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ABSTRACT

This study was undertaken to assess the effect of vertical
coordination in the marketing system of fruits and vegetables in Saudi
Arabia. It was found that the central markets are the most important
buying source of fruits and vegetables for all levels of family income
and national types, foHowed by supemlarkets. Results of the
motivations for vertical coordination showed that 88.2% of f<.,od
factories are demanding enough and timely quantities of contracte.d
products, while 73.2% of specialized fruit and vegetable outlets are
valuing the quality of products. Further, supermarkets are 57.6% keen
on getting some price privileges from contractors. It was found that
78.5% of specialized fruit and vegetable outlets are considering price
disagreement with contractors, as the most important source of
vertical coordination obstacles. About 72.7% of supennarkets
expressed the same problem. Another obstacle indicated by 44.3% of
specialized fruits and vegetables and 41.2 % of food factories is the
absence of legal contracting procedures in the country.

Finally, the effectiveness of vertical coordination as expressed
by all categories of the study sample stress the importance of
establishing a specialized contracting agencies, and opening a new
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contracting departments in all ofthe marketing channel bodies.
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