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Abstract

Recently, literature shows large increase in the number of publications focused on
buyersupplier relationships.In general, literature suggests that busyepplier
relationshipghat arecharacterized by a balanced mutual dependence are superior to other
buyersupplier relationshipsHowever, contrary to what theory suggests, in practice,
firms in supply chainsvantto control each otheiThis tendency to control exist in all
tiers of supply chains and it is an 1issu
effectively manage intefirm relationships.There where existing studies have focused
mainly on more powerful actors that control and influence behaviors and exchanges in
buyersupplier relationships Habib et al. (2015) have brought a fragmented bothetoge
of literature shedding light on the dilemma of the weaker actor in imefer
relationships in how to respond to the power dominance of the stronger Eutar.
initiated framework however, requires empirical validation. The aim of this study is
therefore to give a contribution to the literature by collecting and exploring data within a
reatlife dyadic and network context, from the perspective of the weaker &ctorder
to do so, lis research involved a multiple case study to explore and tadérsnder
which conditions; i.e. features of underpinning factors, a weaker actor applies which
strategic option(s) towards another actor in case former mentioned holds the weaker
position in buyersupplier relationships that are characterized by asynumptwer
dominance.
The proposed strategies applicable for a weaker #wabmare found in literature
are:1) dyadic and networkollaboration,2) compromise3) diversification,4) coalition
and5) exit. The choiceof these strategies dependsseneralinderpinning factorsrhese
factors that ar@entified as possible influencers on the choice of a weaker actor to apply
a certain strategy ara)nature of interdependend®,relationship governance) sources
of power,d) switching costse) type of conflict,f) relationship closeness agilavailable
alternatives.The collected data gatheredvia semistructured, operended interviews
allowed todevelop a same presenting theonditions of underpinning factors that are
foundtoi nf l uence a weaker actorés choice to
aim to counteract the power dominance of a stronger business phiigtrund that he
circumstances in which certain options are chosen differ depending on the context.
Within a dyad, the option dyadic collaboration is favored whenever asymmetric
dependence is high and mediated power sources in the form of reward power are
Il



exercised by a supplier. Furthermore, in case of high relationship closeness and high
levels of proprly handled functionatonflict, thiswill result in the selection of dyadic
collaborationas well Finally, the fact that no other alternative business partners exist in
the marketinfluencesi n a weaker a ct the dyadic cdilaboratien t o
strategy Regarding the other option applicable in a dyadic context, i.e. compromise, it is
found that this strategy wil/ be select e
business partmeln terms of underpinning factqtsis deeling of beingpressurdobarises
whenever dependence on a vendor is high, coercive power tactics are into play, and the
company is not able to switch to another supplier since they are bounded by formal
contracs, the option compromise will be selected. As a consequémeeglationship
closeness andumber ofavailable alternatives ansideredo below level when the
compromise strategy isnplemened En hanc i n g titadtivenessisonsidesd a
to bethe third possibility in a dyadic context. This option is selected once the relationship
between both actors is ofvary highlevel. Due to properly handled functional conflicts
the relationship even strengthemkich makeswveaker actors (among others) eager to
invest (even more) in the relationship. Hence, switching costs run high resulting in a high
dependence on their partner. In order to reduce the potential negative effect of a business
partner (mis)using its strongerogition the weaker actor tries to increase its
attractiveness.

Within a network context, it #boundthat, overall, the underpinning factors: nature
of interdependence, switching costs, (properly handled) functional conflict and the
number of available aler nat i ves influence a weaker
collaboration strategy. For all these factors except available alternatives counts that when
present at a moderate to high level, network collaboration is applied to counteract the
power dominance oits stronger partner. Additionally, the opportunities to establish
relationships with other vendors is considered low. Regarding relationship closeness it
depends on the situation whether its presence can be considered as an influencing factor.
The secondption available that is discussed in a network context is diversification.
Diversification is only selected whenever available alternative companies exist in the
market that can provide thf'm with similar products. Furthermore, the costs of
switchingt o or adding one of these supplier:
considered low. Finally, the focal company does not feel more dependent on its business

partner tharvice versa. Because of the iter independence a weaker actor is more



eager to gdeyond the focal relationship and try to establish new relationships with other
parties. Regardingt h e o goaliioodnthe @xistence of all type of conflicts are
consideredo be a big influencing factor making a weaker actor decide to apply this
option. Once conflicts arisa weaker actor is eager to combine forces with other parties
to enlarge their power position. Furthermore it is observed that if this strategy is chosen,
there do not exist many available alternative vendors in the market. Bédsidethe
presence of high switching costs in combination with high dependeneeswanger
business partner, makes a less powerful firm feel to be even more bounded to the existing
relationship.

Exit is consideredo be the least favorable option. Margse companies indicate
that ending the relationship with a partner is only selected wheonsiderd that no
other choice is left. The relationship in this case is of a very low level and characterized
by high levels of dysfunctional conflict and byetlsupplier exercised coercive power
tactics. Furthermore, a suitable alternative needs to be available in combination with low

costs of switching to this new identified vendor.

Furthermorea measurement to developedThe aim of this tool is tenable further
research to overcome limitations regarding the generalizability and external validity of
the findingsof this researchl'he measurement to® able to capture what combination

of underpinning factors makes a weaker actor eager to sedpet#ic strategic option to
mitigate (potential) negative effects deriving from asymmetric power dominance in a
buyersupplier relationshipThe tool, that is presented in the form of a questionnaia®,

be used -af6 af drstquantitative resdthischer :
gualitative case study.he proposed survey is built on pegisting and validated scales

for measuring the influence of an underpinning factor on the choice of anizatjon to
apply a certain strategic optiofhe questionnaire contains questions for each of the by
Habib et al. (2015) identified underpinning factérincluding attractivenesé and is
designed to derive data from the customer's vantage. ddiaseitems were sorted per
factor or per feature of a certain factor, resulting in 18 different item scales. Eventually,

aquestionnaire consisting of a-t@ém scale was developed to measure to what extent a

(combination of) factor(s) has influence on a weakes t or 6 s choi ce. Fu
items can be scored on @50 i nt scal e, ranging from fsi
agre®.
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1. Introduction: A shift of research focusarguing for sheddinglight on
the dilemma of the weaker actor in buyersupplier relationships in how
to respond to the power dominance of the stronger actor

1.1 History of thepower dominanceconcept:Developed from literaturéocusingon

power anddependencé buyersupplier relationships

Over the past three decades, literature shawarge increase in the number of
publications focused on buysupplier relationshipsndicatingan increase in attention

given by (supply chain managemenscholars to the buyeupplier relationships
According to Chicksand (203), the study of busineg®-business relationships has
grown in importance as buysupplier relationships have become increasingly complex
and effective relationship management can lead to competitive advaritageever,
despitethe increased interesh buyersupplier relationshipgempirical studies assessing

these type afelationships over time asgill limited in number andcope® While scholars

agree upon the importancd research towards the dynamic linkage betwkeyer
supplierrelationship strength and its antecedents and outcdonethe discipline of

supply chain managemeget evaluations ahese relationshiparevirtually nonexistent

to date’ As indicated by Blois (20)tandCaniéls & Gelderman (2007t is commonly
accepted that buyeaupplier dependencei.e. the extentto which one actor in the
relationship relies on t hsewngoaléercrucalddaror 6 s
understanding buyesupplier relationship$ In generaldependence literature suggests

that buyersupplier relationships characterizég a balanced mutual dependence are
superior to other buyesupplier relationshipsRelationships in which one partner
dominates the exchange, i.e. asymmetric relationships,fa@i@ving contemporary
research and discussions stemming from réssourcedependency theofygenerally
believed to be less effective because the dominant partner may be tempted to misuse and
exploit its power position in a way tha

objectives® Whenever the dominant partnertempted to exploit its posititmisuses its

1 See Bastl et a{2013), p. 8; Habib et a(2015), p. 182; as well as Terpend et{2008), p. 29.
2 See Chicksand (2015), p. 121.
3 SeeAutry & Golicic (2010), p. 87.
4 See Autry & Golicic (2010), p. 87.
5 See Fink et al. (2011), p. 85
6 See Blois (200), p. 161; as well as Caniéls & Gelderman (2007), p. 220.
" See Vos (2017), p. 18.
8 See Caniéls et al. (201L&. 343; as well as Caniéls & Gelderman (2007), p. 221.
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poweri i.e.the ability of one player (the source) to influence the intentions and actions

of another player (the targt) this can lead toconflicts and hencainproductive
relationship®’ resulting in the erosion of any benefiatihe weaker actor may possess,

ard consequently cause permanent damage to a relatidhstopvever contraryto what
theorysuggestsin practice firms in supply chainsvantto control each other, mostly

over the possession and access to critical resotfr@ss dominance of one actor over
anot her is a function of relative depen
dependenceomsi part ner adepkndénteson theafirtSinoe hedpsimary
consequence of relative dependence is indicatedwsridpwhich eventuallymay lead

to conflicts®, a correspondence between the balance of power in a relationship and
dependencis arguable® Furthermore, dminarn firms in supply chains are not only able

to create dependent suppliErsut they will actuallytry to attain a dominant positiof

This need for dominance abtehdency to control exist in all tiers of supply chains and it

is an issue thatequiresfimé constant attention i #dirmorder
relationships'® Since organizations are longing for the dominant position Exahange
relationship.one should recognizéa from a weaker actérs p e r thgse skdtched e
situationsof asymmetric dependence requareertain actionMore specific,it requires
ananswet o t he st r at e giicordgrucenstigatedhe pofentidl aegatie o d
effects of asymmetric dependeficeFor example, how can a wealsarpplier deal with

a powerful buyer who demands year on year price reductions, which could result in the
supplieb s bankr upt cy ?ker@uyerde Wher a donanant suppleedictates

unreasonable customer service levels and controls pricing p@itties

9 See Emersonl062), p. 32.

10 See Bobot (2010), [293.

11 See Olk & Young (1997), p. 859; as well as Gulati et al. (2008), p. 155.
12 See Pfeffer & Salancik (1978), p. 113.

13 SeeAnderson & Narus (1990), p. 43.

14 See Caniéls & Gelderman (2007), p. 221.
15 See Kumar et al. (1995), p. 349.

16 See Schiele & Vos (2015), p. 143.

17 See Cox (1999), p. 172.

18 SeeCox (2008), p. 10.

19 See Habib et a{2015), p. 183.

20 See Habib et a{2015), p. 183.



1.2The proposed framework related to buyer power in bayeplier relationshipseed
empirical support from the weaker actor 6
Existing studies have focused mainly on more powerful actors that control and influence
behaviorsand exchanges in buysupplier relationships by investigating the role of trust
and powet?, the roleof bargaining powér, relationship commitment and pow&and

how a buying company exerts power to influence the relationship between séhphers
contrast Habib et al. (20%3) have brought a fragmented body together of literature
shedding lighbnthe dilemma of the weaker actor in buygeller relationships in how to
respond to the power dominance of the stronger &cldre systematititeraturereview

of Habib et al. (203) marks the first attempt to present a coherent set of strategic options
and the influence of underpinning factors to counteract power dominance from the
perspective of the weaker acteitherbuyer or supplierin a buyersupplier relationship

They propse a framework consisting d@ive strategic options that are available to a
weaker actor to counteract a dominant stronger actor, namely: collaboration, compromise,
diversification, coalition and exifheir initiated framework however, requires empirical
validation?® The aim of this study is therefore to give a contribution to the literature by
collecting and exploring data within a rdéé¢ dyadic and network context, from the
perspective of the weaker actor. By conducting this research | will atteropétoome

the mentioned limitatiorand find practical usagempirical supportfor the proposed
framework related to buyer power in buyserpplier relationshipsThe related research
guestion being answered in this papeorder to contribute texistingtheoryabout the
strategic options foa weaker actoto counteract the negative impacttbé dominance

of a stronger actan buyersupplierrelationshipscan be stated as follows:

AUnder which circumstancese. in a dyadic or network contexand conditionsi.e.
features ounderpinning factorsgoesan actor apply which strategic optiofs) towards
anotheractor in caseformer mentionedolds the weaker position that controls and
influencesbehaviorsand exchanges in buysupplier relationship3 6

While investigating this research questidre systematitteraturereview of Habib et al.

(2015), will form the basis foftheliteraturereview o} this part of thestudy.

21 See Benton & Maloni (2005), p. 3.
22 See Crook & Combs (2007), p. 547.
23 See Zhao et a{2008), p. 369.

24 See Wu et al. (2010), p. 116.

25 See Habib et al. (2015), p. 182.

26 See Habib et al. (2015), p. 197.



1.3A high degree olependence is onlyroblematic whegustomerattractivenesss low

As denoted by Caniéls et al. (2018) and proclaimed by many more scholars,
controversiallyto the theory provided abovgyower imbalance in buyeupplier
relationships does not always have to imply difficulties between the weaker and stronger
actor?’ These scholars arguehat pwer can provide an effective coordination of
exchange relationships as the distribution of power becomes legitimate ové? bme.
these buyeseller relationships both actors invest in developing strong-tiemg
partnerships basednotheir individual and/or joint motivations (e.g. entering new
market$® or developing new products based on the joint res&rdkloreover, in
situations where a buyer dominates, suppliers may still be satisfied with the overall
relationship. Foinstance, although large retailers may sometimes squeeze their suppliers,
these suppliers can still be satisfied with the relationship due to growth opportunities
offered by a large buyét.In addition, highly dependent partners may have a strong
relationd orientation, which leads to an improved relationship. This idea is supported by
studies that highlight the importance of total dependence in the relationship and that show
that asymmetric relationships can be as satisfatt@yd even more effective than
relationships governed by ownership of formal management coftidénce, although
contemporary research suggests that dependence asymmetry leads to inefficient
relationships, dependence asymmetry may actually foster relationships and supplier
satisfacton and thus improve relationship outcorfesThis argument relates to
innovation literature, where dependence is viewed as an essential prerequisite for
collaboration and new product innovati®As stated by Schiele & Va2015)research

on dependency considering this variable alone without at the samartatyzingpartner
attractiveness may leave out a key context variable and may as such be considered as too
narrow Theyfurther explainthatin order to find out whether powenbalance in buyer
supplier relationshipsay limit negative consequencés the dependenactoror not it

is sensible to include a variable for the attractiveness of the exchange partner when

27 See Caniéls et a2018), p. 343.
28 See Maloni & Benton (2000), p. 4.
29 See Akpinar & Zettinig (2008), p. 353.
30 See Anderson et &11994), p. 10.
31 See Bloom & Perry (2001), p. 385.
32 See Caniéls & Gelderman (2007), p. 227; as well as Caniéls and Roeleveld (2009), p. 414.
33 SeeMuthusamy& White (2006), p. 818; as well as Steensma et al. (2000), p. 967.
34 See Caniéls et al. (2018), p. 343.
35 See Vos (2017), p. 18 cited according to Levine & Prietula (2013).
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analyzingdependencysituatiors i including buyersupplier relationship¥ Therefore,
besides the main investigated topic of this study concerning the chdieelmf Habib et

al. (2015) definedstrategic options available to a weaker actor in bsy@plier
relationshipsthis paperecognizesttractiveness as an additional available option. As a
result, thisstudyendorses the need atsoexamine the opportities to improve a weaker
actoros attractiveness and hence its re
eventually result in reduced (possible negative effects of) asymmetric dependence of the
weaker partyln other wordsthe relatecand second resrch question answered in this
paperis stated as followsiiWhat combination ofconditions, i.e.featuresof the
underpinning factorgnfluencesa weaker actoto raiseits attractiveness and as a result,
mitigate potential negative effects dihe asymmetricdependencén a buyersupplier
relationship withan organization holding thetrongerpositior? 0

As addressetbeforeandfound by Schiele & Vos (20)5dependencgn itselfdoes not

have to be a pblem®’ Insteagonly the combination of low buyer attractiveness and a
high degree of dependenos a supplier is problematiavhich indicates that it is
importantfor actors to optimize their attractiveneasd deliver a higher valu¢o their
partners’® Therefore, in order to answer this research questiggry pertainingthe
available6 v a-& di & i optignd for actors in order to increase their attractiveness as

developedoy Hittinger et al. (2014) is used.

2. Theoretical framework: A weaker actoroés choi ce
optont o counteract a strongisinfluemeed or 0 ¢

by several underpinning factors

There is a large amount of literature available atmyersupplier relationshipsThe
cause for this, as argued Blprsy(2017),derives from the explanation théie effective
management of these relationshigpgonsidered bypoth organizations arstholars® as
one of the main strategies that would help in attaining successful and sustainable supply

chains*® Since(inter)cependence and powienbalancebetween buyers and suppliars

36 See Schiele & Vos (2015), p. 145.
37 See Schiele & Vos (2015), p. 144.
38 See Anderson et al. (1988), p. 342; Blois (2004), p. 256; Buchanan (1992), p. 73; as well as Walter et
al. (2001), p. 372.
39 SeeWilson (1995), p. 26; as well as Ambrose et al. (2010), p. 126.
40 SeeMorsy (2017), p. 33.
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two defining characteristicef anysupply network!, these conceptare often discussed
while studyingbuyersupplierrelationshipsHowever, most of thexisting studiesocus
onthe more powerful actors thedntrol and influenceehaviorsaand exchanges in buyer
supplier relationshipsather thardrawing attention to the dilemma of the weaker actor in
how to respond to the power dominance of stronger att@sspite this factthere is a
systematiditeraturereview availablenritten byHabib et al. (20%) which shed lighton
theunder explorediilemma of the weaker actandhencewill function as théuilding
block for the biggestpart of this sectionin this part theavailable strategic optiorere
highlighted. Additionally, in a supart of this literature reviewthe identification of
underpinning factors that influence the choice dpecific strategic option andhe
unification of these factors in a framework linking them together to the choioaeof
specificstrategic optiorarepointedout. Eventuallythe lastpart of this sectiofocusses
on a review of researchquestion two identifyingpossibilitiesfor a weaker actor to
increase their attractivenegut first, preliminary to theseoncepts, literature regarding
power and dependencedscussed.

2.1 Power as a consequence of dependence

2.1.1 The difference between power and dependence resides in the nature of both
conceptsdependence is considertmlbepassive and power to be active
Since power and its sources are foundational constofidisyersupplier relationships

theory?3, thereexista need to shed light ahese itemdirst. Powerand dependencgre

tied together in many business aspects ael often mixed up leading to confusing
messages to the general publibereforeit is vital to make a clear distinction between
these terms antb understand threlationshipbetweenthemby hart. As stated before,
power can baeemas the ability of one player (i.e. the source) to influence the intentions
and actions of another playere( the targeff, or as defined bySturm & Antonakis
(2015) ashavingthe discretior{i.e. the latitude of action available to power holders)

the meange.g. incentives, expertise, punishment, d&tcd asy mmet r i cal |y
will over other entities (at the individual, group, organizational, cultural, and country

levels)*® More mncrete, power can be undest as @At he potenti al

41 SeeBastl et al. (2013), p. 13.

42 See Bastl et al. (2013), p. 8; as well as Habib €Ral5), p. 182.
43 SeeBastlet al. (2013), p. 13.

44 See Emerson (1962), p. 32.

45 See Sturm & Antonakis (2015), p. 139.



behavior manifests when a firm demands something incompatible with another firm's
desire, and the firm r ec éiFuthennpredomsideritpe ma n
the resource based vietine power to control or influence the other resides inp | ay er 0
possession of resouréésindor in the control over the thingthe other playevalues?®

Bastl et al.(2013) add to thastatingthatresearchers have demonstrated that a resource
based view of idiosyncratic interfirm linkages can be a source of relational rents and
competitive advantage sintke level of power is determined by how much resources
garnerd/RIN characteristio§ i.e. regurces that arealuable, rare, imperfectly imitable,

and for which there are no strategically equivalent substituté$ Ewentually,as stéed

by many scholarsthe created competitive advantage results in alpoveal returns
providing the basis for peer.>° Additionally, Bastl et al. (2013%uggesthat power is
contextspecific and is a structural phenomeramd tereforethere exist a need to
considerresources in two ways:irst, within the buydrsupplierrelationship, resources

have physicalWilliamson, 1975), human (Becker, 1964) and organizational forms
(Tomer, 1987§! As elaborated by Barney (1991)hysical resources comprise an

oo gani ztachnologpad sf i r més pl ant and equamment ,
finally, its access to raw materialsluman capital resources comprise theaining,
judgementjntelligence, elationshipsand insightof individuals within theorganization
Organizationalresourcen the other handomprise intellectuaproperty, methods of
working and relationshipwith other organization® Second, thetructural position of a

player within the network caoperate as eesource? This is where an organization has
accesso another organization that controls resoufées.

Since it is suggestefbr decadeghat power is contingent on the actual or perceived
possession of resourégsseveralbases of power can kbought of In this case the
research follows the five bases of power as identified by Frenghv&n (1959§° The

first described type isoercion This type of power is based on the belief of the target(s)

46 Cowan et al. (2015), p. 142.

47 See Bastl et al. (2013), p. 13.

48 SeeEmerson (1962), p. 32.

49 See Bastl et al. (2013), p..13

50 SeeBarney (1991), p. 105; Peteraf (1993), p. 185; Dyer & Singh (1998), p. 676; as well as Griffith &
Harvey (2001), p. 598.

51 SeeBastl et al. (2013), p. 13.

52 SeeBarney (1991), p. 101.

53 SeeChoi & Wu (2009), p. 19; as well as Yan & Gray (1994), p. 1511.
54 See Bastl et al. (2013), p. 13.

55 See Vinacke & Arkoff (1957), p. 412.

56 See French & Raven (1959), p. 15157.



that the source can administer penalties or sanctions that are unwelcome. The second type
concerngeward power This is based on the belief of the target(sit tthe source has

access to valuable rewards which will be dispensed in return for compliance. Besides
these two types, a third type of power is identified as Wéils type of power imamed
legitimate powelnd isbased on the belief of the target(sattthe source has authority

to give directions within the boundaries of their position or rank. The penultimate by
French & Raven (1959) indicated type of poweraterent This type is based on the

belief of the target(s) that the source has desirdblties and personality traits that can

and should be copied. Finallgxpert poweexists. This type is based on the belief of the
target(s) that the source has superior knowledge relevant to the situation and the task in
hand>’ FurthermorgeRaven& Kruglanski (1970) contend that seeindividual bases of

power are not used separately, but rather jairBiyveral other scholars add that
mentioningthatreward coercive (also called penalties) and legitimate power sources are
employedcollectively as are referent and expert poweAs stated by Kadis &

Spekman (1980), legitimate power can be segmented tnawitional and legal
components wherelipe latter type most typically is associated with reward and coercive
power tacticS® Coeacion, reward and legal legitimate power can be referred to as
mediated types of power, while expertise, referent, information and traditional legitimate
power can be referred to as rmediated types of powé&? According to Tedeschi et al.

(1972), this dichotomy reflectvhether the source does or does not control the
reinforcements (e.g., rewar ds bebaviofmuimi s hm
other wordsthe term mediated refers to explicit attemmis tibr i ng about S
a c t iwhilst don-mediated refers to not explicit actiotfsFor example, in a supply

net work, the buyerdés reward, coercion anc
engaged (mediated) t o Ngmnumediaed golwee in sont@s,lisi e r (
not specifically exercised or threatened to manipulate the t@gea suppliey.®® Power

in buyeii supplier relationships, typically relies on the use of coercion, economic

57 See Batl. et al. (2013), p. 13.

%8 SeeSee Handley & Benton (204 p. 58.

%9 See Kasulis & Spekman (1980), p. 180.

