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Logistics and Transportation
Describe the tradeoff between a number of warehouses and transportation costs. How has this tradeoff been impacted by the growing importance of online retail to the American consumer? What are brick and mortar retailers doing to confront this shift from shopping in a store to shopping online? Hint: think about Amazon vs. Wal-Mart. 
Response
Sometimes, the demand and supply of commodities can go up, while other times, that demand can go down. That is why companies choose to maintain a certain amount of safety stock in their warehouses (Sherlekar et al., 2010). However, warehousing alone is not enough to ensure that the products reach the consumers. The distribution channels become a critical component in this chain as they serve to move the products from the warehouses to their destined destinations. Both warehouses and distribution centers are wired and connected together. While not all goods and services may need transportation, other products need to be transported from one location (warehouses) to the consumers.
However, with the internet and online marketing platforms, companies have cut down the middlemen (distributors) to ensure that the product reaches the consumer directly. This has minimized the transportation cost for these companies while increasing their revenue. Brick and mortar businesses like Wall-Mart have continued to rely on transportation because they have products that must be moved from the warehouses to the consumer through a distribution channel. Other services such as software, download songs, books, which form the major part of Amazon’s product line, can reach the consumer directly without involving the distributors or transport. This change has been facilitated by the online marketing model, which is now forcing brick-and-mortar businesses to think of alternatives or other options that they can use to continue maintaining their competitiveness in the market.
Selling strategies have changed as businesses look for newly emerging opportunities to ensure that buyers get their products. With the new selling platforms like the internet became widely available, the tradeoff is greatly shifting from traditional warehousing or physical store purchase to online purchases. Companies that have adopted and embraced this model of business like Amazon are taking the largest share of the market as American consumers begin to enjoy the convenience and ease of purchase associated with online purchases. Amazon has outperformed many retailers including Wal-Mart because of its online retail system. Brick and mortar retailers such as Wall-Mart are also trying to keep up with the changing market by shifting some of their operations to online. They have realized that to remain competitive, they must conform to the realities of the market. They are also involved in deliveries even for in-store purchases to enhance convenience for buyers just like the online retailers like Amazon. 
Online retail continues to expand today which threatens the survival of brick and mortar businesses. Apart from moving online, these brick-and-mortar stores have also taken initiatives to make themselves present in the market by opening different geographical locations. This not only increases their revenue base but also grants them access to a wide market, which is enjoyed predominantly by online retailers. However, they cannot still outmatch the online retailers who enjoy the largest market share of the retail industry. A company like Amazon involves some other services in the retail tradeoffs, including the use of efficient consumer response, which is characterized by new practices such as home or door-to-door deliveries. Most of the brick-and-mortar retailers like Wall-Mart have not reached here, which still gives online giants like Amazon the leeway to dominate the retail market in the current digital market. 
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