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Abstract 
 
The phase relationship marketing has recently received a great deal of attention from both 
academics and practitioners. Interaction theory has emphasized the importance of 
relationships in business-to-business markets. For many firms it is important to develop 
relationships. To create a successful relationship is the goal of relationship development. 
Obstacles make businesses unwilling to change business suppliers or customers. Because 
of benefits of stability businesses look for successful long-term relationships. Therefore, 
factors that seem to lead to a successful relationship should be found. 
 
The purpose of this study was to gain a deeper understanding of what counts as a “good” 
or “poor” quality relationship, what are the characteristic attributes of a good relationship, 
how they might vary in importance and whether they vary between countries.  
 
Based on literature the constructs of relationship quality were selected. These attributes 
are:  

• The extent to which there is trust between the two parties 
• The extent to which the two parties understand each other’s needs 
• The extent to which the business systems of the two parties are well integrated 
• The extent to which power is equally shared between the two parties 
• The extent to which relationships yield a profitable outcome for companies 

 
Conjoint analysis was used to derive how Iranian managers trade off different attributes 
of relationship quality. Considering the overall results, the most important attribute was 
profit followed by trust and power. But the overall results were not indicative of a general 
consensus. There were some situations observed that the perception of relationship 
quality varied significantly from the majority. This clearly showed that each relationship 
needs to be studied based on its own nature. There can be some other factors that 
influence the constructs of relationship quality.  
 
This research involved collecting data on the importance of a set of attributes from 
Iranian managers. This is then compared with data from a previous study of UK 
managers. Profitability of a relationship was considered by many of the Iranian and 
English managers. The majority of Iranian managers were concerned about their 
relationship profitability more than English managers. In our studied sample almost all 
Iranian valued profit as an important attribute more or less. Trust was also important in 
both samples of Iranian and English managers, which was in track with literature of 
relationships. In our sample power was among influential attributes that construct 
relationship success, whereas in UK, power was reported as the least important attribute. 
Integration in both English and Iranian managers’ perceptions appeared to gain little 
importance. Overally, understanding of needs was among important attributes of English 
managers, whereas it did not seem to be very important for Iranian managers. Still there 
were few Iranian managers who considered this construct as the most important construct 
of relationship quality. 
Keywords: Business-to-Business Relationship, Relationship Quality, Iran 
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Chapter I 

1 Introduction 
 

In this chapter an introduction of the thesis is provided. The chapter begins with a 

background concerning the research area which also shows the study’s importance, 

followed by problem discussion, which guides the reader to the research purpose and the 

research questions. Finally the structure of the thesis is presented. 

 

1.1 Background 

 

“How to develop relationships is the subject for many firms. The goals of relationship 

development are in a broad sense to create a satisfactory and successful relationship. The 

factors that seem to lead to a successful relationship should be found” (Wilson and 

Jantrania 1995). 

 

Building and maintaining relationships have significant long-term implications and 

therefore affect the strategic and long-range planning of the firm's marketing 

(Gummesson 1987). 
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To review the importance of relationships we can state that in the new theory of industrial 

marketing called the network/interaction theory, marketing is defined as: all activities by 

the firm to build maintain and develop customer relations. “Marketing, with reference to 

industrial and international operations is thus not primarily concerned with the 

manipulation of the 4 Ps from consumer goods marketing. Instead, it is to reach a critical 

mass of relations with customers, distributors, suppliers, public institutions, individuals, 

etc” (Hakansson 1982). 

 

Both services marketing theory and the network/interaction theory emphasize the long-

term perspective: it takes time for sellers and buyers to establish a smooth working 

relationship (Gummesson 1987). 

 

Hakansson (1982) mentioned the Benefits of Stability and Obstacles to Change in 

Industrial Markets. Benefits can be considered from purchasing firms’ point of view and 

also from supplying firm. Stability will reduce problems that occur as a result of change; 

problems that firm face by the process of search and evaluation, problems a company can 

face in product use which centre on is internal routines and experience of its staff, 

problems caused by technological adaptation in the firm’s machinery and its knowledge. 

 

Wilson and Jantrania (1995) believe businesses seed alliances to enhance their 

competitive position. In buyer’s point of view creating single source relationship reduces 

the size of their current supplier base. This allows them lower costs through JIT and 

quality programs. This can only happen through a close relationship between the firms. 

“Alliances are formed to develop new product or enter new markets. Joint ventures are 

developed to enter markets or to vertically integrate resources.” Close relationships are 

not new, but the purposeful development of relationships to achieve strategic goals is a 

recent development.  

 

Despite mentioned benefits and reasons of partnership, many strategic partnerships do not 

succeed. Knowledge of factors that are associated with partnership success could aid in 
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the selection of partners as well as in the on-going management of the partnership (Mohr 

and Spekman 1994). This mentions to the essential importance of this thesis. 

 

In the business-to-business marketing, there has been significant change during the past 

30 years, not only in the phenomenon studied but also in the conceptualization of the 

processes at work. Many like the International Marketing and Purchasing (IMP) Group, 

that has been active in research in B2B marketing, believe that if B2B marketing 

researches start with relationships between organizations and within networks it is 

probable that a new set of findings emerge, different sets of assumptions be produced and 

different processes be found (Leek et al. 2003). 

 

Hakansson and Ford (2002) mention that the words relationships and networks have 

recently received a great deal of attention from both academics and practitioners. 

Strategists have been concerned with joint ventures, strategic alliances and strategic 

networks. The term relationship marketing has become a buzzword for marketers, and 

purchasers have discussed supply chain models and supplier networks.  

 

In the marketing discipline understanding interfirm relations and networks includes the 

study of: marketing and distribution channels in domestic and international markets; 

supply chains; business to business markets and the nature and role of relations between 

buyers and sellers (Wilkinson 2001). 

 

The new approach to marketing stresses the building of relationships rather than the 

promotion of products. The marketer must gain understanding of the market structure, 

and then develop strategic relationships with other key companies and people in the 

market. They must build relationships with suppliers and distributors, investors and 

customers. Those relationships are more important than low prices, flashy promotions, or 

even advanced technology, Changes in the market can alter prices and technologies, but 

close relationships can last a lifetime, if not longer (McKenna 1985). 

 



 

 11

It is essential to have a clear picture of what customers in the market place really are 

looking for and what they are evaluating in the customer relation of service firms, in 

order to be able to develop service marketing models and service management models 

(Gronroos 1984). 

 

Statistical techniques such as multivariate statistics were used a lot in B2C marketing to 

understand the decision-making behavior of individual consumers. Nairn et al. (2004) 

argued that there are some contexts in which multivariate statistics such as conjoint 

analysis, cluster analysis and correspondence analysis can be used in industrial marketing 

effectively. They made contribution to the literature on the use of multivariate statistics in 

industrial marketing on strategic, operational and tactical levels.  

 

Also use of conjoint measurement about organizations in industrial marketing was 

suggested by Green and Wind (1975). Multivariate statistical techniques have been use 

by Naude and Buttle (2000) in industrial marketing in order to assess B2B relationship 

quality too.  

 

1.2 Problem Discussion 

 

Despite all benefits and reasons of partnership, many strategic partnerships do not 

succeed. Knowledge of factors that are associated with partnership success could aid in 

the selection of partners as well as in the on-going management of the partnership (Mohr 

and Spekman 1994). 

 

Within the rapidly expanding literature of business-to-business marketing, supply-chain 

management, relationship marketing and customer relationship management there is 

relatively little attention paid to the issue of relationship quality.  
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What are the features that distinguish successful relationships from unsuccessful ones? 

What is it that makes a relationship highly valued by those within it? Why do actors in a 

relationship wish and act to pursue and protect that relationship? 

 

The core contribution of many researchers over the past two decades has been to identify 

the importance of relationships in business-to-business markets. However, defining just 

what managers regard as a good relationship is not an issue that has been studied in any 

depth. This research will be a contribution in developing understanding of this important 

issue among Iranian managers for the first time. 

 

Assessing the quality of any relationship has remained a problematic issue in spite of the 

recognized importance of relationships within business-to-business marketing (Naude 

and Buttle 2000). This paper attempts to contribute to redress this shortcoming. 

 

1.3 Purpose and Research Questions 

 

The purpose of this paper is to analyze B2B relationship quality and to develop more 

clearly our understanding of what counts as a “good” or “poor” quality relationship. This 

is integrally linked to the issue of customer and relationship value, currently one of the 

most pressing and important managerial issues. So the focus is on the benefit rather than 

the cost element of value. It tries to contribute in understanding what managers regard as 

a good relationship. 

 

To fulfill this purpose the following research questions shall be addressed, 

 

What are the characteristic attributes of a good relationship? 

 

How might they vary in importance? 

 

How do they vary between countries? 
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Structure of the Thesis 

 

In the first chapter a broader problem has been narrowed down to a research problem and 

research questions. The literature review in chapter two will give the reader an overall 

review of different contributions in literature related to the research problem and research 

questions. Role of relationships in industrial markets will be described. Relationship 

value and relationship quality will be presented. The factors that construct relationship 

success will be introduced according to previous studies. Using multivariate statistics in 

B2B marketing is discussed. Based on literature review and also the methodology, a 

frame of references is presented in this chapter.  

 

In chapter three the methodology of this study will be presented. In this chapter, 

procedures of conjoint analysis will be mentioned. Conjoint analysis has been used in 

order to answer to the second research question and to find out the importance of each 

factor of relationship quality. Also procedures of cluster analysis and correspondence 

analysis will be discussed in this chapter. These two analyses are used as complementary 

techniques with conjoint analysis. The credibility of the findings will be discussed in this 

chapter. 

 

In chapter four, analysis of data and the results will be brought. The detail of reliability 

and internal consistency screening will be mentioned in this chapter. Also the results of 

conjoint analysis, cluster analysis and correspondence analysis in association with 

answering the research questions will be presented in this chapter. 

 

Chapter five will present the findings and conclusions drawn from the study. It also will 

include implications as well as suggesting concerning further research. 
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Chapter II 

2 Literature Review 
 

“The further backward you can look, the farther forward you are likely to see” Winston 

Churchill 

 

This chapter is based on the previous introduction and the problem area presented in 

chapter one. It will provide the reader with a literature review concerning the research 

area.  

 

There is a long history beyond study of relationships and networks in business and 

Marketing (Wilkinson 2001). 

 

About the issue of relationship quality there have been some useful contributions from a 

number of authors. Some of these authors write of relationship quality, others of 

relationship value or of partnership success. Here these contributions are reviewed.  
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2.1 Industrial Marketing-Business Marketing and Relationships 

 

In this section definition of industrial marketing and business-to-business marketing and 

partnership is brought. The characteristics of business marketing and its differences with 

consumer marketing are discussed. Benefits of long-term relationships and also problems 

of change are mentioned from both purchasing and supplying firms’ point of view. 

Finally, changes in business markets are mentioned. 

 

2.1.1 Definition of Industrial Marketing-Business Marketing 

 

Gummesson (1987) has distinguished between consumer and industrial marketing using a 

definition advanced by Cooke: 'Industrial marketing is marketing to the organizational 

buyer as contrasted to consumer marketing, which is marketing to the ultimate consumer'. 

The organization can be a corporation, a public authority, a reseller, a hospital, etc. 

Alternatives to the term industrial marketing are business marketing or business-to 

business marketing. 

 

In the new theory of industrial marketing called the network/interaction theory, marketing 

is defined as: all activities by the firm to build, maintain and develop customer relations. 

 

“Partnerships are defined as purposive strategic relationships between independent firms 

who share compatible goals, strive for mutual benefits, and acknowledge a high level of 

mutual interdependence. They join efforts to achieve goals that each firm, acting alone, 

could not attain easily” (Mohr and Spekman 1994). 

 

A strategic alliance or partnership may be defined as a relationship where a synergistic 

combination of individual and mutual goals encourages the partners to invest time, effort 

and resource to create a long term collaborative effort that achieves individual and 

partnership strategic advantage. This definition contains the motivator of a relationship 

(Wilson and Jantrania 1995). 
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Each purchase involves several business activities. In these activities products and 

services are developed, designed, produced, bought, sold, delivered and combined to 

make up the offerings that are finally marketed to customers. Business marketing is about 

how marketing takes place between these companies (Ford et al. 2002). 

 

Ford et al. (2002) define business marketing as “the task of selecting, developing and 

managing customer relationships for the advantage of both customer and supplier, with 

regard to their respective skills, resources, technologies, strategies and objectives.” 

 

2.1.2 Characteristics of Industrial Marketing-Business Marketing 

 

Business marketing and consumer marketing have many similarities. However, business 

marketing is also different from consumer marketing in some ways. The differences are 

because of the problems of business customers and the way they try to solve them. 

Business marketing is more complex than consumer marketing in many ways. Therefore 

it can be more challenging for those who work or study it (Ford et al. 2002). 

 

“Unlike business marketers, consumer marketers often deal with thousands or millions of 

individually insignificant customers who can be grouped into relatively homogeneous 

segments for the purpose of analysis, communication and targeting.” According to Ford 

et al. (2002) some differences between a business purchase and a consumer purchase are 

as followed: 

 

• A number of people are likely to be involved in a business purchase 

• The people involved in a business purchase are professional 

• A business purchase may take a long time from the moment when the issue is first 

raised till final delivery 
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• In many cases each business customer is individually important to a supplier and 

responsible for a significant proportion of its total sales. Similarly, each supplier 

can be individually important to a customer 

• A business purchase or sale is not an isolate event and will be affected by the 

previous experience of both customer and supplier, with each other and with 

others 

 

Hakansson (1982) introduce relationships of industrial marketing to be usually close and 

long term and involving complex pattern of interaction between the two companies.  

 

They indicate that the characteristics of industrial markets are usually as below: 

 

• Relationships between sellers and customers are more often highly stable. 

• The long lead times before many industrial purchases take place. That is a time of 

complex interaction during which a relationship is established. 

• Changes in the composition of the customer and supplier markets are few and 

occur relatively slowly. 

 

It can be concluded that “stability is a clearer, or maybe a stronger, characteristic of 

industrial markets than is change.” (Gummesson 1987) 

 

“However, marketers in for example, a highly concentrated industry may find different 

problems. The issues associated with the handling of ten very large customers are of 

totally different character from those of handling 1,000 small customers. Thus, marketers 

in firms in concentrated markets have a lack of accurate models for analyzing their 

marketing problems. They have also a lack of relevant data expressed in a systematic way 

about the behavior of other firms in the same situation.” (Gummesson 1987) 

 

Gummesson (1987) emphasized the significance of supplier-customer interaction and 

long-term relationships. He mentions some issues that challenge the present marketing 

concept in consumer marketing, services marketing and industrial marketing.  He brings a 
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new marketing concept concerning relational aspects. This construal of quality has been 

absorbed into the Nordic School’s overall conceptualization of service quality. 

 

Here are some of his contributions: 

 

The Many-headed Customer and Seller 

When using the words customer and seller especially in industrial marketing both the 

seller and the customer are many-headed. The customer can be identified as a buying 

centre consisting of a number of individuals and representing five major customer roles: 

decider, buyer, user, influencer and gatekeeper. “The network/interaction theory 

identifies relationships between many individuals from the selling firm's staff and the 

customer's staff plus relations to other entities such as the seller's suppliers, trade 

associations, political bodies, public authorities, etc.” 

 

The Real Customer Does Not Necessarily Appear in the Market-Place 

In order to open up a market it might be necessary to receive a blessing from up in 

society. For example in agricultural products trade agreements and quotas are very 

effective.  

 

Interaction Marketing-Relationship Marketing 

The core of relationship marketing is relations, maintenance of relations between the 

company and the actors in its micro-environment, i.e. suppliers, market intermediaries, 

the public and of course customers as the most important actors. The focus is shifting 

from the activity of attracting customers to activities which concern having customers 

and taking care of them. 

 

He has mentioned distinction between interactive marketing (sometimes called 

relationship marketing) and non-interactive (mass) marketing. He has described that the 

interactive relationships are not only marketing interactions, they are also interactions 

during which the service is produced. Moreover, the customer starts to consume the 
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service during the marketing and production process. So customer is a “co-producer”. 

There are interactive relationships such as: 

 

• Interaction between the buyer and the seller's contact persons 

• Interaction between the buyer and the seller's systems, machinery and routines 

• Interaction between the buyer and the seller's physical environment 

• Interaction among buyers who produce the service between themselves 
 

Customer relations are influenced by 'part-time marketers' from all sorts of functions 

within the firm, and consequently the interfunctional dependency in the firm must be 

emphasized. Efficient internal marketing is a prerequisite for successful external 

marketing. 

 

2.1.3 Benefits of Long-Term Relationships in Industrial Marketing 

 

Wilson and Jantrania (1995) believe businesses seed alliances to enhance their 

competitive position. In buyer’s point of view creating single source relationships reduces 

the size of their current supplier base. This allows them lower costs through JIT and 

quality programs. This can only happen through a close relationship between the firms. 

“Alliances are formed to develop new product or enter new markets. Joint ventures are 

developed to enter markets or to vertically integrate resources.” Close relationships are 

not new, but the purposeful development of relationships to achieve strategic goals is a 

recent development.  

 

As mentioned before, Hakansson (1982) has mentioned the Benefits of Stability and 

Obstacles to Change in Industrial Markets. Benefits can be considered from purchasing 

firms’ and also from supplying firms’ managers’ point of view. 

 

There are several obstacles to change. Stability reduces those obstacles. Here some of 

them are mentioned: 
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• Problems that firms face by the process of search and evaluation 

• Problems companies face in product use which centre on their internal routines 

and experience of their staff 

• Problems because of technological adaptation in the firm’s machinery and its 

knowledge 

 

Change causes problems for selling firm too. It must search for and evaluate customers. It 

has to decide how much it is prepared for establishing new relationships. There are costs 

in developing technical and information contacts. Selling firm would have internal costs 

similar to the supplying firm. Accordingly benefits of stability are mentioned as below: 

 

• It can be concluded that new relationships are expensive. Existing relationships on 

the other hand can save costs in short term 

• It is more likely that the seller can expect better information about the purchasing 

plan of old as compared to new customers 

• There can be more suggestions and ideas from the old purchasing firm about 

product development or product use 

 

They have noted that many (but not necessarily all) industrial markets are characterized 

by stability and long-lasting relationships between buying and selling firms. 