60 See Johnson et al. (1993), p. 2; as well as Johnson(E994), p. 336.
61 See Tedeschi et 411972), p. 292.

62 See Handley & Benton (204 p. 58.

63 See Benton & Maloni (2000), p. 59.



sanctions and rewardAs indicated by multiple scholafs.g. Galbraith, 1967; Perrow,
1972; Pfeffer & Salancik, 1978hesesourcesare the key mediated sources of poffer.
While recognizing that power resides implicitly intheothest r t y 6 s denpend e n
simple that dependence can be seeraaource of poweithe analysis, as stated by
Emerson (1962), will of necessity revolve largely around the concegetpeEndence
Following theideas ofFrazier(1983) thatbuild on those oEmerson1962), it results in

the following def the madiatmginfleehce af pasteers cre one e :
another or of one partner to another partngrursuingdesired relational goals superior

to alternative option8®® Dependence thus describes the critical contribution of a partner
firm for which there exist few alternativ€sThis leads to the necessity of maintaining
this specific relationship in order to aehe the aspired goafs.

Now both dependence and power are defined, isistated earlier in this section, crucial
to point out thedifference between both terma order to do scamong othersheory of
Johnson & Lacoste (2016) is uséds can be derived from their researdependence
and power in relationships are often considered as two oppodesafithe same coff.

It is reasonabldo conclude that the main difference betwegnwer and dependence
residesin the nature of botltoncepts More specific, @pendencyhas a more passive
natureand can be seaas something huyer or suppliefgpossess while poweris more
activein natureandrefers towhetherthe ability to influencenother partys used or not
by the more powerful actdf Furthermorethe relation betweemoth termsis often
explainedas causal.e. powercan be seeasaconsequence afependency’ or as stated
by Pfeffer (1981), e power of an organization over another is the result of the net
dependence of the one on the otfdrs indicates that iA depends on B more than B

depends on A, then B has power ovel?’A

64 See Bastl et al. (2013), p. 13.

 See Emerson (1962), p. 32.

66 Schmitz (2015), p. 3.

67 See Buchanan (1992), p. 73.

%8 See Frazier et al. (1989), p. 51.

69 See Johnson & Lacoste (@8), p. 79.

70 See French & Raven (1959), p. 15157.
1 See Caniéls & Roeleveld (2009), p. 404.
2 SeeCaniéls & Roeleveld (2009), p. 404.



2.1.2 The attributes of buyer and supplier powan bedisplayed in gpower matrix

Finally, by evaluating a buyesupplier relationship on the various factors related to power
and dependence, Cet al. (2000) designed a four quadrant power mafgee figure 1
below)in which any buyeisupplier relationship can be located. To illustrate the dynamics
of a buyersupplier relationshipCox (2001a) statel that a buyer will try to reposition
their relationship tolte duyer dominanagguadrant in the power matrix while a supplier
will simultaneously try to move to thsupplier dominand@equadrant® An analogy can

be made to two teams eternally pulling a rope on both :sitiegither party is more
powerful the teasremain balancegither in a state of independence or interdependence.

High
BUYER DOMINANCE INTERDEPENDENCE
INDEPENDENCE SUPPLIER DOMINANCE
0 <
Low
Low High

Figure 1 Power Matrix: The attributes of buyer and supplier power (Cox et al. (2000), p. 18)

The Power Matrix is basically constructed around the idea that all buyer and supplier
relationships are predicated on the relative utility and the relative scarttiigy isources

that are exchanged between the two pariethe buyer dominana&box, the buyer has

power attributes relative to the supplier that provide the basis for the buyer to leverage
the supplierbés perfor mance anmdtensyra thatithey a
supplier receives only normal returms.the Gnterdependendébox, both the buyer and

the supplier possess resources that require the two partiestachizange to work closely
together, since neither party the exchange can force the other to do what it does

wish to do. In this circumstance, the supplier melgieve abowemormal returns but must

also pass somealue to the buyer in the form of ledsanideal returnsas well as some

degree of innovationin the Gndependenceéox neither the buyer nor the supplier has

3 See Cox (2004), p. 10.
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significant leverage opportunities ovre otherparty, and the buyer and the supplier
must accept theurrent prevailing price and quality levels. Fortunafehthe buyer, this
price and quality level is often ntitat advantageous for the supplier because the supplie
has few leverage opgonities (other than buyer ignorance and incompetence) and may
be forced to operata only normal returndn the&upplier dominand&ox, the supplier

has all of thdevers of power. It is in this box that one would expbetsupplier to possess
many of the isolating mechanisntbat close markets to competitors and many of the
barriers to market entry that allow abewermal returns tdoe sustained. In such an
environment, the buyer is likelp be both a price and quality receivéAs stated by
Cox (200D), if an improvement in value is to be achieved, it is imperative that buyers
andsupplierdry to changehe current power circumstance they are in to one that is more
conducive for every area of spend for which they are responsible. Thisgrtimieit is
essentiafor practitionersto find ways of moving théduyersupplierrelationships from

the current power circumstance to one ihgiroves value appropriation fthemin the

future’®

2.2 A detailedoverview of all strategic options provided

2.2.1 The strategic optionsan beobservedn a dyadic or network relationship context

Now, after an extensive review about the concepts of power and dependence is provided,
strategic options will be discuss@ext.Following theliteratureanalysis of Habib et al.
(2015), there exist five different strategic options availalide a weaker actorto
counteract power dominancéhe choice to follow thedeas of Habib et al. (20138

made becausehese scholarsalready employed a systematic literature review
methodologyregardingtheorythat is linked tathe phenomena of interest this study
EventuallyHabib et al. (2015)vere able to draw conclusions based on theory derived
from 48 different studiesIn case of thisresearchthe o we a k e r actiar 6 i
accordance witdependency they asthe vulnerablgarty in a({dependencegsymmetric
buyersupplier relationshipvho isdependentipon the powerful partner in achieving a
certain businessobjective’®* Cont rover si al | y, t he 6stron

relationships is recognized as being more influential and able to exercise control over the

74 See Cox (2001a), p. 13.
5> See Cox (2001b), p. 44.
76 See Mahapatra et al. (2010), p. 539; p. 550.
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other party.’ Theavailableoptionsfor the weakerctorare collaboration, compromise,
diversification, coalion, and exit As can be noticed, these options correspond to a certain
extent with the conflict management styles (i.e. collaborating, compromising, avoiding,
accommodating, and confronting) as explained by Bobot (2010). She examined how use
of these aproaches in dealing with different types of conflict can improve begéer
relationships’® However, by consideing these conflict management styles strategic
options available for a weaker actoit is automaticallysuggestd that (dependenge
asymmetriduyerseller relationshipalwayscontaina certainlevelof conflict. Since this
doesnot necessarilyhave to be thecasé®, the conflict managemerstyles are not
considered as individual strategic optiomst rather as approaches in dealing with
different types of conflictThereforehese approaescanbetter be relatetb one ofthe
underpinning facta influencing the choice of a specifitrategic option.

While examining theproperties of the fivatrategicoptions, evidence is found that they
can bedivided into one of the following categories: 1) exiting the relationsB)p
addressing thelominance of the stronger actand continuing with the existing
relationship; or 3pddressing the dominance of the stronger actor by reachingotie
network of relationships in which the focal buygmpplier relationship is embedd&t.
Based on \Wwetherthere are sources available for the weaker actor to changewer
situation in therelationship, andinder which circumstancéise dominance is addressed
i.e. n a dyadic or network contex 2by-2 matrix can belesignedAn overview of the
sevenstrategic optins and their position in the matrix désplayedin figure 2 below.
Furthermore, aalreadymentionedn the introsection of this paper and further discussed
in chapter 2.3attractiveness is considered additional strategic option and therefore

included in the matrix as well.

"See Siemieniako & Mitrnga (2018), p. 91.
8 See Bobot (2010), p. 292.
¥ See Caniéls et a2018), p. 343.
80 See Habib et a(2015), p. 188.
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* Dyadic

Collaboration

» Compromise

* Attractiveness

* Network
Collaboration

* Diversification
* Coalition

Figure2We aker actor 6s strate
a power dominance of a stronger actor in buyer supplie
relationships

2.2.2Collaborationas a strategic optiarby enhanang the importance ats resources
weaker actor is able counteracthepower dominancef a considered stronger partner
Collaborationis the first strategic optiomvailable for the weaker actor in order to
counteract thelominance of a stronger actor daadound by Schmazi & Whu (2012.8*
Following conflict management theornhis optioncan be referred to agtegratonbas

well since the ultimate end statef cooperative/collaborative relatiships is called
(vertica) integration i.e. long-term continuous relationships built on mutual
dependencand based on quality, delivery, and technical support rather thaffprice.
As stated by Thomas (1992pllaboration encouragéhe pursuit ofa solution that fully
satisfies the concerns bbth actors, either buyer or suppli®esearch done bganiels

et al. (2010) explamthat aweaker actors ableto counterbalance the power dominance
by adopting this strategy due to enhagahe importance of its resourdes the stronger
actor® Wyld et al.(2012)continue that thisbjective can be achieved byveaker actor

by collatorating either withina focal dyad (i.e. dyadic collaboration) or at the network
level (i.e.network collaboration§? For both types of collaboratios the objective the
same, namely to enhance the importamde a we a kesourcesfortthe stronger
actor. Only the means for botlgpes of collaboration are differemiabib et al. (20%) try

to illustrate that weaker players are able to address power asymmetry through
collaboration within the dyatly using anexampleof Akpinar & Zettinig (2008) about

the US automotive industnAn automobile parts supplier (in this cabe weaker actor)

81 See Schmoltzi & Whu (2012), p. 54.
82 See Bobot (2010), p. 292; p. 295.
83 See Caniéls et a12010), p. 125.
84 See Wyld et al. (2012), p. 332.
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who dealswith powerful automobile manufactureesjopted an innovatiedriven growth
strategyto increase the importance of its resour@ed reinvested at least seven pent

of its beforetax profit for research and development to regularly introduce patented
innovations. This eventually resultedsales growth (annually) of more than twenty per
cent for over a decad@As can be extracted from this example, the weaker abtorged

the transactional natuceé the interdependenad the buyersupplier relationshipowards

a collaborativeone® However, theredo alsoexist scholarswho make notion from
another anglefor instanceCai & Yang (2008) argue thalhereexist situatiors when a
weaker actor does not possess all the necessary resources to develop a collaborative
relationship within the focadyad and thatn such situations the weaker actor has the
possibilityto tie itself more closely tthe actoolding the more powerful position in the
focal relationshipor to other players in the netwottkat possesshe requiredassets and
resourcesi.e. network collaboration (see figurdlabove.8” The second example given

by Habib et al. (201p7 which is derived from the work of Anderson et al. (1994)
concerns the Danisprinting industry®. The example picturea smalllabel prining
company(casu quoweaker actor}hat simultaneouslyused collaborativeelationships

both within and outside the focal relationship to improve its power positiorthatimore
powerful actowhich is in this casa large beverage producé&or the weaker actdhis
relationship was besides the involved sales volume also important becausenéailkee
status and legitimacyhat derived fromthe associationwith the beverageompany.
However, due talosure of the factory supplying paper to fh@ting company this
sketched relationship was at rigkut by nitiating a collaborative product development
program between different paper manufacturers and the beverage producer, itig print
company ga® a quick and proactive response, resulting in the development of an
alternative label paper. By doing so, the weaker actor improved its power position within

the relationship antlence strengthenets$ ireputation as a reliable partner for the fuffire.

85 See Akpinar & Zettinig (2008), p. 349.
86 See Habib et al. (2015), p. 189.
87 See Cai & Yang (2008), p. 57.
88 See Anderson et gl1994), p. 5.
89 See Habib et a(2015), p. 189.
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2.2.3 Compromise as a strategic optitime weaker actor is left with no other choice than
to accept the status quo in ordercounteracthepower dominancef a stronger partner
This concerns theecondi and by Hausman & Johnston (2010)identified strategic
option for the weaker actoin a dyadic relationshipBobot (2010)arguedthat the
objective of compromise is to firedfor all parties involvedatisfying,quick and mutually
agreeablesolution with the aim of gainingiuture mutual benefits from an ongojng
continuous relationshiff The extent to which the weaker actor feels poweriess
buyerseller relationshipsimply accepting the prevailing power asymmetry in the
relationshipinfluences in this case its decisitm compromisé! As documented by
Collins et al. (201}, datements likdis pl i tt i ng the difference
groundo ar e typomp@hiseyGeldemrndain et alt (B00StatedtHat
whenever the weaker actor feels to be treatddvorablyby the stronger actor due to the
presence ofinfavorableconditions like e.g. inflexible contractandthey do not have a
choice rather than to accept the status ifjtloey want to last the relationship with its
strongelpartnerthanthis strategic option arisebhis leads to the assumptitratweaker
actors(in most cases thosgperating in maopolistic marketsare often left with no
choice than tawompromise while dealing with a strongerat Caniéls & Gelderman
(2005)illustrated tlis theory by an investigation irthe Dutch natural gasarket® A
monopolistic supplier, who had the power to execute threats, wéherallylarge
financial penaltiesforced the buyergn this case the weaker actors) to comply with the
strict contractual terms and conditioghenever they did not do so, i.e. in casénon
compliance, thelominant suppliemade it impossible for theuying firmto keep doing
business s.usual. This multedin weaker buyers sigmg and complyng with a detailed
and inflexiblecontract, thereby accepting the existing power imbalance in the-buyer
supplier relationship since they had no other chthie@ to do sdo preventitself from

going bankrupt®

90 See Bobot (2010), p. 295.
91 See Cox et al2004), p. 360.
92 See Caollins et al. (2011), p. 115.
93 See Gelderman et 42008), p. 224.
94 See Caniéls &elderman (2005), p. 147.
9 See Habib et al. (2015), p. 190.
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2.2.4 Diversification as a strategic optidoy entering into relationships with alternative
business partneral | ows an organization to mitiga
power dominance

This concerns the thirdtrategic optionwhichis identified byBruyaka & Durand (2012)
andindicatesas stated by Anderson & Jap (2086 weaker actor s i nt e
or more longterm relationships beyond the dyadic buyer suppiétionshipwithout
actuallydoing harm to tke relationship with the strongeictor®® This option available to

a weaker actoallows an organization tonitigate or neutralizaa st r onger act c
dominance by entering into relationships watlkernative business partseresulting in

mitigated potential negative effectsy minimizing its reliance on the specific partfér.
Handley & Benton (2012) tried to picture this phenomewith an exampléased on

their study among a variety of business functions and industcieslingthetraditionally
buyerdominatedUS automotive industr$® By entering new marketsuppliersmay

adopt diversificatiorstrategiesThey can increase their number of buyers and by doing

so, decrease the dependence in the asymmetric-bugplier relationship they hold with

any single buyer. Thereby, conversely, the weaker supplier is abt¥déase their power

position in that particular relationshipMoreover, as is indicated Bkpinar & Zettinig

(2008), utilizing the diversification option enabled supplierso become Sys
integratorsdue to the improvedumulativeimportance of theiresources® However,

although it is clear thatliversification brings the weaker actor moreisibility and
legitimacy, diversification alsocomes with certain cost8! The increased costierived

from the necessity tonana@ time and resource requiremerds partnersin a more
diversified portfolio of buyeseller relationshipsmay affect thesurvival of the weaker

actor. Bruyaka & Duran¢{012)for instancefound empirical evidence for thiéketched
situationin the Frenchbiotechnological industr{?? They observed that in line with

theory developed by Wyld et al. (2012smaller, less powerful organizatiotisat are

dealing witha portfolio consisting o$everalpowerful partnersvere required tdalance

diverse interests and goalkss a result, this placesansiderable strain aine resources

9 See Anderson & Jap (2005), p. 80.
97 See Mukheriji & Francis (2008), p. 155.
98 See Handley & Benton (2012a), p. 58.
9 See Handley & Benton (2012b), p. 256.
100 5ee Akpinar & Zettinig (2008), p. 351.
101 See Helm et al2006),findings.
102 gee Bruyaka & Durand (2012), p. 9.
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and capabilities of theveaker actor§® It is therefore critical for those actors to $mdf
critical while evaluatinghe costs and benefitisat derivefrom entering new relationships
with stronger partners.e. diversification®*

2.2.5 Coalition as a strategic optioouilding a temporary, meansriented alliance
among players with different goalseyond the focal dyatb counteractthe power
dominanceof a stronger actor

This is thefourth strategic option founah the literature reviewof Habib et al(2015 and

first introduced byChoi & Linton (2011) As stated byHabib et al (201pandextracted
from the work of Bastlet al. (2013), calition building beyond the focal dyazhn be
defined as fia temporary, meaneriented allianceamong players with different goals
which is distinctly different frontollaborative alliances formed through diversification
since coalitions havashortterm focusand can take place between two competing actors
i e.g. two suppliers or two buyet® According to Bastl et al. (2013ygical indicators

of coalition relationshipsre the nature of the relationship which is normally informal,
thefact that these relationshipse norcontractual anthe fact that thelast for a shorter
period of timeopposed tdong-term strategic alliancehat arecharactezed asformal,
contractual relationshipghereby the goals of participating actors are aligned with those
of allies!% The use of this strategic optido counteracthe dominance of the stronger,
more powerful player in the relationship illustrated by the case of LG Electronics
(LGE). In this examplefound by Choi & Linton (2011)LGE established an informal
coalition relationship with TSMC Taiwaand a supplier oQualcomm. In this case,
Qualcomm was holding the more powerful posit@omd the coalition between the other
parties was formeth orderreduceQua | ¢ o imowérsand hence tmalemand for more

favorabledelivery £rms®’

2.2.6 Exit as a strategigptiornt terminaing the existing relationshipnd henceaet rid of
a str ong eowendamingntee r 6 s
Gulat et al. (2008) identifiedHis fifth and lastby Habib et al. (2015) investigated

strategic optionin generalthe strategic option seems to be appbgdhe weaker actor

103 See Habib et al. (2015), p. 190.
104 See Lindgreen & Pels (2002),86.
105 See Habib et al. (2015), p. 190.
106 See Bastl et al. (2013), p2.
107 SeeChoi & Linton (2011), p115.
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whenever they amwilling to terminate thexisting relationshigHirschman, 197Q)either

in a dyadic ora network contextExit occurswhenthe expected costs of staying in the
relationship outweigh the benefitkh case of exitpne actor does no longer view the
relationship with another actor as onggiagd in such case, the interdependence between
them has come to an eH#.Sincethe weakerctorhas broken the relationship, the links
between botlparties(e.g. exchange of goods and services, personal relationships, etc.)
arebroken as welt®® As stated by Tiemkes & Furré2010), is exit the ultimate and most
destructive respondge. strategic optionto power imbalance available for the weaker
actor!'® Alajoutsijarvi et al. (2000)denoted that in this casthe focus is on
changindreplacingthe business partner insteadtbe more gentle optiopertaining the
improvement of thexisting relationshig!! However, a comment has to be maitece

not all exits are the same. In literatiuhereappears to béur types of exit strategies
namely:silent, communicated, negotiated and disguisédhe first typeof exit, i.e.
silent exitoccurs when the weaker actmas no need to communicate abibsiwvishes to

exit the relationship with itpartner who is holding the dominant positidAAccording

to Alajoutsijarvi et al. (200), this type of exit strategy isommonobservedn project
basedrelationships where both parties have agreed upon a finite Qifeee the
predetermineandingdateof the relationship is reachethe weaker actor can such
situationseasily move on andilently exit from the relationship* The second type of
exit, i.e. communicated exg abouta weaker actor informing a more powerful partner
about its wish tdoreak thdlinks between themas they are unsatistl with the current
relationship Eventually, this can result mostility anda largely irrevocabldreakdown

in the relationshipFurthermorenegotiated exiis identified. Thigype of strategy occurs
wherever a weaker actor negotiates with a more powerful business paitheut
hostility or argument about the disengagement of the relationshguch a caseas
argued by Alajoutgarvi et al. (200@), both parties accept that disengagement is inevitable
and therefore thewre willing todiscussthe exit terns with mutual understandin@he

final exit strategy available for the weak actodisguised exit. This type occurs whan

less dominant actatoes not directly notify itslominant partner about its desireend

108 SeeGulati et al. (2008), p. 148149.
109 See Tahtinen (2002), p. 332.
110 See Tiemkes & Furrer (2010), p. 5.
111 See Alajoutsijarvi et a(2000), p. 1275.
112 See Habib et a(2015), p. 191.
113 See Pressey & Matthews (2003), p. unk.
114 See Alajoutsijarvi et al. (2000), p. 1275
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the relationship, but by creating a situation in which the relationship remains
unsustainablé e.g. a buyetthat does notfulfil its payment obligations on timéhe
weaker actor show their intended exit plats

2.3 For all underpinning fact@ an overview is provided regardiitg influence on a
weaker act or Gasertairstratege eptidhacouaterart aypower dominance

of a strongeplayer

2.3.1lInterpersonal factors are excluded from this research

Based onlie literaturereview of Habib et al. (2015) can be concluded tharevious
studies havevincedthe exisience offive underpinning factors that influence the choice

of strategic options available to the weaker actor to counteract the dominance of the
stronger actorThis subpart of thg a p diterd@tugesectioncontains an introduction of
each underpinning factor aiglshonnrhow t hey may affect the v
strategic options either at the dyadic or network ldwvefigure 2, an illustration of these
seven factors in relation with tlawailablestrategic options is present&tihile evaluating

the undepinning factors,Habib et al. (2015bnly considerfirm/organizationafactors

(such as reputation and competenciea pértner).For the sake of this researdheir

ideas are followed and therefore interpersdaetiors(such as effective communication,
cultural sensitivity and likability o& partnej are not taken into account. Additionally, it
isimportant to consider that s@factors to a certagxtentareinterrelatecand/ordepend

on each otheFor instancethe number of available alternativeen berelated to coercive
power and the nature of interdependertceexpert powerThis given,enhances the

importancdo be aware ofhe overlap between factashile analyzingthe stud® s r.es ul t

2.3.2 Nature ointerdependencegh e hi gher the i mportance of
for the more powerfulctor, the better the relative power position of the considered
weakeractor becomes

The choice of a strategic option can be influenced by the nature of interdepemdence.
stated by Caniéls & Gelderman (200ig)jt for sure thain an exchange relationshia,

firm always to a certain extentdepend on its business partnét® Following the

definition of Frazier & Summers (1984), dependecar be described as the need of a

115 See Alajoutsijarvi et al. (2000), p. 1274.
116 See Caniéls & Gelderman (2007), p. 220.
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firm to maintain a relationship witanother actor, i.e. its trading partner, to achieve its
own goalst!’ An intense strong, often cooperative and lbegn relationshigbetween

two parties is indicated by a high level of interdependddoeever,it is uncommon and

rare that this interdependence between two trading partrially symmetric.Normally,

it can be consideredatherasymmetricand isoften referred to aselative dependence,
which is defined by Anderson & Narus (I®%asthe difference in level of dependence
betweerthe actors in théocal dyad?!!® Relative dependenaventually results ipower
differences in buyesupplier relationshipsPfeffer & Salancik (1978) describettiis
phenomenomsthatif act or A depends on actor BOos
Ads resources, t H¥hehiBherthe snpostanceefiae @ wer &@ct o
resourcesfor the more powerful actqri.e. the more these resources exhibit VRIN
characteristicsthe better the relative power position of the considered weaker actor
becomed?® Bloom & Perry (2001) tried to illustrate this statemenby providing an
examplefrom the US retail sector. In this sectaeak retailers were successful in
counteracting the dominance of Walmarthat isconsiderd to be the stronger actor.
These firms were proactive in enhancing the importance of their resources through brand
equity, market knowledge and granting of certain concessmmg because of thatiere

able toestablishcollaborative longterm relationships with WalmarT.hese established
relationshipscan be considered as competitive advantage sinceattieg as an entry
barrier for other competitord’he other retailers, who remained passive and did not
possess atevelopresources with VRIN characteristics, hadohoicebutto compromise

and comply with the strict terms and conditions setMamart!?!

