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ntli ·ting e id n er a h nnel member' w r 

b i e f influen and the rei ti nship am ng the influenc trategi u ed within 

marketin channel dyadic relati n hip . Wher me r earcber have c me up with finding in 

up rt the i w th t a hannel member with a mparatively high level p w r utilize er-

cive trategi in influencing an ther channel member, ther have me up with finding leading 

rudi in ther channel y tern 

cored . 

Oat fr m a field tudy 

ite f the a e view h ld true. The need r dditi nal field 

indu tri and marketing envir omental et therefore under-

the ph t graphic pr due di tributi n channel egment within 

air bi city are u ed t inv tig te: (i the p rceived power fa upplier and the frequency with 

which they empl y the vari influen e . tr tegi (ii) the relati n hip between the perceived 

p wer the upplier nd the influen e trategi used and (iii) the relationship am ng the in­

fluen e trategi . The r ul the rudy indi ate that: n - ercive influence trategi were 

u ed m t oppo ed t the coercive on ; that upplier · with a I w level of wer rely m re n 

the use f n n - ercive influence trategi · p rti e relati n hip between frequ n y 

the n n erci e influence trategies and in nclu ive interrel ti n hip f the er ive 

trategi am ng other finding . enerally there eem t be a danger f generalizing fmding f 

ne channel tudi ther channel ntex . 
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HAPT R 1 

1.0 R D 

1.1 Ba 

Th w rd • hannel• i deri ed fr m the Fren h w rd r canal nn ting in marketing p-

pli ti n, path taken y g · ru they f1 w fr m the int f pr u ti n to the p in of pur h e 

and e e zan 1967:3). AJth ugh vari u auth r d n t define marketing hannel in a imilar 

manner the definiti n advanced tend t agree that "it i a et f interdependent in tituti n wh 

perfi rm the fun ti nee ary r the deli ery f fun ·ti nal,tem rat and patial utility t 

nsumer "(Dwyer et al. 1981: 104· Revzan 1967:3· St rn and EI-Ansary 1982:3). Within a market-

ing channel are anum er of marketing agen i and ilit t r wb p rm a ri f mark ting 

fu.ncti at vari us poin . 

Therefore,a marketing channel can e aid t e made up of vari u com nents. Revzan 

( l967:5). ti r instan e identifi u h com nen 

a. A eri of com pi icated c nne<.:tions between bu in 

uni by means f wbi h th center of marketing a tivity · e 

and ther elling a tiviti . 

units r gr up 

ted uch transfer f title 

b. A pattern of phy ical f1 w f the mm ity or mm ities inv lved which may 

m ve thr ugh different bu in unit arrangements. 

c. Pattern d ign h w tl w of tber auxiliary a tivities. 

A channel n a y tern mp ed of a eri f linkag which vary 

t the num er f links fun ti n t be perti rmed by each link and the entire f linkag 

me f whi h may be engaged in th primary functi n of mar eting wh reas other may functi n 

facilitating r auxiliary links. 

All in all marketing chann I deci i are critical t an rganizati n as they a ect all ther 

marketing deci i ns and activiti . r example, a firm' al ti rce and adverti ing deci i ns are 



highly depen nt n h mu ·h tr ining and m tiv ti n dealer an ther p r nnel within the 

rganizati n need. Chann I ded i aJ m y repr ent 1 ng term 

tier 19 : 2 ).Thu , a ph t graphic pr u m ker wh ign up independent dealer ell 

u t , an n t buy them ut then t d y and replace them with rnpany wned outle 

Channel rkjng relati hip tberefl r need t be ntr lied u h relationship may 

exert ub t ntial influence on a firm' internal a tiviti . r example the organizati nal tructure 

in the inti rmati n and cootr I y terns may b affected by hannel • nsiderati n 

ugg ted by me arti I and tudi (Little 1970· Ander nand aru 1984 . A firm th t util-

izes many agent middlemen may n t have the d ired ntr I ver i produ t inti rmati n and 

marketing functi n t enable achi vemeot f i goal and bjectives. 

H re ntr I i defined " the ability t predi t even or to a hie e a d ired 

ut me.Thi can be realized by the capacity to direct r c mmand the activity r bebavi ur of 

tber " (Little 1970:31 ). A change in the b ha i ur or perception of any channel member t ward 

a desired p iti n r g aJ by the c ntr lling unit could there re be interpreted evidence of ef-

fective 

rding t Little the b r need fl r contr I in channel f di rributi n ari em t I gl-

caJiy fr m 

f wer h 

urces f inefficiency irtherent in any rganizati n. In rder t reduce thi 

t be exerc· ed. 

me firm 

Thi research ught to tudy the power influence practices within exchange relati n hip 

between tw participants in a marketing channel- a supplier and a dealer. 

I .2 Definition r Term! 

1.2.1 p w 

A number of terms have een ed t cover a br a categ ry f human relati ns me f 

wbi h have b n cl ified in vari u typ n tably· power influen , authority per uasi o, di -
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n. in u ment. mpul i n.f r e and n (Dahl 1968·407). llecti ely, they ar 

terms th t ha een u ed t > re er t wer . Dahl in ut, the pow r term reti r t ; 

••. subset of relations among social units such that the 
b haviors of one or more units (responsive unit(a),Z) depend 
in aome circumstances on the behavior of other units 
(controlling unit(a),L). 1 

In thi br ad definiti n Dahl i qui k tc point ut that power terms in the ial ienc 

exclude relati ns with inanimate or even n human ~e . In ther word , they pread ver 

human relati ns only. 

Other definiti n f power have been advan ed (G ki 1984· Keith et al. 1990· Kn rr 

1973).Aith ugh the definitions are n t imilar there eem t be agreement that p wer i the 

ability t ev ke a change in an ther per n' behavi ur.In ther w rd it i the ability to cau e 

mething he/ he would not otherwi e ha e d ne. For example ne party L may 

influence an ther party Z in rder alter Z' ehavi r deci i ns r any ther efti t the 

desir f . 

In a marketing conte t ther definitions of the power concept have been cited. r in-

tance Kale (1986 argu that 

"The level of a source's power over a target is based on the target's 
dependence in the channel relationship with the source . " 2 

1. The letters Z and L have boon used here to ymboliz.e the depend nt unit and tb con-

trolling unit pectively in tb di ion of the power concept. 

2. "Dependence· i defined a the degree to which the target finn needs to maintain 

relationship with the source in ord r to a hieve i d ired goal (Kale 1986 . 

3 



Fr m th e d finiti n part L ~ uld n e power er an tber part Z depending n the ex-

d finiti n th t h b n widely cited in marketing literature i that by EJ-Ansary and 

tern . T them~ 

"··· the power of a chann 1 member is his ability to control the deci­
sion variables in the marketing strategy of another member in a given 
channel at a different level of distribution. For this control to 
qualify as power, it should be different from the influenced member's 
original level of control over his own marketing strategy" (El-Ansar y 
and Stern 1972:47) . 

The definition by El-An ary and tern was ad pted in thi tudy it captur the market-

ing mix variables. 

1.2.2 Jnnu 

Inter-Firm influence anemp me m dificati n of the target firm' behavi ur 

either dire dy r indirectly (Frazier et aJ . 1984 . lofluen e h further been defined as a eri f 

actions that ne initiat that are intended to get another per o to d mething (fosi et al. 

1982). When one is able t influence an ther per on power h been exerci ed (fo i et aJ 1982; 

Frazier et aJ . 1984). A u ed in tbi tudy, influence trategi will, there~ re imply the mean 

thr ugh whi h power i exerci eel . 

1.3 tatement r th Pr blem 

Previ u tudies indicate a ntr ver y in power-influence relati n hip in a marketing 

channel f di tribution.Wbereas me researcher have me up with finding in upport f the 

view that high power pr m t the u e f erci o (Dwyer tal . 1981 Kale 1986· Keith et al. 1990 

and o on) tber have come up with opp ite finding t the effect that firm with a high level f 

power utilize n n-coercive influence trategi within channel relati nship Frazier and Summer 

1986 1984 . C mmon e e eems to up rt the former view. That i a firm with a high level f 

4 



\\ r w uld b rt r pr ur in i influ n att mp . H w ry t g t 

m r uir ram. r e pie, erv~ by Ham ri (198 :25), 

fth the en ir nm nt and the type f 

pe tim . • Thi view h aJ been up rt y a num er f 

fr m previ u hannel tudi n wer e generalized t marketing chann I in 

the Kenyan ntext. uch a tudy h ever been ndu ted in Kenya far the current 

r earch r kn w . 

Thi tudy there~ re ddr ed i el t the key qu ti n of the relati nship between up-

plier wer and i influence trategi within a upplier-dealer relati hip in the ph t graphic 

pr du marketing hannel within air bi area. 

1.4 Obj ti v f th tudy 

The tudy had the ~ II wing three b ic bjectiv ·(1) t measure the perceived power f 

the upplier and the frequen y with which the vari u influen e trategi have been u ed,(2) t 

determine the relati n hip that may exi t between the perceived m ured p wer f the upplier 

and the influence tr tegi u ed and (3) t tabli h the inter relati n hip between the influence 

trategi u ed. 

1.5 Impor tan of lh tudy 

. Thi tudy i n t nly im rtant but aJ n ary ~ r firms that want t contr I their mar eting 

hannel .They need under tand me of the i u that are addr ed. Other cb noel member 

may aJ enefit thr ugh under tanding their r I in bann I perati n and the relati n hip / 

ithin hannel y tems. 
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.The 

hip 

tJ gi e dditi nal e id n e o and their relari n-

p rti ipant in mar ting hannel and hen e will indi te the extent t which 

th t are r~ rted and th e that have be n r ned in pri r r earch rudi can 

e g neral ized . 

.It i a1 h ped th t the finding the tudy will timulate further res rch in thi area. 

1.6 verview f th tud R port 

The tudy i in five chapt r . Chapter ne which b already been vered intr duces the 

ubject matter o the tudy. The nd hapter, presen a review of literature n channel truc-

tur they rei te t managerial c ntr 1. the theory of interp r nal rei ti n it relat to tw 

channel member p rti ipan w r and hannel conflict within marketing channel and the final 

ecti n f the chapter i a review of empirical evidence fr m pri r tudi , and pr po itions on 

power and influen e trategi . 

The third chapter detail the method I gy u ed in the tudy.Here the p pulati ns f inter­

t, perati nalizati n f the nsrru ts of inter t the data llection and analy i pr edur are 

di c ed . 

The ti urth h pter i a pr entati n of the finding f the tudy whereas the final chapter 

ummari and di cu the finding of the tudy.The limitations of the tudy and ugg ti ns for 

further r earch areal discu sed in the fmal chapter. 

6 



HAPTER2 

2.0 LI R 

2.1 lntr du ti n 

In thi h pter, general review f literature n hannel tructur i d ne t enable an 

und r tanding f the vari u intermediari which may align themselv in a marketing channel. 

Given that the fi cus the tudy w n the t f relati hip etween perceived 

power and influence in a dy die relati nship within a marketing channel, the theory of interper-

nat relati ns i reviewed and ummarized it in ut t ex bange relati hip etween tw 

parti ipan thr ugh their intera ti n. 

Due t exi tence f power tru tur in marketing channel channel mem er may n-

tinu u ly truggle am ng t them elv they try to influence ne an ther. The literature on the 

relati n etween p w r and hannel nfli t in di tributi n channel i therefi re ummarized and 

pr ented. 

The final ti n of the literature review i on p wer and influence trategi .Empirical 

eviden e fr m pri r tudi i pr ented and vari u pr p iti ns on wer influence relati n 

pointed out. 

2.2 Chann I tructur 

Brayer (1967:20) defines a marketing channel as a "man-machine" y tern thu it i corn­

ed f human being and mach in together with relati n hip etween the human eing the 

m hin and their attri ut . All the linkag and the vertical equence f trading ncern in a 

marketing channel ridge the gap etween producti n and the nsumer. 

