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ABSTRACT

The increased electronic cooperative relationships of retailers and their
opinions regarding focal firms are important factors in enhancing the
value-added relationships between supplier and retailer. The principal
purpose of this study is to organize and analyze the major factors affecting
the electronic cooperative relationships between supplier and retailer. After
reviewing the relevant literature, we integrate three constructs to identify
factors affecting retailer willingness and apply an electronic exchange
platform to increase cooperative relationships with their product suppliers.
This study presents nine hypotheses based on data collected through a
questionnaire survey of retailers in the Taiwanese automobile industry. This
study uses a structural equation model to test the hypotheses using data from
the respondents. Results show that relationship commitment is directly and
positively related to increased electronic cooperative relationships, and
increased electronic cooperative relationships are indirectly and positively
related to trust, satisfaction, perceived service characteristics, coordination,
and perceived adaptation.

Keywords: Relationship Quality, Perceived Service Characteristics,
Coordination, Perceived Adaptation, Relationship Commitment

1. INTRODUCTION

The wuse of an electronic exchange platform to conduct
business-to-business (B2B) electronic commerce is a powerful requirement
in today’s economy’. Electronic exchange platforms that employ
information technology (IT) may be the most important technological
breakthrough in B2B partnerships and are likely to radically alter the
competitive landscape of industries’. To compete effectively in dynamic
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global markets, companies increasingly need to integrate their operations
with those of their partners using an interorganizational system consisting of
discrete functions within the supply chain. In many cases, this makes MRPII
and JIT insufficient®. Because customer requirements can change rapidly,
businesses must understand how to respond to customer requirements by
changing their production schedules and supply plans. To make these
changes, the business and its retailers must exchange the correct information
in the right form at the right time so that both sides can integrate their
inventory planning systems. However, the demand forecasting system
currently used to drive supply chain activities must be re-evaluated.
Forecasting adjustments can significantly alter production schedules. Many
forecasters are unable to clearly explain how their forecast will affect the
supply chain®. Most of the partners in the supply chain must decide what
information to share with other partners and how to build a system that can
effectively use this information.

Fulk and DeSanctis® suggest that new technology generates changes in
relations between organizations and in the organization itself. The new
synonyme-relationship technology recognizes the effect of technology on
relationship quality. Establishing information and procedural standards is
essential to improving the design and the adoption of such systems at an
industry level, ultimately permitting these technologies to meet their
intended spirit. At this point, further investigation is needed to explore the
malleability of existing organizational processes and structures and whether
they facilitate or impede the adaptation of new processes introduced through
collaborative technologies. Both the buyer and the supplier must often make
substantial adaptations and commitment of resources to develop
partner-supplier relationships®. These efforts reflect the investment character
of partnership establishment. The strategic nature of key supplier
relationships makes it essential for the buyer to be able to evaluate the value
creation potential of available suppliers.

This study investigates the effects of an electronic exchange platform
in a relationship marketing context. This study focuses on how retailers use
a combination of IT channels to interact with their product suppliers and
how this interaction affects the quality of the relationship between the
retailer and their product supplier. The most critical issues involve how the
retailers work with the electronic exchange platform proposed by the
automobile supplier and identifying what factors are involved. To facilitate
the building of a sound electronic exchange platform, the automobile
supplier must ensure that the retailer is willing to continue using this
platform and will maintain a good cooperative relationship. Only then does
the use of the electronic exchange platform result in improved business
performance. This study attempts to (a) identify the types of electronic
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service characteristics that influential suppliers impose on their retailers; (b)
explore the coordination between these electronic interactions and the
supplier-retailer relationship; and (c) identify how influential suppliers and
retailers adapt their own strategies in this electronic exchange environment.

The rational view adopted in this study is the basis for understanding
how superior relationship quality can improve electronic cooperative
relationships. We attempt to fill the gap in the literature regarding the roles
that companies play in implementing electronic exchange platforms by
comparing the approaches of suppliers and retailers toward the electronic
exchange platform implementation designed to improve electronic
interactions. This study contributes to an understanding of the link between
electronic interactions and supplier-retailer relationships. The results of this
study are particularly relevant to suppliers who transact or plan on
transacting electronically with retailers in a B2B setting.

