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The sift of channel power from manufacturers to retailers took place after 1990’s in Japan.
But in some markets manufacturers still keep the power. The aim of research was to make

clear the factors to generate the difference. Focusing on the processed food market mainly, I
made it clear that (A) by using power large retailers require extraordinary sponsorship
moneys, RDC fee, temporary workers, beating price down, information disclosure, returning
goods to manufacturers, and (B) their power is based on increasing amount of transaction,
getting information about consumers and manufacturing, and operations of RDC.
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