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Toward Suppliers’ Perspective on Modern Retailers
in Distribution Channel:
A Study of Roles and Tasks of Suppliers and
Retailers to Pursuit the Business Success Factors

Dr.Panitharn Juntongjin

Lecturer of Department of Marketing,

Thammasat Business School, Thammasat University

ABSTRACT

elationship between suppliers and retailers should be reciprocity. Suppliers (especially suppliers
in Fast-Moving Consumer Goods business - FMCG) usually rely on retailers (particularly modern
retailers) to distribute their products. At the same time, retailers need margin from selling
suppliers’” products as a main income for business. Nevertheless, it has been frequently found
that conflicts regarding to distribution arise between these two parties. This leads to reduce effectiveness
of distribution channels and further lose benefits for both parties. This research studies business success
factors for both parties from suppliers’ perspective. The author used mixed methods research and use
interview survey to collect data from executives who are working in FMCG business and having direct
responsibility to deal with sales and trade marketing. Furthermore, all respondents need to work very
close with modern retailers. Then, statistical techniques of multivariate analysis have been applied to
analyze data and test the research hypotheses. This study reveals that Supplier Tasks is the most
important factor having positive relationship with Supplier Business Success. Moreover, the study suggests
the business tasks that suppliers and retailers should do to reduce the channel conflict and eventually

lead to business success.

Keywords: Distribution Channels, Channel Conflict, Fast-Moving Consumer Goods (FMCG) Suppliers,

Modern Retailers, Business Success Factors
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1. Unu

Wesanlutagiuiinisudadunisgsiags drdnduduazuinisianatedndufemeneuuananidomig

U

Tunisnszaedudmietemianisdadiminte (Distribution Channel) MimungaufuAuAiuazuInisvesnuLes
ogiave Taslanzdudgulnauslnasiavyuidousr (FMCG: Fast-Moving Consumer Goods) MfHARagnenen
vinliguslnafianelalududuazusnsvesausieiBnnsdng q Wy nsadawaniasilnifiensuaussaudosnns
vosffuilan uaznisadrsanuazmnauelifuiuilaelunadfduduazuinndudu fududuilnagadiie
(End User) Ssfimadonlumstoduduazuiniafiunnntu sudsdanumanisiiagldsuanuazninauieluns

¥ v
a v = v

FRAUANUINTUALY
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AUNANR (Intermediary) Tugesnsnisdadmine wu §Ande §Auan fedunalnddgydmSuuds

Y

lugueidugeaneniseaiaiiinliaunsadrfieduilaaldegaiiusednsam uenaintdundiaunaidluyesnis
n13dndminedaiidiudidgydeasugialan andeyalud wa. 2558 wulyarmaasugialaesinlugsiends

wazauanAatduUseuaumisluaiuues GDP laesiuvianus (Watson, Worm, Palmatier, & Ganesan, 2015)
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7
dnvisviane Tneanzdiudnadelniseuialioudufiliseg

U

FruAUanadelua (Modern Trade) fiol
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(Gatekeeper) noundud1angndnvzgnasluideduilaa msedndnindnludosiongAuanmant el
AnuazaInauiglun1siiifduaunguilaa uenanilgnandedasiangaudnadelndaiomana 3 Usenis
(Rosenbloom, 2013) ldun 1. SwudUdndnidudieglndiuilangareunniigudn Fadlaniudesnisves
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Austaalduinningude 2. Sruavdnadelndfvuingsianagduianansdudiivandu 3. Sudianadel

RY)
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Hudninliauasialues Wesindedddiduauas Astudiunanissesedlunisnszansdudl (Power in

Distribution Channel) sinaziduvaagiuaniae

NNUIANLAASDING ANTIUNNATUlLYBININ15IATMUNe (Behavioral Process in Marketing Channels)
grunanisresediufitiizmneda aruaunsolunsiidvinamilendndndrefdugivewuluremiansindming

iialvigAvesnugauinmudinudenis ddlifinnnnisndnddevidehelaiginasesesdunisdoriedunignin

a

dnelny (Draganska, Klapper, & Villas-Boas, 2010; Gaski, 1984) #a18A5191n1919597190509119N15ALAT0RNAY
ninddevieheladoiovegiane auhindanudaudaiiiintuludemanisdadmiield (Channel Conflict)
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3.1 nqufjfiineolod

InarengufissuisiigadungAnssuiiaduluteamienisdndiniieg InglanigiseanganssuinelIves

