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Abstract

Value and value creation in an interactive contextn of the core topics of IMP research
(e.g. Corsaro 2013, Viio and Gronroos 2013, Hakamss al. 2004, Ford et al. 2011). Value
co-creation is an emerging issue (Cova and Sal8RWhat also became the object of a
special issue of Marketing Theory in 2011. Howevieere are only few publications

presenting the different value perceptions in gdadistribution network of a Mediterranean
country.

The paper deals with the Tunisian automobile paftisr-market discovering and analysing
the different local actors (agents, wholesaletsjlexs, and third actors) perceived values.

The Tunisian automobile parts aftermarket is charesed in a hand by very hard competitive
context based exclusively on the price and saladitions. On the other hand there are close
historic personal relationships among the locahtgyand the traditional Western producers
(French, Italian and German). However the latteridoave certainly a deep knowledge about
the large distribution network.

Perceived value is studied at product, relationahigh network levels and always in both sides
suppler and customer. Economic and non-economicstitwents of relationships value
(Durrieu and Mandjak 2000) revealed. Based on thersi different perceived values two
guestions analysed: what are the possibilitiesatiier co-creation in the Tunisian distribution
network and what are the consequences for the Wigsteducers?



I ntroduction

Mediterranean countries’ automobile parts afterretslare typically considered by European
producers as a neighbouring market where markethmnnels are highly influenced by
agents and local distributors generally wholesalexport is the usually market entry mode.
Producers’ decision-makers commonly apply the petgnrule of market entry, it means to
use “a workable entry mode for each foreign marketllensen 2011:320) with a low-risk.
This paper looks in a different way at one of thedierranean automobile parts aftermarkets
which is the Tunisian one. Further the classicakagch it tries to discover and to understand
a deeper and more complex context of this market.

Business network model explains the connectionsngnddferent entities. These “entities are
actorsinvolved in economi@ctivitiesto convertresourcedo finished goods and services for
consumption by end users” (italics in original Jstom et al 1999:266). The connections
which tie the actors, the activities and the resesirare the business relationships. As
describes by the Interaction Model4ftdnsson 1982) business relationships are inteeactiv
exchange relations between two organisations. Tdreyalways composed by economic
(exchange episodes, adaptations, institutionadisptiand social (power, dependence,
cooperation, closeness, expectations) elements, fetmed as atmosphere in the original
model. This interactive exchange is always embeddéts environment (kkansson 1982)
and connected to many other relationshipsk@nisson and Snehota 1995). Furthermore a
business relationship is a process where two osgdaons form strong and extensive social,
economic, service and technical ties over timehwhe intent of lowering total costs and/or
increasing value, thereby achieving mutual berféfiderson and Narus 1991). Moreover this
interactive business relationship is always embedidés network (Anderson et al 1994) and
it is where the value creation by and the valugisgaetween the partners are coming true
(Anderson 1995). Thus the paper attempts to disca\®oader value creation process in the
Tunisian automobile parts aftermarket. This broag®w means the intent to follow the value
creation process of the different actors’ relatiops across the whole Tunisian marketing
channel from the European manufacturer till thealeend customer. Based on the actors’
different perceived values two questions analyseaiat are the possibilities of value co-
creation in the Tunisian distribution network andatvare their consequences for the Western
producers?

The interesting issue in this case is to see howind@rnational network (European

manufacturer and Tunisian agent and importer) ibesilded in a greater local network
(Tunisian wholesalers, part retailers and end-asstomers). How the economic and social
value generated by the same product is formulatebe different exchange contexts, how is
it similar or different?

The paper is structured as follows. A comprehengart deals with the question of the value
creation in an interactive context firstly. It slilbwed by a short research design. In the third
piece some characteristics of the Tunisian autolaqiarts aftermarket are presented. After
discussing some research results the paper ends acmiiclusions and remarks about
limitations and future research possibilities.



Valuecreation in an interactive context

Value and value creation in an interactive coniextn of the core topics of IMP research
(e.g. Corsaro 2013, Viio and Gronroos 2013, Hakamss al. 2004, Ford et al. 2011). Value
co-creation is an emerging issue (Cova and Sal@8R®hat also became the object of a
special issue of Marketing Theory in 2011.