2.33 Relationshipgovernance:the presence and design of formal and/or informal
mechanismgletermine what strategic option will be chosen by a weaker actor to
counteract a stronger firs power dominance.

With this underpinning factor, as stated by Pilbeam et al. (2012), there i®deferthe
institutional instruments or formal amdformal mechanisms that serve asah be used

as safeguards for buyers and suppliers to enable them to establish, structure and govern

117 See Frazier & Summers (1984), p. 44.
118 See Anderson & Narus (1990), p. 43.
119 See Pfeffer & Salancik (1978), p. 113.
120 See Barney (1991), p051 112.
121 See Bloom & Perry (2001), B83.
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inter-firm exchanges?? The choice of a strategic option can be infioed by the
relationship governance. As argued by Gulati et al. (2008), for instance, exit pathways
which may be either symmetric or asymmetraan be influenced by the design of formal
contracts:>® Here, the termsymmetric exit pathways refers to equally easy or difficult

exit of the relationship for both partnesilst asymmetric indicates that it is easier for

one actor to exit the relationship than forthe othen. case of &6di ffi cul
more lkely to remain dedicated to the relationship during rough/hard times, and to build
trust and a deeper commitment in general which, of course, is advantageous. In case these
kind of situations appear, the weaker actor negotiates the terms and condiéndghe
relationship with its strongdousiness partneOn the other hand, as Harrison (2004)
continues, brings O6easyo6 exit flexibilit
resource allocatio®”* The weaker actor I s , fominstanbei s cC &
provided with an opportunity to disengagerh the unsatisfactory relationship silently,

in disguised form, or by communicating its intentions to its more powerful pafaiu

et al. (2010)posited that because of the flexible nature of infainrelationship
governance, this specific underpinning factor can persuade weaker actors to accept the
power dominance of its stronger partner and develop a satisfactorytelong
relationship‘?® However, informal relationship governance does not provide th
mechanisms necessary to safeguard iamgstments made by the weaker actor in the
focal relationshipwhich is illustrated with an example about a B8sed paint
manufacturer and its more powerful partner (a Japanese car manufacturer), where the
former had to file for bankruptayue to the absence of formal contrabis moment the

latter ended the relationshiptwout any prior noticé?’

2.34 Sources opower: if a stronger actor exercises mediated poveeneaker actor will
select another strategy to countergmwer dominance than if nemediated power
tactics are used

The choice of a specific strategic optionght also be influenced by several, different

sources of powewrherebythe existing bases of power can be divided into two segments,

122 gee Pilbeam et al. (2012), p. 3.
123 See Gulati et al. (2008), p. 150.
124 See Harrison (2004), p. 110.
125 See Pressey & Qiu (2007), p. unk
126 See Wu et al. (2010), p. 120.
127 See Gulati et al. (2008), p48.
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l.e. mediated poweand normediated power. This dichotomy reflect whether the source
does or does not control the reinforcements (e.g., rewards or punishtietsiliated

power represents competitive and negative uses of power whilenediated power
sources are more relanal and positive in orientatiod® As stated earlier in this section,

if a stronger actor exercises mediated power, it typically applies coercive tactics on the
weaker actor, while in case of exercising {mediated power, no such tactics are uUséd
Consdering an example describing a situation in the Dutch puiblity sector where
strong, powerful suppliers used both reward and coercive tactics to control the payment
behaviorof their weaker business partners (the buyers), Gelderman et al. (2008) found
that the weaker actor was left with no choice than to compromise if it wanted to continue
the relationship thereby accepting the existing power imbalance. Otherwise the
relationship would come to an end and was the wealkyzrforced to find an alternate

form of energy*3!

In contrast to previous example, the study of Maloni & Benton (2000) revealed that the
use of noAmediated power in the Japanese automotive industry allowed the development
of long-term partnerships. In this case, the weakgpliers attempted to establish close
ties by participating in joint new product development initiatives while being encouraged
by the positive relationship building approach of their stronger parthbis.approach
enabled the weaker suppliers to gagtess to industry intelligence created by these
collaborative business relationships. Because of the importance of this newly acquired

skill, the weaker actors were able to shift the power imbalance infaleir!3?

2.35 Switchingcosts:thesacrifices or penalties consumers feel they may incur in moving
from one providertothenedtet er mi ne a weaker actor s st
As arguedby Caniéls& Roeleveld (2009)switching costxanbe seen aan influencer

of interdependencE? Switching costsnfluence the choice of strategic options available

to a weaker actor to counteract the dominance of the stronger actor as well and refers to

fthe sacrifices ompenalties consumers feel they may incur in moving foma provider

128 See Tedeschi et al. (1972), p. 292.
128 See Benton & Maloni (2005), g.
130 See Maloni& Benton(2000), p.10.
131 See Gelderman et al. (2008), p. 225.
132 See Maloni & Benton (2000), p. 3.
133 See Caniéls & Roeleveld (2009), p. 409.
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to the nexb 134 The switching costs can be divided into two types of costs namely:-break
off costs; i.e. costs that forenbarrier to end old business relationships, andigests;

i.e. costs that form a barrier to engage in new business relatiohShpmieaker actor

has to consider the various costs (e.g. legal costs) of shifting from one partner to another
whenever it has to make a choice between continuing the relationship or to exit the
relationship with a business partner. Since the relationstipebe switching costs and
dependency of a weaker acton a more powerful actois linear positive, higher
switching costs consequently result in higher power difference betitheenveaker and
stronger actorin a buyersupplier relationship®® Besides a disnction in type of
switching costs, another division can be made. Switching costs are typically either
considered as relationskgpecific assets or as legal costs whereby the former, according
to Anderson & Jap (2005), refers to investments that are ostis which cannot be
redeployed easily to another relationship without some sacrifice in the productivity of the
assets or some cost incurred in adapting them to the new ctiifesevious to the study

of Anderson & Jap (2005), Harrison (2004) alreadynfb that these kind of investments
make it extremely difficult for firms holding the weaker position in a relationship to
switch partners. Thereforéhese actors are rather encouraged to either collaborate to
improve their power position in the relationshor to accept the status quo by

compromising and complying with the terms and conditions set by the stronger®ctor.

2.36 Type ofconflict: dy sf uncti onal conflict often re
strategy, while functional conflicften enhancethe prospect of a satisfactory, lotgrm
relationship

Before elaborating on this factor, a critical side note has to be smacke Halb et al.

(2015) give the impression thdtuyersupplier relationships always imply confliciss
statedbeforein this chapter, this does noécessarily have to be the c&¥eOf course,

there is a reasonable chance that conflicts will ostbuyersupplier relationshipgut

it is incorrect taassume and start of from the concept Hwh partiesare in conflict with

each other However, i case therarises a conflict in the relationshigis will influence

134 Jones et al2007), p. 337.
135 See Harrison (2004, 114.
136 See Habib et al. (2015), p. 194.
137 See Anderson & Jap (2005), p. 79.
138 See Harrison (2004), p. 111.
139 See Caniéls et a[2018), p. 343.
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the choice for a specifistrategic optionFollowing the lteraturereview of Habib et al.
(2015) who were able to define type of conflict dse disagreements between two
business partners regarding the tasks being perforowedlicts between buyers and
suppliers exist in two different forms namelynctional or dysfunctional conflict®
Functional conflictis often designated as initiator gdositive as wellas the more
frequently anticipated negative outcomes and occurs whetors have different
viewpoints!*! Positive outcomes arisgue to the fact thafunctional conflict allows
buyers and sellers to identify and discuss alternative perspecitwash eventually
enables the removal of impedimertsd enhances the prospect of a, for both parties
satisfactory, longerm relationshipAnderson et al. (1994jictured this with an example

of a Swedish savequipmeniproducer who overcame a souofeontention with a large
saw mill, and strengthened its ties witlat same mill due to its participation anjoint
program with the aimto develop specialized saws to catspecific material By
collaboratng in the joint programpoth business partners successfully overcame this
functional conflict since the collaboration enabled themo developthe required
equipment+?

Dysfunctional conflict, on the other hanghich arigs from dysfunctionalbehaviors
dissatisfaction and poor individual or group performamreducesaccording toBobot
(2010) tension and antagonism, aras a result, distracts peopfeom their task
performancé® It is often observed that a weaker actor opts in case of dysfunctional
conflict to exit the exchange relationshag aresponse to t s  p daminaneeArd s
example of this can be found in the work of Pressey & Matthews (2003)pmekented
that anUK basedsupplier in the fashion industppted to exit the relationship becawse
certain buyer holding the dominant position in this relationshigbitually switched

suppliersto get better dealé?

2.3.7 Relationshipcloseness:an o r g a n i avdlihghessntd ely on an exchange
partner in whom one has confiderinuenceaw e a k e r steategly choid® s
Thiss xt h and penultimate identified underp

choice of a specifistrategic optiorrefers toa) the level of trust and) the extent of

140 See Habib et a(2015), p. 195.
141 See Bobot (2010), p. 311.
142 See Anderson et al. (1994), p. 5.
143 See Bobot (2010), p. 294.
144 See Pressey & Matthews (2003), p. 146.
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information sharing between the partners poaver asymmetric exchange relationship

As Moorman et al. (1993)enotedirustcanbe def i ned as t he dwil
exchangepaneri n whom one HKirkeorg wtustsughests thag an actos
confidence in a business partigeresulting from thestablished belighat the partner is
reliable and predictable; i.the partner will perform according to whateispecteceven

if their performance is not monitored or controll&te level of trust increasever time.

The longer the duration of the buysupplier relationshipthe higher the level of trust
between two partnersventually resultingn increased sustainable lobgrm benefitd*

As argued by Caniéls & Gelderman (&), it are relationshigspecific assets who drive

the increase itevel of trust andelationship longevity*’ In this case, a good example

can be extracted from the work Ghristiansen & Meltz (2002), who shed how a
weaker actom the Danish electronics seciorproved its power position pcusingon

the levelof closeness with its stronger partn&rsmallcompany called GELlwas able to
develop a O6special 6 r el asupplier tNEG)ITIpis specidl h a
relationship wasiormally reserved only for large customebsit due toextensive and
prolonged facdo-face contact they were ahie develop this sort of relationshypith

their dominant business partnélsing its specialist knowledg&EL collaborated with

NEC in innovation projectBBoth parties benefited from the relationskipce GEL had

the patent to use the new technology while Ne@ nef it ed from GEL
knowledgeto upgrade its other commercial produéts.

As stated by Lindgreen & Pels (200&)e extent of information sharing refers to the level

of detail and thérequency of information exchanged betweantnersi*® Helper & Sako
(1991)illustrated thisby referring to the Japanese care industngre close relationships
based on information exchange were forntedween small suppliers and powerful
automobile producerso solve shared problem®$ecause of the higher levels of
information sharing, theuppliers were encouraged to make investmesgslting in

improved quality, jusin-time delivery and produ@nd process innovatiof?

145 Moorman et al. (1993), p. 82.
146 See Anderson & Narus (1990),57.
147 See Caniéls & Gelderman (2010)2d67 250.
148 See Christiansen & Maltz (2002), 1851 195.
149 See Lindgreen & Pels (2002), L1 73.
150 See Helper & Sako (1991), p. 26.
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2.3.8 Availablealternatives the more extensive we a k e suppdier podfoli@ tke
greater the power of a weaker actor in a specific btggler relationship

The lastand seventlby Habib et al. (2015¢xtracted factor from existing literatutieet
influences the choice of a strategic optisnthe number and quality of alternative
partners As argued by Caniéls & GeldermaB0(Q7), is the necessary leverage to
counteract power differendey establishing links with other actors outside the focal
relationship providedoy the availability of a greater number and better quality of
available alternative®! By managing a portfolio corsting of multiple relationships a
weaker actor can reducs iteliance on a pacular partner significanthyit is arguedthat

the more extensive its portfolio, the greatbe power of a weaker actor in a specific
buyekseller relationship i$°2 However, where it is difficult for a weaker actor to acquire
alternative resources form outside the focal relationship, the @bt be left with no
other choice than to compromi&g.

Habib et al. (2015) identified ot h 0 s wi tanchGianvga i d adtl £6 al t e
individual underpinning facter However, instead of being assignedaasindividual

factor, these factors are often considereftreated as (sub)pag and influences of
(inter)dependenceAs stated by Caniéls Roeleveld (2009)organizational dependence
contains four key determinants that are relevanbuginesgo-business relationships
including switching costs anthe availablity of alternativesThey continue stating that

i n case of 0 ad®adirmivikhbde highly dependemt iisdasinesepartnés

the sole source of apecific resource In other words,having zero or few available
alternatives immediately results in being dependent on that specific partner in the dyadic
exchange relationshigsimilarly, the more alternative customeassupplier has forma
specific resourcethe less dependent the suppl&on the outsourcing firm, hence, the
more dependent the outsourcing firm is on the suppkerthermore, @nsidering
60swit c hi nnfuencingdacter of (irtes)dependence makes saisseellsincea

firm will be highly dependent on itsusinesgartnerif replacingthatpartneris costly>*

In other words, as determined by Frazier (19&3)itching costsreflects a buyer's

dependence on a vendor, which refers to a buyer's need to maintain his or her relationship

151 See Caniéls & Gelderman (2007), p. 2224.
152 See Caniéls & Gelderman (2010), p. 243.
153 See Sanderso2@01), p. 16 18.
154 See Caniéls & Roeleveld (2009), p. 405.
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with a supplier to achieve desirgdals!®® Sinceboth Gwitching costéand cavailable
alternativedare considerednfluencers of(inter)dependenceherelation between tise

factors can be displayed as in figure 3 below.

Inter- Strategic
dependence Option

Available

Alternatives

Figure 3 Relation between the underpinning factors switching costs, available alternatives and (inter)depenc
influencing the choice for a strategic option

2.4 Attractivenesss added to the list witktrategic optiosapplicable for a weaker actor

241l ncreasing a f i r mo surga ¢f b dominantibusieasseparserr e d
to (mis)use its power

In the classic marketingpproach, buyers are competing for suppliers, rather than the
converse interactiondviore specific,this approachexaminesbuyersupplier relations

based onhe assumption that to successfully sell products and services, suppliers attempt
to become as attractive as possible to (potential) bd3&wever,in the last decades,

a counterintitive inversion of thisclassical viewn a me d  6maervked¥shes g 0
gained support by many scholarBhis scenariotakes the viewpoint of customers
competing for capable suppligrsvhich isin contrasto thepreliminaryfollowed classic
marketing approach and involves differeninanagerial activitiesAs stated by Schiele

& Vos (2015),among othersjependency issues becomehis casemore relevansince

a buying firm strives to achieve competitive advantage over its rivals by seeking to better
access to the r esour c®Buetofhe increasedcampstitibs ¢ o
for supplier resources, as a resultlaga & Eggert (2006) argue thditms have
fundamentally changed the way they manage supplier portfolios, and customers have
increasingly moved away from an adversarial relationship management style with many

suppliers toward a logic of building losigrm relationships with selected key st 1°°

155 See Fraier (1983), p. 160.
156 See Schiele et al. (2012), p. 1178.
157 See Leenders & Blenkhorn (1988), p. 2.
158 See Schiele & Vos (2015), p. 139.
159 See Ulaga & Eggert (2006), p. 119.
27



Consequetty, as argued by Vos et al.2016, firms tendedto reduce their supplier
basé®®, often resulting irthe core supplier capturinguptothhges ar t er s of t h
business in a particular categdfy The needof firms to consolidate supplier base
derives from the explanation that it is impossiblenaintainélosetied buyersupplier
relationships witHarge numbes of business partnef§? However,being dependent on

only a few supplierenay lead to supplier obstructionism and increases the risk for buying
firms. The cause fothis has been identifiedy Cousins & Crone (2003) the form of a
negative onesided relationshipwith the buyer being dependent on thepplier®® A
scenario whetey a firm is denied access to an
dependent on them would be the worst casnariofor the buying firmin such a one

sided relabnship® The potential solution to this risk the discussionf the concept
0cust omer avthti cdc tciawne maswpylidé's assessmentafsa cuStomer,
made on the basis of anticipated outcomes arising from cussupplier interaction

within a relationship 1%° As arguedby Schiele & Vos (2015bhis potential solutiorcan

be further explained byjust simple logicalreasoning They statethati i f t he buy
sufficiently attractive to the suppliethe latter will not abuse its power and instead
provide privileged resaoe access'®® Their investigation towasl buyersupplier
relationshipgprovesiit is not dependency as such that is the problem in the presence of
close ties, but rather tlsmincidence of low attractiveness to the partner and a high degree
of dependency o Tdakédnahis statementintgpaacounts jestifiable

to conclude thabeing dependent on a partner does not necessarily have to imply negative
effects as long ashe dependentirm is sufficiently attractive tadhe dominantpartner.

Schiele & Vos (2015) continudy addressing botkthe need for suppliers to become a
preferred supplier to thecustomersas well asaddresing the need for customers to
become a preferredustomerof their suppliersand as a result receive preferential
treatmenfrom themin event ofe.g.collaborative developmenproduction shortages and

innovation sharing®® Preferred customer status is a special form of customer

160 See Vos et al. (2016), p. 4613.
161 See Schiele & Vos (2015), p. 140.
162 See Schiele & Vos (2015), p. 140.
163 See Cousins & Crone (2003), p. 1467.
164 See Schiele & Vos (2015), p. 140.
165Rocca et al. (2012), p. 1244.
166 Schiele & Vos (2015), p. 140; as well as Schiele et al. (2011), p. 7.
167 Schiele & Vos (2015), p. 140.
168 See Schiele et al. (2011), p. 7.
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attractivenes$® and can be defined as situation in which the supplier offethe
customer a preferentiagsource allocatiah’® As stated by Hiittinger et a2@12), the
decision to assigpreferred customestatus to a certain customerinfluenced by the
attractiveness of #t buying firm!’! In this casetiis important to note that preferred
customer status implies a strategigoritization by suppliers and is expressed as the
preferentialbehaviortowards the customer, whereas customer attractiveness, in this
paper, exclusively refers to the positive geaf the customer in the eyes of the supplier.
Huttinger et al. (2012) continue that besides customer attractivenppdier satisfaction

is another necessary condition for achieving preferred customer Seavish supplier
satisfaction,one refers tothe buyer's ability to live up to the expectations of the
suppliet’® or more precisesupplier satisfaction refers fia supplier's feeling of fairness
with regard to buyer's incentives and supplier's contributions within an ind sty
seller relationship®’# Vos et al. (2016add to thastating that this type of satisfaction
significantlyinfluences the buyesupplier relationshipnd directly links to the quality of
the relationshignd to value creatioti®> Sincethe concepts of customer attractiveness,
supplier satisfaction and preferred custoraee clearly interwoventhey must be

analyzedn an integrative manngr®

2.4.2Thecircle of preferred customership hr ee consecutive steps
preferred customer

As indicated beforeSchiele et al. (2011) argue as citedMns et al. (2016) that buyers
should view the supplier as a key source of competitive advantage and innovation and try
to achieve preferred customer statliSThis statusan beseenas the ultimate reward of
customer attractivenesse. preferred customer statgs/en by the supplieas a reward

to the buyer whooffers a value creation to the suppli€f.Since privileged access to the

best suppliers providesfirm with competitive advantages, a logical consequence is that

169 See Schiele & Vos (2015), p. 141.
170 See Steinle & Schiele (2008), p. 11.
171 See Huttinger et al. (2012), p. 1202.
172 See Huttinger et al. (2012), p. 1194.
173 See Schiele et al. (2012), p. 1181.
174 See Essig & Amann (2009), p. 104.
175 See Vos et al. (2016), p. 4613.
176 See Huttinger et al. (2012), p. 1195.
177 See Vos et al. (2016), p. 4613.
178 See Hiuttinger et al. (2012), Q2.
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preferred customers should outperform their competit8his indicates why all buyers

should strive to obtain the preferred statuswidver, it is not the customer who decides

on themselves whether or not they receive such a status. It are the suppliers that have the
choice to do so. Therefore the question that emerges in this context is about what makes
a supplier decide to assign @farred status to a certain customer and provide them with
preferential treatmenf® Hittinger et al. (2012)argue thatthis can be supplier
satisfaction'®! As stated beforeusp pl i er satisfaction can b
ability to live up to theexpectations of the suppli€f and the relationship between the
buyer and supplier influences this satisfaction as is explained by Forker & Stannack
(2000). They elaborate that associations will be more effective if the parties involved, i.e.
the buyers anduppliers, sense that the value they provide is compensated with equal
value received. Such shared understandings comprise the basic assumptions required for
any relationship to succeé®.This given, the customer should keep in mind that supplier
satisfat i on i s only the outcome of meeting
attractiveness is necessary for a supplier to initiate or intensify an exchange relationship.
When the supplier is more satisfied with particular customers than with othergnilee fo

will be awarded preferred customer status and enjoy the associated benefits. Considering
this view on preferential treatment, the three constructs, customer attractiveness, supplier
satisfaction and preferred customer status, mesnalyzedn an irtegrative mannef®*

A visualization of this process can be foundigure 4 below.

Relationship ------ N Relationship
Intention N Discontinuation
Customer ,4
Attractiveness Supplier  Jaieiiee ’
Satisfaction [uiiu— ~
v

Preferred Regular
Customer Customer

Figure4 The cycle of preferred customership (Schiele et al. (2012), p. 1180)

179 See Huttinger et al. (2012), p. 1194.
180 See Vos et al. (2016), p. 4613.
181 See Huttinger et al. (2012), p. 1194.
182 See Schiele et g2012), p. 1181.
183 See Forker & Stannack@00), p. 37.
184 See Huttinger et a{2012), p. 1195.
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As stated before, the status of the relationship is the influencer of supplier satisfaction.
Research done by Hiuttinger et al. (2014) supports theoretical assumptions that the
relational behaviour and atmosphere in buysupplier relationships are importan
antecedents to supplier satisfactl§hThe results of this study have shown that three
antecedents are significantly influencing the supplier satisfaction (in a positive way).
Those three antecedents are growth opportunity, reliability and relabehmior.18®
However, there should be placed a comment here. Findings of Vos2814) iq order

to replicate and exteneksearch done biuttinger et al. (2014) antb provide a more
fine-grained picture of the antecedents and consequencagsppfier satisfactiornas

shown that the relationddehaviorantecedent should be excluded as an influencer of
supplier satisfaction in the event of indirect procurement since the positive impact of this
antecedent is only significant in the context ofedir procuremert®’ Besides the
relational antecedents, Nyaga et 2010 andmanymore researchers studying channel
relationships argue that satisfaction with a relationship may be in addition to
noneconomic terms, i.e. positive affective response tohpsgcial aspects such as good
interaction, respect, and willingness to exchange ideas, also be defined in economic terms,
l.e. economic rewards arising from the relationship such as increased sales volume and
profits 188 Vos et al. (2016) elaborate on thig buggesting that both economical and
relational aspects explain similar variance in supplier satisfaction and should therefore
both be considered regarding the concept of preferential treatment classes. Concluding,
the antecedents that are influencinggtpplier satisfaction and as a result the assessment
of a supplier whether or not to assign a customer a preferred statugramth
opportunity, reliability, relationabehaviorand profitability*®® In case customers are
labelled as preferred indicates according to Vos et al. (2016) that these buyers are
perceived as attractive by the supplier and that they do satisfy the vendor better than that
alternative clients are doir§® As a consequence of shsatisfaction, a supplier reacts by
providing privileged resource allocation to this preferred customer. In other words,
suppliers who are very satisfied with a buyer havwgher tendency to give the buying

firm preferred status and ultimately treat tiient better than its competitot¥:

185 See Huttinger et al. (2014), p. 712.
186 See Huttinger et a{2014), p. 712; as well as Vos et @016), p. 4614.
187 See Vos et al. (2016), p. 4621.
188 See Nyaga et al. (2010), p. 105.
189 See Vos et al. (2016), p. 4621.
190 See Vos et al. (2016), p. 4613.
191 See Vos et al(2016), p. 4621.
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As addressedby Pulles et al. (200)6and discussedorevious in this sectiorgustomer
attractiveness is the influencer of both, supplier satisfaction and preferred customer
status't®2 In figure 5below the empirical examination of relationships between these

constructs can be found.

