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ABSTRACT

Abstract Due to LPG (The Liquefied Petroleum Gas) are very important goods for people living. LPG have been monopolized by

Taiwan Government since 1958 only CPC (Chinese Petroleum Corporation), is a stated own company, can monopolize to produce,

import, export and selling till now. In the recently years Taiwan Government decides to gradually liberalize energy control by some

stages and declare the stage I be scheduled beginning in Jan. 1999. Owing to the Bill of Petroleum and Refinery Industry now is

discussing in Legislation Yuan it can’t catch the liberalization progress. The Government have temporary revised current

regulation to release control on the aviation fuels, fuels, and LPG business under special permission base starting at 1st Feb. 1999.

After the deregulation of distribution and import/export of liquefied gas, the domestic distribution channel of LPG has drastically

changed. Besides China Petroleum corporation, there are eight privately owned companies entering into the LPG distribution

industry. The purpose of this research is to analyze the channel structure of LPG industry by using the viewpoints of transaction cost

and to explore the outlook of the distribution channel in the LPG industry. The research results are listed below： 1. There are two

channel types in the LPG industry. One is type I (China Petroleum Corporation ? Dealer ? LPG bottling plant ? LPG detailer ?

Consumer), and the other is type II (China Petroleum corpoation ? Dealer + LPG bottling plant ? LPG detailer ? Consumer). 2. In

the LPG industry, the dealers tend to upward and backward integrate their channel structures. 3. In the LPG industry, when the

variety of environment is high, the company tends to use the type I channel, when the fluctuate of environment is high, the company

tends to use the type II channel.
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