The vertical iti ns of the trading n erns are referred t "level ", fi r example the 

pr ucer level and the wb I aler level. A ertical ecti n b rt f the entire length f the channel 

i referred t a • egment• fi r example pr u er t wh I aler r wh I aJer t r ailer or 

7 



pr u er t v.h I alrt r t il r d on. middl m th fun ti n ring-

ing th pr title I ert th final buy r th re re • n tirut 

h eb n identified im rtant in th cl iti ti n f evzan 

.Th in lu e: I) The number f li (intermediari aJ knwn length 

channel (2) The rei ti e level f im rtan e r iti o within the entir marketing 

fram w r , (3 The typ f man gerial ntr I mani ted 4 The breadh f bu in p n tr ti n 

pr en ted , and 5) The typ parti ular n ern and inter t in thi tudy i the cl -

ificati n ed n managerial ntr I . 

2.2.1 Ch nn I Cl ification by T pe f nlr I 

In thi cl ificati n, hannel are identified as t the channel mem er wh h ntrol 

ver bann I a ti iti and bannel member . Revzan (1967:7) ubdivided u h channel cl ifica-

ti n int pr u er contr lied wh I ale middlemen contr lied and retailer middlemen c ntr lied . 

A further u -cl ificati n can be made within the gr up basing n the type f h riz ntal and 

vertical integrati n in the channel. 

A h rizontally integrated hannel wiJI in Jude channel mem er wh handle the arne 

product rtment but are ntr lied by a ingle channel member and th e hannel mem er 

th ugh handling complementary pr duct lin r unrelated pr du t lin r a mbinati n f the 

tw , are managed and ntr lied by a ingle bannel mem er. 

Within a vertical ly integrated bannel f di tributi n are tw typ f hannel arr nge-

men , whi b can be further ubdivided iot ari u ubgr up . The fir t type f channel arrange­

ment i where the vertically integrated firm ntr I a number f different perati n in pr u -

ti n and/ r marketing of imilar g d and rvi . Thi type can be further plit int (i) back­

ward verti aJ integrati n ti rm where the ntr lling bannel mem er i the m t cl e t the n-

umer within the channel arrangement r example, retailer contr lied· (ii F rward verti al in-

tegrati n rm , where the ntr lling channel memb r i farth t fr m the c n urn r than ny 

8 



ther hann I m m er fl r e ample. pr u tr c ntr lied; and (iii} a c m inati n 

gr up . 

the etw 

The 

tary verti 

nd type f ertically integr ted channel arrangement i one where a mplemen­

ly integr ted firm c ntr I di erent pr u ti n and marketing functi ns f c m-

plem otary pr uc at di erent le el . Thi type f arrangement can e further ubdivided im 

three gr up namely· the divergent fl rward variety where a bannel member begins with ne r a 

ew comm diti and then divid them int numer u mplementary pr du they fl w 

t ward the c nsumer, the nvergent ba kward variety where a hannel mem er pr due and f-

er ne r a few g d and ervic and the fl rward parallel variety where a channel begins with 

a number f mplementary pr ducts whi h are then put in the channel with ut any chang 

A general cl ificati n f vertical marketing y terns i that that chara teriz them 

rp rate admini tered r contra tual (Stan~ n et at 1977:417 and K tier 1988:545-550}. Inc r­

porate vertical marketing y terns producti n and marketing are wned and d ne y the arne 

company. In ad mini tered vertical marketing y tern , producti n and marketing a tiviti are 

rdinated by a ingle d minatiog hannel member as pp ed to contractual vertical marketing 

y tern where channel member are b und together by c ntract t enable ec n mi 

rdioati n. Here three types of contractual y tern can emerge namely· wh 

v luntary chai , retailer owned perativ and franchi e y terns. 

In additi n to the horizontally and vertically integrated hannel arrangernen a combina­

ti o f the tw can e fl und .F r example a h rizonrally and vertically integrated firm that c ntrol 

vertically integrated channel member handling imilar pr ducts at different level r where the 

contr lied vertically integrated channel mem er handle mplementary products. 

At thi juncture it i at o apt to di cu the variou ta ti u ed ~ effect ntr I r achieve 

the vari u fi rms of integrati n as di ed a ve. Revzan (1967) p ints out that uch devices 

that w uld ena 1e integrati n are· acqui iti n f wner hip and management f ther channel 

member y the controlling unit. Control may al be a hieved tbr ugh wner hip f the paten f 

9 



pmdu\;ti n r It' I way of ntr I can be a hieved 

thr ugh ivc: e pr m ti n by an 0 en ·y in the hannel d i0 ned t enhan e the agency' 

contr I ver a ecti n or the entire chann I r example thr ugh p ~~caging inventory or brand 

label p lid . Other b for inti rmal in egrarion will in ·tude ·red it arrangemen , u e of legal 

to I uch e:<du ive dealer franchi e ·ontra · r ale pri e maintenance agreemen and artels. 

The variou hannel tructur di cu ecl in the pre eding se :tion can be summ rized as in 

figure I. 

Figure I : Simple to Complex Channel b} Extent of fanagement Control 

Key: 

Non-Integrated Integrated 

p 

p I 
l W-R 

~ c 

1 

c 

2 

P - Producer 
R - Retailer 

p P, 

I I~ 
w <;;: 

I I 
R R 

t .J, 
c 

3 4 

B - Broker/Selling agent 
W - Wholesaler 
C - consumer 

Jr ~~~~ _j, t 
c c c c c 

5 1 2 3 4 

Integrated types: 
Nos. 1 & 4, - Producer - owned or controlled 
No. 2 - Wholesaler - owned or controlled 
Nos. 3 & 5 
Nos. 6 & 7 

- Retailer - owned or controlled 
- Consumer - owned and operated 

p p I p I 

I I I I I 
I I 

I ·w I I 
R w ~ c 

5 6 7 

Adapted from Revzan D.A,"Marketing organization through the channel,"In Mallen 
E. Bruce, The Marketing Channel: A conceptual view point, John Wily & 
sons Inc, 1967, pp 6. 

To maximize benefits t all group concerned (produ ers, middlemen and c n umers), a 

channel of di tribution hould be treated as a unit or a sy tern in totality (Stanton et al. 1977:344). 

A a y tern a channel will include all the marketing organizational units of a manu fa turer a well 

10 



th the middlem n u ed by the manufa turer. C equently need ari ti r c rdin ti n 

th manut turer' a tiviti an th e the middlemen in the di tri uti n fa pr uct. 

Th re~ r , y virtue f the fa t that a di tributi n channel i made up f independent r-

g nizau n , it h b n und t e true that wer tru rur will exi t within the channel 

( tant net al . 1977:344). Wh t ~ II brief d. us i n tw n tw parti that 

intera t ~ r e h nge pu 

2.3 Inter Tb ry ( · aJ Ex chan e Th r 

The th ry of interper nal relati n was fir t ited by Thibaut and Kelley in 1959. 

Drawing heavil n Thibaut' and Kelley' w rk Ander n and Naru (1984;1990) further ex-

unded n it. In their w r , Ander n tal . (1984), di cu ed ex hange relati n hip between tw 

parti ipan for xample a di tributor and a manufacturer b ing on their intera ti n . The basic 

t I f anaJy i they u ed fi r the dyadi interactions was the utc me matrix, h wing each 

parti ip nt ehavi ur and the r ultant outc me of each behaviour depending n the behaviour 

f other parti ipant . Ander on and aru ' model i presented in figure 2. 

11 



Figure 2: An Illustration of an Outcome Matrix 

MANUFACTURER 

Provide product Provide product 

Literature and literature and technical 

Emphasize sale 

effort for 

product line A 

s 

. 

DISTRIBUTOR 

Emphasize sale 

effort for 

product line B 

s 

. 

technical sales support sales support for product 

for product line A. line B. 

I' 
' 

i', 

' 
5 2 

' ' ' ' 
' ' ' ' ' ' ' ' 

' 
5 ' 2 ' ' ' .... ' ' ' ', ' .... 

3 
.... 

5 ' ' ' ' ' ' 
.... 

' ' ' ' ' ' 
' ' 

3 ' 5 .... 

' ' .... 
.... ... 
', ' 

Sour e: Anderson. James C. and Narus, James A, " A model of the distributor's per pective 

of di tributor- manufa turer working relationships," J urnal of marketing, FaJJ 1984 pp 63. 

In the matrix ea h cell repre ents a possible event with the manufacturer' outcomes ap­

pearing above the diagonal of each cell whereas tho e of the di tributor bel w the diagonal. ln the 

illustration the manufacturer would prefer put emphasi on product line "A" while the di -

12 



re ·a·. H w 

·s· if th up 

i w b b n up 

ter r instan ·e 

r And n et at . (1984 n ted that th 

ne pr u line thr ugh aving n t 

in luding eb ter 

ugg th t the ut me fa al call will 

dep nd n h w w II the tw participan in the ale fulfill their need and g at . 

T evaluate utc m fr m the relati hip a mpari n level and a mpari n level r 

al ternativ are I ked t Ander net at . 1984:63). A defined by And r n et at. (1984·1990) 

the mpari n level "a tandard repr enting the quality f utcom the di tri ut r 

manufa turer) expec fr m a giv n type f relation hip, b ed n pr ent and p t experien e 

with imilar relati hip and kn wledge f ther di tribut r ' (m nufa turer in imilar 

relati hip . " The c mpari n level determin the attra tiven f the relati nship and the de­

gree f ati fa ti n the participant experien fr m the relati n hip. By contrast the c mpari n 

level fl r alternatives i " a tandard representing the average quality f utcom available fr m 

the t alternative exchange relati n hip. " Thu it repr ents the 1 w t level f ut m a 

manufacturer r di tributor may accept and continu being in the relati nship ( Ander n et at. 

1984:63). It · n ted h wever that there could be better alternati but ne ch t remain in 

the pr ent relati nship ecause o very high ial em ti nal r legal c t be entailed in 

m ving t the etter alternatives. 

Given the defmiti n f mpari n level by Ander net al. the c ncept f p wer i evident 

in u b relati hip . Thu power i the abiJity of one party to affect an ther party' behavi ur 

thr ugh interacti n. U e of p wer in a di tributor - manufa turer r uppli r relati nship i there­

(! re nly up t< the point that the ther party' ut m are n t redu ed far el w the compari n 

level elow the mpari n le el of alternativ , the parti ipant 

may ch e t quit fr m the relati n hip Ander net at. 1984:64). 

To t t the m el Ander n and aru (1984) urveyed di tributor f electr ni m-

oen and empl yed a trucrural equation meth I gy f analy i . It was (! und that the per-
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cei ed d nd n e the di tri ut r u n the manu rurer ut m given the c mpar" on 

lev I u n manu{ ur c ntr I. Their fiodin h we er 

m in· n lu iv al e t. H we er, they und 

the perceived depeoden e f the di tri ut r u n the manufa turer n ati 

ntr I. nitive 

given w r in relati hip with a manufacturer compared with e p 

( ut m given mpar· n level) w fi und t ignifi tly explain perati n 

In a very recent tudy Ande n and aru 1990 d el p an ther m el f di tribut r 

firm and manuf cturer firm w rldng partne hip n the b 

th ry and int r rganlzati nal exchange behavi ur ( Ande 

f previ us w rk in ci I exchange 

n and aru I 84 . T t t the 

m del , a multiple- in rmant r ear h meth was used within di tributi n firms and manu fa tur-

ing firms drawn fr m . Five comm n relati nship were 6 und between 

the di tri uL r firm and the manu a turer firm tructural m el . The rudy revealed that di -

tribut r firm and manufacturer firms hare imilar per pectives on the p itive effe t f relative 

dependence n influence by the partner firm the po itive effect of utc m given c mpari n 

level n perati n and the p itive rrelati n between communicati n and ut m given 

mpari n level. It w aJ 6 und that manufacturer and d. tri ut r appear t have imilar 

per pectiv n the iti e effect f mmunicati n n perati n an the p itive effect f 

perati n n tru t. 

E ective relati n hip etween tw parti ipan in an exchange relati n ill have enefi 

t redu interper naJ ntlict f inter pr vide mpr mi e luti 

that are r dily a cept hie rna e p ible better given utcom reduce intraper naJ uncertainty 

and facilit te interper nal rdinati n ( Anderson et aJ. 184:64). T a hieve the nefi it i 

neces ary that ea h participant underg me trans6 rmati o pr by means f th 6 nnaJ 

and inti rmal mmuni ati n pr c . In a aJ context the critical objective f uch communica-
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ti o w uJd e t reate a fav urabfe rieo ti n erween the tw 

lnter i n th ry w uld tberefi re predict that an un u iaJ enc unter b tween par-

ti ipan be attri uted t J k f hi ed ymmetry whi h w uld lead t te i n r lack 

perati n. 