The remainder of this paper is organized as follows. Section 2 presents
a summary of the pertinent literature. Section 3 presents the proposed
modeling structure. Section 4 presents an analysis and discussion of the
theoretical results. Section 5 presents a conclusion.

2. LITERATURE REVIEW

2.1 Increased Electronic Cooperative Relationships

An electronic exchange platform allows businesses to use information
and Internet technology to conduct business with each other. The key is to
integrate the operations between businesses—that is, businesses must use
the Internet to coordinate their processes’. By virtualizing the chain
connecting the manufacturer, the freight company, the distributor, and the
retailer, the Internet and electronic data interchange can improve the flow of
information. This in turn reduces system errors and makes the entire chain
more efficient. An electronic exchange platform requires that all
participating members coordinate their efforts and cooperate with each other.
These participants may have complex business relationships, resulting in a
number of social and political factors that influence electronic exchange
platform planning®. The electronic exchange platform used in these supply
chains can allow companies to reduce costs®, improve service and supply
chain agility?, and increase customer satisfaction to achieve a competitive
advantage °, among other performance improvements.

Cooperation involves the active participation of all actors toward
sustaining the relationship’®. In a downstream supply chain, the Internet
enables transportation applications such as transportation scheduling and
tracking of pick-ups and drop-offs at regional distribution centers as well as
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customer service applications such as receiving customer complaints and
providing technical service'’. It is important to understand industrial
distribution based on the market before the development of the Web. When
managers are concerned with the risk of customers leaving a relationship,
they should focus on relationship quality. Trust is an important ingredient in
stabilizing existing business relationships. Despite these challenges,
manufacturers must develop trustworthy relationships to increase sales on
the Internet and foster customer loyalty*?. However, attaining the levels of
trust necessary to make these interorganizational systems work is not an
easy task, and the long-range outcomes are anything but certain’.
Introducing an electronic exchange platform not only involves technical
innovations but also considerable environmental and organizational changes,
including changes in interorganizational relationships, the beliefs and
attitudes of senior executives, managerial styles, and shared values. Joining
an electronic exchange platform effort strengthens the relationships between
supply chain companies®® and companies that have bargaining power over
key suppliers. Collaboration and long-term relationships are also more
probable in an electronic exchange platform™.

2.2 Relationship Quality

Relationship quality represents “the degree to which buyers are
satisfied over time with the overall relationship as manifested in product
quality, service quality, and price paid for value received and the degree to
which the relationship functions as a partnership*®. This study focuses on
“relationship quality” as a relationship outcome and an overall means of
assessing the strength of a relationship between two firms. However, there is
no clear consensus in the literature on the set of dimensions that comprise
the construct of “relationship quality”*®. Wulf et al.}” believe that
relationship quality should include the dimensions of satisfaction, trust, and
relationship commitment.

Walter et al.*® indicate that every supplier should be aware that a
customer’s perceived relationship quality is highest when both direct and
indirect functions are fulfilled. For highly dependent customers, a supplier
that fails to fulfill these functions becomes replaceable. It is even more
important to improve the performance based on the customer’s actual
expectations and to spend resources adequately when the customer depends
on the supplier. Ulaga and Eggert™ indicate that suppliers must understand
how they can create and deliver value in B2B relationships. Huntley™ notes
that technology-intensive product and service offerings may have
idiosyncratic effects on relationship quality that are not evident in those
relationships (e.g., between a retailer and its supplier). Athanasopoulou®®
indicates that it is necessary to determine whether variables that affect the
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quality of other relationships have the same effect in an online environment
and which new variables emerge. When the quality of the relationship
improves, the parties no longer need coercive power and detailed contracts,
because more flexible, harmonious, and friendly control mechanisms are
sufficient®.