fuautauds nguniinisnande laun

3.1.1 nauinedninerdeeuiifeaiuussingiuvesanuduius (Relational norms) (Thibaut & Kelley,
1959) mwﬁﬁﬁumﬁm’w ussingIuAe AumaniafsifuiruafwazngAnssudinadefiinaus wduded
Lﬁ@%ﬂé’m%aLﬂmmaﬁﬂwmmamawhaﬁu6] T@dald 9 nmsnumInIssanssy (Murfield, Esper, Tate, &
Petersen, 2016); (Watson et al., 2015) Wu3IN15kivAINUIIIFINVBIANNAUTUS 1y n1sluvitmmunum
wiihfivesnuedlid aviliinauldaenndasiuvesunuin (Role Incongruities) SuazthanGannudaudasening
audnluremianisdadivuneld unumdusadimuanginssuiinisesiiuvesaundnusazngaluriemianis
$nsming adlaudnudaznguivhausamsuiiivarsunuimiignanamnely Wy dudnauenainadosdniii
Tunswandufifaunmiudy azdesiunumlumsilindvredurvemuonduiiin (Branding) a¥1sgave
Aquialaifl (Differentiate) wazdinisl¥nsmaraguuuusing g Tunsnsiumiamanisaandidaou wandisuaz
waladulel (Positioning: Competitive and Clear) d@ufiuanies uananvzdowimiiinsanedudliiugnas
Tidsflofuslnngayinouds unumduu msasfuilaadnfudan msademsdudvesiuduanedndy
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ouULTUINGALAT (Out of Shelf) wielsifiogluadsdudn (Out of Stock) iflesanilamilieadestunisuims
Famsvhslegunu Tneihedudninazeaaniainduanuiuinseutesdiuan dunafifntuorananeduag
yosnnudnudstussmineuinuasiAuan Suasiiliussaniamlunmsinusuiuresisaesieanadls (Eshghi

& Ray, 2015)
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3.1.2 ngufanulinsda-anuyniius (Commitment-Trust Theory) (Cook & Emerson, 1978) 1umguj
nisuiitinainngenisuaniuasuniedny Inengufainulingda-anugniusnadfie msnghlinmsuanidaey
negsnaiaduldegadiussansanszninaesngudsdugiiuiu uiaznguasdedianulindanasannunniius

Tifugfvesnuedludossiuneu (Morgan & Hunt, 1994) Fawwuianudadieiduiwinnudandniivilviin

v
=

anuduiusludainseniduanduddudn mszeiiuiienudiiangsievisdessaziniuldideldle

aaseheanadiaulinsdanasaugniusliuniu
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Aanulinelaluiiinaneds anudulandigladenislugamisnisiadminedlidugaivesnu Tundues

A A 0 v =3 1% a A o ¢ | o A
ANULTRRRINAA1vBIRUIERITaNTafanT A uariAuYedng (Doney & Cannon, 1997) d@uAiIupniusAe

A | =~ A Vet o o fw a1 = < v o eXa '

nsideladeniadinnuussounneaslidaanuduiusiudndiends mszmuitanuduiusifiaae (Moorman,
Zaltman, & Deshpande, 1992) anuyniusuazaulinnedaiiodudedudfgylunisvilissivvesisaesdie
A & Y o o A ¥ o v oAl a | ) B o a v A ) va
nduadriudndululdegnsszavanudnias aeldleulaiiudazlvasdesiulinveuninnued1enuelia

v
a ISy

(Anderson & Weitz, 1992) weniainfuwinnuAnidilasunisatvayuainemuide (R W. Palmatier, Houston,

v
§ o v

Dant, & Grewal, 2013) FiAruyniusvesaeduiusTudmasgrsndenadniavesgsiandugaiu

3.2 NISAIAUUATIUNIUDVNEY

NATeilvnsfnwuasiauufigiudedads 3 du Alnaseaudiiannsgsivesndnluuiunves

FDINNNNTININUNY
3.2.1 Aaudsniu (Dependent Variable)

3.2.1.1 mmﬁn%m&qaﬁwmémﬁm (Supplier Business Success)

v [ ]

wneiannudnsannsgsiavesndnluyuusaiifertosiudomisnisdndiviig idludusenuy (Sales
Volume) @nMmn19n133u (Financial Status) msidufiidnvesiuilan (Consumer Awareness) msidufivensu

1935U3knA (Consumer Acceptance) ANANRUSIEWINegA (Relationship with Partners) n1sidufigeniuain

a o

Af1 (Acceptance from Partners) wagA31ud15alaesau (Overall Success) Mevuniifioidudsfiguanlinisues
411 (R. Palmatier, Stern, El-Ansary, & Anderson, 2016)

¥
1Y

sarunuideidcdldinanuduanegsisvesduin nsussangludiunstuuingy widiiannudusa

Tugnuilifertesdugdn ({A1Uan) wazineatesiuduilaafidudldduianuigndnandnsiae

Y

3.2.2 Aauusau (Independent Variables)
3.2.2.1 asfafiigidesiurenianisdndmiiegauaniiansyyin (Retailer Tasks)

NNRUIANNARSINATY {AUanasivtfinlaninudeinisveiusiaauazdeadeyaniiusieanisiu
lUaiauan (Lazarus, 1961) wielitin1sndnuazdnn3endudnseninudenisveaduslaalidmuieisiuadan
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TurianaiwazmeIsn1snLusTaadens Junuwdded fideladstudneiunuinutninnetuleawm1ean1sInd vuie
Y LY 9

