Contents

The List of Figures oo 13
Foreword — ---------mmmmm e 15
Chapter 1 = ---------mmmmmmmmm oo 21
Introduction: Overview of Marketing Channel
1. Preface: 22
Distribution Keiretsu and Business Strategic Alliance
2. Object of Study 23
3. Explanation of Format 26
Chapter 2 ---------rmmmmmmmm e 31
History of Marketing Channel Theory
1. Introduction 32
2. Summary of Existing Marketing Channel Study 32

2.1 Theory of Power and Conflict
2.2 Theory of Channel Negotiation
2.3 Theory of Transaction Cost
2.4 Integration of Existing Marketing Channel Studies
2.5 Theoretical Issues
3. Change of Marketing Channel Strategy Prerequisite 39
3.1 Prerequisite of Marketing Channel Strategy
3.2 Theory and Strategy
4. Environmental Factors: Informatization 42
4.1 Rising of International Electronic Commerce
4.2 Informatization



Chapter 3 --------ommm 47
Characteristics of International Electronic Commerce:
Strategic Management between Company and Nonprofit Organization

1. Introduction 48
2. International Electronic Commerce 48
2.1 Outline of International Electronic Commerce
2.2 Characteristics of International Electronic Commerce
3. Development of Commercial Distribution: 52
Characteristic of Internet
3.1 Base of Internet
3.2 Relationships of Internet and
Perfect Competitive Market
3.3 Relationship of Internet and Speed
4. External Network 55
4.1 Attribution of External Network
4.2 Factor of External Network
5. Rule of Increasing Returns 60
5.1 Increasing Returns
5.2 Information Goods

6. Rise of Nonprofit Organization and Open Development 65
7. Strategic Management between Company and
Nonprofit Organization 67
7.1 Company-to-Nonprofit Organization Channel
Relationship

7.2 Various Types of Channel Relationship between
Company and Nonprofit Organization

8. Summary 72
Chapter 4 ~—------mmmmmmmmmmmmm e 75

Developing of Business Strategic Alliance

1. Introduction 76

2. Developing of Marketing Channel 76

2.1 Historical Significance of Technology
2.2 Vertical Integration
3. Horizon Type Business Strategic Alliance and
Vertical Integration Type Business Strategic Alliance 81



3.1 Concept of Business Strategic Alliance
3.2 Horizon Type Business Strategic Alliance
4. Vertical Integration Type Business Strategic Alliance 84
4.1 Strategy of Oligopolistic Company
4.2 Rise of Global Marketing and Management
5. Historical Role of Information Technology 88
5.1 Business Strategic Alliance and Information Technology
5.2 Individual Business Strategic Alliance:
Historical Perspective
5.3 Airline Industry and Communication Industry
6. Present Problem of Japanese Marketing Channel 93
6.1 Two Innovations
6.2 Knowledge Dynamic Linkage by
Business Strategic Alliance
6.3 The Clear Strategy Position

Chapter O --------momm 99
Linkage of Relationship between Companies:
Marketing and Management

1. Introduction 100
2. Developing of Company Linkage 100
2.1 Intra-company Linkage
2.2 Trans-linkage
2.3 Inter-linkage between Companies
2.4 Meta-linkage
3. Complex and Varied Channel Relationships 105
3.1 New Knowledge-Creation Channel
3.2 Silicon Valley:
Company-to-Nonprofit Organization Relation
4. Next Step for Japanese Companies 112
4.1 Structure of Marketing Channel
4.2 Slough of Distribution Keiretsu
4.3 Change of Manufacture-to-Distributor
Channel Relationship
4.4 Role of Distributor
5. Ground Design of Business Strategic Alliance 119
6. Summary 120



Chapter 6 --------rommme 121

Theoretical Perspective to Business Strategic Management Analysis

1. Introduction 122
2. Discussions on Business Strategic Alliance in Japan 123

2.1 Problem of Transition Difficulty

2.2 Theory and Practice

2.3 Power Management Resource and

Changing Marketing Channel

2.4 Collaboration Marketing

2.5 Knowledge Creation

2.6 Summary: Business Strategic Alliance in Japan

3. Discussions on Business Strategic Alliance in the U.S. 129
3.1 Learning System Perspective
3.2 Transaction Cost Perspective
3.3 Strategic Collaboration Continuum Perspective
3.4 Summary: Business Strategic Alliance in the U.S.

4. Analytic Perspectives of Business Strategic Alliance 141
5. Difficulty of Transition from Distribution Keiretsu

to Business Strategic Alliance 143
6. Promotion of Innovation and Development of

Strategic Management System 145

6.1 Concept of Marketing Channel Relationship
and Shifting of Paradigm
6.2 Innovations: Strategic Management
6.3 Partner Selection and Development of
Fundamental Conditions
6.4 Promotion Process
7. Strategic Management between Company and
Nonprofit Organization: Management of Innovations 149
8. Establishment of Management to Control Power Game 150
8.1 Channel Power Management
8.2 Changing Components of Power Management
8.3 Business Strategic Alliance Management:
Trust and Opportunism
9. Instability of Business Strategic Alliance 155
10. Management of Business Strategic Alliance 157

10



Chapter 7 -------=sssssssssssssssssmmmmmsooooooo o

Conclusion

1. Digest of this Study
2. Significance of this Study

11