3. METHODS

3.1 Research Model and Hypotheses

This study explores the increased electronic cooperative relationships
between suppliers and retailers. Using the characteristics of the Taiwanese
automobile industry electronic exchange platform and a review of the
related literature, this study presents hypotheses based on research
constructs such as relationship quality, perceived service characteristics,
coordination, and perceived adaptation. Therefore, increased electronic
cooperative relationships function as an endogenous variable in this study.
Moreover, the electronic exchange platform in this study is a project for
automobile suppliers; thus, retailers must be made aware of the goals and
methods of the project in advance. The exogenous variables in this study are
perceived service characteristics, coordination, and perceived adaptation.
The automobile supplier and the retailer coordinate their efforts to acquire
the trust and satisfaction of the retailer, resulting in a relationship
commitment before the retailer increases electronic cooperation with the
supplier. Therefore, the intervening variable is relationship quality
(including trust, satisfaction, and relationship commitment).

Relationship commitment represents implicit or explicit continued
investment between trading partners. It implies that the partners are willing
to sacrifice short-term benefits to achieve long-term gains*. Anderson and
Weitz?? believe that relationship commitment indicates that partners intend
to develop and maintain a long-term relationship. Moore? finds that the
relationship commitment of a company affects their continuity and
long-term intentions to continue cooperation. The relationship commitment
in an alliance demonstrates a long-term perspective, emphasizing a
willingness to undertake further transactions in the future. Zeithaml et al.?*
show that maintaining a good relationship increases a customer’s positive
behavior intentions and decreases negative behavior intentions. Good
relationships help accelerate risk response processes, because a company’s
commitment to its partners drives continuous improvement in these
processes °. This analysis leads to the following hypothesis:

H1. The relationship commitment that the retailer has in the electronic
exchange platform is positively associated with increased electronic
cooperative relationships.
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Morgan and Hunt?®®, who explored the relationships between
businesses, show that higher relationship commitment and greater trust
reduce a customer’s propensity to leave. Anderson and Sullivan®’ find that
when a customer doing business with a company trusts that company and
feels satisfied, the customer continues to interact with that business, and the
two develop a close relationship that results in increased customer loyalty.
Thus, if the customer is satisfied and trusts the business, this positively
affects customer loyalty. Ganesan®® indicates that the supplier’s trust in the
buyer is directly correlated with a willingness to invest in and maintain a
long-term cooperative relationship. Wilson®® shows that trust is the belief
that the other party would act in the best interests of their party. Leonidou et
al.*® indicates that trust is positively associated with commitment, which in
turn is positively associated with satisfaction. Ulaga and Eggert*? find that
satisfaction is positively associated with trust, and trust is positively
associated with commitment. Wilson®® believes that the manufacturer’s
commitment to the supplier is the result of the supplier’s investment in the
relationship, with commitment being the outcome of a satisfactory
transaction. This investment may include various experiments in the product
or service. Apart from satisfaction, the level of investment made by each
organization in relationship quality determines the commitment the
manufacturer makes regarding their relationship. This analysis leads to the
following hypotheses:

H2. The trust that the retailer has in the electronic exchange platform is
positively associated with the retailer’s relationship commitment.

H3. The satisfaction that the retailer feels in the electronic exchange
platform is positively associated with the retailer’s relationship
commitment.

It is essential to know the service characteristics that drive customer
value, and companies must know why people engage their services to
develop appropriate service strategies®’. Mackenzie® believes that product
performance and product quality are the basic conditions for a core product.
Peripheral services, such as after-sales services, are mainly applicable to
protection or product rectification. Therefore, the characteristics of the
provided object reflect the characteristics of functionality (product) and
immateriality (service). Selnes®® shows that when a product or service is not
clearly defined, it is easier for the reputation of the company to affect
customer loyalty. Web site design aspects, which are controlled by the
retailer's marketing and internet/IT team, are antecedents to trust and
commitment. Propensity to trust is important in economic transactions,
because it reduces perceived risk®. This is particularly important for
electronic exchange platforms, in which the buyer and seller are physically
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separated; contingencies are difficult to predict and incorporate into
contracts; relationships are difficult to monitor; and cyber laws are not well
defined. A high level of satisfaction with the services received in previous
online transactions is likely to increase the propensity to trust*>. Some
researchers argue that the level of retailers' experience is related to their
propensity to trust. Online retailers with a high propensity to trust perceive a
lower risk and thus have more trust in online transactions®. This analysis
leads to the following hypotheses:

H4. The perceived service characteristics of the retailer regarding the
electronic exchange platform are positively associated with the retailer’s
trust in the supplier.

