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1. Give short answers for the following questions:

i. What is distribution in a supply chain? What are the channels of distribution? And
how do they work?
Distribution in supply chain is involved with following decisions,
a) Product to be sold directly to the customer or via retailer.
b) Product to be sold through wholesalers.
c) Multilevel marketing modules to be used for selling products.
d) Channel members should share the advertising cost.

A selling product may go through various number of hands to reach to the consumer. This process of flow of finished goods is called “Distribution channel”.  Each distribution channel has their own needs and those shall be fulfilled before the product to reach its consumer. A product can be sold through number of ways. There are various types of channels available to flow a product but chosen depending on the type and service of product needed for successful distribution. The channel can be skipped by using online distribution portal where consumer directly buy through internet. Or The product goes through an agent or a wholesaler to distribute product to the end user. 
This is also lot of innovation in the area of service distribution. For example, a travel agent provides many service together like hotel, car rental, air flight reservation etc. There are many different levels of distribution channels like,
a) Zero level channel: This is the distribution channel without any intermediary. This is more effective for smaller markets. 
b) One level channel: This type of channel contains one intermediary. Like retailer.
c) Two level channel: This channel includes two level distribution channel where there is distributor and wholesaler both are involved. This channel is more useful for larger markets. 

ii. Who are the channel participants in a distribution process?
Primary channel participants are those companies who presume risk during value added distribution development process, these participants are;

a) Manufacturers: These are the most important participants of distribution process as they transform raw material into finished goods. They utilize their capacity to meet market and consumer requirements. They make commodities that are essential for consumers and their life styles. It should also be taken into account that while the degree of manufacturer's risk in the overall distribution procedure is significant, it is restricted to the particular products produced. Every specific manufacturer's products characteristically symbolize a small amount of those handled by the other main channel participants: wholesalers and retailers.

b) Wholesalers: This is the least evident channel participant. These are the companies that buy goods from manufacturers in bulk and then sell to consumers and industrial users. They also act like traders selling goods to other business. They support manufacturers for their objective of economy of scale with utilization of maximum capacity. They are the shareholders of risk with manufacturers with bearing carrying cost of inventory. 

a) Retailers: These are the participants that sell fewer units to customers who buy for their own utilization and benefit. They offer wide range of product options to their customers. They carry out functions that unit to offer their target clients the right products, at the right place, at the right time, in the right amount, and at the right price. 

iii. What is the importance of market coverage decisions in a distribution process?
Market exposure decisions include opportunities concerning the comparative intensity of outlets in any given area so that the requirements of existing and possible customers are sufficiently accommodated. There are three options for market coverage decisions,

a) Intensive distribution: The distribution of product in as many outlets or region is called intensive distribution. This practice is used for products that are in regular purchase for customers with less shopping hassle and ease to shop. These items include food items, consumer items, office supplies etc. These products are made accessible at all locations through intensive distribution. 

b) Selective distribution: In this distribution, the products are restricted to fewer location outlets. For such items, consumers are willing to spend some time in shopping these products. These products include electronic store items, household stuff, furniture showrooms.
 
c) Exclusive distribution: Exclusive distribution is reverse of intensive distribution where there is just one outlet or purchase location for specific product. This is used to retain the premium quality of the products. This distribution includes luxury products, designer apparel etc. There is a specific segment of customers that is targeted. 

Intensive distribution involves the necessitates not direct channels involving numerous intermediaries, whereas high selectivity and exclusiveness might be supported through straighter channel structures.

iv. How would you differentiate between conventional channels and single transaction
channels?

Single transaction channel is used for the business that is just one-time project for a limited time. This includes stock ownership, real estate sale, heavy machinery etc. In this channel it is assumed that the activities will not reoccur. 

The moveable arrangement of firms that buy and sell goods on the basis of their needs, with no intention of repeat business is called conventional channel. The major determinant of the time and degree of transactions is selling price. Firms concerned with a conservative channel develop working capabilities to offer services. All the activities are carried out from transaction to transaction basis. They have small or no faithfulness to each other and little enthusiasm to jointly develop the competence of the supply chain. 

v. How can logistics operations affect the pricing?
Pricing strategy is another aspect of marketing plan that directly interacts with logistical operations. It is the pricing terms and conditions that decides the responsibility of logistics activities. It is evident that pricing is important at all stages of logistics and supply chain. The importance starts from sourcing raw material using a cost effective logistics to make per unit cost less. Express logistics are expensive than consolidated or truck load logistics. Each organization tries to buy, make, deliver products at a cost effective price to give discount to customers aiming to earn more profit and market share. 
Hence, pricing practices have a straight impact on timing and steadiness of logistic operations. 