 

Characteristics of industrial markets are mentioned as below: 

 

• Stability instead of change  

• Long-lasting relationships instead of short business transactions 

• Closeness instead of distance 

 

It is also important to consider that buyer-seller relationships are between firms but they 

are conducted by individuals. Therefore, social and psychological factor have importance 

on the relationships (Hakansson 1982). 
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According to Mohr and Spekman (1994) formation of alliances and partnerships can have 

benefits such as: 

 

• To gain competitive advantage in the marketplace 

• To afford a firm access to new technologies or markets 

• Economies of scale in joint research and/or production 

• Ability to provide a wider rage of products/services 

• Access to knowledge beyond the firm's boundaries 

• Sharing of risks 

• Access to complementary skills 

 

They mention that there are various reasons why firms enter into close business 

relationships, and make predictions about when partnerships will be formed. Some of 

them are as stated below: 

 

• Transaction costs analysis 

• Competitive strategy 

• Resource dependence 

• Political economy 

• Social exchange theory 

 

It is also interesting to review how business relationships have changed recently. In next 

section this issue is mentioned. 

 

2.1.4 Developments in Business Marketing 

 

Ford et al. (2002) mention developments in business marketing. According to them the 

nature of customer relationships and the whole field of business marketing are changing 

fundamentally. Business marketers need to understand these changes. There are some 
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factors that are forcing changes in three inter-locking areas: company organization; the 

nature of relationships and the nature of networks. Business marketing is in the middle of 

these three areas and is affected by all these factors together.  

 

They also mention relationship changes. Business relationships are extremely varied, but 

nevertheless there are some common changes that are affecting many of them, such as 

relationship complexity and pressures on relationship management. 

 

2.2 Relationships in Industrial Marketing 

 

According to Ford et al. (2002) it is essential to develop relationships in business 

marketing. “The transactions between a business supplier and its customers are not 

isolated events that are unrelated to each other. Instead, each of these transactions takes 

place in a relationship and each is related to the previous experience of the companies 

and to what they plan for the future.”  

 

They mention relationships, markets and networks. “The things that consumers buy are 

the end products of a vast range of business activities. These activities are carried out in 

the relationships between many companies. But none of these relationships exist in 

isolations; each of them is intimately linked to others in a network. Any one purchase can 

both affect and be affected by these other relationships. Understanding what happens in a 

business network is essential for success in business marketing.” 

 

According to Ford et al. (2002) “Business networks are usually quite complex. A network 

consists of a number of individual markets. Business marketers can not restrict their 

attention to the immediate market for their offerings. Instead, they must understand what 

is happening in the wider network and how will affect their own operations and those of 

their customers.”  
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They discuss that “Business marketing occurs between two active companies that are 

important to each other, in a relationship that is often close, complex, and long-term. We 

can only understand each business purchase within the context of the relationship of 

which it is a part. Each single relationship does not exist in isolation and can only be 

understood within the wider network of relationships.”  

  

The IMP “interaction approach” is based on the importance for both researchers and 

managers of understanding the interaction between active buyers and sellers in 

continuing business relationships. The group has been very active in working on areas of 

business marketing, purchasing and inter-company networks (Ford et al. 2002). 

 

In IMP “interaction approach”, Hakansson (1982) challenges the concentration of the 

buyer behavior literature on a narrow analysis of single discrete purchase. Results from 

studies into industrial markets indicates quite different picture. In marketing management 

and purchasing management it should be avoided to focus largely on the management of 

a single purchase. The factors which have contributed to the way this purchase takes 

place or to the effects of this purchase on the subsequent dealings with the supplying 

company or the customer company should be considered. They emphasize the importance 

of the relationship which exists between buyer and seller in industrial markets.  

 

IMP “interaction approach” can be considered as an important basis for this study. IMP 

model has been result of collaboration between researchers in France, Italy, Sweden, 

West Germany and Great Britain. The study of Hakansson (1982) was on several 

purchasing and selling firms from those countries, in order to generate a more 

comprehensive picture of these relationships. This understanding is important in 

marketing management and purchasing management. They “emphasize the importance of 

the relationship which exists between buyers and sellers in industrial markets. This 

relationship is often close. It may also be long term and involve a complex pattern of 

interaction between the two companies.”  

 



 

 24

In the interaction model it is described that the marketing and purchasing in industrial 

markets is an interaction process between two parties within a certain environment. The 

four basic elements in industrial markets are: 

 

1. The interaction process 

2. The participants in the interaction process 

3. The environment within which interaction takes place 

4. The atmosphere affecting and affected by the interaction 

 

These elements are sub-divided later. 

 

The Interaction Process 

The interaction process includes some individual episodes. For instance the placing or 

delivering of a particular order is an episode. The longer-term aspects of relationship 

affect and may be affected by each episode. Episodes that occur in industrial market 

relationship involve exchange between two parties. The four elements that are exchanged 

are: 

 

1. Product or service exchange 

2. Information exchange 

3. Financial exchange 

4. Social exchange 

 

Social exchange episodes are, as has been described above, critical in the build up of 

long-term relationships. Exchanges of product and service (which can be in both 

directions) and of the other elements of money and information can also lead to the build 

up of long-term relations. The routinization of these exchange episodes over a period of 

time leads to clear expectations in both parties of the roles or responsibilities of their 

opposite numbers. Eventually these expectations become institutionalized to such an 

extent that they may not be questioned by either party and may have more in common 
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with the traditions of an industry or a market than rational decision making by either of 

the parties (Ford 1978). 

 

Another important aspect of the relationship is the adaptations which one or other party 

may make in either the elements exchanged or the process of exchange. Examples of this 

are adaptations in product, in financial arrangements, in information routines or social 

relations. Adaptations in specific episodes may also be made in order to modify the 

overall relationship. 

 

The manipulation of different aspects of adaptation is of course a critical marketing and 

purchasing issue. 

 

The Interacting Parties 

The process of interaction and the relationship between the organizations will depend not 

only on the elements of the interaction but also on the characteristics of the parties 

involved. This includes both the characteristics of the two organizations and the 

individuals who represent them. The organization factors include the companies' position 

in the market as manufacturer, wholesaler, etc. It also includes the products which the 

selling company offers, the production and application technologies of the two parties 

and their relative expertise in these areas. 

 

The Interaction Environment 

The interaction between a buying and selling firm cannot be analyzed in isolation, but 

must be considered in a wider context. This wider context has several aspects such as 

market structure, position in the manufacturing channel and the social system. 

 

The Atmosphere 

One of the main aspects of the relationship which may be affected by conscious planning 

is the overall atmosphere of the relationship. This atmosphere can be described in terms 

of the power–dependence relationship which exists between the companies, the state of 
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conflict or co-operation and overall closeness or distance of the relationship as well as by 

the companies' mutual expectations. 

 

Industrial markets have features which depart quite considerably from those 

conventionally considered to be normal. Industrial markets are characterized by stability 

instead of change, long lasting relationships instead of short business transactions and 

closeness instead of distance. IMP interaction model is illustrated in Figure 1.  

 

 
source: Hakansson (1982) 

Figure 1: An Illustration of the Interaction Model 

 

According to Gummesson (1987) marketing must understand quality, be it a service firm 

or an industrial firm or a consumer goods firm. “Relations are part of customer-perceived 

quality.” High relational quality contributes to customer- perceived quality and thus 

enhances the chances for a long-term relationship.” See Figure 2. The quality of 

relationships, 'relational quality', affects the customer's perception of quality. 
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source: Gummesson (1987) 

Figure 2: The Quality of Relationships  

 

Relationship profitability model was developed by Storbacka et al. (1994).The 

relationship profitability model presents some links that show relationships between 

variables: service quality, customer satisfaction, relationship strength, relationship 

longevity and customer relationship profitability. They study how quality leads to 

profitability and introduce below links in the model: 

 

1. The Link between Service Quality and Customer Satisfaction 

2. The Link between Customer Satisfaction and Relationship Strength 

3. The Link between Relationship Strength and Relationship Longevity 

4. The Link between Relationship Longevity and Customer Relationship 

Profitability 

 

This model is illustrated in Figure 3. 
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source: Storbacka et al. (1994) 

Figure 3: A Relationship Profitability Model 

 

Ford et al. (2002) discuss the content of companies and relationships. “The networks 

consist of companies and the business relationships that link them. Each company does 

not have relationships with all of the others but there is a clear pattern of linkages in the 

network. In order to analyze a network first it is necessary to examine the content of the 

companies and their relationships and then look at the wider pattern of the network.”  

 

Without its relationships a company could not operate and without the resources and 

skills of both companies a relationship would have no purpose of value. 

 

We can not make sense of companies by looking at them in isolation, but only in relation 

to each other. It also means that we can gain more insight into a network by looking at 

the pictures that the companies have of each other, their resources and their relationships. 

Here a brief introduction to activities and resources are presented. 

 

Activities and Resources 

 

In order to be of value to each other the companies in a relationship must be able to 

perform particular activities and in order to o so they need resources. Activities include 

development and operations, logistics and administration. The resources can be of many 

kinds, both physical and human. 
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Single Relationships 

 

It is important to analyze the content of a single relationship within a network. This will 

help to identify in more detail the effect of a relationship on both supplier and customer 

companies. The terms activity links, resource ties and actor bonds are introduced 

accordingly. 

 

Activity Links 

 

A relationship can systematically link the inter-dependent activities performed on 

a supplier and a customer. It can include the activities that facilitate or control a 

production process, such as Just-in-Time co-ordination to reduce stocks at both 

companies.  

 

Resource Ties 

 

A relationship can also tie together resources in both of the companies. These 

resources may be the products, services capabilities or facilities that are built 

together through the relationship.  

 

Actor Bonds 

 

Business relationships always have a social content. People in the two companies 

get to know each other through interaction and this is important in the growth of 

trust, which is necessary for the relationship to develop (Ford et al. 2002). 

 

2.3 Relationship Value and Relationship Quality 

 

In this section value and relationship value are introduced from some researchers’ point 

of view. Also the relationship quality is introduced. 
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2.3.1 Value and Relationship Value 

 

As mentioned before this study focuses on the benefit rather than the cost element of 

value. In this section value and relationship value is discussed and alternatives for 

creating value are brought. 

 

Value is traditionally defined as a bi-partite construct consisting of benefits and sacrifices 

(Zeithaml 1988); (Blois 1999); (Blois 2003). According to Anderson and Narus (1999), 

value in this perspective can be defined as “the perceived worth in monetary units of the 

set of economic, technical, service, and social benefits received by a customer firm in 

exchange for the price paid for a product offering” 

 

Value is considered to be an important constituent of relationship marketing and the 

ability of a company to provide superior value to its customers is regarded as one of the 

most successful competitive strategies for the 1990s (Ravald and Groِnroos 1996). 

 

Customer satisfaction is supposed to be one of the most important criteria for customer 

loyalty. A satisfied customer is supposed to buy more and more often than other, not so 

loyal, customers do. What is the underlying construct of customer satisfaction? In 

traditional quality models quality is supposed to precede customer satisfaction 

(Parasuraman et al. 1988). Quality can also be viewed as an overall judgment of the 

superiority or excellence of a product (Zeithaml 1988). 

 

Perceived value is defined as the ratio of perceived benefits relative to perceived sacrifice 

(Monroe 1991). He defines customer-perceived value as the ratio between perceived 

benefits and perceived sacrifice: 

 

Perceived benefits

Perceived sacrifice
Customer-perceived value = 
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The perceived sacrifice includes all the costs the buyer faces when making a purchase: 

purchase price, acquisition costs, transportation, installation, order handling, repairs and 

maintenance, risk of failure or poor performance. The perceived benefits are some 

combinations of physical attributes, service attributes and technical support available in 

relation to the particular use of the product, as well as the purchase price and other 

indicators of perceived quality. 

 

Zeithaml (1988) also points out that Perceived value is “subjective and individual”. 

Ravald and Groِnroos (1996) suggest that the customer-perceived value of an offering 

must also be highly “situation specific”. Any company attempting to provide competitive 

value to its customers needs to gain a thorough understanding of the customers’ needs 

and the activities which constitute the customers’ value chain. 

 

2.3.1.1 Episode Value and Relationship Value 

The firm’s offering should be seen as a “value carrier”. When examining the customer-

perceived value of an episode in a relationship, we should note that it probably cannot be 

derived just from the core product plus supporting services, rather it must also include the 

effects of maintaining a relationship. Episode was introduced in IMP “interaction model”. 

 

“Total episode value” is described as a function of both episode value and relationship 

value: 

 

 
Here the necessity for the firm of being able to maintain a good relationship with 

customers is seen. Episode value and the relationship value exist in a mutually dependent 

relationship. Positive episode value enhances the relationship value and a positive 

relationship value increases the total episode value.  

Total episode value = Episode benefits + relationship benefits

Episode sacrifice + relationship sacrifice 
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In a long-term relationship with the supplier the benefit concept takes on a deeper 

meaning. Safety, credibility, security, continuity, etc together increase the trust for the 

supplier and thereby support and encourage customer loyalty. 

 

The customer-perceived value needs to get a deeper meaning which does not relate only 

to episodes, but to the expectations of the customer and the responsibility of the company 

to meet these expectations in a long-term relationship (Ravald and Groِnroos 1996). See 

Figure 4.  

 

 
source: Ravald and Groِnroos (1996) 

Figure 4: The Effect of Value-Adding Strategies in a Long-Term Relationship 

 

Alternatives for Creating Value: Increasing the benefits-Decreasing the sacrifice 

 

According to Wilson and Jantrania (1995) value means a great many things to great many 

people. Value is a concept widely used in different disciplines in different contexts. They 

start with reviewing the way in which value is being used in disciplines such as finance, 

accounting, purchasing, microeconomics and marketing. Then relationship value is 
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conceptualized along three dimensions: economic, psychological or behavioral, and 

strategic. See Figure 5. 

 

 

 
source: Wilson and Jantrania (1995) 

Figure 5: The Expanding Dimensions of Relationship Value 

 

Increasing the benefit means adding something to the core product that the customer 

perceives important, beneficial and of unique value. The problem is to find an alternative 

to providing superior value which improves the performance of the company as well as 

the benefits of the customers in the long run. 

 

It must be examined that how a company can add value to the offering by reducing the 

customer-perceived sacrifice. Companies have to look at things from the customer’s 

perspective, which is a central aspect in relationship marketing. In order to be able to 

reduce the customer-perceived sacrifice, the company needs a thorough understanding of 

the customer’s value chain. The company has to get close to the customer to be able to 

understand his needs, preferences and all the activities which constitute his value chain. 
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Supplier relationship costs are the sacrifice the company should try to minimize for the 

customer and thereby increase the perceived value (Gronroos 1984). 

 

The economic dimensions moves from a simple cost reduction that is achieved through 

the relationship partnership to a complex concurrent engineering relationship that creates 

value through cost savings in design, in assembly field service and also has the benefit of 

reducing the time to market. 

 

Relationships should be driven by strategic goals. We use relationships to gain 

competitive advantage, to strengthen our core competencies and to create market 

position. This dimension is the most difficult one for measurement because of the need to 

project the future. 

 

Behavioral dimension includes social bonding that helps develop trust and culture that 

helps bond the relationship and carry values and may develop value.  

 

“In assessing the value of a relationship we may best begin with economic value. Then 

we may attempt to evaluate the strategic value created and finally estimate some 

qualitative estimate of the behavioral elements of the relationship” (Wilson and Jantrania 

1995). 

 

2.3.2 Relationship Quality 

 

The issue of service quality model and supplier-customer interaction is brought by 

Gronroos (1984). He mentioned the importance of understanding what customers are 

looking for in the marketplace and what they are evaluating in the customer relation of 

service firms. This is essential in order to be able to develop service marketing models 

and service management models.  

 

He describes perceived quality of a given service as the outcome of an evaluation process 
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Where the consumer compares his expectations with the service he perceives. He puts the 

perceived service against the expected service. The result of this process will be the 

perceived quality of the service. 

 

Expectations can be influenced by traditional marketing activities such as advertising, 

field selling and pricing. Promises influence the expectations of the customer and have an 

impact on the expected service. Also previous experience with a service influences his 

expectation.  

 

The perceived service is the result of the customer’s perception of the service. The 

perceived performance of a product can be divided to two sub-processes which are 

instrumental performance (technical dimension of the product) and expressive 

performance (related to psychological level of performance, in a service context related 

to the buyer-seller interactions). The customer interaction with human and non-human 

resources before, during and after production process will have effect on his evaluation of 

the service, and on the service he perceives he has received. 

 

2.3.2.1 Technical Quality and Functional Quality 

Gronroos (1984) mentions two dimensions of quality for services in buyer-seller 

interactions. Technical quality is “what” the consumer receives as a result of his 

interaction with a service firm. It can be measured by the consumer in a rather objective 

manner. Functional quality is “how” the technical quality is transferred to him. It is 

perceived in a very subjective way. The perceived service is the result of consumer’s 

view of service dimensions in technical and functional nature. This perceived service is 

compared with the expected service and the perceived service quality is got. See Figure 6. 

There is also a third quality dimension which is corporate image, which is the consumers’ 

view of the company. 
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source: Gronroos (1984) 

Figure 6: The Service Quality Model 

 

With some empirical evidence concerning the service quality model he concludes that 

management of buyer-seller interaction and thus creating good functional quality that is 

fined as “interactive marketing function” is a complement to the traditional marketing 

function. To ensure that customers are satisfied an acceptable functional quality is 

demanded. 

 

2.4 Relationship Quality Factors and Their Relations 

 

In order to conduct this research it is essential to derive the factors of relationship quality. 

There are some overlaps, relations and paradoxes among those factors. These issues are 

discussed in this section, based on the area literature.  

2.4.1 Relationship Quality Factors 

 

Within the study of Crosby et al. (1990), the relationship quality model is advanced and 

tested. They have tried to identify structural characteristics of enduring sales relationships 

in services selling. Structural characteristics tested are antecedents (expertise and 

similarity as sales attributes and relational selling behaviors) and consequences (sales 

effectiveness and anticipation of future interaction). 
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They mention that relationship quality from the customer’s perspective is achieved 

through the salesperson’s ability to reduce perceived uncertainty. (As in some service 

contexts, buyers face considerable uncertainty.)  “High relationship quality means that 

the customer is able to rely on the salesperson’s future performance because the level of 

past performance has been consistently satisfactory.” Relationship quality is viewed as a 

higher-order construct composed of trust and satisfaction. The model that is tested by 

them is illustrated in Figure 7. 

