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Foreword

The literature and practice pertaining to marketing channels has blos-
somed in the last decade through the contributions of many individuals
and firms. Within this context, today’s student needs a comprehensive
and insightful exposure to this increasingly important area of business
and marketing. This revised work by Bert Rosenbloom certainly helps
provide this exposure.

Marketing Channels: A Management View represents a second edi-
tion of a most successful channels text. The book is characterized by its
managerial perspective, focusing on the channel decision maker’s design
and management of the firm’s marketing channels. This perspective pro-
vides a common thread to the text and results in a well-organized, highly
readable book.

Marketing Channels: A Management View is also distinguished by its
comprehensiveness and currency. Additional depth is provided in the re-
vised edition, and many topical issues and developments are integrated
into the discussion. From a student’s and instructor’s perspective, the
book also offers an excellent infusion of illustrations and examples and
provides twenty-five cases for additional pedagogical benefit.

Professor Rosenbloom is to be commended for this significant contri-
bution to the channels and marketing literatures.

Stephen W. Brown
Consulting Editor

The Dryden Press and
Professor of Marketing
Arizona State University
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Preface

Since the first edition of Marketing Channels: A Management View was
publishedin 1978, the field of marketing channels has grown substantially.
More research is being done on marketing channels, the literature is accu-
mulating rapidly, and more and more collegiate schools of business have
added marketing channels courses to marketing curricula at both the un-
dergraduate and graduate levels. This dramatic increase in interest in mar-
keting channels reflects the growing importance of this area within the
larger field of marketing. Further, with the increased emphasis on strate-
gic planning in marketing in recent years, a fuller understanding of mar-
keting channel management has become even more important. Market-
ing channel management as one of the key strategic areas of the marketing
mix offers great potential for improving marketing management through
strategically planned and effectively managed marketing channels.

Given these developments, the managerial approach to marketing
channels pioneered in the first edition of Marketing Channels: A Man-
agement View is more relevant and timely than ever. Thus, the second
edition continues to be consistent with the original objective of the first
edition—to provide a managerial focus to the marketing channels litera-
ture within a comprehensive and integrated managerial framework. The
content of the second edition continues to emphasize the kind of knowl-
edge needed to make more effective channel decisions. While the text
still covers all of the important aspects of channel theory and research, it
avoids drawn out and esoteric discussions of this materlal and 1nstead
stresses managerial implications.

The basic approach and style used in the original text have also been
maintained in this edition. Every effort has been made to present material
as clearly and concisely as possible, and carefully chosen examples and
vignettes have been used abundantly throughout the text to add concrete-
ness and interest. Even though this second edition presents some rather
sophisticated material, students are likely to find it one of the most inter-
esting and easily understood of any upper division marketing text. The
only prerequisite necessary is the basic marketing course which virtually
all students will have taken before enrolling in the channels course.

Although the basic objective, approach, and style of the first edition
have been maintained, substantial changes and additions have been made
to the content of the text. These changes and additions are discussed in
the next section.



Organization of the Second Edition

Part One, Marketing Channel Systems, lays a basic foundation of market-
ing channel concepts within a managerial framework. Chapter 1 has been
greatly expanded. The relationship of channel management to the mar-
keting mix and strategic marketing management is discussed in depth,
the distinction between channel management and physical distribution
management is carefully examined, and the concept of channel flows is
introduced explicitly and discussed in detail from a channel management
perspective. Other marketing channel concepts introduced in the first
edition have also been refined in this chapter. Chapter 2, which deals
with marketing channel participants, has also been greatly expanded. The
material on manufacturers and wholesale and retail intermediaries is
treated in much greater depth, and all data have been updated using the
latest census figures available. Chapter 3, which presents an analysis of
the environmental setting of marketing channels and discusses the im-
plications of environmental change for channel management has been
entirely rewritten to reflect the many environmental changes that have
occurred since the first edition was published. The section on the legal
environment has also been greatly expanded. Also, this material has been
placed within the chapter rather than being divided between the chapter
and an appendix. Chapter 4, dealing with behavioral processes in market-
ing channels, has been updated to incorporate the substantial amount of
behavioral channel research that has taken place since the first edition
was published.