Customer

Attractiveness \
Preferential
Resource Allocation
Supplier Satisfaction

Figure 5 Relationship between three different constructs (Pulles et al. (2016), p. 130)

2.4.3 Opportunitiesfor an organization to increase its attractiveness resides in the
antecedentgrowth opportunity, operative excellence and relational behavior

Since onlythe combination of low buyer attractiveness and a high degree of dependence
on a supplier is problemati¢ can be concluded théhe weaker actor should focus on
optimizing dhe sourc§ i.e. raising its attractiveness (potential) business partneaxsd
deliver a higher value to their partn€fsn order to mitigate potential negative effects of

the asymmetric dependence in a bugepplier relationshipin literature their appear to

be variousoptions available to do ska Rocca et al.2012 state that from literature
regarding customer attractivenea® broad focuses can be extracted. The first is related
to features of customers and is broadly directdiated to the current and potential
economic value of the customer to the supplighereby, as Doyle (2007) states,
economic value is only createdwhen the business earns a return on investment that
exceeds its cost of capifdl Herewithbuilds theideaof economic valuenHa |l | ber g 0
(1995) statementhat some customers contribute more than others to revenues while
retention of nosprofitable customers ultimately destroys valtThe second antecedent

that emerged from existing literatuas arguedy Rocca et al. (2012)an be labelled

relational and encompasses factors that are related to the characteristics of the relationship

192gee Pulles et al. (2016), p. 130.
193 See Anderson et al. (1988), p. 342; Blois (2004), p. 256; Buchanan (1992), p. 73; as well as Walter et
al. (2001), p. 372.
194 See Doyle 2007), p. 20.
195 See Rocca et al. (2012), p. 1242; cited according to Hallberg (1995).
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and customer supplier fit® The literaturereview of Huttinger et al. (2013)ertaining
customer attractivenestowssimilar results, however theyere able tadentify alarger
number ofantecedentsBesides that, theprovided a newcategorizatiorof all the i
according to theri existing antecedentf this newcategorization, thegdoped five
categories namednarket growth factors, risk factors, technological fagtet®nomic
factors and social factorS” However, i an aditiond research done Hyuttinger et al.

(20149, with the objectiveto provide a comprehensive overview of the relevant
antecedents of preferentialistomer treatment and to empirically assess the drivers of
customer attractiveness, supplier satisfaction and preferred customer status in a
qualitative andjuantitative manné?®, theydiscovered that growth opportuntiye. fthe
suppliersdé ability to grow together with
business opportunities through the relation8hipoperative excellencdi.e. fthe
supplierbés perception that the buying fi
efficient way, which facilitates the way of doing business for the supplamrd relational
behavior (i.e.t he b uy ibehlavioftawardsGhe supplier with regards the
relational focus of exchange capturing multiple facets of the exchaetgeviorsuch as
solidarity, mutuality, and flexibilitg)*°® are the only antecedents thaive a significantly
positive effecton customer attractivenegsee figure 65°° The antecedentgnovation
potential, reliability, support, supplier involvement and contact accessibility do
conversely tgorevious research done by other scholar®t seem to impact customer
attractivenes§ r om t he s up pl Asendiéated by Hittinger etcak (2014),e w
can the cause for this be derived from the factupab today, thexisting studies on the
drivers of customer attractiveness amnceptual or casleased in naturand that their

study is the first to show which of these factors are relevant in practice and actually impact

suppliersod evaluatines8 of customersdé att

196 See La Rocca et gR012), p. 1242.
197 See Huttinger et al. (2012), p. 1199.
198 See Huttinger et al. (2014), p. 711.
199 Hittingeret al. (2014), p. 703.
200 See Huttinger et al. (2014), p. 712.
201 See Hittinger et a{2014), p. 712.
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Growth Opportunity

Innovation Potential

0.264%

Operative Excellence

Reliability
~ Customer
Support of Suppliers |- I ,(A\F';tzricct)l\:l%rgss

Supplier Involvement |

ContactAccessibility

---------- > Nonsignificant path
Relational Behaviour

0.254* y Statistically significant
path
Notess*p O ®p0®,

Figure 6 Antecedents of customer attractiveness (Huttinger et al. (2014), p. 711)

Following ther research findings which will be used as building block for this stuidy

in combination with the associated factors for each significant antecedent of customer

atiractiveness as identified the literaturereview of Huttinger et al. (2012), provide the

available options for actors to increase their attractiveness. The pertaining factors can be

found intable 1below.As a conclusion can be stated thmtimproving (some) othese

factors,a weaker actor will increase its overall attractivertesbusiness partneend

eventually mitigate potential negative effects of asymmetric dependence in a buyer

supplier relationship
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Associated factoror eachantecedendf customer attractiveness

Growth Opportunity Operative Excellence Relational Behavior

Growth Planningreliability Readiness to talk

Access to othecustomers | Reliable forecasting Opemess

Brandname Simple internaprocesses | Problem solving in bad
times

Global player Quick decision making

Easier market entry

Joining new markets

Volume of products

Tablel Associated factors of the significant antecedents of customer attractiveness (Huttinger et al (2014), p. 702 &
p. 718)

3. Propositions: the influences of conditions of underpinning factors that
are hypothesized tohave an effect orthe selection of aspecificstrategic
option

3.1 All features ofunderpinningfactors thatare distinguishedin previous studiesire
presented in a summarizing overview

Since this research is abddependence) asymmetric buygipplier relationshipghere
is always & least ongpowerfulactorandoneweakeractorinvolved. As stated beforen

t his ccaereactod «@weaa kb as the e/dfinerabée garty in a (dependence)
asymmetric buyesupplier relationship who is dependent upon the powesttiner in
achieving a certain business objecti?%eln this chaptethe choicesof a weaker actor to
counteract the power dominance ofhitssiness partner alg/pothesizedlin order to do
so,an overview is providedonsisting oktrategic optiosapplicable for a weaker actor

that areexpecedto be doserve while doing empirical research.

202 See Mahapatra et al. (2010), p. 539; p. 550.
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Theresearchguestion being answered in this paper is stated as folfursder which
circumstances; i.e. in a dyadic or network context, aodditions i.e. features of
underpinning factors,does an actor apply which strategic opifgni including
attractiveness towards another actor in case former mentioned holds the weaker
position that controls and influencdsehaviors and exchanges in uyersupplier
relationships®. Inthisstudy t h e wo r dpertaictotreftdtures af thetrdtegic

0 p t i uoderpidning factors as identified by Habib et al. (20A5)overview of these
featuresplus a short elaboratioior every specific underpinning factor can be found in
table 2 belowThese specifications are abmpiled ofthe theorythe literature review of
Habib et al. (2015).

Underpinning | Features Specification

factor

% o High asymmetric One of the actors depentls a large
§ extenton t he ot her ¢
§_ Low asymmetric None of the actors feels to |
% dependent on t h
E resources.

Formal contracts Detailed and binding contractua

agreements that specify the obligatig
and roles of both parties in tt

relationshipare involved.

Relationship Governance | Nature

Informal relationship| No mechanism involved to safegus
governance any investment made by the weal
actor.
- Mediated Reward power, coercive power a
% legal legitimatepower based on formg
9'5 contracts.
§ Non-mediated Referent power, expert poweand
(,8) traditional legitimate power.
o High breakoff costs Costs forming a barrier to ending @
§ % Low breakoff costs relationships
% § High setup costs
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Low setup costs Costs forming a barrier to engaging
new business relationships.
G Functionalconflict Actors having different viewpoints.
Dysfunctionalconflict Dysfunctional behaviors
(é % dissatisfaction, poor individugroup
AN'S) performance.
o High level of trust Willingness to rely on an exchang
g Low level of trust partner in whom one has confidence
g_ High level of information Level of detaill and frequency ¢
g sharing information exchange between
-% Low level of information| partners.
E’ sharing
High number of availabl¢ Both inside as well as outside t
o é alternative partners industry.
§ g Low number ofavailable
S % alternative partners

Table2 Underpinning factors and related features as indicated by Habib et al. (2015)

3.2A matrixincludinginformation on whastrategicoption ishypothesizedio be selected
under what conditiois provided

As stated by Habib et al. (2018)depends on the conditions of the underpinning factors
which strategic optiofs) the firm holding the weaker position in a buyersupplier
relationship willchoose to follav to counteract the power dominance of anofinar.2%

In figure 7 below an visualizationis provided containing expectationsabout what
strategic optio(s) a weaker actomight applyunder which conditionThese hypothesis
are composed based the work of Habib et al. (2015) who gave in their literature review
aboutthe underpinning factorfor each factoman indication ofwhat conditions might
result in the selection ofvhat specific strategic optionThe design of the scheme
displaying the expectations is based on the ideas of Hesping (2016) who visualized the
suitability of purchasing levers under different conditions in a similar Weslitionally,
there is chosen tdisplay the resultpresented itheseschemes in a way that correspond

with the design of models from previous research that are resulting from a fsSQCA analysis

203 See Habib et a(2015), p. 192.
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(see Dellerman et al. (2017); Fiss & Ragin (2008); and Leischnig et al. (2016)).
Developing the sames in accordance with fSQCA theory allowed to present the research
findings in a clear/structured overview and therefore this method is chosen.

Compared to tablg abovethereis for the sake of this researchosen to limireduce
thenumber ofconditionsunder which the factors might ocdoer eachindividual factor.

In most cases the distinction is made interms oflowand high o wever i n cas¢
of p onediated and nemediated power tactics are distinguish&de figure below
should beread as followsFor instancein caseactor Ahaspower over actor B.e. actor

B depends mor e on ac teoversa Andl ghe relat®rshipr is e s
characterized by a high level of dysfunctional conflotf thereexist a ligh number of
availablealternativebusinespartnersn the marketit is expecedthatactor Bwill choose

one oftheoptionsma r k ed wi t h irethedgore below toautralize thegpdéwer
dominance ofactor A by engaging witte n  a c twithout da@éging the focal

relationship with actor Aln this case we expect actor B to choatéeast one of the

options Onet wodirkercoil iliabatriadcmoncoal ition,
High High High High

High Formal  Informal Mediated  High Level Level Dys-  High High

Asymmetric Relationship Relationship Sources of Switching Functional functional Relationship Available

Dependence Governance Governance — Power Costs Conflict Conflict  Closeness Alternatives
g S | & | A A M| &
Dyadic Collaboration %Té . . . . . [ .] . ®
Metwork Collaboration k [ .] . .
Compromise w . . . . . [.] . @
Diversification (@ @ @ [ . ] . .
Coalition ;2; . [ . ] . .
o] X || @ ®XR|O@|O | e
Attractiveness O . . . . . . ®

Note:Black circles@)indicate the presence of a conditioni r c | e s(@)Windicate thé présenc
of a reversed condition (e.lpw switching costs). Circles between brackets indicate the presenct
condition, but it depends on the situation whether the condition influences the choice for a s
option. Blank spaces indite the absence of causal relation between factor and strategic option.

Figure 7 The relation between conditions of underpinning factors and the choice of a specific strategic option that is
expected to be observed in practi®ording to the work of Habib et al. (2015)
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As can bederived from the figure, the underpinning factorf unct i o aia | cCo
expected tdeaninfluencer of a specific strategic option anaderatdevel. This means,

thatit is theway conflicts are handled that determine the level of influgéhisefactor has
onthe choice of a specific option. Functional conflict can leadigsatisfaction of the
weaker party, bun case the conflicts are handled properly, it can even foster thgtstre

of the relationship and henst&ronglyinfluence the choice of a strategic optidém case
functional conflict is handled properly,
for dyadic collaboratiorand/orcompromiself not properly handid, one of the other
options is expected to be observed.

One might notice thathe underpinning factors can easily be grouped based on their
influence on the choice for a specific strategic optiorthe figure below an overview is
providedindicating what(combination ofjJunderpinning factors might causeweaker
organizatio® shoice for a specific strategic optiorBased onthe literature review
regarding the underpinning factaspresentedy Habib et al. (2015§upported byhe

theory of Cox (2001a) concerniradtributes of buyer and supplier poy#re strategic

options can be divided as follows:

Dyadic Collaboration Network Collaboration
Compromise Diversification
Attractiveness Coalition
Exit
- High asymmetriadependence - High symmetric formal relationship
- High asymmetric formal relationship governance
governance -Hi gh 1 evel 6unsol v
- High informal relationship governance - High level dysfunctional conflict
- Mediated sources of power - High number of available alternatives
- High switching costs
-High | evel 6proper|
conflict
- High relationship closeness

Figure 8 The conditions of underpinning factors influencing the choice of strategic options (Cox (2001a), p.

4. Methods: Qualitative researchis used in the form ofsemtstructured
interviews to determine what conditions of underpinning factors

influence a weaker actor to cleose a specific strategic option

This chapter elaborates on the methodology used in conducting the research whereby the

analytic strategy is explained first. Second, the research design, containing a specific look
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at the samplandthe cases involved amplified Furthermore, this chaptelaborates on
data collectiorand the trustworthiness of the reseaastwell,andfinally, the method of
data analysis is explained.

4.1 The analytic strategy follows he Ospiralingd research
qualitative research

In literature hereis made a distinction betweémno main types of research metisod@he

first is referred taasquantitativewhile the second concergsialitative researct? The

main differencebetween both kind of data arisktem the fact that quantitative data is
considered numerical and qualitatidata as nomumerical.Due toits numericalnature,
quantitative datais consideredto be lessrich in detail and meaning than anen
numerical qualitative dat&% As argued by Rubin & Rubin (2011)yalitative research
focuses on depth rather than on brealdttefers to the what, how, when, where, and why
of a thing; its essence and ambieniceother words,t is more about understanding
specific situations that are important or revealing &ss$ about finding averagé¥
Qualitative research, thus, refers to the meanings, concepts, definitions, characteristics,
metaphors, symbols, and destidps of things. In contrast, quantitative research refers
to counts and measures of thiniysore specific,in this type of researcthe extents and
distributions ofa subject matte’®’ Due to in-depth interviews will form the most
important source of thistudy it is justifiable to conclude th#tis master thesis it is based

on a qualitative research method.

One of the advantages of qualitative research is its greater flexibility. Things one notices
during indepth interviews, for example, may suggest a different set of questions than
initially planned for, allowing for the pursue of unanticipated avenues) THber, as one
reviews and organizeébe datdor analysis, one may again see unanticipated patterns and
redirect the analys®®® So, in qualitative research, there is more opportunity to modify
the ways variables are measured as the study unfolds, takingtage of gained insights.
However,regardless ofhe factdatais gathered via a qualitative guantitate method,

every research project has to start somewhdemyresearch projects begin with formal

204 5ee Punch (2013), 3
205 See Babbie (2010p. 24
206 See Rubin & Rubin (2011p, 2
207 See Berg & Lune (2016, 172.
208 See Babbie (2010p. 156
40



statements of the ideas and theory on wiighempiricakresearch is to be based. This
has been called the thedogforeresearch mode&nd is developedby Frankfort
Nachmias & Nachmiag1992)2°° In line with the theory developed by these researchers,
gualitative research seems to start with andéssuproblemfollowed by investigating the
literature related to this issue or problekdditionally, afterpreparing questions other

to gather relevardatg the data needs to benalyzedand interpretedFinally, based on
this informationr esear choé findings a down?CHowevdr,as i o n <
stated byBerg & Lune (2016)the procedure adopted during qualitative researofies

a bit more complexhan explained abov@ hese scholargonceive he research process
asépiralingrather than linear in its progressidrhey proclaimhatresearch startsith

an ideafollowed by the activity ofjatheing theoretical informationAfter that the idea
needs to beeconsideed and refinel beforeit is possible tdegin to examine possible
designs The next stage consists @examiningtheoretical assumptions and rexfig
these theoretical assumptiongand perhapsventhe original or refined ideawhat can

be concluded from this is thatith every two steps forward, a step or two backvgard
needs to be takdpeforeit is possible tgoroceed any furthehe resultderiving from

thisis thatthe qualitative research procedur@dslonger a linear progression in a single,
forward direction. Ratheiit can be considered as procedure whereby the research is

Gpiralingdforward (see figure 7)never actually leaving any stage behind completély

0

: Data - Dis
DS Collection

Figure9The 6spiralingé research approach (Berg & L1t

This research project will use thiss p i rreséaicimngodel, as the goal of this research

is to compare current literature @trategic options availableo ta weaker actor to

209 See Berg & Lune (2016), @5.
2105ee Creswell (2007), p1-42.
211 See Berg & Lune (2016), @5.
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counteract the dominance of a stronger actor in bsypplier relationshipsvith the
actual situatioras observedh the field. Based on this comparison, conclusions can be
made on whastrategic options are used under which conditions

4.2 The design of this research consist semi-structured, opeended interviews

The design for a research project is literdfly plan for how the study will be conducted.

It is a matter of thinking about, imagining, and visualizing how the research study will be
undertaken. Or, as metaphorically described by Janesick (198ékign is the
choreography that establishes tesearch danéeg'2 There viere ®me authors associate
gualitative research with the single technique of participant obseryatiogr writers
extend their understanding of qualitative research to include interviewing a&3l.
stated by Farr (1982)udiitative interviewing is a technique or method for establishing
or discovering that there are perspectives or viewpoints on events other than those of the
person initiating the intervied?* This technique can be furthexlaborated on by
differentiating twowaysin whichresearchers caask questionsiccording to theory, it

is possible t@ask operendedand closeended questions. The forme&fers to a situation

in whicharespondent is asked to provide his or her own answer to the qué&skolatter
variant isaboutrespondergtbeingasked to select an answer from a list provided by the
researchef!® In case of thigesearchthere is chosen to make use of semiictured
openended interviewsThe main reason tehoosefor semistructured interviewss
derived from the fact that previous studies show that usingsthise mostsatisfying
techniqueto applyin terms of being flexible in the use of question and/or word order,
clarifying the ambiguities interviewees faced ahdwhere necessary, leaving out
guestionsEventually, theopen data collection framewobeing usednade it possible to
create a situatin of twoway communication necessary to obtain the desired information

during an interview.

4.2.1 A multiple case studyethodis used to collect the desired data
This research involvednamultiple case study to explore and understand under which

conditions; i.e. features of underpinning factors, a weaker actor applies which strategic

212 Janesick (1994). 37.
213 See Berg & Lune (2016), pa72.
214 See Farr (1982). 151
215 See Babbie (2010), p. 272.
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option(s) towards another actor in case former mentioned holds the weaker gosition
buyersupplier relabnshipsthat arecharacterized by asymmetpower dominanceAs
stated by Ber& Lune (2016), he case study method is defined and understood in various
ways.Following the ideas of CreswgR007) and Yin (2003), case stucgn be defined

as fian approach capable of examining simple or complex phergmeth units of
analysis varying from single individuals to large institutions to woHenging events
and entails using a variety of line$ action in its datagathering segments and can
meaningfully make use of and contribute to the application of thiéétFor the sake of

this research there is chosen to make us of the stadg methodbecause of various
features and advantagess indicatd by Gall Borg & Gall (1995, 1998pne of thee
advantages is thatyltoncentrating on a single phenomenon, individual, community, or
institution, it is possibleto uncover the manifest interactions of significant factors
characteristic of this phenomenon, individual, community, or instituéalditionally,

this methodenableghe possibilityto capture various nuances, patterns, and more latent
elements that odr research approach@® a certain extentpverlook. Besides these
advantagesthe case study method was often useatbner scholars in prior studies of
dependence and power asymmetry in bush@ésisiness relationships as well
indicating that this method can be considered suitgdgle for instance Cox, Watson,
Lonsdale, & Sanderson, 2004; Pérez & Canfiimro, 201557 All these theories
provide logicalinsideson why thecase study method #égjustifiable approach to involve

in this researchHowewer as explained byin (1994)andcited by Vohra (2014)using
collective cases, or more specifimultiple casesis even more satisfyingince using
multiple casesvill make the base for theory building strong#&iin (1994) emphasized

that using multiple cases strengthens the results by replicating the patterns thereby
increasing the robustness of the findikgsThis type ofstudy involves extensive
research teeveral instrumental cases, intended to allow better understanding, insight, or
perhaps improved ability to theorize about a broader corterthermoreusingmultiple
casesoffers he possibility to try replicating insights found in individual casestor
represent contrasting situatiot8 Concluding, &ken all thesarguments into accourit

is justifiable toproclaimthatthis type of research garticularlysuitablein order to study

216 See Berg & Lune (2016), p. @7
217 See Siemienakio & Mitrega (2018), p. 92.
218 See Vohra (2014), p. 55.
219 See Berg & Lune (2016), p. 175.
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the defined objectives of thimaster thesiabout the exploration of links between the
underpinning factors and chosen strategptions by a weaker actorApplying the
multiple case studynethodprovides a rich understanding of the context of the research
and of the process being enacted.

4.2.2The sampleize is determined following judgement sampling

According to Gaskell (2000)niqualitative research the selection of respondents cannot
follow the procedures of quantitative samplifigne reason for thad that thereal purpose

of qualitative research is naboutcouning opinions or people bub explore the range

of opinions and different representations of an issuphenomenaf®®® In quantitative
studies, power calculations determine which sample size (N) éssey to demonstrate
effects of a certain magnitude from an intervention. For qualitative interview studies, no
similar standards for assessment of sample size é&gstlenoted by Malterud et al.
(2015), n case othis type ofresearchtools to guide sample size should not rely on
procedures from a specific analysis method, but rest on shared methodological principles
for estimating an adequate number of units, events, or particip@etscontinud stating

that he larger information powethe sample holds, the lower N is needed, and vice
versa??! What can be deducted from this theorthistsampling in qualitative research is
concerned with the richness gsharedinformation and the number of participants
required Additionally, speaking interms aju a |l i t at i yitis agyaedthihdthisn g 6
type of samplinglepends on the nature of the topic andavailability of resoures as
well.??2 Gaskell(2000) elaborated furtheon the subjecexplaining that amppropriate
sample size for a qualitative study is one that adequately answers the research question.
The number of required subjects usually becomes obvious as the study progresses, as new
categories, themes or explanations stop emerging from the idatdata saturatioi.

