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Channel Structure and Strategic Choice in
Distribution Channels
Brent M. Wren

Abstract

Though marketing in general has adopted a strategic orientation, little attention has been given to
strategy choices within distribution channels.  The importance of marketing channel strategy decisions
is highlighted by 1) their inherent long-term consequences and 2) the constraints and opportunities that
they represent. The present paper incorporates strategic management theory into marketing channels
literatures to examine the impact of different channel structures on the choice of a generic channels
strategy. Specifically, the contingent effects of channel power/control and the degree of vertical
integration are examined as they affect the choice between the generic strategies of overall cost-
leadership, differentiation, focus, and combination strategies.  Propositions are developed to stimulate
interest in this area.
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During the late 1970s and early 1980s, the position
of  marketing within most firms was eroded or
displaced by developments in strategic planning
(Day and Wensley 1983). The cause of  much of
this deterioration can be attributed to multiple
factors, including: marketing�s short-run
orientation, a fixation on the brand-unit level of
analysis, lack of  rigorous competitive analysis, and
the lack of  an integrated strategic framework
(Anderson 1982; Day and Wensley 1983; Wind and
Robertson 1983). The advent of  the 80s has
required a significant evolution in planning
practices that presented an opportunity for
marketing to reassert itself  as an important
influence in organizational development (Gluck,
Kaufman, and Walleck 1980). The emergence of
this opportunity is due in part to marketing�s
adoption of  a strategic management perspective.

The essence of  the strategic management
perspective is an integrated organizational
emphasis on securing and sustaining a competitive
advantage (Day and Wensley 1983). Researchers in

the marketing discipline have begun to adopt this
perspective, as evidenced by the emergence of
research on environmental management (Zeithaml
and Zeithaml 1984), strategic planning (Anderson
1982), competitive advantage (Day and Wensley
1988), the implementation of business strategies
(Ruekert and Walker 1987), and strategy-
performance relationships (McDaniel and Kolari
1987; McKee, Varadarajan and Pride 1989). This
growing body of  research suggests that the field of
marketing is starting to realize its strategic role in
ensuring the long-run success of  firms.

Though the field of  marketing, in general, has
adopted a strategic perspective, one particular area,
distribution channels, has been relatively slow to
embrace this perspective. Besides research on the
manipulation of  power and influence attempts,
little attention has been given to the study of
channel strategies. The importance of  marketing
channel strategy decisions is highlighted by 1) their
inherent long-term consequences and 2) the
constraints and opportunities that they represent
(Dwyer and Welsh 1985). The development of
relationships in a marketing channel often takes a
great deal of  time and effort. Therefore, any
decisions made concerning these relations take on
added strategic importance. Given this, the
incorporation of  strategic management theory is
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very relevant to the study of  distribution channels.

The intent of  the present paper is to examine how
one strategy concept, choice of  a generic strategy,
can be applied in a channel context. This will be
accomplished by examining the contingent
relationship between channel structure (e.g.,
transactional and bureaucratic form) and
subsequent choice of  a generic strategy. The basis
of  the discussion of  strategy will be Porter�s (1980)
strategy typology, though supporting literature will
also be used. It is hoped that the propositions
developed within the paper will stimulate interest
in applying strategy concepts in this complex area.
The paper will first provide a brief  discussion of
the literature on channel structure. Next, an
introduction to Porter�s generic types, as well as a
�combination� strategy, which has emerged within
the management literature, is also provided. Then
propositions are developed, based on relevant
theoretical considerations and the implications of
the study are discussed.

Development of  Channel Structure

The marketing channels literature has given
considerable attention to the study of  channel
structure. Early researchers discussed channel
structure in terms of  the functions performed by
channel members (Mallen 1973). The basic idea
was that these functions could be allocated in
different mixes among the various channel
members depending on the characteristics of  the
channel. As structure research evolved, several
common elements emerged, which were seen as
varying across different channels, including: the
number of  channel levels (i.e., number of
intermediaries involved), the intensity at the various
levels (the number of  intermediaries at each level
of  distribution), and the types of  intermediaries at
each level (i.e., retailers, wholesalers, distributors)
(Rosenbloom 1987). Thus, channel structure was
essentially treated at a micro level, rather than
examining the more macro issues such as: how
firms decide who will perform what activities, the
costs and trade-offs involved in using various
channel strategies, and various extraneous factors
affecting channel relations.

More recent research in channel structure examines
both macro and micro issues. The majority of  the
current research on channel structure focuses on
one of  two broad operationalizations of  structure:
transactional form or bureaucratic form. Though it
could be argued that the degree of  relationalism
also reflects the structure of  the relationship,
transactional form and bureaucratic form are the
most widely accepted.

Transactional Form

Transactional form research flows from work done
in the transaction costs analysis (TCA) area.
Largely attributed to work done by Williamson
(1979, 1981), this research is concerned with
appropriate governance structures and whether
particular activities should be performed internally
or externally. For example, part of  Stern and Reve�s
(1980) political economy paradigm examined the
internal economic structure of  the channel. This
operationalization was concerned with decisions
about the level of  vertical integration present in a
channel relationship. Several researchers have
examined the costs and benefits of  using vertically
integrated channels (cf. Dwyer and Oh 1988; Heide
and John 1988; Noordewier, et al. 1990). These
researchers have shown that external (market)
transactions are superior to internal (relational)
ones when: (i) environmental uncertainty is low,
(ii) there are low levels of  transaction-specific
assets required, (iii) there is a large numbers
bargaining condition, and (iv) when performance
assessment is straightforward (Reukert, Walker, and
Roering 1985; Dwyer and Oh 1988; Heide and
John 1988; Noordewier, et al. 1990).

Bureaucratic Form

The second commonly used operationalization of
structure involves the examination of  the
bureaucratic form of  the channel. Developed from
Weber�s (1974) notion of  bureaucracy, this
perspective examines such structural dimensions as
centralization, formalization, and specialization/
differentiation as they relate to the performance of
the channel (Reukert, Walker, and Roering 1985;
Dwyer and Oh 1988; Stern and Reve 1980). The
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focus of  this approach is on the power, authority,
and control of  the channel. It is generally
hypothesized that the effectiveness, efficiency, and
adaptiveness of  the channel can be improved by
increasing centralization, formalization, and
specialization, respectively. Centralization refers to
the extent to which decisions are shared within the
channel system. Formalization involves the degree
to which activities and social relationships are
governed by rules, procedures, and contracts.
Specialization/differentiation represents the degree
to which tasks are divided into unique elements
(Reukert, Walker, and Roering 1985).

