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Abstract

Nowadays, brand enterprises are facing increasingly fierce market competition.
How to manage sales channels more effectively has become a common topic for
brand enterprises. Channel management is an effective regulation of channel
members' behavior. By enhancing channel members' dependence, we can avoid
channel members' opportunistic behavior in pursuit of short-term interests, and then
maintain the long-term stability of channel relations. To achieve efficient channel
management and control can enhance the willingness of channel members to
cooperate, so as to achieve common channel goals and improve the overall
performance of the channel.

Different from the mandatory control and non-mandatory control proposed in
the previous relationship paradigm, this paper aims to explore the third way to
achieve channel control, that is, to enhance the relationship commitment of
distributors by strengthening their perception of the organizational legitimacy of
brand enterprises, so as to promote the willingness of distributors to implement
channel cooperation. In this way, the distributors will rely on and trust the brand
enterprises on the emotional level, so that the distributors can be managed
spontaneously, so as to save the channel management cost of the brand enterprises.
This move is an expansion of the relationship paradigm in the previous channel
theory, fills the academic gap, and has certain guiding significance for enterprise
practice.

Based on this theoretical framework, we build an empirical model framework
from the perception of organizational legitimacy of sub sales to brand enterprises -
distributor relationship commitment - distributor cooperation intention, and assume
that the perception of organizational legitimacy of sub sales to brand enterprises can
effectively improve distributor relationship commitment, thus enhancing the chain
relationship of distributor cooperation behavior. Following the research results of

Shcuman, we divide the organizational legitimacy into practical organizational
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legitimacy, moral organizational legitimacy and cognitive organizational legitimacy,
and compare them with the brand identity of distributors, the multi-channel
cooperation implemented by brand enterprises and the use of non coercive power
of brand enterprises. At the same time, we divide the distributor relationship
commitment into two dimensions: distributor long-term orientation and distributor
relationship embeddedness, and divide the distributor cooperation behavior into
distributor obedience and distributor dependence. Through the questionnaire survey
of 254 stores in 20 distribution regions of Power dekor, we find that the brand
enterprise identity of distributors and the implementation of non-coercive power of
brand enterprises have a positive effect on distributors' obedience, and the brand
enterprise identity of distributors also has a significant positive effect on
distributors' trust. In terms of multi-channel cooperation, there is no relevant data
support. In addition, at the mediating effect level, we find that long-term orientation
has a positive effect on the three dimensions of organizational legitimacy perception
of distributors, but the effect of organizational embeddedness is not significant.
Finally, according to the cognitive style theory, we add the cognitive style of
distributors into the model as a moderating variable, and find that the intuitive
cognitive style of distributors has a significant positive moderating effect on brand
identity and relationship embeddedness, cooperative multi-channel and long-term
orientation, and non-coercive power and long-term orientation. These findings can
help enterprises to better control the channel, and expand the relevant content of
channel relationship theory.

Key words: Organizational legitimacy; Distributor relationship commitment;

Channel cooperation; Channel management; Cognitive style
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