2.4 nflict and Cooperati n in Marketing Chann 

2.4.1 Confli 

As utlined earlier the y terns ncept f di tri uti n requir c perating channel mem-

ber . Howe er becau e p wer tructures d exi t in trade channel , and channel member may e 

interdependent functi nally a truggle g on continu u ly am ng the mem er usch 

1976:382 . The truggle r ults in tension between the member . Tension between two r m re 

ciaJ entiti individuaJ gr up r larger rganizati n ) i ntlict ( Gaski 1 84: II). 

Tensi o ari e due to incompatibiJity of actuaJ or desired r p n es. ActuaJ or d ired 

resp ns ugg tive of a behavi uraJ and a perceptuaJ dimeo i n which i a mm n tax nomy 

in cl ificati n f conflict int tw or m retypes ( Gaski 1984· Pondy 1967· Br wn et aJ. 1981· 

MaJien 1967). Gaski (1984) fi r instance, higbJigb manifest conflict meaning vert acti n and 

underlying conflict meaning that inv lving interper oal attra tions inter ts and desir . 

In a marketing channel ntext conflict bas been referred to as: 

..• (1) a feeling of stress, tension or hostility of one channel member 
toward another (affective conflict) and (2) the antecedent conditions of 
conflictful behaviour (latent conflict) (Lusch 1976:383). 

In a m re general e e c nfli t can be tb ught of a bebavi ur resulting fr m apr ces 

in which ne party ee advancement f wn inter t in intera tion with ther parties thus 

manif; t c nflict. A pointed ut y Lusch 1976:383) manifest conflict io a channel of di tribution 

may take the (! rm of ver al r written excbang f di agreemeo wbi h wiJI vary in frequency 

and inten ity ween channel m m er and the importan e f the conflict i ue. 

15 



2.4.2 P w and hann I nni t 

A numb r h e ntributed t ward lhe th ry • nflict in mar eting 

annel nflict ha e eeo e amined lhr ugh di erent r ear h d ign nd 

ing . m of the pee that ba e eeo inv tigated include: C nfli t man ement within di -

tributi n hannel (Stern et al. 1973· Hunger et al. 1976· and R n erg 1974); the relati hip 

b n hannel nflict and inter rganizati nal rdinati n (Prud n I 69)· n rure f di tri u-

ti n chann I nfli t and the relati nship between channel c nflict ati a ti n. p r rmanc and 

w r within hann I R enberg and Stem 1971· L b 1976· and G ld 1984) nd ntlict 

m urement in di tributi n channel ( Brown and Day 1981 ). Becau e the ~ u f lhe tudy w 

n power and influ n e trategi relati nship the review in thi ecti n will e limited t the 

relati nship tween channel nflict and banoel power. 

In a Jan m rk ntri uti n in rating confli t in the analy i of channel p wer Lu ch 

1976) analyzed data fr m a nati naJ rudy on manufacturer- dealer relati ns in the aut m ile 

indu try in the united tat and ti und ut that b th non-coercive and ercive urc f p wer 

have a ignificant impact n the level of conflict that dealer may have wilh their manufa turer 

( upplier . He ncluded that non- ercive ources tend to reduce intrachannel c nflict as p­

p ed t c ercive urc wbich tend t increase the conflict. 

The view that tbrea f rei n a resp nse to nflict tend to inten ify and in r 

frequen y ntli t h at een upp rted by ther r ear her on the c nflict pr (P ndy 

I 67· R en erg 1974· R< enberg et al. 1970 nd ther ). The implicati n i that if L i likely t 

u e ercive wer means when Z d n t operate the result will be m re frequent and intense 

nflic between Land Z in the future. T the extent that L u es les ercive ur f power on 

Z L will have I frequent and inte e nflict with Z. 

II wing Lu ·h' 1976 w r Etgar (1978 criticized the conclu i ns m de by Lu cb n 

the gr und that the finding Ia ked clarity n the directi n of the relati nship between the u e f 

wer urc nd channel nfli t. Etgar argued that exi tence of hannel conflict cau generate 
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h nn I nfli t. unh r, he inted ut tb t e f w r in hann I ·i id ntified an end 

r ult rath r th o intra ·nann I nfl i • 273 . Th , u pow r in hannel i 

r hann I nfli itu ti n. ln Etgar• article, h inted ut th t th re c uld b a 

th rei ti nship tween nfli and u e of wer in marketing ·hano I 

ver tim , in th t di agreem ot may p v Ice a mild attempt at erci n I ding t 

f the nfli level and there(! re r uJting in m re punitive ti n by the fir t party tgar 

I 78:274 . Etgar · n luded that Lu b' nclu i ns that ercive wer lead t m re intra h n-

nel nfli t 

power­

Latter Lu h I 978) in a reply tJ Etgar' critici m. re iewed e iden e in marketing litera­

ture and di mi ed Etgar' tatement that "the use of wer i an end r ult f nfli t " being 

highly pe ulative and in i tent with the evidence in channel conflict pr c literature. B ing 

n the available evidence in the literature Lu h reaffirmed hi tudy (1976) nclu i ns that· 

and th t the threats of erci n as a resp n e conflict tend t inten ify and 

in rease the frequency f conflict. 

In an ther rudy of the relati nship between p wer and the urces f wer in a 

franchi er- fran hi ee channel f di tribution f fast fo d Hunt and evin (1974) examined the 

equenc franchi er utilizing coercive ver u n n-coerci e urc f p wer and fi und 

that fran hi r rely primarily n ercive urc than n n-coercive urc achieve wer ver 

their ranchi e . If thi re ned finding h ld true for all d. tributi n hannel then new uld e 

driven t f the tw wer ur ercive ver u n n-c ercive), ercive urc 

w uld have m re imp t n intr hannel nflict than then n-co rcive urc . The r ul f the 

tudy al pr vid e id nee that c equen f exerci ing power in a channel f di tri uti n 

depend n the wer in u e. Hunt and evin con luded that franchi ee ati fa tion i 

incr ed i fran hi e 

power. 

rcive urces and I on the ercive urc 
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In th r ugh1 well r ear bed ani le b n r iew the n eptual undati n 

pr ided y beh vi ural cien e and empirical t marketing bann I lit rature Gaski 

(l9 4) d vel ped an int grated vervie f the tatus the lh ry f power and nflict in 

mar ing h nn I . Vari u pr iti ns r clarificati n and th retical devel pment were 

ed. me the t table pr iti ns are: 

"Exerc· ed power thu actually altering a bannel member' b h vi ur will decrease the 

ati fa ti n of that channel mem er and increase intra hannel c ntlict." 

"Unexerci ed power will in r e ati fa ti nand decrease intra hannel nfli t"(p 24). 

"The pr ence f untervailing p wer in a channel will in r ·e intrachannel nflict and 

deer e the a i fa ti n f the channel entity p ing the untervailing wer" (p 26 . 

"In a channel dyad, one entity' percepti n of c ntlict ati facti nand performance will be 

inver ely related t the per epti n re rted by the ther bannel ntity" (p 27 . 

2.5 Power and Innuence Strategi 

2.5.1 Power 

P wer bas been con idered central t under tanding the way thr ugh which a channel 

mem er can change r m dify the behaviour fan ther channel mem er within a given marketing 

channel (Hunt et al. 1974 . The ncept f wer in marketing literature has been tudied sin­

gularly r in com inati n with ther con true (Hunt and Nevin 1974· Etgar 1976· 1977· 1978· El­

An ary and Stern 1972· Gaski 1984; 1986; DahJ 1968 and many other ). However much of the 

ntri uti n t ward nceptualjzjng and p rati nalizing the construct tern fr m r earcher in 

behavi ural cien (Emer on 1962; Boo rna 1976; Dahl 1968 e.t.c.). 

Emer n 62 in a paper entitled "Power- Dependen e Relati ns" devel ped a theory of 

p wer relation in an effort t re olve me of the ambiquitie urr unding "p wer" 

"auth rity" "legitimacy" and p wer " tructur . " In hi contri ution Emer n caJJed (I r further at-
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tenti n t the intera :ti n pr c t I te car fully the t r leading t per ei ed power and 

dependen in 

lnth 

nditi ns under whi ·h 

arne ein Dahl (1 68 while writing o p wer 

wer can e empl yed. 

inted ut that "the gap b tween 

ncept and per ti n I de miti n i generally very great th t it i y t ee the relati n be-

tween the erati n and a tract definiti n of wer." ln the articl DahJ n ted that different 

operati naJ measur d n t eem t correlate with ne an ther and henc tudi n power may 

tap different n ted that every measure pr po ed engen-

dered c ntr ver y veri alidity. 

fir t attempt t empirically measure power relati n hip within . pe ific channel of di -

tributi n w thr ugh a field r earch by El-Aosary and tern (1972). They measured power 

relati hip etween wh I aler and deale in the beating nd ling equipment upply chan-

nel in Franklin c unty Ohi and devel ped a model £ r wer measurement b ed n multidi -

ciplinary contri uti n. Them el defined power as "the ntr I that ne channel member exerts 

over the election of particular elemen an ther' marketing trategy."EJ-an ary et at. measured 

p wer relati n hip within the channel by gauging percepti ns and attribut individual channel 

member . Interest wa n rhe relati n hip between percepti f p wer the 

relati n hip between p wer and dependence and the ourc f power. ignificant relati n-

hip were fi und. They concluded that p wer was diffu ed within the y tern tudied. lnspite f the 

finding the m el devel ped led t further empirical anaJy i of wer relati n hip in di tribu­

tion channel (Hum and evin I 74; Etgar 1976). 

Following El-An ary' (1972) finding Hunt and evin (1974), empirically ed the 

relationship etween p wer and the our of p wer in a channel f di tributi o that h a well 

defined power tructure (franchi er - fr nchi ee channel) in the fast ft d restaurants. The results 

f the rudy indicated a ignificant relati n hip between the p wer of a channel member and the 

urces of power availa le t him. S me franchi er were ti uod t rely primarily n ercive 

urces of power to achieve wer ver their francbi 

19 



In tb m vein Etgar 1976) made an ther att mpt t m ure in n-

venti imilar ~ th t ed by EJ-A ry and t rn 1972 b ing n lh ~ 

tht m ure in mar eting chann I h d b n r EJ-

1972: Hunt et al. 1974). The tw tudi h we er di red in their finding . Th di -

feren e w ttributed tb difference in the hannel tudied ( a nventi naJ hann I and 

ntra~.-ruaJ chann 1). Etg r' rudy h we er differed fr mEl- ary and tern' tudy in th t 

ru m ntr I i tead anri uted power were u ed m ure wer and ntr I 

w viewed the power urc available t the influence and the c untervailing 

cap ity f the influen analyzed fr m a mail urvey fa rand m 

ample f independent i uran e agen perating in Cali mia and C on ticut. A 19% r p nse 

rate w r rted. The finding the rudy h wed that m ur f in urer • p wer are rre-

I tc:d ignificantly with m ur f insurer I power urc agen I dependency and agen I un-

tervailing wer. They n luded that the wer fa channel leader i a r ult fbi contr I ver 

me power urc I and f dependency f lher channel member up n him and that uch p wer 

c n be ff et y the untervailing p wer available t the channel member . 

Di tributi n channel like ther organizati nal e 3 are affected by chara teri ti f their 

envir nmen (Etgar 1977:69). In rder t urvive and ti r the channel mem er t achieve their 

g al , the envir omental effec h ve therefl ret e r p nded t . A tated by Etgar (1977:69) 

".. . ignificant relati nship a1 etween the cbaracteri ti of a hannel' envir n-

menl and them used ti r hannel dmini trati n. • 

In a urvey of dealer perating in eight different di tri utive channel and wh ell dif­

fi rent pr uc ,Etgar ( 1977) expl red the relati n hip between elected en vir nmental fact r and 

3. A ico 0 r mi-au nomo organiz.ati ns which 

o rate a unit (Etg r 1977:69). 
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the mr I tru rure in di tri uti e ~.:hann I . F ur en ir run ntal v riabl r n tin th ch ·-

f d mand, t hn I gy, an im rchann I mp titi n were rr I ted with ur th r! 