HS5. The perceived service characteristics of the retailer regarding the
electronic exchange platform are positively associated with the retailer’s
satisfaction with the supplier.

Coordination includes protocols, missions, and decision-making
mechanisms designed to complete a goal shared by interdependent units.
Examining just-in-time production relationships Frazier et al.*” find that a
high level of coordination is closely linked to the realization of mutual
expectations. Moh et al.*® show that a sound coordinating mechanism must
be established for the results from resources and effort. When organizations,
controlled at a low level, adopt a mutually coordinating behavior as a
practical strategy, this has a particularly beneficial effect on the output of
these organizations. Heikkila®® highlights the importance of good
relationships between a supplier and its key customers. Increasing
coordination in the relationship enables both parties to improve their
performance  through a long-lasting  high-quality  relationship.
Garcic-Dastugue and Lambert*® show that a lack of coordination yields an
inefficient supply chain, including a stock buffer zone, underused capacity,
outdated products, and decreased sales. Soliman and Janz*' show that with
the advent of the Internet, trust remains a significant variable influencing the
adoption and use of interorganizational systems. Other studies have
confirmed these results, showing that organizations are more likely to
engage in Internet-based exchanges with trusted parties®?. This analysis
leads to the following hypotheses:

H6. The coordination of the supplier with the retailers regarding the
electronic exchange platform is positively associated with the trust of the
retailers in the supplier.

H7. The coordination of the supplier with the retailers regarding the
electronic exchange platform is positively associated with the satisfaction of
the retailers with the supplier.
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Adaptation includes choosing system integrators based on requirements
defined in earlier phase and installation®. Product suppliers provide not
only hardware technology but also knowledge-based consultant services.
Retailers usually hope to receive the supplier’s long-term technical support
and maintenance service, and there is a good chance that both the product
supplier and the retailer will invest large amounts of time and money in this
interactive relationship. Adaptation occurs when one party in a relationship
alters its processes or the item exchanged to accommodate the other party**.
Adaptation emphasizes that both parties accept the importance of
establishing and maintaining long-term relationships, allowing the supplier
to focus on satisfaction and trust rather than relationship commitment.
Adaptations must be made to attitudes and values in addition to product
capabilities or organizational practices. Therefore, product suppliers can
build mutually valuable relationships with retailers through a trust-based
collaboration process*. However, the manner in which trust is gained and
its effect on e-business outcomes remain unclear’®. Researchers from
various disciplines have differing views on factors relating to trust in the
electronic exchange platform and often define these factors in different ways.
It is necessary to understand the concept of perceived adaptation and its
consequences. Adaptation increases dependency. This implies that adapted
supply chains themselves may be riskier. Adaptation has the potential to
improve relationship quality, but this potential can be neutralized by mutual
dependencies, tied up resources, and impaired flexibility’. This analysis
leads to the following hypotheses:

H8. The perceived adaptation of the retailer in the electronic exchange
platform is positively associated with the trust of the retailer with the
supplier.

H9. The perceived adaptation of the retailer in the electronic exchange
platform is positively associated with the satisfaction of the retailer with the
supplier.

3.2 Definition of Latent Variables

This study reviews the definitions of latent variables in related research,
and lists the operational definitions of the research dimensions in Table 1.
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Table 1. Operational definition of latent variables

Latent Variables Operational Definition Reference
The degree to which retailers feel that the
1. Increased electronic exchange platform proposed by the
electronic supplier has consistent policies and procedures [1], [47],
cooperative  and the degree to which they feel it helps [48]

relationships increase their likelihood of cooperative
relationships.
The degree to which retailers feel that they are

2. Relationship  willing to invest in the electronic exchange Eig}’[%]’
commitment platform provided by the supplier and maintain
an alliance relationship with the supplier.
The degree to which retailers feel that the [26], [48]
3. Trust electronic exchange platform proposed by the ’
supplier has goodwill and competence.
The degree to which retailers evaluate and [33], [50]
4. Satisfaction  judge the electronic exchange platform ’
proposed by the supplier.
5 Perceived The degrge to wh!ch retailers_know and feel the 132], [51],
) core services, peripheral services, and
service [52]

marketing elements of the electronic exchange

platform proposed by the supplier.