Clearly this requires a flexible research design and an iterative, cyclical approach to
sampling, data collection, analysis and interpretaii®Bince a study will need the least
amount of participants wheihe study aim is narrowf the combination of participants

is highly specific for the study aim, if it is supporteddsyablished theory, if the interview
dialogue is strong, and if the analysis includeslepth exploratiorof narratives or

discourse detait®?4, a smallsample sizeombiredwith in-depth interviews arsufficient

220 geeGaskell (2000), p. 41.
221 See Malterud et al. (2015), p. 1754.
222 See Gaskell (2000), p. 43.
223 See Marshall (1996), p. 523.
224 Malterud et al. (2015), p. 1756.
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in orderto explore and understand under which conditions; i.e. features of underpinning
factors, a weaker actor applies which strategic option(s) towards another actor in case
former mentioned d¢lds the weaker position in buysupplier relationships that are
characterized by asymmetric dependemgease of this research tekample size is five

(N =5). Sncethere is aimed tquestion and discusdl seven identified strategic options

in detail duringall single interviews, approximately30 micro-cases i.e. buyerseller
relationships are investigaté@ken into consideratiaat notall interviewees can think

of an examplg

Furthermore, information power is related to the specificity of experiences, knowledge,
or properties among the participants included in the sample. To offer sufficient
information power, a less extensive sample is needed with participants holding
charactestics that are highly specific for the study aim compared with a sample
containing participants of sparse specifiétyIn order tomake sure all of the samples
involved can be consideréatustry expertstheory of Marshall (1996) is useldring the
selection procedureAccording to Marshall (1996), the selection of a sample for a
gualitative study can be done via three broad approaches. The first, convenience sample,
is the least rigorous techniqui case this approach is applietie tmost accesdidd
subjectswill be selected. The secomllabelled agudgement samplend sometimes also
referred to apurposeful sample. Via this method, one actively selects the most productive
sample to answer the research questamally, these scholars identifiedtard approach
calledtheoretical sampleTheoretical samplare usually to a greater smallerextent

driven by theory. This type of sampling builds interpretative theories from emerging data
and selects new samples to evaluate this the@®é@onsideringthe need for industry
expertsin this researchdue to the small sample sizgidgement samplis most

appropriatg¢o applyandis therefore beg used

4.2.3Firms with embeddedbuyersupplierrelationships in the transportation sectaire
selected as a case company
This research main focus is on Afimancial companies operating in the transptiota

sector. Due to trade confidentiality, real company names will remain concealed and

225 See Malterud et a{2015), p. 1756.
226 See Marshall (1996), p. 523.
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starting from here, there will be referred to the particular companies as company V to Z.
The first two firms under investigation are official, famdwnedtruck dealers of Volvo

Trucks and Renault Trucks & Vans whereby one of these companies invoinethly
operatingn the central part of thieetherlandgCompany V)T he ot her f i r md s
are mainly in the Dutch provinces of Groningen, Drenthe and @sel{Company W)

Both firms are active in the automotive aftermarket which is the part of the automotive
industry sector comprising the automotive services and parts businesses. In addition to
selling new and used trucks and vans, the companies arengféecomplete package of
aftersales services, including maintenance, inspections, courses, fleet management and
rental services. Currently, company V has more than 130 employees working across
seven different plants their district/rayonCompany W is ensidered twice as big with

a total number of employees of over 250 who are all divided over seven different
establishment# the northern and eastern parts of The Netherlands. Furthermore, the
private limited company W is part of a holding compé&@gmpany Y) with a total annual
turnover > 0250 million euro. @BawiangKes t h
that isalso part of thesameholding and known as an international logistics service
provider that mainly focuses on the markets @liquid bulk products in the chemical
industry and fuel & animal feed distributionis selected as a case company as well.
Finally, in addition to these four firms all operating in the transportation sector, a whole
different business is involved in thisudy as wdl The company in question ia
specialized, industriadriented wholesaler for every technical product or service
(Company Z) With more than 60.000 products, the company positions itself as-a full
range supplier. Currently, the company Basull-time employees, a turnover of about 6
million euros and holds many losigrm relationships with other firms. Furthermore,
company Z is the supplielf severalindependent Aftermarket (IAM) partd company

V, company Wand companyX, which makest particularinteresting toinclude this
organization in the research as welh overview d the relation between all firms

involved can be pictured a®sllows:

46



Company Z - !

4— ¥ = Collegae Volvo dealers

Figure 10 Relationship between case companies involved in this study

It is particularinteresting to collect data from businesses operating in the automotive
sector sincehis industry ischaracterized bgituations where requirements are imposed
on thetruck dealerby the manufactrer (truck importer) Although some of these
manufacturersiave developetbng-termrelationships andometimeslid even develop
partnership programs for thdausiness partnerslealerswill often still experiencethe
relationship as onsidedand feel dominated by their counterp@ftSince the selected
casecompaniesare allor operating in thiparticularindustrythemselvesr areat least

part ofaninternationalogistics service providérs s u p pplogess mdka that the

organizations involved can be considered as suitable fasiss study.

4.2.4All company informants are considerediustry experts in the procurement area
The sample of participants consisted ofdaeyors of thearticipating organizationg\s
explained ina previous section, there exist a need to invahaustry experts in this
researchonly. Therefore,it was critical to selecparticipantsperforming a rolen the
company whereby they are dailgvolved in buyersupplier relationshipsA short
overview of the function of eadhterviewee is presented in the table bel@iventhe
positionsin the compaw of the people involvedthi s st udyés sampl e ¢

asa strong base to derive dditam.

227 See Weele (2010), p. 192.
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Company representing: Function companyinformant:

Company V Managing Director & Owner of the company.

Company W Purchaseresponsible for strategic purchasirag
well astactical and operational purchasing.

Company X Business Improvememflanagemwith a seat on th
management tahle The actor hasyears of
experience in the field gfrocurement, sales ar
aftersalesard is daily involved in businesdgo-

business relationships.

Company Y Chief Procurement OfficefCPO) responsible fol
the procurementelated activities(incl. contract
managemenif both companyV andcompany X.

Company Z Managing Director & Owner of the company.

Table3 Overview job functions company informants/interviewees

4.3 By sharing information regarding the strategic optisome days prior to the actual
interview took placand by creating r el axed c | i mat emostdwable ng t
datacould be retrieveduringtheinterviewees

The conductedhterviews averaged 90 minutes in length and were recorded digitally. The
recordings were then transcribed verbatim as Word documents. Transcripts were typically
aroundtwentysinglespaced pages lorandwere loaded into Atlas.ti (version 8), which
isused to developcoding scheme and to code the transcrifte. purpose adeveloping
acoding schemes in this casenot to quantify the data for statistical analysistbugnsure

it is possible tdater retrieve all portions of the transcripts that pertained to particular
items and taxonomiewithout omitting any relevant portions that should have been
coded??® Eventually a coding scheme based on dadenomiesr groups i.e. several

codes reflecting different aspects of a general theme, is developetlishistexplained

in more detail later

A couple of days prior to the actual scheduled interview dateyvarview with the
different available strategic optior(including attractivenessjor a weaker party to

counteract the power dominance of a stronger actor as identified by Habib et al.i(2015)

228 See Campbell et al. (28), p. 299.
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and displayed in the appendixs sent to the interviewee per email, so they could already
think of examples of (past) relationships whereby they applied a specific option and hence
be as complete as possible in their information sharing during the intefihe train of
thought behid this is to collect as much as possible meaningftdepthinformationfor

every individual strategic optiofnom the interviewswhich would eventually enhance
theoverallquality of datafor the analysis and heneenpowertheoutcome of thistudy

This approach is consistent with other studies in which the respondent selects the focal
relationship €.g. Knemeyer & Murphy (2005 and Lusch & Brown (1996).22°
Furthermore, lhinterviews are done at the headquarter ofdifferentorganizatios.

Before starting the interview; i.e. asking questions pertaining the actual purpose of this
research, a token of appreciation is expressed to the company representative for his
participation in this studyOn top of thatan oral informed conserg given, indicating

that the shared information will not be shared with or passed on to any third party.
Additionally, the goal and objectives of this reseaach(once more) explained to the
participants Speaking in terms of the interview protocdietactal interview questions
areintegratedn such a way that botl strategic optionare discussedndthatfor every
underpinning factor is discussed what is its condition in case the strategic option was
applied and whether this influenced .t he i
In this wayall the needed informatiowould be obtainedrom theinterviews. Before

asking questions related titese itemsalsoquestions that are mogenerain nature are

asked( e. g . , AWhat are the activities the co
turnover of your b Jlbeireasos for thatasptiperfirstyplacemtot e | y
create a more Or el ax e.dheselquestions aedeasdanswiem g t |
by the company delegates thardigpt questionabout strategic options and underpinning
factors and hencdt is consideredhat in the end this would le&d better, more complete
answers to the specific questions related to the aim of thig. Sedondary, the answers

on those questiondid comprise company information that helped creating a more
specific overalpicture of the concerning businessEle interview protocalised during

the semistructuredinterviews can be found in the appendix.

228 See Powers & Reagan (2007), p. 1238.
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Since this study is considered qualitative considering the criteria described by Malhotra
et al. (2017), itods trustwort hi*fdowevercan &
gualitative research does not subscribe certain instruments with established metrics about
validity and reliability. Therefore it is relevant to point out the credibility, transferability,
confirmability and depen e&masbtlin drderyto dnfso, t hi s
several steps have been undertaken. First of all, during this researebtrsetored
interviews that are obtrusive and verbal in nature have been used. To cope with the risk
of social desirability (e.g. giving answers that aré&wvor of the company but not in line

with the actual performed activities and therefore not true) that comes with the obtrusive
nature of this data collection method, the interview questoastructureéh a way that

t he busi nes s e sansweriht samenquestioss sdveral timeso They had to
answer them in the same context or in relation to other questions about different
underpinning factors ostrategc options This indicates that the alterngtem method

has been used in order to minmior eliminate falsehoods shared by informants about

the subjects and research objectives being discuskéth eventually increased the
studyds r el i atbmihimiz the risklohsocaldddsiratbilityp an settinvgas

created n which the interviews were conducte
separated from his colleagues and, in case the informant was not thrgingalector

and/or owner of the compartiymself, the informantsvere also separatdtbm them
Eventually thisallowed the individuals to speak up freeurthermoreto make sure the
information shared by the interviewees was interpreted correct, follpguestions and
probesareused By practicing these O0toolsé whil
with the alternatdorm method secured the outputs quality with a limited number of
industry experts sharing data. The probes being used differed during every interview
depending on the answers given by the coc
wereused deliberately, but others appeared to be there while transcribing the interviews.
The latter is another relevant activity that contributed to the trustworthiness of this
research. Data abotlie available strategic options for a weaker actor to coacitéhe
dominanceof a stronger business partrard the relatednderpinning factorscollected

via theinterviews, have been transcribed and coded before the results were analyzed.

230 See Malhotra et a{2017), p. 71.
231 See Guba & Lincoln (1985), p. 219.
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4.4The data analysis followed a structured appraaan comprehensive explanation

the research question could be provided

The qualitative data obtained during the interviews needs to be coded before it can be
analyzed In order to do so the five step &sas of LeCompte (2000) is used. The model
identifies the following five steps: 1. tidying up data, 2. finding items, 3. creating stable

sets of items, 4. creating patterns, and 5. assembling stru€tures.

Tidying up data during this research was aborarging data in a way that contributed

in making a preliminary assessment of the set of data. In this study copies of all the
collected data were made and besides that, all data were placed into a filebhadied
Interviewdin order of their dates of creatioBesides thatother files were created based

on the type of data. In case of this research, among others tiiddid@rations Company
Visitsbwas created where the transcriptions of the interviews were assigQdttp of

that in case an interviewee shared additional data in the form of pictures and/or
documentsthese itemsvere assignedor all businesseso a file nameddAdditional
Documents Interviews The Elaborations Company Visiidile was divided into wo
different boxes. The first box is calldaterview Transcript®and the second one is called
dnterview Side Note8 including documents withboth side notes made during the
interview andyatheredadditional informatiorthat is not recordedn tape In these boxes

each document is labelled based on the name of the company. To complete the first step
in this model, the collected data was constantly compared to the research questions in

order to find out if any data was $8ing.

Finding items by sifting and sorting data sets is the second step taken in the data analysis
process. This was done by repeatedly reading through the transcripts of the semi
structured interviews in order to identify all items relevant to the researcticqudshese

items can be defined as the specific findings in data sets that are coded and assembled
into the results of a research. The search practices to items in the collected data, involved
a systematic process of looking for omissions, frequency a&othration. Since the
(conditionsof) underpinning factorpossibly influencing the choice afweakelactorto
applyacertainstrategic optionowards another actor in case former mentioned holds the

weaker position in buyesupplier relationships thatrex characterized by asymmetric

232 See LeCompte (2000), p. H451.
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dependencevere already described in existing literature, the items were relatively easy

to be found.

In line with the description of LeCompte @0, the items that were found in the previous
stepare organizedhto groups and categories by comparing and contrasting and mixing
and matching them with the purpose to create several, different taxonomies divided per
company consisting of items that amniar or do have similarities which makes them

go together. The items became liyethe interviewee described conditipns.theshared
information including specifications deaturesof underpinning factorsvhich were
connectedo thestrategic option under investigatidviore specific, the items are labelled
astype of strategic optiott type ofunderpinning factofe.g.one of the items is labelled
asodi ver siiafviad d taibd re ). Adtitorealty,ntree treatedasobomies were
namel as theidentified strategic optiongself. For further analysis Atlas.ti was used,
which is a qualitative data analysis & research software in which items can be described

as codes and taxonomies as code groups.

During step four ofhe data analysis process, patterns were created between the collection
of taxonomies. This activity involved clumping together the several taxonomies in a
meaningful way which is a matter of reassembling taxonomies as such so an eloquent,
coherent explan@an or description on howhe conditions of underpinning factors result

in aspecificcompany s c hoi c e tsiategiceoptiestotcounteracttthe pomwer
dominance of its stronger business partirethis part of the proceshere isexplicitly
searchedor analogies between the items which made it possible to cluster taxonomies or
to create a combination of thebased orthe factthat the taxonomiegi.e. strategic
options)are applied based on the same conditions of undengrfactors In order to
create an aléncompassing picture, every sentence out of the five company interview
transcripts assigned to a specific itéon code in terms of Atlast)tithat was closely

related to a underpinning factonas been analyzed.

In the final, structural stage, the formed groups of patterns that are related or linked were
assembled and taken together to build an comprehensive eiqandiich helped to
describe the combination afonditions ofunderpinning factorghat resuled in the

selection of a specifistrategic optionin order to create a clear overview of fresent
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conditions of underpinning factorsfor eachstrategic optiona two-by-two matrix
displayingthe relation betweetie condition of an underpinning factor and the choice
a strategic optioiis developedger case company brief descriptionof thesefindings
can be found irthapter fiveof this master thesiahile the schemes itself apeesented
in the appendix

4.4.1Before proceeding with the data analyasi®asonabldnter-Rater Reliability (RR

is achieved

As stated by Berg & Lune (2016), ideallyeghrocessof codingshould be accomplished

by two or more researchers/coders, independently reading and coding each of several
transcripts. This process is intended to establish the various topics to be indexed in the
coding system. Using two or more independent coders enghat naturally arising
categories are used rather than those a particular researcher might hope td locate
regardless of whether the categories really exist. The degree of agreement among the
coders is calledRR andit is generdly accepted thaf the IRR is high, then the coding
system is working33 Krippendorff (2004) elaborated on that by introducing the term
Geproducibilityd Thisterm is often usetb refer to IRR and can be definedths degree

to which a process can be replicated by different analysts working under varying
conditions, at different locations, or using different but functionally equivalent measuring
instruments. Demonstrating reproducibility requires reliability da&t &re obtained
underso calleddesttest conditiond For example, two or more individuals, working
independent of each other, apply the sameéinginstructions to the sameanscripts
Disagreements between these observers' performances are lonih tatraobserver
inconsistencies and intebserver differences in the interpretation and application of
givencodinginstructions Eventually Krippendorff (2004) stated thaproducibility(i.e.

IRR), is a strongneasure of reliabilityand thereforehis measure issed in this master
thesis®*

In case of this researctneory of Miles & Huberman (19849 followedto determine the
level of IRR for a code In order to do sahe number of times that all coders used it in

the same text unis dividedby the number of times that any coder used it in the transcript.

233 See Berg & Lune (2016), p. 90.
234 See Krippendorff (2004), p. 215.
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That is, the number of coding agreemeants dividedoy the number of agreements and
disagreements combined. Usitigs same methodhe overall intercoder reliability for

all codess calculatedas a set by dividing the total number of agreements for all codes by
the total number of agreements and disagreements for all codes corulifatlnately,

no agreed upon tashold for what constitutes a numerically satisfactory level of
agreement among codexsists Nevertheless, the literature does provide some guidance.
However, i is worth noting, that what passes for an acceptable leviERRfvaries
considerably in the literature according to the standards of different researchers as well
as the method of calculatié?® For instanceHodson (1999) indicatabat an intercoder
correlation of 79 percent ensures a relatively high degree of reliabflifahy (2001)
denotedhat an intercoder reliability range of 70 percent to 94 pelisemceptabldor
analysis of transcripts from conference discussiand Kurasaki (2000) reporte
intercoder agreement scores of 70 percent during coder training and 94 percent during
actual codingas acceptable numbers in order to proc&ssides that, thersscholars
argue that if the research is exploratory, looser standards are pernti€soiehermore,
Krippendorff (2004 arguel that there is no set answer for how reliable is reliable enough.
He finished hisp | ea st at itnsgan eXplaratary stiiidy fwithout serious
consequences é ) levehreay be relaxed considerably, but it showdt be so low that

the findings can no longer be taken seriouds In case of this researctie author and

one colleague student achieva intercoder agreement etactly 70percentwhich
following the literature provided aboveis considered as a valid percentag@toceed

Further detailed information on the IRR can be found in the appendix of this paper.

5. Results: The influence of underpinning factors regarding a weaker
act or 0 s caurttevactthepovendominanceof a stronger business

partner are presented foreach strategic optionindividually
First of all, the following chapter contains a synthesis of the findings that are derived from
interviews with the informants of all five Dutdbcated case companies operating in the

transportation sector that are involved in this study. This chapteuiwed in a way

235 See Dunn (1989), p. 37.
236 See Hodson (1999), p. 51.
237 See Hruschka et gR004), p. 313; as well as Krippendorff (2004)2p1i 213.
238 Krippendorff (2004), p. 241 243.
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that the results are presented per strategic option. First, for every strategy a situation is
described wherein one of the case companies applied the specific strategic option in
practice. After that, the main findings are and illustldig an example derived from one

of the interviews. The descriptions of the findings pertain to the conditions; i.e. features
of underpinning factors, under which a weaker actor applies what strategic option(s)
towards another actor in case former mentibhelds the weaker position in buyer
supplier relationships that are characterized by asymmetric power dominance. Hereby the
strategic options and (conditions of) factors as described in the literature part of this study
are applied. Finally, a descriptiveodel displaying the findings regarding the relation
between the condition of an underpinning factor and the choice of a strategic option is
provided in figure 1 to 7 of the appendix. In this schemes the results of all individual case
companies are displad separatelyAgain, similar to figure 7 of chapter 8he choice is
madeto design the schemes in a wigmat corresponavith the design omodelsfrom
previousresearch that are resulting fronls@ CA analysis

Furthermore, for two case companies a itkstaand extensive description of the findings

is provided in the appendix. The concerning firms are company V and company Y. There
is chosen to describe the results regarding these two firms in detail since the informants
of these firms weré unlike theother company informants able to identify for each
strategic option a situation/scenario wherein a certain option was applied. Hence, as a
logical consequence, (most of) the illustrations/examples of the findings presented in text
are derived from theséwo interviews. The aim of these detailed and extensive
descriptions is to provide a more precise andapth explanation about the observed
scenarios. This can be useful for readers who are particular interested in a better, deepened

understanding of (#hinterpretation of) the findings.

5.1 The information shared bythe company informantallowed to explain for each

strategic optionts relation with the condition of an underpinning factor

511Thecondi ti on of the f act odrssoudmrcaet urfe poofwe
of c onfrleil att6,ons hi p cl osenessére cansideredo a v a |
influencing factors regarding thepplication othe6 dy adi ¢ c ottategybor at i ¢
Thefirstst r at egic option that was discussed c
four company informants were able to identify a situation wherein they applied this

strategic option to counteract the power dominance of a stronger business partner. An
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overview of the findings regarding this strategic option can be found in figure 1 of the
appendix. A good example of a situation v
i nstance) be derived from the i nf datedhat i o
that the company selected this option to decrease the dependence on Volvo Trucks, their
supplier of most Original Equipment (OE) Parts. Currently, company Y is working on a
new innovation. Thi$ at the moment still secrétinnovation will be availble for other

Volvo Trucks dealers soon and company Y will become the preferred supplier of this
product. By introducing the innovation, company Y takes the seat of Volvo Trucks since
normally this organization is responsible for the introduction of new\ations. By

doing so, company Y wants to trigger Volvo Trucks and show them that they are not fully
dependent on their organization and that
in the field of Research & Development as wab, by enhancing the importance of their

own resources and capabilities, company Y tries to reduce the power dominance of their

supplier.

In terms of the conditions, i.e. features of the factors underpinning the choice of the
strategic olptalbor atdiyaddé ,c tcloe first facto
i nterdependenced. As can be der i viefdhef r om
appendix, most company informants indicated that high asymmetric dependence
influenced their choice teespond to the power dominance of a stronger business partner
by applying the strategy oO0dyadic coll abo
can be derived from the interview with coc¢
Trucks is companfy 6s main supplier and that t he
conditions and targets offered/determined by Volvo Trucks in order to keep their
dealership status and hence their business géhmg informant mentioned that besides

looking for opportunitieso stand out in the market, the possibility to decrease the

dependence on this supplier was a mot i
coll aborationd
Second, considering t he factor 6rel atic

informants proclaimed @ausal relation between the fact that their firm selected the option
6dyadic coll aborationd to decrease the d
for mal contracts. Company Yo6s informant

amplifying that thee does exist a dealer contract between their organization and their
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main supplier Volvo Trucks, but that the presence of this contract did not result in the
selection of the O6dyadic collaborationd
Il n case of the t hi mdstiffanantoimdicabed hai thecpeesence f

of mediated power sources directly infl u
coll aborationo. As il lustrated by the I
coll aborati ono ththesupplieriVolvo TracksaThis sopplertpiomisesy i

bonuses and other rewards when company Y performs according to, and meets, the
prospected targetd his indicates the presence of mediated power sources, or more
specific, reward power.

