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Abstract: Thailand is a leading regional and global automotive manufacturer. It was ranked the first among
ASEAN countries and 15th in the world in 2012. It is also a major regional production base for motorcycle and
automotive parts. The car production has been steadily increasing since 1999. The concept of relationship
commitment between buyers and sellers has generated lot of interests and has been the central focus in
relationship marketing research. This paper is perform to propose a study of the power influence in the
relationship commitment between dealers and suppliers in the Thai automobile industry.
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INTRODUCTION Problem Statement: In many organizations, creating

The automotive industry is one of the main industries important to ensure effectiveness. In a distribution
in Thailand with significant contribution to the economy, business environment, establishing and maintaining a
employment, value added and automotive technology network of satisfied dealers is crucial to allow business
development in Thailand as well as supply chain related organizations to complete successfully, because forging
industries. The automotive industry is  one  of  the  main effective partnerships with suppliers and dealers can be
industries in Thailand that generates economic value for beneficial to both buyers and sellers [1]. The automotive
the country. Due to consistent economic and industrial industry is no exception in that developing long-term
growth in Thailand and Asia, in 2014, Thailand relationships at all levels of the  distribution  channel
automotive production capacity manage to exceed 3 plays an important role in ensuring business success,
million vehicles each for automobile and motorcycles. particularly in an increasingly competitive environment

At present, it is one of the largest industries in the where there are many redundant and deflationary
country, which is crucial for the growth and security of products offered to a saturated market [2].
economic system and national development. The industry Most studies in industrial marketing have  focused
has links with a variety supporting  industries,  which on industrial relationship between manufacturer or
tend to be small  and  medium  enterprises  (SMEs), as original equipment manufacturers (OEM) and their
well as those producing raw materials such as those supplier [3,4]. In the automobile business, research on
manufacturing metal sheets, rubber products and dealer and supplier relationship is limited [3, 5] especially
engineering plastic products. Since the initial formation of from the perspective of the dealers [6]. Therefore, there is
Thai automobile industry in 1960, this industry has a need to obtain more insight into the business
gradually grown up. Consequently, automobile business environment and the nature of franchising structure of the
is of ultimate importance for employment, revenue and automobile industry in order to understand the dealer-
industrial growth, resulting in added value in the nation supplier relationship.
and continuous development of industrial technology
which promote and increase the capabilities for Research  Objectives:  The  general objective of this
competition of countries in the world trade. study is to investigate the antecedents of relationship

successful working relationships at various levels is
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commitment. Accordingly, the specific objectives are [10,12]. Commitment has been shown to lead to
delineated as follows: relationship maintenance [13], cooperation, long-term

To determine the level of relationship commitment terminate relationship [14,15]. It is a fundamental
toward the suppliers in the Thai automobile industry. prerequisite for successful industrial marketing
To investigate the relationship between trust and relationships and is considered to be central to all
relationship commitment among car dealers in the relational exchanges between the firm and its various
Thai automobile industry. partners [9,16] and may well become a focal point of
To examine the relationship between the mediated explanation in marketing, as the discipline moves further
(legitimate, reward and coercive) and non-mediated away from the transactional view of exchange and
power (expert and reference) on relationship embraces the relational view [17].
commitment of car dealers in the Thai automobile There are several definitions of commitment within
industry. the literatures of distribution channel. [10] defined
To examine the mediating effect of trust on the commitment as an exchange partner believing that an
relationships between use of powers and relationship ongoing relationship with another person is so important
commitment. as to warrant maximum efforts at maintaining it. Other

Significance of the Study: The study makes a valuable maintaining a relationship with a partner [13,18,19], a
contribution to both theoretical and practical perspectives desire to maintain a value relationship to both parties
in dealer-supplier relationship commitment automobile (buyer-seller) [20] and an implicit or explicit pledge of
industry. Most research studies characterize the buyer- relational continuity between exchange partners [9].
supplier relationship as a long-term relationship which Relationship commitment has also been referred to as one
requires that the suppliers gain an in-depth knowledge of member’s identification with another member and its
the buyers’ behavior and satisfaction in order for them to internalization of common norms and values with another
achieve a sustainable competitive advantage over the member [12]. Commitment increases the efficiency of
rival suppliers. One of the most important key constructs exchange relationships by establishing relational norms
in this  evolving  paradigm  of   long-term   relationship that include flexibility and solidarity [16] as well as
in a buyer-supplier context is relationship commitment enhances effectiveness because the parties can maximize
[7,8]. their returns over a series of transactions [21].

