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1. 

i. Distribution has been associated with a question, how can this make the customer obtain a particular product. Therefore, distribution in a supply chain must be concerned with the following decisions which are whether to sell the manufactured good directly or through a retailer, whether the product should be distributed through wholesalers, whether the multi level marketing modes should be used for selling products, whether channel members should share advertising costs. The product may change hands a number of times before it finally reach the customer. This is what defines as a distribution channel. The manufacturer needs to take in to consideration the fact that every level of the distribution channel may have special needs they are expected to have satisfied by the product and that is prior to even reaching the end client.

ii. Channel participants in a distribution process are manufacturers, wholesalers, and retailers. 

iii. 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.

iv. In 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. 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. Activity in a conventional channel is carried out on a transaction-to-transaction basis. The typical deal is adversarial in that the intervention is price-dominated, creating an us –against - them posture. In other words, the concerned firms do not succeed to work out a formal long-term relationship; every party is free to walk out the relationship whenever it needs. Involvement happens until an improved deal comes along.

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. Fundamentals of pricing strategies in supply chain management are F.O.B. pricing, delivered pricing, single-zone pricing, multiple-zone pricing, base-point pricing. F.O.B. officially means Free on Board or Freight on Board. F.O.B. origin is the simplest means to quote price. 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. 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. 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. The similar fee or postage rate is charged for a given size and weight regardless to distance travelled to the destination. 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. 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. 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. Also, This designated point is utilized for calculating the delivered price whether or not the consignment in fact originates from the base location. 

[bookmark: _GoBack]3.  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. 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.
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Distribution has been associated with a question, how can this make the
customer obtain a particular product. Therefore, distribution in a supply chain
must be concerned with the following decisions which are whether to sell the
manufactured good directly or through a retailer, whether the product should
be distributed through wholesalers, whether the multi level marketing modes
should be used for selling products, whether channel members should share
advertising costs. The product may change hands a number of times before it
finally reach the customer. This is what defines as a distribution channel. The
manufacturer needs to take in to consideration the fact that every level of the
distribution channel may have special needs they are expected to have
satisfied by the product and that is prior to even reaching the end client.
Channel participants in a distribution process are manufacturers, wholesalers,
and retailers.

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.

In 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. 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. Activity in a conventional channel is carried out on a transaction-to-
transaction basis. The typical deal is adversarial in that the intervention is
price-dominated, creating an us —against - them posture. In other words, the
concerned firms do not succeed to work out a formal long-term relationship;
every party is free to walk out the relationship whenever it needs. Involvement
happens until an improved deal comes along.

Pricing is another facet of marketing plan that directly interacts with logistical

operations. The terms and conditions of pricing decide which party has
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