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The participation of distributors in creating value for the manufacturer is one of
the topics that has received attention in recent years due to the important role of
distributors in direct communication with customers and the product market;
Based on this, the aim of this article is to model the structural drivers of the
participation of the distribution channels of the Tabriz shoe industry in creating
value for manufacturers. The research method was descriptive-causal. The
statistical population of this research included two sections of experts and all
shoe sellers and exporters in Tabriz. In this research, 15 experts participated in
the first part and 269 shoe sellers and exporters of Tabriz answered the
questionnaires in the second part of the research. For data analysis, interpretive
structural modeling and structural path modeling have been used. The findings
of the structural-interpretive modeling section show that the developed
structural model has five levels, and the components of each line have direct
and indirect effects on other levels. The basis of participation of shoe industry
distribution channels the main component of strategic alliance, which is known
as the most effective driver for distributors to participate in value creation.
Ideation skills and resources are also considered as the most effective main
component of participation in creating value for manufacturers. Also, the test of
the designed structural model has shown the appropriate validity and reliability
of the model and confirmed the direct and indirect relationships of the drivers of
distributors' participation in creating value for producers.
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Extended Abstract

Introduction

Although value co-creation is one way that
companies can achieve competitive advantage,
very little empirical research in the existing
literature has examined the antecedents and
outcomes of value co-creation at the seller level
and its relationship with the manufacturer. On the
other hand, most previous research on value co-
creation at the seller level has been conceptual or
qualitative (Baumann and Le Meunier-fitzhugh,
2014). At the firm level, previous studies have
found a positive relationship between value co-
creation and performance, but there is little
research that has examined the drivers of value
co-creation in distributor-manufacturer
relationships (Sinkovics et al., 2018; Zaborek and
Mazur, 2019). To address this gap, the buyer-
seller value co-creation literature has attempted to
first identify the antecedents of value co-creation
by sellers. Previous research has suggested
personal skills, dialogue, and shared goals as
enablers of co-creation of value between retailers
and manufacturers (Baumann and Le Meunier-
fitzhugh, 2015). However, this perspective cannot
reflect all the drivers of distribution channels for
their participation in value creation for
manufacturers. What are the drivers that create a
favorable experience or motivate distributors to
cooperate and collaborate with manufacturers to
create co-value is still unclear and requires further
research. Given that Tabriz is the main hub of the
footwear and leather  industry  where
manufacturers and retailers interact with each
other, there is a need for this cooperation to lead
to greater value creation and competitive
advantage for both parties. By increasing the
value of the products produced by this industry, it
is possible to consider both a larger market share
domestically and to increase the international
market share and contribute to the country's
economic growth; Therefore, understanding the
drivers of distributor participation in the value
creation process can be considered one of the
ways to increase performance for stakeholders.
Accordingly, the aim of this research is to
structurally model the drivers of distribution
channel participation in value creation for
manufacturers.

Methodology
This research was conducted in two stages using
a mixed exploratory research approach and

thematic analysis. In the first stage, a conceptual
model of the drivers of distribution channel
participation in value creation was designed, and
in the second stage, the developed model was
tested with empirical data. The statistical
population of this research, in the first part,
consisted of experts familiar with the research
topic. These experts had the following
characteristics: major shoe sellers in Tabriz with
over 20 years of experience in the shoe industry
and with at least a bachelor's degree in
management in one of the majors; shoe exporters
in Tabriz with over 15 years of experience and
with at least a management degree in one of the
majors. To select these individuals, a list of
experts in this field was prepared by repeatedly
referring to the shoe market and the Organization
of Industry, Mine and Trade and obtaining the
characteristics of individuals from various
sources. Based on the studies conducted in
accordance with the characteristics of the experts,
15 experts were used. The statistical population in
the second part consisted of major shoe sellers in
Tabriz. Based on the information collected from
Tabriz Bazaar and the Industry, Mine and Trade
Organization, there are 868 major shoe sellers and
exporters in Tabriz. The sample size was 269
people based on the Krejci and Morgan table. The
sampling in this section was also relative random.
Two questionnaires were used to collect data. In
the first section, a paired comparison
guestionnaire based on the structural-interpretive
modeling method was used. In the second
section, a researcher-made questionnaire was
used. The validity of the questionnaire was first
examined in a face-to-face manner, and after
distribution, the validity of each of the constructs
was examined and confirmed using the average
explained variance. Cronbach's alpha coefficient
was also used to examine the reliability of the
guestionnaire. In order to analyze the data,
interpretive structural modeling was used in the
first section and path-structural modeling was
used in the second section.

