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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1.  
I. Distribution is the flow of goods from one place to another.  It is the systematical procedure by which a particular company chooses to opt when moving goods along the supply chain.  Organizations should question themselves which option is more viable, is it self-marketing and e-commerce of self products? Add another supply chain member in the distribution list to ensure a better flow and company can focus on only producing?
Also, organizations should make clear decisions on the following aspects:

· E-Marketing or Retailer?
· Distributed to Wholesalers?
· Selling Products through Multi-Level Marketing Modes?
· Should Channel Members share Advertising Costs?

 These questions should be answered after a detailed and tailor maid market research and plan.  Each company should design a systematical flow-chart in order to better manage and sustain operations on the long-term perspective.  

Channels of Distribution are the supply chain members of the Distribution / Organizational Strategy.  These Channels as specified above are tactfully chosen after a holistic overview and market research in regards to the particular product under review.  Channels chosen should be reliable and cost-effective, along with being loyal, trustworthy in order to be in line with the organizations view and wavelength and perceive the same professional image within all the supply chain and distribution channels.

II. Channel participants in a distribution process are /may  be the following:

· Manufacturers – These are the manufacturing companies who produce a product to be later sold in the market.  Manufacturers, according to the type of product, opt to manufacture either in large quantities (economies of scale method) or small quantities.   The production is based on the predicted demand of the market of operandi of a particular product.  Manufacturing companies may opt to produce in the low season and be prepared for the high season demand in certain products.  Other companies produce on a 24/7 basis due to the demand of the product.  The manufacture may opt to self-market and sell the manufactured product via E-commerce, from websites, social medial, telephone, e-mail and other electronic forms which are always in a higher demand.  Manufactures may opt to add participants in the channel, namely: Wholesalers and Retailers.
· Wholesalers – Wholesalers are the middlemen between the Manufacturers and the Retailers.  These generally buy in large quantities to then distribute to various Retailers in a specific area.  These many a time buys from various Manufacturers and is not merely associated with one single manufacturer.  The location of wholesalers is many a time placed in a strategic location in between the manufacturing company and target area.
· Retailers – Retailers are a further player in the Distribution channel.  Many a time being the final stage prior to the end consumer.  Retailer purchase the products from Wholesalers in much smaller quantities in order to cater for a smaller demand of clients, generally regional and not major target areas.  Retailers have an important role in the image of the product in the client’s perspective.  The adequate marketing on a regional level is made from the Retailer, hence player a major role in the demand.

III. Market Coverage is the way a particular organization intends to penetrate the market and target its target consumers.  Coverage may vary according to the particular type of product, whether it’s a basic need such as food, a commodity such as an air conditioner, a utility service such as internet access, an extra added item / service such as a holiday for the family.  All these need to be marketed used different and varying techniques, targeting different levels of markets, also some in various seasons.

Market Covering can be systematically categorized in the following ways:

· Intensive Distribution: Intensive Distribution is the mass spread of a particular product in the market.  These products are common, every day used items such as newspapers, milk, bread and other items that are part of the everyday life of the general consumer.  These products need to be marketed in a certain un-bombastic manner in all areas of the country.  Intensive distribution entails mass production of a particular product, and supply needs always to be in complying with demand.  In this area of operandi, manufacturers need to focus their production with the demand in order to keep and maintain a competitive advantage over competition and offered the best possible product along with the most cost-advantage price.
· Selective Distribution: Selective Distribution is the medium spread of a particular product according to the type of product.  Selective items are item with a certain price range which are only found in a number of stores in each town / city.  Example in the automotive sector is Citroen / Ford / Fiat.  These brands are popular brands that cater for the majority of the market (along other brands).  There price range is mainly accessible by the lower and mid-scale market and hence on a big demand.
· Exclusive Distribution:  Exclusive Distribution is the top of market items which many a time are one-off piece, collective items who can only be afforded by the top-end / elite consumer of the market.  These stores are found on single areas, example: Milan, New York, Washington, London, etc. A typical example is a one off jewelry item which its value is in the 6 digit region.    These items can only be target to a specific consumer and marketing and information regarding item are mainly restricted due to security reasons.

Organizations should dedicate top-degree importance to draft and consolidate a strategically professional holistic plan how they will target the market, which consumer will utilize their product, forecasts of demands and hence the needed supply to reach demand without any interferences to supply, and other factors which all together will result in a holistic product.  The pros and cons will result in weather the product is in high or low demand, weather the marketing will be useful as planned and weather the distribution matrix will be fruitful enough to the expected demand.

