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ABSTRACT
ABSTRACT Most scholars believe that the influence strategies could influence in the channel parity’ s conflict and satisfaction.
And furthermore, well communication would foster stability and development of channel relationships. However, cooperative
relationship between firms is still an ideal and expectation in Taiwan’ s motor industry. Because in real world that are still have
many problems in relative power and implementation, so that why we selected the motor industry to be our research objective in
order to study the relationships between agency’ s influence strategies and distributor’ s satisfaction. according to research results,
we discovered 1[0 The most frequencies of influence strategies adopted by the agency were requests and recommendations. Next
were information exchange, promises, and threats. 2[01 When the agent adopted request, recommendation, and information
exchange strategies, distributions felt satisfaction and mitigation of conflict. When the agent adopted promise and threat strategies,
distributions felt dissatisfaction then increased the conflict in marketing system. 30 Some interfered factors when implements the
influence strategies were the dependent on organizations, feedback systems, human network and so on.
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