The degree to which retailers think that the

supplier is willing to fairly treat all retailers and [21], [53]

jointly resolve any problems that arise when

using the electronic exchange platform.

When the supplier alters processes or the item

7. Perceived exchanged in the electronic exchange platform,
adaptation the degree to which the retailers think this will

accommaodate the supplier in a relationship.

characteristics

6. Coordination

[44], [54]

3.3 Measurement of Latent Variables

This study also develops the required research variables and
measurements. This study uses 21 manifest variables (Table 2) as multiple
indicators for seven constructs (latent variables) in the research model. The
question items used to measure the manifest variables in this research are
mostly positive statements. The respondents indicated the amount they
disagree or agree with the statements using a Likert 5-point scale
categorized as strongly disagree, disagree, neutral, agree, and strongly
agree.
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Table 2. Research variables and measurements

Latent Variables Measurements

1.Increased V1 Willingness to continue to share information
electronic through the automobile supplier’s electronic
cooperative exchange platform.
relationships V2 Willingness to support marketing research

through the automobile supplier’s electronic
exchange platform.

V3 Willingness to co-ordinate with the supplier to
test out new service items (such as a
customer complaint tracking platform)
through the electronic exchange platform.

2.Relationship V4 Willingness to do their utmost to integrate into
commitment the supplier’s electronic exchange platform.
V5 Top management fully support using the

supplier’s electronic exchange platform to
fulfil all commitments to the customers
(including quality, delivery time,
specifications, etc.).

V6 Need to make a contract with the supplier to
manage the electronic exchange platform
cooperative relationship.

3. Trust V7 Believing that the automobile supplier has the
professional capability for the electronic
exchange platform.

V8 Implementing the electronic exchange platform
with the automobile supplier has practical
benefits.

V9 The automobile supplier’s electronic exchange

platform helps to increase efficiency in
purchasing and service.

4. Satisfaction V10 Satisfied with the electronic exchange platform
cooperative relationship with the supplier.
Vil Continuing the electronic exchange platform

cooperative relationship with the supplier is
compatible with long-term interests.

V12 Continuing to invest in cooperative
relationship facilities promotes the
cooperative relationship with the supplier.
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Table 2. Research variables and measurements (Cont.)

Latent Variables

Measurements

5.Perceived
service
characteristics

V13

V14

V15

The core services (such as e-sales management
platform) provided by the electronic exchange
platform proposed by the supplier help
increase operational results.

The peripheral services (such as e-customer
analysis and after sale e-service) provided by
the electronic exchange platform proposed by
the supplier help increase operational results.

The marketing elements (such as advertisements
and promotion activities) of the electronic
exchange platform proposed by the supplier
help increase operational results.

6. Coordination

V16

V17

V18

The supplier treats your organisation and other
retailers fairly in its electronic exchange
platform cooperative relationships with the
retailers.

The supplier is willing to jointly resolve
problems with your organisation when there is
a difference of opinions in the electronic
cooperative relationship.

Need to set up a unit (personnel) or
co-ordination mechanisms to resolve conflicts
on the electronic exchange platform with the
supplier.

7.Perceived
adaptation

V19

V20

V21

Developing a new service function requires
adjustment of procedures when unforeseen
disturbances arise in the working
relationships.

Developing a new service function requires
structural changes in the organization to align
with the setup of these retailers

Developing a new service function requires
flexibility in responding to demands put on
the working relationship by these retailers.

