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ABSTRACT

Competition is the nature of market; however, cooperation between firms is good way to increase competitiveness for both sides. In

order to increase their competitiveness, more and more firms are teaming up and forming strategic alliances. The cooperation

between supplier and distributors has become very popular recently. Profit-making is the main purpose of any firm. Therefore,

looking at the cooperation and creation of value chain of many industries, we find the interaction between supplier and distributor to

be very interesting and intriguing. We call such kinf of inter-firm relationship of “competition and cooperation at the same time,” 

“Co-opetition.” The purpose of this study is to explore the relationships among the three types of suppliers and retailers’

relational bonds and suppliers’ influence strategies and retailers’ results. Are there relationship of “competition and cooperation

at the same time,” “Co-opetition.”?
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