 

 

 
source: Crosby et al. (1990) 

Figure 7: Tested Relationship Quality Model 

 

According the results of their study and measurement, relationship quality had influence 

on the customer’s anticipation of future interaction with the salesperson. Relationship 

quality was not found to affect sales effectiveness which is a quantitative measure of 

overall sales activity within the relationship. Customers’ perception of salesperson 

similarity (appearance, lifestyle and status) and expertise appear to have influence on 

sales success. “Relationship quality contributes to a lasting bond by offering assurance 

that the salesperson will continue to meet the customer’s expectations (satisfaction) and 

not knowingly distort information or otherwise subvert the customer’s interests (trust)” 

(Crosby et al. 1990). 
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Mohr and Spekman (1994) develop an understanding of the characteristics associated 

with partnership success. In their model they use two indicators of partnership success. 

These indicators are an objective indicator and an affective measure.  

They introduce Objective and Affective indicators of partnership success as follow: 

 

Objective (sales volume flowing between dyadic partners) 

 

The objective indicator grows from the belief that strategic partnerships are formed to 

achieve a set of goals. The attainment of such goals can provide one indicator of 

relationship success. 

 

Affective (Satisfaction of one party with the other) 

 

The affective indicator (satisfaction) is based on the notion that success is determined, in 

part by how well the partnership achieves the performance expectation set by the 

partners. A partnership which generates satisfaction exists when performance 

expectations have been achieved. 

 

Their analysis was based on over 120 questionnaires from partners in computer 

manufacturer–dealer relationships. The result of their research shows that the primary 

characteristics of any successful partnership are commitment, coordination and trust; 

communication quality and participation; and conflict resolution through joint problem 

solving.  

 

Here is the description of these issues as primary characteristics of successful partnership: 

 

Commitment: 

Commitment suggests a future orientation in which partners attempt to build a 

relationship that can weather unanticipated problems. Both parties can achieve individual 

and joint goals with raising the specter of the opportunistic behavior. 
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Coordination: 

Coordination reflects the set of tasks each party expects the other to perform. Coordinated 

actions directed at mutual objectives that are consistent across organizations. 

 

Trust: 

Trust is the belief that a party’s word is reliable and that a party will fulfill its obligation 

in an exchange. It is highly related to the firms’ desire to collaborate. Once trust is 

established, “firms learn that joint efforts will lead to outcomes that exceed what the firm 

would achieve had it acted solely in its own best interests.”  

 

Communication quality: 

Communication quality includes such aspects as the accuracy, timeliness, adequacy, and 

credibility of information exchanged. 

 

Participation: 

Participation refers to the extent to which partners engage jointly in planning and goal 

setting. Joint planning allows mutual expectations to be established and cooperative 

efforts to be specified. 

 

Conflict resolution techniques: 

Given that a certain amount of conflict is expected, an understanding of how such 

conflict is resolved is important. Firms are motivated to engage in joint problem solving. 

Partners often attempt to persuade each other to adopt particular solutions to the conflict 

situation. These will generally be more constructive than the use of coercion or 

domination. 

 

Their model result is illustrated in Figure 8. 
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source: Mohr and Spekman (1994) 

Figure 8: Factors Associated with Partnership Success 

 

With help of mentioned contribution in literature review a model of the dynamics of 

relationship quality was developed, which shows how quality leads to profitability (Mohr 

and Spekman 1994). 

 

Storbacka et al. (1994) mentioned constructs of relationship quality in relationship 

profitability model. According to them, relationship strength is the indicator of 

relationship quality in this model. They mention “satisfaction” as one aspect of 

relationship strength. Satisfaction is described as “customers’ cognitive and affective 

evaluation based on the personal experience across all service episodes within the 

relationship.” 

 

Another aspect is the existence of “bonds” between the customer and provider. Bonds 

function as switching barriers beside customer satisfaction. Bonds are described as “exit 

barriers that tie the customer to the service provider and maintain the relationship. These 

are legal, economic, technological, geographical, time, knowledge, social, cultural, 

ideological and psychological bonds.” 

 

“Another dimension relates to the customer’s (and the provider’s) commitment to the 

relationship. Commitment might be based on customers’ intentions and plans for the 

future.” Commitment description is: “the parties’ intentions to act and their attitude 
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towards interacting with each other. High relationship value will affect commitment 

positively.” 

 

Relationship strength is measured both as purchase behavior and as communication 

behavior (word of mouth, complaints). Loyalty (repetitive purchase behavior) which is 

based also on positive commitment by the customer indicates a stronger relationship. The 

behavior is also affected by the bonds between the customer and the service provider 

(Storbacka et al. 1994). 

  

Value of a relationship is studied in Wilson and Jantrania (1995)’s research, which is a 

very useful contribution in business relationship and its success issue. They try to find the 

factors that seem to lead to a successful relationship. 

 

According to their study the glue that holds the relationship together and allows it to 

develop are the constructs which can be outlined in Table 1. 

 

Table 1: Factor Affecting Relationship Success  

• Goal Compatibility  

• Trust 

• Satisfaction 

• Investments 

• Structural bonds  

• Social bonds 

• Comparison level of the Alternatives 
source: Wilson and Jantrania (1995) 

 

Trust is critically related to the perceptions held by one party of another party’s abilities, 

expertise and knowledge, as well as to the individual’s perceptions of the other party’s 

motives and intentions. Satisfaction relates to performance of the key elements of the 

exchange process. A relationship will not endure if the supplier is unable to meet the 

buyer’s expectations. These investments range from physical facilities to knowledge and 
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training investments that may not be recovered if the relationship ends. In transaction 

costs theory these are transaction specific investments or called irretrievable investments 

which bond the partners together. Social bonding can be defined as close personal 

relationships between the principals. Structural bonds are high when the cost of existing 

relationship is high. 

 

They also use the concepts of a hybrid relationship as the process element for goal 

attainment. For exploring the value of a relationship they explore ways of measuring 

value (Wilson and Jantrania 1995). 

 

According to Naude and Buttle (2000)’s study there are different views of a good 

relationship. Their research aim is developing and understanding of what managers 

regard as a good relationship. Their sample consisted of a group of 40 middle to senior 

executives attending a management development course.  

 

They identified five underlying dimensions of high quality business-to-business 

relationships: trust; needs fulfillment; supply chain integration; power; and profit, which 

are described as below:  

 

• The extent to which there is trust between the two parties 

• The extent to which the two parties understand each other’s needs 

• The extent to which the business systems of the two parties are well integrated 

• The extent to which power is equally shared between the two parties 

• The extent to which relationships yield a profitable outcome for companies 

 

Power and profit do not easily relate to other constructs. “We are especially cognizant of 

the fact that relationships may be profitable for both parties in a financial sense, and yet 

not offer less tangible or personal quality. Indeed, the opposite is also possible: dyadic 

relationships that both parties consider to offer quality in terms of being enjoyable, 

fulfilling or rewarding, and yet which do not yield financial profit.” 
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This is also mentioned by Geyskens et al. (1999). They study a meta-analysis of 

satisfaction in marketing channel relationships. They advance a conceptual model of 

channel member satisfaction that distinguishes between economic and noneconomic 

satisfaction. Both economic and non-economic satisfaction can lead independently to 

trust and commitment. 

 

Naude and Buttle (2000)’s preliminary results indicate that there is no one measure of 

just what constitutes a good relationship. Rather, there are potentially four different types 

of “good” relationship, each composed of different blends of these five attributes. 

 

They construct 4 clusters in result of conjoint analysis. See Table 2. Cluster 1 is the 

largest and hence has the most influence on the overall figures in Table 2. These 

respondents regard trust and needs issues to be the most important, with profit being the 

third. Integration and power are less important to them than to any of the other four 

clusters. Cluster 2, on the other hand, is clearly profit oriented, with the remaining 

attributes all clearly of less importance. Cluster 3 is concerned with integration in the 

supply chain, and hence is logically also interested in issues surrounding trust. To the 

manager making up cluster 4, how power is handled in the relationship was the dominant 

issue—far more so than to any of the other clusters, and justifying the inclusion of this 

manager as a cluster of just one. 

 

Table 2: Attributes Importance Scores 

 Trust Needs Integration Power Profit 

Overall (n = 40) 29.64 20.14 12.79 11.97 25.46 

Cluster 1 (23) 38.00 25.25 9.98 8.89 17.88 

Cluster 2 (11) 17.28 12.31 10.51 13.91 46.00 

Cluster 3 (4) 22.75 15.79 35.99 15.76 9.70 

Cluster 4 (1) 13.33 14.07 11.85 44.44 16.30 

source: Naude and Buttle (2000) 

 

So in their case, levels of trust and the mutual integration of needs seemed to be the most 

common attributes of relationship quality, but certainly not the only ones. Other groups 
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of managers were more profit oriented, or perhaps motivated by needs concerned with 

integration and power. 

 

They suggest that “there are a number of factors that may act to influence the way in 

which relationships vary in terms of what constitutes quality, and managers need to 

identify these. Macro variables, such as the industries involved and the broader economic 

climate are obvious candidates, since they are likely to influence the levels of investment 

and of asset specificity dedicated to the particular relationship. In addition, the key 

players or decision makers involved in the relationship have an influence in determining 

the overall relationship quality” (Naude and Buttle 2000). 

 

The different constructs underlying relationship quality that have been identified in the 

literature are summarized in Table 3. 

 

Table 3: Major Constructs of Relationship Quality 

Naude and Buttle 

(2000) 

Wilson and 

Jantrania 

(1996) 

Storbacka et al. 

(1994) 

Mohr and 

Spekman 

(1994) 

Cosby et al. 

(1990) 

 

 

Construct 
 

     Trust 

     Satisfaction 

     Commitment 

     Coordination 

     Communication 

     Joint Problem Solving 

     Bonds 

     Goal Congruence 

     Investments 

     Power 

     Profit 

 



 

 45

Trust is included by almost all authors. “Need fulfillment” is categorized as being similar 

to satisfaction and “Supply Chain Integration” as being coordination (Naude and Buttle 

2000). 

 

2.4.2 Relationship Quality Factors’ Relations 

 

As mentioned before the relations of quality factors’ relations have been mentioned by 

some researchers. This section refers to this issue. 

2.4.2.1 Trust as the Cornerstone of Relationship 

(Morgan and Hunt 1994) introduce the commitment-trust theory of relationship 

marketing. They theorize that successful relationship marketing requires relationship 

commitment and trust. They model relationship commitment and trust as key moderating 

variables and test this model using data from automobile tire retailers. They explore the 

roles of commitment and trust in relationship marketing.  

 

They developed a causal model. Correlation analysis supported 13 hypotheses of their 

model. Their model explains that the antecedents affect the outcomes significantly, but 

only through the key mediating variables of relationship commitment and trust. The 

antecedents mentioned are relationship termination costs, relationship benefits, power, 

shared values, communication and opportunistic behavior. Outcomes are conflict, 

acquiescence, propensity to leave, cooperation, functional conflict and uncertainty. See 

Figure 9. 
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source: Morgan and Hunt (1994) 

Figure 9: Commitment-Trust Model of Relationship Marketing 

 

Geyskens and Steenkamp (1995) conclude trust brings about a feeling of security, 

reduces uncertainty and creates a supportive environment. Pruitt says trust also enhances 

the willingness to collaborate further (Naude and Buttle 2000). 

2.4.2.2 Paradoxes about Satisfaction Effect on Retention 

The above section gives the premise that “any dissatisfaction with the outcomes of an 

exchange process, whatever the underlying constructs of quality or value, will tend to 

precipitate dissolution of that relationship” (Wilson and Jantrania 1995). Based on this, it 

has long been thought that customer satisfaction was sufficient to promote customer 

retention. Other research, however, indicates two apparent paradoxes: satisfied customers 

may defect, and dissatisfied customers may remain loyal (Buttle 1999). 

 

There has been recent evidence that a significant percentage of satisfied customers are 

not retained, taking their business elsewhere despite reporting their satisfaction with 

product, service and process. 
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Customer satisfaction is not a surrogate for customer retention. While it may seem 

intuitive that increasing customer satisfaction will increase retention and therefore profits, 

the facts are contrary. Between 65% and 85% of customers who defect say they were 

satisfied or very satisfied with their former supplier (Reichheld 1993). 

 

Jones and Sasser (1995) from a discovery by Xerox report that customers indicating 4 on 

a customer satisfaction scale (out of a possible maximum of 5) were six times more likely 

to defect than those scoring 5. The implications were profound: Merely satisfying 

customers who have the freedom to make choices is not enough to keep them loyal. The 

only truly loyal customers are totally satisfied customers. 

 

“Marketers have been searching for the customer loyalty and satisfaction for decades and 

discovered again and again that apparently satisfied customers defect while quite often 

customers who could be described as dissatisfied stay loyal. Their degree of involvement 

and investment are also crucial.” According to a financial services firm 10% of those 

customers giving it the highest possible score in a satisfaction survey (rating it 10 out of 

10) defected to a rival the following year (Mitchell 1998). 

2.4.2.3 Investment and Commitment 

When Wilson and Mummalaneni (1986) described the developmental process of 

customer– supplier relationships, they suggested that commitment to a supplier came 

only when investments were made in the relationship, subsequent to satisfaction with the 

outcomes of their transactions. As they argue, “…investments in general, of course, are 

made into those relationships which are considered satisfactory. These investments might 

take the form of several adaptations in product and process areas . . . In addition to 

satisfaction, the quality of available alternatives as well as the level of investment 

determine the level of an organization’s commitment to that relationship.” 

 

When trust exists between partners, both are motivated to make investments in the 

relationship. These investments, which serve as exit barriers, may be either tangible (e.g. 
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property) or intangible (e.g. knowledge). Such investments may or may not be retrievable 

when the relationship dissolves. 

2.4.2.4 Commitment versus Satisfaction 

The perspective of commitment versus satisfaction was reinforced by Ulrich (1989) who 

urged companies to strive to develop committed rather than just satisfied customers. He 

argues that “. . . satisfied customers are pleased, humored and fulfilled; committed 

customers are dedicated and faithful . . . the totally committed customer says, ‘we have 

developed interdependencies, shared values and strategies to the extent that our separate 

needs can best be met through long-term devotion and loyalty to each other’.”  

2.4.2.5 Bonds and Commitment 

Structural bonds, such as mutual asset specific investments in product development, 

property and technology, make relationship dissolution both costly and difficult. Where 

structural bonds exist, they indicate that the parties are or have been committed to 

relationship maintenance, effectively serving as exit barriers. Companies that form weak 

structural bonds to their supply- chain neighbors may be indicating that an alternative 

relationship is equally or perhaps more, attractive (Naude and Buttle 2000). 

 

Even in traditional relationships mutual trust between key individuals allowed their firms 

to make specialized non retrievable investments that created structural bonds which 

served to hold the relationship together. The better the alternative relationship the weaker 

the structural bond. In a business situation a very attractive alternative relationship is 

worth giving some level of transaction specific investment of irretrievable investment. 

 

Social bonding leads to higher levels of commitment to the relationship. Commitment is 

also influenced by the level of the investment in the relationship and the quality of 

available alternatives (Wilson and Jantrania 1995). 

 

“Close personal relationships between the principals thus seem to have some, if not an 

absolute effect in enhancing their commitment to the future continuance of their role 

relationships”(Mummalaneni and Wilson 1991). 
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2.5 Using Multivariate Statistics in B2B Marketing 

 

Nairn et al. (2004) explore the differences and similarities of B2C and B2B marketing. 

Quantitative methodologies have been used a lot in B2C marketing. They focus on 

multivariate statistical techniques (conjoint analysis, cluster analysis and correspondence 

analysis). 

 

“In a management context, buyer behavior is typically not considered as a single area of 

study but as two distinct subsets, consumer buyer behavior and organizational buyer 

behavior.” These two are perceived to be different. Although statistical techniques have 

been used a lot for studying consumer buyer behavior, it has not been much used in 

organizational marketing. Nairn et al. (2004) introduce three factors for this issue. “First, 

many statistical techniques and principles are based on the central limit theorem, whereby 

many sampling units are all assumed to be of equal importance. With many B2B markets 

typically composed of a few buyers varying radically in their importance to the seller, it 

is easy to see why the relevance of statistics might not be immediately apparent. Second, 

if the relationship between organizational buyer and seller is assumed to be close, even 

personal, then the significance of impersonal mathematical aids is not obvious. Third, if 

the buying process in organizations is influenced by several parties, and if at least some 

of these are trained professionals, then the application of tools designed to understand 

individual decision-making psychology may seem quite inappropriate.” 

 

Nairn et al. (2004) question the distinction between B2B and B2C marketing and mention 

claims of some writers about this issue as follow: 

 

• Organizational buyers and consumers are in fact the same set of people only in 

different buying situations. (Shaw et al. 1989)  
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• Why should we assume that separate theories are necessary to explain the 

exchange behavior adopted by the same individual when placed in different 

contexts? (Wilson 2000) 

• Industrial buying behavior differs from that of final consumers not so much in 

kind as in degree. (Foxall 1981) 

• Many of the individual/ subjective influences (that shape consumer buyer 

behavior) are also evident in organizational purchasing situations. (Brown 1984) 

• The application of the impact of branding (as one aspect of organizational buyer 

behavior) in the context of consumer and organizational buyer behavior is similar. 

(Shipley and Howard 1993)  

• The central thesis underlying these views is that the two concepts of consumer 

and organizational buyer behavior represent “extreme examples” rather than 

normative, generalisable models, which “although they do exist, tend to obscure 

the more basic similarities between industrial and consumer marketing”. (Fern 

and Brown 1984) 

 

Nairn et al. (2004) propose in agreement with Fern and Brown (1984), that buyer 

behavior be viewed not in terms of these two extremes but rather as a continuum against 

which any of the theories of buyer behavior may be more or less applicable. 

 

Sheth (1973) has introduced three aspects of organizational behavior. The first aspect is 

the psychological world of the individuals involved in organizational buying decisions. 

The second aspect relates to the conditions that precipitate joint decisions among these 

individuals. The final aspect is the process of joint decision making with the inevitable 

conflict among the decision makers and its resolution by resorting to a variety of tactics. 