Part Two, Developing the Marketing Channel, beginning with Chap-
ter 5, presents a comprehensive discussion of channel design. The seven-
phase channel design paradigm introduced in the first edition has been
retained but new examples and refinements have been added. Chapter 6
offers a detailed discussion of the last phase of channel design (selec-
tion of the channel members). New illustrative material has been added
and more emphasis has been given to the problem of recruiting prospec-
tive channel members. Finally, Chapter 7, dealing with how various mar-
ket dimensions influence channel design strategy, has been refined and
updated.

Part Three, Managing the Marketing Channel, discusses the admin-
istration of existing channels. The first chapter in this part (Chapter 8)
discusses the problems involved in motivating the channel members to
perform their tasks effectively and efficiently. The revision of this chapter
places more emphasis on learning about channel member needs and prob-
lems and provides an expanded and updated discussion of distribution
programming for motivating channel members. All of Chapter 9 in this
edition is devoted entirely to product issues in channel management. It
has been substantially expanded to include a comprehensive discussion
of the relationship between strategic product management and channel
management. The material on pricing issues in channel management



comprises a separate chapter (Chapter 10). Much new material on pricing
in relation to channel management has also been added. Chapter 11,
which deals with promotion in the marketing channel, has been revised
to treat the distinction between “pulling” and “pushing” promotional
strategies more explicitly than the first edition. Tighter organization was
also achieved by placing this chapter directly following the pricing chap-
ter rather than following the physical distribution chapter. Part Three
concludes with Chapter 12 on physical distribution and channel manage-
ment. This chapter has been thoroughly revised to provide a fuller discus-
sion of the interfaces between physical distribution management and
channel management.

Finally, Part Four of the text, Appraising the Marketing Channel, be-
gins with Chapter 13 which tackles the issues involved in evaluating
channel member performance. While the basic substance of this chapter
is the same as in the first edition, some important refinements have been
made to provide a stronger basis for performance evaluation in marketing
channels. Chapter 14, the final chapter in the text, provides an updated
discussion of the influence of vertical marketing systems on channel
management.

The second edition of Marketing Channels: A Management View also
has longer and more detailed chapter summaries than the first edition,
and many of the discussion questions have been revised and new ones
added. Finally, the case section, Part Five, has been substantially expanded.
There are now a total of twenty-five cases. Almost one third of these are
new to this edition, and most of these new cases are longer and more chal-
lenging than the cases they replaced. Thus, the section now has a good
mix of short, medium, and long cases. A matrix relating the cases to rele-
vant text chapters can be found at the beginning of the case section.

A Note on the Use of the Term Channel Manager

As in the first edition, the term “channel manager” continues to be used
throughout as a way of referring to anyone in the firm involved in making
channel decisions. Such terms as “decision maker,” “marketing man-
ager,” “manager” or “marketer” could have been used in place of the term
channel manager. But I chose to continue using the term channel man-
ager because I believe it provides a sense of focus for referring to the im-
portant role of channel decision making within the firm. Regardless of
what the individual’s actual job title is, when that person is involved in
making channel decisions, he or she is filling the role of channel manager
even though such a position may not formally exist on the firm’s organi-
zation chart. In other words, anyone in the firm who is making channel
decisions is, while involved in that activity, a channel manager.
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Part One
Marketing Channel Systems

In this first part of the text we discuss the basic foundations of marketing
channel systems.

Chapter 1 begins with a managerial definition of the marketing chan-
nel and then moves on to a discussion of how marketing channel strategy
relates to strategic marketing management. Then basic concepts such as
channel flows, channel structure, and the rationale for the existence of
marketing channels are discussed.

Chapter 2 discusses the role played by channel participants at the
manufacturer, wholesaler, and retailer levels.

Chapter 3 presents an analysis of the impact of external uncontrolla-
ble environmental factors on marketing channels.

Chapter 4, the last chapter in Part I, discusses behavioral processes in
the marketing channel.
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