I vari ( tr tegi mar ing li y m ·ng, rd ring 

poli i htp with u plier and elling ). 

In hi tud Etg r (1977) dr f th degree t hi h di tributi n hann I 

dmioi t red by bannel m m er ( bannel lea er).4 The ability 

e n mic. and P ych I gi I r ur wbi h are widely defined urc r 

ur r b tgar 1977; 1978; Little 1970; EI-Ansary and tern 1972; Hunt and evin 1974). 

Accru f w r r urc t a channel member may be the r ult a variety f ndi-

ti ns (Etgar 1977:70). A rding t Etgar, a hannel mem er gains a p wer urc duet 

th p ci 1 char teri ti , xperien e, r hi tory of hi firm and i management. Alternatively, 

the p wer ence t) will retl t the patti ular chara teri ti f the envir nmental 

[I rc impinging n the h noel. Su h envir nmental fore are demand c mpetiti n, techn I gy 

and legal nstr in . Further, it will al reflect the channel member ability t capitalize up n the 

envir nm ntal (I rc and mitigate their effec up n ther bannel mem er . Etgar further 

pointed ut that, the p wer f a channel member may reflect th envir nmental and hi wn 

char cteri ti . The ve relati n hip are m eled in figure 3. 

4. hann I I d r 1 a mem r wh tipula marketing polici to th ther channel 

m and wh may ntr I dar tly me or all of th ir deci i and activall Etgar 

1977:69). 
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Figure : A m d of Power anc.l C ntr I. 

Environmental 
factors: 

1.0 mand 
2 • Competition 

\ 
Power sources of 

J. Technology a channel leader Level of control 
4.Legal constraints !.Rewards \. of a channel 

2.Penalties 
r 

leader 
3. Expertise 

Member-specific factors 

I 
4.Referent 

l.Channel position S.Identification 
2.Channel experience 
3. Size 
4.Econom c success 
5. Financial resources 
6.Manpower resources 
7 .Know-how 

Source: Etgar Michael, "Channel environment and channel leadership," Journal of 
Marketing Research, February 1977, pp 70. 

Fr m the fim.ling of Ergar's (1977) rudy channel leader exerci e more control n their 

hannel when their produ ·r is in maturity or p st maturity stage when inter hannel competition i 

high, when ervicing of customer is of greater importance, and when demand for the product 

marketed thr ugh the channel i unstable. However, Etgar pointed out that other fact r 

(. upplier- pecific fa tors) may explain the variance in the channel leaders power than the environ-

mental fact r . Another limitation to the rudy was that. not aJJ environmental factor were ex-

plored. Etgar' tudy h wever offered good insight to understanding channel administration by 

pointing out when channel leaders emerge why they emerge and·conditions under which they can 

e sue ful. 

In a rudy t explore the differential impact of two different types f p wer our e ( 

Econ mk urc - reward r penalty and • on-Economic ources - expertise referent and/or 

legitimizati n) on upplier' control over their distributors Etgar (1978) analyzed data that wa 

empirically obtained from a multi-channel context, and found a positive regression coefficient of 
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lh~ rew rd and p~!nalt · (lO\ ~r our . while lhat of the oth r p wer urces w· negati e. They 

onduded that " the e n mic p wer sources appear t contribute more to generati n of channel 

power than tlo the non-economic pO\ er ources. • The e finding are in upport of the finding b 

Hunt and evin (1974). 

In a tud] of the ource and ·on equences of utilizing p wer in a channd of di tribution. 

Hunt and evin (1974) categorized the variou power sources int two: C ercive s urce and 

on-coercive ource . Other r earchers eem to e in agreement witb uch dru ificati n it has 

been widely u ed in marketing literature (for example Lu h 1976; and G ki 198*). 

Coerdve p er involves p tential puni hment as opposed to non-e er ive ources of 

power (reward. legitimate, expert and referent) where an individual wiJlingly yield p wer to 

another (Hunt and e in 1974). These ategorization an be presented diagrarnaticaJiy as in figure 

4. 

Figure 4: A Hodel of Power 

Reward 

Expertise 

Referent 

Coercive 
sources 

Non-coercive 
sources 

Source: Hum, Shelby D. and evin John R,"Power in a Channel ofDistributi n: Sourc and Con­
equenc , Journal of larketing Research May 1974, pp 187. 

A party in the channel stru rure will derive its power over other pani in the hannel 

relationship from bas of p wer p essed or lhat the party has control ver (al o known as 

ources of power). Popular clas ificati n of the bases of power have been advanced (Ga ki 1984· 

Keith et al. 1990· Dahl 1968; Lusch 1976· Etgar 1976; 1977· Hunt and Nevin 1974; and other). 
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rding t G i 19 4: 10) and aJ Lusch 1976:384 , the b p wer re: (I) one 

party' Z' ) p r epti n that an ther p rty (L) h the ability to medi te reward ·; (2) z• percep-

tion that L can medi te puni hmen · (3) Z' per epti n that L h legitimate right to pr cribe 

behavi ur ; (4) Z' identifi ati n with Land (5) Z' per epti n that L h me pecial kn wledge 

of expert] . The urc f power have been d ignated reward. er ive, legitimate, referent and 

expert power r pectivel y. G k.i further argues that power i con idered a functi n f the percep-

ti o f the p w r b n the part f the party ubjected t the power. It h al n fl und that 

z· resp e m y depend n the b e f wer u ed by L in a tivating th wer (influence 

eith et al . 1990: 0) The wer influence relationship can be depicted chematically in figure 

5. 
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Ft •un:: . The Rel;~ti n hip Bc:l\\..:cn 8 of Po~A.c:r ,Po~u and Jnlluc:n 

8 Sc.'> o p \A.tr 

I.Org· nizati n I F tors 

Formal authority 

Or aniution I tion 

ontrol of information when power 

(a force) t--...;..ac...;...t.;...iv_ated...;.._..-• '--i'J mfluen e I 
kc:y pe pie 

•control of a · • to }itld 

c:ived control 

over future 

2.Skill and c:xpc:rtise 

3. Personal qu htJe! 

chari ma) 

Adapted from: Hemry L. To i and Stephen Caroll, 1anagement John Wiley & Son , Inc. 
S~ond Edition, 1982 pp 357. 

2.5.2 lnfluen trnt gies 

Communication i imp rtant in marketing bannels for both co rdinating of variou chan-

nel member a tiviti and as a me n thr ugh which ootrol is executed. observed by Mohr and 

• evin ( 1990:36), "c mmunicati n in marketing channels can serve as the pro by which per-

uasi e informati n i transmitted, parti ·ipative de i ion making i fi tered, pr grams are or-

dinated p wer i exe uted and commitment and loyalty are encouraged." 

While exi ting field tudi have tended to fo us on power our es of power and conflict in 

channel relationship (for example Brown et al. 1981; Lu h 1976· Etgar 1976 1977, 1978· Hunt 

and e in 1974, El-An ary and tern 1972), little attention has been given to the manner in which 
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tirms th t h ve quired wer · ~r th r firm utilize it influenc tr tegi f th n-

tributi n h re h been indire t ( ngelmar et al. 1978; wyer tal. 1981· G ki 1986· and M hr 

et al . I 

ti 

with thee pti n f ti w re ned tudi whi h n rned ped t ally the pplica-

razier et I. 1984 and Keith et al. 1990). 

ln an e rt t me up with a I gy ti r capturing bargaining beha i ur 

ngelmar nd tern (1978) ritically reviewed previ u attempt nd pr ented a th retically 

valid instrument for tudying mmunkati n during b rgainjng. T t ti r the instrumen 

reliabiJity and validity graduate and undergr duate tuden in busin admini trati n were as-

igned to three mem er gr up in an experiment. All the three gr up parti ip ted in a imul ted 

bargaining ituati n. Three areas were identified parti ularly being pr mi ing ti r applying the 

cheme that w devel peel: Diagn i f bargaining behavi ur di very of i determjn nt and 

development f pr ripti e argaining prin ipl . The fin I bargaining heme devel ped n-

isted of the ti II wing categories· pr mi and threa warning and recommendati n reward 

and puni hmen p itive and negative n rmative appeaJ mmjtJnen el ~i I ur , qu -

ti n • and c mmand .(Definjtions f th e categ ries by Angelmar and tern are pr ented in ap-

pendix 1). In their contri uti o Angelmar et al. thu created a b i n which behavi ur e.g 

threats, prorru warning e.t.c.) c uld be m t effective in pr ducing d ired utc m . 

Dwyer and Walker 1981) utilized a gaming experiment to 

and econ mic and effective utcom in an asymmetrical p wer tructure against th e of a m re 

balan ed ( ymmetrical) etting. the tudy lead t the cooclu i n that mpared t a m rebalanced 

power etting, n gotiati n pr c m re efficient in an a ymmetric market. Dwyer and Walker 

argued that when power i ymmetri I, argainer divide th t tal reward equally, and they tend 

t r h agreement at the pareto optimal luti n while wh n p wer i unbalao ed pecific term 

f agreement are unpredictable and bargajner will tend t take a m re "direct" neg tiating ap­

pr acb. 

26 



In rudy t tabli h the e ec reward and r i n n the expert, referent and 

legitimate wer urc in a marketing channel G ki (1986 analyzed data 

tribution y tern the melr e-divi i n f the clark equipment mpany an indu trial capital 

g od mpany) and fl und that a upplier' applicati n f reward and puni hment affi the 

trength f i ther three ur expert, referent and legitimate ur ) The e ect f reward 

on these urc f power and ati fa ti n w ti und to be po itive whereas that f c erci n was 

negative. 

In an article to bridge the gap in channel theory in under tanding channel c mmunicati n 

and communicati n trategi M hr and evin (1990) build a th retical m del ed n r­

ganizati nal theories, r earch and communicati n tbeori . The m del expl red communicati n 

facet of frequency direction m dality and conten · channel nditions of trucrure climate and 

p wer· and channel outc mes of co rdinati n ati fa tion commitment and performance. A con­

tingency th ry was pr p ed in which the level of channel out m (coordination ati faction, 

commitment and performance) i c ntingent up n interacti n between communicati n trategy 

and channel conditions ( tructure climate and p wer). They ncluded that when a communica­

tion trategy matches channel c nditi n channel ut m will e enhanced in c mpari n with 

outcom where the communkati n trategy mi match channel nditions. 

A maj r contributi n in the area f influence trategies within a marketing channel was by 

Frazier and urnmer (1984) . In a tudy n interfirm influence trategies and their application 

within a di tribution channel relati n hip Frazier et al. di cu ed alternative influence trategi 

at large in terms f their perational characteri ti and a 

Basing n a review f relevant research in the cial p ychology ciol gy organizational 

behavi ur and marketing literature Frazier et aJ (1984) c nceptualized and evaluated the vari u 

influence trategies on a n rmative basi and came up with two general influence approaches . 

Bel w i a di cu ion of the vari u influence trategies as advanced by Frazier and Summer and 

other author . 
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u ed t influen e an ther 

firm uld e directly r indire tly e the tar et to vi w the intend in the 

target' wn b t inter t. A deci i n · whether t use a dir tor indire t ppr a b w uld depend 

n a num er of t r . Frazier et al.. ugg t that uch de i i n w uld dep nd in p rt, n an -

ment the target view, the ti r that iew and the exp ted r i tan e t m ifying 

it.Other act r that may affect ch ice an influence trat gy and hence th 

relati nship are: Organizati nal ( upplier) di eren they relat l chann I p r market 

p iti n, managerial tyle u. ed by the ntr lling firm,di pariti in dealer ver u upplier ( al 

represent tiv ) education fi r example where the upplier al repr entativ may have a higher 

le el of education they may tend u e high pr ure trategies t undermine the dealer , dealer 

total al relative t ales fr m upplier produ ts friend hip and the number year a dealer h 

eeo representing the upplier. 