Though this discussion of  channel structure has
presented each perspective separately, the most
useful research effectively combines both
perspectives (cf., Stern and Reve 1980; Dwyer and
Oh 1988; and Reukert, Walker, and Roering 1985).
Though this research is generally more explanatory
in nature, it provides greater understanding of
channel structure. Thus, the present paper will
utilize aspects of  both perspectives in developing
propositions. Specifically, I will be concerned with
how varying levels of  vertical integration and
power/control within the channel affect the choice
of  a generic strategy. Before developing
propositions, I first need to provide a brief  review
of  the strategy framework to be utilized.

The Strategic Framework

The work by Porter (1980, 1985) defines three
generic strategies which firms might choose to
pursue in order to establish a competitive
advantage:  overall low-cost leader (OLC),
differentiation and focus. Competitive advantages
accrue from a combination of  firm strengths,
industry structure, and the firm�s ability to cope
with five competitive forces (threat of  new
entrants, threat of  substitutes, bargaining power of
suppliers, bargaining power of  buyers, and/or
rivalry among existing firms). According to Porter
(1985), a firm�s competitive advantage combines
with its scope of  activities (competitive scope) to
determine which of  the three generic strategies the
firm will choose. The generic strategy, will, in turn
affect the performance of  the firm.

Overall Low-Cost Leader

The OLC strategy stresses economies of  scale,
proprietary knowledge, preferential access to raw
materials, aggressive pricing policies, cost
minimization, stable product lines and other factors
which lead the firm to become �the� low-cost
producer or supplier in its industry (Porter 1980).
Low-cost leaders tend to �concentrate on standard,
no-frills products and place considerable emphasis
on reaping scale or absolute cost advantages from
all sources� (Porter 1985, p. 13).

Differentiation

Firms stressing the differentiation strategy seek to
be unique in their industry along some dimensions
that are widely valued by buyers (Porter 1985). The
means of  differentiation might include such things
as emphasis on quality, product durability, service,
and/or product or brand image. Firms, which often
succeed at differentiation, are able to charge
premium prices, thus becoming an above average
performer within the industry.

Focus

The focus strategy rests on the choice of  a narrow
competitive scope within an industry (Porter 1985).
The firm following this strategy selects a segment
or subsection of  an industry and sets a strategy to
serve it better than anyone else in the industry. This
focus on serving a particular segment well often
come at the expense of  not serving other segments.
Thus, by exploiting a narrow segment of  the
industry, the firm must sacrifice potential earnings
from the balance of  the industry.

Combination Strategies

Porter (1985) states that each of  his strategies is a
�fundamentally different approach to creating and
sustaining a competitive advantage�. He also states
that firms must choose between pursuing the
overall low-cost strategy and the differentiation
strategy because the two are generally incompatible.
More recently, there has been a good deal of
research concerning the potential for a combination
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strategy (e.g., Hall 1980; Phillips, Chang, and
Buzzell 1983; Wright, Kroll, Tu, and Helms
1991a). This emergent research suggests that the
OLC and differentiation strategies may not be
incompatible, but rather synergistic.

Hall (1980) observed that in certain cases (though
very rarely), the most successful firms
simultaneously pursued both a differentiation and
an OLC strategy. This study was supported by
Phillips, Chang, and Buzzell (1983). These
researchers found that stressing quality (a
differentiation strategy) is not inconsistent with low
costs. In fact, as quality increases, the firm may
lower costs either through improved efficiency or
through achieving economies of  scale. Further
support for a combination strategy is found in
Wright, et al. (1991a). These authors examined the
performance of  firms stressing either
differentiation, OLC, or some combination of  the
two. They found that when firms attempted a low-
cost strategy and were unsuccessful, they tended to
have the lowest performance. Interestingly, the
firms with the highest performance followed a
combination strategy. It appears that following a
combination strategy allows firms to cope with
changes in the industry better than those who
focus on a single strategy.

The literature just discussed provides evidence that
organizations may pursue more than one strategy
at a time, thus allowing for a combination strategy.
Therefore, the current paper will include four
potential strategies from which firms might choose:
OLC, differentiation, focus, and combination. The
following section will develop propositions, which
identify contingent channel conditions (differing
structural issues), which affect the choice of  a
generic strategy.

Development of  Propositions

A number of  management researchers have put
forth contingency approaches, identifying under
what conditions each generic strategy is
appropriate. For example, researchers have
examined the contingent effects of  industry type
(Hambrick 1983; Hill 1988), firm size within an

industry (Wright 1987), and ability to differentiate
products (Hill 1988) on the success of  a chosen
strategy. Many of  these articles provide support for
the propositions developed here.

Vertical Integration and Strategy

As mentioned earlier, the decision of  whether to
perform tasks internally or externally is central to
the development of  channel structure. Here, it is
argued that this decision is also crucial to the
selection of  a generic strategy. Research has shown
that an external focus (i.e., low vertical integration)
will be chosen when there is low environmental
uncertainty, low levels of  transaction-specific
assets, and when performance assessment is
straightforward (Dwyer and Oh 1988; Heide and
John 1988; Noordewier, et al. 1990; Reukert, et al.
1985). It is felt that under these circumstances, the
external orientation allows for more flexibility and
efficiency, with minimal risk. However, when the
environment is highly volatile and more prone to
asset risk from things such as opportunism
(Williamson 1979), the literature suggests that
firms will become more internally oriented. The
rationale for this is that risks can be reduced or
offset by taking control of  as many processes as
possible. For example, by vertically integrating,
firms can reduce the risk of  resource shortages.

Research from the strategic management area can
provide insight into what this means in terms of
strategic choice. Wright, Kroll, Chan, and Hamel
(1991b) view organizational strategy as a spectrum
ranging from internal orientation to external
orientation. On the internal end, are cost
minimization, low cost leader, and defender
strategies, consistent with the vertically integrated
firm? At the other end of  the continuum are
maximizing, prospecting, and differentiating
strategies, consistent with the nonintegrated firm.
This research indicates that when firms are
internally focused, they incur lower costs due to the
emphasis on stable technologies and efficient
operations (Wright, et al. 1991b; Segev 1989). The
emphasis on lower costs allows the firm to
establish itself  as the low-cost leader in the
industry. Thus, internally focused (highly
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integrated) firms are more likely to exhibit
characteristics of  a low-cost leader.

On the other hand, firms, which are externally
focused, tend to be more technologically active,
with higher costs and more innovative outputs
(Wright, et al. 1991b; Segev 1989). This emphasis
on technological advancement and innovative
outputs allows a firm to position itself  in many
different ways. Firms might choose to differentiate
themselves in terms of  high quality, premium
features, technological leadership, etc. When the
firm achieves this sort of  differentiation, it is better
able to attain higher returns. Thus, firms, which are
externally focused, are better able to concentrate on
differentiating themselves from the rest of  the
industry.