Value is an elusive concept (Woodall 2003 cited ®ygnroos 2011). There are many
important contributions and some different appreacin the large value literature (see
summery e.g. Brennan 2009, Lindgreen and Wynst@® 2 his section has a goal only to
assign in which sense the value and related cosegptapplied in this paper and throughout
the empirical research.

Brennan (2009) takes as axiomatic the consensusitiséomer value can be conceptualised
as a trade-off between the customer’s perceiveeflierand perceived sacrifices. Following
Grémroos (1997) more general definition in this grapalue is considered as the trade-off
between perceived benefits and perceived sacrifites be applied this general value
definition it must be operationalised. For thatethiquestions could be answered. There is a
value of what, to whom, and in which context? Gyamig the subject (what) the object (who)
and the situation (context) of the value helps #&tedmine the different elements of the
benefits and sacrifices between which the tradeodtrs.

In business typically that is the product what thgect of the value is. More precisely the
goods: products, services, and projects (Michal.e2003) or in a broader sense the offering
(Ford et al. 2011) are considered as the valueecaievertheless in business markets not
only the offering but the business relationshiplitalso could be the object of the value (e.qg.
Corsaro 2013, Ekansson et al. 2009, Durrieu and Mandjak 2000, Néndnd Simon 2004,
Wilson and Jantrania 1996). However the value tsamoinherent characteristic of goods or
relationships but it is always perceived by somednean actor. "Already in his study of
1730, Bernoulli wrote that value is not an inndrilatite of things, but [value] is determined
by the relationship between the evaluating persod the evaluated thing" (Bekker
2000:302). In the business the actors are the bupd the sellers. This value also can be
perceived by the customer (the buyer) and by theplsr (the vendor). Anyway the
perceptions of the same object of value are diffefer the two actors involved in the
business. Customer value is largely discussedaritiégrature but there are fewer discussions
about supplier value (Walter et al. 2001).

Customer value related to goods or offerings (gsablof the value) "is the worth in monetary
terms of the economic, technical, service and $dmaefits a customer firm receives in
exchange for the price it pays for a market offgri(Anderson et al. 2009:6). The perceived
benefits are some combination of attributes (plsitechnical, service) in relation to the
particular use, the purchase price and other itolisaof perceived quality. The perceived
sacrifice contains all the costs the buyer facesnumaking a purchase (e.g. purchase price,
acquisition costs, transportation, installatiordesrhandling, repairs and maintenance, risk of
failure or poor performance) (Ravald and Gronro®36). From the supplier’s point of view
the value of the goods of offering is composed Hey profit, the volume, and the safeguard
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functions (Walter et al. 2001). The safeguard fiomcimproves the cost-efficiency of the
supplier.

The value of the business relationship itself ic@wed once again in a different way by the
buyer and the seller. For the buyer the main elésneinthe business relationship’s value are
the smoothness of the relationship, the supplieetsvork position, the buying expectations,
the satisfaction with the financial conditions atiek duration of the relationship. These
elements create the customer relationship valuemFhe point of view of the seller the
business relationship’s value is composed by theosinmess of the relationship, the buyer’s
network position, assumed support from the partaed the sales expectations. These
elements create the supplier (vendor) relationgaipe (Mandjak et al. 2012).

In the business the context in which the value esc@ived is the interactive exchange.
“Interaction between inter-dependent companies @& simultaneous elements of

cooperation, conflict, integration and separatiothe companies’ relationships” (Ford et al.
2002:2). This interactive nature of the businesswisat fundamentally influences the

management of business relationships and consdytieatvalue creation process. Ford et al
(2002) define this management as the ensembla@é thutually interdependent elements as
network pictures, networking and network outconidstwork pictures are the views of the

network held by participants in that network. Netkwng means all of the interactions of a

company or individual in the network and Networktammes are the results of different

networking (Ford et al. 2002).

The value creation process is also object of dsouns in the literature. There are clashing
opinions that who is creating the value the supghe customer or both (Cova and Salle
2008). However “the reciprocal value creation i® thasis of all business” (Grénroos
2011:292) is the essential. While for the custoaret the supplier there are different meaning
and particular activities to create value. In aghueconomic sense it is commonly said that
the customer is interested by the value-in-use ted supplier by the exchange value.
Nevertheless taking consideration the interactateime of the business relationships between
the supplier and the customer a broader definiposposed by Grénroos (2011) is more
convenient. The value creation process means tlet‘value created by the customer,
through the support of a supplier, enables the Igmp gain financial value in return”
(Grénroos 2011:292).

From the point of view of the value creation pracesme characteristics of the networking
are interesting. Namely networking is always basedestricted freedom an on incomplete
knowledge of the complexity of the whole networkhd®lesalers, retailers or manufacturers
from a network point of view they are all “middleeni’ in networking. “Each will build their
activities on those of others and produce an outgitwill be used by someone else. Position
and experience are central factors in networkifgrd et al. 2002:8).

To synthesise this short theoretical section inghger and throughout the realised study the
value creation process is considered as an inteeagtutually influenceable and influenced
by both the supplier and the customer. In thispmegal value creation process the value is a



trade-off of the perceived benefits and perceiaatiices related to the same product and the
same business relationship but from two differennts of view.

The next section presents how this theoreticaltistppoint has been transformed to a
particular research design.

Short research design

The paper deals with the Tunisian automobile paftisr-market discovering and analysing
the different local actors (agents, wholesaletsilexs, and other actors) perceived values.

Perceived value is studied at product, relationahigh network levels and always in both sides
suppler and customer. Economic and non-economicstiteents of relationships value

(Durrieu and Mandjak 2000) revealed. Based on thersl different perceived values two

guestions are to study. What are the possibilibésvalue co-creation in the Tunisian

distribution network? From the point of view of th&estern producers what are the
consequences of these possibilities?

To meet the objective of the research, we condueteglalitative study in the area of
automobile spare parts distribution network in Bimi This exploratory phase seems to be
relevant in view of our research questions andtifles the scarcity of work in this field of
research. In addition to entering the opporturotpénefit from privileged access to field, our
choice is motivated by the often recognized higtdynplex nature of the automotive "after-
market" sector, not to mention the prominence thiat industry occupies a share of GDP of
European countries (France, Germany, Italy, Sp&amania, Hungary, Slovakia) and
elsewhere in the household budget (Hendaoui 20@4iskt 2004). More specifically we plan
to identify the vectors may contribute to the ceatron of value between the European
producer and its network of international distribat

To achieve our research goal two complementary dallaction methods have been used
professional interviews and participative obsenvatiEvrard et al. 1997). In this context we
conducted a series of interviews with key actorgh@ distribution network wholesalers-

importers (10 managers or general directors) ardilees (8 managers) Participative

observation has been executed as we accompanieskpioet manager and its agent of an
Italian producer of bellows CV joint boots, stegrigaiters, shock absorbers protection. We
attended all the meetings and it was also poswlilgerview distributors.

The main wholesalers-importers of the Tunisian re@vkere interviewed. In this context, we
varied geographies (Tunis, Sousse and Sfax) torerzsdegree of heterogeneity in terms of
the profile of catchment areas served. Semi -stradtinterviews, lasting between 50 min and
90 min were conducted. The applied interview gusdgructured as the follows: introduction,
analysis of the overall situation, customer expemta of a brand of spare parts, the strengths
and weaknesses of reference marks, the compargaeén the best brands and the object of
study brand.



Data analysis was conducted by manual thematicenbranalysis to study the transcripts
collected from wholesalers-importers and retail@fse intended purpose of this content
analysis is to achieve a gradual condensation efddita collected. Phase encoding data:
cutting the content of theme interviews and theitegorization exhaustive and exclusive
homogeneous classes. Some categories have beaeddékfore coding and others have
emerged during the coding process (Roussel andeuact2005). After transcribing the full
data set of interviews and made the summary sloédke interviews (Miles and Huberman
2003) we analyzed (Spiggle 1994) them. Based anatalysis the following section presents
the structure and some characteristics of the Tammsutomobile spare parts market.