IV. Single Transaction channels are the business transaction which are planned to only happen once with no belief to ever occur in the future.  On the other hand, although very similar in some aspects, Conventional Channels are convenient business ventures who will only last until favorable, with no or minimum care of mutual respect and business progression.  Single transaction can be for example a first time buyer of property who utilizes the services of a property consultant in finding their first home.  Many a time this is done just one time in a life and hence no further transaction and no further investment and communication is needed after that.  On the other hand, a property negotiator may use the services of a particular property developer when offering sales to first time buyers.  Both may have just one single transaction, however if favorable, the venture will continue.  However, there is no exclusivity in the deal; hence the property negotiator may walk away from one property developer to another as needed.  This is a very simple example which one can understand better the difference between both channels.  This is also adopted in larger scale scenarios.  The main difference is the number of mutual transaction and the way both parties interact and amount of investment to retain for future transactions.  

V. Logistic Operations have a direct influence on the pricing of any particular product on the market.  For a product to flow along the supply chain and reach the target consumer, or move from one supply chain player to another, added costs are incurred and the quality and swiftness will have a great affect on the price.  Many organizations are now a days marketing the base price excluding shipping costs.  Shipping costs are then show in a separate way in order to diverse and clearly show and specify the various mediums of delivery service.  Various prices are included in shipping.  One may choose from regular to express shipping such as DHL, TNT and other companies who specialize in ultra-fast and premium delivery service.  This service is many a time more expensive than the product itself.  Another added logistic feature is the inclusion of insurance to cover the whole transportation and supply chain.  Many consumers and B2B transactions are insuring their purchases in order to have a hassle free transaction and rest assured to receive the products in the best possible manner.  The man hours dedicated to logistics by the manufacturing organization or expenses incurred by the outscoring company need to be included in the selling price.  Obviously, all the overheads, expenses, and other related costs involved in the marketing scenario will have a direct influence in the final price.  The location will, many a time, have a direct impact on the cost of shipping (unless flat rates are utilized).  The final price will have a direct impact on the demand of the product and will categorize the supply needed to cater for the demand.  The price will also reflect the popularity and weather the product will be a success or a failure in the market.  It will also reflect weather the company can sustain a long term competitive advantage over the competition or weather to market the product for the short-term scenario.  One important aspect to minimize the total expenditure is to plan ahead and reduce wastage in order to reduce overheads.  This can lead to an added advantage over competition.


	2. Price is the key element after the whole sales and product market.  Price / Value are compared to cost-effectiveness and consumer perceives weather the price reflects their satisfaction level and hence affects demand.  Pricing Strategies include:
  
· F.O.B. Pricing – Free on Board / Freight on Board pricing is the simplest form of pricing. The consumer specifically knows the product price and is quoted a shipping / freight cost which is additional to the cost.  The consumer may choose the type of shipping and hence pay according to the level of service.
· Delivered Pricing – In this type of option, organizations including shipping / freight charges in the price and show as one single price.  This type of option is generally used by retailers who target regional clients.  This option is also popular on ebay.com, the term ‘Free Shipping’ is very popular and sought after by consumers.
· Single-Zone Pricing – Single Zone pricing is what is more popularly known as ‘flat rate pricing’.  Irrelevant of the location of manufacuter / supply chain player and the destination zone, the price is always the same.  Local postal companies (even in large countries) utilize same rates for national shipping.  Example: 10Euro for any zone in England using normal delivery.  
· Multiple-Zone Pricing – This option, on the contrary of Single-Zone pricing, charges consumers according to the zone of delivery.  This option may be cheaper for some and more expensive for others.  This option is not very popular amongst consumers and many a time discourages consumers to continue shopping.  Depending on the type and quantity of product under review, it may or may not be a viable option.  Location is a key element in this type of option.
· Base-Point Pricing – in this option, the buyer pays a base price plus a specific price according to the zone of delivery.  The base point is many a time the manufacturing point.


	3. Strategy is the only way forward for modern organizations to be competitive, plan ahead and always one step before competitors in this highly competitive and hard-fought market.  In this regards, various structures, processes and channels need to be in place to directly market, amend and sustain and maintain the organizations, logistical and market needs.  

Channel Mapping is part of the internal marketing procedure of an organization.  This is now a day’s becoming an integral aspect in easing the way to identify possible improvements and changes in the current logistical channels and holistic supply chain.  Channel mapping is the setting up of a map / flow of transactions along the internal organization and various aspects of the supply chain.  Each segment is further broken down in various links to the map and necessary amendments can be done and changed at ease.   This procedure will facilitate organizational improvements, especially in the large scale perspective.  Along with Channel Mapping, the next step in the process is the Matrix Approach.  Matrix Approach is a diverse way to tackle the various end-user requirements.  It doesn’t specifically use one approach but a mix and a blended approach in order to reach and target segments as economically and successfully as possible.  

Both approaches are constantly being invested in by professional companies who dedicate a major importance to strategic tactics to better market, sustain and improve their quality of service.  This is one of the many tactical strategies aim to achieve a holistic marketing and logistical advantage over contention while sustaining, retaining and achieving increased market demand from the target area of operandi.  The Channel design process is an integral part in the present and future outcomes, success of any organization.   It is of utmost importance for any organization to invest in these types of channels.
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