In terms of  a combination strategy, there is
evidence to suggest that firms, which generate high
growth and high profits, are better equipped to use
both a differentiation and an OLC strategy
(Hambrick 1983; Hill 1988). For example, Wright
(1987) suggests that larger firms in an industry are
in a better position to choose between OLC and
differentiation strategies. In other words, both OLC
and differentiation strategies are available to firms
with high profitability and market share (Wright
1987). If  we look at this in relation to the degree
of  vertical integration, one would expect that
firms, which are moderately integrated, would be
better able to implement a combination strategy
than firms at either extreme. The reason is that
firms, which have the low cost focus of  an
integrated firm and the ability of  the nonintegrated
firm to differentiate, are able to reap synergistic
benefits (Phillips, et al. 1983). Research suggests
that firms stressing high quality are able to
minimize costs through improved efficiency, while
simultaneously differentiating themselves as a
premium product company. When combined, these
strategies produce enhanced economies of scale
and improved ROI. The end result being stronger
market positions. Thus, firms which are moderately
integrated are better able to implement a
combination strategy. On the basis of  this
discussion, the following propositions are
developed:

P1: Firms which are highly vertical integrated are
more likely to choose an OLC   strategy.

P2: Firms with low levels of  integration are more
likely to choose a differentiation strategy.

P3: Firms which are moderately integrated are
better able to choose a combination strategy.

Power/Control and Strategy

The phenomenon of  power and control is one of
the most frequently examined topics in the
marketing channels literature. Researchers have
long sought to understand how different
relationships and power structures within the
marketing channel affect the decisions of  channel
members (cf. Bucklin 1973; Gaski 1984; Pondy
1967). Power is generally seen as the ability of  one
channel member to change another�s behavior,
thereby controlling the decision variables of  the
other member (Gaski 1984; Stern and El-Ansary
1977). Some researchers take the position that
power is necessarily a negative aspect in that, those
who possess it will attempt to influence exchange
partners by use of  coercive influence strategies
(Frazier and Summers 1986; Robicheaux and El-
Ansary 1975). Other researchers stress that power
can be a good thing in that it creates natural
divisions and coordination among channel
members (Frazier and Summers 1986).

It is clear from a review of the literature that the
distribution of  power in the channel is seldom
symmetrical. It is generally the case that one side
of  the exchange possesses some degree of  power
or control over the other. This power rests
explicitly on the fact that the partners are not
always equally dependent on one another. Although
the partners are mutually dependent to some
degree, one partner will generally be more
dependent than the other. When this asymmetrical
situation arises, the decisions of  both the parties
will be affected.

Porter (1980) suggests that when buyers have
power over suppliers (as in the case of  retailing
giant Wal-Mart over its suppliers), they will attempt
to play suppliers against each other, inducing price
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competition. When suppliers have no alternative
outlet for their products (e.g., transaction-specific
assets), Williamson (1979) says that buyers will take
advantage and seek maximal personal gain. When
this occurs, the supplier has two alternatives: focus
or differentiation.

If  the firm chooses a focus strategy, it will attempt
to �own� a particular market segment either
through price leadership or differentiation (Porter
1980). If  the firm chooses to focus on price, it will
attempt to offer the lowest prices for a specific
segment. If  the supplier chooses a differentiated
focus, it will attempt to serve a particular segment
especially well (e.g., service quality). The second
alternative is to attempt an industry-wide
differentiation strategy. Here the firm would
attempt to position itself as a premium product
relative to competition by emphasizing such value
enhancing factors as quality, service, innovation,
and/or brand image. The difference between this
strategy and the focus strategy is the fact that focus
concentrates on a particular segment, while this
strategy is industry-wide.

The choice between these two strategies is likely to
depend on the scope of  the supplier�s activities
(Davis, Robinson, and Pearce 1991a). Small firms
which are essentially regional in competitive
(market) scope will have a hard time creating any
sort of  differentiation for themselves on a national
level. For example, a small aerospace firm may be
unable to differentiate itself  in such a large, capital-
intensive industry. However, it can do quite well as
a supplier of  high quality, precision machine work
to national suppliers. Davis, et al. (1991a) suggests
that these firms should follow an OCL strategy in
order to facilitate growth, eventually leading to the
ability to compete on a national basis. In other
words, due to lack of  breadth and the inability to
achieve economies of  scale, small firms will be
more effective at concentrating on a particular
segment of  the industry.

Supplier firms with a national competitive scope,
on the other hand, will be much better able to
differentiate themselves in the overall market. Due
to their ability to achieve economies of  scale, they

will be able to compete on the basis of
differentiation (Davis, et al. 1991a). While these
firms are able to compete on an OLC strategy,
there is not much incentive to do so. The reason is
that, with rare exception, most of  the firms, which
compete on a national level in a given market, are
equally capable of  competing on price. However,
firms are generally reluctant to undercut the
competition due to the fact that any gains realized
will be short-lived due to counter actions by
competitors. When competing firms counter the
low cost leader strategy, firms must eventually turn
to some form of  differentiation or suffer long-run
consequences for the industry (the �cola wars� are
an excellent example of  this). Thus, once meeting
some minimum level of  price competition, firms
will choose a differentiation strategy. For example,
in the highly competitive market for military
aircraft, price is usually fairly close for all suppliers.
Therefore, the only way that a large supplier of
military aircraft can combat the power of  military
buyers is by differentiating itself  on the basis of
technology. Given this logic, the following
propositions are developed:

P4: When faced with the superior power of
buyers, suppliers with a national competitive
scope will attempt to combat the power of
buyers by choosing a differentiation strategy.

P5: When faced with the superior power of
buyers, suppliers with a regional competitive
scope will attempt to combat the power of
buyers by choosing a focus strategy.

In asymmetrical power settings, it is also possible
for suppliers to have control over buyers, as in the
case of suppliers of scarce natural resources to
buyers. This power is based on the supplier�s ability
to charge higher prices, reduce service, and/or
govern contracts. When buyers have no alternative
sources for the resources mediated by suppliers or
when asset-specific investments make switching
costs prohibitively high (Williamson 1979), buyer
dependency on the supplier is increased. Thus,
buyer dependency leads to enhanced supplier
control.



www.manaraa.com

84 Journal of Management Research

Davis, Schul, and Hartline (1991b) suggest that
firms dealing with high supplier power tend to look
toward vertical integration, elimination of
switching costs, and maximization of  throughput
in order to reduce the dependency on specific
suppliers. Research on the reduction of
opportunism in Distribution channels supports this
contention (Dwyer and Oh 1988; John 1984;
Williamson 1979). The general consensus is that a
firm must either vertically integrate or make
offsetting investments in order to protect itself
from the opportunistic behavior (such as price
gouging) by exchange partners.

