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This study conducted two empirical analyses focusing on the following two
dimensions of inter-firm adaptation: inter-firm coordination and resource configuration across
firms. The results of one of the empirical studies showed that coordination integration had a
positive performance effect, moderated the negative performance effect of uncertainty and the
positive effect of product differentiation. In another study, it was found that marketing channel
capabilities and exploitation capacities were positively related to channel performance. The results

also implied that these knowledge-based resources played roles in addressing the problems caused by
environmental uncertainty and relationship-specific assets.
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