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ABSTRACT
The Taiwanese automobile sells the thoroughfare system environment along with the economy of change, faced a major change.
The selling system member’ s because of separate benefit dissimilarity, plus the result of[with] member’ s a conflict, will cause the
member’ s an interaction relate to badly, influence to sell thoroughfare of operation. And the automobile industry pulsation and the
public’ s daily lift are vitally related, and the thoroughfare member’ s an interaction relates to influence the distributor’ s service
quality to the consumer. So how the study know how to handle to communicate strategy can dissolve and quell the creation of[with]
conflict effectively, is the motive of this research. This research takes the automobile industry as a research object, hope by study
thorough interview thoroughfare of method through the quality, the distributor carries on understanding, inquire into the
automobile marketing thoroughfare a member a communication the strategy usage of relation. Expect to study by this, provide the
thoroughfare member of the automobile selling system, can understand how the valid usage communicates strategy, starting can
reach better communication result, and build up the research of[with] good thoroughfare relation. This research conclusion is,
automobile sell the thoroughfare system in, the business agent is because of controlling the opposite thoroughfare resource
advantage, with the result that the thoroughfare conflict causes to all originate pre-eminent one square. This research finds that in a
the usage relation that communicates strategy, the distributor adopts "adjust strategy" easily more, secondly is "cooperation
strategy", "evade strategy" and "compromise strategy".
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