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Subject objective 

Subject objective is to provide students with the basic theoretical and practical knowledge of the 
functioning of trade (retail and wholesale) and other marketing channels in the developed 
economies. Emphasis is placed on the trade as a primary marketing institution in the market for 
goods and services. The institutions that directly or indirectly arise in the market for goods and 
services are studied as well. The subject also aims to introduce students to the basic structure of 
the modern market economy and its functioning in the field of distribution of goods and services. 
 

 

Subject outcome   

Knowledge acquired in this course is foundation for the training of students for the jobs of trade 
in goods and services. Students acquire knowledge of modern marketing channels, with 
particular emphasis on trade as the main driver of marketing channels. Students should gain a 
realistic picture of the functioning of modern markets for goods and services. In addition to 
theoretical knowledge, they should be introduced to the practical problems of the relationship 
between the numerous actors and institutions in marketing channels. 
 

 
Subject content  

The structure of the subject consists of the following key parts: 
1. The first part includes problems of constructing a marketing channel. Introductory 

lectures are devoted to the conceptual definition of the market, marketing channels and 
functions which commerce and other participants in the marketing channels perform. 
After that, the key players in marketing channels are taught, from the primary institutions 
to different specialized agents.  

2. The second part is dedicated to the management of marketing channels. It presents 
standard topics in the field of environmental analysis of marketing channels, planning 
and designing marketing channels, as well as leadership, analysis and control in 
marketing channels. 

3.  In the third part the institution of marketing channels is comprehensively studied. 
Special attention is paid to the evolution of institutions and theories explaining their 
formation, rise and decline in the market.  

4. The fourth part is dedicated to the marketing channel functioning in the modern global 
market. Emphasis is placed on the interaction of marketing channels and economic 



environment in which these channels operate. 
 

Literature  

Rosenbloom, Bert (2011) Marketing Channels: a Management View; South/ Western Cengage 
Learning, USA 
Number of active teaching lessons  Other 

lessons Lectures: 
4 

Practice 

classes: 
2 

Other forms of 

teaching: 
Study research work: 
 

Teaching methods 

Classes consist of lectures and practice classes. Teaching methods include:  
ex-cathedra teaching - presentation; interactive work - review and discussion of the specific 
structure of marketing channels, especially trade in both developed market economies and 
developing countries; individual and group presentation - based on individual and team work of 
students on specific issues related to marketing channels; case study - analysis of marketing 
channels of domestic and foreign companies. 
 

Grading (maximum number of points 100) 

Pre-examination obligations Points Final exam  Points  

Activities during lectures  5 Written exam  

 

 

Practice lessons  

 

5 Oral exam 60 

Colloquium/a  20 ..........  

Presentation  10   

 


