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ABTRACT

This study tried to find how these components of quick response, including the goods delivery
efficiency, information technology, efficient customer response, order processing, and
information sharing afect the degree of cooperation, satisfaction, and cooperation intention.
The results show that the supplier’s quick response ability has significant positive influence
on the channel performance.

INTRODUCTION

Many enterprises are facing the competitive environment of value and speed. Both the
sensitivity of the market and quick response ability are important characteristics help the
enterprises to exit and succeed. The decisive factors for the enterprise’s future value depends
on the ability of new product introduced, new market developed, and response to the market
demand. The quick response system can shorten the cycle of manufacturing, distribution and
sale to lower inventory investment, faster inventory turn, fewer stock-outs. Quick response is
to cooperate with their suppliers. The enterprises can response quickly to the market demand
by the implementation of information technology and logistic system. The key factors of
quick response to succeed are the supplier selection and the right measurement reports.
Because of the supplier selection is a decisive factor of supply chain management and the
quick response ability is a decisive factor that helps the enterprises to get commercial
information and strengthen time- based competition.

This study focused on the ability of quick response and built up a specific measurement index
for the supplier selection. The result could be used to measure the supplier’s quick response
ability. The results of the quick response depend on the channel relationship. Many empirical
studies of channel relationships have focused on prediction several interesting constructs such
as power used, conflict, satisfaction, and trust- commitment. This study is different from the
previous studies and also builds up a model to discuss the influence of the supplier’s quick
response ability on the channel performance.

LITERATURE REVIEW AND RESEARCH HYPOTHESES
This study tried to find how these components of quick response, including the goods delivery



efficiency, information technology, efficient customer response, order processing, and
information sharing affect the degree of cooperation, satisfaction, and cooperation intention.
Goods Delivery Efficiency
Several researchers have addressed the importance of considering multiple factors in buying
decisions. Dickson (1966) presented over 20 supplier attributes that managers consider in the
supplier evaluation process and analyzed the data from 170 purchasing managers before
concluding that delivery performance is one of the most important criteria in assessing
suppliers. Christopher et al. (1979) discussed the importance of both tangible and intangible
measures for supplier evaluation. The tangible measures included defect-free materials and
products, timely service, and accurate order processing. The intangible measures consisted of
responsiveness and communication of the supplier, and the credibility of the supplier in
offering terms and due dates. A comprehensive review of supplier selection methods by
Weber et al. (1991) reported that 47 of the 76 articles in the review utilized more than one
criterion. With the advent of manufacturing strategies such as just- in- time (JIT), there is
increased attention on multiple criteria such as delivery et a. (Chapman and Carter 1990). A
comprehensive list of factors for supplier evaluation can be found in Barbarosoglu and Y azgac
(1997). The following relationship is expected:
H1: Higher goods delivery efficiency is associated with higher degree of cooperation,
satisfaction, and cooperation intention.
Information Technology
Information technology is often touted as a vehicle for capturing, tracking, sorting, and
providing information to advance knowledge, thus leading to improvements in
service-delivery efforts. Information is employed as a stabilizing or adaptive mechanism to
gain leverage or control over a turbulent environment. Information often is employed in a
symbolic manner, that is, to gain legitimacy for a predetermined or self- serving decision
aternative (Argyris 1977; Feldman and March 1981). With the computer revolution came the
resurgence of the old desire to rely on information to steer problemsolving activities. Now
that computer technology can collect, process, and disseminate vast amounts of data,
advocates once again have begun to promote a signal approach to organizational problem
solving. Relying on themes such as the learning organization, continuous learning, or double-
loop learning, proponents look to information and its associated technology as a vehicle for
promoting greater problem solving capabilities in organizations (Drucker 1999). The
management literature is replete with advice on using technology to create knowledge
workers, to establish intellectual assets, and to ingtill information literacy (Choo 1998). Thus:
H2: The degree of cooperation, satisfaction, and cooperation intention is high as the
information technology is good.
Efficient Customer Response



These buyer- supplier long- term relationships are distinguished by their repeated interactions
that enable the sellers to garner knowledge about the customers' specific needs over time, and
thereby create a more- efficient process of interacting to deliver a more- effective, customized
service. Some researchers propose that connecting and building relationships with clients is
essential (Noddings 1984). On the other hand, others suggest that remaining (emotionally)
detached from the client and even conveying arrogance is critical to delivering professional
work (Pierce 1995; 1996). Previous research implies that service professionals actions fall
aong a continuum in their service- delivery strategies. There are those who adopt an
expertise- based strategy, by controlling the delivery process and expecting clients to adapt to
their needs and style. In contrast, there are those who essentially become partners with their
clients and collaborate in solving the client's complex problems. From this discussion, this
study predicts the following relationship:

H3: The relationship between the efficient customer response and the degree of cooperation,

satisfaction, and cooperation intention is positive.