3.4 Questionnaire Pretesting and Revising

To facilitate understanding, the questionnaire employed positive
statements and simple language as much as possible, avoiding the use of
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jargon, leading questions, and double-barreled questions. Relevant
personnel from suppliers in the automobile industry discussed the
preliminary questionnaire and recommended suitable retailers to discuss the
questionnaire. Finally, we revised the questionnaire to make the wording
simple and understandable. We tested the revised questionnaire on the
retailers to determine whether they sufficiently understood the questions and
revised them again based on the opinions of the respondents before carrying
out a full-fledged survey.

4. RESULTS

4.1 Reliability Analysis and Sample Structure

The area of inquiry for this study is the Taiwanese automobile industry
and its increased electronic cooperative relationships between suppliers and
retailers. Taiwanese automobile industry retailers are the subject of this
study; we seek to understand their opinions and attitudes toward the
electronic exchange platform promoted by automobile suppliers. The
subjects in this study include the retailers of the top five Taiwanese
automobile suppliers.

We sent one questionnaire to every official Web site retailer in the
Taiwanese automobile industry (a total of 1,230 retailers). This process
yielded 316 returned questionnaires. After recording the returned
questionnaires and removing incomplete responses, the actual number of
valid questionnaires was 300, for a return rate of 24.4%. Analyzing the
number of employees and annual turnover of the sample companies
indicates that most respondents are from small- and medium-sized
enterprises. Thus, the samples are highly representative of the automobile
industry in Taiwan. These sample firms placed all orders electronically.

To investigate the possibility of non-response bias in the data, we
performed a test for statistically significant differences in the response of
early and late waves of returned surveys® . For each phase, we treated the
last wave of surveys received as representative of non-respondents. We split
each survey sample into two groups based on early and late survey return
times and performed t tests on the responses of both groups. The t tests
yielded no statistically significant differences among the survey items tested.
These results suggest that non-response bias does not significantly affect
this study.

Table 3 shows the data reliability using Cronbach’s a. All constructs
(latent variables) for the increased electronic cooperative relationships
between supplier and retailer had high reliability, with Cronbach’s a
exceeding 0.8. Data reliability is generally acceptable.
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Table 3. Results of reliability analysis

Latent variables Cronbach’s a
Increased electronic cooperative relationships 0.875
Relationship commitment 0.851
Trust 0.873
Satisfaction 0.886
Perceived service characteristics 0.845
Coordination 0.823
Perceived adaptation 0.861

4.2 Confirmatory Factor Analysis

Each indicator variable in the measurement model should load only
one factor; that is, none of the indicators are complex variables (measuring
multiple latent variables)®’. We used confirmatory factor analysis (CFA) to
assess the psychometric properties of the measures used in this study and
removed two complex variables (Items 11 and 15). The model fit also used
the estimates of CFI, GFI, AGFI, NFI, NNFI, and RMR (Table 4). The
results in Table 4 indicate a good fit with the data; when the fit indices
exceeded or approached 0.9, the estimated RMR was 0.0284, and the AGFI
exceeded 0.8.

Table 4. Summary of measurement statistics

Modified Model

7’ 396.6295
df 181
2 1df 2.191
GFI 0.8932
AGFI 0.8507
RMR 0.0284
NFI 0.9179
NNFI 0.9402
CFI 0.9531

Notes: Sample Size = 300; GFI= goodness of fit index; AGFI= GFI adjusted for
degrees of freedom; RMR=root mean square residual; NFI= normed-fit index;
NNFI= non-normed-fit index ; CFl= Bentler’s comparative fit index .

We assessed the reliability of the measures using composite reliability
and variance extracted estimates. The composite reliability of each construct
exceeded 0.7 in this study, satisfying a minimally acceptable level®”. This
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research shows the assessed validity using the t values of the factor loadings.
All indicator t values ranged from 12.4797 to 19.4911, indicating that all
factor loadings were significant (p < .001). These results support the
convergent validity of all indicators that effectively measured the same
construct™,

4.3 Path Analysis

Based on these results, we used SEM to perform theoretical model
testing with path analysis. The CFI, GFI, NFI, and NNFI exceeded or were
close to 0.9; the estimated RMR was 0.0291; and the AGFI exceeded 0.8.
The research model achieved a relatively good fit®. Figure 1 shows a
summary of the path analysis results. Almost all path coefficients in the
current model were statistically significant, as hypothesized, except for H8.

