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Effect of direct marketing on retailng channels where large retailer s exist

PU Xu-jin, SHIQin’, LING Liu-yi

1 Business School, Jiangnan University, W uxi 214122, Ching;

2 School of M echanical and A utomotive Engineering, Hefei University of Technology, Hefei 230069, China;
3 Business School, University of Science and Technology of China, Hefei 230052, China

Abstract: In conventional retailing channels, the manufacturers not only use snall retailers but al® large re-
tailers o reach final conaumers L arge retailers aways gain more power in the whole supply chain W ith the
advent of netvork economy, more and more manufacturers have chosen © rely on direct marketing o redesign
conventional retailing channels in order t gain more profit In this context, the study will focuson tvo parts
(1) how the direct marketing affects the retailing channelswhere large retailers exis (2) underwhat condi-
tions can the manufacturer use direct marketing o gain more profit
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