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Spring 2026  
Mondays and Wednesdays 12:30 – 1:50 pm in BLB 260


 
	Professor: 
	Trond Bergestuen, MBA, Ph.D. 	 	 	 

	 	 
	Clinical Assistant Professor of Marketing	 

	Office:  
	Business Leadership Building – 365C	 	 

	Email:  
	Trond.Bergestuen@unt.edu  	 (preferred method of contact)	 	 	  

	Phone:  
	(817) 372-8759 (Text or Call) 

	Office Hours: 
	By appointment anytime Monday to Friday between 9:00 am and 5:30 pm unless in class. 

	Pronouns: 
	he/him/his 



About your instructor
[image: A person in a suit and tie

Description automatically generated with medium confidence]
I have 20 years of experience from management consulting and from marketing management in US and European corporations. The last eight years I have been teaching marketing and management courses in undergraduate and graduate programs.

From my experience in various leadership roles in the corporate world, I have learned the importance of creating an inclusive and professional environment. A sense of concern and encouragement from the leader can provide people with confidence and desire to overcome obstacles. The same is the case for the teacher’s role in the classroom (physical or digital). In my communication with my students, I communicate in the same way I would communicate with colleagues in the corporate world, training the students to do the same. Having lived and worked in different cultures, I also try to use my background to create an inclusive environment where all students have the same opportunity to be heard, respected, and coached to realize their full potential. 

I started my education in Norway, where I completed a Bachelor and Master of Science in Business Administration at the Norwegian School of Economics. I later graduated with a Master of Business Administration from Cornell University, New York, and most recently with a PhD in Marketing from the University of North Texas.

Course Description
Examination of strategic issues involved in managing marketing channels. Topics include channel design, supply chain management and the external channels environment. Marketing channel strategy is extended to the use of strategic alliances and other collaborative distribution relationships for global competitive advantage. Special attention is directed to resource and technology interdependencies, exchange governance and relationship benchmarking. MKTG 3650 or approval of the department chair is a prerequisite for this course (3 credit hours). 

Course Introduction
Many consumers and business practitioners underestimate the importance of marketing channels. Marketing originated from the need to distribute goods from production to consumption. While this may seem outdated, early marketing courses focused on matching supply and demand as goods moved from rural areas to cities during the U.S. Industrial Revolution. This distribution was crucial in the development of marketing channels. 
Retail pioneer John Wanamaker, who opened a department store in Philadelphia in 1896, famously said, "When a customer enters my store, forget me. The customer is king.” Likewise, Target’s origins can be traced back to J.L. Hudson’s first department store in 1893. The principle that "the customer is king" underscores the importance of customer relationships in marketing channels. You may enjoy reading Who Made America? | Innovators | John Wanamaker (pbs.org) 
The role of the customer goes beyond consumers. Various buyer-seller relationships create value in the movement of goods and services. Channel intermediaries – organizations that facilitate the movement of goods and services – are vital in the marketing process. Disintermediation, or the absence of intermediaries, is also prevalent in today’s tech-connected global marketplace. 
This course will explore how individuals and organizations use resources to maximize value delivery in marketing channels. In the 21st century, a technology-enabled, globally connected marketplace requires marketers to rethink strategies to improve the efficiency and effectiveness of market offerings. One major challenge is the multitude of options for sourcing goods and services from both physical and virtual channels, known as multi-channel or omni-channel distribution. Reflecting on your own buying and returning habits might change your perception of marketing channels. Often overlooked are the "back-end" transaction costs impacting the entire supply chain. 
 
This course will examine the flows of goods and services between buyers and sellers, including business- to-business (B2B), business-to-consumer (B2C), and consumer-to-consumer (C2C) transactions. To gain great insights into the challenge of developing and executing customer-centric supply chains, please read the following McKinsey Reports: https://www.mckinsey.com/industries/retail/our-insights/where- the-transformation-begins-creating-a-consumer-centric-supply-chain-strategy You will garner an appreciation for the importance of balancing marketing channels strategy with customer experience throughout the course. 
 
