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1. 
I.  Distribution in a supply chain is the process or movement of goods/services from one source (producer/manufacturer/primary) to an end destination for the use/consumption or utilization – namely customer/consumer or service user. This process or movement of goods/services can experience a varied combination (channels) of transportation forms and specifically identifiable locations in transit to the final destination. Channels of distributions are the specified transit points/intermediaries that support the transportation of the goods/services either from the producer/manufacturer to the wholesaler/retailer. They are all sustained within the distribution channel sequence. They function my disseminating the sequence of the process of transporting the goods/services to the end user. An organization with a service or goods for the end user market can either employ an agent to ensure their product/service reaches market/end user. This agent will be recognized as a distributor within that supply chain process and therefore establish its own channel to satisfy the needs of the organization/producer. 
Organization that ascertain the goods/services from the distributor to then present/market to the end user will be considered as the retailer (s) and it is from this outlet that the end user/consumer will receive the product/goods/services at its point of use/consumption. The benefits to the intermediaries within the supply chain distribution channel is that they will acquire the goods/products/services at a far less price as they procure the goods/products/services at a higher yield per batch, therefore realizing the economy of scale. 

II. The Chanel Participants in a distribution process in general are Manufacturers (producers), Wholesalers and finally Retailers. As mentioned in the extract above, the distribution channel is a systemic process that flows generally downstream to the final consumption point. Moreover, the intermediaries are the key pivot points that enable the goods to be transferred/transported within the timeframe identified despite the seasonal constraints. Although (initially) in the past a distribution channel put impetus on the manufacturer’s channel timeframe, it is without doubt that the market growth of retailers ($3.8 Trillion) and wholesalers ($4 Trillion) respectively has allowed for the correct recognition of the channel as part of the entire distribution channel process.
III. The importance of market coverage decisions in a distribution is vital in ensuring that a specific product or services are correctly distributed to the end users with al related supportive mechanisms for the said brand. When such market coverage decisions are made, the two main considerations are ease of access (location) for the consumers/end users and also the brand penetration for that specific product/service being distributed because the decision will ultimately seek to identify which of the following options will best support their decision;

· Intensive Distribution – the mass distribution of a product (s) across all intermediaries within the distribution channel with the focus being mass consumption/saturation from all types of consumers within the market. Products such as cell phones and groceries fit this model well.
· Selective Distribution – a process by which the distribution of a product is decided upon the effectiveness of its support add-ons such as the after-sales support but moreover, the decision considers whether the product could be retailed without an adverse impact on the brand and or discrediting the aligned interests of the distribution channel by a rouge retailer (s) for competitive reasons which presents a risk to both the brand and the distribution channel as a whole. 
· Exclusive Distribution – the means by which decisions are made for ensuring the product (s) is retailed to a specific type of consumer. Often such a clientele has greater confidence in the product and all related add-ons services and therefore will not be affected by the location where the product is being retailed. In addition, such a decision is made with a well aligned channel that understands the value of the brand and subsequently a well-established relationship between the manufacturer and the intermediaries ensures the exclusivity of the product and brand. Quality, Service and consumer satisfaction are at the forefront in this decision making. 

iv. 

I must confess that differentiating between a single transaction channel and conventional channels has been  mind-boggling to say the least as they both describe a similar transaction process/experience however, one give the opportunity to re-establish/reconnect but yet the end of the transaction is never far out of sight. So therefore from my perspective, the key fundamentals lay in the management of risk over operational objectives achieved. 
So in an attempt to give a differentiating description of the two channels I would compare them to the common human experiences of;
a. A one night stand (Single Channel Transaction). This form of relationship is often a moment that occurs not out of a planned/forecasted projection but one born out of an experience that presented an opportunity to either amalgamate, assimilate and or take ownership of stock/bonds. As this transaction was not a forecasted notion, there ends the transaction and never to be repeated again in that format, therefore lending to the expression of a one night stand.  
b. [bookmark: _GoBack]Friends of Benefits (Conventional Channel) is a mutual (and consenting) relationship that has no progressive allegiance to the two protagonists involved however for the duration the transaction takes place, there is mutual benefit (s) and ‘needs’ enjoyed for both parties. The fact there is no formal commitment or allegiance agreed, there will naturally exist a distrust and insecure existence, thus making the transaction a passively aggressive but yet ‘on a needs basis’ co-existence/agreement. At any given time either party can walk away without a need for formal pre-warning so long as the departure doesn’t cause long lasting harm but yet satisfies the requirements. So the transaction will exist so long as it benefits both parties involved. 