Nairn et al. (2004) believe that by use of statistical techniques understanding of the first 

aspect (i.e., “the psychological world of the individuals involved in organizational buying 

decisions”) can be enhanced.  

 

In buygrid model Robinson et al. (1967) argue that organizational buyer behavior varies 

according to the buying situation, which may be classed as “new task”, “modified rebuy” 
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or “straight rebuy”.  It is more likely that decision making at the new task stage will 

encompass Sheth’s joint decision making and conflict resolution contexts as more risk is 

involved, while the straight rebuy stage is most likely to comprise individual decision 

making. Most buying tasks fall into this latter category (Nairn et al. 2004).  

 

Nairn et al. (2004) show how these techniques can be used on three levels. They 

introduce a tool kit, in which conjoint analysis is used on the strategic level, cluster 

analysis is used on the operational level and correspondence analysis is used on the 

tactical level.  

 

Some other advocates for using multivariate statistical techniques will be presented in 

methodology chapter, in conjoint analysis advantages section.  
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2.6 Frame of References 

 

According to Miles and Huberman (1994), a conceptual framework explains, either 

graphically or in a narrative form, the main things to be studied. Creating a conceptual 

frame work is easily done after a number of research questions are made. The 

conceptualization can be presented according to each research question. The theories in 

the literature review should be conceptualized into the main demotions, factors and 

variables of the research questions that will be studied. 

 

The purpose of this paper is analyzing B2B relationship quality and developing more 

clearly our understanding of what counts as a “good” or “poor” quality relationship. This 

is linked to the issue of customer and relationship value. The focus is on the benefit rather 

than cost element of value.  

 

In order to select which reference to choose for defining relationship quality factor, the 

five major references were considered. The references are summarized in Table 3. The 

references are Crosby et al. (1990); Mohr and Spekman (1994); Storbacka et al. (1994); 

Wilson and Jantrania (1995) and Naude and Buttle (2000). 

 

In Crosby et al. (1990)’s model trust and satisfaction are mentioned as the factors. 

Although trust is considered as a cornerstone of relationship (Morgan and Hunt; 

Geyskens; Steenkamp and also almost all major references mentioned above), 

satisfaction has some paradoxes with retention (Reichheld 1993); (Jones and Sasser 

1995); (Mitchell 1998). On the other hand two factors seem to be too few.  

 

Relationship profitability model of Storbacka et al. (1994) does not take care of trust, 

which as mentioned can be considered as cornerstone of relationship. It includes 

satisfaction, which its paradoxes with retention were mentioned.  
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Mohr and Spekman (1994) introduce profitability as a result of relationship quality. 

Naude and Buttle (2000) consider profit as a construct of relationship quality. They have 

also shown that many managers are quite profit-oriented; therefore it is important to 

consider this attribute as a construct of relationship quality. 

 

Wilson and Jantrania (1995)’s contribution mentions seven factors. Some of them are not 

brought in the summary table. That would be too much in order to find out managers 

trade off. Although Wilson and Jantrania (1995)’s and Mohr and Spekman (1994)’s 

contributions are useful, Naude and Buttle (2000)’s results seem to reflect less 

overlapping and as a result more complete factors. As can be seen in their study profit 

and power are mentioned. They have shown that there are many managers who are profit-

oriented. This could be a very important attribute that is not seen in other references’ 

factors. In their study’s result there were relationships that power was quite dominant. 

This factor also is not taken care in other references. 

 

Naude and Buttle (2000)’s results were selected. It also can be seen that it is the most 

recent one. The results of this study can also test these two attributes (trust and power) 

that had not been mentioned in literature before.  

 

So among mentioned studies in literature review, Naude and Buttle (2000)’s is selected as 

a base for constructs of relationship quality and this research’s questionnaire. That study 

contributed in developing the understanding of what managers regard as a good 

relationship which is also the main issue under study in this research. It is the most 

recently done study exploring about how the quality of a relationship should be assessed 

and how successful relationships are distinguished from unsuccessful ones.  

 

Nairn et al. (2004) suggest using multivariate statistics such as conjoint analysis, cluster 

analysis and correspondence analysis in industrial marketing. They develop the argument 

for the similarities between B2B and B2C marketing and working with B2C techniques 

within B2B environments. 
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Nairn et al. (2004) have suggested using three particular multivariate techniques (conjoint 

analysis, cluster analysis and correspondence analysis) in B2B contexts to enable a better 

understanding of the individual decision-making process. 

 

In Naude and Buttle (2000)’s study multivariate statistics have been used in order to 

assess relationship quality. That study would be a good base as it can associate in order to 

answer the first research question of this study. (What are the characteristic attributes of a 

good relationship?) The second research question of this study (What are the 

characteristic attributes of a good relationship?) can be answered using their 

methodology. The third research question (How do they vary between countries?) can be 

answered by comparison of this research’s findings to that study’s findings. 

 

It is necessary to mention that the whole study is based on IMP “interaction model” 

(Hakansson 1982). There the importance of relationships in business marketing is 

emphasized. Without mentioning this basis the title of this research would also be 

suspect. 

 

As mentioned Naude and Buttle (2000)’s results were used as the answer of the first 

research question. Their methodology was used in order to answer to the second research 

question. The questionnaire that they had used was translated and distributed in order to 

collect data.  

 

For data analysis, the main references used were Naude and Buttle (2000); Auty (1995); 

Green and Wind (1975) and Malhotra and Birks (2003). The mentioned references 

showed us the way to conduct conjoint analysis, which was the analysis used for 

discovering how Iranian managers trade off different attributes of relationship quality.  

 

In order to classify the answers cluster analysis and correspondence analysis were used. 

Naude and Buttle (2000), Auty (1995), Green and Wind (1975) and Malhotra and Birks 

(2003)’s studies were used here too. 
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In order to screen internal consistency and reliability Auty (1995) and Malhotra and Birks 

(2003) were mainly used.  

 

For explaining results of data analysis many references were used. The most influenced 

one was Naude and Buttle (2000). 

 

In order to answer to the third research question the answer of second research question 

and results of Naude and Buttle (2000)’s study were compared. 

 

The frame of references is conceptualized in Table 4. 

 

Table 4: Conceptualization of the Frame of References 

Research Question 1: What are the characteristic attributes of a good relationship? 
References used to answer Content 

Hakansson (1982) IMP interaction model (understanding business markets) 

Naude and Buttle (2000) Trust, Needs, Integration, Power, Profit 

  

Research Question 2: How might they vary in importance? 
References used to answer Content 

Nairn et al. (2004) Using multivariate statistics in industrial marketing 

Naude and Buttle (2000) The factors, the questionnaire, the methodology 

Auty (1995) The questionnaire, data analysis (conjoint 

analysis),reliability 

Green and Wind (1975) Data analysis (conjoint, cluster, correspondence analysis) 

Malhotra and Birks (2003) Data analysis (conjoint, cluster, correspondence analysis), 

reliability 

 

Research Question 3: How do they vary between countries? 
References used to answer Content 

Naude and Buttle (2000) The results 

This study The second research question answer 
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In order to explain how the research questions interrelate and affect each other, it should 

be mentioned that the answer to the research question one affect the answer to research 

question two. As a matter of fact the answer of research question one would be 

considered as a basis for answering the research question two. The answers to research 

question two would be used in order to answer the third research question. Those answers 

are compared to the results of Naude and Buttle (2000) and will indicate how the 

characteristic attributes of relationship quality vary between countries. 
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Chapter III 

3 Methodology 
 

In this chapter the methodological approaches used in order to reach to the purpose and 

answer the research questions are described. The steps are explained one by one to give 

the reader an overview of how the data have been obtained and treated. 

 

3.1 Research Philosophy: Positivism / Phenomenology 

 

If the philosophy of a research is positivism, the assumption is that the researcher is 

independent of and neither affects nor is affected by the subject of the research. If the 

research reflects the principles of positivism, working with an observable social reality is 

preferred and the end product of such research can be law-like generalizations similar to 

those produced by the physical and natural scientist.  

 

We may be critical to the positivism tradition, as the social world of business and 

management is far too complex to lend itself to theorizing by definite laws. Business 

situations are complex, even unique.  The phenomenologist would argue that 

generalisability is not of crucial importance. We are in the ever-changing world of 
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business organizations. This might be the only way to discover “the reality working 

behind the reality”.  

 

It is important to consider that there is no research approach “better” than another, they 

are “better” at doing different things. Lots of researches are a mixture of two philosophies 

(Saunders et al. 2000). 

 

In this research in order to answer the questions “What are the characteristic attributes of 

a good relationship?”, “How might the characteristic attributes of a good relationship 

vary in importance?” and “How do they vary between countries?” qualitative and 

quantitative data are used. The characteristics of a good relationship are qualitative 

issues. In order to see how their importances are, they are presented as quantitative data. 

In addition they are compared as quantitative data, in order to explore whether they vary 

between countries. The research philosophy would be a mixture of positivism and 

phenomenology. 

 

In the next section research purpose is described with focus on exploratory, descriptive, 

explanatory studies. 

 

3.2 Research Purpose: Exploratory / Descriptive / Explanatory  

 

Studies can be classified in terms of their purpose. There are three different types of 

research accordingly. These are exploratory research, descriptive research and 

explanatory research. The different types are explained below: (Saunders et al. 2000) 

 

Exploratory studies are a valuable means of finding out “what is happening; to seek new 

insights; to ask questions and to assess phenomena in a new light”. Its great advantage is 

the flexibility inherent in it. Still this flexibility does not mean absence of direction to the 

enquiry. In other words the focus is initially broad and becomes progressively narrower 

as the research progresses. 
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The object of descriptive studies is “to portray an accurate profile of persons, events or 

situations”. This may be an extension of an exploratory research. It is necessary to have a 

clear picture of the phenomena on which data will be collected prior to the collection of 

the data. 

 

Explanatory studies establish causal relationships between variables. In these studies the 

emphasis is on studying a situation or a problem in order to explain the relationships 

between variables. 

 

Since there are not many studies presented in area of B2B relationship quality the aim of 

this research is to gain a deeper understanding within this field and explore the 

characteristic attributes of a good relationship. These characteristics and their importance 

variance are described. Also it is explored how they vary between countries. The research 

purpose of this specific study is both exploratory and descriptive, mostly the latter.  

 

Now that the research purpose is described research approach will be introduced. 

 

3.3 Research Approach: Deductive / Inductive 

 

The research approach is deductive where a theory and hypothesis (or hypotheses) are 

developed and a research strategy is designed to test the hypothesis, or it is inductive 

where data is collected and theory is developed as a result of data analysis. The deductive 

approach owes more to positivism and inductive approach more to phenomenology 

(Saunders et al. 2000). 

 

In this study first research questions are developed. Research strategies are designed and 

research questions are answered accordingly. Therefore the research approach is 

deductive. 
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In order to reach to the research purpose the appropriate research strategy among several 

research strategies (survey, case study, grounded theory, cross-sectional, longitudinal) 

should be employed. Next section is an overview about this research’s strategy.  

 

3.4 Research Strategy 

 

In this section the research strategy will be described. It will be described whether the 

research strategy has been experiment, survey, case study or grounded theory. It will be 

mentioned whether the study has been cross-sectional or longitudinal. 

 

3.4.1 Experiment / Survey / Case study / Grounded Theory 

 

According to Saunders et al. (2000) there are several research strategies that can be 

employed in the research such as: experiment, survey, case study, grounded theory, 

ethnography and action research. What matters is that the strategy that is appropriate for 

the research question(s) and objectives be chosen. These strategies should not be thought 

of as being mutually exclusive. Some of these strategies are described briefly here. 

 

Experiment is a classical form of research that owes much to the natural sciences and also 

social sciences, particularly psychology. It involves the definition of a theoretical 

hypothesis, selection of samples and allocation of them to different experimental 

conditions, introduction of planned changes, measurement on some variables and control 

of other variables. 

 

Survey method is a popular and common strategy in business research. Surveys allow the 

collection of a large amount of data from a sizeable population in a highly economical 

way. Based most often on questionnaire, data are standardized and allow easy 

comparison. It is also easily understood. But much time is spent in designing and piloting 

questionnaire, after that in analyzing the results, even with the aid of an appropriate 
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computer package. Disadvantage is that by the survey method data collected may not be 

as wide ranging as those collected by qualitative research methods. There can be limited 

number of questions. Another threat is that the questionnaires might be answered badly 

by respondents. There are also other data collection devices that belong to survey 

category such as structured observation and structured interviews where standardized 

questions are asked from all interviewees. Questions “what” and “how” tend to be more 

the concern of the survey method. 

 

Saunders et al. (2000) define case study as the development of detailed, intensive 

knowledge about a single case, or a small number of related cases. This strategy is of 

particular interest when the purpose is to gain a rich understanding of the context of the 

research and the processes being enacted. Case study can be a very worthwhile way of 

exploring theory. The case study approach has considerable ability to generate answers to 

the questions “why” as well as “what” and “how”. 

 

Grounded theory is often thought of the best example of the inductive approach. It is 

better to think of it as a combination of induction and deduction. In grounded theory data 

collection starts without the formation of an initial theoretical framework. Theory is 

developed from data generated by a series of observations. These data lead to generation 

of predictions that are then tested in further observations. 

 

In this research, survey method will be employed to have an analysis of quality of B2B 

relationships among Iranian managers. In order to find out “what the characteristics of a 

good relationship are” and “how they vary in importance”, a questionnaire is designed. 

The answer to these “what” and “how” questions will be gained through quantitative 

approach. This approach will help to lead to the comparison carried out in order to 

answer the second question (how do those attributes vary in importance?) and also to 

answer the third question (how do those attributes vary between countries?). 
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3.4.2 Cross-Sectional / Longitudinal  

 

Research designs in time perspective can be cross-sectional or longitudinal, which are 

independent of which strategy is taken. When the research is “snapshot” taken at a 

particular time it is cross-sectional. Most research projects undertaken for academic 

courses are time constrained, so this strategy is taken. In these studies usually survey is 

employed. Also many case studies are based on interviews and conducted over a short 

period of time. When the perspective is “diary” it is longitudinal. Its main strength is the 

capacity to study change and development (Saunders et al. 2000). 

 

The time perspective of this research is cross-sectional. The B2B relationship quality in 

Iranian managers’ point of view is analyzed at a particular time.   

 

The appropriate sample should be selected. The sample selection of this study is 

mentioned in the following section. 

 

3.5 Selection of Sample 

 

As in this study there are many constraints in budget and time for surveying the entire 

population and it is impracticable to survey the entire population sampling provides a 

valid alternative to a census (Saunders et al. 2000). 

 

The sampling techniques are divided into two types which are probability or 

representative sampling and non-probability or judgmental sampling. Here sampling type 

is judgmental. So it is possible to generalize the results, but not on statistical grounds.  

 

As the purpose of this research is to analyze B2B relationship quality among Iranian 

managers, our sample has to be among Iranian managers. When selecting the sample one 

very important factor is that the analysis main used in this research is conjoint analysis. 

The sample selected must be among managers who are able to answer the questionnaire 
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designed for this analysis. In Iran some traditional managers that can be found in 

different industries don’t seem a good sample, as they might not have the patient to 

answer the questionnaire.   

 

Nairn et al. (2004) introduce conjoint analysis as a technique that a large sample size is 

not needed to draw meaningful results. The approach is sample size independent in that it 

can be used with a single respondent. 

 

Naude and Buttle (2000) used a sample consisted of a group of 40 middle to senior 

executives attending a management development course in a very similar research 

conducted in England. In this study the sample is managers attending in business courses. 

Judgment is used to select cases that enable us to answer research questions and meet 

objectives. This study’s sample selected to be the managers attending in MBA, EMBA 

and E-Commerce and Marketing programs. 

 

The respondents must be at least 40. This number is selected according to the mentioned 

study based on conjoint analysis in industrial marketing. Accordingly convenience 

sampling must be conducted. The managers who can answer the questionnaire are 

selected as mentioned. The process is continued until the required sample size is reached 

(Saunders et al. 2000). Still this technique (convenience) is prone to bias. 

 

The sample consisted of middle to senior managers. 111 questionnaires were distributed 

among them. 70 questionnaires were collected (62% response rate). 55 of them were 

complete. Among those 55 responses, 7 responses were rejected because of poor 

goodness-of-fit. 

 

The average age across the sample was 36 years, and they had been with their current 

companies for an average of eight years. Analysis indicated that the average length of the 

relationship under consideration was eight years (with a range of two to 30 years), and 

the average of annual revenue was 138 billion Rials.  
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It is important to select the appropriate sample. There are also some strategies to gain 

access to the sample. This will be described in the following section. 

 

3.6 Some Approaches to Gain Access 

 

Feasibility is an important determinant of what is chosen to research and how to 

undertake the research (Saunders et al. 2000). Access is a problematic area. “The reality 

of undertaking a research project may be to consider where you are likely to be able to 

gain access and to develop a topic to fit the nature of that access.” Several strategies can 

be used to gain access. The strategies that he mentions are: 

 

• Allowing yourself sufficient time 

• Using existing contacts and developing new ones  

• Providing a clear account of purpose and type of access required 

• Overcoming organizational of individual concerns about the granting of access 

• Identifying possible benefits to the organization or individual in granting you 

access 

• Using suitable language 

• Facilitating ease of reply when requesting access 

• Developing your access on an incremental basis 

• Establishing your credibility with intended participation 

  

In this research a lot of time was spent to gain access and reach to respondents and collect 

questionnaires. As mentioned above, research can be more successful by using existing 

contacts, where we have a friend, relative or student. Their knowledge of us means that 

they are able to trust our stated intentions. They can trust assurances given about the use 

of any data provided. This increases our credibility. The use of known contacts depends 

on the choice of research strategy and approach. It is easier to use this approach when 

non-probability sampling is implemented. This research is also based on non-probability 

sampling and we have used existing contacts. 
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Considering the time constrains plenty of time was spent to gain access and reach to 

respondents and collect questionnaires. About using existing contacts it can be more 

successful to research where we have a friend, relative or student working. It is useful to 

approach the ones that know you. Their knowledge of us means that are able to trust out 

stated intentions and the assurances given about the use of any data provided. This 

increases your credibility. The use of known contracts depends on the choice of research 

strategy and approach. It is easier to use this approach when non-probability is 

implemented as in this study.  

