozone layer at all. When it is completed, the refrigeration area will be the one of the largest insulated areas in the Southern Hemisphere.

Building design and location: Whenever and wherever we build, we abide by a list of principles and guidelines. An extremely good example of the application of these principles is our new distribution centre in Midrand. Every aspect of the design and construction of this facility has been closely examined from a social and environmental perspective to make sure that we minimise the impact on the surrounding environment and communities. 
The sustainable design initiatives that have been incorporated into the building probably make it one of the most advanced buildings of its kind in South Africa. For instance:

to find the best site, a ‘centre of gravity’ study was carried out that calculated a location of ‘best fit’ so that both our trucks and suppliers’ vehicles would travel the shortest possible distances. 

· the 40ha of topsoil removed to begin construction is being used for agriculture. 

· water will be recycled and rainwater captured for irrigation in three massive, specially-built ponds. 

· all other water will come from boreholes making the campus totally water self sufficient. 

· office lights dim automatically depending on the amount of daylight and will switch off automatically if no movement is detected. 

· because of the vast area of the building, there was a danger of creating an ‘urban heat island’ – ie. the building would reflect heat rather than absorb it as agricultural land would. To remedy this fact, grass is being planted on the roof of selected areas. This increases the bio-diversity of the site and adds to the roof insulation for areas such as the main offices, gatehouses and ablution blocks 

· there were African bullfrogs living on the site. Their habitat has been preserved and they will live happily in and around the new water capture ponds. 

USE OF PRECIOUS RESOURCES

Electricity: Over the past two years, Woolworths has used over 10% less electricity in its stores. We’ve done this by better management of the systems that control our lighting and refrigeration and by making our staff more aware of the need to save energy. We can also check our stores’ electricity consumption from a central point and we talk to them daily about how they’re doing. We have also converted all the lighting in our Western and Eastern Cape stores to using energy efficient electronic control equipment as part of the Eskom energy saving programme. 

Fuel: Woolworths makes sure our delivery fleet operates as efficiently as possible. We have to monitor this very carefully – especially as we are opening so many new stores - which means our trucks have to travel further. Over the past year we have increased our efficiency when it comes to the amount of fuel we use to deliver each item we sell. We are always looking for ways to improve our performance in this area. Our giant new distribution centre in Midrand will help here as it centralises the work of five different distribution centres.

Water: Woolworths makes sure that everyone who makes the fabric for our clothes adheres to very strict standards. This means that no materials, dyes or chemicals used in the production of Woolworths clothing or textiles pose an unacceptable risk to health - or to the environment - during their manufacture or disposal. We keep track of what our suppliers are doing very carefully. We are also working closely with our farmers, especially in water-scarce areas, to understand how water could be used more efficiently. 

Protecting plants and animals 

Biodiversity: We are absolutely committed to selling products that do not cause harm to the natural world around us in the way they are made. We have done a number of things to make sure that this is the case.

· genetically modified (GM) ingredients are taken out of our food wherever possible. Any GM ingredients remaining are clearly labelled – which means you can make informed choices while you’re shopping. 

· as far as possible, any wood we use comes from sustainably managed forests – that means it comes from trees that can be replaced with no harm to the environment. 

· our hake is only bought from Marine Stewardship Council (MSC) approved suppliers. This means that the fish comes from a well-managed fishery and has not contributed to the environmental problem of over-fishing. 

· honey is sourced only from farmers that harvest honey without harm to honey badgers. 

· We are introducing non-lethal methods of capturing predators (for example, leopard) on farms rearing animals destined for Woolworths stores. 

· Woolworths is dedicated to providing more and more organic food and clothing. Not only is this a better alternative for the environment, it is a more natural alternative for you. 

Animal welfare: Woolworths has always had clear guidelines on animal welfare. These include:
· an NSPCA-approved Animal Welfare Code of Practice. 

· insistence that all animals destined for stores must be reared humanely and treated fairly in accordance with our code – abattoirs are regularly audited by a Woolworths technologist. 

We do not permit:

· animal testing - we have never asked or commissioned our health and beauty suppliers to conduct testing on animals. Our animal welfare policy requires that suppliers did not use any raw materials tested on animals after 1 January 2001. 

· products made from real fur. 

· our health and beauty suppliers to use ingredients that are by-products of the food industry. 

· the use of duck feather and down that is not a by-product of the food industry. 

SOURCE: http://www.woolworths.co.za/Caissa.asp?Page=ITB4_RHConText&Post=CO-Environment_
QUESTION:

Analyse this case in terms of the concepts that you were exposed to in this chapter (customer centricity, providing value for customers, implementation of the marketing concept, customer satisfaction, social responsibility)

GUIDELINE:

a. As a starting point the following framework could be used to analyse the way Woolworths are operating:

· Philosophy

· Production orientation

· Sales orientation

· Social marketing orientation/corporate social responsibility

· Marketing concept

· Customer centricity

· Marketing process

b.
The definition of marketing namely: “It is the process by which organisations create value for customers in the form of ideas, goods and services, to facilitate satisfying exchange relationships and to capture value

from customers” could also be used to relate their operations to the components of the definition of marketing.