Further alth ugh each appr ach u ed t influence a target firm by a ource firm may rep-

r ent a unique t f influen e trategi it h been [! und that t in many w uld a ingle 

trategy or basic appr ach be utilized in attempting t influence a target firm (K tter 1977· Frazier 

et al. 1984 . Two r m re trategies c uld be used at the arne time r ver a peri d of time. 

ix comrn nly u ed trategi that have been inv tigated range fr m th e that involve 

direct and high pr ure t th e that are indirect and I w pres ure. In rder of increasing direct­

n and pr sure, the trategi are· lnfi rmati n ex hange, requ t, recommendation, legali tic 

plea, pr mi e and threat (Kale 1986:388· Frazier and Summer 1984). 

(i) Re mmendati n 

The recommendati n trategy i where the ntr lling firm' per noel predict that the de-

pendent firm will be m re pr fitable if ugg ted pecific acti nor et a ti ns are undertaken by 

the dependent firm. The aim here i t enable the dependent fum av id unpleasant/ harmful c n­

equenc and/or tain pleasant resul . 

28 



(ii ) In rm ti n e h nge 

In rmati n e hange tr tegy i n where th ntr lling firm u n general 

bu in and perating p cedur t lr)' and alter the d p~ndent firm' ener· I percepti 

fh wit might be m 

(i ii ) Pr mi 

ln a pr mi e trategy the ntr lling finn pledg a pecific r ward t the d pendent 

firm,contingent n the de ndent firm' mplian e with certain tated i u d ired y the n-

trolling firm. 

{iv) Threa 

Under th i tr tegy the ntr lling firm mmunicat t the d pend nt firm that 

n xi u /unpl an pun· hing equ n will be applied if the dependent firm f: it t perfi rm 

a desired ti n. 

(v)Legali tic plea 

Und r legali ti trategy, the ntr lling firm conten that the legal ntract r agreement 

between the parti requir the dependent firm to perform certain acti os. 

(vi)Request 

The requ t trategy refer t ituation where the c ntr lling firm in(! rms the dependent 

firm of the acti n( ) it w uld like it t perfi rm without menti ning r directJy implying any pe ific 

c n equenc f the dep ndent firm • ub equent compliance r n n-compliance 

Ac rding t Frazier' and ummers' (1984) di b the 

trategi uld either be ed n altering the targ percepti ns r n t b ed n perceptual 

change. Altering the targ perce ti n regarding the intended bebavi ur i appr priate in itua-

ti ns wh re the ehavi ur in qu ti n i related t a mm n g aJ (I r th the dependent firm and 

lhe ntr lling firm, r where the intended b havi ur w uld have po itive implicati os fi r the t­

tairunent f tb parti g al razier et al . 1984:45). Here the dependent unif cogniti link­

ing the intended behavi ur t i g a1 are altered thr ugh influen e. Divergeo e f pini n be-
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rw nth tw panicipan may e duet the means f taining th h red g al. pplicati n f 

trategi b ed on per eptual change i highly dependent n the urce' credibility ba ed n; 

tru t, per eived e perti e and ac es t in rmati n (Frazi ret al. 19 4:45 . nder thi · type o ap· 

proach are tw typ f intluen e trategi : Inti rmatj n e hange and recommend ti ns. 

The ther et f trategi in the dich t my are th e n t b ed n rceprual change. 

ituati n may ari e where the ntr lling firm may inJluen e the dependent firm t take an ti n 

n t in its b t inter t. Duet thi there i need fi r trategies whi b re n t dep ndent on the de-

pendent firm' percepti n 

types f trategi ; p mi 

f the intended behavi ural r e. nder thi appr ach are four 

tbrea , legali tic pleas and requ 

In an empirical inv tigati n f the u e of the iofluen e trategi di cu ed ve in a di -

tributi n channel Frazier and ummers (1984) analyzed data~ m a field tudy f ver 400 new 

car dealer repr enting d m tic manufa turer I cated in Indiana. A r p n e rate f 46% was 

reported. The finding the tudy indicated that the inti nnati n ex hange trategy w the 

d minant influence trategy in the channel investigated fi II wed by requ ts rec mmendati n , 

pr mi es threat and legali tic pleas in that order. The inti rmati o exchange trategy was al 

found to e p itively correlated with the requ t trategy and the tw trategi ( informati n ex-

change and requ ) were fi und t be negatively . threa and legali tic 

pleas. Pr mi threa and legali tic pleas were al ti und t be p itively rrelated with ne 

an ther. e f rec mmendati n trategy w found to be tr ngly ciated with u e of 

promi es threa and legali ti pi . A regard influence trategi and interfirm agr ement it 

was fi und that inti rmati n exchange had the highest po itive correlati n with dealer - manufac­

rurer agreement. Pr mi and threa bad the highest negative correlati n in the channel 

relati nship . 

The fi cu tudiel n intluen e trategi in a channel of di tributi n evidenced by the 

literature review in thi ecti n h been n the relative u e f the vari u trategi in channel 

and h w they relate t chann I outc m of rdination ati faction commitment and perti r-
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man e. r m the I iterature, it can 

hip have an e 

h uld m tcb the hannel tructure. 

th t th mtlu o e tr tegi in hann I relati n­

m . A v it le e iden e indic t that the trategy d pled 

lim te nd pow r. urther. rei e influen 

w uld tend t reduce bannel member ti facti n in the relati hip pp ed t o n-c rciv 

influence trategi whi b w uld enhan e hann I m m er ti fa ti n. 

2.5.3 Empiri r tudi on P wer - lnfluen 

R lationships 

The need (I r fmns t devel p and u e wer e ecti ely and efficiently h· been em-

phasized in hann I literature eviden ed by the review in the pre eding . Little atten-

ti n ha h wever been given t the vari u alternative mean that the contr fling fmn h uld u e 

in channel relati hip ln exerc· ing the acquired power. In particular the r lati n hip between 

power and the u e f vari u influen e trategi in mark ting channel h n t been much ex­

pi red. Recent tudi indicate a contr v r y on h w power i related t the u e f the alternative 

influence trategi within a dyadi channel ntext (Frazi ret al . 1986· Kale 1986· Dwyer et al. 

1981 and Keith et al . 1990 . 

Dwyer and Walker (1981 c ndu ted a tudy in an exp rimeotal etting and ncluded that 

in a imulated bargaining en uoter the greater the power f the firm the higher the chan that 

it will u e high pr ure or er ive intluen e trategies i_n interacting with ther flfms within a 

channel f di tributi n. Keith et al. 19 0) u ed enari in fact rial d ign and came up with 

fi nding in upport ~ Dwyer' finding . They ncluded that prin ipal wh deal with r ker wh 

have a tr ng d ire r aut n my may want ~ u e trategi that are perceived t e I intrusive 

and that ugg t the br k r i ntr llin hi r her wn behavi ur (~ r example u e f 

e pert inti rmati n and referent trategi may b appr priate here. In an ther field rudy of 

dyadic bann I relati hip in India Kale (19 6 arne up with finding in upp rt f the above 

rep rted finding . He ocluded that the greater the p wer a manufa turer the m re frequently 
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high pr ure m f influence -thr pr m· , and legali ti pi - w r u ed t alter dealer 

deci i n making. 

On the ther hand me tudi h ve re ned ntradi t ry finding . Frazi r and urn-

mer (1986) made an analy i of data fr m a field tudy f the aut m bile di tributi n bannel 

and found a negative relati nship tween deale percepti ns f their manufacturer' ( upplier 

power and their u e of coerci n. 

From the finding f the tudie rep rted ab ve it i evident that there i c nflicting 

evidence ab ut a fum' power and i choice of coercive r n n- rcive influence trategi u ed 

in exchange relati ns etween tw channel mem er participan 

Maj r limitati os f m t f thi re rted bannel tudi have been that they rep rt finding of 

construct ucb as power, conflict ati faction and influence fr m the dealer per pective and only 

one distributi n channel in ne indu try in ne untry were tudied. Additi nal field tudies are 

therefore needed in other channel y tern in other indu tri and in different marketing environ-

ments in rder that the reponed finding can be t ted fi r generaJiza ility f theories through 

pointing out regularitie in marketing that are y tern - pecific and th e that are univer al and 

therefore permitting meaningful compari ns acr channel y tern indu tri and envir nment 

(Kale 1986; Frazier et al. 1986). 

2.6 Propo iti 

It bas een ugg ted that influence trategi are h en on the basi of their expected ef-

fectivenes and co t-benefit analy i (Frazier & Summer 1984 Buclin 1973). Further Frazier and 

ummer (1984) argue that the effectivenes f each trategy i dependent on the nature of the 

inter-firm relati n hip that has devel ped. They o erved that· 

... , the information exchange, recommendations and 
request strategies, which are attractive from a cost 
perspective, require high trust and cooperative atmos­
phere to be effective. (Frazier and Summers 1984;48). 
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The u e in rm ti n e change, re mrn~nd ti and r u t tr t~ i w uld 

po itive impli ati r inter-firm relati ip . 

f intera ti n within the channel. A dealer in the ph t graphi pr u di trihuti n 

a ts primarily with the manufa turer area repr ent tiv uppli thr u h th ir 

Frazier et al.(l984: 48), inted ut that the us f r ~ 

high I el 

pie. 

wll 

pr mi require the urce ecify a e undert en by th dependent unit. 

There re, ex ive u e f uch trategi may b per eived by th dealer t int rfer nee in 

their market in perati ns and hen e ca e r entment and r i tan t further influence y the 

ontr lling firm . 

Kale 1986) in ut that in devel ping untri there i r tri ted ac t capital 

techn I gy an reign exchange. A u h there are relatively few manufa turer ( upplier with 

a rei tively large num er f tential middlemen. A a r ult, the upplier manufacturer ) w uld 

have a p wer advantage ver the middlemen in the channel relati n hip . 

C nsequently the upplier can use direct and high pr ure influence trategi in the 

dyadic relati n hip with dealer with ut eiog penalized as the middlemen have fewer alternative 

·hannel pp rtuniti available t them. The ti II wing are therefi re pr p ed (Where Pi i 

prop iti o num er i): 

P 1 : upplier utilize high pr ure trategi (threa 

legali ti pleas and pr mi 

trategi (inti rmati n exch nge requ 

ti n ) t influence dealer b havi ur. 

ed to low pr ure 

and recommenda-

P2 : Th t the perceived power fthe upplier i po itively 

rrelated t the deg-r e f pr ure utilized in influen e 

trategi t Jter a dealer' behavi ur. 
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The I w pr ure intluen e trategi h ve n ·d t be t 

the uppli r d n t expli itly point ut wb t the dealer h uld d d 

n c m liance r mplian ·e. It i exp ted that thi 

. pecifi dealer- u plier intera ti , lhey w uld be u ed m r 

f ftime. 

me e t nt im1lar in th t 

uen du t 

th ugh they can be u ed in 

manuf turer with I w level 

In lhe high pr ure intluen e strategi 0 ali tic pi r mi and thr · t 

ible n equen trategi inv lve p ifi a i n the dependent firm h uld un ert e and 

n the dependent firm' mplian r n n mpliance with the ntr lling firm' demand . It i 

expe ted th t thi tr tegi w uld b u ed m tly by high wer uppli r firms. P iti rrela-

ti ns etw n their frequen i f u e are there re anti ipated razier et aJ. 1 4;48). The di -

n a ve I 

P3: That the per ei ed u e in(i rmati n ex hange requ 

and r mmendati n trategi are p itively inter· rrelated . 

Likewi e pr mi lhrea and legali tic pleas are p itively inter rrelated. 
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HAPT R3 

.0 

.1 Popul tion 

The marketing hannel in the ph t graphi produ (a upplier -dealer rei ti nship ch o-

ne!) indu try within air bi city was b en as a uitable etting fl r thi tudy pre- rudy inter-

view indicated a dyadic relati nship between the upplier and the deaJer.Further,it w aJ indi-

cated that data uld easily e obtained.ln an exploratory pre- tudy urvey,a li ting t tal deaJer 

within air bi w btained fr m two main upplier of ph t graphi pr ucts in Kenya. A ~ taJ 

f 35 deaJer repr enting 3 upplier of the ame product categ ri were urveyed. Of the 35 t -

tal dealerw urveyed. 26 f them pr vided u a le respon es th , yielding a r p n e rate f 74.3% 

wbi h mpar quite fav urably against ther imilar channel tudi f Etgar -

19% (1976) an razier et al- 46% 1984). Explorat ry di cu i ns with dealer and . upplier in 

the channel urveyed revealed that the dealer d n t have an exclu ive agreement n the pr ducts 

they h u ld carry. Therefore me the dealer carry pr due for m re than oe uppl ier f the 

arne product categ ri . ln uch a case {I ·us was on the major upptier - dealer relati n hip (the 

upplier wh m the dealer depend n m t). Further it was al reveaJed that the dealer are lo­

cally oriented relatively mall econ micaJiy and financially and the deaJer bip are lely wned . 