 

It is suggested to contact someone who can grant access to others, for example manager 

of an organization. This person acts as “broker” or “gatekeeper”. In this study I have 

asked my supervisor to grant me access to students of his courses. I have also used a class 

that I was familiar to some of the students. Another group of this study’s sample was my 

classmates. Accordingly this approach is used in order to gain access.  

 

A clear account of purpose and type of access required was provided by introducing the 

purpose of this research in brief. Demonstrating the clarity of the research purpose helped 

to establish credibility. Also to maintain this purpose and introduce the research, before 

delivering the questionnaire an explanation was given to the managers. After introducing 

the project and its purpose, I told to the participants how I believed they would be able to 

help this study. 

 

The usual respondents’ “concern about time or resources” was overcome by trying to 

simplify the questionnaire and explain to each respondent personally and face-to-face to 

reduce time needed for understanding the questionnaire. Questionnaires were distributed 

at class breaks and collected at next session. Sometimes they were collected at other 

times suitable for respondents. This reduced the time and energy they had to spend to 

return the questionnaires and facilitated the ease of reply. The concern about “sensibility” 

was not very high in this research. The concern about “confidentiality” was overcome by 

ensuring the respondents that this issue would be carefully honored.  
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The respondents were asked to cooperate on an incremental basis. They were first asked 

to rank the alternatives. At second stage they were asked to give relationship-specific 

information; and at the final stage they were asked to give some personal demographic 

information.  

 

Next chapter will describe instrumentation for this research. 

 

3.7 Instrumentation 

 

As conjoint analysis has been selected for this study’s measurement, this technique will 

be described here. Its advantages that led to selection of this technique will be mentioned. 

Questionnaire used in this study will be introduced. Its design and specifications will be 

described, and some issues considered about ethics will be mentioned.  

 

3.7.1 Conjoint Measurement and Analysis 

 

Conjoint analysis is an analysis of the trade-offs used in industrial marketing a lot, e.g. 

trade offs purchasers make in choosing one product. In this technique it is assumed that 

for example a product is a bundle of several attributes or features. The variations of each 

attribute are known as levels. The attributes used in analysis should capture the 

distinguishing features that are actually used by decision maker to make their decision 

(Auty 1995). She reports on the use of conjoint analysis in different industrial 

environments 

 

Conjoint analysis is a technique that attempts to determine the relative importance 

decision makers attach to main attributes and the utilities they attach to the levels of 

attributes. The respondents are presented with as set of combinations of attribute levels. 
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They are asked to evaluate these sets according to their desirability (Malhotra and Birks 

2003). 

 

Statistical design techniques are used to generate verbal descriptions, pictures, models or 

prototypes to present to the respondents. Sometimes verbal descriptions are used in the 

form of cards. This method is full profile. Sometimes attributes defined by each 

respondent are used. In paired comparisons two attributes at a time or two products at a 

time are presented. Utility function is estimated for each respondent. The utility function 

quantifies the relation between the respondent overall reactions in order to make 

decisions. The importance of each attribute is defined as the “part-worth”. This is the 

percentage of the total decision ascribed to that attribute. Also the key attributes are 

derived (Auty 1995). 

 

Also the utility function values can be clustered. Then segments can be defined and the 

relative size of each segment can be estimated (Auty 1995). 

 

Because of its mathematical complexity of the programs and also the difficulties in 

administrating the survey instruments, diffusion of conjoint analysis was slow. After 

Simon (1992)’s article with the title of “Pricing Opportunities-And How to Exploit 

Them”, awareness of conjoint analysis increased. As he mentions conjoint studies need 

great care, because design and interpretation flaws are frequent. 

 

Green and Wind (1975) demonstrate conjoint measurement as a research technique to use 

in evaluating consumers’ judgments and show how to apply it to a number of complex 

marketing situations. The alternatives that the respondent must choose from are 

multiattribute. The respondent has to “make an overall judgment about the relative value 

of those characteristics or attributes, which requires complex trade-offs, since it is likely 

that no alternative is clearly better than another on every dimension of interest.” This 

measurement technique from the fields of mathematical psychology and psychometrics 

can aid managers in sorting the relative importance of different attributes. 
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Conjoint measurement is a technique that gets the overall or global judgments about a set 

of complex alternatives. Then it decomposes the respondent’s original evaluation into 

separate and compatible utility scales. The original overall judgment or other new 

combination of attributes can be reconstituted by those utility scales. In other words the 

overall judgment is separated into psychological components and reveals the relative 

importance of various attributes. “It can also provide information about the value of 

various levels of a single attribute” (Green and Wind 1975). 

  

“Conjoint procedures attempt to assign values to the levels of each attribute so that the 

resulting values or utilities attached to any combination match, as closely as possible, the 

inputs evaluations provided by the respondents” (Malhotra and Birks 2003). 

 

Green and Wind (1975) describe how conjoint measurement works. First the attributes or 

factors that are expected to influence decision maker preference are selected. The 

alternatives for each factor are that factor’s levels. In this study we have five attributes 

and all of them are three-level. All the possible combinations would be 3×3×3×3×3 = 

243. If respondents are asked to array all these combinations it would be a very confusing 

task. It will also be too expensive. In a special experimental design, called orthogonal 

array, “the test combinations are selected so that the independent contributions of all the 

factors are balanced.” Each factor’s weight is kept separate and is not confused with 

weight of other factors. 

 

When the alternatives are ranked by the respondents, the utility scales of each attribute 

are computed by different computer programs. Utility scales determine how influential 

each is in the respondents’ evaluation. “The ranked data are entered in the program. The 

computer then searches for a set of scale values for each factor in the experimental 

designs. The scale values for each level of each factor are chosen so that why they are 

added together the total utility of each combination will correspond to the original ranks 

as closely as possible.” 
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One problem here is that only some alternatives are selected among all possible 

combinations in experimental design. The other problem is that those combinations are 

ranked. This means that the data do not determine how much more influential one 

attribute was than another. “Despite these limitations, the algorithms are able to find a 

numerical representation of the utilities, thus providing an indication of each factor’s 

relative importance.” When the number of evaluated combinations increases more 

accurate solutions are obtained.  

 

For each level of each factor a utility factor is obtained for each combination. The utilities 

of each factor level are computed. For each combination the sum of its separate utilities is 

calculated. This utility indicated the rank that respondent has given to that specific 

combination. For each attribute the utility range is calculated and the relative importance 

of a factor is computed. 

 

3.7.1.1 Holdout Cards 

Auty (1995) suggests using 3 holdout cards to perform correlation calculations. The 

question is that will the respondent bear some additional cards? In this study as the 

ranking method was used and alternatives were presented in a questionnaire, no holdout 

cards or alternatives were presented. It was considered that using more alternatives makes 

the whole decision making process very complicating and might lead respondents to 

refuse to answer or to use simplification methods for answering the questionnaires. 

3.7.1.2 Rankings versus Ratings 

In ranking usually a deck of cards is used. But it is difficult to use a deck of cards when 

using TMT (Telephone-Mail-Telephone) method. Ranking can be more easily presented 

as several profiles on a page. Deck is more attractive on the other hand. In both methods 

respondents might use simplification methods and consider only one or two attributes. 

 

“One very likely problem with rating scales is inconsistencies across ratings, because 

respondents do not have to look back to see how they have rated a similar product 

earlier” (Auty 1995).  
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When choosing which method, it is very important to take care of its acceptability to the 

respondents (Auty 1995). 

 

3.7.2 Conjoint Analysis Advantages 

 

Conjoint analysis is suited to industrial marketing research. With the improvement of 

software it becomes more useful. It is fundamentally at the individual level. Therefore 

one of its benefits is that a small size arising from a small population is not a problem. Its 

mathematical elegance of technique makes findings very precise. In using this analysis 

one very important thing is the need of collaboration between researchers and managers 

in order to reach to meaningful findings (Auty 1995). 

 

Existence of “qualitative understanding on the part of the researchers and managers of 

how to apply conjoint analysis in a particular case” is essential, unless the results can be 

useless or even misleading (Auty 1995). 

 

Nairn et al. (2004) suggest using conjoint analysis on strategic level in industrial 

marketing. They argue that conjoint analysis is frequently the most appropriate technique 

by which researchers can understand buyer behavior associated with this process. 

Moreover, and importantly for B2B contexts, the extraordinary number of applications of 

conjoint analysis is in part due to the fact that, unlike most statistical procedures applied 

in typical B2C research methodologies, a large sample size is not needed to draw 

meaningful results.  

 

As in this study the aim is to find an approach to study the managers’ decisions or 

judgments and reveal the underlying relative importance values and trade-offs of 

attributes, conjoint is suitable to be applied (Green and Srinivasan 1978). 
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Green and Wind (1975) suggest use of conjoint measurement when researching about 

organizations. They consider organizations as consumers and relate important industrial 

marketing strategies at organizational level to their study entitled “new way to measure 

consumers’ judgments”. 

 

This technique is very flexible in coping with a wide variety of management’s problems 

(Green and Wind 1975). This can be a useful technique in order to analyze the trade-offs 

and decisions that are made by managers about the relationship of their company with 

other companies. This will result in a deeper understanding of B2B relationship quality.  

 

Conjoint analysis is not very simple. Self-explication approaches are easier. But in those 

approaches, when there is substantial intercorrelation between attributes, it is difficult for 

the respondents to provide ratings for the levels of an attribute holding all else equal.  

 

Sometimes biases are increased by direct questioning. In a survey conducted in 1986, 

when MBA students were asked directly, the rank of salary was reported as sixth whereas 

the importance weights derived from conjoint analysis indicated that salary was number 

one in importance. When asking “How important is attribute X?” respondents are 

confused and may answer on the basis of their own range of experience (Green and 

Srinivasan 1990). This bias is very likely to happen in this research. Choosing conjoint 

analysis as the measurement technique for this research avoids this threat. 

 

Now that conjoint measurement and reasons for selecting this technique are mentioned, 

the conjoint questionnaire design will be described. 

 

3.7.3 Questionnaire Design 

 

“Conjoint analysis in industrial marketing is not simply the application of a mathematical 

technique; it should be a collaborative art” (Auty 1995). This means that close 
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collaboration between managers and researchers is needed. As mentioned in literature 

review five attributes were found in answer to the first research question.  

 

The characteristic attributes of a good relationship are:  

 

• The extent to which there is trust between the two parties 

• The extent to which the two parties understand each other’s needs 

• The extent to which the business systems of the two parties are well integrated 

• The extent to which power is equally shared between the two parties 

• The extent to which relationships yield a profitable outcome for companies 

 

These attributes (Trust, power, integration, mutual understanding of needs and profit) 

were indicated by managers (Naude and Buttle 2000). In order to answer the second 

research question and see how these attributes might vary in importance a questionnaire 

was used. This questionnaire was used by Naude and Buttle (2000). In this questionnaire, 

using full profile descriptions, each of five attributes were specified at three different 

levels (essentially better than, the same, or worse than the current relationship). By use of 

factorial designs, 15 different combinations of these five different attributes levels were 

used based on conjoint analysis. This approach is much used in industrial marketing. It is 

a good way to understand how buyers trade off different features. Here it is used to see 

how the various constructs would be traded off against each other. Among all 

qualification techniques that exist for measuring attribute or construct importance, 

conjoint analysis is the best approach to understand how such trade-offs are made. Some 

reasons for this specific design of questionnaire will be presented. 

 

According to Malhotra and Birks (2003), the first stage of 6 stages of carrying out 

conjoint analysis is “to identify the attributes and attribute levels to be used in 

constructing the stimuli”. The attributes were identified as mentioned above. Also it is 

very important to decide about how the levels of attributes are indicated and about the 

number of attribute levels. 
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Deciding on which attributes to include in conjoint studies is a critical decision. If the 

attributes brought are not the ones that respondents really consider when deciding trade-

offs useless findings will be resulted. Including one attribute in the study will guarantee 

that a certain level of importance will be given to that attribute (Auty 1995).  

 

“Great attention needs to be placed to the research design: if the attributes chosen or the 

levels at which they are evaluated, are not the most salient to the buyers, results will be 

impaired.” (Nairn et al. 2004) 

 

According to Auty (1995) and Green and Srinivasan (1978) the number of attributes must 

be at most six. It is important to avoid having such a complicated task that respondents 

adopt simplification strategies to get through it. In this study as mentioned before five 

attributes are used.  

 

Also the number of levels should be considered in order to keep the number of cards or 

alternatives low. Also the levels should be chosen in a way that difficulties of 

interpretation are avoided. A uniform two or three levels works well (Auty 1995). When 

an attribute is given more levels it is likely that the importance of that attribute will 

increase. It seems that giving an attribute more levels increase attention of respondents to 

that attribute (Green and Srinivasan 1990).  

 

In Naude and Buttle (2000)’s study this selection of attributes is carefully considered by 

directly involving managers in order to reach to the appropriate attributes. The numbers 

of both attributes and levels used in the questionnaire are relatively low. There are five 

attributes. All the attributes’ levels are considered to be three in this study. The matter of 

attributes levels was considered by taking the middle level as the current situation of the 

relationship.  

 

Deciding about the method of stimulus presentation is the second stage. As mentioned 

above the questionnaire had a full profile description. Two methods of stimulus 

presentation are commonly used: two-factor evaluation or full profile (also known as 
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multiple factor evaluation. In the two-factor evaluation, respondents are asked to evaluate 

pairs of alternatives (such as lemon scent and recyclable packaging), while in the full 

profile method, a set of full or complete profiles representing different levels of all of the 

attributes being studied, effectively ‘‘mini descriptions’’ of a range of possible suppliers 

or brands, are presented to respondents for evaluation. Evidence in the literature suggests 

that the full profile method is the most widely used; as it is believed to more closely 

replicate the actual buying situation (Malhotra and Birks 2003); (Nairn et al. 2004). In 

this study, the nature of the research question lends itself to the full profile method; 

accordingly, this was the approach adopted.  

 

The third stage of a typical conjoint analysis requires the researcher to decide on the input 

form of the data. Arguably the most popular method used is to ask respondents to rank 

(as opposed to rate) the various profiles in order of preference (Nairn et al. 2004). As 

Malhotra and Birks (2003) note, “proponents of ranking data believe that such data 

accurately reflect the behavior of consumers in the marketplace”. This being the case and 

given that this approach has been used successfully in several studies based on the full 

profile methodology (Auty 1995). Naude and Buttle (2000) have decided to use ranking 

as the preferred method of data input. The remaining 4-6 stages of the conjoint 

experiment relate to data analysis.  

 

In the questionnaire used in this study 15 different combinations were given (Naude and 

Buttle 2000). It is very important to consider that the more cards or alternatives used in 

the survey, the more people with complete the exercise carelessly and therefore 

unreliably (Auty 1995). It is important to consider smaller number of card or alternatives 

as in industrial marketing respondents are not highly motivated. Therefore using many 

alternatives might make the survey unreliable. 

 

On the other hand for the mathematical reasons it is important to have the ratio of cards 

to parameters at least over 1.5. The number of parameters required for calculating a part-

worth function is the sum of the levels minus the number of attributes. It shows that the 

number of attributes and levels need to be kept fairly low (Auty 1995). In this study as 
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there are five attributes and each attribute has three levels, the number of parameters 

would be 10. Choosing 15 alternatives gives the ratio of 1.5.  

 

The questionnaire is presented in Appendix A. 

 

3.7.4 Considering Ethics 

 

The respondents were thankfully asked to answer administrative questions if they would 

like to and were ensured that all the answers confidentiality would be honored. 

Confidentiality and anonymity have shown to be important in terms of access (Saunders 

et al. 2000). This is very important to consider this promise in all stages of research. 

Ethical issues must be considered during the design, data collection, analysis and 

reporting stages.  

 

Among administrative questions of this research’s questionnaire questions such as annual 

turnover of the relationship were not answered by some the respondents. Some 

respondents wanted to be ensured that this information would be only used in research 

analysis and not reported and used for any other purpose.  

 

Piloting done on the instrumentation is described in the following section. 

 

3.8 Piloting 

 

Getting the attributes and the definitions of the levels right is very important as the 

critical success factor of conjoint analysis. Piloting can be done either together in focus 

groups or individually in informal interviews. Internal discussions with various managers 

can help (Auty 1995). It was very important to see if the attributes and levels are 

meaningful in Iranian managers’ point of view. Also it was necessary to screen 

understandability of questionnaire.  
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The questionnaire of Naude and Buttle (2000) was translated to Persian. It was brought to 

three researchers, who are among managers of IMI (Industrial Management Institute of 

Iran). I interviewed with them personally. After they gave me their feedback about the 

questionnaire we had a group discussion. Their suggestions and corrections were carried 

out. Then it was checked by another expert and was changed accordingly. Finally a pilot 

test with five managers was done. The procedure was to distribute the questionnaires and 

collect them. I also had a discussion with them to become sure that the questionnaire is 

easy to understand and accurate. The reliability of their responses was checked by 

screening internal consistency. Adjusted R2 was calculated. Their responses were reliable 

as their Adjusted R2 were bigger than 0.65. The procedures of internal consistency 

screening are described in related section and also in the results chapter. 

 

After the changes were carried out the data collection started with following procedures. 

 

3.9 Data Collection Procedures 

 

Questionnaires are administrated in different ways according to the amount of contact 

with the respondents. Questionnaires can be self-administered. “Online”, “postal” and 

“delivery and collection” questionnaire are among self-administered ones. They can also 

be interviewer administered, e.g. telephone questionnaire and structured interview 

(Saunders et al. 2000). In this study a delivery and collection questionnaire was used. 

 

Data collection for conjoint measurements can be either Full profile, Trade-off matrices 

or Paired comparison (Reibstein et al. 1988). As mentioned before data collection in this 

research was full profile. The reason why this method was the most suitable one has been 

discussed before. 
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As the sample is managers attending in business courses, the questionnaires were 

distributed among students of MBA, Marketing and E-commerce and EMBA students 

who were managers. They were students of: 

 

• MBA – Carlton and Qeshm joint program 

• EMBA – IMI (Industrial Marketing Institute of Iran) 

• Marketing and E-commerce – Lulea University of Technology and Tarbirat 

Modarres joint program 

• MBA – Sharif University of Technology 

 

The first group was the students of Carlton and Qeshm joint MBA program. I went to 

their class. I was introduced to them by my supervisor. I gave the whole class a brief 

introduction about the research and the questionnaire. Then I asked them which ones 

were managers. After finding the managers I talked with them one by one. I described the 

questionnaire.  