As discussed in the section on vertical integration,
the pursuit of  tactics such as integration, cost
reductions, and reliance on standardization of
practices, is consistent with an overall low-cost
leader strategy. In fact, Davis, et al. (1991b) and
Jackson (1985) both suggest that by standardizing
inputs, the cost leader can substantially reduce its
switching costs and thus, reduce its dependency on
a particular supplier (Davis, et al. 1991b; Jackson
1985). However, it would seem impossible to
implement a low-cost leadership strategy while
being subject to potential supplier pressures in
terms of  price gouging and restriction of  supply.
In other words, if  suppliers charge high prices
there is no way for buyers to pursue a low-cost
strategy and remain profitable.

A more feasible alternative for buyers is to make
themselves more desirable to suppliers. The
channel literature suggests that the superior power
of suppliers can be offset when there are
munificent (rich) markets (Dwyer and Oh 1987).
The reason for this is that in high growth markets,
with high profit potential, suppliers see dealers as
a means of  enhancing their own performance, and
are willing to work more closely with dealers to
reap greater rewards. Additional support for this
contention is provided by Heide and John (1988).
These authors suggest that when vertical
integration is not feasible, firms can offset the risk
of  opportunism by developing relational ties with
the stronger firm. When such offsetting
investments are used, power becomes more
symmetrical. Based on these considerations, it

seems that the best alternative for weak buyers
would be to focus on creating a munificent market
to serve. The only way to do this would be through
a differentiated focus strategy. Dwyer and Oh
(1988) suggest that small firms (analogous here to
weak buyers) are relatively incapable of  vertical
integration and price competition on a national
basis. However, these firms can focus on the
development of  highly profitable market niches.
Based on the findings of Dwyer and Oh (1987),
creation of  these high profit niches should then
make the buyer more desirable to suppliers, thereby
offsetting the power imbalance. Based on this logic,
the following proposition is developed.

P6: When faced with high levels of  supplier
power, buying firms will emphasize on a
differentiated focus strategy.

Conclusions

The literature on marketing channels has given a
good deal of  time and effort to understanding the
many interrelationships, which develop between
channel members. In this effort, topics such as
channel structure, power/conflict, environmental
issues, and relational dimensions have been studied
thoroughly. However, the concept of  channel
strategy has received little attention. This paper has
attempted to show how the concepts developed in
strategic management can be used in a distribution
channels context. In this endeavor, relevant channel
structural issues, which affect the generic strategy
choices of  channel members, have been discussed.
Specifically, the contingent effects of  channel
power/control and the degree of  vertical
integration have been examined as they affect the
choice between the generic strategies of  overall
cost-leadership, differentiation, focus, and
combination strategies.

The development of  contingent propositions is
meant to show the interrelationship of  channel
structure and subsequent channel strategies. The
implication to be drawn from this paper is that
firms will choose different strategies under
different channel conditions. Though this appears
fairly intuitive, it has not been addressed in the
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channels literature. This is unfortunate because it
might hold insight as to why firms within the same
channel behave differently. The choice of  a generic
competitive strategy could offer additional
understanding in this area. Though this paper is

only a starting point in the merger of  channels and
strategic management, I hope that the paper has
provided some degree of  progress towards its
intended purpose.

References

Anderson, Paul F. (1982), Marketing, Strategic Planning and the Theory of  the Firm, Journal of  Marketing, 46(Spring): 15-26.

Bucklin, Louis (1973), A Theory of  Channel Control, Journal of  Marketing, 37(January): 39-47.

Day, George S. and Wensley (1983), Marketing Theory with a Strategic Orientation, Journal of  Marketing, 47(Fall): 79-89.

Dwyer, Robert F. and Sejo Oh (1988), A Transaction Cost Perspective on Vertical Contractual Structure and Interchannel
Competitive Strategies, Journal of  Marketing, 52(April): 21-34.

�� and �� (1987), Output Sector Munificence Efforts on the Internal Political Economy of  Marketing Channels, Journal of
Marketing Research, 24(November): 347-58.

�� and Welsh,  M. Ann (1985), Environmental Relationships of  the Internal Political Economy of  Marketing Channels, Journal
of  Marketing Research, 22(November): 397-414.

Frazier, Gary L. and Summers, John D. (1986), Interfirm Influence Strategies and Their Application Within Distribution Channels,
Journal of  Marketing, 48(Summer): 43-55.

Gaski, John F. (1984), The Theory of  Power and Conflict in Channels of  Distribution, Journal of  Marketing, 48(Summer): 9-29.

Gluck, Frederick, Kaufman, Stephen P.  and Walleck, A. Steven (1980), Strategic Management for Competitive Advantage, Harvard
Business Review, 58(July-August): 154-61.

Hall, W. K. (1980), Survival Strategies in a Hostile Environment, Harvard Business Review, 58(5): 75-85.

Hambrick, Donald (1983), High Profit Strategies in Mature Goods Industries:  A Contingency Approach, Academy of  Management
Journal, 26(4): 687-707.

Heide, Jan B. and John, George (1988), The Role of  Dependence Balancing in Safeguarding Transaction-Specific Assets in
Conventional Channels, Journal of  Marketing, 52(January): 20-35.

Hill, Charles W. L. (1988), Differentiation Versus Low Cost or Differentiation and Low Cost: A Contingency Framework, Academy
of  Management Journal, 13(3): 401-412.

Jackson, Barbara B. (1985), Winning and Keeping Industrial Customers: The Dynamics of  Customer Relationships. Lexington Books,
Lexington, MA.

Mallen, Bruce (1973), Functional Spin-off:  A Key to Anticipating Change in Distribution Structure, Journal of  Marketing, 37(July):
18-25.

McDaniel, Stephen W. and Kolari, James W. (1987), Marketing Strategy Implications of  the Miles and Snow Strategic Typology,
Journal of  Marketing, 51(October): 19-30.

McKee, Daryl O., Varadarajan, P. Rajan and Pride, William M. (1989), Strategic Adaptability and Firm Performance: A Market-
Contingent Perspective, Journal of  Marketing, 53(July): 21-35.

Noordewier, Thomas G., John, George and Nevin, John R. (1990), Performance Outcomes of  Purchasing Arrangements in
Industrial Buyer-Vendor Relationships, Journal of  Marketing, 54(October): 80-93.

Pondy, Louis R. (1967), Organizational Conflict:  Concepts and Models, Administrative Science Quarterly, 12: 296-320.

Phillips, Lynn W., Chang, Dae R. and Buzzell, Robert D. (1983), Product Quality, Cost Position, and Business Performance:  A
Test of  Some Key Hypotheses, Journal of  Marketing, 47(Spring): 26-43.

Porter, Michael E. (1980), Competitive Strategy: Techniques for analyzing Industries and Companies.  Free Press, New York.



www.manaraa.com

86 Journal of Management Research

�� (1985), Competitive Advantage: Creating and Sustaining Superior Performance.  Free Press, New York.

