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SUBMISSION OF ASSESSMENT 7

Q1. 
i.  What is distribution in supply chain: Distribution in supply chain management refers to the process of overseeing the movement of goods from supplier or manufacturer to point of sale. Distribution management is an important part of the business cycle for distributors and wholesalers. However, profit margins of every businesses depend on how quickly they can turnover their goods. The more they sell, the more they earn, which means a better future for the business. Having a successful distribution management system is also important for businesses to remain competitive and to keep customers satisfied. Distribution management is critical to a company's financial success and corporate longevity. Executing it successfully requires effective management of the entire distribution process. The larger a corporation, or the greater the number of supplies points a company has, the more it will need to rely on automation to effectively manage the distribution process. Distribution involves diverse functions such as customer service, shipping, warehousing, inventory control, private trucking, packaging, receiving, materials handling, along with plant, warehouse, store location planning, and the integration of information. The goal is to achieve ultimate efficiency in delivering raw materials and parts, both partially and completely finished products to the right place and time in the proper condition. Physical distribution planning should align with overall channel strategy.  What is the Channel of Distribution? A distribution channel is the path by which all goods and services must travel to arrive at the intended consumer. Conversely, it also describes the pathway payments made from the end consumer to the original vendor. A distribution channel represents a chain of businesses or intermediaries through which the final buyer purchases a good or service. Distribution channels can be short or long, and depend on the number of intermediaries required to deliver a product or service. Goods and services sometimes make their way to consumers through multiple channels which might be combination of short and long channel. Distribution channels include wholesalers, retailers, distributors, and the internet. In a direct distribution channel, the manufacturer sells directly to the consumer.  And how do they work?  The distribution channel involved in various ways, to a various extend, at various stages, on a various price, in delivering the product from the manufacturer to the customer. The role of the distribution channel involves several functions which can be performed by one or multiple intermediaries. Distribution channels are intended to limit the number of the transaction’s goods have to go through on their way towards its final destination. Wholesalers and retailers break bulk. Which means they order large quantities of products from the manufacturer and then sell single products to the end customers. Distribution Channel intermediaries create assortments, which means that they will source different products and allow the customer a larger choice. A main task of distribution channels is to have high efficiency. Transportation and storage, which is another task of distribution channel, are to be used at maximum capacity at minimum cost. Wholesalers and retailers will move the goods from one location to another to store until there is demand for the product. Intermediaries will usually offer more added value on the product, for example facilitate returns, offer customer support, etc. A common added value for all distribution channels is they all share the risk with the manufacturer. That is why manufacturers have vested interest to sell in bulk, in large quantities, while retailers have a vested interest to carefully asses if a particular product will be sold.
ii. Who are the channel participants in a distribution process?  Participants are the intermediaries involve in the distribution channel and they 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. 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. Below are the channel participants in distribution process.
Retailers are the gate keepers to the market for all other members of the sales distribution process. The distinguishing feature that sets a retailer apart from other members of its distribution channel is that the retailer is the person who ultimately sells the goods to its end consumers.
Wholesalers are intermediaries or middlemen who buy products from manufacturers and resell them to the retailers. They take the same types of financial risks as retailers, since they purchase the products, keep them in inventory until they are resold to retailers, and may arrange for shipment to those retailers. Wholesalers can gather product from around a country or region, or can buy foreign product lines by becoming importers.
Agents refer as brokers, these are also intermediaries who work between suppliers and retailers, but their agreements are different, in that they do not take ownership of the products they sell. They are independent sales representatives who typically work on commission based on sales volume, and they can sell to wholesalers as well as retailers.
iii. Market coverage decision in distribution process is the beginning of a marketing plan and precedes everything else. In other words, Market coverage is the assessment of the marketplace and subsequent determination on how much of the marketplace the business should cover with their advertisement for a particular product or service. However, these depends on both internal and external factors and it is the business’s prerogative to determine whether it wants to spread throughout the market or focus on specific markets. For example, a small firm with limited resources will decide to concentrate its market effort to only few market places. On the other hand, a big firm, with adequate resources, might decide to go all out and expand its marketing efforts to all available market segments. Therefore, marketing coverage decision is the key to the success of the company at a bigger picture of its operations. By taking into account factors like the culture and buyer behavior, economy and other factors, businesses assess the marketplace and understand their product’s relationship to each market. This understanding helps to formulate an effective market coverage strategy.