Regardingthenéx f act or, O6éswitching costsé, diff
informant states that O6switching costsodo
that these costs are considered high. Second, the informant of company X indicate that

therchoi ce for the option 6dyadic collabora
the factor Oswitching costdéd while the ot
despite these differences, i n moscanbsi t ua

considered high but that these costs do n
This result is i1illustrated by company YOo:s
official Volvo Trucks dealer, their business is to a high exietgrwoven with Volvo

Trucks. Due to that, switching costs are considered almost inescapable and increase the
dependence of company Y on their supplier. However, as stated by the informant, this
does not result in the soaldect itoon defc réedysad
stronger position. He add to that stating that company Y also ownsraond truck

garages where they serve clients driving all kind of trucks (not only Volvo). By doing so,
the company shows t o et hneoitr nsauprpleidedr atnhda tt
is possible to switch from supplier despite the high switching costs

The factor oO0type of conflictd iIs consi de
6dyadic coll aborationdé amnants¢company Xand )i t e
argue that both functional and dysfunctional conflict are in this casenfloancing

factors, company V and Y proclaim that a high level of functional conflict does result in
the application of O0Odgddby compamypyr 4ds oint
exist many examples of situations characterized by functional conflict. Especially when

it comes to Ohealthy discussionsdé about i

to an increased number of conflicts ween buyer and a considered stronger seller
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Besides that, the informant argues that Volvo Trucks (the supplier) can be considered as

a bi-fasbidnd. The applications -tfddteeanded b
their attitude can be considerédsitant/expectant which causes conflicts as well and
influences the choice for the o6dyadic col
While discussing the factor oOrelationshi|
6dyadic coll abor at i oarghe thagHigh relationshipealosgness n f o
i nfluences the <choice for the O6dyadic c
informant of company Y, overall, in the relationship with the considered stronger supplier
Volvo Trucks wherein the company appligdd y adi c coll aboratio
relationship closeness can be described in terms of trust and information sharing as high.
Especially when it comes to the level of communication. Both organizations are
constantly in contact with each other and do axge personnel

Finally, the factor Oavailable alternat:i)\
specific, in case of a low availability of alternative suppliers the company informants

i ndicate t hat t his i nf ladincc ecso Itlhaeb ocrhaoti icoen

512Thecondi ti on of the factors odédnature of |
conflictdé, Orelationship closenessd and (
factors regarding thapplication oftheetworkc o | | a b etmatagy i o n 6

The second strategic option that was discussed with the company informants is called
o6net work <collaborationo. Four company ir
wherein they applied this strategic option to counteract the power dominance of arstrong
business partner. An overview of the findings regarding this strategic option can be found
in figure 2 of the appendix. A good examg
is applied, can (for instance) be derived from the information shareddoynpany V6 .
informant. The informant stated that the company selected this option to decrease the
dependence on Volvo Trucks, the firmbés me
The informant explained that afimigpareadyof t |
doing business for many years with a large international fleet owner operating in the waste
management market. For this customer, company V takes care of the repair and
maintenance activities of their trucks. Because of the size ofukieroer and hence the
foreseen business potential, Volvo Trucks is eager to do business with this fleet owner.

By using their specific market knowledge and experience, company V was able to involve
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Volvo Trucks in the relationship with the large fleet owaed to develop a plan together

with Volvo Trucks on how to approach the specific customer and make deals regarding
sales and aftersaleBventually, Volvo Trucks sealed the deal and was able to sell and
deliver forty trucks to the client. Therefore, besa company V created an entrance for

their supplier Volvo Trucks, this supplier was very satisfied and hence company V
decreased the supplierds will to (mis)us
their position in terms of dependence

The first underpinning factor that is discussed with regards to the choice of the case
companies t o apply Onet wor Kk coll aborat:
remarkable that the informants of company W and X indicate that low asymmetric
dependence infuenes t he <choice for the Onet work
informants of company V and Y proclaim that the opposite, i.e. high asymmetric

dependence underpins the choice for that strategy.

Second, considering the fcampang inforhante dgee i o n
t hat t his factor does not influence t h
coll aborationdéd. The informant of company

contract between company V and their main supplier VohuzKs, there cannot be found

any causal relation between the fact tha
an option to decrease the dependence on the supplier and the presence of formal contracts
The same situation is applicable forthe third ct or t hat was di scuss
Most informants argue that the presence of mediated power sources does not influence
the choice to apply Onetwork coll aborat:i
company VO6s i nf or noarutks promises bonuses and gtHerreavardsV o |
when company V performs according to, and meets, the prospected fHngetsdicates

the presence of mediated power sources, or more specific, reward power. However, as
stated by the informant, this does redult in the selection of this specific strategic option

i n order to decrease the supplierdés more
Regarding the next factor, Oswitching co:s
argue that they are very high for their organ@atand that this influences the choice of

the company to select the option Onet wo.
shared by company Vés informant this bec

company V is an official Volvo Truck dealer kes it almost impossible for the
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organization to end the relationship with Volvo Trucks. In other words, the -biféak

costs are huge. Since these costs are considered almost inescapable, it increases the
dependence of company V on their supplier and hieaselayed a significant role in the

choice of the company to apply this strategic option

The next factor that played a remarkable
strategy is O6type of confl i ct ldigh lewlg afi n,
functional conflict do influence the choi
dysfunctional conflict does not. The informant of company V illustrated that in the last

two years the relationship between their organization andovVbilucks has hardened and

often resulted in conflicts. Especially the frequency of functional conflict about targets,
realization and bonusses between both parties has increased which made company V
eager to decrease the power dominance of their sugpher appl ying t he
coll aborationd strategy

I n line with previous discussed underopi-t
opinions of the company regarding the rel
and the str atoergki ccooptaiboor admenw shows a
remarkable that the informants of company W and X indicate that high relationship
closeness influences the choice for t he
informants of company Vand Y proclaimh at &6r el ati onship cl osce
the choice for that strategy.

Finally, most of the company informants agree that the number of available alternatives
does influence the choice for this option as well. More specific, a low number of awailabl
alternatives influences the choice to ap
example provided by company VO6s infor mant
to stay in the dyadic relationship with Volvo Trucks since there are noatitezs for the

supplier that are suitable for the company. As the informant mentioned, this would mean
that they have to get rid of their Volvo Trucks dealership status and become dealer of

another truckselling brand. However, in practice this is notgibke
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513Thecondi ti on of the factorsl dnhabuséi pf gic
GGource o0¢$ @iptoomeirdog cost add daypeéel abl eoaft
considered influencing factors regarding tgplication ofthec o mp r ostrategye 6
Regarding the third strategic option, [
company informants, all informants came up withtaagion in which they applied this
option. An overview displaying the featul
to apply a specific strategic option is presented in figure 3 of the appendix. A good
example of a situat pptied, camlfa instancé) beodarivad rami s e ¢
the information shared by company Y&s inf
selected this option to decrease the dependence on a supplier who manufactures/produces
bulk trucks for animal feeds, flourquucts, granulates, grains, etc. Company Y is service
partner of this supplier, so they perform a lot of contracts for them. Besides that, the
company possesses trailers of this supp
product s 06 ferthat camexctusivelsbe deliverediby this supplier, company

Y is dependent on them regarding their resources. Furthermore, the demand for their
trailers is so high that it exceeds the ¢
more Ofsmedespotf or the upcoming two years
supplier 1ike: Al dondt care if you purcl
same products against better price condi
strengthens the conclusion made by the company informant that the supplier has obtained

a monopoly position in this specific market. Since company Y recognizes the need to
remain service partner of this supplier, because it results in the fact that theyvean se
much more clients, the company sees no other option than to accept the conditions offered

by the supplier, i.e. to compromise

In terms of the conditions of underpinning factors that influence the choice of a weaker
actor to select the strategic optiorc o mpr o mi s e 6, the company
influence of the factors Onature of inte
of power 6 and 6éswitching costsd. Regardir
of the dependenceonteeu pp | i er is highly asymmetric,
to select the O6compromised strategy. As
organization depends highly on the resources of their supplier who

manufactures/produces bulk trucks @mimal feeds, flour products, granulates, grains,
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etc. Additionally, the business opportunities arising from this relationship make company

Y even more dependent on them which make the organization willing to compromise
Second, consi ccedraitng ntsthe pf gotver namnc e o, t h
the fact t hat the case companies select
dependence on the supplier and the presence of formal contracts. On the other hand is
found that regarding informal legionship governance no related mechanisms are into

play and that the absence of these mechanisms also do not influence the choice for the
case companies to apply the O6compromisebod
The same situation is applicable for the third and fourth falsedmwere discussed named:
6sources of power 6 and O&éswitching <cost s
switching costs influence a companyds ch
explained by an example of company Y, their supplier who matwrezs/produces bulk

trucks for animal feeds, flour products, granulates, grains, etc. threatens company Y by
stating that if the company does not act as agreed upon, they will not be assigned to a
place in the production scheme and hence not be séftedindicates the presence of
mediated power sources, or more specific, coercive power. From that can be concluded
that these threats exercised by the supplier do result in the selection of the strategic option
ocompromi sed i n or dées dtor dregeare apees itthieo rs.u |
costsdéd, again an situation of company Y i
and the chosen strategic option dé6comprom
very high for company Y. Considag the fact that the company did many investments

in the field of Research & Development in collaboration with the supplier and invested

in a showroom consisting of products manufactured by the supplier, makes it difficult for
company Y to switch

Regardhg t he factor oO0type of conflictoé diff
company informants, functional conflict can be excluded from the list of factors
influencing a weaker actorés choice to &
powerdominance of stronger business partner. However, in case of high dysfunctional
conflict, the informants of company W and Z danlike the other company informants
fargue that this factor influences the <ch
Regarding the | ast t wo factors: 6rel at
similar results are noticed among the different case companies. Most of the company

informants indicate that the closeness of the relationship with their supplierecan b
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considered high in case the organization
fact that these relationship closeness is of a decent level did not influence the organization
to apply the dédcompromi sed st reataelgtyer nittihv
company informants agree that the number of available alternatives is low when the
option 6compromiseb6b is applied and that
6compromised strategy. As i | | ursgardingthe d by
relationship of the company with the supplier who manufactures/produces bulk trucks for
animal feeds, flour products, granulates, grains, etc., company Y has no other choice than
to stay in this dyadic relationship since there are no altiees for the supplier that are
suitable for the company. As the informant mentioned, this would mean that they have to
get rid of their dealer/service contract, but this will not happen in practice since company

Y would lose a lot of customers if theyddsa

514 Thecondi ti on of t he factorswiotncahtiynrge coc
0rel ationship closeness6 and o6availabl e
regardingthe application ofthe diversificatiordstrategy

The fourth strategic option that was dis
informants were able to identify a situation wherein they applied this strategic option to
counteract the power dominance of a stronger business partner. An overvibas of
findings regarding the oO6diversificationé
A good example of a situation where o6div
derived from the information shatmaetde by
company selected this option to decrease the dependence on a Volvo company. This time
it concerns a local Volvo passenger car dealer instead of Volvo Trucks. Before this
strategic option was applied, all employees (including the management) evtiavamg

a company car, were driving a Volvo car. However, company V is not able to purchase
Volvo passenger cars directly from Volvo, but needs to go to the local Volvo passenger
car dealer in order to get one. Since it is common that these cars drasgdrérom the

dealer that is operating in the same rayon/district as company V, this particular dealer had

a monopoly position when it came to the supply of Volvo passenger cars. So, in order to
decrease the power position of this supplier deriving frammionopoly position, the
management of company V changed their policy and started driving BMW passenger

cars. Eventually this resulted in better price conditions offered by the Volvo passenger
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car dealer due to the supplier lost their monopoly positidrtiag competition increased

By doing so company V established another relationship beyond the current dyadic buyer
supplier relationship with the Volvo passenger car dealer without actually doing harm to
that relationship. In other words, company V appliet he opti on &édi vers

I n terms of the factors influencing the
S observed that only o6nature of i nter
closeness®6 and 0 awsasiddrea influencing fattoesroytiaetcampaays 6
informants.

Regarding the Onature of interdependenc
influences a companydéds choice to apply o
company V who illustrated thelation between factor and strategic option by using their
organizationdés relationship with the Vol
passenger cars are purchased by truck dealers from the passenger car dealer that is
operating in the same rayoisttict as themselves. Therefore, the particular Volvo
passenger car supplier had with regards to company V a monopoly position when it came
to the supply of cars. Hence, company V was more dependent on the dealer than vice
versa

Second, considering the factor o6érelation
and Z indicated that formal relationship governance mechanisms were present when they
applied the strategic option O0di vpeaneasi f i c
argued the opposite and stated that it were informal relationship governance mechanisms

t hat were present when the o6diversificat.i
al |l company informant s, t he f alagence theiror el
choice to select the option o6diversificat
The same situation is applicable for the
In this case, most company informants argued that no mediated power sources were
present. Instead dhis type of power tactics, no power tactics were exercised by the
stronger party at all. However, the absence of any source of power exercised by the
supplier does not result in the selection of this specific strategic option in order to decrease
thesuppi er 6s stronger position. The infor ma

stating that the Volvo passenger car dealer was not able to exercise any mediated power
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tactics since there were no contracts into play and thatmaaiiated power tactics were

also not observed

Regarding the next factor, O6switching coc:¢
these costs are low in case the factor is considered an influencer with regards to the
strategic option 06di v e rosmafitofcompanyo/ngiventhds e >
fact that the relationship between company V and the passenger car supplier can be
considered as rather transactional and there are not made any (huge) investments in this
relationship by any of the involved parties, switchicosts are low when the
6diversificationd6 strategy was applied.
Similar to the factor Orelationship gove
conflictd does not play a remarkable rol
Some compay informants argue that there do exist functional or dysfunctional conflicts

in the relationship with their considered stronger business partner when the company
choses to apply the o6diversificationd st
not influence the choice to apply this strategic option. As explained by a situation derived
from the information shared by the informant of company V, there were not any conflicts
faced in the firmds rel at i ons hianghipoverallh t h
could be considered as O6just finebo

Next, t he factor oO6relationship closeness
bet ween this factor and the strategic o
companies. While the informans of company V and X argue
closenesso i s not an influencing facto
odiversificationd6 in order to decrease t|
companyW,YandZstat t hat oOrelationship closeness.
choice to apply a o6diversificationd stra
company Y and Z stated that the influenc
considered asf a moderate level. In case of the relationship with a stronger partner
whereby these companies applied the o6di
confidence or information sharing between both companies, but still it could be
considered as of@ecent level

Finally, regarding the factor déavailabl e
the presence of a high number of available alternatives in the market does influence the

choice for the O6diver si fiocammbeicansidéredsas theat e g
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number one cause for the company to do soc
there exist a wide range of passenger car dealers considering all the different car brands,
the company can easily switch to or add anothesgrager car dealer to their supplier
portfolio.

515 Thecondi ti on of the factormsodnaeurd @f
6switching costsb, 6type of conflicto
influencing factors regarding thapplication ofthec oal i ti ondé strategy
The fifth strategic option that wfals di s
company informants were able to identify a situation wherein they applied this strategic
option to counteract the power dominance of a stronger business partner. An overview of
the findings regarding this strategic option can be found in figureteodppendix. A
good example of a situation where o6coal.
from the information shared by company V
relationship i n which the O<aneel moteitlen 6 s
relationship with Volvo Trucks. As stated before, Volvo Trucks sets individual targets

for their dealers that need to be achieved before a certain bonus will be entitled. Last
January, company V was negotiating about the terms and cosditfidhese targets and

during those negotiations Volvo Trucks again demanded according to company V
unattainable targets for the upcoming year. This made the company decide to start looking
for colleague truck dealers to combine forces with and to purcleatsen items together
somewhere else in order to reduce the dependence on Volvo TResisles this
example, the company informant came up with another situation in which they decided
to apply this option. During winter months it turns out that a larwdk batteries will

break. Last years, it appeared that Volvo Trucks faced difficulties with the supply of these
parts. Therefore, during summer months all truck dealers combine forces and come up
with one total order that indicates how many batteriey thill need in total. With this
information the truck dealers approach towards Volvo Trucks and demand better price
and delivery conditiondn this case, reducing the power dominance of the supplier is

besides the economic/financial advantages the naaisecfor the selection of this option

I n terms of the factors influencing the

observed that the 6édnature of interdepen
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the company i nf or mfarmants elaboGtednfprainstanceYod ghis
statement that their organization was r e:
was considered too small to be able to exert influence on the supplier (stronger actor) and
that the firm (among othérs t her ef ore decided t.o apply t
Second, considering t he factor 6rel atioa
informants proclaimed that formal contracts were into play but that there did not exist a
causal relation betweenthe fach at t heir firm sel ected t h

the dependence on the supplier and the pi
i nfor mant for i nstance supported this S
relationship witha stronggrupp !l i er in case the O6coaliti

volume contracts exist. However, as mentioned by the informant, these contracts do not
influence the choice for this specific strategic option. The incentive to select this strategic
option hadnothing to do with the existence or nonexistence of contracts. The incentive
was to obtain the supplierdéds products for
this strategic option the company was able to reduce the asymmetric dependence and
hence was offered good price conditions

Il n case of the third factor O0sources of p

(@}

relationship governancedo. Al i nfor mant
6coalitiond 1 s agoprdes aadpresen.eHbweser, endst infoomaets
state that the O6sources of power 6 factor
strategic option O6coalitiond. As illustr
first sealed deals directly with certain supplier. In return they got offered discounts,
promotions and other special offers indicating that reward power tactics are used.
However, due to the company joined a pur
position came under pressumbich made him less satisfied with the relationship and
hence the supplier started using coercive power tactics like withholding discounts,
promotions, etcTherefore the use of power sources is in this case rather a consequence

than an influencing factor

Next, the factor 6switching costsb6 was
observed among all case companies that t
are considered an influencing fa&ad¢tf orcawi tol

As explained by the informant of company Y, switching to another brand/type will cost

a |l ot of work and money. Additionalll vy, b
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have sealed agreements dir ect ficprand/typelas c o my
well switching costs can be determined as high

Regarding the next factor, 0type of CO |
informants of company V and W state that the level of both functional and dysfunctional
conflict is consideed high in the relationship with their stronger business partner and that

the presence of these conflicts directly influences the choice of their firm to select the
strategic option O6coalitiond. On the ot hi
the existence of a causal relation betweer
strategy. Besides that, the latter mentioned firms argue that conflicts rarely occur or that
they are only present at a nidapled e | evel
While discussing the factor oOrelationshi|
o6coalitiond, most of the company infor ma
was of a high level but that there did not exist a cautlaoa between the fact that their
firm selected the option O0coalitiond to
| evel of 0relationship closeness?o. Comp a

statement by ar gui nlaionship with a strongdr supplieciocagea n y

the 6coalitiondé strategy was applied the
0just good6é; neither considered high nor
Finally, with regards to t heopftaicotno roé cbéoaavlaii

applied, a dichotomy is observed. There where the informants of company V and W argue
that the number of available alternatives are low and hence influence the choice to apply
the 6écoalitiond strat egy,Zstatdtbat themntindbermfa nt s
available alternatives are high and do not influence the choice for the option named

6coalitionbo.

516 Thecondi ti on of the factordsodnaturod @f
Oswitching costsopaebhiypeanids ®@mevfad d atbd e a
are considered influencing factors regarding #pplication ofthee x i t 6 str at eg
The penultimate and most rigorous option
All company informants were able tdentify a situation wherein they applied this
strategic option to counteract the power dominance of a stronger business partner. An
overview of the findings regarding this strategic option can be found in figure 6 of the

appendix. A good example of atsiat i on where the O&éexitd o
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Il nstance) be derived from the informat:.
informant stated that the company selected this option to decrease the dependence on a
customer whoos c oldwee tlanspgortation sfcustonsers'tgdoes amwdo
documents. At one of the companyds plant
years with this large international fleet owner whereby company V takes care of the repair
and maintenance activities dfeir trucks. The work deriving from this relationship is
worth 70 percent of the specific establi
supplier appointed a new fleet manager who demanded all kind of personal favors
company V had to comply with they wanted to keep the business offered by the
supplier. First, company V accepted these favors and provided the fleet manager with the
requested goods and services, but after a while these favors reached unacceptable heights
and therefore company V erdléhe relationship with this particular supplier. Another
example provided by the informant concerns the relationship with their supplier of small
materials. Annually, company V orders small materials worth hundred thousand euro.
This whole package was dedred by only one supplier. After a while, company V
decided to accept another supplier to do an offer and it turned out that this new supplier
could make an offer including the same products with the same conditions for more than

a 50 percent cheaper @ei This resulted in a huge conflict between the existing supplier

and company V and, eventually, this caused the fact that the relationship came to an end.

Speaking in terms of the conditions of underpinning factors, it is observed that in most
cases dlcompany informants agree upon the influence of a certain factor with regards to
the O6exitd strategy. Il n case of the fact
company W, X and Z state that low asymmetric interdependence between their
organizabn and a considered stronger suppl i
strategy. Contrary, company V and Y indicate that it is high asymmetric interdependence

t hat wunderpins this choice whereby compa

interdke@ ndenced has no influence at al l on
strategy.
Second, considering the factor 6rel atior

information shared by the company informants that there does not exist a causal
reld i onship between the condition of the 1

nor informal) and the choice for the O6ex
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that only informal agreements with the concerning stronger parties about theydefiver
products and services are made, but that the agreements are nothing more than agreements
made in good faith. Hence, this makes it equally easy for both parties to violate the
agreements if they want to and/or exit the relationship (i.e. equal exXitvagt).
Therefore this factor does not influence
I n line with previous factor di scussed,
informants argue that there does not exist a causal relationship between the condition of
the factor 6source of power 6 and the <c¢h
proclaim that there do exist mediated power sources in the relationship with a considered
stronger supplier, but that these mediated power sources do not result in the selection of
the O6exitd strategy.

Regarding the next idodserved among@lscase tompganies that c o ¢
these costs are |l ow and that these | ow ¢
factor with regards to the .strategic opt]
Whil e discussing the fuadthabal cotpagypirdormarits ¢ o r
mentioned the same with regards to the condition of the factor and the influence it had on
the firmébs choice to apply the O0exitd st
present when t he d.eowevergspeaking iateresgoydysiuacsona p p |
conflict, a high level of this type of conflict did play a remarkable role in the choice for
the O6exitd strategy. As indicated by t he
relationship is in most casest based on price conditions, but is based on conflict. The
arrogance Additiosallyptpsinotieed that whenever a supplier misuses the
6goodnessd of the company, the relations
these statements,id justifiable to conclude that the level of dysfunctional conflict is of

a very high level.

In line with the previous discussed factors, all company informants agree with each other
regarding the factor 0rel ationsthevepofcl os
0relationship closenessd is a significan
Company V6s informant explained his state
is applied, the level of the relationship can be describednmstef trust and information

sharing as very low. Furthermore, whenever a business partner feels the need to misuse
the trust of company V, they wil!/ be del

never be served again
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Finally, t hebrduemhbdrt eafn abtawaeisld6 was discus
all company informants as a significant I
All informants indicate that first a new supplier need to be found before the relationship
with ther current supplier can be ended which implicates that the number of alternative
suppliers in the market needs to be high.

517 Thecondi ti on of the factors Onature of
6switching cost s éand 6 rod lgapte h iopf ackooosfsitleredst so0,
influencing factors regarding thepplication ofthecat t r act i venessd str
The final strategic option that was di sc.
existing list with strategic options identified biabib et al. (2015). Again, all company
informants were able to identify a situation wherein they applied this strategic option to
counteract the power dominance of a stronger business partner. An overview of the
findings regarding this strategic optiomdae found in figure 7 of the appendix. A good
example of a situation where the O6exito
from the information shared by company Y
up with two examples of situations fropractice in which they applied this option. One

of these examples is about the relationship between company Y and one of their suppliers
of Independent Aftermarket (IAM) Parts, i.e. the products that are not delivered by Volvo
Trucks. The other examplsi about the companyds relat.
operating supplier of tankand toll boxes. Company 3uggest that every organization

wants a partner that can be trusted and has added value to them. Company Y always pays
on time(preferably as soon as possible), makes profit every year and shows growth rates
all the time Regarding the supplier of tanland toll boxes for instance, as soon as
contracts with this party are signed, a shift in dominance and dependence in the
relatiorship can be observed. Before a relationship is established, company Y holds the
dominant position since they decide whether or not the supplier will be selected as a
partner. However, when a tardnd toll boxes supplier is selected, i.e. when contraets ar
signed and the delivered products are installed, switching costs immediately increase to
a high level and the supplier is aware of thataking company Y more dependent on

the supplier than vice verda order to limit asymmetric dependence and/aetarn the

balance in the relationship after contracts are signed, company Y demands

volume/quantity discounts. By doing so, the company presents itself as a constantly
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growing organization and hence makes itself more attractive to the supplier resulting

the fact that the supplier will not (mis)use their power

I n terms of the conditions of under pinn
discussed first. This factor is considered by all company informants as a significant
influencer of the choicé or t he strategic option to i
Company Y for instance explainéds stated in previous paragraph as wéfat before
contracts are signed, the company is considered the more dominant party. However, once
agreements arealed and both parties are committed to each other, the dominant position

is shifted towards the suppliegince the company informant stated that company Y is
especially eager to emphasize the aspects of the organization considered as attractive for
the sipplier whenever the supplier is in a more dominant position, the nature of
dependence is in this case is considered as asymmetric

Second, in terms of the factor Orelations
indicated that formal relationshigovernance mechanisms are into play instead of

i nformal mechanisms in case the option to
the informant of company V indicated the opposite. However, besides this small
difference, the company informantsage t hat none of the con
governanced6 factor influence the firmbds
Third, regarding the factor o6édsource of po
power sources are exercisedthg stronger business partner when the strategic option
attractivenessd is used. However, only f
presence of medi ated power sources influ
strategy. The informantsf company V and Y deny the existence of a causal relationship.