Reukert, Robert W., Walker, Orville C. Jr. and Roering, Kenneth J. (1985), The Organization of  Marketing Activities:  A
Contingency Theory of  Structure and Performance, Journal of  Marketing, 49(Winter): 13-25.

�� and �� (1987), Marketing�s Interaction with other Functional Units: A Conceptual Framework and Empirical Evidence,
Journal of  Marketing, 51(January): 44-58.

Robicheaux, Robert and El-Ansary, Adel (1975), A General Model for Understanding Channel Member Behavior, Journal of
Retailing, 52(Winter): 13-29.

Rosenbloom, Bert (1987), Marketing Channels:  A Management View (3 Ed). The Dryden Press, New York.

Segev, Eli (1989), A Systematic Comparative Analysis and Synthesis of  Two Business-Level Strategic Typologies, Strategic
Management Journal, 10: 487-505.

Stern, Louis W. and El-Ansary, Adel (1977), Marketing Channels. Prentice-Hall Inc, Englewood Cliffs, NJ.

Stern, Louis W. and Reve, Torger (1980), Distribution Channels as Political Economies:  A Framework for Comparative Analysis,
Journal of  Marketing, 44(Summer): 52-64.

Weber, Max (1974), The Theory of  Social and Economic Organizations, translated by A.M. Henderson and Talcott M. Parsons. The
Free Press, New York.

Williamson, Oliver E. (1979), Transaction-Cost Economics:  The Governance of  Contractual Relations, Journal of  Law and
Economics, 22(October): 233-261.

�� (1981), The Economics of  Organization:  The Transaction Cost Approach, American Journal of  Sociology, 87: 548-577.

Wind, Yoram and Robertson, Thomas S. (1983), Marketing Strategy: New Directions for Theory and Research, Journal of  Marketing,
47(Spring): 12-25.

Wright, Peter (1987), A Refinement of  Porter�s Strategies, Strategic Management Journal, 8: 93-101.

��, Kroll, Mark, Tu, Howard and Helms, Marilyn (1991a), Generic Strategies and Business Performance:  an Empirical Study
of  the Screw Machine Products Industry, British Journal of  Management, 2: 57-65.

��, ��, Chan, Peng, and Hamel, Karin (1991b), Strategic Profiles and Performance:  An Empirical Test of  Select Key
Propositions, Journal of  the Academy of  Marketing Science, 19(Summer): 245-254.

Zeithaml, Carl P. and Zeithaml, Valerie A. (1984), Environmental Management: Revising the Marketing Perspective, Journal of
Marketing, 48(Spring): 46-53.



