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(C o n f l i c t  and Power Problems)

I . I ntroduct ion
\

The producer- trader* r e la t io n s ,  e s p e c ia l ly  those of the con- 

sumer-goods industry in Federa l Republic of Germany, have recen t ly  

changed and have in c re a s in g ly  become sub ject  of con tro ve rs ie s  in

com petit ive  p o l ic y ,  but a lso in economy, e s p e c ia l ly  in the marke-
2

t ing  sector .

Stagnating  and in c re a s in g ly  satu ra ted  markets, as w e ll  as the 

change from a s e l l e r ' s  to a bu ye r 's  market are the reasons fo r the 

fa c t ,  that the competition between producers arid traders  for mar­

ket shares permanently in t e n s i f i e s .

Also the c o n f l i c t  p o te n t ia l  in  the marketing channels , espe­

c i a l l y  fo r  the producers, has grown cons ide rab ly ,  because of the 

progressing emancipation of trade marketing and the f a c t ,  that 

th e i r  brand p o l ic y  becomes more and more independent (the  traders  

have changed th e i r  ro le  from a passive  agent in to  the gate-keeper 

p o s it io n  in the marketing ch an n e l)5 on the one hand and because

* M .Ec . ,  sen io r  a s s is t a n t ,  Ju s tu s- L íe b ig - U n iv e rs i ty in Giessen 
(Fede ra l Republic  of Germany).

1 Trader means: the who lesa lers  and r e t a i l e r s  together.

2 H.H. B a u e r ,  Herste ller-Handels-Beziehungen im Wandel, 
auf dem Weg zu e ine r  dualen Marketing-Führerschaft im Absatzkanal, 
"M a rk en a rt ik e l"  1982, H. 10, p. 428-4J6.

3 Ibidem, p. 428.
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of the increas ing  concentra t ion  process of the traders  on the
a

other hand .

A c tu a l l y ,  the o r ig in a l  d is t r ib u t io n  of power between producers 

and traders  ( v e r t i c a l  power s t ru c tu re )  began to change and the 

trad e rs  become more and more the dominant (more powerfu l)  element 

in the marketing channel, e s p e c ia l ly  in the consuroer-goods industry  

of the FRG’’ . Therefore , many producers are confronted with se ­

r iou s  problems in  j u s t i f y in g  and enforc ing  th e i r  v e r t i c a l  marketing 

p o l ic y  aga inst t rad e rs ,  because of the a l te re d  power-balance in 

the marketing channels the traders  are only l i t t l e  in te res te d  in 

cooperating w ith  the producers, e s p e c ia l ly  as a r e s u l t  of t h e i r  

in c reas ing  demand power.

The former "dominating p o s i t io n " ,  mainly of the brand-good 

producers in  the marketing channel is  decreasing more and more, 

and new dominating p o s it io n s  are b u i l t- u p ,  e s p e c ia l ly  by la rge  

chains in the food r e t a i l  trade  such as fo r  in s tance , ALD I, COOP, 

TENGELMMIN, EQEKA and REWE. So you can say many producer marks 

are d isp laced  by trade marks, which become more and more important 

in  the market.

Therefore, the question a r i s e s ,  how fa r  the producers are able 

now to r e a l iz e  t h e i r  v e r t i c a l  marketing management p o l i c y ,  because 

of the a l te re d  power s t ru c tu re s  in the marketing channe ls , and 

whether t raders  themselves are not going to be a dominant element 

of v e r t i c a l  marketing a c t i v i t i e s  in the fu tu re ?

To analyse  t h is  question f o r  the foodstu ff  sec to r  of the FRG 

and to f in d ,  at le a s t  p a r t l y ,  an answer to th is  question  w i l l  be 

ob je c t  of th is  a n a ly s is .

To do t h i s ,  i t  i s ,  f i r s t ,  necessary to de fine  some important 

bas ic  terms, in order to be able to d iscuss  to p ica l  c o n f l i c t  arid 

power f i e ld s  between producers and traders  a fte rw ards .

Hot every s in g le  power and c o n f l i c t  f i e l d  named under No. 3 in 

the contents w i l l  be exp la ined  and analysed in a l l  d e t a i l ,  but I

д
H. S t e f f e n h a g e n ,  K o n f l ik t  und Kooperation in  der 

. rk e n p o l i t ik  aus w is se n sc h a f t l ic h e r  S ic h t ,  "M a rk en a r t ik e l "  1983, 
!. 3, p. 92-95j G. R ü s c h e n ,  Nie s t e l l t  s ich  d ie  Marken- 
a r t ik e l i n d u s t r i e  auf d ie  Handelskonzentration e in ? ,  "M a rk en a rt ik e l"  
1984, H. 3, p. 108-116.