A UAnadelmifiasnszyi Tugruziduannluremianisdndmuienun1auneswelundn Faunuimming

Y
[

fananiatunsawanwasidunisiaiiedfudeanianisins e lasail

ACUWICUBYANERNSIA:NISUNYS UKIDNYNausssSuUAans



yuuavvavywan ninegAanavelnulusauntnisdndmue
NISANIUNUINKUANVaULWAMIA-EAUEN 1Wor1TadeininI &SN 1SS

nMIendndugenueveIndudnngnanludduilangavine (Push to Create Sales) faidumindingn

duiugiudAguesiuduan (Davies, 1993) wsedduanduaundnluteamanisdndmineiegludumis

gavineegdniuguilnalulasiasnavesdenianisdndivyig wenanuunshsguilaadniuaudn (Attract

Y

Consumers to Store) waifialonialunisuedualiiuguilan n1sasansduavesiiuAvdneaiiunisienns
N9N1IRAA LU NTlawan (Retailer Brand by Advertising) N385 19A518UANUDI51UATUANKIUNITINISEUA

(Retailer Brand by Visibility and Display) wagn1sadnsmsnaunivesstuaivantessiunisignisdaasuniseiey

= o

(Retailer Brand by Promotion) isliiduiiidnuasdurevresiuilan Sedioduunuimminfidsdaaudn

'
a a
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Jugunedudlidndte (Martinez-Ribes, 2015)

wANINAIAINING FeAUanTianseyidaniuluis asfanfeadesiunmsyiliauduiussening

o

Arvaniuindndululiegnesuiu (Ganesan, George, Jap, Palmatier, & Weitz, 2009) \3a3v09n1siiiusdayan

U /A7)

] [

wazAuSURnveuReninfvesnuedlia esnwinauszleminigsiasiuiuluszezen o, 2006) faidudamils

Avy a v v o v & A = o g va A a X vvd Yy A o & v = ° v v Y oa
m‘gmﬂaﬂmadl%ﬂuﬁuaﬂﬂmLﬂuaaﬂﬂﬂﬂ szx‘m’li%wﬂmmumﬂﬁuulﬂuu NANUANANLUUABIUNITNINUTIUNUN UL NAR

Y U

pg1ailusganinmlununsUsMsTalggunu (Supply Chain Management) wsiza1vielgguniuddymiuds

[ ' Y a

goudmansenululsaudoUssaninmveomanmsindmihswazanuduiusseninalAuaniugnanag ey

Y
lumendududalggumudululiegesuiu wenainvdinafsoUsz@nsnmeesrem1an1sdndviiewas
AMUdNSININgIRIveTIdelnaud dnavdsnafnennuduiusvesidrudnuaznanluszezenidnae
(Kozlenkova, Hult, Lund, Mena, & Kekec, 2015) wanandunisviianudnlalugsfiavesindn (Understanding
Suppliers) waznisliarusaudiodudndnluzesnis g 1Uueg19d (Collaboration) Afeidunisiavesd1uan
agvibiauduiusseninegaanliululaegnasuiumeuiu

nasiadnanfigiuanfisnseviliunduda Jaduiivnvesauufigiuiviiesnuided
H1 (+): 2757977897097 UY099 1971590 TIMIIETFAIUENTaNT2Y) G9RHENINUINADAIINGUTIN1NGSAD
YOIHAR
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wenIINMIgAdauNAgIuilual §Ideagvinisanwuiieliidilasniedn garaniislinnudAgyiunisia

<

Tate unnvisedeaisdla eliAnaudnsannsgsfaunyudn

3.2.2.2 asfanifgitesiugeanansindminegnanieansevin (Supplier Tasks)
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Uadeilmnets mslinnudAyiuunumuihideigndaesianssi §ideliinisfnuniadeilaenss
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NYUNDIVBIHUINTNABeTURATaUNEITUNTN ST FUAH AN TN lurBInIaNIsIndmiie Wieligsiaves

autesUszauaudnse FeluanAded wenannsnumwIsTaNssNd1ediY WiessyunuIviinivedndnud -

Ya v

AAdelaviinsdunvalidadnduuimsseavgeivinnuegluuisvndnduiigulnauslnasianyguiswss $1uau
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4 v aurildungsunuvmmingedndaficlinnuddyy deliuddnvesnudssavanudnia fild nsd
AUMUINIINITAIANTARY uanr1e kazudatuls (Positioning: Competitive and Clear) n1siignvngiieuyalad
(Differentiate) n1svims1AuA1lidunisdn (Branding) msidufitureuvesduilana (Liking by Consumers)

U s
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fuusingm19gsia (Relationship with Partners) n1sfidesnseeuladniumaivlesd (E-Commerce) N1l
YomsesulalrunesrULkennAnTuuUInIAnYikazaUnsalindeuil (M-Commerce) n13HLwINIINITIANIS
Poanafivanuatgeg1adussuu (Omni Channel) wagnisassmiwazimuIvsneInsyana (Human Resource

Management and Human Resource Development) 33tun@sauufigiuiiaoins

H2 (+): 1757978909 7UY09 1901580 TIMUIETNAATINTI SINaNINUINAAIINEUTIN NG IIYEI
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wenINMTigatauuAgIuing §ideagvihmsfnwineliiinlasgigndnidianuddydunisialadig

wnisedesifisdla eliiinaudnsanisgsiaundadnanies

3.2.2.3 mslinaiun1siafiiieitesiugemensdndmuneignanianseyin (Supplier Time Spending
- on the Tasks)
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Retailer Tasks