As explained by the informant of company Y, the firm is awarded with discounts if they
purchase above a certain agreed upon quantity, but there is no reason to believe that the
presence of nuBated power sources influences the choice of company Y to select the
6attractiv.enessd strategy

Regarding the factor O0switching costso6, |
these type of costs are high and that they directly influence thesabittice firm to apply

the option Oattractiveness6 and hence dec
partner. The informants of company X and Z argue the opposite. They state that in case

the firm increases its attractiveness with the aim tonteract the power dominance of a
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business partner, 6switching costsd are
influence the choice for the O6attractivel
on the relation betwsdén athnlde td et ifaarct dat tor
mentioning that company Y invested a lot in a certain relationship with a supplier
(stronger actor) of tankand toll boxes (i.e. the company invested several months of time

in building the relationship) which madedifficult for them to switch to another supplier.

The informant empowered this by stating that if company Y has to switch to another
supplier tomorrow, this would be very difficult since they have to demolish the old tank

and toll boxes and reinstallme ones for al | trucks of t he
high costs
While discussing the factor oO0type of cor

mentioned the same with regards to the condition of the factor and the influence it had on
thefimdés choice to apply the Oattractivenes
was not present when the Oattractiveness:
in terms of dysfunctional conflict, the company informants mentioned that delgjrof

this specific type of conflict did play a remarkable role in the choice for the
Oattractivenessod6 strategy. As indicated |
Next, considering the factor oOrelationsh
the rehtionship closeness between the stronger business partner and their company is of
a high Il evel in case the Oattractiveness
indicate that a high relationship closeness is an influencing factor regardingoibe ch

for the Oattractivenesso6 strategy. Only
true and that the factor o&érelationship ¢
increase its attractiveness. In case of company Y the relationshipwseal neither
considered high nor low

Finally, the number of O6available alterna
that this factor does not really influence the choice for the strategic option called
6attractivenes thatdgh pumbeeof avdilable altarhativessexisa ibh

t he market. Company Yoé6s informant expl air
are other suppliers in the market that can deliver the same products for the same
conditions. However, as stat before, switching from supplier implies high costs and is

therefore not desirahle
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5.2 Limitations to the generalizability and external validity of the research findings ha

|l ed to the development of aofsur venal addt
guantitative research

As stated by Thomas (2003), quantitative research seek explanations and predictions that
will generalize to other persons and plat€sSimilar, Netemeyer et al. (2003) denoted

that quantification enhances communication and generalizability of results. When the
same, standardized measures are used across scientific applications, results have common
meaning across researchers. This entmr#h the communication of results and
generalizability of findingg® Since this research has been focusing only on qualitative
measurements to explore the what, how, w
its essence and ambience, there stibteaineed for additional quantitative research that
allows other researchers to make findings generalizable during further research. In order
to heed on this need, a measurement tool, i.e.-adsiinistered questionnaire with likert

scale items, that iable to capture what combination of underpinning factors makes a
weaker actor eager to select a specific strategic option to mitigate (potential) negative
effects deriving from asymmetric power dominance in a bayeplier relationship, is
introduced. T t oo | can bef & sfedr acu an téisttaatritve r
the findings of this qualitative case study. There were the focus of this master thesis has
been on depth rather than on breadth, follggwesearch is able to focus on the latter b

using the proposed questionnaire.

In this subsection a detailed description of the included scale items is provided. The
complete questionnaire can be found in the appendix. The proposed survey is built on
pre-existing and validated scales for measgirihe influence of an underpinning factor

on the choice of an organization to apply a certain strategic option. Advantages of using
validated scales is that these items are already checked for many types of validity and
reliability. The questionnaire contes questions for each of the by Habib et al. (2015)
identified underpinning factor including attractiveness. These items were sorted per
factor or per feature of a certain factor, resulting in 18 different item scales. In this case
step two of the appach described by Netemeyer et al. (2003) about generating judging

measurement items was used to develop the measurement scale. Eventually,-an eight

239 SeeThomas (2003), p. 2.
240 SeeNetemeyer, et al. (2003), p. 4.
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page questionnaire consisting of ai®mn scalei of which two items contain several
subitemsi was develped to measure to what extent a (combination of) factor(s) has

i nfluence on a weaker actorodés choice. I n
and brevity a limited amount ranging from one to seven questions were chosen for each
item scale. Too mey questions would induce nawoperation and distortion of data

while a narrow approach amount could be a threat to reliabffityherefore, each
underpinning factor could only be covered by a limited amount of questions. Furthermore,
alltems can be scedona®% oi nt scale, ranging from is
agreeo. Conceptually, a resear chesellercoul d
relationships from the supplier's perspective, the customer's perspective, or both.
However, it is gually the customer that ultimately makes the decision of whether to
purchase from a supplier. Thus, even if the supplier and customer have different views
regarding relationships, it is the customer's view that is likely to be deterrfifant.

Therefore, ths survey is designed to derive data from the customer's vantage point.

The items of Heide & John (1988) were used for the first underpinning factor named:
nature of interdependence. As already stated in the literature section of this paper, a firm's
depemence on a partner traditionally has been defined in channels as the firm's need to
maintain a relationship with the partner to achieve its goals. Although there are a number
of means by which a channel firm mRoe bec:
a partner has been considered an indication of the firm's dependence on its partner.
Therefore, replaceability of a firm's existing partner can be used as a measure of the firm's
dependencé&* By trying to fit this into the survey, theory of Kumaradt (1995) can be
used. These scholars measured a company?o
supplier's dependence separately using three parallel items adapted from Heide & John's
(1988) replaceability scale. These items capture the opportursty obthe value that

would be lost if the relationship ended and the switching costs associated with termination
and replacement? On first notice it is arguable that only the questions of Kumar et al.
(1995) pertaining a fieedit6lw indue Bawdvernsma o n

t he factor i s about t he i nterdependenc e

241 See Netemeyer et §2003), p. 14.
242 5ee Cannon & Perreault §1999), p. 445.
243 See Kumar et al. (1995), p. 349.
244 See Kumar et a{1995), p. 350.
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dependence on a buying firm (case company) needs to be investigated as well. Therefore
both item scales are included.

The items of Cannon & Perreault Jr. (1999) were used for the second underpinning factor
named: relationship governance. As stated iditine@turepart of this paper, a distinction

can be made between forméle. legal contracts) and informal (i.e. na)melationship
governance. As denoted by Cai & Yang (2008), norms are typically ambiguous and
informally codified, while legal contracts can explicitly define the obligations of trading
partners in a relationshf$® Regarding formal/legal contracts, thak adetailed and
binding contractual agreements that specify the obligations and roles of both parties in
the relationshiff®, Cannon & Perreault Jr. (1999) identified three items. Although formal,
detailed contracts are common business practice, many fiefsr gjo operate with a
Ahandshakeo agreement . However, there is
survey pertaining this type of relationship governance. Due to thexistence of legal
contracts, i.e. no mechanisms are involved to safegugrthvestment made by an actor,

it can be implied that only informal, handshake agreements are into play.

Regarding the third identified underpinning factor, i.e. source of power, as stated before,
there can be distinguished between mediated andnesiated power. Coercion, reward

and legal legitimate power can be referred to as mediated types of power, while expertise,
referent, information and traditional legitimate power can be considered -asethated

types of powef’ In line with this theory, P&ret al. (2017) came up with the operational
definition of variables, i.e. types of power, and with measurement items based on
preceding research. For the creation of an item scale related to mediated power sources,
these scholars used theory developedViajoni & Benton (2000), Benton & Maloni
(2005), Flynn et al. (2008) and Ke et al. (2009). Second, in terms ghadmated power
sources, research of Sahin & Robinsonet (2002), Ke et al. (2009), Zhao et al. (2013)
underpinned the establishment of the isgale?*® In order to make these items useful in

a supply chain context, Park et al. (2017) revised and reconstructed the definitions.

245 See Cai & Yang (2008), p. 60.
246 See Cannon & Perreault (1999), p. 443.
247 See Johnson et al. (1993), p. 2; as well as Johnson(&99%), p. 336.
248 See Park et al. (2007), p. 135.
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Eventually, a 22tem scale was developed, whereby ten questions pertained to mediated

power and twelve to nemediated pwer.

The items of Lam et al. (2004) were used for the fourth underpinning factor named:
switching costs. As explained by Heide & Weiss (1995), the domain of switching costs
encompasses both monetary expenses and nonmonetary costs (e.g. time spent and
psydological effort)?*® Furthermore, the domain could include the loss of loyalty
benefits as a result of ending the current relationship. Therefore, these scholars developed
measures reflecting various aspects of this construct, covering both types ofncosts a
including items related to time, money, effort, and risk associated with change of
technology. The measures identified by Lam et al. (2004) are based on measures
developed by Ping (1993) and conceptual insights gleaned from Liljander & Strandvik
(1995)%°

As explained in the literature section of this paper, the fifth underpinning factor, i.e. type

of conflict, is comprised of dysfunctionand functional conflict. The items of Frazier et

al. (1989), Jaworski & Kohli (1993) and Kumar et al. (1995) wesed to measure the

level of dysfunctional conflict, while the items established by Menon et al. (1996) covered
the aspect of functional conflict. Frazier et al. (1989) state that channel conflict can be
defined as At he degr dghe chanhel rela&ionship@rsingodrom f r u
the incompatibility of*!tavasmeaslired@amtde bakie sfi r e
the dealer's extent of agreement with each of two statements. By examining the nature of
these statements it is justifiable to clule that Frazier et al. (1989) in this case
established more dysfunctionahther than functional conflict questions. Several years
later Kumar et al. (1995) were able to add another statement by introducing the term
Ohostilitydo. mesarrentindgative affee towaed theirdousimesds partner.
Hostility may be either expressed or repressed, recently formed or retained from a
previous conflict episode; but whatever its genesis, its existence indicates that some level
of conflict presentlyexists between the channel partners. Kumar et al. (1995) measured

hostility by a fouritem scale assessing the dealer's anger, frustration, hostility, and

249 See Heide & Weis (1995), p. 33.
250 See Lam et al. (2004), p. 299.
251 Frazier et al. (1989), p. 60.
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resentment toward the supplf@f.The conflict items as defined by Jaworski & Kohli
(1993) pertainedo the extent to which the goals of the different departments were
incompatible and tension prevailed in interdepartmental intera®i@ince this research

Is about exchange relationships between buyers and sellers and not between the
departments of onerog ani zati on, Massey & Daweso (2
scholars were able to transform four of the Jaworski & Kohli (1993) questions into
dysfunctional conflict statements relevant and useful for this research. Eventually, the by
Frazier et al. (198), Jaworski & Kohli (1993) and Kumar et al. (1995) identified
guestions/statements are combined to cover the aspect dysfunctional conflict in the
survey. Regarding functional conflict between business partners, the item scale of Menon
etal (1996)isuse who adopted Barclaydés (1991) c
taskrelated conflicts. Functional conflict énsideredo have beneficial effects which

flow from the consultative interactions that occur when functional conflict is present.
Where funtional conflict is present, people feel free to express their opinions, and to
chall enge othersoé ideas, beliefs, and as
seen as an antidote to 'groupth#®'Menon et al. (1996) excluded items that relate to
personalityrelated conflicts which makes the four item scale especially useful for this
researchi>®

The items of Kumar et al. (1995) and Morgan & Piercy (1998) were used for the sixth
underpinning factor named: relationship closeness. As explained itetiaguire section

of this paper, relationship closeness is comprised of the level of trust and the level of
information sharing. Following the research of Kumar et al. (1995) it is argued that trust
encompasses two essential elements. First, trust inatfieeps honesty, i.e. the belief

that the partner stands by its word, is sincere, and fulfills promised role obligations. The
second element is the trust in the partner's benevolence, i.e. the belief that the partner is
interested in the firm's welfare évill not take unexpected actions that will negatively
affect the firm. Therefore, trust exists when a firm believes its partner is honest and
benevolent® Supplier honesty was measured by five items assessing the extent to which
the supplier was honestruthful, and reliable. Additionally, a fivéem supplier

benevolence scale captured the dealer's

252 See Kumar et a{1995), p. 350.
253 See Jaworski & Kohli (1993), p. 59.
254 See Dawes & Massey (2004), p. 6.
255 See Menon et a{1996), p. 305.
256 See Kumar et a{1995), p. 356B51.
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I nterests or welfare. These two el ements
relationship closesss. Regarding the level of detail and frequency of information
exchange between business partners, theory of Dawes & Massey (2007) is followed.
These scholars state that in order to provide a multidimensional view of inter
organizational communication, @onunication frequency, bidirectionality, and quality
needs to be address®d.Communication frequency is widely regarded as a key
dimension of communication, and relates to the intensity of information flow through
media such as-mail, memos, and fae®-face meeting$® Additionally, there is found

that bidirectionality is at least as important as communication frequency in generating
positive outcomes. Therefore, also this form of communication is taken into account and
is defined as the degree to which communicatidwéen two organizations is a tweay
process. Finally, items related to communication quality, i.e. the extent to which
information provided is useful, credible, and relevant to an organization are listed in the

survey as welf>®

In order to measure thenéil underpinning factor, that is, available alternatives, once more
the items of Cannon & Perreault Jr. (1980 be usedAvailability of alternatives is
simply the degree to which a buying firm has alternative sources of supply to meet a
need?° Additionally, resource dependency theory suggests that dependence will increase
when fewer alternative or potentially alternative sources of exchange are av&iléble.
order to investigate to what extent an organization has alternative suppliers for a particular
good or service, Cannon & Perreault Jr. (1999) createdtenbscale that has been

adopteododedei n the proposed survey.

6. Conclusion By comparing the results of all (micre)cases involved is
per strategic option determined what role an underpining factor

eventually plays in a weaker actord

Based on thénfluence of condition®f factorsthat areidentified andprovided for each
casecompanyindividually in figure 1 to7 of the appendixisad f i nal levelofv er al

i nf | weamanedor all of theconditions; i.e. features of underpinning factors, under

257 See Dawes & Massey (2004), p. 6.
258 See Morgan & Piercy (1998), p. 193.
259 See Dawes & Massey (2007), p. 11P1p2.
260 See Cannon & Perreault Jr. (1999), p. 444.
261 See Cai & Yang (2008), p. 58.
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which a weaker actor applies what strategic option(s) towards another actor in case former

mentioned holds the weaker position in bugepplier relationships that are characterized

by asymmetric power dominancgable 1of the appendix is used ttevelop the final,
overall influenceof the conditions of factorshis table shows how ofteaind in what
capacitya certaincondition is observedonsidering allinformation shared durinthe
discussion oéxample relationshipsf all interviews combinedEventually, it is decided
that thecapacity of a certain condition of an underpinning factor thahast often
observedi marked in yellowi can be considered as tlieuev a | u e Hat sgedfic
f a c t featur@ segarding theoncerningstrategic option.However, sometimeshe
number of observationsf different conditios of an underpinning factowere equal
regarding a specific strategy that case a combined final, overall level of influersce

t

developed Additionally, regardinghe factormediatedsources of power approached in

an exit contextit is found that besidesone specificcapacity ofarf act or 6 s

cond

most often observed, it depends on the situation whether or not it cambidered as an

influenang factor Eventually, lased on this data schematic representation of the final

resultscouldbe providedThe matrix can be found in figurellbelow. The corresponding
legendis attachedandincludes more specific descriptionsndhe figure. Again, similar

as tothe schemes that can be found in figure 1 to 7 of the appéinelmatrix is designed

in accordance t&sQCA theory.

High High High High
High Formal Informal  Mediated  High Level Level Dys-  High High
Asymmetric Relationship Relationship Sources of Switching Functional functional Relationship Available
Dependence Governance Governance  pPower Costs Conflict Conflict  Closeness Alternatives
e @ ||| A A | &
Lo
Dyadic Collaboration %Té . . . . @
Network Collaboration % ® . . [ . ] @
I I ® ®
Diversification (g @ @ [ [ ] .
cmn| 33 | @] || (@@ @ (@) | D |
Exit x (039 @ () ® & @
Attractiveness 0 . [ . ] [.] . .

Note:Black circles@) indicate the presence of a conditioni r ¢ | e s(X)irdicate thé presenc:
of a reversed condition (e.lpw switching costs). Large circles indicate core influencing conditic
small ones indicate peripheral influencing conditions. Circles between brackets indicate the pre:
a condition, but it depends on the situation whether the condition influereceldtte for a strategic
option. Blank spaces indicate the absence of causal relation between factor and strategic optio

FigurellFi n all model :
select a specific strategic option with the aim to counteract the power dominance of a stronger business pa

conditions

of underpinning
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7. Discussion, Implications and Limitations: Empirical validation of the
theoretical framework proposed by Habib et al. (2015) is provided and
research | i miovvapdonseseaeadcbhfiotdeas ar

7.1 Result analysisA brief explanation of thenfluence of underpinning factors on a
chosen strategy

As stated before, the aim of this research is to provide a clear understanding about under
which conditions of und@inning factors certain strategic options are chosen by a weaker
actor to counteract the power dominance of a more powerful business pdathier
different contexts (dyadic or network). Based on the results of all cases it was possible to
develop amatrix that displays for each underpinning factor whether its condition

influences a weaker actorédés choice to sel

The circumstances in which certain options are chosen differ depending on the context.
Within a dyad,the option ayadic collaboratiod is favored whenever asymmetric
dependence is high and mediated power sources in the form of reward power are
exercised by a supplier. Furthermore, it is derived from the shared information of several
company informants than case of high relationship closeness and high levels of properly
handled functional conflict this will result in the selection of this option as well. Finally,

the fact that no other alternative business partners exist in the market results in a weaker
actor 6s c hhestategioptonda y@maldy ct col |l aborationé
Regarding the other option applicable in a dyadic contexixompromis§ it is found

that this strategy wil/l be selected when
partner. In terms of underpinning factors this indicates that whenever dependence on a
vendor is high, coercive power tactics are into play, and th@aoyrs not able to switch

to another supplier since they are bounded by formal contracts, the @ptiopromisé

will be selected. As a consequence, relationship closeness and available alternatives are
perceived as of a lower level by implementihg& o mp r ostrategye 6

GAttractivenes8is consideredo be the third possibility in a dyadic context. This option

is selected once the relationship between both actors isvefyahigh level. Due to
properly handled functional conflicts the relationshigre strengthensvhich makes
weaker actors (among others) eager to invest (even more) in the relationship. Hence,

switching costs run high resulting in a high dependence on their partner. In order to reduce
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the potential negative effect of a business partner (mis)using its stroogjgorp the

weaker actor tries to increase its attractiveness.

Within a network context, it is concluded that, overall, the underpinning factors: nature
of interdependence, switching costs, (properly handled) functional conflict and the
number of availalgl alternatives influence a wea
collaboration strategy. For all these factors exteptactoravailable alternatives counts

that when present at a moderate to high le§mdtwork collaboratiodis applied to
counteract the pmer dominance ofa f i stromges partner. Additionally, the
opportunities to establish relationships with other vendors is considered low. Regarding
the factorrelationship closeness it depends on the situation whether its presence can be
considered asmainfluencing factor.

The second option available that is discussed in a network cont&hkvassificatiort
Mdiversificatiordis only selected whenever available alternative companies exist in the
market that can provide the company with similar presluEurthermore, the costs of
switching to or adding one of t hese suy
considered low. Finally, the focal company does not feel more dependent on its business
partner tharvice versa. Because of the intesr indepedence a weaker actor is more

eager to go beyond the focal relationship and try to establish new relationships with other
parties.

Regarding h epalitibond s t ,rthe exestgnge of all type of conflicts arensideredo

be a big influencing factowhich makesa weaker actor decide to appleth 6 coal i t i
option. Once conflicts arisa weaker actor is eager to combine forces with other parties

to enlarge their power position. Furthermdtés observed that if this strategy is chosen,
there do not exist many available alternative vendors in the mdBkeides thatthe
presence of igh switching costdn combination withhigh dependence oa stronger

partner,makesa less powerful firnfeelto be even more bounded to the existing relation.

&Exitdis consideredo be the least favorable option. Many case companies indicate that
ending the relationship with a partner is only selected whargisedhat no other choice
is left. The relationship in this case is of a very low level and characterized by high levels

of dysfunctional conflict and by the supplier exercised coercive powdicda
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Furthermore, a suitable alternative needs tavadablein combination with low costs of

switching to this new identified vendor.

7.2 This research contributes to theory in several waya:t t r act i v ¢othes s 0
existing list of strategicoptions a quantitative measurement tool is developed, and
strategic options available to a weaker actor are for the first time investigéteegards

to the transportation sector.

In this section the theoretical framework\idikadok et al. (@18) is usedn order to make

a theoretical contribution. These scholars developed a taxonomgrésgntspecific
opportunities and approaches for making a contribution to thelence, their proposed
framework providesa guide for creating such comuiions. By systematicallygoing
through the different component ingredients of theory and exploring simple ways that
these components may be adjusted, improved, and recombiresstarcher can make a
contribution to theoryBy breaking dowrtheories into eight constituent elements and
then examining how these eight elements can be combined in various ways,
underexplored areas where there is a substantial opportunity to make new theoretical
contributions can be identifiedhe first of thesei(e. the research question) represents

the primary input into the theorizing process; the last of these is its primary product; and
the remaining six can be considered as adjustable levers of the theorizing process that
correspond to tame @hadHDi o fif iofeAmavérdew m an .
of the levers of the theorizing process that@meby-one reviewedvhile constructing

thissectionaboutthes t udy és contri buti on tlBbelovheor vy,

262 See Makadok et al. (2018), p. 158833.
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=l Modes of Theorizing (How?)

Ashift between inductive and deductive modes

AShift between procedsased and variandsased modes
Ashift between static and dynamic modes

Ashift between formal and informal modes

AShift between analytical and numerical modes

=l Levels of Analysis (Who?) or Phenomena (Where?)

Aintorduce (or import) a new or previously overlooked phenomenon or level of analysis
AApply an existing theory to a different phenomenon or level of analysis
AQuestion the validity or utility of applying a theory to a particular phenomenon or level of analysis

el Causal Mechanisms (Why?)

Alntroduce (or import) a new causal mechanism

AQuestion an exisiting causal mechanism's validity or utility

AArticulate similarities or differences between causal mechanisms
ASynthesize multiple causal mechanisms for mediating or moderating effects

e Constructs/Variables (What)

Aintroduce (or import) a new construct as antecedent, focal phenomenon, outcome, mediator, or
moderator.