www.manaraa.com

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (None)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.2
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
    /AachenBT-Bold
    /AachenBT-Roman
    /AdLibBT-Regular
    /AharoniBold
    /Alba
    /AlbaMatter
    /AlbaSuper
    /Aldine401BT-BoldA
    /Aldine401BT-BoldItalicA
    /Aldine401BT-ItalicA
    /Aldine401BT-RomanA
    /Aldine721BT-Bold
    /Aldine721BT-BoldItalic
    /Aldine721BT-Italic
    /Aldine721BT-Light
    /Aldine721BT-LightItalic
    /Aldine721BT-Roman
    /AlefbetNormal
    /AlgerianBasD
    /AlgerianD
    /AllegroBT-Regular
    /AlternateGothicNo2BT-Regular
    /AmazoneBT-Regular
    /AmeliaBT-Regular
    /AmericanaBT-Bold
    /AmericanaBT-ExtraBold
    /AmericanaBT-ExtraBoldCondensed
    /AmericanaBT-Italic
    /AmericanaBT-Roman
    /AmericanGaramondBT-Bold
    /AmericanGaramondBT-BoldItalic
    /AmericanGaramondBT-Italic
    /AmericanGaramondBT-Roman
    /AmericanTextBT-Regular
    /AmericanUncD
    /AmerigoBT-BoldA
    /AmerigoBT-BoldItalicA
    /AmerigoBT-ItalicA
    /AmerigoBT-MediumA
    /AmerigoBT-MediumItalicA
    /AmerigoBT-RomanA
    /AmerTypewriterITCbyBT-Bold
    /AmerTypewriterITCbyBT-Medium
    /AngsanaNew
    /AngsanaNew-Bold
    /AngsanaNew-BoldItalic
    /AngsanaNew-Italic
    /AngsanaUPC
    /AngsanaUPC-Bold
    /AngsanaUPC-BoldItalic
    /AngsanaUPC-Italic
    /ArchitecturePlain
    /Arial-Black
    /Arial-BlackItalic
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArnoldBoeD
    /ArribaArribaLetPlain
    /ArrusBT-Black
    /ArrusBT-BlackItalic
    /ArrusBT-Bold
    /ArrusBT-BoldItalic
    /ArrusBT-Italic
    /ArrusBT-Roman
    /ArsisD-Regu
    /ArsisD-ReguItal
    /AtlanticInline-Normal
    /AuroraBT-BoldCondensed
    /AuroraBT-RomanCondensed
    /AvantGardeITCbyBT-Book
    /AvantGardeITCbyBT-BookOblique
    /AvantGardeITCbyBT-Demi
    /AvantGardeITCbyBT-DemiOblique
    /AvantGardeITCbyBT-Medium
    /AvantGardeITCbyBT-MediumOblique
    /BabyKruffy
    /BakerSignetBT-Roman
    /BalloonBT-Bold
    /BalloonBT-ExtraBold
    /BalloonBT-Light
    /BangLetPlain
    /BankGothicBT-Light
    /BankGothicBT-Medium
    /BardPlain
    /Batang
    /BatangChe
    /BatikRegular
    /BauerBodoniBT-Black
    /BauerBodoniBT-BlackCondensed
    /BauerBodoniBT-BlackItalic
    /BauerBodoniBT-Bold
    /BauerBodoniBT-BoldCondensed
    /BauerBodoniBT-BoldItalic
    /BauerBodoniBT-Italic
    /BauerBodoniBT-Roman
    /BauerBodoniBT-Titling
    /BauhausITCbyBT-Bold
    /BauhausITCbyBT-Heavy
    /BauhausITCbyBT-Light
    /BauhausITCbyBT-Medium
    /BedrockPlain
    /BeehivePSMT
    /BellCentennialBT-Address
    /BellCentennialBT-BoldListing
    /BellCentennialBT-NameAndNumber
    /BellCentennialBT-SubCaption
    /BellGothicBT-Black
    /BellGothicBT-Bold
    /BellGothicBT-Roman
    /BelweBT-Bold
    /BelweBT-Light
    /BelweBT-Medium
    /BelweBT-RomanCondensed
    /BenguiatGothicITCbyBT-Bold
    /BenguiatGothicITCbyBT-BoldItal
    /BenguiatGothicITCbyBT-Book
    /BenguiatGothicITCbyBT-BookItal
    /BenguiatITCbyBT-Bold
    /BenguiatITCbyBT-BoldItalic
    /BenguiatITCbyBT-Book
    /BenguiatITCbyBT-BookItalic
    /BergellLetPlain
    /BernhardBoldCondensedBT-Regular
    /BernhardFashionBT-Regular
    /BernhardModernBT-Bold
    /BernhardModernBT-BoldItalic
    /BernhardModernBT-Italic
    /BernhardModernBT-Roman
    /BernhardTangoBT-Regular
    /BertramLetPlain
    /BibleScrT
    /BinnerD
    /BlackadderITC-Regular
    /Blackletter686BT-Regular
    /BlacklightD
    /BlippoBT-Black
    /BodoniBT-Bold
    /BodoniBT-BoldCondensed
    /BodoniBT-BoldItalic
    /BodoniBT-Book
    /BodoniBT-BookItalic
    /BodoniBT-Italic
    /BodoniBT-Roman
    /BoinkLetPlain
    /BoltBoldITCbyBT-Regular
    /BookAntiqua
    /BookAntiqua-Bold
    /BookAntiqua-BoldItalic
    /BookAntiqua-Italic
    /BookmanITCbyBT-Demi
    /BookmanITCbyBT-DemiItalic
    /BookmanITCbyBT-Light
    /BookmanITCbyBT-LightItalic
    /BookmanOldStyle
    /BookmanOldStyle-Bold
    /BookmanOldStyle-BoldItalic
    /BookmanOldStyle-Italic
    /BradleyHandITC
    /BremenBT-Black
    /BremenBT-Bold
    /BriskPlain
    /BroadwayBT-Regular
    /BroadwayEngravedBT-Regular
    /BrochurePlain
    /BrodyD
    /BronxLetPlain
    /BrowalliaNew
    /BrowalliaNew-Bold
    /BrowalliaNew-BoldItalic
    /BrowalliaNew-Italic
    /BrowalliaUPC
    /BrowalliaUPC-Bold
    /BrowalliaUPC-BoldItalic
    /BrowalliaUPC-Italic
    /BruceOldStyleBT-Italic
    /BruceOldStyleBT-Roman
    /Brush445BT-Regular
    /Brush738BT-RegularA
    /BrushScriptBT-Regular
    /BulmerBT-Italic
    /BulmerBT-Roman
    /BusoramaITCbyBT-Medium
    /BusterD
    /BuxomD
    /Calligraphic421BT-RomanB
    /Calligraphic810BT-Italic
    /Calligraphic810BT-Roman
    /CamelliaD
    /CancunPlain
    /CandidaBT-Bold
    /CandidaBT-Italic
    /CandidaBT-Roman
    /CarletonNormal
    /CarminaBT-Black
    /CarminaBT-BlackItalic
    /CarminaBT-Bold
    /CarminaBT-BoldItalic
    /CarminaBT-Light
    /CarminaBT-LightItalic
    /CarminaBT-Medium
    /CarminaBT-MediumItalic
    /CasablancaAntiqueItalic
    /CasablancaAntiquePlain
    /Caslon224ITCbyBT-Bold
    /Caslon224ITCbyBT-BoldItalic
    /Caslon224ITCbyBT-Book
    /Caslon224ITCbyBT-BookItalic
    /Caslon540BT-Italic
    /Caslon540BT-Roman
    /CaslonBT-Bold
    /CaslonBT-BoldItalic
    /CaslonOldFaceBT-Heavy
    /CaslonOldFaceBT-Italic
    /CaslonOldFaceBT-Roman
    /CaslonOpenfaceBT-Regular
    /CastleT-Bold
    /CastleT-Book
    /CastleT-Ligh
    /CastleT-Ultr
    /CataneoBT-Bold
    /CataneoBT-Light
    /CataneoBT-Regular
    /CataneoBT-RegularSwash
    /CaxtonBT-Bold
    /CaxtonBT-BoldItalic