« Push to Create Sales

« Attract Comsumers to Store

« Retailer Brand by Advertising

« Retailer Brand by Visibility and Display
« Retailer Brand by Promotion

 Supply Chain Mangement

« Collaboration

« Understanding Suppliers

Supplier Tasks H1 (+)

» Positioning: Competitive and Clear Supplier Business Success
« Differentiate
« Branding » Sales Volume
o Liking by Consumers « Financial Status

o . H2 (+)
o Competitive Pricing >« Consumer Awareness
e Finding Partner » Consumer Acceptance
« Relationship with Partners « Relationship with Partners
o E-Commerce » Acceptance from Partners
» M-Commerce « Overall Success

o Omni Channel

» HRM and HRD

H3 (+)

Supplier Time Spending

« Positioning: Competitive and Clear
« Differentiate

« Branding

e Liking by Consumers

» Competitive Pricing

e Finding Partner

« Relationship with Partners
» E-Commerce

» M-Commerce

» Omni Channel

« HRM and HRD

AT 1: NTOULWIAANITITE NTouANNAFIU
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4. 38N1SIVY

sATefiduauifouuunan (Mixed Methods Research) Tasfin19viadeidsusunm (Quantitative
Research) uwazn1393duisnanin (Qualitative Research) mugiuly wanisidefldazanuisnadunsld
TudannsuuandsdniefuiafowienudianmagshoiseduinuasAuanadtelnliumamsososuan

Welaldsunuunisideidadrsn (Survey Research) tnglduuuasuniu (Questionnaire) 1Uwa3asiialunis

e

Da

b

U Y

1% & XA Y awu avy va a a A A M Y a W ' a
utaya Meiliielinaddenladuseansamgs wavaiusaauauauaamafauililainanngudiegne fe19
Andulaannisigneusuuasuaulilandlaneunsensulaelilidnlarmauegiseawyt (Burns & Bush, 2013)

Ya o

iadedadenldisnisligduntvalanliunisasuaiugmeuiuuaauniy (Survey Interview)

4.1 N1SIAONNGUADDEN

Y oy

38198 n15duAeE19UUUIR18ae (Purposive Sampling) laeilinauilunisdudiagnedie Hid1siuney
wuugeunuynauazdenduuimslugeavnssudnanduiigulnausinaiianyuieuss waziindifisuiingeu
lngnsenunsuglarn1snan Mresviausiuiudmuanadelvidlaense Inedinseunisdudiedns (Sample Frame)

I =~ Y a o 1 o d" Yy a
LU‘L!?']EJEUE]‘UENQU?WW{LUQWEWMﬂiiﬂﬂﬂﬂa”l’)‘iﬂﬂ']ﬂﬂi%ll'lm 300 ﬁ?ﬂ‘ﬁ@ﬂ?ﬂﬁu?ﬂmgﬂ’]ﬂaﬂlm&l

msHIYUA L nAgou 30 AU 10 . 91N NSAUMIS .
T _ nounNINgIveu + INU . e JIASI:K
NgavounuUNg liuudgouniu nﬂaauqmmw ﬁUﬂOOEJ']\]

S, _ NMSFUNBNIBIAN y PP Voua wan1sdvy
NFioINISANYY IUavAU VouInSaulioddy v 300 AU

< & s
AN 2 YUABUNITIIY

4.2 nasasanuudouniy

AIdladun1walldedn (In-Depth Interview) Fuimssgaugeitnuluuigngudndudiglnauilan

ylangwdewda 4 viw efvuaunuvminn@endafiddnnudifyuazliiog diunisieiifeatesdu

Foanunisiadmirefgaiudniienseyidy liunann1smuniuassunssy

wuvgsuaudmivanuided (gledrnulunianwin) Wukuvaeuauiigideimuiduainaudnidiy
M3 eINanLazn1IsTNUMILITIaNTIH T9nsuseliuudazUadelaednsndinuseanuen 5 seaukuy Likert’s
Scale (1= “ldiae” @4 5 = “uniign”) wuvaeunwaziluilunsesieldeisedoiunismagoulewu (Pretest)

<& v o Y o oA A4 A au & Y vy o a £
Mnnsiudeya 30 fege wanhumageuaidelie (Reliability) veuntesuleddy Jeavdesldrdulszans
Asaudadann (Cronbach’s Alpha) u1nnd1 0.7 (Hair, Black, Babin, & Anderson, 2010) Fsaziluldiiudoya
Tudupeusaly (nmdl 2 wandbiiuiduneunisive)

ACUWICUBYANERNSIA:NISUNYS UKIDNYNausssSuUAans
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4.3 anndrnsun1sdins:KVoyadde

deriudeyalsainnseunisguiietisudy Teyaideuiinuazgninigt lngldisnsmsadfnuunis
AATIEVNNFMUS (Multivariate Analysis) lagldinatindiasizviesdusenau (Factor Analysis) WUUNITIATIEN
93AUsENULEed1579 (Exploratory Factor Analysis) tiledangudoyauazaiisesdussnou udrduhesduszney
Alvinnegidaya Weliuszaninmlunsiinsgiteyaiutu Tasdifeldimadanisiinseinisonnesuuy
wigas (Multiple Regression) Lilennaouayyfigiuniiads