J  W. K a r t t e, A k tu e l le  Probleme des Wettbewerbs in der 
Konsumguterw irtschaft, "M a rk en a r t ik e l"  1984, H. 5, p. 232-238.



w i l l  p ick  out the most important problem sec to rs  and exp la in  them 

w ith  examples.

The mam po in ts  in the fo l low ing  a n a ly s is  w i l l  be the c o n f l i c t  

and power f i e ld s  "product and assortment p o l ic y ,  p r ic e  p o l ic y  and 

con tra c t  p o l i c y " ,  because, f i r s t l y ,  these are the c e n tra l  organ­

iz a t io n  sec to rs  of v e r t i c a l  marketing management and, secondly, 

these o rgan iza t ion  f i e ld s  are an ob jec t  of power s trugg les  in p ra ­

c t i c e  at the moment. j

2.1. Term, Tasks arid Types of V e r t ic a l  Marketing Management

As you c e r t a in l y  know, in the l i t e r a t u r e  there are a lo t  of 

p o s s i b i l i t i e s  of d e f in in g  the term " v e r t i c a l  marketing management".

I w i l l  understand the fo l low ing  by th is  term:

" V e r t i c a l  marketing management is  the s ys tem a t ic a l ,  o b jec t ive-  

-o r ien ta ted  coo rd ina t ion  of a l l  marketing a c t i v i t i e s  across d i f f e ­

rent d is t r ib u t io n  l e v e l s " .

This d e f in i t io n  is  pu rpose fu lly  a very "w ide" one and does not 

s ta te  fo r  the moment, who is  the dominant element of the marke­

t ing  a c t i v i t i e s  in  the marketing channel. Apart from that i t  con­

t r a d ic t s  the op in ion , you can often  f ind  in  the l i t e r a t u r e ,  that 

the terms " v e r t i c a l  marketing management" and " v e r t i c a l  marketing

coopera t ion " are synonyms6 .

However, I  th ink that equating one term with the other does 

not seem to be c o r re c t ,  as in v e r t i c a l  marketing management the 

market p a rtn e rs ,  u n l ik e  i t  is  the case w ith  the marketing coope­

r a t io n ,  u su a l ly  do not work together as equa ls .  In  v e r t i c a l  marke­

t in g  management ra th e r  one element ( u n t i l  now i t  was the producer) 

is  the dominating element in the marketing channel and in most 

cases i t  a lso  takes over the m arketing- leadersh ip  . As the balances 

of power, however, have been changed, th e re fo re ,  the d e f in i t io n  ot 

v e r t i c a l  marketing management was not l im ited  to the producer on ly .

6 G. T h i  e s , V e r t ik a le s  Marketing, Berlin-New York 1976, 

p. 52.

7 H. S t e f f e n h a g e n ,  Marketing, v e r t i k a le s ,  [ i n . ]  
Marketing Enzyklopäd ie , Bd. 2, München 1974, p. 675-690;8 a u e r ,  

op. c i t . , p . 430.



The task of v e r t i c a l  marketing management is  to p lan , co o rd i­

nate and in teg ra te  c e n t r a l l y  every marketing a c t i v i t y  across a l l  

the d i f f e r e n t  d is t r ib u t io n  le v e ls  in the marketing channel with the 

aim:

1) to increase  the p r o f i t  or decrease the costs  and

2) to ma1<e an e f f i c i e n t  d is t r ib u t io n  of du ties  p oss ib le  between 

the market p a rtne rs ,  thus, avoid ing d u p l ica t io n  of marketing ac­

t i v i t i e s 0 .

The v e r t i c a l  marketing management appears in many d i f f e r e n t  

types in p r a c t ic e .  So in th is  paper only a few c l a s s i f i c a t i o n  c r i ­

t e r i a  for d i f f e r e n t i a t in g  d i f f e r e n t  types of v e r t i c a l  marketing 

management can be pointed out. The fo l low ing  F ig .  1 g ives  you a
9 ' ,

short survey

2.2. D e f in i t io n  and D i f f e r e n t i a t i on of the Term "C o n f l i c t "

AftP*- having s h o r t ly  explained the term, tasks and types of 

v e r t i c a l  marketing management I  now want to de fine  the term "con­

f l i c t " ,  which should be used in the fu r th e r  d iscuss ion .  Here 

again , s im i la r  to the term of v e r t i c a l  marketing management, we 

are confronted with cons iderab le  d i f f i c u l t i e s  in d e f in in g  i t  be­

cause the term " c o n f l i c t "  has many d i f f e r e n t  meanings in the so­

c i a l  sc iences  and in the behav iour-orientated  sc ience  of business 

a d m in is tra t ion .