2. Discuss the fundamentals of pricing strategy in supply chain management.
Pricing decisions directly decide which party in the business is responsible for performance of logistics activities. This is also integral part of each business sale/purchase contract. Following are the fundamentals of pricing strategy,

a) F.O.B. Pricing: F.O.B. mean free of board or freight on board. This is the simplest way to quote price as the variation in transportation is not considered in the quoted price of a product. In this scenario, the product cost is considered at the source destination and then the transportation cost is to be paid by the buyer itself. The buyer selects the mean of transportation, decides a carrier, pays transportation charges, and takes danger of in-transit loss and/or spoilage. In F.O.B. destination pricing, the title does not pass to the purchaser until the delivery is completed. Under such situations, the seller arranges for transport and the charges are added to the sales bill.
b) Delivered Pricing: In this section of pricing, the transportation and clearing the shipment is responsibility of seller and the cost of that activity is added into the quoted price. The buyer receives the goods at his location with no additional cost or liability.
c) Single Zone Pricing: Under single zone pricing, buyers pay a single price despite of the location of the buyers. The quoted price includes a specific portion of transportation cost that is already incorporated for all kind of buyers regardless of their destination. Single-zone delivered pricing is usually used when transport costs are a comparatively small proportion of selling price. This scheme is practiced where the seller is controlling the transportation cost in a very efficient way. For example, for online purchases the same transportation cost is charged to all customers nationwide. Zone pricing has the prospective to be discriminatory since some buyers pay more than genuine transportation cost while others pay less.
d) Multiple Zone Pricing: The scheme of multiple zone pricing establishes diverse prices for particular geographic areas. The fundamental idea is that logistics charge differentials can be more moderately allocated when two or more zones-typically based on distance- are used to cite delivered pricing. The areas are divided into zone and transportation is made efficient and cost effective in those zones. Ultimately, the cost per unit reduces for each zone and same is included into the sales price to customers.
e) Base Point Pricing: Base point pricing is more complexed and controversial kind of delivered pricing as compared to all other schemes. In base point pricing, the concluding delivered price is decided by the product’s list price and transportation cost chosen from a base point that is manufacturing location. 

3. “Channel mapping and matrix approach are of significant importance for a channel design process.” Discuss this here. 

Structure and distribution analysis has always focused the need to know end-user requirements when making market distribution strategy. As strategy is formulated, the particular channel plan must be defined clearly. There are two tools that can be used for making a channel design process. 

i. Channel mapping: Channel mapping is a flow illustration of the channels employed by an organization. It is developed through complete market research and data analysis before going to using this channel design. The purpose of mapping is to give insight into processes and formulating a procedure for change. Before implementing, channel design can be changed or choose if the change is suitable and also a complete understanding of the present process is compulsory. This is also needed even if the business is a new project but mapping is still essential keeping in mind the competitor strategy.  
Developing a channel map must start with clear depiction of target market segment and how to reach it efficiently and cost effectively. Channel mapping shall not remain or conclude with a mapping diagram but it shall also comprise of requirement of volume of activity linked with each step of map. The volume is broken down for each industry and geographic location to have more insight. Every link shall also be inspected with respect to particular functions and channel participants involved.
i. Matrix approach: Matrix approach of design channel design is easier than channel mapping but yet successful. Since the majority companies serve quite a few segments of customers and end users, different structures and blends of channel participants might be crucial to serve every of those segments as economically and successfully as possible. Matrix approach provides insight into the most appropriate participants and structures to accomplish objectives.  This is done by suggesting that each function can be subdivided into particular individual activities. Then each activity could potentially be carried out by diverse channel participants. 
[bookmark: _GoBack]No matter which approach is used whether its channel mapping or matrix approach, both have significant importance in channel design process. The approach can slightly vary depending on the type of business and their target market segment. 
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