Literature Review the partner’s qualities (perceived reliability and integrity),
Relationship Commitment: Commitment between buyers relationship commitment involves a psychological
and sellers has been well established as a crucial factor in attachment, a concern for the welfare of the organization.
relationship development and continuity [9,10].  Research In this affective approach, relationship commitment
has shown that relationship commitment has many results more from an identification process (congruence
benefits, including reducing uncertainty, increasing in values, affiliation and belongingness) than from an
exchange efficiency and satisfaction and enhancing evaluation process where it is worth maintaining the
performance and profitability [11,12]. This study includes current exchange relationship.
commitment in the dealer-supplier relationship and the In supplier-dealer relationships, commitment is
elements that support such commitment. We focus on referred to as a desire to develop a stable relationship, a
relationship commitment because we are interested to willingness to make short-term sacrifices to realize long-
know how relationship commitment affects dealers’ term benefits from the relationship [11,17]. According to
perceptions of threats and opportunities toward the [10], commitment to the relationship is defined as a desire
suppliers in a radically changing regulatory environment. to maintain a valued relationship. Relationship value

Commitment is one of the most popular issues in corresponds to the belief that relationship exists, only
relationship marketing research during the past decades when the relationship is considered important. Enduring
because  the  marketplace has  become  more  competitive. desire to maintain the relationship reflects a committed
Many researchers realize the importance of commitment as partner who wants the relationship to endure indefinitely
a major determinant of long-term relationships and and is willing to work at maintaining it. Based on the
theorize that the presence of relationship commitment and review of literature, commitment consist of two major
trust is central to successful relationship marketing aspects: importance and outcome of commitment.

orientation, loyalty and decreasing propensity to

scholars defined it as an attitude towards the act of

Therefore, while trust is based on an evaluation of
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Literatures indicate that commitment is important, The literature on marketing has provided numerous
resulting in the desire to maintain the relationship.
Researchers commonly proposed that commitment is the
positive feeling that buyers have toward their relationship
with a seller, which in turn encourages them to maintain
the relationship indefinitely. The key to develop a high
level of commitment is to assist the buyer in realizing the
importance of their relationship with the seller. As a result,
there is a need to carry out a research to determine the
factors that encourage a high level of commitment
between the buyers and sellers, as a means to realize long-
term benefits.

Rodriguez et al., [22] argued that relationship
commitment represents the highest level of ties among
participating parties. It refers to how deeply organizations
or individuals are involved in a transactional exchange
relationship and the extent to which they maintain the
relationship over a long period. Along with trust, it is an
important variable which may lead to mutually beneficial
relationship on a longer term basis [10,23] described
relationship commitment as a psychological attachment in
which even the future welfare of an organization is based.

In a business relationship, prior research suggests at
least two forms of commitment: affective and continuance
(calculative) commitment. Affective commitment refers to
an affective state of mind an individual or partner has
toward a relationship with another individual or partner.
Other scholars stated that affective commitment creates
favourable intentions that help to preserve and reinforce
the relationship [15]. Affective commitment is based on a
general positive feeling towards the exchange partner. It
is brought about by a person sharing, identifying with, or
internalizing the values of the organization [10] and
generally seen to reflect feelings of unity or cohesion in
a relationship. A high level of unity is likely to be sensed
when a distributor views its supplier firm as sharing
common business interests and being an ally [9]. Thus,
affective commitment is a genuine feeling that exchange
partners have toward one another. This type of
commitment should be the factor that encourages
exchange partners to view the relationship as being
important and thus genuinely encourage them to stay in
the relationship. A number of researchers in marketing
relationship used affective commitment when measuring
commitment in their studies [8,10,23].

Trust: Trust is one of the most widely examined concepts
in relationship marketing [9,21]. It has been established to
be a central factor in relationship by various researchers
[20]. It is central to long-term relationships and develop
over time between partners. 

definition of  trust.  Most  definitions  involve  a belief
that the exchange partner will act in the best interest of
the other partner. For example, trust is defined as one
party’s belief  that  its needs will be fulfilled in the future
by  actions  taken  by  the  other  party  [11,21]  viewed
trust as a kind of willingness to rely on an exchange
partner in whom one has confidence. [10] conceptualized
trust  in  terms of confidence and reliability. Trust is a
belief or conviction about the other party’s intention
within the relationship. [5] demonstrated that trust is the
dimension of business relationship that determines the
level which each party feels they can rely on the integrity
of the promise offered by the other. [21] trust is
willingness to rely on an exchange partner in whom it has
confidence. [22] mentioned that a betrayal of trust by the
supplier could lead to defection, which means taking
mutually agree words as fact and reducing one’s
perception of the likelihood that either party will act
opportunistically.