" In  the fo l low ing  a n a ly s is  c o n f l i c t s  are to be defined as ^con­

t r a r i e t i e s  between market p a rtn e rs ,  which have the e f f e c t  of in ­

compatible pa tte rns  of behaviour between the in te ra c t io n  p a r t i c i ­

p an ts10.

As " c o n f l i c t "  I  have a lso  chosen a term, which is  very "w i ­

d e ly "  defined and which doesn 't  prevent you from seeing a l l  the 

d i f f e r e n t  causes and types of c o n f l i c t  such as, for in s tance ,  goal- 

- se t t in g -co n f1 le t s  or e v a lu a t io n - c o n f l ic t s  in the marketing' chan-

8 S t e f f e n h a g e n ,  M a rk e t in g . . . ,  p. 675.
9 1

T h i e s , op. c i t .  , p. 53.

i 0 W. K r o e b e r - R i e l ,  P.  W e i n b e r g ,  K o n f l ik te  
in Absatzwegen a ls  Folge in kon s is ten te r  Präferenzen von H e rs te l le rn  
und Händlern, " Z e i t s c h r i f t  fü r  B e t r ie b s w ir t s c h a f t "  1972, H. 3, 
p. 525-544. R.M. M a a s  Absatzwege, Konzeptionen und Modelle, 

Wiesbaden 1980, p. 111.
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C la s s i f i c a t io n  c r i t e r i a
Types of v e r t i c a l  marketing 

management

1. Coordination i n i t i a t i v e —  forward coord inat ion  (producer)

—  backward coord inat ion  ( t r a d e r )

—  one le v e l  coo rd ina t ion  ( i n c l u ­

des' only one marketing l e v e l )

and -d ire c t ion

2. Coordination s t ru c tu re

__two or more le v e l  coord ina t ion

( in c lu d es  two or more marketing 

l e v e l s )

3. Coordination extent

and - in te n s i t y — p a r t i c a l  coord inat ion  (includes

3.1. Number and impor­ le ss  market p a rtn e rs )

tance of the co-

o rd in j t io n  partners — to ta l  coord ina t ion  ( in c lu d es  

a l l  market p a rtn e rs )

3.2. Number and impor­ — p a r t l y  fun c t io na l  coord inat ion

tance of the co ­ (on ly  sp ec ia l  marketing f i e l d s )

o rd ina t ion  f i e ld s
— to t a l  fun c t io na l  coord inat ion  

( a l l  marketing f i e l d s )

— temporary coord inat ion  (time

3.3. Coordination length
l im ite d )

— permanent coord inat ion  (t ime 

not l im i t e d )

F ig .  1. Poss ib le  types of v e r t i c a l  marketing management 
in marketing channels

n e l11. This method of proceeding, e s p e c ia l ly  in regard to the fo l­

lowing exp lanation  of to p ic a l  f i e ld s  of c o n f l i c t  and power seems 

app rop r ia te ,  as in p r a c t ic e  there  is  a great v a r ie t y  of d i f f e r e n t  

c o n f l i c t  s i tu a t io n s .

Furthermore, the interdependant context between c o n f l i c t  and 

power problems becomes a lready c le a r  by t h is  d e f in i t io n  of con ­

f l i c t ,  as power is  one p oss ib le  type of incompatible behaviour, by 

which c o n f l i c t s  can be so lved . But th is  context w i l l  be explained 

la t e r  on.

S t e f  f e n h a g e n ,  K o n f l ik t  und Kooperation in der 
M a r k e n p o l i t ik . . . ,  p. 93.



2.3. D e f in i t io n  and D i f f e r e n t ia t io n  of the Term ''Power"

F i n a l l y ,  I want to de fine  the term "power" more e x a c t ly .  I t  

seems s u i t a b le  to choose a d e f in i t io n  that i s  opera t iona l in regard 

to the o b je c t iv e .

"Power should be understood as the p o s s ib i l i t y  to in f luence

the a c t i v i t y  and/or d ec is ion  f i e ld s  of other market partners  con-
12

t ra r y  to th e i r  o b je c t iv e s "

This power d e f in i t io n  is  based upon the " r e l a t i o n a l  power con­

c e p t " ,  which presumes that power w i l l  only e x is t  w ith in  in t e r a ­

c t io n  r e la t io n s ,  and that power processes are always target-or len-  

ta ted . Furthermore^ i t  becomes c le a r  that the term "power" is  

c o n f l i c t  o r ie n ta te d ,  because power is  always used con trary  to the 

o b je c t iv e s  of o thers .

