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ABSTRACT

Analysis of structure and process for the distribution

channel in building material industry.

- Data on basis of "B" Company -

Cho, Jeong-Ug
Major in Marketing Management
Graduate School of Business Administration

Sogang University

There have been changing of customer's knowledge and taste
in manufactured goods, product material, and PLC of product on
account of a change in market conditions. It is emphasized that
the study of more efficient structure to the distribution in the
present industry field to be a leading indicator in these tendency.
The efforts for the improvement of competition in the field of
industry marketing is progressing through the marketing mix.
Therefore, the marketing mix essential is having a different

influence on the industry field accordingly market characteristics.



Especially, there is the more indissoluble connection between
supplier and customer in industrial market including the building
material market than customer goods market, because It would
be very difficult to change the distribution channel for the

industrial goods in special quality of peculiarities.

It is necessary to study about the distribution channel of the
industrial market due to improve on the competition among the

industrial field.

The methods of the study was based on the distribution
channel in the local building material market, and it has been
researched into characteristics, and the question at issue. The
case study was presented to improve about this thesis in

according to the case of Korean local "B" company.

The most important purpose of this study is to present a new
direction as a advanced guide line to the new participants and
existing company who 1s concerning about the distribution

channel of industrial market.
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