5. JIAs1:AVoyalla:wan1sdvy

5.1 NIsINSgUVayala:AUNIWVaIIASOIIa39e

a a ¥ [

WenauinguizasAvesnuidedn Jadeiinertesiuunumuesndn wazladelineidesivunuimues

vy Y a v

AeuanadeludMdugdn luudunvesdemenisdadmie Jadelauazunumiulnuiigndauaz{audnadeln

RY) Y U
a o

msliaruddy Jads vdeduusul fignadstulunuideifadutadelnifssldnedidnidovindadeundaid
TWlusAfeudey fdunisnmadadszansnmvenaiesdlefldlunsiitedeuiluldlunsmaaeuaufin
Fadudeddnyunn Ic-wa@i%’alvﬂ%wé’wizawémauﬁ’ﬂé’am (Cronbach’s Alpha) Lflensavaeunuyidedia
Imaﬁl,ﬂmsﬁdﬁmé’uﬂizawéﬁ”aqqmdﬂ 0.7 (Hair et al,, 2010) waglyn1siAsizsiosnlsznaullied1sa (Exploratory
Factor Analysis %30 EFA) Lilonsiaaeuanumnzanvosteyalunisihunldiesesiuuvesduszney lnogain
A1 KMO vide Keiser-Meyer-Olkin daiuandiléinanumnzanvostoyalunisinisinsziosduszney daain

a

Han1snadey yndadesiAn KMO 1nndn 0.5 wasdiArdudsyansaseutndaniuinnit 0.7 dwuandliluaisen 1

A a

FeasUlaindeyalinnumnzaunasldmalinssilade wasasesdionldluanidetidnuananefisziiluldnagaey
auufgrumaly

31NNTOUNTEUAIBEN (Sample Frame) Aildansederuimsvesusengninlugnamnssuduaigulan
uslaawilanyuidews wasdimihisuRaveulaeasdunisfnsedudduanatdelnd anauaudduining ded

o
£ o

Vanie 300 180 Lledadedunualnguiiegieineiu fidglaveyatneuiuuasuaiuriaiun 70 51

Y Y

snwagdAgvenoukuUaRUnINIWITlauA 1. fidnsiumneukuuasunINWITeTUsEaUNITaINI ST
fafugduanasiolndlasedes 16 3 waznnvitusgluduvisssduduimsvesuionguan 2. iWesauyad
nste-118 fel vesuddngnAnivedudiiuddiudnaliulnlfidnsunouuuvaouniuuda wudndyann
gefiannnndn 1 uauduumeed 3. fmeuuuvasunmnuidelinatlunisdunwallivesnit 30 wiit Fadu
\3nsBuduingmeuuvuasuaiunnvitudalanoudanulunuvasunndueged Faduanudafiuaingnou
wuuaeunlunuideifsfinnuddguasindedo ognalsfinundesannguiogaisiuauliun §3de3ald

wiadlaynawnsy (Bootstrapping Procedure with 10,000 samples) &uduisnnsadifidefiveiiugiunalunis
WAIERFNNAgIUNNEDA wazuiUyrifediudennamsada (Statistical Assumptions) fi919induldainnis

p D

ﬁmau@’mamwuaaumuﬁﬁﬁﬂ (Hesterberg, Moore, Monaghan, Clipson, & Epstein, 2005)
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v

=] a a a4 A a
13799 1 NANITNAEDUUTLENTAINVYDILATOINUDIREY

Factors Observable Variables Loading KMO Cronbach’s Alpha
Retailer Tasks Push and Create Sales 0.803 0.766 0.841
Attract Consumers To Store 0.771
Retailer Brand By Advertising 0.407
Retailer Brand By Visibility and Display 0.248
Retailer Brand By Promotion -0.073
Supply Chain Management 0.783
Collaboration 0.799
Understanding Suppliers 0.64
Supplier Tasks Positioning: Competitive and Clear 0.765 0.826 0.877
Differentiate 0.814
Branding 0.585
Liking by Consumers 0.713
Competitive Pricing 0.22
Finding Partner 0.222
Relationship with Partner 0.243
E-Commerce 0.016
M-Commerce 0.131
Omni Channel 0.549
HRM and HRD 0.767
Supplier Time Spending | Positioning: Competitive and Clear 0.832 0.756 0.867
Differentiate 0.795
Branding 0.841
Liking by Consumers 0.832
Competitive Pricing -0.034
Finding Partner 0.359
Relationship with Partner 0.343
E-Commerce 0.359
M-Commerce 0.273
Omni Channel 0.302
HRM and HRD -0.072

ANU:WICUBUANEASIA:NISUNT UK1DNUNdusSSUAEans 11
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a a a a A aw |
M99 1 NaNISNAFRUUTLANTNINVYDILATDINBIRY (MB)

Factors Observable Variables Loading KMO Cronbach’s Alpha
Supplier Business Success | Sales Volume 0.769 0.84 0.874
Financial Status 0.569
Consumer Awareness 0.762
Consumer Acceptance 0.787
Relationship with Partners 0.806
Acceptance from Partners 0.768
Overall Success 0.898