This d e f in i t io n  a lso  shows the c lo se  context between c o n f l i c t  

and power problems, which I  w i l l  exp la in  in the fo l low ing  para ­

graph.

2^4. The In t e r  dependant Context Between C o n f l ic t  

and Power Problems

As i t  has a lready been pointed out, there  i s  an interdependent 

context between c o n f l i c t  and power problems. This i s ,  for in s tance ,  

confirmed by the fa c t  tha t the c o n f l i c t  p o te n t ia l  in the marketing 

channels has been increased , because of the growing demand power 

of the t ra d e rs ,  and because of changes in  the balance of power. 

The power changes which are ch arac te r ized  by the f a c t  that t raders  

are more and more ab le  to make t h e i r  own marketing p o l ic y  

(a g a in s t  the aims c f  the producers) have the e f f e c t  that the s ize  

of c o n f l i c t  as w e l l  as the in t e n s i t y  of c o n f l i c t  have cons iderab ly  

' increased  in  the marketing channels.

Furthermore, the in c reas ing  demand power a llow s t rad e rs  to 

so lve  the so-ca l led  " l a t e n t  c o n f l i c t s "  w ith  the producers, which 

means tha t power I s  a lso  used as an instrument to so lve  con f l ic ts13, 

whereby u su a l ly  " l a t e n t  c o n f l i c t s "  become "m anifest c o n f l i c t s " ' 4

12 M. W e b e r ,  W i r t s c h a f t  und G e s e l ls c h a f t ,  Tubingen 1956;
H. S t e f f e n h a g e n ,  K o n f l ik t  und Kooperation in  Absatz­
kanälen , Wiesbaden 1975.

13 M a a s , op. c i t . , p. 122.

** S t e f f e n h a g e n ,  K o n f l ik t  und Kooperation ln Absatz­
kanälen . . . , p . 24 .



So we can say:

1) c o n f l i c t s  can a r i s e  or increase  by the use ot power and

2) c o n f l i c t s  can be solved by the use of power.

R esu lt :  th is  means that c o n f l i c t s  may be the cause as w e l l  as 

the consequence of power processes.

This interdependent r e la t io n a l  context between c o n f l i c t  and 

power problems can be explained more c le a r l y  by the fo l low ing  

F ig .  2.

F ig .  2. The interdependant r e l a t io n a l  context between c o n f l i c t
and power problems

*í

3. Topical C o n f l i c t  and Power F ie ld s  W ith in  the Scope 

of V e r t i c a l  Marketing Management

As I have a lready  pointed out, I c a n ' t  d iscuss here a l l  the 

re le va n t  c o n f l i c t  and power f i e ld s  of the v e r t i c a l  marketing mana­

gement. Therefore , going to speak only about those problems, 

which are at the moment the most top ica l ones, such as “ product 

and assortment p o l ic y ,  p r ic e  p o l ic y  and con trac t  p o l i c y " .  But for 

the sake of completeness, I  want to show you a l l  the re le van t  

p o te n t ia l  c o n f l i c t  and power f i e ld s  in a f i g u r e ^ .  As you can see 

from the fo l low ing  tab le  the aspect of d i f f e r e n t  ’ coo rd ina t ion  

f i e ld s "  (o f  po int 3.2 in F ig .  1) is  the dominant d i f f e r e n t i a t i o n  

c r i t e r io n  here.

F i r s t  of a l l ,  I  want to d iscuss the c o n f l i c t  and power f i e l d  

"product and assortment p o l i c y " .

15 Ibidem, p. 75; B a u e  r,  op.  c i t . ,  p. *29.



>.1. Product and Asso r tment P o l i c y

In  the f i e ld  of product and assortment p o l ic y ,  changes in the 

balance of power between producers and traders  become most evident 

when we take the example of branded goods. Branded goods, which 

are marked a r t i c l e  w ith  a constant product q u a l i t y  and a c e r t a in  

p r ic e  l e v e l ,  used to be the undoubted domain of the producers. 

For some time now trade marks, e s p e c ia l ly  "no-names'1, as for in ­

s tance , the " J a ! "  - products of REWE, the "A l t e rn a t iv e n "  of EDEKA 

end the "Weissen" of the Hl.-markets get more and more importance 

in  the foodstu ff  market.

The development of the traders 'own trade marks and "no-name" 

products, which are qui-te comparable in q u a l i t y  with the brand 

goods of the prodúcers, is  a s ign , the re fo re ,  that the t rad e rs  

are in c re a s in g ly  becoming more a c t iv e  in the product development 

secto r  and confront the consumer more and more w ith  th e i r  own mar­

ke t ing  conceptions.

