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Goods and services are produced and delivered through a number of
stages, regardless of whether they are sold to individual consumers or
corporate/organizational buyers. 'Marketing Channels' are considered one of
the most critical factors for firms designing effective marketing strategies
to obtain sustainable competitive advantages over competitors.

In an increasingly competitive digital age, where margins and profits
are under ever more tremendous pressure, the effective and efficient
management of these channels is central to the performance of different
supply chain partners, including manufacturers, distributors, wholesalers,
retailers, and specialized logistics agencies. During the era of digitalization,
the emergence of new technologies has introduced new opportunities to
form business models and new challenges in transforming old channel
systems.

This course provides a comprehensive introduction to designing,
developing, and maintaining effective relationships among channel
members, especially in the digital age. Several issues will be addressed
through a number of lectures:

1. Introduction to strategic marketing channels management: structure,
functions, and relationships; including the concept of the omni-channel
ecosystem.

2. The design, organization, and control of marketing channels;
including channel innovation.

3. Channel logistics/supply chain management and international
partnerships.

Retail product management.

Assessing marketing channel performance.

Other contemporary important channel issues: these include pricing
through the channel, trade promotions, grey marketing, consumers'

omni-channel behavior, and corporate social responsibility.
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To provide insights into the nature of channel structure and management.
To strengthen students’ ability to search and read academic articles.

To develop students’ ability to evaluate and analyze problems, and provide
actionable suggestions, through cooperation with farmers from Tfuya,
Alishan.




Course Materials
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Selected reading materials will be offered in class.

Course Web

Reference Textbook:
Palmatier, Sivadas, Stern, and El-Ansary (2020), Marketing Channel
Strategy, 9" Edition, Pearson

Evaluation B Personal Homework | 20% Oral Presentation Bonus +5
B Mid-Term Test 20%
B Group Task 1 25%
B Group Task 2 25%
M Participation 10%
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1. Assignment: The individual assignment involves commenting on and
writing reflections about the suggested readings, and, optionally
presenting a brief presentation in the class.

2. Midterm Exam: Students are required to answer four short essay
questions within a three-hour timeframe. This assessment is designed
to tests their theoretical and practical understanding of the course
material.

3. Group Project 1: Following a field trip, each group will conduct a
channel analysis. This will include a 20-minute presentation and the
submission of their detailed slides.

4. Group Project 2: Group Project 2: Building upon the action plan
outlined in Project 1, each group is required to develop a digital
marketing channel proposal and implement it in practice. The
presentation of their ideas should be creatively executed through

formats such as Podcasts, live streaming videos, or Vlogs.

Important Notes

and Policies
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The first lecture is the formal class. It means all students enrolled in
the course are supposed to attend. The students who want to sign up
for the course should also attend the first course. Students who miss
the first class will not be assigned to a group. After the second class,
the professor will ask students who failed to attend the first class to
withdraw. The professor reserves the right to approve students'
requests to sign up for the course. Please keep in mind!

Students are expected to attend classes regularly. If students need to
take a day off, please request a leave from your instructor in advance

and submit a formal leave document within one month. During the

lecture, the instructor will invite students randomly to voice their
views, share their opinions to the selected topic, or give a presentation

representing their groups. TWENTY marks deduction will be granted

in the final course evaluation for students who got over FOUR

absences (including four) with no formal leave documents submitted.
Google Classroom, an interactive e-teaching platform, will be utilized for
this course. Course discussions and assignments will extend beyond the
classroom, taking place in both online and offline modes. Students are
urged to regularly check the platform for important course information
posted by the instructor and to complete assignments and quizzes
within the set deadlines. Active participation in online and offline
learning, as well as in interactive discussions, is highly encouraged.
Extra points will be awarded by the professor based on the students'
efforts in the course, such as the frequency and quality of their

participation.




4. Students are expected to submit all coursework by the published
deadline, after which 20% of the essay mark will be deducted for late
submission. Suppose students experience something that prevents them
from attending the course or meeting a deadline that is sudden,
unexpected, significantly disruptive, and beyond their control. In that
case, they may be granted an extension. In this case, there is no
penalty for this situation.

5. The course assessment includes individual and teamwork performance.
At the end of the semester, there will be a self-evaluation and mutual
evaluation mechanism for the group, which will adjust the grades

based on the evaluation.




CLASS SYLLABUS

Week | Date Content Case/Activity/Assignment
1 2/25 Course Orientation
2 3/4 Topic 1:
The Omni-Channel Ecosystem in the Digital Era.
3/11 Introduction of strategic marketing channels
3. management: structure, functions, and Paper 1
relationships
4. 3/18 Topic 2:
The design, organization, and control of
5. 325 marketing channels and channel innovation Paper 2
6. 4/1 Guest Speaker Lecture, Field Trip (TBA)
7. 4/8 Public Holiday, No Class Paper 3
4/15 Topic 3:
Channel logistics/supply chain management and
8. ) ) Paper 4
international partnership
9. 4/22 Mid-Term
10. 4/29
Group Project 1
11. 5/6
12 5/13 Topic 4:
How to manage channel: Power, conflict &
13 5/20 collaboration
. Case Study 1
Topic 5:
14. 5127 opie Paper 5
Channel Integration: Smart Retailing,
15. Franchising, and Omni Channel. Paper 6
Case Study 2
1
16. 6/10 Independent Study
6/17 ) )
17. Group Project Presentation 2




18.

6/25
Independent Study & Final Project Submission
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Case Studies

1.

2.

San Francisco Coffee House: An American Style Franchise in Croatia Author: I[lan Alon, Mirela
Alpeza , Aleksandar Erceg (Product Number: 9BOSA013)

Amway in China (A): A New Business Model Author: David Tan, Justin Tan (Product Number:
9B04MO035)