Course Perspective
In this course, we see marketing channels as essential networks that enable the movement of goods, services, information, and value between producers and consumers. This view highlights the strategic and relational aspects of these channels, emphasizing the need for cooperation, coordination, and trust among channel members to gain a competitive advantage. We will also examine how power and conflict operate within channels, the impact of technology on changing channel structures, and the importance of adaptive strategies in response to market shifts. Our approach stresses that effective channel management requires a thorough understanding of both the external environment and the internal relationships within the channel. The link between marketing and distribution is central to many topics you have studied so far. 
Please enjoy these insights from PepsiCo’s Ricardo Arias-Nath https://youtu.be/qessJu7p9Ew?si=fYyQTbSRdkm2RV0Y 
 
Course Learning Objectives. After completing this course, you should be able to attain each of the following learning objectives. These are general learning outcomes that will be tested on your assessments (quizzes and experiential exercises): 
· To define marketing channels. 
· To discuss the evolving role of marketing channels in the marketing mix strategy.
· To understand the role of marketing channels in creating value for buyers and sellers.
· To relate marketing channels to the marketing concept.
· To provide examples of technologies that impact value chain creation. 
· To explain the role of cooperation, collaboration, and commitment in building channel relationships. 
· To articulate the various channel role sets, and the dynamics that relate to these role sets in the global marketplace. 
· To explain the difference between intermediation and disintermediation in marketing channels. 
· To describe how the channel's environment impacts organizational and individual decision- making. 
· To discuss the various types of marketing channel structures that have emerged in the 21st century. 
· To explain the dynamic role of transportation and logistics in creating value chain relationships. 
· To understand the mechanisms for evaluating value chain management (VCM) performance outcomes. 
 
Course Support Materials. There is no required textbook in this course. Most of the course content comes from the textbook Pelton, L.E., M. Cooper, D.. Strutton, and J.R. Lumpkin, Marketing Channels: 
Managing Supply Chain Relationships, Burr Ridge, IL: McGraw Hill Irwin. I don't assign this book because you can access all the content for FREE on the Canvas course website. There are articles, videos, and other supplemental materials released according to the Course Calendar. You are responsible for all materials in the “Modules” section of the course. 
 
Graded Assignments. This course includes three quizzes, each in multiple-choice format. Quizzes will be distributed through Canvas, but will be taken during normal class time on Wednesdays. No extensions will be granted for graded assignments without an authorized University of North Texas excuse. 
You will also work on an assigned team to complete two experiential exercises, providing you a platform for applying marketing channels principles and practices to real-world decision scenarios. You have been randomly assigned to a team by Canvas, and you can check this assignment 24/7 on the Canvas Course website (“People” on the Navigation pane). Each team will submit an experiential exercise. There are NO INDIVIDUAL SUBMISSIONS accepted. 
 
If a team member does not make a value-added contribution to the team submission, s/he can be fired by the team. If fired, the student will receive a grade of zero (0) for the assignment. 
Research Participation (SONA). The Research Experience Program at the RCoB allows faculty and PhD researchers to collect data on consumer behavior, marketing, and other areas of study. Researchers apply their findings to current industry needs, and deepen our understanding of human behavior in business markets, organizations, and management. 

As part of your learning experience in this course, you will be required to participate in research studies to gain experience with the research process. Your participation in these research studies will make up 10% of your final class grade. Your participation in this program is critical to the furthering of UNT’s research goals. 

[bookmark: _Hlk92750792]To fulfil the requirement, you must create an account on the College of Business REP webpage—unt-cob.sona-systems.com—which allows you to browse and sign up for available studies. DO NOT sign up for the SONA in the Psychology Department! Use the CoB SONA link provided above. 

The amount of credit assigned is based on the format and duration of the study.

	Online Studies
	In-Person Lab Studies (Behavioral Lab - BLB 279) 

	· [bookmark: _Hlk92752943]<15 minute studies = 1 credit
	· <15 minute studies = 3 credit

	· 15-30 minute studies = 2 credits
	· 15-30 minute studies = 4 credits

	· >30 minute studies = 3 credits
	· >30 minute studies = 5 credits



To fulfill the 10% course requirement, you must earn a total of 10 REP credits throughout the semester (i.e., 1 credit = 1 percent of your final grade). All credits earned will be added to your final course grade at the end of the semester. Additional extra credit points may be available at my discretion.

