
Course syllabus
1.      Core data
Course code Credits Semester
MARK084NAMB 6 2024/25/2
Course title in Hungarian
Channel Design
Course title in English
Channel Design
Course title in other language

Course leader Institute
Agárdi Irma Institute of Marketing and Communication Sciences
Language of instruction Type of final assessment
English Exam
Number of theoretical classes per week
(full-time programmes)

Number of practical classes per week
(full-time programmes)

2 2
Number of theoretical classes per semester
(part-time programmes)

Number of practical classes per semester
(part-time programmes)

0 0
Available for preferential study schedule
Yes

2.     Main features
Course objectives
The Channel Design course offers students a foundation for how supply chain activities and the distributive
trade itself create value for customers, business partners, and the company itself. Hands-on experience with
real-life business problems. Participants are exposed to both theoretical subjects and real-life experiences
during the course. Further, they create an understanding of linkages across different marketing and business
areas that jointly aim to create and enhance the customers’ (retail) experience while leading to the fulfilment of
marketing strategy goals.
Brief description of the course
An essential part of the course is to capture the theoretical background (power, conflict, transaction costs), the
drivers of digitalization, the organizational diversity and the dimensions of channel performance and its
measurements. Further, the course prepares participants to acquire the right management skills (motivation,
conflict resolution, day-to-day management activities) that allow firms to work in an omnichannel environment
that is prevalent today to achieve optimal results in the modern distributive ecosystem.
Relationship with other courses of the programme
Marketing Management provides the basic marketing concepts and strategies that are must-haves for this
course. Applied Research Methods give a basic understanding of the different data types and research
methods. Retail Experience serves as a consumer-side foundation for this course.

3.     Learning outcomes
Skill Knowledge Attitude Autonomy and

Responsibility
The student makes
proposals for business
development and
implements innovation
projects considering the
marketing profession’s
requirements.

The student is open to
representing the design
attitude in marketing
decision-making and
considers a problem as an
opportunity. The student is
aware of the importance of

The student establishes
and organizes a larger
organization or
organizational unit. The
student makes decisions
about process
improvement through
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The student creates
synergies between
marketing sub-fields,
especially with
communication.

basic distribution
processes and embraces
their innovative changes
The student is constantly
looking for distribution
solutions that increase
customer experience. The
student aspires to
coordinate different
marketing areas to provide
optimal distribution
solutions. The student is
willing to experiment with
innovative distributive
solutions. The student
aspires to create the
optimal channel mix to
improve customer
satisfaction. The student
pioneers new distribution
solutions. The student is
open to improvements in
distribution management
and its measurement
improvements, including
new data sources and
measurement touchpoints.

collaborating with others.
The student assesses the
work of themself and their
teammates critically The
student takes
responsibility for own
work, the managed
organization and its
employees.

The student locates and
uses important
digitalization formats and
can analyse their impact.
Creates a trade process
digitalization solution.
The student identifies
sources of conflict and
comes up with conflict
resolution solutions.
The student links customer
satisfaction and the
optimal distribution
channel mix.
The student analyses the
process and formulates
improvement
recommendations.
The student analyses
complex distribution
solutions.
The student possesses the
right analytical skills and
is capable of suggesting
new measurement
solutions.
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