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Channels

The aim of the course is to provide students with a comprehensive understanding of the fundamentals of
Management of Marketing & Distribution Channels. The major subject matters are as follows: the relationship of
FUE EHE \marketing channels and logistics management, the structure and functions of marketing channels, the segmentation
E@Wf’é—"— for marketing channel design, supply-side channel analysis, analysis of channel power, managing conflict to
increase channel coordination, strategic alliance in distribution channel, vertical integration in distribution,

different types of channel institutions such as retailing, wholesaling, franchising, distribution business in Taiwan.
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5 1. Coughlan, Anne T. et. al. (2006) Marketing Channels, 7™ ed., Pearson/Prentice Hall, USA. 2.
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1 1€ major subject matters are as follows: the relationship of marketing channels and logistics management, the structure and
functions of marketing channels, the segmentation for marketing channel design, supply-side channel analysis, analysis of
channel power, managing conflict to increase channel coordination, strategic alliance in distribution channel, vertical integration

in distribution, different types of channel institutions such as retailing, wholesaling, franchising, distribution business in Taiwan.
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