 

Each respondent was asked to consider a specific supply chain relationship that they had 

experienced (ideally long-term). The nature of the relationship was not specified and they 

were encouraged to look either backward to their own suppliers, or forward to their 

customers. Then they were asked to think about how they would ideally like this 

relationship to adapt in the near future – i.e. how could it be ‘better’ than it currently is? 

 

The situation of that specific relationship currently was considered as the middle level. 

Then they were asked to rank order 15 different alternatives from that which described 

the best possible way for the particular relationship to develop, through the worst.  

 

The questionnaire also contained some administrative questions to reach to some 

contextual sense of the answers collected. These questions included the two industries to 

which the relationship refers, how long the relationship has already been in existence, the 

annual turnover of the relationship. It also included some personal information such as 
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name, position in company, length of time in that position, length of time in the Company 

and age of respondent. The questionnaire is presented in Appendix A. 

 

I described all the parts of the questionnaire so that I was assured that every part is 

understood by the respondent. Then I arranged to collect the questionnaire from all 

respondents individually. I tried to arrange it at times that they were again attending their 

class, so that I collect some of the questionnaires together. As many of them were 

managers and working, their class was on Thursdays and Fridays, which are Iran 

weekends. That made it easier for me to go and find them at a specific time. About other 

groups I did almost a similar procedure in order to distribute and collect questionnaires. 

Other groups were different in some ways. I was introduced to the group of IMI EMBA 

by their classmates, who were my colleagues before. The group of Marketing and E-

Commerce were among my classmates.  

 

There were 111 questionnaires distributed. 70 questionnaires were collected. This 

indicated 63% response rate. As respondents were first asked whether they wish to 

answer the questions or not the response rate was high. In order to see which responses 

can be included at the first stage 15 responses were rejected. They were not complete. 

This left 55 complete questionnaires. After consistency and goodness-of-fit was screened 

for each response, 7 responses were rejected for poor goodness-of-fit. This would leave 

48 responses for analysis. 48 questionnaires were used from 70 collected questionnaires. 

This means that 31% of questionnaires were unusable. This is not weird as the conjoint 

questionnaire is difficult questionnaire; In the study of Nairn et al. (2004), 37% of 

conjoint collected questionnaires were unusable. 

 

Among 55 complete questionnaires, 11 questionnaires were collected from MBA – 

Carlton and Qeshm joint program; 7 questionnaires were collected from EMBA – IMI 

(Industrial Marketing Institute of Iran); 26 questionnaires were collected from Marketing 

and E-commerce – Lulea University of Technology and Tarbirat Modarres joint program; 

11 questionnaires were collected from MBA – Sharif University of Technology. 
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The average age across the sample was 36 years, and they had been with their current 

companies for an average of eight years. Analysis indicated that the average length of the 

relationship under consideration was eight years (with a range of two to 30 years), and 

the average of annual revenue was 138 billion Rials. The industries that the relationships 

referred to were various. There were industries of petrochemical, car making, tourism, 

food, IT services, telecommunications, insurance, kitchenware, bank, chemical 

manufacturing and oil. 

 

3.10 Data Analysis Procedures 

 

The procedures of data analysis will be mentioned in this section. This section will 

include procedures of conjoint analysis, cluster analysis and correspondence analysis in 

this research. 

3.10.1 Analyzing Quantitative Data 

 

Quantitative data can be categorical or quantifiable. Categorical data are known as 

descriptive and ranked. Quantifiable data are continuous or discrete (Saunders et al. 

2000). The data from this study's questionnaire are "ranked" and categorical.    

 

In order to prepare these data for analysis (with SPSS), data were entered in a table 

matrix with EXCEL format. Each column represented a single variable, e.g. length of the 

relationship and rankings. Each matrix row contained the variables for an individual. This 

is a useful format as SPSS accepts data from EXCEL. Also it was a good way to keep a 

back-up separately.  

 

3.10.2 Coding 

 

The respondent number can include a code for location. It would enable easier 

segmentation (Auty 1995). It is wise to include as many variables as might apply in the 
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respondent number. In this study for example the respondent labeled 607 was among 

Sharif University respondents. Number 6 was applied for those respondents.  

 

3.10.3 Conjoint Analysis 

 

The utility scales of each attribute will be computed. They will determine how influential 

each attribute is in the respondents’ evaluations. The software used for analysis is SPSS. 

This software is selected because of its availability in Iran and its facilities in conducting 

conjoint analysis. This software was used by Nairn et al. (2004) too. “The ranked data of 

a single respondent are entered in the program. The software searches for a set of scale 

values for each factor in the experimental design. The scale values for each level of each 

factor are chosen so that when they are added together the total utility of each 

combination will correspond to the original ranks as closely as possible” (Green and 

Wind 1975). The utilities of attributes’ levels and relative importance of attributes will be 

computed for each respondent. The utilities and relative importance of attributes will be 

computed for the whole sample, by calculating the utilities’ and relative importance of 

attributes’ averages.  

 

The next step is to consider the variation in the data. The group averages of the results of 

conjoint analysis should be treated carefully. Is there harmony among Iranian managers 

about what constitutes a good quality relationship or there are different perspectives on 

what constitute that? In order to answer to this question the data should be used to be 

clustered. This step will be mentioned in the following section. 

 

3.10.4 Cluster Analysis 

 

“Cluster analysis is a class of techniques used to classify objects into relatively 

homogeneous groups called clusters. Objects in each cluster tend to be similar to each 

other and dissimilar to objects in the other clusters” (Malhotra and Birks 2003). 
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Figure 10 shows an ideal clustering situation in which the clusters are distinctly separated 

on two variables. In this situation each case falls into one cluster and there are no 

overlapping areas.  

 

 

Figure 10: An Ideal Clustering Solution 

 

It is important to consider that in practice usually the situation is not ideal, the boundaries 

for some of the clusters are not clear cut, and the classification of some cases is not 

obvious, because some of them could be grouped into one cluster or another. Figure 11 

shows such a practical situation. 

 

 

Figure 11: A Practical Clustering Solution 

 

It is important to consider that cluster analysis contrasts sharply with analysis of variance, 

regression, discriminant analysis and factor analysis, which are based upon an extensive 

body of statistical reasoning. Although many clustering methods have important 

statistical properties, the fundamental simplicity of these methods needs to be recognized 

(Malhotra and Birks 2003). In this research according to this simplicity some techniques 

were used. According to Auty (1995) in order to classify the respondent it is useful to 
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consider the most valued attributes for each of them. This was used in this study. The 

results will be presented in the results chapter of this report. 

 

3.10.4.1 Selecting the Distance Measure 

It is very important to select a distance measure, as the objective of clustering is to group 

similar objects together. Some measure is needed to assess how similar or different the 

objects are. The distances between objects are measured. Objects with smaller distances 

are more similar to each other than those at larger distances. 

 

For conducting cluster analysis after formulating the problem, the first step is to select a 

distance measure. The distance measure can be Euclidean distance, city-block or 

Manhattan distance or Chebychev distance. The Euclidean distance, the most commonly 

used measure, is the square root of the sum of the squared differences in values of each 

variable. The city-block or Manhattan distance between two objects is the sum of the 

absolute differences in values for each variable. The Chebychev distance between two 

objects is the maximum absolute difference in values for any variable (Malhotra and 

Birks 2003). 

 

In this research Euclidean distance was selected as it is more accurate and also it is the 

most commonly used measure of similarity.  

 

3.10.4.2 Selecting the Clustering Procedure 

 

Figure 12 shows different clustering procedures, also it shows the procedures selected in 

this research, as texture filled. The procedures are described. The reasons for selecting 

specific procedures are discussed (Malhotra and Birks 2003). 

 

 



 

 83

 
source: Malhotra and Birks (2003) 

Figure 12: A Classification of Clustering Procedures 

 

Clustering procedures can be hierarchical or non-hierarchical. Hierarchical clustering is 

characterized by the development of a hierarchy or treelike structure. Non-hierarchical 

clustering methods are frequently referred to as k-means clustering. Non-hierarchical 

methods have two major disadvantages. In these methods the number of clusters must be 

prespecified and some cluster centers must be selected. Upon two main disadvantages of 

non-hierarchical methods, hierarchical clustering was selected. 

 

Hierarchical clustering can be agglomerative of divisive. Agglomerative clustering starts 

with each object in a separate cluster. Clusters are formed by grouping objects into bigger 

and bigger clusters. This process is continued until all objects are members of a single 

cluster. Divisive clustering start with all objects grouped in a single cluster. Clusters are 

divided or split until each object is in a separate cluster. As agglomerative methods are 

commonly used in marketing research, they are selected here too. 
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Agglomerative methods consist of linkage methods, error sum of squares or variance 

methods, and centroid methods. In single linkage the objects with the smallest distance 

between them are clustered, based on minimum distance. This process will be repeated. 

At every stage, the distance between two clusters is the distance between their two closest 

points. The complete linkage is similar to single linkage, except that it is based on the 

maximum distance. In average linkage method the distance between two clusters is 

defined as the average of the distance between all pairs of objects, where one member of 

the pair is from each of the clusters.  

 

The variance methods attempt to generate clusters to minimize the within-cluster 

variance. A commonly used variance methods is Ward’s procedure. For each cluster, the 

means for all the variables are computed. Then, for each object, the squared Euclidean 

distance to the cluster means is calculated, and these distances are summed for all the 

objects. At each stage, two clusters with the smallest increase in the overall sum of 

squares within cluster distances are combined. In the cerntriod method, the distance 

between two clusters is the distance between their centriods (means for all the variables).  

 

The single linkage method and also the complete linkage method do not work well when 

the clusters are poorly defined. The average linkage method uses information on all pairs 

of distances, not merely the minimum or the maximum distances. For this reason it is 

usually preferred to the single and complete linkage methods. Of the hierarchical 

methods, the average linkage and Ward’s procedure have been shown to perform better 

than the other procedures. In this study the both Ward’s method and average linkage 

method was conducted, in order to use the more suitable one.  

 

In the results chapter it will be discussed that the most appropriate results were derived 

by clustering on basis of average linkage method. 
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3.10.4.3 Dendrogram 

A very useful graphic device in displaying clustering results is the dendrogram. The 

dendrogram is read from left to right. It shows where the clusters are joined together. It 

shows the distances at which the clusters are joined. It is very useful in deciding on the 

number of clusters. It is also possible to obtain information on cluster membership of 

cases (Malhotra and Birks 2003).  

 

“A way to portray consumer’s judgments is in term of a hierarchical tree structure in 

which the more similar a set of objects is perceived to be, the more quickly the objects 

group together as one moves from left to right in the tree diagram” (Green and Wind 

1975). 

 

The principal output of the various routines available is the dendrogram. (Nairn et al. 

2004) 

 

3.10.5 Using Cluster Analysis with Conjoint Analysis 

 

Cluster analysis is introduced as a complementary analysis for conjoint analysis. Many 

researchers have suggested this analysis for better understanding of the conjoint analysis 

results (Green and Wind 1975); (Auty 1995); (Naude and Buttle 2000) and (Malhotra and 

Birks 2003). The main purpose of using this analysis is to arrive at homogeneous 

preference segments. 

 

“After conjoint analysis has revealed the relative importance of the various levels of 

attributes, cluster analysis can be used to identify sets of respondents who value the 

various attributes and alternatives in a similar way. Simply put, cluster analysis groups 

together those respondents that are in some sense similar in their preferences” (Nairn et 

al. 2004). They suggest using cluster analysis on the operational level. 
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According to Green and Wind (1975) conjoint measurement can often be profitably used 

with cluster analysis. Cluster analysis is noted for its complementary with conjoint 

measurement. While, conjoint measurement can be used to quantify how decision makers 

trade off some of the attributes to get more of another, cluster analysis can be used for 

grouping people with common perceptions of preferences. 

 

Auty (1995) recommends clustering for presenting meaningful data. It is preferable than 

simple group averaging for data aggregation. The utility function values can be clustered. 

Then segments can be defined and the relative size of each segment can be estimated.  

 

 “It is very important to decide whether the data should be analyzed at the individual level 

or at the aggregate level. At the individual level, the data of each respondent is analyzed 

separately. If an aggregate-level analysis is to be conducted, some procedure for grouping 

the respondents must be devised. One common approach is to estimate individual-level 

part-worth or utility functions first. Respondents are then clustered on the basis of the 

similarity of their part-worth functions. Aggregate analysis is then conducted for each 

cluster” (Malhotra and Birks 2003). 

 

Auty (1995) and Malhotra and Birks (2003) as mentioned above suggest using the part-

worth or utility functions as a basis for clustering respondents. On the other hand Naude 

and Buttle (2000) suggest using the rankings of respondents as a basis for clustering 

them. In this research the both methods were done in order to reach to the best clustering 

basis for this research.  

 

Cluster analysis is a complex tool, and many decisions that ultimately affect the quality 

of the solution are reliant on analysts’ judgements rather than statistical inference 

(Malhotra and Birks 2003). 

 

Clustering is a very sensitive task. When clustering, including just one or two additional 

respondents can dramatically change the members of a group and the derived results. 

Auty (1995) suggests arraying the responses of each respondent on a part-worth matrix in 
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order of important attributes, to get some idea of expected clusters. This is a simple but 

very revealing solution. “The computer’s capability to derive clusters based on the utility 

functions is essential to achieve aggregation by levels rather than simply attributes.” This 

suggestion was also carried out. It was very useful for selecting the suitable basis for 

clustering, also useful for deciding about the number of clusters and the members of the 

clusters.  

 

3.10.6 Correspondence Analysis 

 

According to Malhotra and Birks (2003) correspondence analysis is a Multidimensional 

Scaling (MDS) technique. MDS is a class of procedures for representing perceptions and 

preferences of respondents spatially by means of a visual display. 

 

They also mention that spatial map is perceived relationships among stimuli represented 

as geometric relationships among points in a multidimensional space. Correspondence 

analysis is an MDS technique for scaling qualitative data that scales the rows and 

columns of the input contingency table in the corresponding units so that each can be 

displayed in the same low-dimensional space. In the spatial map categories that are closer 

together than others are more similar in underlying structure.  

 

It is very important to remember that correspondence analysis is an exploratory data 

analysis technique that is not suitable for hypothesis testing. In this research this issue has 

been considered (Malhotra and Birks 2003). 

 

According to Nairn et al. (2004) correspondence analysis, a perceptual mapping 

procedure. It is an approach ideally suited to exploring any 2×2 matrix of data in search 

of additional insights. 

 

Those respondents that are in some average sense “similar” across the different 

combinations will be plotted relatively closely together. Those respondents those are 
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average or nondiscriminatory in their scores across the various attribute combinations 

will be plotted close to the intersection of the axes. (Nairn et al. 2004) 

 

3.10.7 Correspondence Analysis with Conjoint Analysis 

 

The goal in MDS (Multidimensional Scaling) is to develop a spatial map depicting the 

stimuli in a multidimensional perceptual or preference space. Conjoint analysis seeks to 

develop the part-worth or utility functions describing the utility consumers attach to the 

levels of each attribute. The two techniques are complementary (Malhotra and Birks 

2003). 

 

According to Nairn et al. (2004) correspondence analysis can be used on tactical level, 

with conjoint analysis and cluster analysis. The approach seeks to capture the complex 

multidimensionality of the data in a lower number of dimensions. The output is typically 

in the form of perceptual maps, where the rows and columns are depicted as points.  

 

Naude and Buttle (2000) use correspondence analysis as a useful technique to show the 

clustering results of cluster analysis. With use of correspondence analysis the similar and 

dissimilar responses are shown in a two-dimensional map. In their study correspondence 

analysis was on basis of the rankings. It was the same as the cluster analysis. On the other 

hand after clustering they use correspondence analysis in order to show the extent to 

which the clusters are associated with different attributes.  

 

Green and Wind (1975) note perceptual mapping for its complementary with cluster 

analysis and conjoint analysis.  The results of correspondence analysis of this study will 

be presented in results chapter. 

 

It is important to screen reliability and validity of research findings. This issue is 

described in the following section. 
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3.11 The Credibility of Research Findings – Reliability, Validity 

 

The questionnaire used for this study has been designed by Naude and Buttle (2000), by 

using the process of factorial design. After data collection respondents should be 

screened for internal consistency. The responses that their utility functions showed poor 

goodness-of-fit must be rejected. Sometimes responses with acceptable goodness-of-fit 

also are not useful. A respondent might rate according to only one attribute and has very 

high goodness-of-fit. These responses might be too over-simplified to be useful (Auty 

1995). 

 

Green and Srinivasan (1990) mention that conjoint analysis is usually carried out at 

individual level. They mention improvements in predictive validity at the individual level 

and also at the aggregate or the segment level in estimating preference models and 

functions. Green and Srinivasan (1990) recommend use of the correlation coefficient as a 

measure of reliability. Reibstein et al. (1988) made a comparative study about reliability 

of different methodological variants of the conjoint analysis procedure. In their paper 

they try to identify the comparative reliability of different data collection methods (full 

profile, trade-off matrices and paired comparison). They also mention different 

correlation type measures of reliability. 

 

In SPSS software correlation coefficient is used and pearson’s r is calculated for each 

conjoint analysis. Statistical values provided in the SPSS output are the Pearson’s R and 

the Kendall’s tau values. Pearson’s R correlation coefficient is an indication of how well 

the model fits the data and at which level there is correlation between the observed and 

estimated preferences. Both coefficients are desired to be close to one (SPSS, 1999).  

 

In Auty (1995)’s study the holdout correlation (R2) was used for each respondent to 

measure consistency. According to the software used a reliability standard must be 

applied. “A high standard of holdout correlation acceptance appears to provide sufficient 

and easily available information for including or excluding respondents for further 

analysis” (Auty 1995). 
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In order to assess the reliability and validity, Malhotra and Birks (2003) mention 

goodness of fit. They represent R2 by using dummy variable regression. R2 indicates to 

which the model fits the data. Models with poor fit are suspect. The dummy variables are 

the attribute levels. As the levels are non-metric, the rankings may be converted to 0 or 1.  

 

In this study as shown in results chapter all mentioned criteria are considered, but it is 

shown that the most suitable criterion is Adjusted R2. 

