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1. Introduction. 

The aim of the study is to evaluate the main characteristics of the Logistics function which are the key part of the strategic planning within the distribution function. 
The Supply Chain can be described as the flow of goods which goes from the supplier through manufacturing and distribution chains which are eventually delivered to the end user. In the Supply Chain, there are various functional areas such as manufacturing, purchasing, distribution, and sales. Another unique feature of the Supply Chain Management is that it relies on the strategic decision making on almost every function because every decision has an impact on total costs and market share (M. Christopher, Logistics and Supply Chain Management)
In the last 20 or 30 years, Logistics has been recognised as a function which key components are transport, warehousing, and inventory. Logistics now and always have been fundamental elements of industrial as well as economic existence. Logistics as a function contents many sub-functions and subsystems which are treated as management operation (A. Rushton, P. Croucher, P. Baker, The Handbook of Logistics and Distribution Management, 2017). 

2. Main body 

2.1. Distribution strategy.  
The purpose of the distribution in the Supply Chain is to deliver exactly the same quantity as it was ordered by the customer and it must be delivered on time. The task of the distribution is composed of three dynamic elements; when, where and how much is to be delivered. On the authority of Sun Zi’s the principle of winning-before-doing is based on winning thru calculated speed. Therefore, two approaches need to be considered in order to attain a quick win; push and pull. The push distribution system concentrates on obtaining the quantity ahead of time by "getting ready". Likewise, the pull-distribution system relies on "just-in-time" or JIT delivery. In the real world of logistics and Supply Chain, a winning distribution strategy can be achieved by applying both systems, push and pull combined together (L.L. Liu, Supply Chain Management and Transport Logistics, 2012). 
          2.2. Transport strategy. 
The transport system establishes physical links between certain stages and distribution is the driver of those links. In the supply chain the transportation and the distribution is made up of two stages: 
1) Supplier-manufacturer distribution systems
2) Manufacturer-wholesaler distribution systems
 
Freight transport is an essential part of Supply Chain Strategy which could be described as a service that needs to be easily accessible to suppliers and distributors. In the Supply Chain, transport is often regarded as a non-value-adding activity, although some would argue that transport, when managed correctly, plays a vital role in the supply chain allowing it to work effectively and efficiently. There are five different modes of transport which include: road, air, water, pipeline, and rail. However, the 'information highway' could be considered as an alternative sixth mode of transport (Global Logistics & Supply Chain Management, J. Mangan, Ch. Lalwani, T. Butcher & R. Javadpour. 123).
[bookmark: _GoBack]The key part strategic planning and operation of the distribution service is to meet the demands of the customers. Hence is why to fulfill the customer's demands for distribution is so often regarded as a customer service. Customer service does not possess one direction character but it is crucial for the distribution organisations to establish good customer service policy which should include, and it often does, a list of diverse related to distribution characteristics. These characteristics include consistency and availability of the product, delivery lead time, delivery timings, and conditions of the products/goods upon the delivery. Therefore, on some occasions, customer service may come to a conflict with some parts of distribution product. This can happen in the situation where one dimension of the distribution product is to provide the service at lowest costs.  However, the costs of distribution will increase if the customers' orders are small but frequent or with the requirement of timed delivery. There are some situations in which one will have to accept one negative dimension in order to achieve the positive attributes of customer service. For example, in the situation where the deliveries are less frequent may, in turn, mean that the products will get to the shelves with reduced shelf-life.  When aspects such as these are taken into consideration as an outcome of the customer service, one could argue that mainly two activities must be accepted by the distribution management, such as: 
· Recognise the cost of delivering various levels of customer service 
· to engage in dialogue with the customers in order to inform them of the costs of the particular level of the customer service. (J. Cooper, Logistics and distribution Planning).
In view of this expenses, one will be able to see if the customer would change any part of the customer service. From this information, it is easy to understand how important is the delivery of the exact same distribution product which was offered to the customer and for which the customer has paid for.  According to Bernard LaLonde ‘one biggest weaknesses of the entire area of customer service is the lack of recognition of the cost implications of varying levels of the customer service (J.A. Tompkins, D. Haramelink, The Distribution Management Handbook, 1994).
2.3. The customer service strategy. 
In the 1070s, the surveys on customer service were carried out by Lalonde and Zinszer which showed the evidence of the importance of the customer service which was linked to the other parts of the distribution. The outcome of this surveys has illustrated that the rank of the customer service was third after the price and the product. One could argue that, from the time the survey was carried out till now, this ranking has moved up without a doubt. The reason for the rise in the ranking of customer service could be for four reasons:
1) Performance measure i.e. ‘just-in-time’ delivery is on the increase. The increasing number of users of this methodology is caused by the changes in the retail market. The retail market is pushing the suppliers to compete with each other with regards to the quality of the distribution services.  
2) Application of the customer service philosophy in terms of distribution. The company has to bear the costs of this throughout the entire organisation structure. Also what it could happen in this case, is that the company would need to, in fact, fix and revise every feature of the operation i.e. from procurement to the return of goods policy.
3) The establishment of the control and monitoring function upon the customer service strategy. Thus, the achievement of the victorious customer service relies on the monitoring of its distribution performance. The cost of the maintaining the monitoring activity must be a part of the distribution budget.
4) Balancing the levels of the customer service. A company may fail in providing the suitable customer service and this scenario could happen if the organisation customer service level is either too high in one area and too low in other area and vice versa. Perhaps, the effort that the company has made to provide the level of the customer service may be wasted because the level of the customer service was too high than what it was paid for. However, if the provided customer service was too low then the customer has paid for, may, in turn, have a terrible effect on the business. An upset retailer who was affected by low stocks or even stock-outs of needed products may perhaps end the distribution contract for a reason of insufficient service to stores (J.A. Tompkins, D. Haramelink, The Distribution Management Handbook, 1994).