AQuestion an existing construct's validity or utility
ARedefine, clarify, broaden, or narrow an existing construct
AChange a construct's role: Is it an antecedent, focal phenomenon, outcome mediator, or moderator?

el Boundary Conditions (When?)

AExpose a theory's hidden assumptions

AExpose a theory's internal consistencies

Aldentify logical inconsistencies between theories

ARelax a theory's assumptions for broader application
ARestrict a theory's assumptions for more specific implications

Figure 12 Levers of the theorizing process (Makadok et al. (2018), p. 1532)

Before relating tahecomponent ingredientsf theory a first theoretical contribution can
already be identifiedHabib et al.(2015) proposed a framework cdsisg of five
strategic options that are available to a weaker actor to counteract a dominant stronger
actor. Their initiated framework however, required empirical validatgyncollecting

and exploring data within a relifie dyadic and network conteftom the perspective of

the weaker actothis studyresponded tahe needof empirical validation Eventually
practical usage/empirical support for the theory proposed by these sohaifeund

which marks the e s e frgt tbdoréticaktontribution

Next, the levers of the theorizing process are discu3defirst lever of the theorizing
process is about maidg a contribution to theory by changing the mode of theorizing along
any of the five different dimensions as shown inrtfades of theorizingox in figurel2

above. However, in case of this research, no significant change(s) can be found.
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Regarding the second lever, i.e. the level of analysis, that defines who there is been
theorizing about, multiple contributions are noticed. There were Habib et al. (2045) h
focused on power dominance issues in general, this research marksdepthin
investigation on the customer perspective in partiardhencedistinguishes itself from
previous studies Furthermore, as stated by Makadok et al. (2018), it would be
extraordinarily rare for a theory developed at one level of analysis to apply equally well,
without any adaptation, to a different level of analysis. Blindly applying an unaltered
theory to a different level of analysis in this way may require inappropsatergtions

and/or generate implausible res#f$Since the transportation sector is an industry that
has not been investigated in terms of causals relations between underpinning factors and
the strategic options available for a weaker party to countémagiadwer dominance of a
stronger business partner, this study contributes to theory by providing specific insights
into the phenomenon based on a buyer perspective from firms operating in the
transportation industry. Furthermore, the introduction of thep@sed model, that is
recommended for weaker actors to follow in order to adequately response to the power
dominance of its business partner, is likely to affect the purchasing department of
organizationsThe prescriptive model offeymurchaserfiandles to effectively déavith

and respond to power dominance of a stronger partner.

The fact thathe research findings affectganizations ands employeesrings us to the
third lever that defines wh erneationh maketst udy
and industries are multifaced complex systems with parts that connect to each other in a
variety of different ways, forces that affect one part are likely to affect at least some of
the other parts as wefl? Therefore the exercise of tipgoposed strategies by (weaker)
purchasers will (probably) affect the sales department of the selling company since the
behavioral change of a buyer requires a certain action of its counterpart, i.e. the supplier.
Hence, one potentially interesting andpmntant research question for further research
that can be derived from this statement is how the proposed strategies affect other parts
of an (different) organization.

Next, the fourth lever proclaims that contributions to theory can be made by foarsing
causal mechanisms. More specific, it means that by introducing or importing a causal

mechanism that has not previously been recognized as relevant to the research question

263 See Makadok et al. (2018), p. 1535.
264 See Makadok et al. (2018), p. 1536.
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researchers can contribute to the®fThis study goes beyond the work of Habikak

(2015) who only identified and proposed assumptions about underpinning factors that can
possibly influence the choice of a weaker actor for an individual strategyever, hese

scholars did noprovide an indepth analysis aboube causalrelation between the
conditionsof underpinning factorand the by a weaker actor chosen strategic option to
counteract power dominancen order to overcome this limitation, this research
contribute to theory by presenting a prescriptive model that gisfe relations between

the conditions of underpinning factors and the chosen strategic option. However, a
comment must be placed here that the goal of the presented prescriptive model is rather
to serve as a strategy that can be used by less powenisl tiir effectively counteract

power dominance of a stronger business partner than as a model displaying causal
relationships.

Additionally, by jumping towardsthe next lever, i.e. the lever about constructs and
variables, this research contributes to tlgdwy introducing/importing a new construct.

As stated by Makadok et al. (2018), constructs and variables can be introduced, imported,
questioned, removed, &t In line with their suggestions, this study extends current
literature by considering the utiizt i on and exploitation of
additional strategic option. In addition is for this strategy also determined winditiorns
ofunderpinningfacte wi | I result in a weaker actoré
Furthermoe, regarding the final lever, i.e. boundary conditions, that defines when this
theory does or does not wor k, a contribu
t heorybdéds assumptions for more specific i
(2018) it is possible to derive additional predictions from a theory, or prediction of greater
specificity, when its boundary conditions are restriéféRegarding this research it

means that new predictions from existing theory found in a variety of disegpli
(including marketing, supply chain, strategy and organizational beh&fiarg derived

by applying the theory (of the literature review) of Habib et al. (2015) more narrowly to

the special case of organizations operating in the transportation seataevét, while

the predictive power in this case increases, it (probably) comes at the expense of reduced

generality?®® Therefore, in order to counteract the generality prolileam explained in

265 See Makadok et al. (2018), p. 1536.
266 See Makadok et al. (2018), p. 1537.
267 See Makadok et al. (2018), p. 1538.
268 See Habib et al. (20)5p. 184.
269 See Makadok et af2018), p. 1538.
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chapter 5 this research marks a first attempt to develgpantitativemeasurement tool

that is able to capture what combination of underpinning factors makes a weaker actor
eager to select a specific strategic option to mitigate (potential) negative effectsgierivi
from asymmetric power dominance in a bugapplier relationship. Finallyn addition

to the development of a measurement tool
contribution to theoryThe research findings pertaining the conditions; i.atulees of
underpinning factors, under which a weaker actor applies what strategic option(s) towards
another actor in case former mentioned holds the weaker position in-dupmer
relationships that are characterized by asymmetric power dominancegdcritnt
possibility to develop a scheme displaying the influence of factors regarding a weaker
actords choi ce t oSinsedHisestady maks & feest atteanptho pesemt a t ¢
such a schemé provides new insides to existing literature anhdrefore contributes to

theory.

7.3 Managerial recommendatiansystematically analyzing the power and dependence
situation to derive adequate reaction tactics by following the proposed model

As stated before in previous seciighthe researcfindings pertairto the conditions; i.e.

features of underpinning factors, under which a weaker actor applies what strategic
option(s) tocounteract the power dominancé a strongerbusiness partnerThese

findings created the possibility tdevelop a scheme displaying the influencdaators
regarding a weaker act or 6 sispoposed mogeladllmvs s el €
practitioners, i.e. keyctors and decision makers (in the field of procurement) on the side

of a weaker actomi buyerseller relationships, to select a suitable option to mitigate
potenti al negative effects arising from
As elaborated/explainedh the result analysis section of this papdre pends a f i
choice taapplya certain strategic option on tbenditions of several factorsor instance,

as indicated by the informant of companwynd explained in more detailthe appendix

thef i r reldienship withaconsidered stronger suppli®as characterized bgw levels

of trust and information sharir{ge. a low level of relationship closenegstombination

with high levels of dysfunctional conflicturthermoredue to switching costs are low

and many other vendors exist in the market, company Y selected thex i t 6 st r at
reduce the power dominanoé the business partndhat is consideredtronger/more

powerful For other managershathave to deal witta situationwere similar conditions
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of factors are observeds sketched abovéhe prescriptive modebffers handles for
managers toespondin the right wayt o t he power dominance o
partner and henaeduce the power dominancetbfs strongerpartner In generglfrom

a managerial perspective, understanding tihate exist strategic options farweaker

actor to counteract the power dominanziea more powerful bisiness partners
important. Henceby amassing aomprehensive understanding about which conditions

of factors will lead to the application of certain options can be an advdaotaganagers

This understanding allows manageyspplying the correct, prescribed strategy in order

to reduce the power paion of their business partnd8y doing sg as a resultpotential
negative effects that (might) arise from the relationship that is characterized by
asymmetric power distributiocein be mitigated, which of course is an advantage

Finally, regarding the stronger actor, the proposed strategies show that power dominance
is a temporary state rather than a permaanedtthereforgeif a stronger actowantsto

remain its more powerful positon,t 6 s constant .attention 1is

74 Interviewees often used the same relationship as an example to explain multiple
strategic options

The outcome of the interviews, that were performed with theakéyrs and decision
makers on the buyer side of teechangeelationships, illustrated the complexitytbe
subject and the subjective interpretation of the definitions given regarding the strategic
options. This complexity and subjectivity is highlighted by the fact that several
interviewees used one and the same relationship as an example for sefenemtdif
strategic options. However, these different outcomes for one relationship were expected
since research done by Yin (2008dlicates that by analyzing different subunits within
one casean objective (in this cassupplier dominated relationshjpsan be examined
within different contexts and different view<° Eventually,the observediiffererces in

the findingsbetween case companies can (among others) be explained by this fact as well.

270 See Yin (2003), p. 46
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75 There are several limitationto the results derived fronthe semistructured
interviews no data is derived from stronger actotbe link between factors is not
extensivdy researched,and interpersonal factorsand an additional factor named
Oexpanding scoparetoucensikeed s acti vitieso
First of all, Habib et al. (2015) recommendgm collect data in the dyadeontext from
both the weaker and stronger actokdditionally, regarding the network contexhey
proclaimed that collecting data from at least three actavsuld provide most satisfying
results. In this case data should be derivedh the weaker and stronger actors dnah
the weaker act or &$Howewenthisrestarcimnlykocuseal ort timee r
weaker actors and did not includepirical evidence derived froamy other (stronger)
business partnem.herefore researchers aecouraged textend this study by involving
data derived from situatigras proposed by Habib et al. (2015) as well.

Second, nvestigatingthe influence of factors regardireyery singlestrategicoption
turned out to ben overwhelming andlmosteven unfeasible taslfter having dealt
with a number of strategic options, it was naditieat thecompany informants involved

in this studygot considerablyporedand hence the quality of shanedrmationreduced

In order to overcome this challengadmakes sure thahe quality of shaed information

as the interview progsses will remain of a ghlevel, additional studies shoufdcuson
relationshipseither within one of the three main identified contexiore specifi¢
underpinning factors and strategic opti@msuld be explored for several actors within a
network,or within a dyador related tathe exit option.

Third, it is observed that imariousbuyersupplier relationships that are characterized by
asymmetric power dominanagher than thelready byHabib et al. (2015)dentified
underpinning factorgfluence the choice of a weaker actor to apply a certain strategy.
For instanceHabib et al. 2015) only consider firm/organizational factors (such as
reputation and competencies of a pantneat do not recognize the influence of
interpersonal factors (such as effective communication, cultural sensitivity and likability
of a partner) Therefore, esearchers are encouragednidude these factors as well in
further studiesto sketchan as complete as possible picture of reality.

Ontopofthatj t i s found that besides Oattractdi
should be considered as an additional strategic optithn regards to theheoretical

framework of Habib et al. (2015The informant of company Woticedthat a certain

271 See Habib et a(2015), p. 199.
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truck dealer expanded the scope of its business activities and laeooenplished to

reduce their own dependence and the power position of their (previously) biggest supplier
named Volvo TrucksT her ef or e, further research shot
Scpe Business Activitiesd should be approc
power dominance of a stronger business partner.

Secondlast should be addressed thiitis study barely considerthe links between
underpinning factors. Tetrengthen the results of comparable, comprehensive studies,
researchershould exploraghelinks, i.e. the interplay between the underpinning factors

in more depth

Finally, the lastidentified limitation of his study concerns the generalizabilapd

external validityof the findings.The fact that thenicro-cases, i.e. theesearchetuyer
supplierrelationshipsare all investigatedithin one sectari.e.thetransportatiorsector

makes that in terms of external validity and generalization of the results, some caution is
required. Further research within several sectors could help to gain a more complete
perspectiventhe role of underpinning factorslated to the choice of a strategjation
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10. APPENDIX

10.2 Matrixes sorted per strategic option for all case companies
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103 Table identifying the determination of af a c t dluedcson a strategic option

' ) C. [ & D

HIGH ASSYMETRIC D EPENDENCE

Dyad. Col. | 3 1
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Diversific. 3 1
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Exit 1 2 1
HIGH FORMAL RELATIONSHIP GOVERNANCE
Dyad. Col. 3 1
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Comprom. | 4
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Exit 2 2
HIGH INFORMAL RELATIONSHIP GOVERNANCE

Dyad. Col. 4
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MEDIATED SOURCES OF POWER
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HIGH SWITCHING COSTS

Dyad. Col. | 1 2 1
Netw. Col. | 3 1
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Table 1:Justification of the proposed matrix

112




104 Interview guide

A few days prior to the interview, an overview with the different available strategic
options for a weaker party tcounteract the power dominance of a stronger actor as
identified by Habib et al. (2015) is sent to the interviewee per email, so they could already
think of examples of (past) relationships whereby they applied a specific option and hence

be as complete g®ssible in their information sharing during the interview.

Before starting the interview; i.e. asking questions pertaining the actual purpose of this
research, a token of appreciation is expressed to the company representative for his/her
participationin this study. Furthermore, an oral informed consent will be given, indicating
that the shared information will not be shared with or passed on to any third party.
Furthermore, the goal and objectives of this research will (once more) be explained to the

participants.

10.41 General questions

1 How many employees has the company?

1 What divisions exist within the company?

1 What is the turnover of the company approximately?

1 What are the activities the company essentially performs?

1 How does the company differeate itself from its competitors? Where is the
companybdés focus within the industry?

1T ééé.

10.42 Strategic options
For each strategic option, an explanation and definition will once again be given to
ensure that the interviewee has a clgaterstanding of the terminology used in this study.
1 Additional questionin general, what would you consider to be the main reasons

for power imbalance in buyeupplier relationships?
10.4.21 Research questions for every individual strategic optioms identified by

Habib et al. (2015)

1 Definition and description of the strategic option.
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91 Did you apply this strategic option already in a relationship or are you aware of
this option being applied in the organization?
o Ifyes:
A Who is/was the counterparty inghelationshipPname company]
A s this specific relationship with the supplier still ongoing? Or are
both companies no business partners anymore?
1 In case of the latter; why did the relationship come to an
end?
A Is/was the company in this case the buyesupplier?
1 How long are/were the actors in question engaged in this
relationship?
1 How would you describe the importance of this
relationship based on the share of revenue?
91 Does the relationship in question, affect the whole group,
or only a part; i.e. a (eple of) specifiestablishmers) of
the organizatiomr specific departmeries
A Why did you or someone else in the organization chose this
specific option?
A What were the consequences resulting from this decision?
A Would you say these consequences werefgatisand provided
the organization with the expected results?
A Would you again choose the same strategic option or, with the
information you have now, opt for another choice?
o If negative:
A Go over to the next strategic option.
1 How would you describethenat ur e of i nterdependence
o0 Would you say that this factor made the difference in the choice you (or
the firm) have/has made?
1 Are there contracts or other safeguards within the relationship?
0 Would you say that this factor made the éiénce in the choice you (or
the firm) have/has made?
91 Are there penalties and/or some other kind of incentive if you/they do or do not

perform according to the contract?
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0 Would you say that this factor made the difference in the choice you (or
the firm) hae/has made?
1 Which assets are used and necessary in the relationship?
0o Would you say that this factor made the difference in the choice you (or
the firm) have/has made?
1 Are there currently or were there any differences or conflicts that you know of?
o Can youelaborate further on this conflictffunctional/dysfunctional
conflict]
o Would you say that this factor made the difference in the choice you (or
the firm) have/has made?
1 How would you describe the communication in the relationship?
o0 What kind of informations shared?
o Do you have confidence in the partner?
o Would you say that this factor made the difference in the choice you (or
the firm) have/has made?
1 Are there available alternative partners from where the exchanged asset(s) can be
deployed that you know @i were there any options at the time?
0 Would you say that this factor made the difference in the choice you (or

the firm) have/has made?

1043Research questions r atgamtivahes® g strategic
91 Do/did you consider taking steps to offer the supplier in question significant
growth opportunities? For instandéttractiveness Growth Opportunity]

0 Being a constantly growing company so the supplier can grow together
with your organization due to thegh number of parts your organization
purchase from them.

o Offering possibilities to get access to other customers as well.

T Do/ did you consider to increase the pe
are handled in a sorrow and efficient way? Fastance:[Attractivenessi
Operative Excellence]
o Providing exact and in time forecasts about future demand.

o Providing forecasts the supplier can rely and plan on.
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o Increasing the level of simple and transparent internal processes for the
supplier.
0 Increasng short decisioimaking processes.

91 Do/did you consider improving your behaviour towards the supplier (in terms of
solidarity,  mutuality and/or flexibility)? For instancdAttractiveness i
Relational Behaviour]

o Making improvements that may benefit theatenship as a whole and not
only your organization.

0 Being more flexible when dealing with this supplier.

0 Make adjustments to help the supplier out if special problems/needs arise.

10.4.4Interview closure
1 Did you share all information you wanted to iheegarding power differences in
buyersupplier relationships or do you have any other interesting theories, stories

and/or examples on your mind that are in your opinion interesting to share?

Thanking the participant for sharing information and ensbeen once more that the

shared information will be threatened confidentially
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105 QUESTIONNAIRE UNDERPINNING FACTORS

Nature of Interdependencei Buyer Dependence

1. It would be difficult for our firm to replace the sales and
profits generated from this supplier's line.

2. Our total costs adwitching to a competing manufacturer's
line would be prohibitive.

3. There are other suppliers who could provide us with
comparable product lines. (R)

Nature of Interdependencei Supplier Dependence

1.In our trade area, there are othem8 thatcould provide the
supplier wih comparable distributioR)

2.In our trade area, the supplier would incur minimal costs |

replacing our firm with anotherustomer. (R)

3. It would be difficult for the supplier to replace the sales ar

profits ourcustomer shigenerates.

Relationship Governance

1. We have specific, wetletailed agreements with this

supplier.

2. We have formal agreements that detail the obligations of
both parties.

6. We have detailed legal contractual agreements with this

supplier.
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Sources of Powei Mediated - Coercion 1 2 3 4 5

1. I will be in a bad situation if | do not comply with the

2}
e }
54
fn }
fn }

partner companyds suggest.i

2. 1 will be in an undesirable situation if | do not accept the ;

i 1
i 1
=
=

partner requests.anyos

3. I will be at a business disadvantage if | do not accept the

partner companyos requests.h n n il n
Source of Poweli Mediatedi Reward

1. It is difficult to receive incentives if | do not accept the

59
59
59
=
=

partner companyds suggest.i

2. It is difficult to receive financial benefits if | do not accept

the partner company®6s sugg:¢

3. It is difficult to take part in new businesses if | do not acce

59
59
59
=
=

the partner company®6s sugg:¢

Source of Powern Mediatedi Legitimate

1. The contracstates that | must accept the partner . .

companyds suggestions.

T % % 4

21 am obligated to accept A /4 /4 A/ N > mp an

3. We have established a relationship whereby | mustaccef 3 1 A

S
S

the partner company®6s requt

i B
i B
i B
o B
3

4.1 am obligated to acceptthepat r company 06 ¢
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Source of Poweni Non-mediatedi Information

1. Thepartner company can offer knowledge that is benefici

to our company.

2. The partner company can offer experience that is benefic

to our company.

3. The partner company can offer advice that is beneficial tc

our company.

4. The partnecompany can offer judgments that are benefic

to our company.

Source of Powefi Non-mediatedi Expert

1. The partner company can offer useful information to our

company.

2. The work method that the partner company desires can kt

helpful to ourcompany.

3The partner companyds | ud:

companyods work because t he»

4. The partner company offers information that our compan

can trust.

Source of Poweili Non-mediatedi Reference

1The partner <sacmewmapayds vall

2The partner companyds deci
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3.The par t n eoperatomahpethadg éresexemplary

4. Assuming a similar culture to that of the partner company

advantageous.

Switching Costs

1. It would cost my company a lot of money to switch from
this supplier to another supplier.

2. It would take mycompany a lot of effort to switch from this

supplier to another supplier.

3. It would take my company a lot of time to switch from this

supplier to another supplier.

4. If my company changed from this supplier to another

supplier, some new technologigabblems would arise.

5. My company would feel uncertain if we have to choose a

new supplying firm.

Type of Conflict - Dysfunctional

1. A high degree of conflict exists between the supplier and

firm.
2. The supplier and our firm often disagree treat extent on

certain key issues thereby creating a great deal of frustratio

for us.
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3. When your firm reflects on the relationship with the
supplier, does your firm feel:
A. Anger?

B. Frustration?
C. Resentment?

D. Hostility?

4. When the two of us got together in group meetings, tensi
between the two of us frequently ran high.

5. During this project, | generally disliked having to work wit

the supplier.

6. There were no disagreements between myself and the

supplier over the running of this project. (R)

7. Throughout the project, there was little interpersonal con

between myseldnd the supplier. (R)

Type of Conflict T Functional

1. During this project, there was consultative interaction anc

useful giveandtake.

2. During this project there was constructive challenge of

ideas, beliefs, and assumptions.

3. During thisproject even people who disagreed, respected

each others' viewpoints.
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Relationship Closeness$ Trust i Honesty

1. Even when the supplier gives us a rather unlikely
explanation, we are confident that it is telling the truth.

2. The supplier has often provided us information that has I
proven to be inaccurate. (R)

3. The supplier usally keeps the promises that it makes to o

firm.

4. Whenever the supplier gives us advice on our business

operations, we know that it is sharing its best judgment.

5. Our organization can count on the supplier to be sincere.

Relationship Closenes$ Trust T Benevolence

i B

i 1

59

1. Though circumstances change, we believe that the suppl _

will be ready and willing to offer us assistance and support.

2. When making important decisions, the supplier is concer

about our welfare.

3. When we share oproblems with the supplier, we know

that it will respond with understanding.

4. In the future, we can count on the supplier to consider ho

its decisions and actions will affect us.

5. When it comes lo things that are important to us, we can

depend on té supplier's support.
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Relationship Closeness$ Information Sharing i

Frequency

1. We frequently communicate with the supplier by:

A.

B.

Written memoods

Written reports

Fax machine

Scheduled on#o-one meetings

Impromptu faceo-face conversations

Scheduled on#o-one phoneonversations
Impromptu oneio-one phone conversations

Informal faceto-face conversations in nemork setting
Voice mail

Teleconferencing

E-mail

Relationship Closenes$ Information Sharing i

Quality

1. The information provided by the supplier wasy useful

for my work on this project.

2. | was very satisfied with the content of the information

provided by the supplier on this project.

3. The information provided by the supplier was highly

relevant to my work on this project.

4. The informatiorprovided by the supplier was very credible
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5. The form and presentation of the information provided by

the supplier was versatisfactory.

Relationship Closenes$ Information Sharing T

Bidirectionality

1. The supplier always responds to our communication.

2. The supplier provides our company with a lot of feedback

3. There is a lot twavay communication between the

company and the supplier.

Available Alternatives

1. This supply market is very competitive.

2. Other vendors could provide what we get from this firm

3. This supplier almost has a monopoly for what it sells. (R)

4. This isreally the onlysupplier we could use fohis product.

(R)

i B

59

i 1

59

59

9

9

o B

i B

i 1

59

59

59

59

9

9

i 1

59

59

59

9

o B

i B

5}

5}

59

5}

5}

59

5. No other vendor has this supplier's capabilities. (R)

*Items marked (R) are reversed scaled.

1 = strongly disagree 2 = disagree

3 = nor agree nor disagree 4 = agree

5 = strongly agree

124