Results and Conclusion

The aim of this paper was to structurally model
the drivers of participation of distribution
channels in Tabriz footwear industry in creating
value for manufacturers. For this purpose, in the
first stage, a structural model of the drivers of
distributors’ participation in creating value was
designed using the  structural-interpretive
modeling method. The results of this section
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showed that strategic alliance is the most
important driver of distributors’ participation in
creating value, which includes long-term
common goals, joint production solutions, joint
learning, long-term  results, and mutual
understanding of industry problems. A review of
the research literature in the field of distribution
channels, and specifically the marketing
management literature, shows that strategic
alliances with various stakeholders throughout the
supply chain can have several benefits for partner
companies in the supply chain. Regarding value
creation (Rubio et al., 2020) and (Gupta et al.,
2019) believe that sellers, faced with relationships
they have at a strategic level with manufacturers,
seek to increase innovation in the products they
receive from different manufacturers in order to
enjoy greater benefits and benefits. Therefore, the
basis of many of the reasons for sellers'
participation in value creation is for common
goals, common long-term  results, and
understanding of problems that can harm the
market share of both parties. The strategic
alliance component directly affects the two
components of cultural and social issues and
expected results at the fourth level and the
component of skills and idea generation resources
at the first level. Cultural and social issues, which
are more commonly known as trust and social
capital in the value creation literature, are from
the perspective of (Riana et al., 2022) the result of
sellers' interactions with their manufacturers.
Some researchers such as (Bharti et al., 2014)
consider this relationship to be the opposite, that
is, they believe that social capital and trust can
lead to the creation of strategic alliances, however
(Riana et al, 2022) show that many
manufacturers give more importance to the
resources and capabilities of the distribution
channel in choosing appropriate distribution
channels and believe that trust can be created and
expanded during the relationship. Cultural and
social issues lead to the creation of appropriate
connections at the third level. In fact, cultural
understanding and trust, followed by social
capital, will be important in the formation of
connections in order to motivate sellers to
participate in the creation of Tabriz shoe value.
(Rubio et al., 2020) emphasize relationships with
different actors with complementary skills, which
indicates the connections resulting from
responsibility in order to solve problems in the
product supply chain. Also, the expected results,

which according to (Stenroos & Jaakkola, 2010)
are the main driver of any type of partnership for
creating innovation in the value chain, are a factor
that is effective in increasing communication at
the third level. Considering the results of the study
(Stenroos & Jaakkola, 2010), communication is
the result of the expectations that the parties have
from the partnership. In the obtained model,
communication plays a central role as the main
mediator of the influencing and influenced
components in the developed model. The quality
of information exchange, the level of dependence
and the reputation of the manufacturer are among
the factors that encourage sellers at this level to
participate with manufacturers in creating value.
From the perspective of (Bharti et al., 2014), the
reputation of a manufacturer attracts many sellers
to undertake various cooperations to sell the
products of that manufacturer in exchange for
receiving the minimum expected benefits.
Communication at the third level affects the two
components of knowledge-based activities and
capabilities as two antecedents of distribution
channel participation in value creation. From the
perspective of (Rubio et al., 2020) and (Bharti et
al., 2014), communication can help increase
market knowledge and accurate product
information, and as a result, the desire to develop
and share knowledge-based value in the
relationship between the seller and the
manufacturer increases. Communication also
leads to an increase in capabilities at the second
level, which ultimately both the capabilities of the
sellers and knowledge-based activities can
strengthen the sellers' ideation skills and resources
to create joint value with the manufacturer. Based
on the research findings, it is recommended that
manufacturers in the Tabriz footwear industry
enter into a strategic alliance with them in the first
step based on examining the capabilities of each
seller and adopt joint production solutions to
create value. This process leads to the unification
of long-term goals and outcomes that will
ultimately benefit both parties involved. It is also
suggested that by formulating the expected
outcomes, the motivation of the sellers should be
increased based on their expected financial
benefits for participating in value creation. Future
researchers are also suggested to validate the
model obtained in this study in different statistical
communities for the participation of distributors
in value creation.
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