5.2 NIsnAdoudauuAYIu lla:wade

vy I

NMTIATIFINNEdAnIsmallansanaeekuunvan wuindadeninlidnaniedlugnaivnssudu

a a I v Y !

gularuslanviianyuiswiivsvavanudnialdangade nislianudidyiunisfafiifeadeduraminis
al

1 o = v

dndmhendnanfianszyin FadawaludauiniuarudiiongsiavesindnegelidedAgn 0.05 (advayy H2)

< ) 1%

wazdieduUszansonnosiiuiuansgiundieg 0.278 dudainde Jeadennslinarfunisiaiifeadesiu
Foemamsdadmnefiguanfiansesin Jedsmaluduinduanudnioniegsiavesnaneteiidedfayi 0.05
(affuayu H3) uawilenduuszansonnesfiuiuinsguudegi 0.207 dmiuiladunisiafifsatesturomis
nMsdadmmiefigiuanfiansgin wuindwailauanduanuduianssiavesnanedslidedrduuuaniuea
(Marginally Significant) #ifin p-value 9g3¥1iNe 0.05 fu 0.1 LLazﬁﬂ'wé’wizﬁmémmaaaﬁﬂ%’ummgmué”aagﬁ

0.195 ALANINANINEDALIIUANSIN 2

A3 2: NAGNYIVEDH A1NNITVAFDUANNRFIY

auumAgIu AIWFUWUS § t-value wanisnadou
H1 Retailer Tasks — Supplier Business Success 0.195 1.78* Auayy
H2 Supplier Tasks — Supplier Business Success 0.278 2.45%* Auayy
H3 Supplier Time Spending — Supplier Business Success 0.207 1.93** aduayu

newn: R =0.22
** P<.05 * P<0.1
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'
[ =

A a = 1 ‘6’ L '3 . A 1 Y Ao [
WaRiasanderrntnesalsenou (Factor Loading) (luaél 3) wuinunumutnidany desiudu

<

a =

HadeluFesvesnslianuddyfuashefifeadosiudeamansinsiminefiguanfisnsesin (gaanardivin
osdUsEnousas 0.5 Fulv) Taeidosdrduanuddyanuntudesldud 1. nsfignueiigudsldd (Differentiate:
Loading = 0.814) 2. MsassniaznIsiauImingInsyana (HRM and HRD: Loading = 0.767) 3. n15dl
RV aInIsRaIafidaan wanene wazutetuls (Positioning: Competitive and Clear: Loading = 0.765)
a. mnﬂuﬁ%u‘ﬁawaaﬁﬁim (Liking by Consumers: Loading = 0.713) 5. miﬁﬁmﬁuﬁﬂﬁtﬂuﬁi{fﬂ (Branding:
Loading = 0.585) 6. nsfiuuinanisdanisveamsiinainuatsegraduszuy (Omni Channel: Loading = 0.549)
dwivdsddgyisududatelusewasnislinaidunisieiiisrdesiuresmanisdndivinefigndnfian sy
(Q‘-‘Mﬂﬁ?ﬁﬂwﬁ’ﬂmﬁ’di%ﬂaugﬂuﬁi 0.5 Full) TneBewdrdumnudfyanuinludesldun 1. nnsvimsaudaly
Lﬂuﬁiﬁﬂ (Branding: Loading = 0.841) 2. MR uInTeaIaiitaey wandn wasudetuls (Positioning:
Competitive and Clear: Loading = 0.832) uag miLﬂuﬁ%u‘UaU‘Um@:ﬁiﬂﬂ (Liking by Consumers:
Loading = 0.832) 3. ﬂ'}'ﬁﬁﬁ;mﬁuwﬁﬁjmdhjﬁ (Differentiate: Loading = 0.795) waywuinunumutinfiddey
ermfutafoludomeinisiefiferdestudemamsindminedidduanfianssi (gaindrdmiinesdusznou
faud 0.5 Ful) Tnessdduanuddgainunludosldun 1. nstiondnduseaisvesnsndudiainduan
ludguslnagavine (Push and Create Sales: Loading = 0.803) 2. nsliausiuilefiuguan (Collaboration:
Loading = 0.799) 3. n15UI"151al4gUn1u (Supply Chain Management: Loading = 0.783) 4. n13A4u3LaA
Wn3$1mAUEN (Attract Consumers to Store (Loading = 0.771) wag 5. Anudlalugsiavesyudn (Understanding

Suppliers: Loading = 0.64)
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Retailer Tasks

 Push to Create Sales

« Attract Comsumers to Store

» Retailer Brand by Advertising

» Retailer Brand by Visibility and Display
» Retailer Brand by Promotion

» Supply Chain Mangement

« Collaboration

» Understanding Suppliers

H1 (0.2, 1.78)

Supplier Tasks

« Positioning: Competitive and Clear Supplier Business Success

« Differentiate

« Branding

« Liking by Consumers
» Competitive Pricing

 Sales Volume
« Financial Status
« Consumer Awareness

H2 (0.28**, 2.45)

