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A Study on the Application of the Theory of Co-opetition Strategy to the
Construction of Channel Strategies in Emerging Southeast Asian Countries
—The case of a Japanese food manufacturer’s entry into the Indonesian market—
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B Abstract

The Southeast Asian food market, dominated by manufacturing-distribution con-
glomerates, has a rigid and specific distribution structure. This paper focuses on
the theory of co-opetition strategy in order to formulate a new channel-building
strategy theory for Japanese food manufacturers in emerging Southeast Asian
countries. The possibility of applying the strategic framework and behavioural de-
terminants in the theory of co-opetition strategy to channel-building strategy is
discussed based on the case of a Japanese confectionery manufacturer in the
South-East Asian market. As a result of the study, the applicability to the formula-
tion of channel construction theory was shown, but further study issues were also
clarified.
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