    /CaxtonBT-Book
    /CaxtonBT-BookItalic
    /CaxtonBT-Light
    /CaxtonBT-LightItalic
    /Century725BT-Black
    /Century725BT-Bold
    /Century725BT-BoldCondensed
    /Century725BT-Italic
    /Century725BT-Roman
    /Century725BT-RomanCondensed
    /Century731BT-BoldA
    /Century731BT-BoldItalicA
    /Century731BT-ItalicA
    /Century731BT-RomanA
    /Century751BT-ItalicB
    /Century751BT-RomanB
    /CenturyExpandedBT-Bold
    /CenturyExpandedBT-BoldItalic
    /CenturyExpandedBT-Italic
    /CenturyExpandedBT-Roman
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CenturyOldstyleBT-Bold
    /CenturyOldstyleBT-Italic
    /CenturyOldstyleBT-Roman
    /CenturySchoolbookBT-Bold
    /CenturySchoolbookBT-BoldCond
    /CenturySchoolbookBT-BoldItalic
    /CenturySchoolbookBT-Italic
    /CenturySchoolbookBT-Monospace
    /CenturySchoolbookBT-Roman
    /CharlesworthBold
    /CharlesworthPlain
    /CharterBT-Black
    /CharterBT-BlackItalic
    /CharterBT-Bold
    /CharterBT-BoldItalic
    /CharterBT-Italic
    /CharterBT-Roman
    /CheltenhamBT-Bold
    /CheltenhamBT-BoldCondensed
    /CheltenhamBT-BoldCondItalic
    /CheltenhamBT-BoldExtraCondensed
    /CheltenhamBT-BoldHeadline
    /CheltenhamBT-BoldItalic
    /CheltenhamBT-BoldItalicHeadline
    /CheltenhamBT-Italic
    /CheltenhamBT-Roman
    /CheltenhamITCbyBT-Bold
    /CheltenhamITCbyBT-BoldItalic
    /CheltenhamITCbyBT-Book
    /CheltenhamITCbyBT-BookItalic
    /Chick
    /ChiselD
    /CircleD
    /CityD-Bold
    /CityD-Ligh
    /CityD-Medi
    /ClarendonBT-Black
    /ClarendonBT-Bold
    /ClarendonBT-BoldCondensed
    /ClarendonBT-Heavy
    /ClarendonBT-Light
    /ClarendonBT-Roman
    /ClarendonBT-RomanCondensed
    /ClassicalGaramondBT-Bold
    /ClassicalGaramondBT-BoldItalic
    /ClassicalGaramondBT-Italic
    /ClassicalGaramondBT-Roman
    /CloisterBlackBT-Regular
    /CloisterOpenFaceBT-Regular
    /ComicSansMS
    /ComicSansMS-Bold
    /CommercialScriptBT-Regular
    /CompactaBT-Black
    /CompactaBT-Bold
    /CompactaBT-BoldItalic
    /CompactaBT-Italic
    /CompactaBT-Light
    /CompactaBT-Roman
    /CooperBT-Black
    /CooperBT-BlackHeadline
    /CooperBT-BlackItalic
    /CooperBT-BlackItalicHeadline
    /CooperBT-BlackOutline
    /CooperBT-Bold
    /CooperBT-BoldItalic
    /CooperBT-Light
    /CooperBT-LightItalic
    /CooperBT-Medium
    /CooperBT-MediumItalic
    /CopperplateGothic-Bold
    /CopperplateGothicBT-Bold
    /CopperplateGothicBT-BoldCond
    /CopperplateGothicBT-Heavy
    /CopperplateGothicBT-Roman
    /CopperplateGothicBT-RomanCond
    /CopperplateGothic-Light
    /CordiaNew
    /CordiaNew-Bold
    /CordiaNew-BoldItalic
    /CordiaNew-Italic
    /CordiaUPC
    /CordiaUPC-Bold
    /CordiaUPC-BoldItalic
    /CordiaUPC-Italic
    /CosmicPlain
    /CosmicTwoPlain
    /CottagePlain
    /CountdownD
    /Courier10PitchBT-Bold
    /Courier10PitchBT-BoldItalic
    /Courier10PitchBT-Italic
    /Courier10PitchBT-Roman
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /CrazyCreaturesBold
    /CrazyCreaturesBold-Italic
    /CrazyCreaturesItalic
    /CrazyCreaturesNormal
    /CrilleeBT-Italic
    /CroissantD
    /Croobie
    /CurlzMT
    /CushingITCbyBT-Heavy
    /CushingITCbyBT-HeavyItalic
    /CzarBold
    /CzarBoldItalic
    /CzarItalic
    /CzarNormal
    /DauphinPlain
    /DavidaBoldBT-Regular
    /David-Bold
    /David-Reg
    /DavidTransparent
    /Decorated035BT-Regular
    /DellaRobbiaBT-Bold
    /DellaRobbiaBT-Roman
    /DeVinneBT-Italic
    /DeVinneBT-ItalicText
    /DeVinneBT-Roman
    /DeVinneBT-Text
    /DexGothicD
    /DextorD
    /DextorOutD
    /DFCalligraphicOrnamentsLET
    /DFDiversionsLET
    /DFDiversitiesLET
    /DilleniaUPC
    /DilleniaUPCBold
    /DilleniaUPCBoldItalic
    /DilleniaUPCItalic
    /DiskusD-Medi
    /DomBoldBT-Regular
    /DomCasualBT-Regular
    /DomDiagonalBT-Bold
    /DomDiagonalBT-Regular
    /Dotum
    /DotumChe
    /Dutch766BT-BoldA
    /Dutch766BT-ItalicA
    /Dutch766BT-RomanA
    /Dutch801BT-Bold
    /Dutch801BT-BoldItalic
    /Dutch801BT-ExtraBold
    /Dutch801BT-ExtraBoldItalic
    /Dutch801BT-Italic
    /Dutch801BT-ItalicHeadline
    /Dutch801BT-Roman
    /Dutch801BT-RomanHeadline
    /Dutch801BT-SemiBold
    /Dutch801BT-SemiBoldItalic
    /Dutch809BT-BoldC
    /Dutch809BT-ItalicC
    /Dutch809BT-RomanC
    /Dutch811BT-BoldD
    /Dutch811BT-BoldItalicD
    /Dutch811BT-ItalicD
    /Dutch811BT-RomanD
    /Dutch823BT-BoldB
    /Dutch823BT-BoldItalicB
    /Dutch823BT-ItalicB
    /Dutch823BT-RomanB
    /EckmannD
    /EdwardianScriptITC
    /Egyptian505BT-Bold
    /Egyptian505BT-Light
    /Egyptian505BT-Medium
    /Egyptian505BT-Roman
    /Egyptian710BT-RegularA
    /EklekticPlain
    /ElegantGaramondBT-Bold
    /ElegantGaramondBT-Italic
    /ElegantGaramondBT-Roman
    /EmbassyBT-Regular
    /Emboss-Normal
    /EmpireBT-Regular
    /EnglischeSchT-Bold
    /EnglischeSchT-DemiBold
    /EnglischeSchT-Regu
    /English111AdagioBT-Regular
    /English111PrestoBT-Regular
    /English111VivaceBT-Regular
    /English157BT-Regular
    /EngraversGothicBT-Regular
    /EngraversMT
    /EngraversMT-Bold
    /EngraversOldEnglishBT-Bold
    /EngraversOldEnglishBT-Regular
    /EngraversRomanBT-Bold
    /EngraversRomanBT-Regular
    /EnviroD
    /ErasITCbyBT-Bold
    /ErasITCbyBT-Book
    /ErasITCbyBT-Demi
    /ErasITCbyBT-Light
    /ErasITCbyBT-Medium
    /ErasITCbyBT-Ultra
    /ErasITC-Demi
    /ErasITC-Light
    /EstrangeloEdessa
    /EucrosiaUPC
    /EucrosiaUPCBold
    /EucrosiaUPCBoldItalic
    /EucrosiaUPCItalic
    /EurostileBold
    /EurostileRegular
    /EwieD
    /Exotic350BT-Bold
    /Exotic350BT-DemiBold
    /Exotic350BT-Light
