
clensity of markets and long distance between points of demad present signicant Chalenges to

the Canadian supplier in the.areas of both delivery and after-sale service and may explain some of

the lower ratings these suppliers receive. Brown, (1995) notiug survey resuits which indicate

that U.S.-based businesses are more likely than Canadian-based businesses te achieve improved

customer satisfaction, indicated that the différence in these resuits can lie explainied by the fact

that U.S. suppliers fécus on service as a means to improve customer satisfaction and add value to

their product.

Firms iiWolved ini ongoitig businssielationships invest ipat equipment, and labor

which have licou tailored te the specific needs of a trading partner and rnih ight bave little or

no value 9utsideo f those relationships. Hide & John (1990) have established that the levels of

speciflo iuvestet by the splier predict levels of coeai ctnson tic part of both tic

buying mnd supplying partners.

From an investmnent perspective, Byrne (1993) and Inglis (1993) have reportcd Cnda
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