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Distribution Channels: Manufacturer
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Relationship Benefit and Relationship
Commitment
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ABSTRACT

The author proposes a rationale that explains the maintenance of channel dyadic relationship. Using market
heterogeneity and competitive intensity as moderators, this study examines the impact of manufacturer credible
commitments, including market orientation and distribution intensity selectivity, on retailer perceived
relationship benefit, and in turn on retailer’s relationship commitment. The empirical results, which are based
on data from 122 common retailers, show that relationship benefit is the key variable in maintaining dyadic
relationship in distribution channels. Manufacturer market orientation has a positive impact on retailer
perceived relationship benefit. Competitive intensity and market heterogeneity significantly moderate the
manufacturer credible commitment retailer perceived relationship benefit relationship. In accordance with
prediction, retailer perceived relationship benefit then has a positive impact on retailer relationship
commitment.

Keywords: manufacturer credible commitment, distribution intensity, market orientation, relationship
benefit, relationship commitment
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