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Abstract

In recent years, with the rapid development of science and technology and the
continuous upgrading of consumption patterns, more and more products and
services are having the characteristics of credence. Due to the lack of knowledge
about high-tech products and services, consumers are often unable to accurately
identify the quality of products and services. Hence, the impact of external signals
on consumer purchase decisions is increasingly important. On the other hand,
channel governance has always been one of the most concerned topics in marketing
channel theory and practice. Especially for the market of credence goods, dealers
not only occupy the middle position of product and service transactions, but also
often play the role of signal transmission. The current analysis object of channel
governance research is still focused on the dual channel governance composed of
manufacturers and consumers. However, in the actual triadic channel, there exists
mutual influence and restriction among various channel members. It is insufficient
to apply the research conclusions of dual channel governance into the triadic
channel because the behavior of members within the channel cannot be adequately
explained. Therefore, in the consumer market, especially in the credence goods
market, the study of triadic channel relationship has attracted more and more
attention from scholars.

In the triadic channel relationship governance of credence goods market, it is
common that dealers hold more power. Study of triadic channels in the credence
goods market is mainly focused on how manufacturers attract consumers by
encouraging dealers with more incentives, better contracts, etc. to. In the context of
modern information technology, when manufacturers can communicate directly
with consumers on non-transactional information, can this direct sharing of
information help manufacturers gain more trust and purchases from consumers?
Besides, can changes in consumer purchase decisions further affect the
manufacturer 's governance performance over dealers? This study will mainly
explore and answer the above two questions.

This study puts forward the overall theoretical framework by using an
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exploratory qualitative study and four quantitative studies. Study 1 focuses on the
impact of manufacturer information sharing on consumers and dealers in the triadic
channel through semi-structured interviews, and explores the different types of
information forms that manufacturers directly share to consumers, the driving
factors that cause changes in consumer behavior, and the response of dealers to
manufacturers and consumers in this behavior. Secondly, studies 2, 3 and 4 mainly
focus on the effect of manufacturer information sharing on consumer switching
dealer behavior. Through rigorous situational experiment design combined with
questionnaire survey, consumers in the triadic channel of credent goods are selected
as the research object, and the impact of manufacturer information sharing on
consumer switching behavior is empirically tested. Finally, study 5 focuses on the
effect of consumer switching behavior on dealer compliance. The dealers in the
triadic channel of credent goods are selected as the research object. Through the
questionnaire survey, the relationship between manufacturer information sharing,
consumer switching behavior and dealer compliance is quantitatively studied and
empirically tested.

As the results show, study 1, 2 and 3 found that there is a significant positive
relationship between manufacturer information sharing and consumers' behavior of
switching dealers in the triadic channel of the credence goods market, and the
sharing of product-level information is more effective than brand-level information.
At the same time, when manufacturers share product-level information, consumer
involvement will positively regulate the impact of information sharing on consumer
switching behavior. Through mediating effect analysis, this study also finds that
when manufacturers share brand-level information and product-level information,
consumer brand trust is the mediating variable of the relationship between
manufacturer information sharing and consumer switching behavior, while when
manufacturers only share product-level information, consumer perceived risk is the
mediating variable of the relationship between manufacturer information sharing
and consumer switching behavior. Second, study 5 further found that there is also a
significant positive relationship between consumer switching behavior and dealer

v



compliance with manufacturers. At the same time, the manufacturer 's channel
width will positively regulate the impact of consumer switching behavior on dealer
compliance.

This study has the following innovations. First of all, this study expands the
research results in the field of manufacturer channel governance in the triadic
channel, and provides a new research idea for the governance mechanism that
manufacturers influence dealers through consumers. Secondly, this study enriches
the relevant theories of consumer empowerment in the credence goods market,
explores the impact of information shared by manufacturers on consumers
empowerment in the channel. Thirdly, this study verifies the impact of manufacturer
information sharing on consumer switching behavior through situational
manipulation and questionnaire measurement, and tests the moderating role of
consumer involvement and the mediating role of consumer brand trust and
perceived risk. Finally, this study examines the impact of consumer switching
behavior on dealer compliance and explores the moderating role of manufacturer
channel width. The research results expand and deepen the research on the triadic
channel of credent goods, which has theoretical contribution and practical

significance.
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