    /ExpoPlain
    /Fat
    /FelixTitlingMT
    /FiolexGirls
    /FixedMiriamTransparent
    /FranklinGothic-Book
    /FranklinGothic-BookItalic
    /FranklinGothic-Demi
    /FranklinGothic-DemiCond
    /FranklinGothic-DemiItalic
    /FranklinGothic-Heavy
    /FranklinGothic-HeavyItalic
    /FranklinGothic-Medium
    /FranklinGothic-MediumCond
    /FranklinGothic-MediumItalic
    /FrankRuehl
    /FreesiaUPC
    /FreesiaUPCBold
    /FreesiaUPCBoldItalic
    /FreesiaUPCItalic
    /FrenchScriptMT
    /Freshbot
    /Frosty
    /FuturaBlackBT-Regular
    /FuturaBT-Bold
    /FuturaBT-BoldCondensed
    /FuturaBT-BoldCondensedItalic
    /FuturaBT-BoldItalic
    /FuturaBT-Book
    /FuturaBT-BookItalic
    /FuturaBT-ExtraBlack
    /FuturaBT-ExtraBlackCondensed
    /FuturaBT-ExtraBlackCondItalic
    /FuturaBT-ExtraBlackItalic
    /FuturaBT-Heavy
    /FuturaBT-HeavyItalic
    /FuturaBT-Light
    /FuturaBT-LightCondensed
    /FuturaBT-LightItalic
    /FuturaBT-Medium
    /FuturaBT-MediumCondensed
    /FuturaBT-MediumItalic
    /Garamond
    /Garamond-Bold
    /Garamond-Italic
    /GaramondITCbyBT-Bold
    /GaramondITCbyBT-BoldCondensed
    /GaramondITCbyBT-BoldCondItalic
    /GaramondITCbyBT-BoldItalic
    /GaramondITCbyBT-Book
    /GaramondITCbyBT-BookCondensed
    /GaramondITCbyBT-BookCondItalic
    /GaramondITCbyBT-BookItalic
    /Gautami
    /GeographicSymbolsNormal
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /GlooGun
    /Gulim
    /GulimChe
    /Gungsuh
    /GungsuhChe
    /Haettenschweiler
    /Impact
    /IrisUPC
    /IrisUPCBold
    /IrisUPCBoldItalic
    /IrisUPCItalic
    /JasmineUPC
    /JasmineUPC-Bold
    /JasmineUPC-BoldItalic
    /JasmineUPC-Italic
    /Jenkinsv20
    /Jenkinsv20Thik
    /Jokerman-Regular
    /Jokewood
    /JuiceITC-Regular
    /KabelITCbyBT-Book
    /KabelITCbyBT-Demi
    /KabelITCbyBT-Medium
    /KabelITCbyBT-Ultra
    /Kartika
    /KidsPlain
    /KodchiangUPC
    /KodchiangUPC-Bold
    /KodchiangUPC-BoldItalic
    /KodchiangUPC-Italic
    /KristenITC-Regular
    /Latha
    /LevenimMT
    /LevenimMTBold
    /LilyUPC
    /LilyUPCBold
    /LilyUPCBoldItalic
    /LilyUPCItalic
    /LucidaConsole
    /LucidaSans
    /LucidaSans-Demi
    /LucidaSans-DemiItalic
    /LucidaSans-Italic
    /LucidaSansUnicode
    /MaiandraGD-DemiBold
    /MaiandraGD-Italic
    /MaiandraGD-Regular
    /Mangal-Regular
    /MatisseITC-Regular
    /MicrosoftSansSerif
    /MingLiU
    /Miriam
    /MiriamFixed
    /MiriamTransparent
    /Mistral
    /MonotypeCorsiva
    /MS-Gothic
    /MS-Mincho
    /MSOutlook
    /MS-PGothic
    /MS-PMincho
    /MSReference1
    /MSReference2
    /MSReferenceSansSerif
    /MSReferenceSansSerif-Bold
    /MSReferenceSansSerif-BoldItalic
    /MSReferenceSansSerif-Italic
    /MSReferenceSpecialty
    /MS-UIGothic
    /MT-Extra
    /MusicalSymbolsNormal
    /MVBoli
    /Narkisim
    /NSimSun
    /Occidental
    /OCRAExtended
    /OldgateLaneOutline
    /OriginalGaramondBT-Bold
    /OriginalGaramondBT-BoldItalic
    /OriginalGaramondBT-Italic
    /OriginalGaramondBT-Roman
    /Orlando
    /PalatinoLinotype-Bold
    /PalatinoLinotype-BoldItalic
    /PalatinoLinotype-Italic
    /PalatinoLinotype-Roman
    /PalettePlain
    /Papyrus-Regular
    /Perpetua
    /Perpetua-Bold
    /Perpetua-BoldItalic
    /Perpetua-Italic
    /PMingLiU
    /Poornut
    /Porkys
    /PorkysHeavy
    /PresidentPlain
    /PussycatSassy
    /PussycatSnickers
    /QuigleyWiggly
    /Raavi
    /ReservoirGrunge
    /Rockwell
    /Rockwell-Bold
    /Rockwell-BoldItalic
    /Rockwell-ExtraBold
    /Rockwell-Italic
    /Rod
    /RodTransparent
    /Shruti
    /SimHei
    /SimSun
    /Sylfaen
    /SymbolITCbyBT-Bold
    /SymbolITCbyBT-BoldItalic
    /SymbolMT
    /SymbolProportionalBT-Regular
    /Tahoma
    /Tahoma-Bold
    /TempusSansITC
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Tunga-Regular
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
    /Vivaldii
    /Vrinda
    /Webdings
    /WeltronUrban
    /Wingdings2
    /Wingdings3
    /Wingdings-Regular
    /WP-ArabicScriptSihafa
    /WP-ArabicSihafa
    /WP-BoxDrawing
    /WP-CyrillicA
    /WP-CyrillicB
    /WP-GreekCentury
    /WP-GreekCourier
    /WP-GreekHelve
    /WP-HebrewDavid
    /WP-IconicSymbolsA
    /WP-IconicSymbolsB
    /WP-Japanese
    /WP-MathA
    /WP-MathB
    /WP-MathExtendedA
    /WP-MathExtendedB
    /WP-MultinationalAHelve
    /WP-MultinationalARoman
    /WP-MultinationalBCourier
    /WP-MultinationalBHelve
    /WP-MultinationalBRoman
    /WP-MultinationalCourier
    /WP-Phonetic
    /WPTypographicSymbols
    /ZapfCalligraphic801BT-Bold
    /ZapfCalligraphic801BT-BoldItal
    /ZapfCalligraphic801BT-Italic
    /ZapfCalligraphic801BT-Roman
    /ZapfChanceryITCbyBT-Bold
    /ZapfChanceryITCbyBT-Demi
    /ZapfChanceryITCbyBT-Medium
    /ZapfChanceryITCbyBT-MediumItal
    /ZapfDingbatsITCbyBT-Regular
    /ZapfElliptical711BT-Bold
    /ZapfElliptical711BT-BoldItalic
    /ZapfElliptical711BT-Italic
    /ZapfElliptical711BT-Roman
    /ZapfHumanist601BT-Bold
    /ZapfHumanist601BT-BoldItalic
    /ZapfHumanist601BT-Demi
    /ZapfHumanist601BT-DemiItalic
    /ZapfHumanist601BT-Italic
    /ZapfHumanist601BT-Roman
    /ZapfHumanist601BT-Ultra
    /ZapfHumanist601BT-UltraItalic
    /ZWAdobeF
  ]
  /NeverEmbed [ true
    /ArialUnicodeMS
    /TimesNewRomanMT-ExtraBold
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /False

  /Description <<
    /JPN <FEFF3053306e8a2d5b9a306f300130d330b830cd30b9658766f8306e8868793a304a3088307353705237306b90693057305f00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /FRA <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice


