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Examining the choice of dual channels in foreign markets
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By collecting quantitative data through a questionnaire survey of
manufacturing firms and conducting a multivariate analysis of the data, this study succeeded in
identifying the conditions under which dual channels are selected in international markets.
Specifically, this study found that firm characteristics such as market orientation and
organizational culture influence dual channel selection, while environmental characteristics such as

market turbulence and cultural differences affect the degree of such influence.
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