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Supply chain - Supplier and buyer maximize their operational goals
Supplier-buyer relationships have changed dramatically in the last few decades. A key concern is the increased power shift from suppliers to buyers who have mounted increased pressure for a reduction in prices to maintain buyer competitive advantage. Both suppliers and buyers rely on their relationships to maximize their operational goals, but increased pressures to reduce prices may be a challenge for upholding such relationships in the long-term. Firstly, companies such as Wal-Mart have proven that the everyday-low prices strategy has worked effectively. Wal-Mart has pressured some of its suppliers to reduce prices through a high commitment to increased trust such as C.F Sauer Co. and Henkel AG (Ziobro and Ng, 2015). Moreover, JB Hi-Fi also pressured suppliers to reduce prices or pressure the company to adopt a direct importation strategy and by-pass suppliers (Wilson, 2011). Such pressures have seen suppliers facing complex relationships with buyers. According to Hansen, (2009 p. 233), relationships or integration between suppliers and buyers for the purpose of co-creation and co-production should be selected and managed with caution. This is because both suppliers and buyers face reputation spillover risks such as product recalls.    
Despite all these complex relationships, suppliers and buyers must develop a mutual engagement based on trust. Raskovic and Brencic, (2015 p. 17) concluded that high significant supply relationships are based on trust while low significant supply contracts are based on commitment. For instance, Wal-Mart acknowledges that their success with suppliers is based on trust (Ziobro and Ng, 2015). Trust is a key ingredient of long-term supplier-buyer success even for operational goals. Inayatullah et al., (2012 p. 80) found that direct communication and fair handling of suppliers is definitely linked to development of trust. Moreover, such trust encourages suppliers to invest in the buyer’s needs as well as positively enhancing its their overall performance. A key example is that of Wal-Mart where the company invites all suppliers to its Supplier Summit Meeting. Furthermore, it provides fair treatment such as allowing suppliers to raise prices when markets change such as in the case of soybean prices. These types of relationships are needed for buyers to develop strong and efficient relationships with suppliers. 
For suppliers to reduce the risks of running out of business or reputation spillover, they should approach supply chain relationships strategically. Successful relationships such as that of Wal-Mart and its suppliers are based on shared investments especially when it comes to marketing and promotions. Moreover, suppliers should embrace and even seek shared information and systems with buyers to ensure they gain competitive advantages (Hansen, 2009 p. 233). This should also include all the necessary resources in terms of product development and marketing. Suppliers should also work closely with buyers to ensure that their products are well marketed in the industry to maintain their own competitive advantages over other suppliers. Supplier-buyer relationships will continue to become complex as retailers seek competitive advantages through reduced prices and value for consumers. These relationships must shift from profits or sales volumes to trust, commitment, and flexibility. Suppliers should be offered open and fair treatment by buyers while suppliers should work towards meeting the needs of suppliers to maintain effective relationships in the long-term. 
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