Morgan and Hunt, [10] argued that trust is the most
important antecedent of commitment. When participants
in an exchange relationship trust each other, they are more
likely to resolve difficult issues such as conflict and low
profitability. In other words, trust generates relationship
commitment that may lead to a longer term relationship [9].
Trust can be defined as confidence in the partner’s
honesty and belief. Trust can thus be further defined as
a willingness to rely on the partner for reliable exchange
and transactions in a long term manner [2].

In relationship marketing literature, trust is generally
considered as a key antecedent of relationship
commitment [10]. Individuals are reluctant to commit
themselves unless they have confidence in the service
provider’s ability to constantly meet their expectations in
the future (reliability) and in its willingness to avoid any
behavior that could be detrimental to them (benevolence).
When they distrust a supplier, consumers tend to become
less involved in the service relationship and to decrease
their potential vulnerability to the partner.

Power:  Power  in marketing channels refers to the
source’s ability to influence decision variables in the
marketing strategy of the target at a different level in a
given  channel.  Power is normally considered significant
for  the  understanding  of  buyer-supplier  relationship.
[1] stated that “power must be defined and examined in
such a manner as to enrich our understanding of
behavioral interactions and outcomes between channel
members”.
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The issue of “power” in the distribution channels has CONCLUSION
received considerable attention in both academic and
practitioner journals. A number of power theoreticians
have put emphasis on the importance of treating power
not as an attribute, but as a relationship. [1] argued that
when conflict happens power is used to solve it. Power is
a fundamental inter-organizational influence phenomenon
because influence is clearly defined as “the use of
power”. Earlier, [6] provided that power is the ability to
get someone to do something he or she would not have
done. For example, “A has the power over B to the extent
that A can get B to do something that B would not
otherwise do” (Dahl, 1957) or “When an agent, O,
performs an act resulting in some change in another
agent, P, it could say that O influences P. On the other
hand, if O has the capability of influencing P, it could say
that O has power over P” (Cartwright, 1965). 

Caceres and Paparoidamis, [8] applied the notion of
power to marketing channel. According to them, power of
a channel member is his/her ability to control the decision
variable in the marketing strategy of another member in a
given channel at a different level of distribution. It should
be different from the influenced member’s original level of
control over his/her own marketing strategy. [1]
suggested a theme of potential influence or control of
behavior as the basis of power. When analysing different
existing definitions of power in marketing, the themes of
“ability to change behavior” by “influence or control” on
“decision activities” appear repeatedly. In short, power is
the potential or ability of one individual or group to
control or influence the behavior or another.

Methodology: With regards to time horizon, there are two
options available. The first option is a longitudinal study
and the second cross-sectional study. The longitudinal
study is more appropriate when the researcher aims to
seek how things vary over time, which requires data to be
collected from the same sample units at multiple points in
time. In a longitudinal study, data are collected over an
extended period. On the other hand, in a cross-sectional
study, data for dependent and independent variables are
collected and measured at the same point of time where
the sampled people are asked to reflect their past
experience on research questions. The present study
engaged in a cross-sectional study where data were to be
gathered once to discover simultaneously the
relationships between power, trust and relationship
commitment. Furthermore, the present study selected
cross-sectional over longitudinal design because of
budget and time imposition. This study considered each
car dealer’s response as a unit of data source. 

Fig. 1.1: Integrative Framework

Based  on  the  relevant  literatures,  a  conceptual
model of  the  effect of relationship commitment in
supplier was developed. Apart from  the  direct
relationship  between  mediated   and  non-mediated
power on relationship commitment, this study also
considered the mediating effect of trust on the
relationship between power and relationship commitment.
We therefore developed an integrative framework as
shown in figure 1.1.

This study focused on the Thai context to develop
and test the model. Future studies should further develop
this construct to provide a deeper understanding of it in
Thai. Because culture may have a significant influence on
the conceptualization of trust, power and relationship
commitment and their interrelationship, future studies
should examine configural and structural differences in
these constructs and their relationship in different
cultures. For example, studies should be conducted in
Malaysia, Singapore and Indonesia to validate further the
current findings.
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