The f ig u res  in the annual business report of REWE'for 1982, for 

in s tance ,  confirm th is  development. The " J a ! "  - assortment of REWE, 

which was introduced in 1982, contained at that time about 50 pro ­

ducts. Sp ec ia l  a d ve r t is in g  campaigns and sa les  promotions were 

made for th is  product group with  the aim to p r o f i l e  the RE WE chain 

in the market and to increase  th e i r  co n tr ib u t io n  margins in  the 

d i f f i c u l t  foodstu ff  sec to r .  Thus, for example, the " ja k o rd ia "  - 

products, which had been introduced in the tobacco product sec to r ,  

made a surp lus in  turnover from about 35% in the f i r s t  y e a r16.

S im i la r  trends can be a lso  seen In the other products of the 

" J a ! "  - assortment. Furthermore, I t  I s  c h a r a c t e r i s t i c  that some 

"no-names" of other la rge  trade en te rp r ise s  In the foodstu ff  sec ­

to r  reached q u a n t i t ie s  up to 60% and more in  sp ec ia l  product 

дгоирз17.

Therefore , i t  is  a j u s t i f i e d  assumption that e s p e c ia l ly  the 

foodstu ff  r e t a i l  trade p r iced  more and more the t r a d i t io n a l  pro ­

ducer marks out of the market with such a rap id  growth ra te  of 

i t s  trade marks and "no-name" products. In my opinion increas ing

16 Rewe - G eschä ftsbe r ich t  von 1982.

1 L. b e r e k o v e n ,  No-names, Versuch e ine r  Standort- 
best lmr.ung, "M a rk en a rt ik e l"  1983 , H. 5, p. 180-184.



P o te n t ia l  c o n f l i c t  and power f i e ld s  in  the scope 
of v e r t i c a l  marketing management

C o n f l i c t  and 
power f i e ld s

Market
partners

Producer Trader

Product and a s so r t ­
ment p o l ic y :  
product development

product program and 
assortment develop­
ment

P r ic e  p o l ic y

In form ation  and 
coraoiuniciiiion po­
l i c y .
market research

a d ve r t is in g

sa les  promotion 

sa le

D is t r ib u t io n  p o l ic y :  
stockkeeping

development and enfor- 
cemenent of producer- 
-products arid -brands

build ing-up a product- 
and brand-image

permanent product in ­
novation

con t inu a l,  w ith p r ic e  
recommendations sup­
ported p r ic e  p o l ic y

product and brand r e ­
la ted  search and s e l e ­
c t io n  of in form ation

over-reg iona l product 
ad ve r t is in g

c rea t io n  of product 
references  and b u i l ­
ding-up brand lo ya lt y

product re la te d  sa les  
promotion

product re la te d  sa les  
rep resen ta t ion

favourab le  placement 
of producer products

con t inua l s a le  with 
large orders and l i t ­
t l e  stock-keeping

development and enfor- 
cemenent of trader- 
-products and -brands

building-up an a s s o r t ­
ment - and sa les  agen- 
cy-image

only occas iona l pro­
duct innovat ion , con­
stancy w ith  products 
of strong turnover

high-pressure p r ic e  
p o l ic y  ( f o r  instance 
under cost s e l l i n g )

assortment and sa le s  
agency re la te d  search 
and s e le c t io n  of in ­
formation

reg iona l assortment 
and sa le s  agency adver­
t i s in g

c rea t io n  of assortment 
preferences and i b u i l ­
ding-up d ea le r  lo y a l t y

assortment re la te d  
sa les  promotion

more assortment r e l a ­
ted s a le s  rep resen ta ­
t ion

favourab le  placement 
of trader  products and 
in te g ra t io n  of the pro­
ducer products in to  
the trade assortment

demand o r ien ta ted  quan­
t i t i e s  ordered with 
shorttim e of d e l iv e ry  
and l i t t l e  stockkeeping



Table 1 (contd )

transport

Contract p o l icy  
discoun ts

cond it ions

high d is t r ib u t io n  in ­
te n s i t y  with s e l f- d e ­
l i v e r y  by trade

appropriate  ( j u s t i ­
f i e d )  trade margins, 
d iscounts  and p r o v i ­
sions

o b je c t i v e ly  j u s t i f i e d  
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for instance  entree 
fees , placement fees, 
sp ec ia l  d iscounts for 
the opening of new 
s to res  e tc .

power c o n f l i c t s  seemed to be unavoidable in  the sphere of product 

and assortment p o l ic y .  Furthermore, I  assume - that I t  becomes 

more an* more d i f f i c u l t  for the producers to r e a l iz e  th e i r  own 

marketing management s t r a te g ie s  in  th is  sec to r .