· To sign up, please visit unt-cob.sona-systems.com. If you have questions, DO NOT contact me. Instead, contact the REP Admin Team via email at RCoBRep@unt.edu. Your questions will be addressed promptly, usually within 24 hours. 
· Visit cob.unt.edu/research/research-experience-program for detailed sign-up instructions and more information.

Important Deadlines!
April 24th, 5:00 PM – Last day to participate in SONA for Spring semester. 

You will have one week from this date to adjust your final credits assigned to particular classes in SONA. On May 1st, final scores will be distributed to instructors and cannot be changed after that point.  

Thanks in advance for your participation! Have a great semester!
Please Note: 
1) Don’t wait! Create your account ASAP! Get first access to available studies. 
2) Assign your credits to the proper course. This course is: MKTG 4520-407. 
3) [bookmark: _Hlk121690121]If you have another course that also requires SONA credits, you must complete those credits separately. On the main SONA account page, you can assign your completed credits to specific courses (of your choice). You have up to May 1st to adjust these credits!
4) If you do not want to participate in the posted studies, you can complete a 2-page research article critique for 2 points of REP credit each. To do so, please email RCoBRep@unt.edu and they will assign you an article to critique. Critiques are due on or before April 24th. Article critiques will not be available until the last week before April 24th. Please note that study participation will require less of your time than article critiques.

Course Grades. One of the most difficult tasks as a professor is to assign grades. The idea of a "chasm" between course grades and learning outcomes is a subject of debate in educational theory and practice. Your grade in this course reflects your performance on assessments such as quizzes and experiential exercises. Learning outcomes can be broader and more holistic, aiming to show your deeper understanding and ability to apply knowledge in different situations. Please take responsibility for your performance results. I will be responsible for assigning your course grade based on the following rubric: 
 
	Quiz 1 
	Quiz 2 
	Quiz 3 
	Experiential Exercise 1 
	Experiential Exercise 2 
	SONA

	20% 
	20% 
	20% 
	15% 
	15% 
	10%

	200 points 
	200 points 
	200 points 
	150 points 
	150 points
	100 points


 
	F 
	D 
	C 
	B 
	A 

	< 599 points 
	600 – 699 
	700-799 
	800-899 
	900 > 


 




TENTATIVE SCHEDULE 
  
 
	Class Week and Start Date
	Topic

	Assignments

	Week 1
Jan 12
	Chapter 1: 21st Century Marketing Channels Framework
	Concept Check #1

	Week 2
Jan 19
	Chapter 2: Channel Roles and Relationships

	Concept Check #2

	Week 3
Jan 26 
	Chapter 3: Channel Resource Advantage

	Concept Check #3

	Week 4
Feb 2
	Chapter 4 Global Resources and the Political Economy

	Concept Check #4

	Week 5
Feb 9
	Module 1 Quiz
	Quiz #1: Chapters 1, 2, 3, and 4
Start Experiential Exercise 1

	Week 6 Feb 16
	Chapter 5: Creating Value Chains- Structure and Stricture

	Concept Check #5
\
Experiential Exercise 1 Due February 17 by 11:59pm

	Week 7
Feb 23
	Chapter 6: Navigating the Turbulent C's

	Concept Check #6

	Week 8
Mar 2
	Chapter 7: Conflict Resolution in the Value Chain
	Concept Check #7

	Week 9
March 9
	S P R I N G   B R E A K
	

	Week 10
Mar 16
	Chapter 8: Global Transportation and Logistics

	Concept Check #8

	Week 11
Mar 23
	Module 2 Quiz
	Quiz #2:
Chapters 5, 6, 7, and 8

Start Experiential Exercise 2

	Week 12
Mar 30
	Chapter 9: Value Chain Management

	Concept Check #9

	Week 13
Apr 6
	Chapter 10: Measuring Channel Performance

	Concept Check #10

	Week 14
Apr 13
	Module 3 Quiz
	Quiz #3: Chapters 9 and 10

	Week 15
Apr 20
	Work on Experiential Exercise 2
	April 24 is last date to participate in SONA

