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PRE-REQUISITES

Pre-requisite: MKT 1001

RATIONALE

This course examines the distribution of goods and services. Channel management involves
determining the most efficient and effective way of getting the product from the manufacturer
to the end user. Topics include wholesaling, retailing, physical distribution and relationship
marketing.

SYNOPSIS

The study of marketing channels addresses the distribution or place element of the marketing
mix. The course takes a managerial approach to the distribution problem. Channel
intermediaries, such as wholesalers and retailers are discussed. A formal process for the
design of an effective and efficient marketing channel is examined. The impact of the other
elements of the marketing mix on channel management is considered. Channel Management
issues such as power and conflict, communication and channel evaluation are also addressed.

OBJECTIVES

On successful completion of this course students will be able to:

• Explain the concept of the marketing channel
• Understand the role of the marketing channel within the firm's marketing mix
• Discuss the environment within which the marketing channel operates
• Describe the basic structure and design of the marketing channel
• Discuss the major issue involved in managing the marketing channel
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• Explain the role of physical distribution in channel management
• Identify, analyse and evaluate specific distribution problems and prepare written

reports recommending appropriate course of action

TOPICS

Description Weighting (%)

1. MARKETING CHANNEL SYSTEMS 30.00

1.1. Marketing Channel/Concepts

1.2. Channel Participants

1.3. The Marketing Channel Environment

2. DESIGNING THE CHANNEL STRUCTURE 15.00

2.1. Channel Strategy and Channel Design

3. MANAGING THE CHANNEL 40.00

3.1. Behavioural Processes in Marketing Channels

3.2. Product and Pricing Issues in Channel Management

3.3. Promotion through the Marketing Channel

3.4. Logistics and Channel Management

3.5. Evaluating Channel Member Performance

4. MARKETING CHANNEL APPLICATIONS 15.00

4.1. Electronic Channels, Direct Selling and Direct Marketing

4.2. Marketing Channels for services and International Marketing Channels

TEXT and MATERIALS required to be PURCHASED or ACCESSED:

Books can be ordered by fax or telephone. For costs and further details use the 'Book Search'
facility at http://bookshop.usq.edu.au by entering the author or title of the text.

Rosenbloom, B. 1999, Marketing Channels: A Management View, 6th edition, Dryden
Press, Fortworth, Texas.
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Summers, J. & Smith, B. 2002, Communication Skills Handbook: How to Succeed in Written
and Oral Communication, John Wiley & Sons, Brisbane.

(Summers, J. and Smith, B. 2002, 'Communication Skills Handbook: How to Succeed in
Written and Oral Communication', John Wiley and Sons, Brisbane.)

REFERENCE MATERIALS

Reference materials are materials that, if accessed by students, may improve their knowledge
and understanding of the material in the course and enrich their learning experience.

Berman, B. 1996, Marketing Channels, John Wiley & Sons, New York.

Pelton, L., Strutton, D. & Lumpkin, J.R. 1997, Marketing Channels, Irwin, Chicago.

STUDENT WORKLOAD REQUIREMENTS

ACTIVITY HOURS

Assessment 60

Directed Study 26

Lectures 26

Private Study 24

Tutorial 24

ASSESSMENT DETAILS

Description Marks Out of Wtg(%) Required Due Date

CASE BRIEF & PRESENTATION 20.00 20.00 Y 22 Jul 2002
(see note 1)

CASE BRIEFS & TUTE PARTICIP 10.00 10.00 Y 22 Jul 2002
(see note 2)

WRITTEN REPORT 30.00 30.00 Y 21 Oct 2002
(see note 3)

2 HR EXAM 40.00 40.00 Y END S2
(see note 4)

NOTES:

1. Written Case Report and Presntation Aid You will be notified of the official
examination date when the scheduling is finalised.

2. Refer to Course Specifications for information about assignment due dates.
3. Written Report - 3000 - 3500 words.
4. You will be notified of the official examination date when the scheduling is

finalised.
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OTHER REQUIREMENTS

1 To be assured of a passing grade in this course, students will be required to obtain
at least 50% for the assignments in aggregate; at least 50% in the final examination;
and an overall mark of at least 50%. To be assured of a B grade in this course,
students will be required to obtain an overall mark of 65%. To be assured of an A
grade, students will be required to obtain an overall mark of 75%. To be assured
of a HD grade, students will be required to obtain an overall mark of 85%.

2 The due date for an assignment is the date by which a student must dispatch the
assignment to the University, and is normally that defined in the relevant course
specification. The onus is on the student to provide, if requested, proof of date of
dispatch. Students submitting assignments in a drop-box on campus are advised
to obtain proof of date and time of dispatch. Date or receipt will not be considered
in determining whether an assignment is on time or late. Only date of dispatch will
be considered. Students should send a copy of proof of dispatch with the assignment
or be able to send proof of dispatch upon request from the Course Leader.

3 Requests for extensions must be made in writing with appropriate and adequate
documentation supporting the request either before or with the assignment.
However, length of extensions, if any, are granted solely upon the discretion of the
Course Leader and are rarely granted since the due date provides students with
adequate time to complete the assignment. Up to one week's extension (five working
days) may be granted if a signed statement with supporting documentation is sent
proving that an unforeseen and uncontrollable circumstance caused the delay, for
example unusual and unpredictable work or family commitments. The exact length
of extension may be determined in consultation with the student. If the signed
statement and supporting documentation does not show that unforeseen and
uncontrollable circumstances were present for the days claimed, then the normal
reduction in marks for a late assignment of 20% per working day will apply.
Penalties for late submission will be strictly enforced; hence the allocation of bonus
marks for early submission. Students seeking bonus marks for early submission
MUST provide proof of date of dispatch AND email the complete and FINAL
copy of the assignment on the date of dispatch prior to 5pm on that day to the
Course Leader. Thus the bonus marks for early submission will be applied to the
assignments that proven to be sent before 5pm of that date. Students who do not
submit the assignment by email AND send proof of dispatch showing that dispatch
was prior to 5pm WILL NOT receive the bonus marks for submission on that date
and if after 5pm on the due date will be deducted 20% per day or part thereof.
Extensions beyond one week are not allowed unless express permission is obtained
from the Course Leader because model answers may be distributed after this time.
If you are likely to require an extension for a longer period than one week, you
must contact the Course Leader for advice. In most cases, you will be required to
complete an alternative make-up assignment. However, make-up assignments are
only granted if you have passed all other pieces of assessment for the course.

4 Students must retain a copy of all assignments, which must be provided if/when
required by the Course Leader.

5 Course weightings of topics should not be interpreted as applying to the number
of marks allocated to questions testing those topics in an examination paper.
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6 The word count is the number of words in the body of the assignment report and
does not include the title, executive summary, list of references or appendices. To
grade an assignment a marker does not need to read more words than the word
limit of the assignment.
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