As the second to p ic a l  c o n f l i c t  and power f i e l d  I  want to d i s ­

cuss the sec to r  of ".orice p o l i c y " .

3.2. P r i ce Pol Icy

Recently  in  th is  secto r  Wiere tiave been f i e r c e  c o n f l i c t s  b e t ­

ween producers ar.d t ra d e rs ,  which u l t im a te ly  lead to ат In te rv e n ­

t ion  of the Federa l An ti-Trust Board as the supreme guardian of 

com petition  p o l ic y .

The c o n f l i c t  arose, because traders  l i k e  COOP in  the region 

near Bremen so ld  well-known producer branded a r t i c l e s ,  such as, 

for  in s tance ,  "Asbach u r a l t “ аь " b a i t " ,  that means under t h e i r  

cost p r ic e .  They could do t h i s ,  because of th e i r  enormous purcha­

sing power and because of th e i r  mixed c a lu c u la t io n s .

On the side of the producers, there  were vehement p ro tes ts  

aga inst these ac t ions  supported above a l l  w ith  the argument that 

there might be long-term marketing losses  in the rep u ta t ion  and 

sa le  of th e i r  branded a r t i c l e s .  This would mainly be caused by the 

fa c t  that the "under-price  s e l l i n g "  of branded a r t i c l e s  in  such a 

way would dettroy  the consumer's con f idence , because they would

/



asso c ia te  the d e c l in e  in p r ic e s  w ith  in f e r io r  product qua­

l i t y 10.

Traders, at f i r s t ,  remained unimpressed and pointed out that 

under cost p r ic e  s e l l i n g  of brand goods is  a le g a l  s e l l i n g  s t r a ­

tegy in competition and showed bnly the extreme e f f i c i e n c y  of trade 

en te rp r ise s  doing t h is .  Then the Federa l An ti-Trust Board in t e r ­

vened in  th is  c o n f l i c t  and forebade the REWE-group in the region 

near Bremen to s e l l  producer branded a r t i c l e s  uncjer t h e i r  cost 

p r ic e  in  accordance w ith  § 37a, l in e  3 of the law aga inst u n fa ir  

competition (GWB)19.

However, the An ti-Trust Board express ly  pointed out th a t ,  gen­

e r a l l y ,  the s a le  under cost p r ic e  is  le g a l  and that § 37a, l in e  3 

GWB can only be app lied  i f  trade en te rp r ise s  owing to th e i r  super­

io r market power are able to s e l l  products s y s te m a t ic a l ly  and con­

t i n u a l l y  under t h e i r  cost p r ic e  with the aim to oust competitors 

from the market or even to destroy them.

Furthermore, the chairman of the Federa l An ti-Trust Board 

KARTTE arranged in  October 1983 a meeting between lead ing rep re ­

s e n ta t iv e s  of producer and trade e n te rp r is e s ,  at which the so- 

-ca l led  "common d e c la ra t io n  to p ro tec t  the e f f i c i e n c y  contest and 

com petit ion" (a ls o  c a l le d  the "solemn promise of B e r l i n " )  was signed

s t ip u la t in g  that in  the fu tu re  there w i l l  be na sys tem at ica l  under
20

cost p r ic e  s e l l in g  of producer branded goods

This example, which is  r ep re sen ta t ive  fo r  the p r ic e  p o l ic y  in 

marketing channels , demonstrates that the power p o s it io n  of the 

t rad e rs  has cons ide rab ly  inreased and tfiat only the in te rve n t io n  

of the s ta te  could prevent them from using t h e i r  t o t a l  demand 

power w ith in  the p r ic e  p o l ic y .  Therefore , we can say that' a lready 

today the traders  in  the foodstu ff  secto r  are the dominant e l e ­

ment of v e r t i c a l  marketing a c t i v i t i e s ,  e s p e c ia l ly  in the p r ice  

p o l ic y .  (

As a f in a l  c o n f l i c t  and power f i e ld  between producers and trad­

ers  I now want to d iscuss the "co n tra c t  p o l i c y " .

10 H . J .  B u n t e ,  Mit Anstand unter E instand , "A b sa tzw ir t ­
s c h a f t "  19Ü3, H. 4, p. 56-59.

19 0 . V. , .  k a r te l la m t  untersagt Coop Verkauf unter Einstandspreis, 
" F ra n k fu r te r  Allgemeine Ze itung" 19B3, H. 112, p. 13.

20 P. S p a r y ,  Sicherung des Leistungswettbewers durch UWG- 
-N o ve l l ie ru n g , "M a rk en a r t ik e l"  1904, H. 6, p. 3Ü6-308.