· Customer value (what is value to the customer and what is value to WW)

· Exchange (how will WW actions influence perceptions, attitudes, intentions to buy?)

· Satisfaction (will WW’s actions culminate in employee satisfaction, customer satisfaction and ultimately in stakeholder satisfaction?)t

· Capturing value (how will stakeholder value be captured?)

· Relationships (will WW’s actions have positive effects on relationships with customers, competitors, banks, government, trade unions, investors?)

DISCUSSION QUESTIONS
1. Discuss why the creation of value for customers is becoming so important.

GUIDELINES:

2. “There is no such thing as ‘Services Marketing’. Everybody is in services” (Theodore Levitt). What is your opinion? Motivate your answer with practical examples.

GUIDELINES:

All products have a service component to a greater or lesser degree.   

Students should compare services with tangible goods and indicate where they differ and why the extended marketing mix can/cannot be applied to goods marketing. 

3. Everyone in the organisation is a part time marketer. What is your opinion? Please motivate your answer making use of practical examples.

GUIDELINES:

One department is not more important than the other. Everybody in the organisation contributes to value for the customer. Through internal marketing, coordination of activities and a homogenous culture of serving the customer everyone are in marketing (examples: receptionist, security guard, delivery staff, accounts section, product development, and human resources).

4. Needs cannot be created by marketers. Please motivate your answer making use of practical examples.

GUIDELINES:

Students should distinguish between needs and wants. Basic needs cannot be created but wants can be influenced by marketers. Example: a person is thirsty (basic need) but wants can be influenced by marketers to persuade the consumer to prefer tea, soft beverages, coffee, beer, milk, etc in satisfying the need.

5. What are the implications if organisations do not take notice of the notion of social engagement (corporate social responsibility)?

GUIDELINES:

Society in general and stakeholders (customers, suppliers, investors, employer organisations, government) in particular, expect organisations to get socially involved with the community through outreach programmes, crechés for their employees’ children, upliftment of the community in terms of training, donations to schools (computers for instance), adult learning, clean environment (green), no pollution (air, noise). Commitment from organisation to social causes (corporate social responsibility) will enhance their standing in the community and will positively influence their image as a caring organisation.

MULTIPLE CHOICE QUESTIONS

1
Which of the following marketing management philosophies relates to an organisation’s engagement in the external environment ?

	a.
	A production orientation

	b.
	A sales orientation

	c.
	A marketing orientation

	d.
	A societal orientation


2
_______ is the process by which organisations create value for customers in the form of ideas, goods and services, to facilitate satisfying exchange relationships and to capture value

	a.
	Exchange

	b.
	Marketing

	c.
	Selling

	d.
	Organizational focus


3
_______ is all the activities associated with people giving up something of value to receive something else of value

	a.
	Exchange

	b.
	Marketing

	c.
	Selling

	d.
	Relationships


4
The core marketing aspects in which the price decided on by the seller is regarded as fair by the buyer

	a.
	Space gap

	b.
	Time gap

	c.
	Information gap

	d.
	Value gap


5
Seasonal fruits are an example which of the following core marketing aspects?

	a.
	Space gap

	b.
	Time gap

	c.
	Information gap

	d.
	Value gap


6
The marketing management philosophy in which the firm’s focus is on its own internal capabilities rather than on the desires of the marketplace is called a

	a
	Production orientation

	b
	Sales orientation

	c
	Marketing orientation

	d
	Societal orientation


7
Which of the following is NOT one of the five dimensions of the definition of 
marketing?

	a
	Customer value

	b
	Relationships

	c
	Capturing value

	d
	Sales orientation


8 _______ are part of the extended marketing mix.

	a
	People, processes and physical evidence

	b
	Processes, positioning and products

	c
	Products, promotions and place

	d
	Processes, people and positioning


9
Which element is not part of the process in developing a marketing strategy?

	a
	Price

	b
	Product

	c
	Implementation

	d
	Maintenance 


10
The seven most commonly found functions in a business are

	a
	Human resources management, public relations management, operations management, purchasing management, marketing management, accounting management and operations management

	b
	Purchasing management, marketing management, human resources management, financial management, operations management and information management

	c
	Sales management, marketing management, human resources management, financial management, operations management and communications management

	d
	Sales management, retail management, human resources management, financial management, marketing management and public relations management


11
In what sequence should the marketing functions be approached?

	a
	Analysis, planning, implementation, control, and evaluation

	b
	Analysis, evaluation, planning, implementation, and control, 

	c
	Evaluation, control, implementation, planning, and  analysis

	d.
	Analysis, planning, implementation, evaluation, and control.


TRUE OR FALSE

12
Value can be defined as the difference between the customer’s perception of 
benefits received from purchasing and consuming the service, and the 
customer’s perception of the costs incurred in exchange for the service.

(a)
True

(b)
False
13
Service marketing differs radically from tangible goods marketing
(a)
True

(b)
False
a. 14
The extended marketing mix is equally applicable to tangible products and for services.

(a)
True

(b)
False
a. 15
Some of the major trends in marketing are ethics, digital age and social responsibility.

(a)
True

(b)
False
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