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Abstract

Given today's rapid development of the Internet and e-commerce, motor
manufacturers are applying Internet technology and tools to integrate their supply
chain. To improve product design, manufacturing and transportation, the continuity of
a cooperative supply chain relationship among suppliers and manufacturersis critical.
Generally speaking, if suppliers can trust the firms they supply, they’ Il share precise
information resulting in a reduction of unnecessary operations for al supply chain
members. Transaction costs can then be reduced, and the bullish effect will decrease.
Supplier attitudes and solid long-term supplier-manufacturer relationships are
important in adding value to the supply chain.

After reviewing the related literature, this study has developed a research
framework that integrates the three perspectives of resource dependence, risk
perception, and relationship marketing to identify the factors affecting the relationship
continuity of a cooperative electronic supply chain. After constructing a structural
equation model, empirical testing on 851 raw material and spare parts suppliers for
the Talwanese motor industry was conducted. All path coefficients in the proposed
model were statistically significant, and were as hypothesi zed.

The primary contribution of this research is the integration of constructs
associated with resources and environmental uncertainty, with relationship marketing
constructs, into a coherent model that jointly predicts supplier acceptance and
relationships continuity of e-commerce. The continuity of cooperative electronic
supply chain relationship involves multi-faceted approaches and multivariate
problems. Selecting just one of the three approaches of relationship marketing,
resource dependence and risk perception for study resulted in some deficiencies. For
instance, only the approach of relationship marketing is explored, resource
dependence and risk perception are neglected. Although an understanding of supplier
willingness to cooperate and support the system of the vehicle company is gained, itis
impossible to know whether the suppliers will cooperate when the system requires
resource investment and adjustment, or whether they will percelve system risk
differently, possibly leading to a disparate course of action. Additionaly, if the
continuity of cooperative electronic relationship is explored directly through
communication rather than mediating variables, then it is impossible to gain a
comprehensive understanding of the influences and causal model in the approach of
relationship marketing. Following communication, the vehicle company still must win
the trust and ultimately commitment of suppliers before it can be assured of supplier
willingness to engage in continuous cooperation. This empirical study provides
consistent support for the B2B e-commerce acceptance model. Given the high
explanatory power of the resulting mode, it is likely to serve as the basic model for
enhanced understanding and predicting suppliers behavior of cooperative electronic
relationships.

Keywords. Continuity of cooperative relationships, Resource dependence, Risk
perception, Relationship marketing.
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X’ df y2/df GFI AGFI RMR NFI NNFI CFl

559.4582 168 3.3301 0.81520.7459 0.06350.8717 0.8821 0.9057

447.6252 149 3.0042 0.84020.7748 0.05190.8917 0.9034 0.9242
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)

=241 GFI= goodness of fit index; AGFI= GFI adjusted for degrees of freedom,;
RMR=root mean square residual; NFI= normed-fit index; NNFI= non-normed-fit index;
CFl= Bentler's comparative fit index;

SEM GFI =0.8565 NFI

=0.9034 NNFI =0.9200 CFl =0.9342 0.9 AGH =0.8052
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