1. What is the bullwhip effect, and how does it relate to lack of coordination in a supply chain?  
	Bullwhip effect refers to provision avenues which predict productivity supply network ineffectiveness. Moreover, the term may refer to progressing shifts in the record in reaction to changes in the consumer’s anxiety as one ascends the supply chain. The effect relates to lack of coordination in the supply chain in that suppliers trends do not coincide with customers’ consuming patterns.
	Supply chain begins from distribution of raw materials to manufactures who convert them to finished goods. Therefore, retailers access those finished products and supply them to consumers. In the presence of bullwhip effect, a network of suppliers may suffer due to drastic changes in the consumers’ demands. Sometimes the bullwhip effect may be attributed to lack of proper prediction by suppliers.




6- How do trade promotions and price fluctuations affect coordination in a supply chain? What pricing and promotion policies can facilitate coordination? 
Trade promotion impacts consuming or purchasing patterns in a positive way. For instance, if traders offer discounts on their finished goods, customers respond by increasing their demand. As a result, the supply chain may grumble due to inadequacy of the products. The stumbling effect may be associated with lack of coordination between main suppliers and retailers who deal with consumers at the lower end
Equally important, price fluctuations leads to lack of uniformity due to abrupt increment in the consumers’ demand. Likewise, constant shifts in prices impacts the requesting channels of the retailers and the suppliers hence the coordination. However, partnership and trust between the suppliers may act as pricing and promotion policies to facilitate coordination. Partnership enables the stakeholders to share information on the market and respond in unison 


8- Why do manufacturers such as Kraft and Sara Lee offer trade promotions? What impact do trade promotions have on the supply chain? How should trade promotions be structured to maximize their impact while minimizing the additional cost they impose on the supply chain?

 Manufactures, like Kraft and Sara offer trade promotion to catalyze the purchasing morale of the consumers. Consumers indicate forward buying of commodities if discounts are extended to them. In the long-run, trade promotions distort supply chains. For example, consumers’ ability to purchase more good beyond what the market provides leads to difficulties in their satisfaction processes.
Therefore, trade promotions should have a predictable margin for balance reaction between the suppliers and the consumers. The supply chain should incorporate an implementation of a comprehensive quantity discount involving all the stakeholders to avoid distortion of the supply chain. Suppliers should have a strong coordination with the retailers to access vital information concerning possible shifts in demands for constructive response
	



[bookmark: _GoBack]Book answer: 
8- Manufacturers use trade promotions to offer a discounted price and a time period over which the discount is effective. The goal of manufacturers such as Kraft and Sara Lee is to influence retailers to act in a way that helps the manufacturer achieve its objectives. These objectives may include increased sales, a shifting of inventory from manufacturer to retailer, and defense against the competition.
Trade promotions may cause a retailer to pass through some or all of the promotion to customers to spur sales, which increases sales for the entire supply chain. What happens more frequently in practice is that retailers may choose to pass through very little of the promotion to customers, purchase in greater quantities, and hold this cheaper inventory in greater quantities. This action increases both cycle inventory and flow times within the supply chain.
Trade promotions should be structured such that a retailer’s optimal response benefits the entire supply chain, i.e., retailers limit their forward buying and pass along more of the discount to end customers. If the manufacturer has accumulated excessive inventory, then a trade promotion may provide sufficient incentive to the buyer to forward buy, thus drawing inventories down to an appropriate level. The manufacturer may be able to smooth demand by shifting it to a period of anticipated low demand with a trade promotion.
Research has shown that trade promotions by the manufacturer are effective for products with high deal elasticity that ensures high pass-through (passing the discount on to the consumer) and high holding costs that ensure low forward buying, paper goods being the poster child for this combination. Trade promotions are also more effective with strong brands relative to weak brands and may make sense as a competitive response.
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