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                                        Introduction 
           When launching a new product into the market, there should be proper planning prior to the launch because how you will launch the product can determine the acceptance of that product or service in the market. Creating awareness through social media strategies plays a big role in launching the v8 fusion. This means that you need to promote the product to acknowledge the consumers about the type of a product you will be launching. When you mix one full serving of fruit with an equal amount of serving veggies they produce a very sweet juice which is filled with good nutritional values hence going by the name V8 V-fusion. The paper will address how distribution is an important element while marketing v8 fusion, the values that distribution adds to the product, distribution strategies, and channel conflicts and why they exist.
                 Distribution in any market is very essential. Any producer needs to put distribution in the first line because what is being produced must have the target group, C. J. (2018). This is only possible through distribution. If the distribution chain is very weak, then the consumers may not have access to what is being produced and then very little profit will be made.  When producing v8 fusion, distribution is very important because the product is meant to be consumed and it cannot be consumed without being distributed.  The v8 fusion should reach as many consumers as possible so as to meet the market demand and also to raise the revenue for the company. According to Frazier, G. L. (1999) the channel used to distribute a product depends with the nature of the product. For instance goods that goes bad very easily the distribution chain should be very short to avoid any loss.  
                   Moving the v8 fusion to the ultimate consumer makes it better for the company because it increases it share in the market hence coping with the available completion in the market. Distribution overcomes the place barrier in delivering the v8 fusion and hence consumers may not substitute the v8 fusion with another product. Stability in the market can only be gained when distribution is stable. Using the direct channel of distribution the company can distribute the v8 fusion to the consumer. This allows them to get a direct feedback and hence improving their product to suit the consumer’s preference becomes very easy. In this case there are no intermediaries involved. Using the intermediaries to distribute the v8 fusion reduces the company expenses and it also creates employment opportunity to the middlemen who can be wholesalers or retailers involved.   
                    Distribution is very important because it will help to maintain the product into the market Rosson, (2016). This is through giving information of the quantity of the product that can satisfy the market. Keeping an eye on the demand by the economy provides such a big room for the product to be distributed in an easy way without incurring so much cost or creating any abnormal crisis of the product in the market. The middlemen involved in the market create awareness of the mix in the market hence acting as way of product promotion in a bigger aspect. After production the mix needs to be delivered to the consumers and as a way of distributing the product the company also distributes the risk to the middlemen such that not only the company can suffer the loss but also the middlemen involved and this minimizes the risk of incurring huge losses 
                               Though a distribution strategy for the mix depends on the location of the target market, location of the company, ware housing, transportation and logistics, the product must reach the consumer no matter what. For this reason having a proper distribution strategy will automatically help in raising the revenue for the company. The company can choose an indirect distribution strategy so as to reach a lot of consumers.  For example when the company produces the V8 fusion it should have selected wholesalers so that it can distribute to them and then from wholesalers to the retailers who later sells to the consumers. This strategy will help expand the market while distributing the risk and at the same time creating employment opportunity for the distributers. The company can also decide to sale directly to the consumers through their outlets in selected regions. This strategy helps them counter their competitor directly due to low prices of their products since they will not have gone through the tedious chain of distribution. This strategy can be a success and a lot more saving on time since goods once produced are directly displayed to the market. 
                            Channel conflicts a rises when a differences occurs between the partners hence affecting the sales and the distribution of the product Mishra, P. (2017).  Channel conflicts are caused by role ambiguity in distribution, incompatible goals, different in marketing strategies, change resistance or the improper geographical distribution. Example of a real life conflict in the distribution of the v8 fusion is when the company decides to remove all the distributors of it products because of production of the counterfeit v8 fusion by some distributors in the name of the company. The distributors may encounter huge loses and also loss of employment. 
                              In conclusion, when launching my new v8 fusion I will make sure the distribution channel is set and ready for the new product and that my target group is ready to receive the new v8 fusion through me creating awareness of the content of my new v8 fusion to the consumers. Using many channels to distribute my new v8 fusion will create more employment opportunity to the distributers while also creating and reaching many consumers. Structuring and pricing the new v8 product to meet the consumer’s preference such as fairly pricing and quality product helps in distributing the product more easily and it gets acceptance more easily.
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