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ABSTRACT

Distribution management is all about reaching the product as near to the 
customer as possible and making the product and service available to the 
customer. The products must be available to the customer at the right place 
and at the right time and with an assortment which gives a lot of choice 
to the customers. The intermediaries in the marketing channel performs a 
lot of activities for the manufacturer and serves as the go-between of the 
manufacturer as well as the consumer. The value addition of the distribution 
system is tremendous and that is why it is now a very important component 
of the marketing strategy. It is the fourth P in the 4Ps of the marketing mix 
and has not been given much importance traditionally. However, now the 
situation has changed primarily because it is very difficult nowadays to 
differentiate in the market through the use of product, price, and promotions 
alone. Distribution systems can help the company in differentiating themselves 
from the competitors. The distribution system understands the end-customers 
very well and thus guides the company in offering the best product mix to 
the consumers. The distribution system also expects a lot of support and 
motivation from the company and when the company is able to do that well, a 
long-term relationship is formed. This is crucial as the then the commitment 
level of the system goes up and tends to support the company and the brand 
in every possible manner. It has been seen time and again that when the 
long-term relationship forms, the company gets a very positive response and 
return from the market. The idea here is that the distribution systems should 
not be treated as a combination of some marketing tactics, but a significant 
and important part of the company’s strategic intent and goals.
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LEARNING OBJECTIVES:

• Nature and functioning of distribution management
• Need for the Distribution System
• Roles and responsibilities of Distribution
• Coordination with the Sales Force
• Role of Distribution in Marketing Mix
• Distribution as a Differentiator
• Marketing Channels and Marketing Strategy

INTRODUCTION

What is Distribution Management?

Consumers, in their everyday lives, do not give much thought to the organization 
and even existence of the distribution system. When a consumer needs a 
toothpaste at nine o’ clock in the night and buys it from the nearest retailer, 
he is unlikely to give second thoughts about how it has been made possible 
for him to buy goods and services at almost any hour of the day and at a 
place convenient to him. However, this is exactly what the enormous and 
complicated distribution system networks accomplish day after day – and each 
day of the year. This is what is already in place in most countries of the world. 
The distribution system ensures availability of all products at all times for its 
consumers in their designated areas. So, the primary purpose of existence of 
the distribution network is to make products and services AVAILABLE to 
the consumers. There is no point in producing goods and services until and 
unless it reaches the consumers for their consumption. The distribution system 
does exactly this value-added service for the manufacturers or producers in 
one end and the consumers at the other end. That is why it is possible today 
that a product is being manufactured in New York and consumed in Kolkata 
within a span of a few days. The Business Dictionary has defined distribution 
in the following way: “The management of resources and processes used to 
deliver a product from a production location to the point-of-sale, including 
storage at warehousing locations or delivery to retail distribution points. 
Distribution management also includes determination of optimal quantities 



 

 

31 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/introduction-to-distribution-

management/237065

Related Content

Determinant of E-Based Succes Attributes for Integrated Supply Chain

System
Wing S. Chow (2006). Global Integrated Supply Chain Systems (pp. 310-319).

www.irma-international.org/chapter/determinant-based-succes-attributes-integrated/19249

Research on the Application of Virtual Reality Technology in the Cultural

Exchange of Tourist Attractions Under the Background of Artificial

Intelligence
Na Hou (2024). International Journal of Information Systems and Supply Chain

Management (pp. 1-19).

www.irma-international.org/article/research-on-the-application-of-virtual-reality-technology-in-

the-cultural-exchange-of-tourist-attractions-under-the-background-of-artificial-

intelligence/341801

A Comparison of Information Technology Usage across Supply Chains: A

Comparison of the U.S. Beef Industry and the U.S. Food Industry
George. Kenyonand Brian D. Neureuther (2012). Information Technologies, Methods,

and Techniques of Supply Chain Management (pp. 49-75).

www.irma-international.org/chapter/comparison-information-technology-usage-across/64105

Sustainability Reporting on Labor Practices: An Examination in Turkey
Tutku Seckin-Celikand Duygu Seckin-Halac (2018). Handbook of Research on

Supply Chain Management for Sustainable Development (pp. 331-351).

www.irma-international.org/chapter/sustainability-reporting-on-labor-practices/203972

Fuzzy Multi-Objective Supplier Selection considering Production

Requirements in Resilient Supply Chain: Case Study in Steel Industry
Niloofar Katiraee, Babak Shiraziand Hamed Fazlollahtabar (2017). International

Journal of Information Systems and Supply Chain Management (pp. 65-83).

www.irma-international.org/article/fuzzy-multi-objective-supplier-selection-considering-

production-requirements-in-resilient-supply-chain/181773

http://www.igi-global.com/chapter/introduction-to-distribution-management/237065
http://www.igi-global.com/chapter/introduction-to-distribution-management/237065
http://www.igi-global.com/chapter/introduction-to-distribution-management/237065
http://www.irma-international.org/chapter/determinant-based-succes-attributes-integrated/19249
http://www.irma-international.org/article/research-on-the-application-of-virtual-reality-technology-in-the-cultural-exchange-of-tourist-attractions-under-the-background-of-artificial-intelligence/341801
http://www.irma-international.org/article/research-on-the-application-of-virtual-reality-technology-in-the-cultural-exchange-of-tourist-attractions-under-the-background-of-artificial-intelligence/341801
http://www.irma-international.org/article/research-on-the-application-of-virtual-reality-technology-in-the-cultural-exchange-of-tourist-attractions-under-the-background-of-artificial-intelligence/341801
http://www.irma-international.org/chapter/comparison-information-technology-usage-across/64105
http://www.irma-international.org/chapter/sustainability-reporting-on-labor-practices/203972
http://www.irma-international.org/article/fuzzy-multi-objective-supplier-selection-considering-production-requirements-in-resilient-supply-chain/181773
http://www.irma-international.org/article/fuzzy-multi-objective-supplier-selection-considering-production-requirements-in-resilient-supply-chain/181773

