Marketing Channels Management — 2017 7}&

Zl (yhyun@kgsm.kaist.ac.kr)
4Al: S328 (0) 958-3528 (CP) 010-8734-4614
O|EH?7?, =UA|ZE: 3=, 272

T
. 20 B
th d5s Sof 23

re ot
-1 ofo

2 oy
gna

FA

This course is designed to provide a framework to develop the efficient channel system for
a manufacturer. In an institutional perspective, the channel system is defined as consisting
of one or more intermediaries lying between the manufacturer and its target customer
group. These intermediaries work together in organizational settings to produce so-called
“channel services” and to add them to the manufacturer’s product, so that a “finished”
product can eventually be delivered to the target customer group. The finished product is a
solution to fulfill the end-user’s need.

Thus, management of a channel system entails four major tasks. First, channel services to
meet the end-user’s need are identified. Second, flows (or functions) to produce the
channels services are determined. Third, these flows are assigned to intermediaries in
organizational settings. Fourth, mechanisms to coordinate the intermediaries are
developed and executed. This class is to deliver knowledge to undertake all those four
tasks. In addition, it is to deal with strategic issues involved in channel management.
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1= Course Overview
1-2=F Introduction to Marketing Channels Chapter 1
3F Segmentation for Marketing Channel Design Chapter 2
4-5F Channel Flows & Efficiency Analysis Chapter 3
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6-7F Channel Structure & Intensity Chapter 5
VES Gap Analysis Chapter 5
8 Group Project Z7t2tE (FZtAF F=7h
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@ Do You Really Want be an eBay?

®@ HP Mass Customization
10 Channel Power Chapter 10
11 Managing Conflict Chapter 11
12 Channel Relationships, Strategic Alliance Chapter 12
123 Best Buy At E9|
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13 Vertical Integration Chapter 4
14 Macro Issues Chapter 13
15 Group Project 7|2ty
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