	Week 16
Apr 27
	Work on Experiential Exercise 2
	

	Week 17
May 4
	FINAL EXAM WEEK
	Experiential Exercise 2 Due May 5 by 11:59pm


 



Department and University General Policies: 
Acceptable Student Behavior
Student behavior that interferes with an instructor’s ability to conduct a class or other students' opportunity to learn is unacceptable and disruptive and will not be tolerated in any instructional forum at UNT. Students engaging in unacceptable behavior will be directed to leave the classroom and the instructor may refer the student to the Dean of Students to consider whether the student's conduct violated the Code of Student Conduct. The University's expectations for student conduct apply to all instructional forums, including University and electronic classrooms, labs, discussion groups, field trips, etc. Visit UNT’s Code of Student Conduct to learn more.

Course Technology and Skills
This course has digital components. To fully participate in this class, students will need internet 
access to reference content on the Canvas Learning Management System. Students need a reliable computer, tablet, or phone, with reliable computers and tablets almost certainly ensured to prove more valuable to students than their phones. Students, finally, will need reliable speakers to listen to video components. 
• Speakers 
• Microphone 
• Plug-ins 
• Microsoft Office Suite 
• Canvas Technical Requirements (https://clear.unt.edu/supported-technologies/canvas/requirements) 

Computer Skills & Digital Literacy 
Students should know how to: use CANVAS, use email, and download/install software 

Technical Assistance 
Part of working in part inside an online environment involves dealing with the inconveniences and 
frustration that can arise when technology breaks down or does not perform as expected. Here at 
UNT, we have a Student Help Desk that students can contact for help with managing Canvas and 
other relevant technology issues. 

UIT Help Desk: UIT Student Help Desk site 
Email: helpdesk@unt.edu 
Phone: 940-565-2324 
In-Person: Sage Hall, Room 130 
Walk-In Availability: 8 am-9 pm 
Telephone Availability: 
• Sunday: noon-midnight 
• Monday-Thursday: 8 am-midnight 
• Friday: 8 am-8 pm 
• Saturday: 9 am-5 pm 
Laptop Checkout: 8 am-7 pm 
For additional support, visit Canvas Technical Help

Academic Honesty and Honor Code 
Academic Integrity Standards and Consequences. According to UNT Policy 06.003, Student 
Academic Integrity, academic dishonesty occurs when students engage in behaviors including, but 
not limited to cheating, fabrication, facilitating academic dishonesty, forgery, plagiarism, and 
sabotage. A finding of academic dishonesty may result in a range of academic penalties or sanctions 
ranging from admonition to expulsion from the University. 

ADA Policy 
The University of North Texas makes reasonable academic accommodations for students with 
disabilities. Students seeking reasonable accommodation must first register with the Office of 
Disability Access (ODA) to verify their eligibility. If a disability is verified, the ODA will provide 
you with a reasonable accommodation letter to be delivered to the faculty to begin a private 
discussion regarding your specific needs in a course. You may request reasonable accommodations 
at any time, however, ODA notices of reasonable accommodation should be provided as early as 
possible in the semester to avoid any delay in implementation. Note that students must obtain a new 
letter of reasonable accommodation for every semester and must meet with each faculty member 
before implementation in each class. Students are strongly encouraged to deliver letters of 
reasonable accommodation during faculty office hours or by appointment. Faculty members have 
the authority to ask students to discuss such letters during their designated office hours to protect the 
privacy of the student. For additional information, refer to the Office of Disability Access website 
at https://studentaffairs.unt.edu/office-disability-access. You may also contact ODA by phone at 
(940) 565-4323. 

Prohibition of Discrimination, Harassment, and Retaliation (Policy 16.004) 
The University of North Texas (UNT) prohibits discrimination and harassment because of race, 
color, national origin, religion, sex, sexual orientation, gender identity, gender expression, age, 
disability, genetic information, veteran status, or any other characteristic protected under applicable 
federal or state law in its application and admission processes; educational programs and activities; 
employment policies, procedures, and processes; and university facilities. The University takes 
active measures to prevent such conduct and investigates and takes remedial action when 
appropriate. 

