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ABSTRACT

The purpose of this research is to explore the impact of formating distribution network’s motives to
network structure, partner’s behaviors and performance. By the empirical method, the context selected for this
research was the information and electronic, automobile, food and textile industry in Taiwan. Factor analysis,
cluster analysis and path analysis, were conducted for the verification of each hypothesis. The major
conclusions of this research are summarized as follow:

1.The higher formating distribution network’s motives, the interorganizational link will trend toward
relational.

2.Relational Structure can conduce constructive behaviors and higher performance.

3.Higher constructive behaviors will conduce higher performance, higher destructive behaviors will conduce
lower performance. “benevolence”, “affective commitment” and “noncoercive power” will have impact on
entire performance, “dependence”, “coercive power” and “noncoercive power” will have impact on
individual performance.

4.When the constructive behaviors and lower destructive behaviors exist between channel members, using
impersonal coordination can make higher performance; when the higher destructive behaviors exist between
channel members, using personal and group coordination can make higher performance.

Keywords: channel network, motive, conflict, coordinating mechanism
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