Th e are characteri tics fa nventi naJ marketing channel. 

3.2 Data C II tjon thod 

The relevant data was c llected via a per naJiy admioi tered tructured qu ti onaire. A 

Likert-type cale w u ed a m uring t I for vari us marketing trategy variabl , depend-

ency i u and influen e trategy attribut . The questionnaires were directed t a p ·iti n in the 

dealership that w deemed m t likely t have acces to desired inti rmati n for example the 

dealer hip owner r manager. 
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3.2.1 ati nal 1 ur 

.2.1.1 p 

A erved by Hunt et I. 1974: 188)· 

"power does not refer to the objective ability of one 
individual or group to control or influ nc th b haviour 
of another, but rather to the potential ability of th 
controlling or influencing agent as perceived by the 
controllee or influencee." 

Therefi re, power in thi tudy was measured y: (1 The p rceived ability f the upplier 

control the deci i n variabl f the deal r marketing trategy and (2 Dependence. 

t power m urem nt have een ugg ted end r ed and u ed by a 

number of r earcher including Emer o 1962· Kale 19 6; Frazier et aJ I 6· El-Ansary et 

al.1972; and Hunt et al,l974 either ingularly r in combinati n. The dependence appr ach h 

been upported (I r tudying channel y tern due t easy identificati n f each channel member' 

g als (Kale 1986·396 . 

T measure p wer via uppl ier c ntr I ver deci ion varia I f the dealer marketing 

trategy appr ach the degree f ntr I by the uppl ier over variabl uch invent ry p licy 

pricing, sales pr m ti n adding or deleting items fr m the pr duct I in and appr ving otent 

and media fi r adveni ing pr gramm were measured y u e of a five - p int cale.P wer 

measurement via the dependen e appr a h utilized u h factor dealer urrent pr fi fr m 

the upplier produ ts a per eotage f t tal current profi and alternative ch nnel ppor-

tuniti available t the dealer ( ee appendix 3)5. The measures here were geared at the relative 

5. The mar etin rategy v riabl and depend ncy i ues were d rived fr m literature 

reb, and pre- tudy interview witb th~ uppliers and me dealers. See J Hunt et al. 

(1974) and El-An ry et al. 1972) fi r d tailed di u ion of power m rement tn 

marketing channel . 
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importance in terms f verall g aJ attainment to the dealer th t i deri ed m th upplier. 

The r po fr m were then c red. P w~r m urement via ntrol 

over marketing tr tegy variabl were cored from 5 (Full ntr I) \1 1 ( t at 1). imilarly de-­

pendence i u r pons were red fr m I (Strongly Di agree t 5 ( tr ngly Agree). In a few 

es where dependen e i ues had negative implicati n w re rever ed. An index f 

power was then btained fi r each dealer which i the mean f the mean f the dealer r p ns 

on deci ion are f the contr I appr ach and dependency. The higher the index, the greater the 

perceived p wer of the upplier by the dealer. 

3.2.1.2 Jnfluen trat i 

Six trategi that have been commonly u ed and resear hed were inv tigated in thi 

tudy. The trategi are coercive influence trategi Oegali tic plea pr mi e and threat and 

o n-coercive influence trategi (inti rmati n exchange requ t and re mmend ti n). 

An aided recall technique wa u ed by asking the dealer to timate the frequen y with 

which the upplier upplier al repr entatives) empl y each of the trategi in a calendar 

month of their intera ti n ( ee appendix 3). The res n es here were red fr m 0 ( tat all) to 

4 (Once a week). 

3.3 Data Analy i T hniqu 

T determine the u e f ea h influen e trategy an a erage of the dealer timate f fre-

quency of use of each trategy in their intera ti n with the upplier was mputed and tabulated. 

Tb i indicates the relative u e f the trategi investigated . 

Partial rrelati n w u eel t establi h the relati nship between the perceived p wer of 

the upplier and it u e of influence strategies. Partial correlation was viewed · an appr priate 

t I here as it ena I ntr I f external variabl effect on the relati nship (Kale 1986· Frazier et 

al. 1986). Specifically the variabl that were controlled for in thi tudy are di parities in dealer 
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er. u uppli r aJ r pr entati edu ti n dealer al fr m the upplier pr u p r-

·ent ge f t tal at in the d ler hip nd the numb r f year deal r h n repr enting th 

upplier.Other fact r that may a e t the relationship are, rganizati nal ( upplier dif eren 

they relate t the hannel p , managerial tyle nd friend hip.Th e f tor were n 1t ntr 1-

led r duet the diffi ulti in lved and the limited tim frame th t w nducung 

the tudy. 

Finally, t bli h the inter-relati nsbip b tween the erci e tr tegi and/ r n n-

· er ive influen e trategi frequenci fuse f the ari u trategi were int r rrel ted . 

ween perceived wer and fre-

quency f u e f the influence tr tegi • and the relati am ng the trategi a null 

hypoth rrel ti n w t ted fl r ea h f the varia le e inv Ligated ti r 

computing the t - tati tic6 and t ting the hyp th i at ignifican e level 0.5 ~ P ~ 0.001 (The 

6. The coeffici nt of correlati n (r) were inv ligated wheth r the valu might at-

tributed entirely to chan th y t ting the null bypoth ·i of no correl ti n. The L t 

tati tic used wa : 

r(n- ) 112 

t = 

Where: r i the correl ti o ffi ieot. 

n i th oum r of made. 

k 1 the ofvan rrel led. 

F r a r example; (l) Steel Robert G.D and 

Torrie, Jam H Prin ipl f tat" ti : Bi m trical appro ch , 

McGraw-HiU B mpan - Singa re, S nd Edition, 1981, Chapter eleven and fi ur-

teen pp 272 - 2 and 311 - 33 ),and (2) Freud, 1 hn E, M dem Elementary tati ·ti , 
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letter Ph b o u ed in pia e f fi r ignifican e level valu ). 

------
Prentice- Hall f India Pri ate limited, Fourth Edition, 1972. Chapter 16 ( pp 420 - 448). 
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HAPTER4 

4.0 R D TA AL I 

Thi tudy ught t inv tigate the relati nship b tween the p r eived wer fa up-

plier and i influen e trategi applied etween the u pli rand dealer within a 

mark ting channel. The r ul f the rudy are t.hu pr ented in t.hi h pter in thr ecti . Jn 

the fir t ecti n the finding n the perceived power of the uppl ier( and the requen y f u e of 

the vari u influen e trategi are pr eoted. The nd chapter pr en the find-

ing w r - influence trategy relati nship and the third ecti n, n the relati hip am ng 

influen e trategi . 

4.1 P ceived P w rand the Frequen y of U of the Vario 

trat i 

4.1.1 Per ived Power ofth upplier( ) 

P wer w measured by the extent to which the upplier h r nsi ility ver deci i n 

variables f th dealer marketing trategy and the extent t which the dealer i dependent n the 

upplier t att in the dealer hip g aJ . Table I i a ummary f the wer in the ch nnel 

egment. 

40 



Dealer 

1 
2 
3 

4 
5 

6 
7 
8 
9 

10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 

TABLE 1 
Perceived Supplier Power Indic a. 

Mean Scores 

Responsibility 
over marketing strategy 

1. 4737 
2.7368 
2 . 4737 
2.9474 
1 . 9444 
1.6875 
2 . 1579 
3.4737 
2.6316 
3.4211 
2.1053 
2.4737 
2 . 0526 
2 . 3158 
1.8889 
1. 8421 
2 . 7368 
2 . 1053 
2 . 3684 
3 . 0000 
2.4737 
3.3684 
2.9474 
1. 894 7 
2.7895 
2.0000 

Dependence 

3 . 4130 
3 . 6739 
2 . 8043 
3 . 2381 
2 . 2609 
2 . 8571 
3 . 3636 
3 . 9545 
3 . 2727 
3 . 3542 
3 . 1458 
3 . 5435 
2 . 8421 
3.1904 
3 . 4545 
3.454 5 
3 . 3333 
3 . 4348 
3 . 3095 
2 . 7500 
3.0000 
3 . 3333 
3 . 6875 
3 . 1304 
3 . 4792 
4 . 8542 

Total 

4.8867 
6. 4107 
5.2780 
6.1855 
4.2053 
4.5446 
5.2150 
7 . 4282 
5.9043 
6.7753 
5 . 2511 
6 . 0172 
4 . 8947 
5 . 5062 
5.3434 
5 . 2966 
6.0702 
5 . 5401 
5 . 6779 
5 . 7500 
5.4737 
6 . 7017 
6 . 6349 
5.0251 
6.2687 
6.8542 

Th grand power index across the channel surveyed is 
Total of the Grand Mean scores 74 . 7237 

Grand 
m an 

Score 

2.4434 
3 . 2054 
2.6390 
3. 0928 
2.1027 
2. 2723 
2.7608 
3. 7141 
2.9522 
3.3877 
2.6256 
3.0086 
2.4474 
2.7531 
2. 6717 
2.6483 
3.0351 
2.7701 
2.8390 
2 . 8750 
2 . 7369 
3.3509 
3.3175 
2.5126 
3 . 1344 
3. 4271 

= = 2 . 8740 
Total Number of Dealerships Surveyed 26 
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4.1.2 Frequ n y f trat i 

T me ure the frequ n y f e f the ari influen trategi , the eaJ r w ed 

to estimate the frequen y with which the upplier r their upplier repr~ entati 

each f the influen e trategi in their m nthJy nta ts. An a erage f the tim ted fr uen y 

f u e of ea h tr tegy w computed. A ummary of the r uJ f the an ly. i i pr nted in 

table 2. 

TABLE 2 

Use of influence strategies 

Strategy Average use 

(%) 

Information exchange 45.19 

Requests 24.04 

Promisee 27 . 90 

Recommendations 31.73 

Threats 6 . 73 

Legalistic pleas 0.96 

ole: The resul presented in the table bould be 
interpreted : tb information ex bange 
influ nee trat y w used by uppliers' in an 
avera e of 45. 19 ~ of their monthly coota witb 
deale aU d Je hips rveyed. 

Fr m the r ul the infl rmati n exchange influence trategy was u ed m t f the time ( 

a mputed average of 45.19%), fl 11 wed by r mmendations (31.73%) pr mj es (27.90%) re-
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qu (24.04%) threa 6.73%) and the least used i the le ali ti pi 

r ul ugg t that the inft rmati n exchange trat gy i the d minant trategy ti 11 wed by r m-

mendati ns and pr mi e trategi within m ntbJy ntac f the dealer nd uppli I upplier 

repr entativ . 

Evidence f the analy is is thu in nsi tent with the b th ized u f the vari u in-

fluence trategi that uppliers utilize high pr ure trategi ed ~ I w pr ure 

trat gi m re of the I w pres ure trategi were utilized p and 

recommendati ns alth ugh the pr mi e trategy was al u ed on m re r I equal number f 

tim within upplier and deaJer m nthly conta aero the channel urveyed. 