Emergency Notification & Procedures 
UNT uses a system called Eagle Alert to quickly notify students with critical information in the 
event of an emergency (i.e., severe weather, campus closing, and health and public safety 
emergencies like chemical spills, fires, or violence). In the event of a university closure, please refer 
to Canvas for contingency plans for covering course materials. 

Retention of Student Records 
Student records about this course are maintained in a secure location by the instructor of record. All 
records such as exams, answer sheets (with keys), and written papers submitted during the duration 
of the course are kept for at least one calendar year after course completion. Coursework completed 
via the Canvas system, including grading information and comments, is also stored in a safe 
electronic environment for one year. Students have the right to view their records; however, 
information about students’ records will not be divulged to other individuals without proper written 
consent. Students are encouraged to review the Public Information Policy and the Family 
Educational Rights and Privacy Act (FERPA) laws and the University’s policy. See UNT Policy 
10.10, Records Management and Retention for additional information. 

Access to Information - Eagle Connect 
Students’ access point for business and academic services at UNT is located at: my.unt.edu. All 
official communication from the University will be delivered to a student’s Eagle Connect account. 
For more information, please visit the website that explains Eagle Connect and how to forward emails to Eagle Connect. 

Student Evaluation Administration Dates 
Student feedback is an essential part of participation in this course. The student evaluation of 
instruction is a requirement for all organized classes at UNT. Students will receive an email from 
"UNT SPOT Course Evaluations via IASystem Notification" (no-reply@iasystem.org) with the 
survey link. Students should look for the email in their UNT email inbox. Simply click on the link 
and complete the survey. Once students complete the survey they will receive a confirmation email 
that the survey has been submitted. For additional information, please visit the SPOT website or 
email spot@unt.edu. 

Sexual Assault Prevention 
UNT is committed to providing a safe learning environment free of all forms of sexual misconduct, 
including sexual harassment sexual assault, domestic violence, dating violence, and stalking. 
Federal laws (Title IX and the Violence Against Women Act) and UNT policies prohibit 
discrimination based on sex and therefore prohibit sexual misconduct. If students or someone they 
know are experiencing sexual harassment, relationship violence, stalking, and/or sexual assault, 
there are campus resources available to provide support and assistance. UNT’s Survivor Advocates 
can assist a student who has been impacted by violence by filing protective orders, completing 
crime victim’s compensation applications, contacting professors for absences related to an assault, 
working with housing to facilitate a room change where appropriate, and connecting students to 
other resources available both on and off-campus. The Survivor Advocates can be reached at 
SurvivorAdvocate@unt.edu or by calling the Dean of Students Office at 940-565- 2648. 
Additionally, alleged sexual misconduct can be non-confidentially reported to the Title IX 
Coordinator at oeo@unt.edu or (940) 565 2759.

Mental Health 
UNT provides mental health resources to students to help ensure there are numerous outlets to turn 
to that wholeheartedly care for and are there for students in need, regardless of the nature of an issue 
or its severity. Listed below are several resources on campus that can support your academic 
success and mental well-being: 
• Student Health and Wellness Center 
• Counseling and Testing Services 
• UNT Care Team 
• UNT Psychiatric Services 
• Individual Counseling 

Chosen Names 
A chosen name is a name that a person goes by that may or may not match their legal name. If you 
have a chosen name that differs from your legal name and would like that to be used in class, please 
let the instructor know. Below is a list of resources for updating your chosen name at UNT. 
• UNT Records 
• UNT ID Card 
• UNT Email Address 
• Legal Name 

UNT EUIDs cannot be changed at this time. The collaborating offices are working on a process to 
make this option accessible to UNT community members. 

Copyright 
I hold the copyright for the lectures and course materials, 2) this copyright encompasses student 
notes or summaries that exactly reproduce the lectures or materials, 3) these materials are made 
available to students for their personal use only, and 4) students may not distribute or reproduce the 
materials for commercial purposes without my express written consent. Violation of copyright will 
result in course sanctions and violate the Code of Academic Integrity.
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