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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 a hand-over process of a particular product to the customer. The channels of distribution are a series of intermediaries who surpass the product to other businesses. The product may change hands a number of times before it finally reach the customer. Numerous distribution channel alternatives might be accessible, depending upon the accurate nature of the product or service you are offering. It may be best, for instance, for you to get rid of the channel completely and sell straight via the Internet, mail order, or the telephone. Or you can hire an agent, who will sell your product straight on behalf of you. Alternately, you can employ a distributor, who will sell your product to retailers. They, in return, will make sure that your customers get the end product.
A product can be sold through number of ways. The services are also sold in this way. Hotels frequently sell their service, via travel agents, and centralized Internet portals airlines, etc.
1.ii. Primary channel participants are those companies that presume risk during the value-added distribution development, which are manufacturers, wholesalers, and retailers.
1.iii. Related to the idea of channel structure are the results concerning market exposure. Market exposure decisions involve options concerning the comparative intensity of outlets in any given area so that the requirements of existing and possible customers are sufficiently accommodated. Specifically, market exposure is most openly related to location ease for customers. Three essential market coverage options are Intensive distribution, Selective distribution, and Exclusive distribution.
1.iv. 1)Single-Transaction Channels
A lot of business transactions are discussed with the belief that the trade will be a one-time occurrence. Examples of single-transaction channels include, stock ownership, real estate sales and bond ownership transfer, and the acquisition of durable equipment like and heavy machinery and processing plants.
 2) Conventional Channels
Conventional Channels are best described as movable arrangements or associations of firms that purchase and sell products on the basis of need, with no concern for future or repeat business. 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 essential to complete their own fundamental business missions. They have small or no faithfulness to each other and little enthusiasm to jointly develop the competence of the supply chain.
1.v. 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. 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. Pricing decisions directly decide which party in the business is accountable for performance of logistics activities. F.O.B. source and delivered pricing are the two most widespread methods.
  1) 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.
  2) 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.

3. 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.
  1) 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?
  2) 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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