Some char acteristics of the Tunisian automobile parts after market

The market for distribution of spare parts for antbiles is almost dominated by European
manufacturers. It is primarily incumbent suppliegssen the composition of the Tunisian

vehicle fleet. With agreements between Tunisia #@nel European Union they enjoy

preferential clauses that in the lack of customBeduon imports. Despite this privileged

presence, in the last few years the presence afeG@j Turkish, Brazilian, Indian suppliers
became important even whose products are subjetdrifts, but which nevertheless are

decline. This creates a competitive environmenétd@dmost exclusively on price and market
conditions (payment and payment period), in additm the payment of an annual premium
of referencing required by importers wholesalers.tfe other hand there are close historic
personal relationships among the local agents laadraditional Western producers (French,
Italian and German). However the latter don’t haegetainly a deep knowledge about the
large distribution network.

Based on discourse analysis and elements of theipative observation we present the
archetypal actors of the Tunisian vehicle sparéspdistribution network and summarise the
different relationships between and among themmFtbe point of view of a European
producer, in our case an ltalian bellows gimbalshuf@cturer generally two actors are
important and mean the real business relationghgagent and the wholesaler-importer.

The wholesalers-importers have experience, comprehensive knowledge of tteenational
market ahead of European suppliers, and even TumkéyAsia (China and India). In addition
to the important role they play in the purchasifigilownstream products market. They are
permanent relationship with the agents of Europaopliers, in addition to regular visits to
major trade fairs (Automechanika, Equip'Auto, etdhey are also in constant contact with
their network of resellers. It means real relaykatknowledge.

They have the professional, administrative, physaca financialcapabilitiesto import and
to handle different spare parts. Their structurgganisation and knowledge of stock
management make them able to buy a considerablemeolof products. They have a
developed internal information system (ERP/CRM).



Based on their previouglational investmentthey have strong network position in the local
distributor’s system and well established relatiops with agents.

They havebusiness relationshipaith foreign suppliers, typically via an agent.eThusiness
relationships with local distributors generally raged by the sales manager and the
specialized sales force. Sales managers who haperierce selling over the counter,
relationships with professional automotive repaimpanies with strong potential purchase.
Generally, they have a great ability to influenceghases from distributors. They may have
influence over the counter sales staff who may Hmeen at one time one of their employees.
These people create the interface between impatetsetailers.

The agents have double role. They bridge over the culturatiaogical and in a certain way
the geographical distances (Ford 1980) betweerfaitggn producer and the wholesalers-
importers. Nevertheless their most important raletd be a confidential partner of both
parties.

The agents have strong market intelligenapability and they have strong knowledge about
the products their international and national issuehey have deep legal and technical
knowledge of the import process and very developgbtiation skills.

The agents continuously make importagiational investmentdoth in international and in
national level. Their reputation is one of the mogbortant forces.

The agent habusiness relationshipsith the foreign suppliers but also with the wisalkers-
importers. Mutual trust is the fundamental elenwihe relationship with the supplier. This
trust grows up in time and based on interactiorpegences and the network position of the
agent.

A good agent established two levels of relationshiih the wholesaler - importer. A first
level with its management: initiation links by meaof an exploratory visit is materialized by
a concrete offer (catalog, samples). Negotiatiors iaitiated after studying the trade
conditions (price, payment terms and delivery cbods) with a foreign supplier. The agent
must have the ability to gather information by mmg the expected price, the prices of
competitors. At least two elements determine obtgithis kind of information: confidence,
interest (product quality and rear margins hopéd} tarries the importer of the product
supplier. An advisory role is often enjoyed asoihsolidates trust. The relationship is not only
based on economic interest. Moreover, the agent siasv availability, the number of visits
and the length of each visit. In case of conflibe agent conducts its survey of the importer
and trying to find friendly solutions. It replacie supplier, without commitment.

A second level of relationship is with the wholesahporter's sales manager who has
expertise in demand, usually a specialist by bi@ard It is this category of staff who guides

the placement of orders. At the same time, theyrergreferred partner resellers. They enjoy
the recognition of their peers and therefore thbility to influence purchases retailers.

