i

Place
rSBN 106 Marketing®

N .
| '\:,“'. J .. 4 2 4§ |
I . F -
B —
- r . ;
B p=s B | IR
& i |
e
W ; [ |
B i i . N |
] N
i ', “.:;- T i I \' [
ot TTT] Y
-'.'. ] ' b )
9 W | J
S | | - . Al ¢ -
i ' S N _"i
[ o ] Y Ny II
o . e N\ |'r
v N i |
) Y
" Sy, .e-.___:. - I' G
i J- 00 stamford
dn o N EDUCATION BEYOND BORDERS




[[l]]

ULk

2777
L

— — oy gy
r 5y J

L L

.

S

-.‘-""i\_:\_{- 7 >

zzzz

Marketing Channels a
Chain Management

a Supply Chain
1 Value Delivery Net




The Nature and Impo
Marketing Channels

1 How Channel Mem

Value

1 Information
2 Promotion
1 Contact

o Matching
2 Negotiati
1 Physical
! 1 Financi
1 Risk Taking

2 Number of Channel
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Channel Behaviour
Organization

2/

1 Channel Behaviour

1 Vertical Marketing
1 Corporate VMS
1 Contractual VMS
1 Administered VMS

2 Horizontal Marketin

2 Multichannel Distrib
System

a2 Changing Channel O
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Channel Design
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1 Analyzing Consum
1 Setting Channel O
1 Identifying Major /

1 Types of Intermedi

2 Number of Marketin
Intermediaries

4 Responsibilities of Ch
Members

a2 Evaluating the Major
Alternatives
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Channel Manage
Decisions

1 Selecting Channel

1 Managing and Moti
Channel Members

1 Evaluating Channel



N Fi s .
RN NV OIMEOEISHIESHEUIICEIONS
SN | ,
§§§; NV arenousing
N . . v .
"%§ | “NiRVeEntory IMeidEEE

gzt o)

]/



Faftararn

ULk

s

"'-.._i\_:_{- z

//

(L1717}
(L

e ]

otlar arid Gary A mstron(_;at—ion
N EGIERMEESRSOn Educ .




