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Marketing channel Coughlan, Anderson, Pearson Education, 2006
Stern, and El-Ansary Inc.
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1 Ch1 marketing channels:structure and functions 80 20

2 Ch2 segmentation for marketing channel design: service output 80 20

3 Ch3 supply side channel analysis: channel flows and efficiency 80 20
analysis

4 Ch4 supply-side channel analysis: channel structure and 80 20
idensity
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Ch5 gap analysis & quiz

Ch6 channel power: getting it, using it, keeping it
case study

mid term exam

Ch7 managing conflict to increase channel coordination
Ch8 strategic alliances in distribution

Ch9 vertical integration in distribution

Ch10 retailing

Ch11 wholesaling

Ch12 Franchising

Ch13 logistics and supply chain management & quiz
case study and group report

case study and group report

final term exam
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