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Impact o personal guanxi on exercises of power in China marketing channe's

ZHUANG Gui-jun, XI Yourmin
School of Management , Xi’ an Jiaotong Univerdty , Xi’ an 710049 , China

Abstract : Based the theory of power in marketing channel's, this paper investigated the inpact of persond guanxi
on exercisesdf power in the context of China marketing channels. It wasfound that the persond guanxi between the
reps of suppliers and the relevant persons of retailers did ot have dgnificant irfluence on the retailers exercises of
noncoercive power , but it did have both sgnificant and negative afect on retailers exercisesdf coercive power. The
inplications of the findings are suggesed.

Key words: perona guanxi ; behaviors of marketing channd's; power ; exercises of power