« Finding Partner » Consumer Acceptance

« Relationship with Partners « Relationship with Partners
o E-Commerce » Acceptance from Partners
» M-Commerce « Overall Success

« Omni Channel

« HRM and HRD

Supplier Time Spending

H3 (0.21**, 1.93)

« Positioning: Competitive and Clear
« Differentiate

« Branding

« Liking by Consumers

» Competitive Pricing

« Finding Partner

« Relationship with Partners
» E-Commerce

» M-Commerce

» Omni Channel

« HRM and HRD

AMuil 3: fuuunanian1side vesladefdamaseniudusanisgsiaveunde
InsuansAuminesdusenau (Factor Loading) A1duusednsanaasuiuuinsgiuues
(Standardized Coefficient) wasAadad (T-Value) 1ilwirndu

MY ** P<.05, * P<O0.1
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6. n1sasdwanisdvena=n1sanusiy

¥ '
Ay dAaov I

= ¢ A = = v Ao vy a o a v a a = <
MAeiiinguszasdiiednudadadenvilidnannegluanavnssududgulnauilaaviavyuiiouss

Il ¥
< a ! a L% a

Uszaupnudnse Tuuiunvestemenisdndmienigauanadelniidugianyuneweaindn nan1sidetay

D a

ilisdhedndnuazdAanadsindlansvuasidlavnumuasning Felhenuesisliauddy welvgsia

9

e

YoasdosleUszauaudnie awnsoagunald (munmi 4) dadl

mshenguannastinawaAny msioRguanaasifioan nuAUa

1. MSOYIENAINIIID 1. msins1audtidunsan 1. MSEOIWANAUGOAVIBVDY

2. NSASSHMA=NMSWRUINSWEINS 2. MSOAMRLIININISAAARBAINU ns1duAmINGwan Ugwusina
uAAa IANFY HazIvavuls anrig

3. MsTFAMKLININISAAIANBAIN 3. msiunusauvaugusina 2. mstAnnusoubenUywan
IANA 1A=V vule (@Anyiiinuia 2) 3. MsusKHIshalgauniu

4. msiduidusouvaagusing 4. msOevIenAIN LD 4. msavgusinai$uAlan

5. msmnsraumiiidunsan 5. AWIlelussAvoIywan

6. NMSHIUININISINNISTIINTY
Akanratsogilus:uu

Al 4: asunsiangudnfidlianudrdguazliing sufansfandvanadelvdfianseih

Welminanudusasiuiudevisansdie (Sesmuaisunuddey)

Uadeiidmaromiudiiesindnfioglugnamnssuduigulaauilaavdamuisuswniign dedeu

[

fuladetanuainnisfinurde Jadelusesweasnislianuddyduasiangdudnfiensevin uagunuimming

'
= Y a

Fepnanasiinnuddtyilogieiu 6 agne loun 1. nsligavrendudddidl 2. msassmuaznmsimuninensyana

Y

3. MSAALUUINIINITARNANTALIY WANGNS hazukdadule 4. mmﬂuﬁ%wawmﬁﬁim 5. ANSYIASIAUAD

Tmdundan waz 6. N15ALUINIINITIANITYRIMNTraINateag1ndusEuy F9919 6 memﬂuaaﬁﬁmﬁmﬁﬂﬁ

<
U dl

Auddy Welidndniaanudusannsgsialuyuuesiiierdesiureanansdnd e dedunanlianudfey

funisivesmuiedndnsege geuillonauszaumnudnialauiniu

Y a = a

Uadefidamasiennudusavesudnsesasnie Jadumsliardiunisianiguaniiansziin lnaunumiiguan

U RY)

msagliiaan laun 1. nisvimsndudnlidunddn 2. msdidundamnaniseaiafidanu uanene wazudsdule

3. madunfurevvesfuilaa (@idgwindude 2) uay 4. nasfigavienguaslad Fans 4 egnedife AWgHEn

a a «:4'

faldiiaiinisiasine g warilliunn Welifndninanudisanisgsialuyuuesiierdesiutomiinisdndmiing

Y

v (%

n13asUnaidefna1InuIn drruanudfyreinisiangndnaislianudAyuitedne lldaenndes

'
Y a o v a

fudrdunsianguanaislviian endegradu n1sigavienaudslilidsegluddun 1 veansianguinads

Y
U dl

linnuddsy wisgluddun 4 veinsfangudnnisliiogr wsen1siinnsfangudnaislinnuddyuicedis
nauliegludsilunisiafidudnmisliiag wu nmsassmuaznsiaumsnegInsuana wazn1siuuIn1enIsinnis

Foaeiivarnnaneeginluszuy Tuenamneanudn Wedndnsewndyiudediianieiiuial a1shadinaini
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wiiazdudaiiduinsassianudify widuimsesldisnisnszarsauiiiesdesiunisfawmarduliiuiina
wdaresnunuAgItun1sRating s unuissiludadieinsiamanivienues Faeiiliguimsamisauims
naldegeafiusganiamunniy eaunsauimisaiiifiegedindaliunisiaiivunzay geuilentauszauy