3.3. Contract P o l ic y

E s p e c ia l ly  in the SLope  of con tra c t  p o l ic y ,  a number of casus 

have been reported re ce n t ly  which demonstrate how much the r e l a ­

t ions  between producers and traders  have changed. They a lso  f u r ­

ther support the th e s is  of "the increas ing  demand power of trade
21

e n te rp r ise s "  *. A c h a r a c t e r i s t i c  example is  the case of METRO.

The Federa l An ti-Trust Board found out by in v e s t ig a t io n s  that 

MFTR0 charged i t s  foodstu ff  sup p l ie rs  w ith  the so-ca l led  "en tree  

fees". The in v e s t ig a t io n s  showed that ML TWO, fo r  in s tance ,  deman­

ded OM 500 for the acceptance of one new product in t h e i r  a s s o r t ­

ment from 900 s u p p l ie r s .  I t  means tha t w ith  40 MLTRO-markets and 

22 in teg ra ted  PRIMUS- and MEISTER-markets they made 0M 31000 per 

product and su p p l ie r  and with  900 sup p l ie rs  that amounts to about 

0M 28 m i l l io n .  Furthermore, some su p p l ie rs ,  moreover, had to ob l ige

themselves in  a w r i t te n  form to take the goods back i f  they didn t
22

reach a s a t i s f a c to r y  turnover .

But the l i s t  of such i l l e g a l  p ra c t ic e s  by t raders  could be 

extended much more, adding for instance placement feos, r ep la ce ­

ment fees ,  free  d isp la y s  and other s e r v ic e s ,  the r ig h t  to return  

Sjoods, i f  these a r t i c l e s  are taken out of the assortment, e tc .

These examples show again that e s p e c ia l ly  in the scope of the 

co n tra c t  p o l ic y  the power and c o n f l i c t  f i e ld s  have not d im in ished, 

but have increased and in te n s i f i e d  between producers and t ra d e rs .  

I t  a lso  shows that the producers have (as  a r e s u l t  of the market 

c o n s t e l l a t io n )  hard ly  any p o s s ib i l i t y  to r e t a l i a t e  or r e s i s t  the 

trad e rs  than to apply to the Federa l An ti-Trust Board fo r  he lp ,

because the concentra t ion  and fusion process in  the foodstu ff
г'З

trade  has d ram a t ic a l ly  increased and is  s t i l l  in c reas ing  .

The Federa l An ti-Trust Board found out that the f i v e  la rg es t  

trade chains in the FRG i . e .  ALDI, COOP, (ENGELMANN, EDEKA and 

REWE account for about 65X of the to t a l  turnoyer in  the foodstu ff  

t rad e .  In  s p ite  of th is  enormous purchase p o te n t ia l  of each trade 

cha in ,  during the l a s t  two years there have been made endeavours 

aiming at la rge  trade en te rp r ise s  l ik e  HERTIE, KAUFHOF, WERTKAUF and 

MASSA to go topether w ith  the m idd le-c lass  s tru c tu red  buying agen- 
—

W. B e n i  s с n, Wettbewerbsbeschränkungen in  Konsum- 
j ju te rabsa tz , "M a rk en a rt ik e l"  1984, H. 5, p. 240-246.

22 O .V . ,  K a r t e l l a m t . . , ,  p. 44.
2 J

S p a r y ,  op. c i t . ,  p. 306.



c ie s  SELEX, TANIA or ИКС and the trade chains EOEKA and REWE to
24

promote "more favourab le  buying"

This shows that even large  branded good producers l i k e  OETKER, 

NESTlE and UNILEVER have hard ly  any p o s s ib i l i t y  in  trad ing  with 

other trade e n te rp r is e s ,  because sometimes 15* of th e i r  turnover 

f a l l s  upon one s in g le  " t rad e  g ia n t " .

F i n a l l y ,  the fo l low ing  lab. 2 once more shows the permanently 

in c reas ing  concentra t ion  process and the demand power of the food­

s tu f f  trade in  the FRG, which is  r e la te d  to tha t .

