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ABSTRACT

it is very important to puild up 'and maintain the "Partners
Relationships”under the eurrent‘competitive situation - Because It
could create Firms’ competitive position and sustain their competitive

advantage -

Due to the improvement and popularity of Information Technology

Lead the “ information flow” is in everywhere and to get the desired

information is easy and less expensive - In the past - the various

information like a “ closed loop” and consumers are not possible to get

what they want - But now all the situations are changed - All the
information are transparent - Furthermore > The differentiation between
you and your competitors is getting similar > also the appearance of

products is closed too Therefore - how you could keep being expected



by your distributors - keep customers to buy from you > or keep

cooperating with you based on long term basis ?
Facing such changes and challenges extremely that the firm is
seeking for any constructive ways to keep creating the differentiation

and competitive advantages - They contact the current suppliers and

distributors who are in the upstream and downstream and then to
select whom will be the right Partners to build up the long term

partnering relationship - In order to cooperate closely to meet the
market requirements perfectly > So regarding to the Partner

Relationship that | particularly establish a realistic model with five key

basic steps as below chart

The five key basic steps : ( Partners-Relationships )

1. Build up

2. Accumulate ~ Maintain

3. Leverage
4. Measurement

5. Terminate or Repair
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