Thelocal distributors (retailers’) distributors’ network plays the rotd suppliers of spare
parts to end customers and professional automodpair shops. They specialize by type of

7



vehicles (cars and vans vs. trucks and buses) @l fFrench, German, Italian, Asian, and
Swedish). They provide almost exclusively to theolekale importers and / or local

producers (car batteries, shock-absorbers, filtaiage pads). Given the strong competition
between suppliers in the retail market, they are &b negotiate distribution margins from

15% to 18% discounts and payment terms up to 1§6.da

They have generally goodapabilities to collect local market information (prices,
competitors, promotions, newcomers). They have g&ong knowledge of products and all
associated references. Local distributors are gtionadvice on application for the end
customers. The know how to establish commands.

Local distributors makeelational investments two directions. Owners of retail outlets are
connected with the commercial direction of the im@o In this case, the relationship

revolves around the ordering, trading margins, payndeadlines and profit margins based on
the volume of sales. Their selling stuff has velgse contact with repair shop people, with
technicians and sometimes with mechanics.

They havebusiness relationshipsith wholesalers-importers and with repair proifesals. In
the first they are the buyer and sellers in therleglationships.

The repair professionals are typically the end customers of the vehiclerespzarts. They
physically use the products. Spare parts takegddteir business which is the repair service
either for individuals (B2C) or for organisatiori32B). They take care of the repair for the
end customer and for companies that are not eqdipppair shop. The mechanics are
specialized by category and vehicle brands andaimescases by the country of origin of a
brand origin: French car, German cars. Repair slooppanies are managed by a crew chief
and they have at their disposal a person resp@ngibthe purchase of spare parts on the local
market. They refer to their experience in the userands; the profile and visibility of the
brand and the country of origin are the key criterof their spare parts choice. This category
of professional develops a resistance to changengdheir low level of education (sometimes
illiterate), they have learned on the job by imdat repetition and experience. The lack of
professional training prevents integrate new way daiing things, even if they are
professionally (scientifically) proven.

The repair professionals’ magapabilityis their technical skills. They know very well haav
repair those vehicles which are the same brandtliegtare specialized. The have generally
good ability to negotiate and to communicate whth ¢nd consumers (B2C).

Repair professionals makelational investmentsnainly with his local distributor. The trust
that is established between the retailer and thehamec used to introduce new brands,
provided that the level of quality expected is extpd. The retailers pay attention to the
guality of products offered, as the rapid flow wfarmation (or rumor) often through informal
ways. In this case the repair professionals plagrg important role to influence.

Repair professionals generally have strobgsiness relationshiptypically one local
distributor. They purchase at this retailer heavigisting on the price and the instant



disposability of the products. Local distributorgpitally give different incentives to
mechanics (usually it is the owner) and those nesipte for the purchase of spare parts for
the workshops of large companies. There are thentays of influence it is either through a
professional who has an ascending and / or aoakdtip with a retailer who are motivated by
trust and sharing.

The next section presents some elements of thee valluhe same product (the bellows
gimbals) perceived by the different actors of thmmiSian distribution network.

Some empirical evidencesfrom the Tunisian after market about the value

The largestvholesalers- importerén terms of sales and network coverage localibistors,
organization, and seniority) require sufficienttyractive prices to encourage final consumers
to try the brand new (all other things being simithe brand must have a level equal to the
reference marks quality). For Mr. SA "l guess forballows CV joint boots, a price
differential of at least 20% overcomes the barredrignorance of the brand, coupled with the
image of "Made-in lItaly”, less vigorous than th&Germany." The price is not considered as
an isolated variable. It is associated with thec@®ed quality of the brand's products
compared to European manufacturers of refereneaggutation, the image of the country.

Discourse analysis also highlights a request faicked products, particularly for kits
bellows. In this regard, Mr. SA said, "l was expegtan action on your part to increase sales
on the market. We never really worked kits; it leways worked the bellows in bulk.
Especially the most from your competitors, theyaliyudo it, in kit form.” Indeed, the
demand for enriched product is already given byi¢ading brands on the market. To create
competition and bring to market a package withsame quality but at a lower price: propose
new solutions already offered by reputed brandsemders in their field are better accepted.

Mr. MS argues the package, saying that "I thinkoavenience point of view, the kit is easier
to sell, store and present on store shelves." Hiedadhat "even our mechanics prefer kits
bellows with grease, with what it takes ..." Distriors require a coherent whole (the core
product: bellows and the right accessories) thatsne ease of use value.