 

Reliability and validity of the cluster analysis can be assessed by repeating the analysis 

using different methods or measures of similarity on the same data set (Nairn et al. 2004). 

This solution was used and the results will be presented in the following chapter.  
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Chapter IV 

4 Data Analysis and Results 
 

In this chapter results of conjoint analysis, cluster analysis and correspondence analysis 

will be presented. Analyses procedures have been discussed before in methodology 

chapter. Then the results of this research will be compared to results of Naude and Buttle 

(2000)’s study. At the beginning of this chapter the procedures for screening internal 

consistency are brought, some review in literature about the procedures of screening 

reliability have been mentioned before in methodology chapter. 

 

4.1 Internal Consistency 

 

In order to select which responses to accept and which ones to reject, three criteria were 

considered; Pearson’s r, Adjusted R2 and Kendall’s tau. The more a response is 

consistent the more these numbers are close to one.  

 

At the beginning, Pearson’s r was considered. Three responses had Pearson’s r lower than 

0.85. They were responses of respondents 108, 207 and 216.  
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In order to calculate Adjusted R2, Malhotra and Birks (2003)’s method was used. Coded 

data for dummy variable regression is shown in table Table 5. The table is constructed 

according to the questionnaire. According to these data and respondents’ rankings, 

Adjusted R2 was computed for each respondent.  

 

Table 5: Coded Data for Dummy Variables 

Attributes 

Trust Needs Integration Power Profit 
Profile 

number 
X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 

1 0 1 0 0 1 0 0 1 0 0 1 0 0 0 1 

2 0 1 0 0 0 1 1 0 0 0 0 1 1 0 0 

3 0 0 1 0 1 0 1 0 0 0 0 1 0 1 0 

4 1 0 0 1 0 0 1 0 0 1 0 0 0 0 1 

5 0 0 1 0 0 1 0 0 1 0 0 1 0 0 1 

6 0 0 1 0 0 1 0 1 0 1 0 0 0 0 1 

7 1 0 0 0 0 1 0 1 0 0 0 1 1 0 0 

8 0 0 1 1 0 0 0 0 1 0 1 0 1 0 0 

9 0 0 1 1 0 0 0 1 0 0 0 1 0 1 0 

10 0 1 0 1 0 0 0 0 1 0 0 1 0 0 1 

11 1 0 0 0 0 1 0 0 1 0 1 0 0 1 0 

12 0 1 0 0 0 1 0 0 1 1 0 0 0 1 0 

13 0 0 1 0 0 1 1 0 0 0 1 0 0 0 1 

14 1 0 0 0 1 0 0 0 1 0 0 1 0 0 1 

15 0 0 1 0 1 0 0 0 1 1 0 0 1 0 0 

 

It is also possible to eliminate X3, X6, X9, X12 and X15. For example for trust, the 

attribute levels are coded as follows: 

 
 X1 X2   X1 X2 X3 

less 1 0 Less 1 0 0 

the same 0 1 
 It would be the same as: 

the same 0 1 0 

more 0 0  More 0 0 1 

 

When Adjusted R2 was considered, the responses with Adjusted R2 lower than 0.65 were 

selected (Auty 1995). They were seven responses (101, 107, 108, 205, 207, 216, and 

224). As you can see, the responses selected with this criterion include the responses 
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selected with criterion Pearson’s r. A deeper exploration was carried out to choose which 

of these responses should be rejected.  

 

Three conditions were examined. In the first condition all seven responses were rejected. 

In the second condition responses 101, 108, 205, 207 and 216 were rejected. For the third 

condition only the three responses that were rejected by the both criteria mentioned above 

were rejected. All responses reliability criteria are presented in Appendix B. 

 

For each condition maximum number of each criterion for rejected responses and 

maximum number of each criterion for accepted responses were observed as three tables 

below. See Table 6, Table 7 and Table 8 

 

і) Reject 101, 107, 108, 205, 207, 216, and 224: 

 

Table 6: Reliability Criteria for Condition і 

Rejected 

(Max) 

Accepted 

(Min) 

 

.947 .960 Pearson’s r 

.636 .733 Adjusted R2 

.823 .842 Kendall's tau 

 

іі) Reject 101, 108, 205, 207 and 216: 

 

Table 7: Reliability Criteria for Condition іі 

Rejected 

(Max) 

Accepted 

(Min) 

 

.903 .938 Pearson’s r 

.352 .580 Adjusted R2 

.785 .785 Kendall's tau 

 

ііі) Reject 108, 207 and 216: 
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Table 8: Reliability Criteria for Condition ііі 

Rejected 

(Max) 

Accepted 

(Min) 

 

.797 .885 Pearson’s r 

-.279 .242 Adjusted R2 

.619 .771 Kendall's tau 

 

To explore how these responses affect the total results, all three above combinations were 

analyzed, using conjoint analysis. Also one conjoint analysis was run for the situation 

that all the responses are included. The results for relative importance of factors are as 

brought in Table 9. 

 

Table 9: Comparison of Importance of Factors among Different Conditions 

 Trust Needs Integration Power Profit 

і 20.04 13.22 12.32 19.02 35.05 

іі 20.49 13.29 12.36 18.77 35.09 

ііі 20.04 13.22 12.32 19.02 35.05 

All 21.05 13.67 13.04 18.65 33.59 
Conditions: 

і: Reject 101, 107, 108, 205, 207, 216, and 224, іі: Reject 101, 108, 205, 207 and 216, ііі: Reject 108, 207 and 216 

 

The total relative importance of attributes do not show much fluctuation. Still it is a 

critical question that which responses should be rejected. The mentioned responses were 

observed one by one. According to that observation also comparing three tables of 

criteria, I decided to reject all seven suspicious responses. As it is shown in the tables, in 

decision ііі all the criteria for accepted responses are low. In decision іі, although 

Pearson’s r is relatively high, other criteria are not high. Only in decision і, all criteria are 

in acceptable level.  
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Consequently, it was decided to reject all seven responses. This decision let 48 responses 

be included. With this decision the levels for including or excluding a response would be 

as mentioned in Table 10. 

 

Table 10: Accepted Levels for Criteria  

.95 Pearson’s r 

.65 Adjusted R2 

.84 Kendall's tau 

 

4.2 Conjoint Analysis Results 

 

The 48 included responses were analyzed. According to the rankings of respondents the 

utilities of attributes and relative importance of attributes were computed. The software 

used for data analysis was SPSS, version 13. The utilities and relative importance of 

attributes were also obtained for the whole sample, by calculating the utilities’ and 

relative importance of attributes’ averages.  

 

For conjoint analysis a Syntax file was programmed for SPSS. The SPSS Syntax file is 

presented in Appendix C. 

 

For interpreting the results, it is helpful to plot the part-worth functions or utilities 

(Malhotra and Birks 2003) and (Green and Wind 1975). 
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Figure 13: Utilities of Attributes 

 

The scales are all the same in five plots. It can be seen from these plots that for each 

attribute the higher utility is achieved by the “better” or “more” level. This indicates that 

when each attribute is better the relationship is considered to be more successful. It also 

can be seen that for all attributes the utility of “the same” level is higher than “worse” or 

“less” level, so more preferred. The utility of “better” or “more” level is higher than “the 

same” level, so more preferred. It is also interesting to observe that for all attributes the 

utility difference between “worse” or “less” level and “the same” level is almost the same 

as the utility difference between “the same” level and “better” or “more” level. This 

shows that moving from one level to another level does not lose its important at any level 

or any attribute and has impact on preferences.  

 



 

 97

“We can compare utility ranges from factor to factor so as to get some idea of their 

relative importance” (Green and Wind 1975). The utility ranges are as presented in Table 

11.  

 

Table 11: The Utility Ranges of Attributes 

Attribute (Maximum Utility-Minimum Utility) Utility Range 

Trust 1.72 – (-2.00) 3.73 

Needs 1.10 – (-1.28) 2.39 

Integration 0.90 – (-1.14) 2.04 

Power 1.49 – (-1.86) 3.35 

Profit 3.26 – (-3.45) 6.71 

 

In order to find out the importance of each attribute in relation to the others it is useful to 

look at Figure 13 and Table 11. The relative size of the utility ranges shows that profit is 

the most important attribute. It accounts for more than one third of the total range in 

utility. Trust and power are also important. These three attributes all together account for 

more than three forth of the total range in utility. Conjoint analysis also gives the relative 

importance of each attribute. The overall results of the study are shown in Table 12.  

 

Table 12: The Overall Conjoint Analysis Results Showing Attribute Scores and Part-Worths 

 Trust Needs Integration Power Profit 

Importance(%) 20.4 13.22    12.32 19.02 35.05 

Utilities:      

   Better 1.72 1.10 0.90 1.49 3.26 

   the same 0.28 0.18 0.24 0.37 0.20 

   worse -2.00 -1.28 -1.14 -1.86 -3.45 

 

As can be seen, in this figure, the most important attribute to the respondents was that 

there should be high profit in the relationship (35.05%). Although trust and power have 

less important than profit, they are considered as two important attributes; they are of 

intermediate importance. The least important attributes are integration and understanding 
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of each other’s needs. The overall results can be seen as being rational. As mentioned 

before the higher utilities are achieved by the “better” level of each attribute. The results 

indicate that the most valuable relationship is seen as one in which trust, needs, 

integration, power and profit are all somewhat better than they currently are.  

 

Another way of using utilities is to see the role of the most important attribute (Nairn et 

al. 2004). The importance of profit can be seen as if the profit in future is less, the 

maximum possible utility would be 1.76 [i.e.,1.72 + 1.10 + 0.90 + 1.49 + (-3.45)]. This 

clearly shows the significant important and dominant of profit. 

 

It is necessary to consider the extent to which there is meaningful variation in the data. 

The question is whether the results in Table 12 are indicative of a general consensus 

among the Iranian managers concerned, or there are different perspectives on what 

constitutes a good quality relationship. In order to answer this question the data were 

used to be clustered. The clustering analysis results are presented in the next section. 
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4.3 Cluster Analysis Results 

 

As mentioned in methodology chapter, cluster analysis was conducted as a 

complementary technique after conjoint analysis (Green and Wind 1975); (Auty 1995); 

(Naude and Buttle 2000) and (Malhotra and Birks 2003). The main purpose of using this 

analysis is to arrive at homogeneous preference segments. In order to reach to the most 

suitable clustering, some different methods and techniques were used.  

 

Along with dendrogram of the cluster analysis, the relative importance of attributes for 

each respondent was considered. Also Most Valued Attributes (MVA) were considered 

(Auty 1995).  

 

On the other hand clustering was conducted according to Ward’s method and average 

linkage method (Malhotra and Birks 2003). Clustering was also carried out on basis of 

rankings (Naude and Buttle 2000) and utilities (Auty 1995) and (Malhotra and Birks 

2003). 

 

In order to choose the most suitable clustering along with dendrogram of the cluster 

analysis, the relative importance of attributes for each respondent was considered. Also 

Most Valued Attributes (MVA) were considered (Auty 1995). Accordingly different 

cluster analysis results were compared. The suitable clustering could be the one that did 

not have too many clusters. Too many clusters can not give meaningful results, which can 

lead to helpful managerial contributions. It is important that in each cluster there are 

acceptably similar respondents. These two considerations are in contrast with each other. 

In other words when the number of clusters are decreased, there can be less similar 

respondents in a cluster.  

 

It should be mentioned that the results of these techniques were not very different. The 

results of clustering on basis of rankings were quite similar to the results of clustering on 

basis of utility functions. It is not very surprising, as the utility functions are actually 
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derived from the rankings. On the other hand the results of Ward’s method clustering and 

average linkage method clustering were quite similar to each other too. This also shows 

the reliability of the cluster analysis. (Nairn et al. 2004) 

 

Although the results as mentioned above were almost similar, the most appropriate result 

was chosen. It was the clustering on basis of ranking and according to average linkage 

method. This cluster analysis results is shown in Figure 14. In this figure the relative 

importance of each attribute, also the most valued attributes are shown for every 

respondent.  

 

As mentioned by Nairn et al. (2004) and Malhotra and Birks (2003) there are no hard and 

fast rules that can be used to determine the number of clusters that should be idendified. 
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                                                    0     5    10    15    20    25 
                                                    +-----+-----+-----+-----+-----+ 
Trust Needs Integ. Power Profit MVA  
24.93 8.27 8.93 6.93 50.93 PT 16 
26.57 8 3.71 8 53.71 PT 37 
20.95 8.36 3.58 20.95 46.15 PTW 34 
13.94 9 16.6 12.8 47.66 P 17 
13.79 11.03 7.24 28.62 39.31 PW 41 
22.84 2.93 7.32 13.32 53.59 PT 15 
9.65 8.19 5.85 18.42 57.89 WP 12 
4.53 4.53 6.88 22.5 61.56 PW 19 
11.56 4.95 11.56 13.06 58.86 P 23 
8.75 5.63 18.13 5.63 61.88 IP 30 
8.73 8.73 9.04 15.06 58.43 P 39 
20.4 24.86 14.83 5.57 34.34 PNT 27 
25.11 14.32 15.45 6.93 38.18 PT 44 
19.73 17.76 7.27 11.59 43.65 PT 10 
17.39 20.11 11.41 16.3 34.78 PN 47 
12.78 32.87 10.45 11.61 32.29 NP 26 
5.29 15.88 12.94 24.71 41.18 PW 14 
10.56 17.3 12.25 29.1 30.79 PW 22 
17.47 6.48 18.02 23.52 34.51 PW 43 
18.03 5.17 9.98 29.81 37.02 PW 24 
22.64 9.43 7.31 26.18 34.43 PWT 33 
18.37 9.64 7.92 32.61 31.46 WPT 3 
10.03 12.53 11.4 22.68 43.36 PW 9 
3.67 5.64 7.19 36.11 47.39 PW 32 
12.81 22.21 6.93 24.68 33.37 PWN 36 
14.47 9.87 9.87 21.05 44.74 PW 38 
4.9 5.88 37.09 27.91 24.24 IWP 25 
11.04 3.81 39.59 21.19 24.37 IPW 35 
12.26 12.6 29.88 14.27 30.99 PI 18 
7.35 6.62 8.82 58.09 19.12 WP 8 
6.33 6.73 8.34 48.72 29.88 WP 29 
5.3 6.62 19.87 49.67 18.54 WIP 6 
9.47 12.58 7.85 43.3 26.79 WP 42 
21.6 7.64 8.47 32.94 29.36 WPT 7 
59.76 20.12 7.16 3.51 9.45 TN 5 
51.62 21.38 12.66 5.63 8.72 TN 48 
29.24 14.79 12.51 10.24 33.22 PT 1 
31.65 13.47 16.84 8.64 29.41 TP 4 
31.7 16.55 16.32 6.06 29.37 TP 2 
33.94 15.15 9.7 7.27 33.94 TP 28 
44.47 9.3 12.56 8.04 25.63 TP 11 
43.22 13.07 7.54 8.04 28.14 TP 21 
41.73 10.71 10.95 11.31 25.3 TP 20 
45.18 16.62 8.12 9.01 21.07 TP 31 
31.67 6.67 12.62 13.81 35.24 PT 13 
25 51.54 4.75 11.17 7.54 NT 40 
12.84 45.56 13.46 15.31 12.84 N 46 
18.79 15.89 19.95 25.87 19.49 WIPT 45 

Abbreviations: T=Trust, N=Needs, I=Integration, W=Power, P=Profit 

Figure 14: Cluster Analysis Dendrogram, Relative Importance and Most Valued Attributes (MVA) 
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In Figure 14, dendrogram was associated with relative importance of attributes and the 

most important attributes. Accordingly six clusters could be derived. As it can be seen in 

this figure, each cluster contains acceptably similar responses. The number of clusters is 

not too much. Therefore it can lead to meaningful concluding. 

 

The results of this clustering are brought in Table 13.  

 

Table 13: Relative Importance of Attributes for Clusters 

Cluster Cluster  No. of Trust Needs Integration Power Profit Most Valued  
Number Members Members (T) (N) (I) (W) (P) Attributes 

1 (16-38) 26 15.19 11.68 10.08 18.76 44.29 P W 
2 (25-18) 3 9.40 7.43 35.52 21.12 26.53 I P W 
3 (8-7) 5 10.01 8.04 10.67 46.54 24.74 W P 
4 (5-13) 11 40.38 14.35 11.54 8.32 25.41 T P 
5 (40,46) 2 18.92 48.55 9.105 13.24 10.19 N 
6 45 1 18.79 15.89 19.95 25.87 19.49 W I P T 

Abbreviations: T=Trust, N=Needs, I=Integration, W=Power, P=Profit 

 

As it can be seen in Figure 14 and Table 13 that respondents 40, 45 and 46 seem to have 

weird (not wrong) preferences. For the managers 40 and 46 understanding of their needs 

has been a very important attribute of their considered relationship. For manager 40 also 

trust has been important. Other attributes all had very little importance. For manager 46 

the only important attribute has been needs, nothing else seems to have value. From 

manager 45 point of view power has been important. Integration, profit and trust were 

considered with almost same value after power.  

 

These three managers are significantly different from other managers. Although these 

three managers should not be ignored, clustering will be followed with other 45 

managers. It is important to consider that for some managers in some specific 

relationships there are important attributes that vary from attributes important in majority 

of situations.  
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The results of clustering for main clusters are shown in Table 14. This table indicates 

both the importance of different attributes to each cluster, as well as the utilities of 

different levels of each attribute. It is clear from these figures that both clusters 1 and 2 

behave in the expected fashion, in that more of each attribute has greater utility. This 

matter is the same for cluster 3 unless that better “needs” have same utility as the same 

“needs”. This can be result of very little importance given to this attribute. Giving power 

(46%) and profit (25%) of relative importance shows that they are very dominant in 

decision making and leave little value for needs. About cluster 4 also there is the same 

issue about integration. More of each attribute has greater utility in this cluster unless for 

integration. It seems that more “integration” has less utility than the same “integration”. 

This also refers to little importance of this attribute among those managers. 

