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QUALCOMM Inc. needs a pricing distribution strategy which would facilitate the movement of commodities from its factories to their esteemed consumers. The distribution strategies determine the cost and time it takes to push the products to the customers. Similarly, the pricing decisions bear much impact on the success of the firm. QUALCOMM Inc. must, therefore, choose pricing and distribution channels in a means which the customers find appropriate and convenient, apart from saving the business resources and commodities.
Distribution strategies
Hiltz, (2012) proposed that the marketing mix distribution channel enables QUALCOMM Inc. to determine the channels through which products send their items to their end users. QUALCOMM Inc. must ensure that their products reach consumers in the most convenient means possible. Efficient and efficient product distribution of commodities to consumers enables the firm not only to meet its marketing objectives but also meets financial goals of the company when the goods get sold to the respective customers. QUALCOMM Inc. must ensure a steady distribution and supply of commodities to the consumers through whichever means for the company to attain its profit goals.
QUALCOMM Inc. might deploy one of two distribution channels, direct and indirect product distribution techniques. QUALCOMM Inc. can apply the indirect method where products reach the consumers through the use of intermediaries. QUALCOMM Inc. would take the role of manufacturing and send the products to the wholesalers. Hiltz, (2012) proposed that the wholesaler hands the goods to the consumers. Direct distribution, on the other hand, acts through letting the products move directly from the QUALCOMM Inc.’s systems to the buyers. The latter method might give QUALCOMM Inc. direct touch with their customers, take their feedbacks and treat them with the courtesy deserved through discounts and promotions. QUALCOMM Inc. will also have direct control over the products unlike the case of letting the retailers deal with customers who may not even address their concerns. 
Exclusive distribution strategy
According to Yeshin, (2016), QUALCOMM Inc. deals in computer related items that require well-choreographed distribution system through specified dealers. Reputable intermediaries and marketing agencies take up the role of letting the people deal with the products and collect the client complaints that will then get treated accordingly. QUALCOMM Inc. will sell its products to the intermediaries located in areas with a high geographical spread of potential customers. 
The distribution strategy, therefore, allows the customers and end users obtain the goods from QUALCOMM Inc., and they could pick selective or exclusive distribution strategy, through which they pick reputable intermediaries that have adequate information about the product and distributes the items to the customers, (Yeshin, 2016). 
Dynamic pricing strategies
QUALCOMM Inc. might use the dynamic pricing where the prices don’t get set to a given standard. The prices of the commodities vary depending on the season and the prevailing circumstances. The prices of the products might change according to the target consumer.   Not only does it apply to the service industry, but the dynamic pricing might also yield sales success when it comes to the selling of the items sold by QUALCOMM Inc.
Promotional pricing
Jyoti, (2014) suggests that QUALCOMM Inc. might use promotional pricing as one of the most significant marketing tools. They may drastically reduce the prices of the commodities in a limited period aimed at raising the demand for the products for instance when QUALCOMM Inc. sells the items for a 30% off, then consumers would ask for additional supplies, rather than when they sold at one price throughout the year. QUALCOMM Inc. is in the league of manufacturing, and thus attracts many consumers to their brand. The promotional pricing is a decision involving the management team of QUALCOMM Inc., which lets the firm collect relevant information which helps them determine the feasibility of discounts and when appropriate time of the year to engage the discounts.
The report reveals that QUALCOMM Inc. might make use of various distribution channels alongside proper pricing policies which let the firm deliver the products to its customers. The company might choose from any of the distribution channels, either direct or indirect, but the direct seems appropriate as it would control the flow of the products, and handle issues related to the customers which retailers might not get answerable as they don’t manufacture. 
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