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1.  Give short answer the following questions:
i. What is distribution in a supply chain? What are the channels of distribution? And how do they work?

Distribution centers in supply chain management Distribution refers to the step taken to move and store product from the supplier to the end customer in the supply chain. Goods distribution can be used to objectives that ranges from low cost to high responsiveness.

A distribution channel is the method a company uses to get their products into the marketplace for consumer use the two types of distribution channels are indirect and direct.

A distribution channel is the method a company uses to get their products into the marketplace for consumer use the two types of distribution channels are indirect and direct. The indirect channel is used by companies who do not sell their goods directly to consumers. Distributors, wholesalers and retailers are the indirect channels.

ii. Who are the channel participants in a distribution process?

Manufacturers can only produce the goods but it is the intermediary who supplies these goods to the people who are in need of it. To reach end consumers effectively, businesses need a well knitted network. The network includes manufacturers, retailers, wholesalers, agents and brokers commonly known as channel participants. 
These participants play a vital role in success and failure of any business. They actually bridge the gap between suppliers and end consumers thus framing the outline for a company in end users mindset. In the world of retail, several types of participants make up a distribution channel. 
Some of these might overlap each other because of the simple reason that retailers belong to several supply chains, each group focused on making and marketing different products.

iii. What is the importance of market coverage decisions in a distribution process?

Marketing channel is also very important for marketers, organizations and businesses because, how does one get his products and services efficiently to consumers that are willing to pay for it? Marketing channels illustrate the organizations that work together to get your product and service to the end-user.
Many producers of products and services do not sell directly to their end users. They use a marketing channel. In its most basic form, a marketing channel performs the work of moving goods from producers to consumers.
A marketing channel includes one or more marketing intermediaries who perform a variety of functions. Each channel member: Provides value, performs a function and expects an economic return. Marketing channel often speak about the sale of products. However, it is not limited to the distribution of physical goods. Providers of services and ideas also benefit from marketing channel. Marketing channels offer better services at costs lower than offerings without the assistance of channel members. Organizations can achieve differentiation through their distribution channels. Each of these channels may offer different coverage, skill, and performance. They may also realize economies of scale that channels of distribution often offer. Marketing channel decisions are among the most critical decisions facing an organization. The chosen channels closely affect all other marketing decisions. The organization’s pricing depends on whether it uses mass merchandisers or high-quality boutiques. The firm’s sales force and advertising decisions depend on how much training and motivation the dealers need.

Marketing channel intermediaries exist because they offer value in making goods and services more available and accessible to the targeted markets.
Channel intermediaries offer contacts, experience, specialization, and economies of scale to organizations that cannot offer these attributes on their own. Marketing channels allow producers to realize the benefits that only larger organizations may be able to support. Each channel intermediary provides value that is very much needed for a marketing channel to operate successfully. In order for a marketing channel to successfully run each channel members must effectively execute their parts well.
Distribution and marketing Channels are very important because they are the ones who help us find the products and services that we greatly need.
iv. How would you differentiate between conventional channels and single transaction channels?

Conventional marketing channels consist of one or more manufacturers, wholesalers/distributors and retailers that operate under independent ownership. Each business answers to its own owner, shareholders or board of directors. In vertical marketing systems, one member of the channel either owns or wields sufficient leverage to control and coordinate the activities of other members in the channel. The channel members continue to operate as distinct entities but become accountable to one owner or the most powerful channel member. Walmart, for example, wields sufficient power to direct much of the activity of manufacturers and wholesalers, while Firestone owns all the elements of its marketing channels.

v. How can logistics operations affect the pricing?

Pricing is another facet of marketing plan that directly interacts with logistical operations. The terms and conditions of pricing decide which party has accountability for performing Logistics activities. A main development in price strategy has been to de package the price of products and materials so that services like transportation, which were usually included in price, are now recognized as separate items. Pricing practices have a straight impact on the timing and steadiness of logistical operations.

2. Discuss the fundamentals of pricing strategy in supply chain management.

Pricing decisions directly decide which party in the business is accountable for performance of logistics activities, way of title, and liability. F.O.B. source and delivered pricing are the two most widespread methods.


F.O.B. Pricing
The term F.O.B. officially means Free on Board or Freight on Board. A number of variations of F.O.B. pricing are employed in practice. F.O.B. origin is the simplest means to quote price. Here the seller shows the price at point of source and agrees to tender a consignment for transportation loading, but supposes no additional responsibility.
The buyer selects the means 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.

Delivered Pricing
The main difference between F.O.B. and delivered pricing is that in delivered pricing the seller provides a price that includes transportation cost of the product to the buyer. In other words, the transport cost is not specified as a detached item. There are quite a lot of variations of delivered pricing.

Single-Zone Pricing
Under a single-zone delivered pricing scheme, buyers pay a single price in spite of where they are situated. Delivered prices classically reflect the seller's standard transportation cost. In real practice, a number of customers pay more than their reasonable share for transportation while others are sponsored. The United States Postal Service utilizes a single-zone pricing strategy all over the United States for first-class letters and parcel post. The similar fee or postage rate is charged for a given size and weight regardless to distance travelled to the destination.

Single-zone delivered pricing is usually used when transport costs are a comparatively small proportion of selling price. The major benefit to the seller is the high level of control over logistics. For the buyer, in spite of being based on averages, such pricing systems have the benefit of simplicity.

Multiple-Zone Pricing
The custom 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. Parcel carriers like United Parcel Service employ multiple-zone pricing.

Base-Point Pricing
The most complex and controversial type of delivered pricing is the employment of a base-point system in which the concluding delivered price is decided by the product's list price plus transport cost from a chosen base point, generally the manufacturing location. This designated point is utilized for calculating the delivered price whether or not the consignment in fact originates from the base location.



3. “Channel mapping and matrix approach are of significant importance for a channel design
         process.” Discuss this here.(8)

The discussion of structure and distribution coverage has focused the need to know end-user requirements when making market distribution strategy. As strategy is formulated, the particular channel plan must be defined. Two tools of important help are channel mapping and a matrix approach to the design development.

These are explained below -
Channel Mapping
A Channel Map fundamentally is a flow illustration of the channels employed by a particular firm. It is developed through suspicious research within a business and discussions with many executives regarding how to go to marketplace. The reason of mapping is to give insight into existing processes and set up a blueprint for change. Prior to channel design can be changed, or to choose whether change is suitable, a complete understanding of the present process is essential. Even when designing from scratch for a new business or a new product, mapping the business and major competitors is helpful.
Developing a channel map must begin with clear depiction of the market segments to be served. Channel mapping does not end with building of a diagram. It should also comprise of requirement of the volume of activity linked to every link in the map. For instance, what proportion of the entire volume goes to the institutions, military, and consumers? Every link should also be inspected strictly to see what are the particular functions and activities carried out by the channel participants and what the monetary characteristics of the transactions are. For instance, what are expenses, prices, and margins related to every link in the map?
Matrix Approach
A second approach to be used in channel design is an easy, yet successful, matrix approach. Because the majority companies serve quite a few segments of customers and end users, diverse structures and blends of channel participants might be essential to serve every of those segments as economically and successfully as possible. The matrix approach entails extending the concept of separation discussed earlier in this chapter and provides insight into the most appropriate participants and structures to accomplish objectives.
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