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Abstract 

In this paper we expand the agribusiness co-op literature by studying the re-engineering 

process of marketing cooperatives (co-ops). More specifically we discuss and empirically 

examine organizational innovations adopted by marketing co-ops in Greece. We hypothesize 

three types of relationships: a) the influence of organizational (i.e., collective ownership, 

control and cost/benefit allocation) and strategic (i.e., market and brand orientation) attributes 

on organizational performance; b) the influence of organizational attributes on market 

orientation; and c) influences among strategic attributes. Data for this study were collected 

from a large-scale survey with CEOs  of marketing co-op in Greece. The results show that 

strategic attributes have a much greater influence on organizational performance than 

organizational attributes have, as only a few among the examined elements of re-engineered 

attributes have a (marginal) positive influence on performance. This result raises the question 

whether the influence of the re-engineered structures on performance has been over-

emphasized in the co-op literature.  Moreoever, the results demonstrate positive influences 

among the strategic attributes of co-ops, contrary to the non-significant results of 

organizational attributes on market orientation. This may imply that organizational attributes 

do not seem to act as drivers or barriers to the adoption of strategic attributes, and, hence, 

reinforce the conclusion that emphasis in co-op theory and practice should also be also placed 

on the strategies and tactics that co-ops should adopt and implement in order to capture 

market benefits. 
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