Although this demand is beginning to emerge, mas yet the trend, since Mr. IK says that
"kits are a solution for some brands of high-ends,chut this is not the case for older cars
why car owners looking to spend as little as pdssiln addition, the mentality of the
Tunisian is not yet ready for these products woedlwn Europe. It takes time and hard
work.” It seems that the generalization of thisdarct is more for a segment of end customers
and a category of professionals that repair catisisnsegment. There would be a learning cost
to local distributors who are not all used to bund aell the complete package to repair
professionals and clients. This requires some datucan the point of sale, via posters that
demonstrate the various benefits package, plusnairc@ing speech from the counter staff
with professionals, as a thought leader, and wigtamers.



Local distributorsare seeking a level of consistency between theatgvbutes and enriched
product. Data analysis reveals that retailersthalt the quality of the bellows was conducive
to integrate accessories and make an enriched grddtibellows. The analysis shows that
the interviewees always refer to the reference dsaas GKN, FEBI, Bogé, K-S or others.
Content analysis revealed that these brands asdssad as trademarks by the interviewed
local distributors because they are "deemed knayuality and serious”. The functional
advantage (physical product performance) of arcbad product is examined in the light of a
brand or product reference (Monroe 1990).

The qualitative study reveals that there are twmesyof local distributors. One who are
satisfied with a single product in a package ay\‘ew cost, or even in bulk and others are
waiting to be beneficiated by the new enriched pobdthe kits).

The firs type retailers are not sensitive to pradewrichment efforts. Rather, they are
concerned about the cost and the selling pricesngiheir high price sensitivity. They just
make the delivery of core product in bulk, or ie thest case in a plastic bag. For them any
improvement or enrichment will only affect the grievel (Nowlis and Simonson 1996).

The second type of local distributors considers émaiched product is likely to increase the
degree of attractiveness of the product. This effeems to depend on the perceived
usefulness, on the degree of perceived ease adingen the product-related characteristics.
Arguably we should qualify the role of enriched gwot on the degree of attractiveness,
emphasizing the role of related core product, thietext and the individual characteristics
(Brown and Carpenter 2000, Mukherjee and Hoyer 2001

We notice that the perceived usefulness of addduitianal components highlights the ease
of use for professional repair. This also faciéththe life of thdinal customemwho would
buy the product itself. In addition, a considerablee saving. It seems that there is a
willingness to make efforts to habituate custonerbuy the kits. The concept of perceived
usefulness in this case clearly refers to the quinaieperceived functional benefit.

Conclusions

In the context of our research about the Tunisigoraobile spare parts distribution network
each type of actors has its own perception aboat vg8hvaluable for him. Typically this value

perception has at least two different dimensiohs:\alue of the product (bellows CV joint

boots Kit) and the value of the relationships inickhthis product is bought or sold. The
product value is understood as the trade off betwdée perceived benefices and the
perceived sacrifices. These perceptions are alMegyand from the point of view of the

particular actor and about the same product. Tlaioaship value is perceived through and
by the network position of the involved partneoffr whom the bellows gimbals are bought
or to whom they are sold).

Business relationship value has its own history iamnglalways the results of interactions and
importantly of the partners’ previous investmeirtteresting is that capabilities and relational
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investments seem to be in different proportion. gemake mainly relational investments.

For the repair professionals capabilities appearemnteresting. Similarly the European

manufacturers also invest mainly to develop thepabilities. On the other hand in the case
of the wholesalers-importers and the local distobaithe two types of investments look like

more balanced. Consequently value co-creation bkapler between the two different types

of Tunisian distributors. It demands more efforsnd investments) in the business
relationships between the European manufacturertla@dvholesaler-importer. There is a

same situation in the business relationships betwbe local distributors and the repair

professionals.

Limitations and further research

There are two types of limitations of our reseaifte first is related to the qualitative nature
of the study and concern the possibility of the egahsation of the results. Either several
Tunisian wholesalers-importers or some local distor have been interviewed this research
could investigate only one part of the spare padistributor network. Namely those
importers who are directly purchasing from the BPpeaan suppliers were not asked. The
research also does not deal with company’'s repairkshhops buying activity. Second
important limitation is rooted in the fact that sermterviews are only in the phases of
organisation. It paves the way some further rebeauestions as well.
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