4.2 Pow r- Innuen tr t gy Relationship 

Partial rrelati n was u ed t enable c ntrol of three conditi nal varia I n influence 

trategies namely· (1) dealer educati n (2) the deaJer ales fr m the upplier pr duct as a per­

entage f t tal ales in the dealer hip and (3) the number f year a deaJer had been repr enting 

the upplier. These variabl have e n found to affect choice of an influence trategy in a number 

of ways.7 

Fir t dealer education i c ntrolled for here becau e if a upplier repr entative i m re 

well educated than a dealer, the uppl ier may want to buroil iate the deaJer and hence may tend t 

u e c ercive influence trategi m rein their ntac . S nd . high level f al volume fr m a 

--------
7. See for example Frazi r, G ry. L, and SuJ'lUJlc!rs, John. 0, "Perceptions of interfirm power 

and its use within fran hi channel of distributi n, J umaJ of Marketing & ch, May 

1986, pp 173 and Kale, Sudhir. H • D~tr ~ ptio of manufacturer power and in-

fluence Le i in de el ping country. •Journal of tarketin R earch, ovember 

19 6, pp 391. 
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upplier' will give a dealer m re ability t r i t upplier iofluen e ( peci ly i un-

de ired) it may b the e when er ive intluen are empl y • and hen e ill 

• unt on the way a upplier appli hi power within the hann I. Third, an influen e ppr a h 

may aJ e cb en n the b f time. A I nger peri tim will en ble the p i inter cting 

for exchange transa ti ns t tabli h clo e rapport with unting on 

l.he influence trategy to be u ed. Further an intluen e trategy may at n n the b i f 

it p t effectiven and/ r rea tion educed. Ta :1e 3 presen partial c rrelati n coefficien f 

l.he relati bip etween per eived upplier wer and its u e f the vari u influence trategi 
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TABLE 3 

Partial Correlation Coefficients Between P rceiv d 

Supplier Power and Influence Strategies. 

Strategy co ffici nt 

Non-coercive strategies 

Information exchange - 0.03 

Requests 0.38 

Recommendations - 0.16 

Coercive strategies 

Legalistic pleas 0.30 

Promises 0.41 

Threats - 0.37 

Note: * Th reported p rtial correlation coefficien 
h uld be inl rpreted taking into consideration 

the conditi ning ariabl controlled for. 
• Tb coeffi ien hould be read as· the partial 

correl Ji n coefficient between perceived 
supplier power and the frequency with which the 
inft rmation exchange trategy i used y the 

pplier ( pplier representa~iv ) within 
monthly conta with dealers i - 0.03. 

Fr m the table, the u e n n-coercive influence trategies (informati n exchange and 

recommendati n ) i rrelated negatively t the perceived power of the upplier (partial c rrela-

tion coefficients f- 0.03 and- 0.16 r pectively). Thi uggests an inver e relati n hip between 

power and u e f infl rmation exchange and recommendati n . A t t of the hyp th is that the 
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computed partial rrelati n c effi ients f minu 0003 and minu 001 ar i ni 1 antly di er nt 

from zero indicate that the null byp th of n rrelati n etween per wer and fr~ 

quen y of u e f the inti rrnati n ex hange trategy cann t be rejected t th level f igni 1 an 

P ::::; 0.50 H wever a ignificant relationship w (! und between p rceived power f th upplier 

and the frequen y f u e f the rec mmeodati ns trategy at the level f ignifi n P = 005 0 In 

ther word , the partial correlati n coefficient obtained between the frequen y u e the infl r-

mati n exchange trategy and perceived p wer i n t ignificant. Thi i further e iden ed y the 

clo en f the partial correlation efficient to Oo The relationship of the frequen y f u e f the 

recommend ti ns trategy and percei ed power of the upplier i h wever nly ignificant at the 

level P = 0050 Thi indicates therefore a p ibility of a weak inver e linear relati nshipo 

The relati nship between the perceived power f the upplier and i frequency f u e f 

the requ t trategy was h wever ti und to be po itive ( a computed partial correlati n efficient 

of 0038)0 Thi r ult· were fi und to be ignificant at the level P = 0. J 0 Tbi ugges a fairly tr ng 

direct p itive linear relati n hip etween perceived power and frequency f u e f th requ t 

. trategyo 

On the ther hand tw of the coercive influence trategies had p itive partial rrelati n 

c efficien while ne had a negative partial correlati n coefficient between perceived p wer and 

u e f the trategy 0 Frequency of u e f the legali tic plea trategy had a po itive • efficient f 0030 

with perceived p wero The frequency f u e of the promi e trategy, bad a partial correlati n ef­

fi cient of 0.41 while the threat trategy - 0037 with perceived power f the upplier. These resul 

were found t be ignificanto The value f the partial correlation coefficient btaioed b tween up­

pl ier frequency f u e f legali tic plea trategy and the perceived wer f the upplier was ti uod 

to e tati tically ignificant at the level P = 002 while u e of promi es and perceived p wer w 

~ und to e tati tically ignifi ·ant at the level P = 00050 and use of threats and perceived power f 

the upplier w fl und t e tati ti ally igojficant at the level P = O.l. 
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The ft reg ing r ul fr m the analy i thu pr ide w up rt ti r the hy th ized 

relation hip between the per ·eived wer f the upplier and the degr pr ure utilized in in­

fluence trategi t aller a dealer' beba i ur (P2 . Thu , alth ugh a n ralizati n tatem nt can 

n t e made, frequency f use of tw of the ercive influen were fi und t be i­

ttveJy correl ted with the p rceived power o th upplier. Likewi e ne f the n n ercive io­

tlu nee trategi had a t ti tically ignificant negative partial rrelati n efticient with the per­

cei ed power f the upplier ( P = 0.5). 

4.3 Relati hip Amon l nfluen trat ·es 

An inv tigatioo f the manner in which the influence trategi are interrelated w d ne 

hy inter - rrelating the vari u timates of frequen y f u e f the trategi . The anaJy i here 

w ncerned mainly with the relative frequency of u e of ea h trategy used by the upplier/ 

upplier al representativ . Table 4 i a ummary of the results fthe analy i . 
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TABLE 4 

Interrelationships of The Frequency of Uae of Influence strat gi s. 

Information Legalistic 

exchange Request Recommendations pleas Promises Threats 

Information 

exchange 1 

Requests 0.27 1 

Recommendations 0.65 0.35 1 

Legalistic pleas 0.33 0.01 - 0.48 1 

Promises 0.31 0.83 0.32 - 0.02 1 

Threats 0.28 0.56 0.42 - 0.08 0.6 1 

Note: The results presented here should be read as; the correlation coeffi­

cient between frequency of use of the information exchange influence strategy 

and frequency of use of the request influence strategy is 0.27 . 

The resul of the analy i provide to orne extent upp rt for the hyp th ized relation­

hip am ng the use f the influence trategies (P3).The perceived u e f inti rmati n exchange 

trategy was ti und to be po itively rrelated to the ther n n - c ercive influence trategi 

(requ ts and recommeodati ns). Inti rmation exchange had ub tantial high p itive rrelati n 

oefficient (r = 0.65) with the rec mmendati ns trategy. Thi resul were fi und t e tati tically 

ignificant at the level P = 0.001. Similarly the information exchange trategy and requ t trategy 

dem nstrated a high po itive rrelati n efficient of r = 0.27 whi h w tati tically ignificant 

at the level P == 0.2. 
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On the contrary the ercive influence trategi dem n trated w negative linear 

relati nship am ng themselves. Except for the relation hip b tween the u e f pr mi and 

threats whi h was tl und to have a high po itive correlation efficient r = 0.60 and tati ti ally ig-

nificant at the level P = 0.01 tbe ther coercive influen e trategi pr mi and legaJi tic pi 

had a very weak negative correlati n coefficient r = - 0.02 which i n t tati ticaJiy ignificant at 

the level P ? 0.001. Similarly u e f threat and legaJi tic plea trategi bad a very weak negative 

correlation coefficient r = - 0.08 which is not stati tically significant at the level 

P ~ 0.001. The weak negative correlation coefficients between tbe legaJi tic plea trategy and 

threats and promi es leads to failure of rejection of a null byp thesi of no correlation between 

the use of the influence trategies. 

Results f the interrelationships between the frequency f u e of the influence trategi in 

table 3 aJs reveal that the coercive influence strategies (legalistic pleas, promi and threats) are 

positively correlated with the non - c ercive influence strategies (informati n exchange, requests 

and recommendations) which had po itive correlation coefficients ranging from 0.28 t 0.83. The 

correlation coefficient between legali tic pleas and request was b wever found t every weak and 

tatisticaJly not ignificant (r = 0.01 P ~ 0.()01). The correlation coefficient between frequency of 

u e of legali tic pleas and recommendations was aJ found n t to con rm to ther relation hip 

between other non-coercive and coercive influen e trategies (r = -0.48, tati ticaJly ignificant at 

P = 0.01 level . 
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CHAPTERS 

.0 0 CL 10 

Thi chapter ummarizes and di cu the finding f the rudy in relati n to the ~ec-

tives that were ugbt and evidence in marketing channel literature. Managerial impli ti ns and 

major limitati ns that engulfed the tudy, plus uggesti ns f i u that require future attenti n 

are p inted out. 

5.1 Summary Di cus ion and Managerial Implications 

The research finding eem ~ upp rt me of the rep rted finding fr m prior tudies fi r 

example that rep rted by Kale (1986) and Keith at al. (1990). The dominant trategi in the chan­

nel surveyed were found to be the inti rmation exchange trategy foil wed by recommendations 

and promi es which were u ed with more or le s same frequen y as the request trategy within 

dealer- supplier montbly contacts. 

Further except for the request strategy which bad a po itive correlation efficient with 

the perceived p wer of the supplier the information exchange and rec mmendati n strategi 

had negative partial correlation coefficients. The ftnding therefore uggest that the higher the per­

ceived power of the supplier the less frequent the strategies are empl yed. Although the relati n­

. hip between perceived power of the supplier and u e f the inti rmati n exchange trategy was n t 

ati tically ignificant the evidence Lead to a conclu ion that upplier with a low level of power 

rely more on the u e of non- coercive influence trategies as dem nstrated in the channel tudied. 

The finding there~ re contradict th e rep rted by Frazier et al. 1986) that the perceived power 

of a manufacturer ( upplier is negatively related to the manufacturer ( upplier ) u e f c erci n. 

More frequent use of inforrnati o exchange recommendati n and request trategies can 

be attributed t a c perative interfirm relation hip and frequent interacti ns between the up­

pl ier ' and the dealer ' (Frazier et al. 1984 . Supplier ' can thu enhan e their reputati nand p i-
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tion in u h channel through provi i n of adequate and im rtant infi rmati n and giving up r-

tive advice to the dealer there by a ilitating perati n and rdinati n f their marketing ac-

tiviti . Succ ful influence attempts thr ugh the in£ rmati o exchange r re mm ndati n 

trategies w uld tend t trengthen channel member relati nship and aJ facilitate future in-

fluen e attempts by the upplier (Frazier et al. 1984). 

To the extent that two of the coercive influence trategies (legali tic pi and threats) 

have been used the least in the channel urveyed there i upp rt the c ntenti n that there i 

good interftrm c operation in the channel dyad. Tbi view i upp rted by earlier tudi £ rex­

ample Frazier and Summer (1984) who suggested that, application f the c ercive trategies tend 

to lessen cooperation am ng channel member relati nship , intensify conflict and reduce future 

effectiveness of other influence trategies. The fmding of the tudy a1 o indicate p itive relation-

hip between frequencies of use of the non - coercive influence trategies (infi rmation exchange, 

requests and recommendation ). This ob erved results therefore support the finding rep rted by 

Kale (1986) thus, the view that the strategies are po itively related . The trategies bave been aid 

to be to some extent similar in that they do not involve any attempt by the upplier to state ex­

plicitly what it would do should the dealer comply or n t comply (Kale 1986). Positive correlation 

coefficients realized indicate that the trategies can complement one an tber. For example the in­

formation exchange and recommendation trategy had a correlati n c effi ient (r) of 0.65 which 

was tati tically ignificaot at the level P = 0.001 . Thi uggest a tr ng p itive linear relation bip 

between the trategies. Frequent u e f one will therefore call for more u e of the other. 

The negative relation hip b erved among the legali tic plea trategy and other coercive 

influence strategies contradict earlier studies that reported p itive relationship among the 

trategies for example that rep rted by Kale (1986) and that by Frazier et al. (1986). The fre­

quency of u e of the promi e strategy had a weak negative correlation coefficient with frequency of 

use of legalistic pleas. Similarly, frequency of u e of the threat trategy bad a weak negative cor­

relation coefficient with the u e f legali tic pleas. The correlation coefficients were however not 
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ignificant ( P ~ 0.001 th re re ugg ting th t th rved relati n hip uld be 

Ltributed t chan e. The finding th re(i re led t f ilure r ~ect i n f a null h n 

rrelati n between the frequency u e f promi with legali ti pi and threa with legali -

u pleas. We can therefi re c nclude that there i o relati hip between the frequen y f u e f 

the legali tic plea trategy and pr mi es and legali tic plea trategy and threa . frrm predi -

i ns can therefi re be made fi r b w the u e f the legali tic plea trategy i rrelated with ea h f 

the ther tw c ercive influen e trategi . Thi uld be attributed to the fa t th t the legali ti 

plea trategy w bardJy u ed in the channel surveyed (0.96% f upplier m nthly nta with 

dealer the dealer hip urveyed). 