v. 
  The way in which logistics operations can affect the pricing for an end product/service is determined by the pricing fundamentals employed by or a seller and buyer are engaged with during a transaction for some procured goods. The main fundamentals are;
· F.O.B pricing (Free on Board/Freight on Board) – a process by which a seller presents the ordered goods at the point of shipping for the price agreed. From therein, the buyer takes responsibility for the transportation and safe carriage of the said goods. This will also consider the potential of spoilage and spillage during the loading and unloading as well as transportation of the goods. There is also an additional facet of this fundamental, that is F.O.B Destination Pricing which is short the title of the purchase is not passed onto the buyer until delivery of the goods is complete, this also means that the seller will arrange for transportation and at the end all charges will be added to the final bill. 
· Delivered Pricing – with this fundamental the seller gives a quote of the sale inclusive of the transportation costs as one quote. So a detached/separated bill is not presented but instead just one total bill for goods. 
· Single-Zone Pricing – similar to the pricing fundamentals employed various postal services, the emphasis is on the size and weight of the items and goods to be transported, and therefore the distance or location for the delivery is not a consideration/factor in the pricing structure. This however will mean that customers with a bigger weight goods can at times subsidize other customers with goods of a lesser weight. This is because their weight class structure are reflected similarly. 
· Multiple-Zone Pricing – a fundamental like this considers the geographical variants within an assigned zone, so the pricing will be defined by the distance of the delivery locations against the multiple grid zones. 
· Base-Point Pricing – considers the calculation of the final costings upon a formula of a specific base. The base could be at a location of choice by the seller. So this is despite if the item for delivery doesn’t originate from that location, the final invoice will be calculated from that base point. 

Now in summary, the way logistics operations affect the pricing are determined by the pricing fundamentals a buying organization will be happy to employ. This in turn is affected by the consignment load, weight, frequency of delivery and also the value of the goods. Ultimately most buying organizations will aim to buy at a wholesale price with as minimal risk to the goods and or their distribution/supply chain channel.  

2. 
Following on from the discussion/response to the above question, the fundamentals of pricing strategies in supply chain management cover an even wider consideration (s). Despite the initial considerations identifying the impact that transportation has as part of the pricing fundamentals with F.O.B arrangements, however looking further afield, the other issues around pricing that become part of the basis of a pricing strategy in the supply chain require organizations to be prudent on the following considerations;
· Quantity Discounts - usually offered by a firm as an incentive to boost order size or overall size of business. To be non-discriminatory, the same discount arrangement must be obtainable to all buyers.
· Promotional Pricing - This feature of pricing pressurizes logistical operations in the employment of short-term promotions to give incentives for purchases via either coupons (for consumers) or trade allowances (for Wholesalers and Retailers).
· Menu Pricing - A pricing method used by several firms to achieve the objective of a pricing scheme that considers the following effectual efficiencies; platform service price, value-added service specified costs, and efficiency incentives.
Platform Service Price – This service price is expected to be paid by all customers, whether or not they need the service blend as specified. An example of this pricing fundamental could be identified in the ‘Council Tax’ scheme which caters for local services such as waste management and schooling despite a service user opting to use a more bespoke and privately paid for service, similarly with the NHS (UK). 
· Value-Added Service Costs – A second feature of menu pricing involves clarifying charges for conformity to the customer’s required additional activities. This method results in every client paying for the particular grouping of services that they wants.

Although all the above strategies available support the overall strategies, they are however limited to the effectiveness each will have on either a specific group of end users or the times of the year (seasonal strategies). Because not all can be utilized effectively as a certainty for success without taking into account the competitive impact by way of potential discrimination between buyers and sellers. In accordance with the ‘Clayton Act of 1914’ which was later altered by the ‘Robinson-Patman Act 1936’ – disallows price favoritism among buyers when the practices "considerably lessen competition."
This act was key in aligning the varied interests of all buyers instead of ‘big-business’ buyers whom were (at the time) gaining a much favored pricing strategy as supposed to less prominent (sizable) organizations. In practice such favoritism gave an unfair costing to some buyers within the ‘Zone Pricing’ schemes because the delivered price varied for similar products delivered to their direct competitors especially if the net consequence is to charge a dissimilar delivered prices of the same product. Looking further into the practice the act (Robinson-Patman Act 1936) sought to identify if sellers acted independently when considering their pricing fundamental strategies as supposed to in collusion with competitors. In recent past, such activities have been reprimanded by the law (UK) namely in the Barclays price-fixing scandal (The Telegraph, 2015) where such pricing fundamental strategies were compromised as the organizations named were working in involvement together. 

But yet with the above case/scandal, proving such activities can be somewhat difficult and so the respective authorities (both in the UK and USA) require such validities in order to proceed with punitive actions against those found to be at odds with the true nature of the pricing fundamentals within the supply chain strategy.  

3.

Channel Mapping and Matrix Approach play a significant importance for a channel design process by way of allowing the careful planning and subsequent execution of the daily activities involved in the distribution channel. Considering the fact that within a distribution channel there exists numerous organizations and or intermediaries, each one has its own operational objectives that it must achieve in order to be operationally effective, therefore every aspect of their planned activities must be carefully considered as an aspect of the overall channel mapping/ matrix approach. 
The underlining reasoning for channel mapping is to give a clear insight into the existing processes and set up a blueprint for change. It will also bring to light any ineffective/inefficient activities that will cause a detriment to the whole distribution channel which if left unattended, could limit the experience to a merely instances of single-transaction channels or conventional channel interactions. 

The Matrix Approach on the other hand makes the distinction of not just identifying problems but also considering the ‘best practice’ of the firms aligned within the channel-by utilizing the most effective activities that can be performed to the serve the end user overall. The key identifying factor in the matrix approach is that it will consider the best activities, personnel or channel relationships to best accomplish the distribution objectives of the supply chain overall. 

So in conclusion Channel Mapping and Matrix Approach play a significant importance for a channel design process because they combine two forms of activities that enable the identifying of ineffective efficiencies with a clear blueprint, but then using that information to best accomplish the activities to ensure that the goods/products destined for transportation to the varying end user locations can be distributed with a seamless and most cost effective delivery. 
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