Perceived
service
characteristics

0.567+++

Electronic
cooperative
relationship

Relationship
commitment

Coordination

Satisfaction

Perceived
adaptation

Note: Path coefficients are statistically significant *** denotes a significant value p < .01

Figure 1. Testing results of the theoretical model

4.4 Discussion

The research results show that relationship commitment directly and
positively influences increased electronic cooperative relationships (H1
supported). This shows an increased relationship commitment by the
retailers in elevating increased electronic cooperative relationship with the
supplier. Both trust and satisfaction directly and positively influence
relationship commitment (H2 and H3 supported). This shows that
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strengthening the trust and satisfaction of retailers is helpful in
strengthening relationship commitment.

This study also shows that perceived service characteristics directly
influence trust and satisfaction (H4 and H5 supported). This elevates the
perceived service characteristics of the electronic exchange platform for
retailers and helps promote their trust and satisfaction. An automobile
supplier must strengthen the function of the electronic exchange platform
and, more importantly, must obtain the service characteristics approval of
the retailers. A supplier’s Web site represents a communication platform
through which retailers can find information about the supplier, its products
and services, specifications, drawings, and brochures. Retailers can contact
the supplier through the Web site, request suggestions or services, and
provide feedback®. If the supplier wants to increase retailer flexibility by
influencing the characteristics of anytime interaction, it does not affect other
characteristics or consequences but may affect the perceived value of other
retailers.

These results show that coordination directly influences trust and
satisfaction (H6 and H7 supported). If an automobile supplier with an
electronic exchange platform enjoys better coordination with retailers, trust
and satisfaction are also higher. Business relationships develop because of
reciprocal acts that parties coordinate based on not only the current state of a
focal dyadic relationship but also their past experiences inside an extended
network and their expectations of the future®*. The requirements to which
retailers must adapt are closely linked to the relationship they have with
their suppliers. When a retailer adapts to these requirements, the relationship
can evolve; as it evolves, the requirements change again. If the retailer does
not adapt, then the relationship may stall or be halted. Because B2B
e-commerce adaptation feeds back into the relationship, it increases
cooperation.

The results of this study show that perceived adaptation directly
influences satisfaction (H9 supported). If an automobile supplier elevates
the perceived adaptation to use the electronic exchange platform, the degree
of satisfaction is also higher. The link between electronic interactions and
the buyer-seller relationship shows that influential suppliers may oblige
their retailers to engage in and by explaining how these requirements evolve
over time according to the interactive relationships.

The results of this study confirm that perceived adaptation does not
directly and positively affect trust (H8 not supported). Because B2B
e-commerce adaptation feeds back into the relationship, it increases
cooperation. Substantial adaptation can be incremental over time. There is a
link between adaptive behavior and the development stage of the
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relationship. From the perspective of the supplier, which is strongly
influenced by its larger trading partners, electronic exchange platform
adaptation can seem paradoxically discouraging. Suppliers that opt for rapid
e-commerce dyadic adaptation or a client-oriented e-commerce adoption
strategy benefit from certain tangible advantages such as increased revenues
and are able to move quickly through the relationship levels. However,
adaptation yields an increase in trust. This implies that interconnecting
systems and processes (adaptation) does not provide risk-related value in
addition to service and coordination.

5. CONCLUSION AND SUGGESTIONS

5.1 Conclusion

Because of the rapid developments of the Internet and the electronics
business, many organizations integrate the procedures of their supply chains
through information facilities required for coordinated business activities.
The electronic exchange platform is viewed as an effective impetus for
supply chain management activities. Automobile suppliers have recently
made full use of electronic technologies and tools to integrate their supply
chain information platforms. To increase the competitiveness of the supply
chain, the electronic exchange platform proposed by an automobile supplier
must include the coordination of retailers. Accurately and logically
evaluating and measuring the automobile retailers’ opinions of the
electronic exchange platform as proposed by the automobile suppliers can
help increase the cooperation of retailers. Therefore, this study attempts to
construct and design scales suitable for measuring the increased electronic
cooperative relationships and opinions of retailers with the supplier by
strengthening relationship quality, from the perspectives of the retailers,
based on the measurements and dimensions of previous literature and
considering the characteristics of the electronic exchange platform of the
automobile industry.