iv. A conventional marketing channel consists of one or more independent producers, wholesalers and retailers. In other words, conventional distribution channel is the most common distribution channel. It comprises of a producer, wholesalers and retailers, all acting independently. Hence, having coordination between these three becomes the major challenge for such a system. Also, channel conflicts are very common, leading to disruptions in distribution. Due to this, companies are now going towards developing integrated channels (vertical marketing systems or horizontal marketing systems). Single channel refers to a producer or retailer’s effort to reach customers through only one distribution option, regardless of whether it’s online, catalogue, mail-order, face-to-face selling or traditional retail. This approach reduces marketing investments and organizational complexity. However, the risk with this approach is missed selling opportunities as customers shop alternative channels. This is particularly risky, given how connected and empowered consumers are in the digital age.  To differentiate between these two channels, the former one is involved in three channels from the independent producer to the wholesaler and then from the wholesaler to Retailer before the goods and services reaches the final consumer. The later channel moves directly from the producer to retailer which only involve one distribution option.
V. Logistics activities has a great impact from the production of goods and service to end user. For example, the fuel cost for the production plant and maintenance, repaired and the other overhead cost determine the price of the products. The higher the overhead cost for the production of a particular products, the more to determine the price for that products. Pricing practices have a straight impact on the timing and steadiness of logistical operations. Logistics operation varies with the context of the organization. In non -governmental organization, Logistics operation refer to the support department and our roles is to reduce cost and negotiate for batter price for any product we want.  Price of products depends on both internal and external factors. In case of international trade, the cost of logistics plays an important role in pricing of goods. The extent of the impact varied from goods to goods and location to Location. In some other context, logistics operation is separated from the real cost of goods and services. For example, the distribution cost is now identified separately from the real cost of the goods procured.  Therefore, Logistics operation is important to determine the price of any product produced by the companies.
2. The fundamental rule of pricing tells us that the price charged for a product must match the value consumers perceive that they get when they purchase that product. That’s where effective branding can allow premium branded products to sell at a premium price. The market will bear that price and consumers willingly pay it because they perceive the value the high-end brand delivers to be worth the high price tag. Price lining in the use of a limited number of prices for all your product offerings. This is a tradition started in the old five and dime stores in which everything cost either 5 or 10 cents. Its underlying rationale is that these amounts are seen as suitable price points for a whole range of products by perspective customers. It has the advantage of ease of administering, but the disadvantage of inflexibility, particularly in times of inflation or unstable prices. Demand-based pricing is any pricing method that uses consumer demand - based on perceived value as the central element. The effective price is the price the company receives after accounting for discounts, promotions, and other incentives. Promotional pricing refers to an instance where pricing is the key element of the marketing mix. The greater the uncertainty surrounding a product, the more consumers depend on the price/quantity hypothesis and the more of a premium they are prepared to pay.
[bookmark: _GoBack]3.  Channel mapping is a method that goes beyond listing the ways customers are contacted by a company to explore what a company's brand value means to a particular customer. A channel map is one of the most important, but least used, elements of an effective profit improvement program. Channel mapping and matrix approach are of significant importance for a channel design process.  Channel mapping is all about choosing the right channel for supply chain management. Increase in length of channel will decrease the visibility of the products. This process creates a classic win-win: the customer wins and the supplier win even more. The only losers are the competitors, who see their market share drop and are left wondering why. This powerful profit dynamic is critical to profitability management, and a channel map is the key to success. It also provides decisive competitive differentiation, building big barriers to entry based on customer knowledge, relationships, and trust. This enables you to secure and grow your most important customer relationships, and to penetrate and grow critical potential customers. The power of a channel map is that it gives you a detailed overview of the cost buildup as your products flow through your company, and through your customer’s company. The objective is to identify ways to increase efficiency and reduce cost. 
On the other hand, matrix approach is a cross-functional team work that brings together individuals from different functional departments, product departments or divisions to accomplish a specific goal. It provides insight into the most appropriate participants and structures to accomplish objectives. In some situations, there is more than one independent variable that affects the dependent variable.  In these situations, a model can still be computed using the least squares method, but it is difficult or impossible to express a model for the data graphically.  To compute such a model, the matrices are useful.  The matrix approach can be used for situations with any number of variables. 
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