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1. Analyze the B2B customer decision journey in indirect distribution systems.

2. Evaluate power and influence beyond transactions in indirect B2B channels.

3. Assess how digitalization reshapes influence along the customer decision journey.

4. Compare and evaluate strategic digital options for increasing influence, scale, and revenues.

5. Define and assess the success of a digital-first strategy in an indirect sales context.
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Product Groups Panasonic VILLA

% of sales 70% 30%

Margin 
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15-25% 20-30%

Margin HHG 20-30% 10-20%
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1. Identification of relevant theories and their conceptual origins

• Identification of foundational theories explaining decision-making, influence, and 

control in indirect B2B distribution systems

• Core theoretical perspectives include:

o B2B customer decision journey and organizational buying behavior models

o Power-dependence theory and classical channel power research

o Bargaining power perspectives within interorganizational exchange



o Transaction cost-based theories of intermediation and coordination

• Tracing these theories back to their original contributions to clarify:

o Assumptions about preference formation and transaction execution

o The relational and structural nature of power and dependence

o The role of intermediaries in coordinating information and exchange

2. Identification of state-of-the-art extensions and applications

• Review of contemporary literature extending the identified theories in digital and 

platform-mediated contexts

• Analysis of research on non-linear, digitally mediated B2B customer decision journeys 

and early-stage preference formation

• Examination of empirical studies on persistent power asymmetries, bargaining 

outcomes, and dependency structures in indirect channels

• Integration of literature on digital disintermediation and re-intermediation to assess how 

digitalization relocates decision-relevant activities

• Inclusion of platform research to capture how influence and control become embedded 

in digital architectures, interfaces, data, and governance mechanisms

3. Integration, comparison, and synthesis

• Systematic comparison of insights across process-oriented, structural, and architectural 

perspectives

• Analysis of how decision journey dynamics interact with power-dependence and 

bargaining mechanisms

• Synthesis of findings to explain shifts in influence toward early, digitally mediated 

decision phases

• Identification of complementarities, tensions, and gaps across literature streams

• Development of an integrated analytical framework explaining influence and control in 

indirect B2B distribution systems under digitalization



1. Map HHG’s sources of influence along the B2B customer decision journey.

2. Define appropriate success criteria for HHG’s digital-first strategy.

3. Identify and critically assess the path dependencies in HHG’s strategy.

1. Latent vs. Activated Power Classification Exercise

HHG’s

2. Platform Power Mapping: Who Controls Which Layer?



3. Strategy as Process vs. Strategy as Choice Reflection
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4. Digital Visibility as Market Access Simulation
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