AudnsmgsialduInTud e uiu

dmfuladegaiinefdimasoniudisveundnde Jaduineardvunuimngaudnadelvdfianszyin
duldun 1. nsyrendndusenvievesnsidudiaingudn Waduslanganiite 2. n1slianusiuiiedududa
3. Msusmsasldauniu 4. n1sisguslaainsiuavan wag 5. anudnlalugsiavesindn Bansuga1uan

o

lonsrufansfadidgiinuweianseyitu asvihligavanaiusaliaudAyiunisiavesnuesniianseyilinu

1 4 Y A a a

Andnlieg1ignieunuizanuniy uazavdimalinisnsganeduinvesdnandiiunisgiuaniduginfivszsdnsnm

Y
v

NI

Nnteagiaddedneiu ssilinanuazdiuannauuasitilounumiiieadesiutemsnsdndmine
flensnszimesudazdie Ssazdisanmudandsfienaintuluremenisdasmiingld (Wang, 2015) NN
sdningdsaAeafuussingiuresanuduius (Relational norms) (Thibaut & Kelley, 1959) Feiluua@nin
nﬂﬂﬂaﬁﬁwmui’mﬁ'u%ﬁmmmwi’wiaﬁmﬂWwﬁaaguil,ama nsimsunuImti i ﬁﬁmﬁzﬁm,azgﬂmw’ia
ndndrenidaldiuegned sz liauliaenndostuvesunuim (Role Incongruities) Lindutiosas vl
annsifnmnutaudsseninanguuesinaniuaundnludemnanisiadming Faarnngquiiannalinde-annugniug
(Commitment-Trust Theory) Lﬁaﬁzﬁummsﬁ’mLLé’qmsﬂwdaqm&m'ﬁ%’mﬁi’mﬁwa;jimsﬁus?m?aamamé’a Waeos
Aozl flarmdaitunmuaraudiniusvesiunes fufiatu ilvissavsnmvosdemenisdnsmeifissnnauld
luflgn (Rosenbloom, 2013) warazdsuafronmdniamsgsivvesranuasiUanldlussorentediedsdu
aly

6.1 Us:lgyuisedsinis

mATedldhuuRanguinideinedeuisafuussiagiuresnuduius uagnguiaiulinda-
Augnius uUszgnaldlunsifuteyaifauszdng (Empirical Data) Fsvisansmquildfinisiufsannudidy
YoaUNUIMTigAienszyiseninedu ieananudauddlunisdiiugsfie annmmumiuissanssy §ideling
smidelafidnulussaziBenvesunumiiianseyesinanuazdduanludomnansdnsiming fdunuided

ggefuiunguiainats Tnstanigluuiunveseuduiusseningndnduiiaulnauslnasiamyuisusaiu

a o

HAUanadieluy

o w £

Joinfanazdolausnuzdniuniddoluouinn agr1elsAniudeindinvesnuideife nan1sITeAlau1an

yuNewoHAnfissdedies Fannufaiuseisesninannyuuevesiivineafinnuuandaniemiiouiu

Y a @ & Y = & a o = = | =~ o A o P a | 1 [ ] Y v
r;jmammﬂulm SUQLﬂanVlﬂ’JiiJﬂ’]'ﬁﬁﬂE’malﬂ Lwamﬂmwwﬂw@mmaqammaaaﬂwummmmmuiamﬂm

ag1eUsrauaNdsaINTY uazdediinvesuideiidndenilafie nseunisduiiedadivuindn isiesineei
nsAmdendniianumuizaufivzundunguiegnasuiiuduna Fuilidwiuiedenldlunuideifivun

Y

'
=

ladsnndn gaulavihns@nwiluswanmisneey welildundanguiiegraiianumaganiiuinunniti g

Y
yaa

bina deiilafiuszavannlunisaziiounnudniuvesndndiulnglafo
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6.2 Us:losuigussne

daildannauidedl awnsathluldiiiedulsslenilaensedndnduiigulnauslaasdanyuisusi
wazgAUANYIIMNnTEateduAIfIng 1 TnsanzgAuanadelu imszuenannnindnuasiAuanagnsui
fidafeezlsidmasonnudiimngsinvemuemioregiua Mandnwazdinvanazlinsuinnuesaisneisiy
YsulgmmselanudiAgyduunumminile unvsedssauialvy wazillonsuunuImminNgenueaianssi
LagaNI0SURATEUUNUIMTTNNAINATILABE1 9N T9ALaEIUTEAVEN LAY TaRnnaInwAZALTALEIRIT 9 58139
AnAnduAuangenanadld duastiundauszdnsninlunisnsgatedudivestomeinisindmuieliiuuinyy
A & e & | vo €1 Y A DN a v N NP Y
foduanrunsalivsaedrelasuusslonisindu ndnfe Judnaiuisanszaredudiiugarmdusuduan

a £

adelnilaegafivsednsamgs wagiuivanaielnilasunaussleviagededuluguuuuresiilsainnisuiedud

' v v
Y a =

Tifuudaiidugdn Mmuailaziliganusiuiionu esnwwadssloviunisgsiavesivaess wasnisusyay

Y

] a

AnudnsIegsilussezeneluliluian
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