The Logistics function is the key part of customer service strategy. One could argue that the issues of the customer service have a high position and its impact on logistics is also significant. Some of those issues include:
a) Customer-facing organisations and operations. This is a modern approach which was developed to fulfill the customer’s all needs and wants. 
b) Market segmentation. The companies are recognising that different customers have various different requirements and needs, therefore every customer needs to be provided with a specific customer service. 
c) Just-in-time and quick response. The adoption of this techniques always demands reliable and frequent deliveries. 
d) The service implications of high demand for home deliveries. 


The significance of the customer service is being on the increase for some time now that's why a Demand Chain Management (DCM) was developed as another approach to the Supply Chain. This new approach was designed to highlight the demand for the products which is linked directly to the distribution (A. Rushton, P. Croucher, P. Baker, The Handbook of Logistics and Distribution Management, 2017). 
 . 

2.3.1. Customer service and home delivery strategy. 
Until now the delivery to the customer was usually delivered in a normal, old, conventional way. However, a new idea is being taken to the attention of secure boxes which are outside the properties. Although, this idea might be not really practical for the grocery deliveries because most likely its deliveries of this nature would contain frozen and chilled products. Therefore, the approach of secure boxes will work well for home deliveries but not for the grocery sector. The idea of it might be slightly expensive due to the price of setting up of the secure boxes. Another new method of delivering goods to the customers that have been tried is leaving the parcels in the pickup points i.e. post office, neighbours, workplace etc. which gave different results in terms of successful delivery. Another point to make is that the home delivery drivers need to have various skills of experience. People who work as a home delivery drivers are dealing face to face with the customers. Therefore, they do require to have different skills like excellent interpersonal skills as well as they need to look in a certain presentable way. Sometimes the goods that are being delivered require the driver to install the goods and with this will come the necessity for the driver to have the appropriate training. One could argue that the Supply Chain is constantly considering new ways of developing new solutions to the issue of the home delivery. Companies like Amazon are considering the use of automated drones in order to tackle the issue. Further possible solution to improve the home deliveries was introduced in 2015 by a DHL Express. The DHL company has introduced a cubicycle approach that can be used as mobile parcel sortation hubs. The cubicycle is electrically powered and is equipped with a container of a size of a standard pallet (one cubic meter).  The idea is that those containers would be delivered to the city centers where its route begins (A. Rushton, P. Croucher, P. Baker, The Handbook of Logistics and Distribution Management, 2017). 
 
                                                                                                                                                                     
3. Conclusion.

The study has evaluated some of the important characteristics of the logistics function as a key strategic planning, within the distribution function. The organisations, retailers in distribution, in particular, are focusing on the significant importance of customer service. Therefore, the distribution has a direct relationship with the customer service. However, the distributors need to be aware of the cost of the customer service they are providing. 
The fact is that the distribution which plays the key role in the success of the business is often underestimated. The business strategies need to aim to combine the distribution function with other functions and activities if they are to be fruitful.
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