Order Processng

Examples d industries that have adopted and incorporated these concepts as vehicles for
improvement are numerous. Kurt Salmon Associates (1993) report the adoption of efficient
consumer response by the grocery industry, which requires information sharing between
suppliers and the stores. Stalk et al. (1992) discuss how the distribution centers at Wal- Mart,
a discount retailer, obtain information on the inventory status of various products stocked at
their stores and use such information in making replenishment or delivery decisions. A recent
article in Forbes (1997) reports that the distributors for Heineken, a Dutch beer manufacturer,
can increase or decrease their orders via Heineken's Web page, and Heineken can quickly
reroute shipments or adjust production. Another example that is somewhat related to the
model studied here is Campbell Soup and its continuous replenishment program. Campbell
Soup establishes electronic data interchange links with retailers. Every morning, retailers
electronically inform the company of their demand for all Campbell products and of the level
of inventoriesin their distribution centers. Campbell uses that information to forecast demand
and to determine which products require replenishment based on upper and lower inventory
limits previoudly established with each retailer (Fisher 1997). In recent years, the field of
supply- chain management has gone through drastic changes. Numerous companies in various
industries have undertaken major initiatives such as re- engineering efforts and investment in
information technology to better manage their channels and reduce inefficiencies in their
supply system. Re-engineering efforts have resulted in more coordination and cooperation
between parties in the supply chain in the form of aliances and partnerships, emphasis on
logistical issues when designing a product (e.g., delayed differentiation and postponement),
modular product and process design, agile supply networks (Feitzinger and Lee 1997), among
others. Investment in IT however, has resulted in the availability of more information on



channel activities to decision makers, who, in turn, must find ways of incorporating them in
their day-to-day decisions to achieve better material flow and on-time deliveries. Therefore:
H4: When the order processng is good, the degree of cooperation, satisfaction, and
cooperation intention will be high.
Information Sharing
An important characteristic of any buyer- supplier relationship is the amount and type of
information that is exchanged between the contracting parties. Buyer- supplier networks are
characterized by greater information exchange than arm’ s- length transactions. This enhanced
information exchange allows for greater production efficiency. An important decision made
by a potentia buyer and supplier is the manner in which they choose to organize their
exchange. As Williamson (1975; 1986) notes, different types of buyer-supplier relationships
can be viewed as different points on a continuum between markets and hierarchies. As aresult,
there is no bright line clearly distinguishing one exchange relationship from another. However,
there are certain characteristics that one relationship may have more of than another. For
example, relative to an am’ s- length relationship, firms that are part of a buyer- supplier
network exchange more information (e.g., about product design, production process, and
demand forecasts). Further, the information is often proprietary and tends to be exchanged
earlier in the design and production phases. This information exchange enhances efficiency by
allowing more innovations to be incorporated earlier into the product design and production
process, thereby enabling the firms to more rapidly respond to market and technology changes.
The computer and electronics industries have become intensive users of buyer-supplier
networks. A more recent example is e commerce firms, which, because of their perceived
need to bring their products and services to the market quickly, often outsource their back-
office, production, order- fulfillment and other activities to their network partners (Clemons
and Hit 2000). Thus, this study predicts the following relationship:
H5: When the degree of information sharing is high, the degree of cooperation, satisfaction,

and cooperation intention will be high.

RESULTS AND CONCLUSION

The results show the chi-square goodness-of-fit measure and other fit indicators are good
enough to suggest that the model fit the data acceptably. The results show that the supplier’s
quick response ability has significant positive influence on the channel performance. If the
cooperating partners could not build trust between each other, they would not share
information. If the supplier can coordinate voluntarily, induce loyalty, provide compelling
value to the other, obtain operating in coordination from the other, and share selling
information each other. Then the quick response strategy will be successve. The total
satisfaction and individual satisfaction has significant positive influence on the cooperation
intention, but the degree of cooperation has no significant influence on the cooperation



intention. These results showed that the supplier who value long- term partnership should not
only concern the partner’s profit, but also pay attention to the quick response ability. The
partner may look for another supplier who is better in the quick response ability. The main
contribution for this study includes the following aspects. First, this study built up a model of
the supplier’s quick response ability, which could provide away to measure the partner’s
quick response ahility, the supplier’s selection, and the supply chain management. Second,
these results could be used to weight the supplier’s score to compare the supplier’s quick
response ability with the others. The enterprises could understand the main components and
integral score of quick response ability for their suppliers. Third, the enterprises could provide
their suggestion for the suppliers to improve their response ability. In addition, they culd
improve their cooperating relationship with the suppliers by implementing point of sales and
economic ordering system equipment, and sharing the management and slling information.
Lagt, this study discussed the effects of the quick response ability to the channel performance.
These results can help the executive to implement supply chain management, and also provide
an empirical investigation support when they try to implement quick response systemwith
their partners.
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