We investigated the effects of three dimensions of relationship quality
(trust, relationship commitment, and satisfaction) along with perceived
service characteristics, coordination, and perceived adaptation, on the
increased electronic cooperative relationships between supplier and retailer.
This study is based on the characteristics of the Taiwanese automobile
industry and relevant theories from a review of the literature. The main
contribution of this study is the integration of the means and concepts of
relationship quality, forming an excellent model to explain the receptiveness
and the increased electronic cooperative relationships between supplier and
retailer. The high explanatory power of the results of the proposed model
can help explain the increased electronic cooperative relationships between
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retailers and suppliers. For retailers, one of the main incentives to participate
in the electronic exchange platform project is to strengthen the relationships
with their suppliers. In addition, they would have more tools to manage
widespread and multiple operations of their companies if they largely
tailored their electronic exchange use.

This study shows that increased electronic cooperative relationships are
positively affected by relationship commitment. In addition, relationship
commitment is directly affected by trust and satisfaction. Trust is affected
by perceived service characteristics and coordination. Satisfaction is
affected by perceived service characteristics, coordination, and perceived
adaptation. When automobile suppliers in the automobile industry add new
capabilities and functions to the electronic exchange platforms in the future,
they should first strengthen the trust, satisfaction, and relationship
commitment of the retailers regarding the new platform. These steps can
help forge cooperative relationships. Automobile suppliers must adequately
exchange opinions with retailers regarding the goals and methods of the
electronic exchange platform. Helping retailers understand that the platform
operates with a win-win goal can effectively increase their relationship
commitment. Because of the uniqueness of the electronic exchange platform,
regardless of whether it is staff education and training, procedures, or
adjustments to facilities, assistance of the automobile supplier is needed.
The automobile supplier must increase the capabilities of the electronic
exchange platform to help retailers increase sales techniques, to reduce risks,
and to improve the forecast of market demand of automobiles and parts.
Only then can electronic cooperative relationships be compatible with
suppliers’ long-term interests, increase their satisfaction, and raise their
willingness to continue to invest in the electronic exchange platform. This in
turn will help sustain electronic cooperative relationships.

5.2 Suggestions

This study investigates the effects of the organizational characteristics
of supply chain partnerships on the sustainability of cooperative
relationships. It also tests the effects of factors (unique to the automobile
industry) on the sustainability of the electronic cooperative relationship.
However, other factors might affect the sustainability of the electronic
cooperative relationships in other industries. Therefore, future research
should focus on industries with different characteristics, such as 3C retailers,
clothing and accessories retailers, and convenience stores to compare
differences in the results.

Casual relationships and dynamic changes are difficult to describe
accurately using cross-sectional data. The questionnaire of this research
focuses on current cooperative relationships and does not examine the stage
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of development in the supply chain partnership. However, alliance by itself
is a dynamic interactive process. At different times and in different stages,
the degree to which these factors are significant might vary significantly.
Jap and Ganesan® believe that during the initial exploration stage of the
cooperation, investment by both parties helps develop commitment; during
the final stage of the cooperation, drawing up contracts helps sustain more
commitment. Therefore, during the different stages of the cooperative
relationship, different mechanisms produce different benefits. Thus,
suppliers might need to adopt various management styles.

The greater the number of factors affecting the sustainability of the
electronic cooperative relationship, the more it helps to clarify the causal
relationship. However, these factors might not have simple linear
relationships. They might be additive, substitutes of one another, or produce
interactive effects, despite enhancing communication and assisting in
grasping information or achieving the alignment of goals. Therefore, these
mechanisms might produce unique group patterns. In addition, relationship
commitment can be classified as normative commitment, continuance
commitment, and affective commitment to examine the respective effects on
the increased electronic cooperative relationships between supplier and
retailer. Relationship quality can also be elevated to relationship value in
future research.
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