The tudy b wever fi und a high tati tically ignifi ant ( P = 0.01 p itive relati nship 

(r=0.60) between the u e of promises with threa . In thi regard, the finding uggest that when 

one f the trategies i u ed the other trategy i used as well. Thu they mplement ne 

an ther. The tudy al o generally revealed p itive relation hip between the frequency of u e of 

n n- coercive and c ercive influence trategies . Tbi differ fr m finding rep rted by Kale (1986) 

and Frazier et al (1984). 

The fi reg ing di cu ion can enable channel manager under tand b w influence trategi 

are linked t channel conditions of p wer. If influence strategi are matched with channel condi­

tions, there will be impr ved managerial deci ion making and better channel utcom will be real­

ized. 

5.2 Umitations of Th tud 

Thi tudy i constrajnt by a number of fa tor : 

First in me ituation where the r ponden uld n t under tand the qu and 

completion of the questionnaire the researcher with the as i tan e of as i tan collected Lhe data 

through per nal interview and hen e there i a po ibility f r p nse bias. 
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S nd li em t f the pri r tudi on wer in marketing chann , da lie ted 

fT m the dealer ide f th dyad nJy. P r eptio fr m th id f the dy 

dealer ) need t be ass edt enable a comprehensive unde tanding ftbe relati nship tudied. 

Third taining dealer perati n in me of the deale hip urveyed w very di 1 ult 

n itating c llecti n of data fr m any v lunteer in the dealer hip . Tbi d ubt n the 

relia il ity f me f the inti rmati n llected. 

F urth nJy ne channel y tern in one indu try within air bi ity was tudied . The find­

ing f the tudy are there~ re limited t the bannel dyad urveyed (Photographic pr ducts han­

net egment) . Other channel y tern in ther indu tries or even ubgr up within indu tri may 

have their own channel control mix opti ns and requiremen as evidenced y the finding 

reported here and in ther tudies . Thi under cores the danger of generalizing finding of a ne 

bannel study t other channel context . 

5.3 u 'g tion · for Further Research 

To determine the extent to which the relation hip reported here can be generalized, addi­

tional field tudies are needed in channel y tems in other channel envir nmental et and in­

du tries (Kale 1986; Frazier et aJ 1986). 

U e of the influence trategies and how they relate t channel utcomes f rdinati n, 

ati faction conflict, commitment and performance from b th sid fa channel dyad ( upplier 

and dealer) need t be investigated further to enable building fa channel control theory. Further 

rudi are required c vering the entire length of a marketing channel pp ed t dyadic rela-

ti ns of b w the above channel constru ts are related. 

An investigation into upplier ' u e of two r m re influence trategies in c m inati n to 

a bieve their influence bjectives in the hannel tudied c uld highlight m re on b w the influence 

trategies are interrelated and h w the trategi relate to power conditi ns in the channel. 
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APP IX 1: D F ITIO OF CATEGO 

Promi e. A tatement in which the source inwcat hi intention to pro ide the target with 

a reinforcing consequ nee which urce inticip t target will evaluate pi t, itive, 

or rewardin . 

Threat. Same 

ooxio , unpl 

promi , except that the reinforcing consequences are lh ugbt 

t, or puni bing. 

Recommendati n. A tatement in which the urce predi that pleasant nvi nmental 

onsequence will occur to the tar et. 1 occurence i not under the urce' ntrol. 

Warning. Same 

pleasant 

recomm ndatio , except that the con uences are thought to be un-

Reward. A tatemeot by the ·ource that i thought to create pleasant consequen f, r the 

target. 

Puni hment. Same as reward, except that the consequences are though to be unpl 1. 

P itive n nnative appeal. A tatement in which the source indicates that the target' · past, 

present, or future behavior w or will be in conformity with social norms. 

egati e nonnative uppeal. Same as po itive normative appeal, except that the target' 

bavior i in violation of ocial n rms. 

Committment. A Statement by the source to the effect that its future bids will not go below 

or bove a certain level. 

£-Disclosure. A tatement in which the urce reveal information about i If. 

Qu ti n. A tatement in which th source 

!ielf. 

the target to reveal inf< rmati n a ut it· 

Command. A tatemeot io which the source uggg 

h vior. 

that the target perform a certain 

Source: Angehnar Reinhard and Stem W. Louis, De elopment of a Content Analtic Sy • 

tem for Analy · of Bargaining Communication in Marketing, Journal of Mark ting 
Research~ Febmary 1978, pp 101. 
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Dear Sir/Madam 

NIVERSITY OF AIROBI 
FAC LTY OF COMMERCE 

DEPARTMENT OF BUSINESS ADMI t TRATIO 

P.O.BOX 301 7 
AIROBI,kenya. 

I am a tudent at the Univer ity f airobi presently conducting r earch t gather in~ r­
mation on upplier - dealer relation hips (power - influence relati n hip ) in the di tributi n of 
ph t graphic pr due . 

The urvey cover all photographic product dealer in Nairobi. I thereti re requ t y u to 
compl e the qu ti nnaire t facilitate c mpletion of a marketing management rep rt as part f 
the requirements ti r the degree, Master of Business and Admini tration of the Uoiver ity of 
Nair bi. 

The inf, rmati n y u give will e treated in trict confidence ~ r the research pr ~ect. N 
menti n of pecific dealer names will be made with regard to their view expressed in the qu ti n­
naire. 

Thanking y u in advance. 
Y ur Faithfully 
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APPENDIX 3: Q11ESTIONNAIB.E 

Please answer the questions below according to the instructions given. 

1. (i) Name of your dealership (optional) 

(ii) Who are your major suppliers 

(iii) For how many years have you been 
representing them (supplier(s)) 

SECTION A: RESPONSIBILITY OVER MARKETING STRATEGY VARIABLES 

1. To what extent does the supplier have responsibility over the following 
roles in your business? (please indicate as appropriate) 

.Product usage techniques 

/ .Inventory policy 

, .Order size 

.Quality of the product or 
service 

.Adding or deleting items 
from the product line 

hsetting the retail price 
of products or services 

.Sales promotion tools 
(e.g give aways, fairs and 
exhibitions, special 
discounts etc) 

.Arranging and approving 
the content and media for 
local and national 
advertising programmes 

.determining the qualifi­
cations and number of 
employees to hire 

.Sponsoring of training 
and/or service schools 

Not 
at all 

Little Moderate Great Full 
Extent Extent Extent control 
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.D istribution policies 
(eg exclusive or 
selective distribution) 

.Determine the margins 
co the dealers 

.Granting of trade 
discounts 

.Determining location of 
t he dealership 

.Research on consumer 
buying patterns,habits 
or any other market 
based research 

.Study of the relative 
profitability of the 
products to the dealer 

.Dealership interior 
displays including shelf 
extenders ,window display 
space and installation 
costs . 

. Contests for buyers 
i ncluding dealer & 
individual purchasers 

.Allowances for a variety 
of warehousing functions 

.others (specify) 
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2 . Of the marketing functions listed in ( 1) above, list ten of them that you 
consider most important. 

1. 

2. 

3. 

4. 

5 . 

6. 

7. 

a. 

9. 

10. 

SECTION B: DEPENDENCE. 
Answer the questions 

scale. 
below by coding as appropriate. 

Proportion ( \) 
0 - 10 

11 - 20 
21 - 30 
31 - 40 
41 - so 
51 - 60 
61 - 70 
71 - 80 
81 - 90 
91 - 100 

Code 
1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

1. What is the proportion of your 
current sales from the suppliers 

products rela~ive to total 
current sales made in your dealership 

2 . What is the proportion of your 
current profit from your suppliers 
products relative to your total 
current profit 

3 . What is your anticipated future 
profits from the manufacturers(suppliers) 
products as a percentage of your 
overall anticipated future profits 

(2 years and above) 
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4 . Indicate the degree to which you agree or disagree with the following 
statements. 

a .I depend heavily on the 
supplier to attain my 
sales and profit goals 

b .The supplier gives 
pricing assistance 

c .The supplier gives teoh­
nical,product operation, 

servicing and maintaining 
assistance. 

d .The supplier is instrum­
ental in attainance of my 
overall goals 

e .Many alternative channel 
opportunities are avai­
lable to me. 

f . The supplier 
is instrumental to me in 
opening up new business 
opportunities. 

g .The suppliers reputation 
is good relative to other 
suppliers of photographic 
products. 

h .The suppliers products 
are bought more than 
those of other suppliers 

i .The supplier determines 
service/product quality 

j .The supplier is quick at 
redressing customers for 
poor product performance 

k -The dealership agreement 
with the supplier is fair. 

Strongly 
Disagree 

Ne i ther 
Agree nor 

Disagree Di sagree 
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.The suppliers products 
are easily available on 
order. 

m.If i contracted to 
distribute other products 
i would abandon the 
current product 
categories . 

n.The supplier provides 
sales incentives such as 
give aways, quantity 
diecounts,epiffs and other 
promotional allowances to 
the dealers . 

o .The supplier sponsors all 
the promotional programs 
both local and national 
wide . 

p.The supplier provides 
in-store , outdoor and 
window display material. 

q.The dealership contacts 
local research work for 

the supplier . 

r.The supplier meets the 
delivery costs to 

individual retail stores. 

s.The supplier contributes 
to store anniversaries. 

t.The supplier provides 
prizes e.t.c . to store 
buyers when 

visiting showrooms. 

u.Retail salespeople 
training is done by the 
supplier . 

v.Operation time of the 
store (studio) is 
determined by the 
supplier. 



S!CTION C:INFLUENCE STRATEGIES 
l.In a calendar month, how many interactions do you have 

with your suppliers (suppliers representatives)? 

Telephone calls 
Face to face 

More than once a 
once a week week 

Once in 
2 weeks 

3 Times once 
a month a month 

2.Within the interactions, how often do the suppliers try to 
influence any one or more of your decisions in business (For 
example,customer service, need for trained technical personnel, 
and level of inventory 

l . Never 
2 .Occasionally 
3.Frequently 
4.Very Frequently 

3. During the monthly contacts with supplier representatives (suppliers),how 
often do they: 

a. Discuss the overall strategy of your business activities 
(e.g. necessity of good services, display of products e.t . c.) 
without making specific statements about what he would like you 
to do? 

Once a week 
Once in 2 weeks 
3 times a month 
Once a month 
Not at all 

b .State their wishes on an issue without mentioning or implying any conse­
quence of compliance or non-compliance . 

Once a week ( ) 
once in 2 weeks ( ) 
3 times a month ( ) 
once a month ( ) 
Not at all ( ) 

c .Imply or state that you will receive better service or 
cooperation if you complied with his request. 

Once a week ( 
Once in 2 weeks ( 
3 times a month ( 
Once a month ( 
Not at all ( 
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d.Imply or state that by 
dealership would be more 

Once a week 

following his 
profitable. 

suggestions your 

Once in 2 weeks 
3 times a month 
Once a month 
Not at all 

e. State or imply that 
or cooperation if you 

Once a week 
Once in 2 weeks 
3 times a month 
Once a month 
Not at all 

( ) 

( ) 
( ) 

( ) 

( ) 

you might receive poorer service and 
did not comply. 

( ) 

( ) 

( ) 
( ) 

( ) 

f. State or imply that the agreement of your dea~ership or 
tiona either require or suggest compliance . 

Once a week ( ) 
Once in 2 weeks ( ) 
3 ti.mes a month ( ) 
Once a month ( ) 
Not at all ( ) 

SECTION D: GENERAL 
(i) Which photographic products sale most 

(ii) Please indicate your education level 
Below "0" Level 

" 0" Level 
"A"Level ----

Technical/Diploma college ______ __ 
University Graduate ____ __ 
Any other (specify) ______ __ 

legal considera-

(iii) What is your position of responsibility in the dealership? 
owner 
Manager 

Any other (specify) ____ _ 

Thank you for your cooperation. 
See you again. 
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