T a b l e  2

Powerful trade en te rp r ise s  in the consumer-goods sector
of the FRG

0 E M A N 0 - U 1 A N T S  
The 20 biggest trade en te rp r ise s  in the consumer-goods 

sec to r  (tu rnover  in M i l .  DM)

1. A lbrecht 13 500
2. Selex/A 0 Handelsgruppe 13 160
3. Metro 12 000
4. Tangelmann/Kaistrs 11 378
5. Outílle/Schickedanz 10 386
6. Edeka-Zentrale 10 000
7. Rowe Leibbrand 9 500
8. Karstad t 9 395
9. Coop 9 380

10. Otto Versand 8 300
11. Kaufhof/Kau fha l le  7 604
12. G ede lf i  6 770
13. С A Bienntnkmayer 6 420
14. H e r t ie  6 090
15. Adolf Schaper 4 714
16. Kaufring  4 201
17. K ipp-Gruppe (Massa) 4 060
18. Sud fle isch/Sudv ieh  3 200
19. A l lk au f  3 100
20. Hor len 2 940

S o u r c e :  0. V . ,  K a r te l lam t untersagt Coop Verkauf unter 
E in s tan d sp re is ,  " F ra n k fu r te r  Allgemeine ľ e i tu n g "  1983, H. 112, 
p. 32.

4. Conclusion

I  want to re v e r t  to the question 1 s ta r te d  o f f  w ith ,  which asks 

for the dominant element of v e r t i c a l  marketing management in  the 

foodstu ff  sector of the FRG. As matters a re ,  i t  looks as i f  the 

present s t r a t e g i c a l  s i tu a t io n  in  the marketing channel i s  chara-

24 0. V . ,  K a r t e l l a m t . . . ,  p. 36.



c te r is e d  by the fa c t  that the producers desp ite  having la rge  mar­

ke t ing  experience and competence in many cases are unable to en­

force  t h e i r  marketing management p o l ic y ,  because of the increas ing  

power d e f i c i t s  and the res is tan ce  of the t rad e rs .  However, i t  

seems that in the present s i tu a t io n  t rad e rs ,  at le a s t ,  in some 

marketing f ie ld s  n e ithe r  have the competence to handle the marke­

t ing  instrumentarium e x e l le n t l y ,  лог have enough power to take

over the v e r t i c a l  marketing management in. the sense of the mar-
25

ke t ing  leadersh ip  in  the channel

But the in creas ing  development and emancipation of the trade 
26

marketing and a lso  the progressing concentra t ion  process in d i ­

ca te  that t raders  in  the near fu tu re  w i l l  bu the dominating e l e ­

ment in most of the marketing f i e ld s ,  at l e a s t ,  in the foodstuff 

sec to r  of the FRG. Thus, i t  is  to be expected u lt im a te ly  tha t th* 

ro le  of producers has changed g e n e ra l ly  w ith  branded goods ргооиг- 

ers  degraded to sup p l ie rs  for the la rge  trade e n te rp r is e s ,  whicl 

take over a l l  the t r a d i t io n a l  producer marketing a c t i v i t i e s  am 

w ith  them the leadersh ip  in the marketing channel.

Hubertus Müller

PIONOWE ZARZĄDZANIE MARKETINGOWE W KANAŁACH RYNKOWYCH 
(problem k o n f l ik tu  i s i ł y  przetargowej)

Pionowe zarządzanie marketingowe j e s t  rozumiane jako systema­
tyczne i  zorientowane na ce l  p rzeds ięb io rs tw a  koordynowanie d z ia ­
ła ln o ś c i  marketingowej podmiotów, znajdujących s ię  na różnych po­
ziomach rynku. S i ł a  przetargowa tych podmiotów, a także r e la c je  
zachodzące między nimi i s t o tn ie  s ię  zm ien iły .  Handel s t a j e  s ię  
wiodącym uczestnikiem kanału rynkowego i  zaczyna odgrywać dominu­
jącą  ro lę  w proces ie  in t e g r a c j i  w a rtyka ln e j .  Równocześnie k o n f l i ­
kty  między uczestnikami kanału rynkowego, wywołujące skłonność do 
sprzecznych ich  zachowań, u lega ją  n a s i le n iu .  Wynika to w częśc i z 
wzrastającego znaczenia handlu i zmian r e l a c j i  między s i ł ą  p rz e ta r ­
gową poszczególnych uczestników kanału rynkowego.

Przedstawiono dziedziny i przyczyny występowania najczęstszych  
ko n f l ik tów , podając ich typo log ię  z uwzględnieniem przeciwstawnych 
dążeń producentów i handlu. Na tym t l e ,  przyjmując różne k r y te r ia  
k la s y f ik a c y jn e ,  wyróżniono 5 podstawowych typów zarządzania mar­
ketingowego.

Wykorzystano m ate r ia ł  empiryczny odnoszący s ię  do różnych form 
in t e g r a c j i  w e rtyka ln e j  między handlem a przemysłem w RFN.

25
B a u e r ,  op.  c i t . , p. 433.

26 Q. V . ,  K a r t e l l a m t . . . ,  p. 26.


