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ABSTRACT

There are over 50 years for usage of primary batteries in Taiwan. Twenty years ago, consumers can only buy batteries from

household electric stores or plumbing & electrical engineering stores. With the revolution of distribution channel in retail business,

the structure of the distribution channel in batteries changed also. The occupation rate of the battery distribution channels through

said old channels decreases gradually, and as a result, the battery distribution channel has been replaced by supermarkets,

department stores, 3C ( communication, computer, consumer electronics ) franchises, malls and CVS ( convenience stores ). Such

changes cause a lot of people''''s interest in exploring the reason of the change. Therefore, this report, by inducting the changes of

import and export market in batteries, using case studies, and interviewing the battery agents and distributors, will discuss the

following topics: (1) developments and changes of the primary batteries market in Taiwan; (2) changes and current status of the

structure of the distribution channels in batteries; (3) the battery agents'''' impact and impulse caused by the revolution of the

distribution channels in retail business; (4) the marketing strategy and transition for battery agents. The results show that there is a

distinctive up-and-down relationship in the sale between local batteries manufacturers and foreign batteries agents. When the import

duty reduced, a lot of foreign batteries will be imported. When the local batteries are not under protection, the living space of the

local batteries manufacturers becomes smaller and smaller. Furthermore, with the reduce of import duty, the supply of foreign

batteries turns to be steady, accordingly, the distributors have an easy way to get batteries. And because the GDP has reached to an

average level, consumers'''' need for batteries increases, which makes the battery market develop prosperously and move to a higher

level. For gaining a larger market share, distributors always cross the territories and cut the prices, which causes the decrease of their

profit. In order not to be eliminated, distributors expand the combination of various products and usually pick 1 or 2 main item(s) to

be the transitional product, such as stationery, electricity materials, light tubes, etc. Moreover, because the CVS and malls, sprung up

after the retail revolution, with their competitive power, reduce the benefit of the traditional retail stores, and because the patterns of

CVS and malls are so big that distributors cannot afford financially and laborly, the distribution channels have to be integrated, and

as a result, managed by the agents directly. In facing the narrowing of the distribution channels, some distributors make some

changes in the distribution channels. They try to shift their distribution channel into another market segments, which becomes their

weapon to keep running the business. Though the distribution channels has shifted from distributors to agents, compared to the

profits for distributors, the profits brought from the distribution channels for agents are limited, which makes agents struggle between

volume and profit in choosing the distribution channels.
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