 

Table 14: Conjoint Analysis per Cluster, Showing Attributes Scores and Part-Worths 

cluster 1 (26) Trust Needs Integration Power Profit 

Importance 15.19 11.68 10.08 18.76 44.29 

Utilities:      

     better 1.19 0.96 0.85 1.54 4.21 

     The same 0.41 0.19 0.08 0.40 0.13 

     worse -1.59 -1.14 -0.94 -1.95 -4.35 

cluster 2 (3) Trust Needs Integration Power Profit 

Importance 9.40 7.43 35.52 21.12 26.53 

Utilities:      

     better 0.43 0.88 2.99 2.10 2.60 

     The same -0.01 -0.23 1.38 0.16 0.37 

     worse -0.42 -0.65 -4.37 -2.26 -2.97 

cluster 3 (5) Trust Needs Integration Power Profit 

Importance 10.01 8.04 10.67 46.54 24.74 

Utilities:      

     better 0.70 0.20 1.00 3.90 2.24 

     The same -0.03 0.20 -0.45 0.77 0.21 

     worse -0.68 -0.40 -0.55 -4.68 -2.44 

cluster 4 (11) Trust Needs Integration Power Profit 

Importance 40.38 14.35 11.54 8.32 25.41 

Utilities:      

     better 3.75 1.21 0.25 0.62 2.53 

     The same 0.48 0.36 0.87 0.10 0.17 

     worse -4.23 -1.57 -1.13 -0.72 -2.70 
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As it is shown in Table 14, the biggest group of managers that make cluster 1, are quite 

profit oriented. With a big gap, they value power after profit. The second biggest cluster 

is cluster 4. In this cluster trust is considered as the most important attribute of 

relationship quality, followed by profit. In the third biggest cluster power is a great 

indicator of relationship quality, again followed by profit. As we remember from Table 

12, in the total sample profit was valued mostly. Trust and power were considered as next 

important attributes. Our three biggest clusters also reflect this conclusion.  

 

In cluster 3, with three members the most important attribute is integration. Still profit 

and power are considered to be important.  

 

It is interesting to mention that profit was considered as an important attribute in all 

clusters, although there could be more important attributes in some clusters. 

 

Here it is important to recall those few managers that had rather different perceptions. In 

their cases other combinations of important attributes could be observed. For instance 

two managers (See Table 13) valued needs as the most and only important attribute. It 

indicates that there are situations that vary completely from majority. 

 

4.4 Correspondence Analysis Results 

 

As mentioned in the procedures of data analysis (in Methodology chapter) perceptual 

mapping can be noted as a complementary technique with cluster analysis and conjoint 

analysis. Correspondence analysis is very commonly used with conjoint analysis in order 

to provide perceptual maps.  

 

As it is shown in Figure 15 the correspondence analysis results are in agreement with the 

cluster analysis results. It can be seen that managers 40, 45 and 46 have quite different 

perceptions. In this perceptual map it might be objected that respondent 46 is also close to 
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other managers. But with the use of Figure 14 and Table 13 it is clear that this manager is 

very different in his perceptions about relationship quality.  

 

 

Figure 15: Correspondence Analysis Results 

 

In this correspondence analysis, Cronbach’s alpha for dimension 1 is .94 and for 

dimension 2 is .93. Accordingly the Mean Cronbach’s alpha is .93. 

 

Correspondence analysis was conducted once more with all managers, excluding 

managers 40, 45 and 46.  

 

The perceptual map presented in Figure 16 shows the different relationship types. The 

clusters are shown in this figure. It helps us with better understanding of different 

perceptions of managers visually. 
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Figure 16: The Different Relationship Types Based on Correspondence Analysis 

 

In Figure 16 main clusters of managers according to their perceptions about relationship 

quality are illustrated. As it is seen in this figure those respondents which are in some 

average sense “similar” across the different combinations, are plotted relatively closely 

together. Those respondents those are average or nondiscriminatory in their scores across 

the various attribute combinations are plotted close to the intersection of the axes (Nairn 

et al. 2004). They are the members of the cluster 1.  

 

The most important disadvantage of perceptual maps is that users might need to think of 

data in more than two dimensions (Nairn et al. 2004). In Figure 16, respondent 1 is 

something of an outlier on these two dimensions, being almost as close to the members of 

cluster 1 as it is to its own (cluster 4). This is the reflection of the fact that the two axes 

do not account for all variance of the data. This issue is seen about respondent 18 too. In 
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other words two points that appear close in these two dimensions might be further apart 

on a third, vertical dimension. 

 

In this correspondence analysis, Cronbach’s alpha for dimension 1 is .92 and for 

dimension 2 is .92. Accordingly the Mean Cronbach’s alpha is .92. 
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Chapter V 

5 Discussions and Conclusions 
  

In this chapter the discussions and conclusions are presented. Also the Limitations and 

managerial contributions of this research will be mentioned. Finally, a path for further 

research will be suggested.  

 

5.1 Discussions 

 

In this section the difference of importance of B2B relationship quality characteristics 

attributes is discussed. Also it is discussed how these attributes vary between countries 

(comparison between Iran and UK). 

 

5.1.1 Comparing Importance of B2B Relationship Quality Attributes 

 

The constructs of B2B relationship quality selected from literature were trust, 

understanding of needs, integration, power and profit. In order to know how these 

attributes vary in importance conjoint analysis was conducted. Afterwards cluster 
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analysis and correspondence analysis were used to identify groups of managers that were 

similar in their perceptions about B2B relationship quality and value the attributes in a 

similar way. 

  

The results of these analyses indicated 6 clusters of respondents. The variation of the 

managers’ perception regarding B2B relationship quality can be seen through these 

clusters. See Table 13 . In order to gain a deeper understanding of this significant 

variation some follow-up interviews were carried out. From each cluster one member was 

interviewed. Considering that these interviews were carried out after analysis of data, 

from each cluster one member was selected according to his/her accessibility and also 

length of his/her managerial experience. The questions asked from them were that why 

they value some attributes significantly and why they did not value others as much and 

what are the characteristics of the relationship that they had considered. Some points of 

these interviews are brought along with discussing the clusters’ characteristics as follows. 

 

The most heavily populated cluster is cluster 1. This cluster accounts for 54.1% of the 

respondents. The members of this cluster value profit as the most important and dominant 

attribute of relationship quality (with relative importance of 44.29%). To them, power is 

of intermediate importance with a big gap after profit (with relative importance of 

18.76%). See Table 13. They are certainly profit-oriented and as they account for more 

than half of the whole sample, their perceptions are very influential on the average of 

overall results. One of the members of this cluster is a manager of a company that is a 

supplier of governmental communication organizations. These organizations would put 

the contracts out to tender. When they select their supplier the most important thing is 

profit. He mentioned “…in such relationships we don’t look for long-term relationships. 

We mostly look for short-term profits… This might also be a result of the fact that 

managers of governmental organizations change fast… In our economy it is difficult to 

consider long-term issues…Power is also important. In difficult economical situation of 

Iran things are not stable. Powerful and big companies can survive bad economical 

periods…” He said that their customers define their needs and the framework before 

tender. “…We attend in tenders if we believe that we can meet their needs. They look for 
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some specific predefined features. Needs are predefined consequently…For instance, 

their need might be a specific communicational solution…” 

 

The next most heavily populated cluster is cluster 4, accounting for 22.9% of the 

respondents. In this cluster trust is the most important attribute (with relative importance 

of 40.38%). Profit is also important to them (with relative importance of 25.41%). See 

Table 13. It is clear that among all attributes, importance of trust is very significant to 

them. This cluster is also influential on the overall result according to its population. One 

of the members of this cluster is a manager of a sea safe company. He has considered the 

relationship between their company and one of their suppliers. The products they buy 

from this supplier are used to save people’s lives. He mentioned “… There are many fake 

certificates in the market and it is difficult do find out which ones are real and which ones 

are fake. We have to work with the businesses which are trustworthy. We should be 

assured about their laboratories and facilities. We should be certain about their 

certifications and products’ quality. If one person is killed with our life jacket, serious 

problems would be caused for the reputation of our company… Sometimes we buy these 

products as a request of governmental organizations such as Ministry of defense .We also 

consults them with what products and from which suppliers they should buy. In these 

cases they open Letter of Credit for us. We buy for them and if there are some problems 

with the products we will be in charge. This increases the importance of trusting the 

supplier…we have worked on this relationship for a long time; still it is not a very 

profitable relationship for us…” So profitability of this relationship is also important for 

them. 

 

He mentioned some reasons why integration is not valued much. “…We don’t wish to be 

much integrated with them. We work as agent of some big shipyards. We should get a lot 

of information from different companies. On the other hand we wish to have different 

suppliers. Sometimes we get some specific orders; by very much integrating with them 

we wouldn’t be able to provide our customers with those orders.” He also believed that 

the issue of understanding the needs is not very influential as the products are highly 

standardized. 
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Power was not very important to him as he believed their company is powerful and in this 

relationship the other company can not be dominant. He believed that by use of internet 

“They can not change their prices much.” 

 

The third mostly populated cluster is cluster 3, with 5 members. This cluster accounts for 

10.4% of the respondents. In this cluster power is the most important of the attributes 

(with relative importance of 46.54%). Profit is also important to them (with relative 

importance of 24.74%). See Table 13. The members of this cluster are power-oriented. 

This cluster is still in track with the overall results, as power is one of the important 

attributes in the average of the whole sample. A member of this cluster was interviewed. 

Their company sells pipes to water and wastewater organization, which is a governmental 

organization. The relationship is about high-turnover contracts. Decision makers are few. 

There are 30 potential customers, which are water and wastewater organizations of 

provinces. In each of them there are three decision makers at most. These decision 

makers are very professional businessmen. “…Very strong relationship with at least 40 of 

them is vital for us so that we can make contracts with them in a way that we have 30% 

of market share each year. When we make the contracts we also sell to subsidiary 

companies. This makes the head person very important. These organizations would put 

the contract out to tender. Usually the managers of Ministry of energy are involved too. 

We must have power so that we get the contract. We gain this power by building strong 

and long-term relationship with members of DMU. It is also critical that they trust us and 

believe that we will be profitable for them so that they let us gain power. After we 

succeed to make the contract we will gain profit. The competitors are few. Whoever is 

more powerful would have a bigger market share…” He believed that the critical 

importance of power is mainly because of domination of governmental organizations in 

Iran. 

 

He mentioned that existence of integration is not much influential. “…Existence of power 

reduces the importance of integration. Where we don’t have power we will not work. 
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Competitors can make problems for us in the situations that we are not powerful… 

Understanding of needs is not very considerable as the product is highly standardized.” 

 

These three clusters (cluster 1, cluster 4 and cluster 3), that are profit-oriented, trust-

oriented and power-oriented account for 87.5% of the respondents. For all of them 

profitability of the relationship is important. That is the reason why profit is the most 

important of the attributes in the overall results. Trust is the most important attribute in 

the second mostly populated cluster. Besides being the most important attribute in cluster 

3, power is of intermediate importance in cluster 1 (the mostly populated cluster). 

Accordingly, Trust and power are of intermediate importance in overall results.  

 

The three above clusters, as mentioned, are in track with the overall results. The three 

remaining clusters are quite different in their perceptions about importance of B2B 

relationship quality attributes.  

 

Cluster 2, having 3 members, accounts for 6.2% of respondents. They value integration 

as the most important attribute (with relative importance of 35.52%). All of them 

consider profit as an important attribute. See Table 13. Two of them value power as an 

important attribute, too. According to interview with one of the members, it was clarified 

that her considered relationship was between a big governmental bank and a computer 

company (the other company), which provided them with solution and implementation of 

series of new communication channels such as ATM. The project was very important for 

the bank to gain competitive advantage. She said “…Banks very much compete with each 

other in the specific services that they are allowed according to governmental 

regulations…” The project had some stages. Integration was essential so that bank can 

control the supplier and the supplier can do its commitments within the time and 

resources. “…time was very important for us to keep our customers…We should be very 

cautious not to lose our investment and our competitive edge… ” In this project there had 

been many problems that only good integration could solve them. It was being done for 

the first time. There were two big departments of bank involved in this project. It also had 

many customized implementations that made bank have close relationship and control. 
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The issues of trust and understanding of needs was already solved as “…this supplier is 

the monopole of mentioned services provider. We had no other choice. All other banks 

also dealt with this specific company. This company is very trustworthy…. They are 

professional. They completely know our business and our needs...” They also didn’t mind 

power as they were certainly very powerful.  

 

Another member of this cluster had considered the relationship between an ISP and one 

of its customers (a supermarket, as the other company). They seriously need good 

integration so that the supermarket let them know when their cards (e.g. internet cards) 

are about to finish. Otherwise it is very likely to lose customers, “…as in this industry 

loyalty is low. If a customer asks for our card twice and don’t get it, it would be very 

likely that we use that customer. There are many competitors in market…” She didn’t 

value understanding of needs much. “…Understanding of needs is not problematic for us, 

as the product is highly-standardized…” 

 

More variation from other respondents was observed about three respondents. This 

significant variation was also shown by correspondence analysis in Figure 15. They were 

respondent 40 and 46 that constructed cluster 5 and respondent 45 that constructed one-

member cluster 6, See Table 13. Although these two clusters are not in track with the 

overall results it is useful to study them. They also show that importance of B2B 

relationship quality attributes are situation-specific and might vary significantly 

according to the nature of relationships. 

 

Understanding of needs was highly-valued by respondents 40 and 46. In case of 

respondent 46, it has been the only important attribute, with relative importance of 

45.56%. She has not valued any other attribute. Respondent 40 has valued understanding 

of needs with relative importance of 51.54%. He has also given relative importance of 

25% to the attribute “trust”.  

 

Follow-up interview with respondent 40 clarified that the considered relationship had 

been between two subsidiary companies of National Petrochemical Company (NPC) of 
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Iran. Their company produces and the other company finds customers for them. He 

mentioned “…We collaborate closely with each other. NPC, as the mother company, 

would earn the profit of this relationship. That is the reason why we do not fight for 

profit…” In this case, understanding of needs is the most important attribute. “…If we 

don’t understand each others’ needs many serious problems would be caused. We 

produce continuously. The products are stored in a limited warehouse. If PCC (the other 

company) do not find us customers we will face inventory problems. Also we should 

understand their needs. For instance they sometimes find customers with very specific 

requirements. We should meet their needs by right management and planning…” Trust is 

important, too. They should trust each other so that the final customers trust them too. 

They don’t really mind how power is shared between them. “…Power would not make 

any conflict between us, as we both have similar strategies. We have same goals…” The 

companies are well-integrated according to their nature. Integration is not of much 

concern to them, either.  

 

Respondent 45 constructs Cluster 6, the cluster of one member. The most important 

attribute in his point of view is “power” (with relative importance of 25.87%). He has 

granted less than 20% of relative importance to all other attributes. Attributes “trust”, 

“profit” and “integration” are granted relative importance varying from 18.79 to 19.95. It 

seems like everything is important (except from understanding of needs); power is more 

important, but not very much.  

 

The relationship is between a private manufacturing company and its supplier (the other 

company), which is a governmental company. This governmental supplier also supplies 

some governmental companies. “…If they don’t sell it to us, they give it to governmental 

companies. They might simply not supply us if they are in shortage for supplying other 

companies. This makes serious problems for us. On the other hand as their products are 

not standardized, we can not replace it with products of other suppliers from other 

countries easily. Some of our manufacturing procedures are completely dependent on 

their products…” That is the reason why “power” is the most important attribute for this 

company. The supplier seems to be too powerful. Also they wish more integration. As he 
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mentioned “…Sometimes we even buy these raw material with more volume of what we 

need during a month so that we have them for the next month in case they don’t sell it to 

us. This causes inventory problems for us…” He also mentioned that trust between two 

companies is not at a satisfying level and they look for more trust between two parties.  

 

Conclusions derived from these discussed issues are brought in conclusion section.  

 

5.1.2 Comparison between Countries 

 

In order to answer the third research question and identify how characteristic attributes of 

a good relationship vary between countries the results of this study were compared to the 

results of Naude and Buttle (2000)’s study. As mentioned before, to eliminate 

instrumentation effects, the same questionnaire used in UK was used in this study in Iran.  

 

The Overall Conjoint Analysis Results for UK and Iran are presented in Table 15. 

 

Table 15: A Comparison between Overall Conjoint Analysis Results 

Attribute Trust Needs Integration Power Profit

UK 29.64 20.14 12.79 11.97 25.46 
Importance (%) 

Iran 20.4 13.22 12.32 19.02 35.05 

Source of UK Results: Naude and Buttle (2000) 

 

As it can be seen the three most important attributes of a good relationship in English 

managers’ point of view are trust, profit and understanding of each other’s needs. The 

three most important attributes in Iranian managers’ point of view are profit, trust and 

power. The ranked order of attributes importance is illustrated in Table 16. As it is seen 

in this table, according to the overall results, the most important attribute in English 

managers’ perceptions is trust, whereas in Iranian managers’ perceptions it is profit. Two 

following most important attributes in English managers’ perceptions are profit and 
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understanding of needs, whereas they are trust and power in Iranian managers’ 

perceptions. 

 

Table 16: A Comparison between Ranked Orders of Percentage Importance of Attributes in UK and 

Iran 

Order UK Iran 

1 Trust Profit 

2 Profit Trust 

3 Needs Power 

4 Integration Needs 

5 Power Integration
Source of UK Results: Naude and Buttle (2000) 

 

Profit and trust are among important attributes in both English and Iranian managers’ 

point of view. Understanding of needs seems important to English managers, but it does 

not seem to be a very important attribute for Iranian managers. On the other hand, power 

seems important to Iranian managers, whereas it gains the least percentage of importance 

from English managers’ point of view. Integration is an important attribute nor to English 

managers, neither to Iranian managers. It is very important to consider that these results 

are all derived from the average of results. Therefore it doesn’t mean that it can be 

concluded for all Iranian or all English managers. The averages of importance of 

attributes lead us to above conclusions.  
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Table 17: A Comparison between Clusters of Managers according to Their Perceptions about 

Relationship Quality in Iran and UK  

Iran 
No. of 

Cluster 

Members 

Trust Needs Integration Power Profit

Most 

Valued 

Attributes 

26 15.19 11.68 10.08 18.76 44.29 P W 

11 40.38 14.35 11.54 8.32 25.41 T P 

5 10.01 8.04 10.67 46.54 24.74 W P 

3 9.40 7.43 35.52 21.12 26.53 I P W 

2 18.92 48.55 9.105 13.24 10.19 N 

1 18.79 15.89 19.95 25.87 19.49 W I P 

UK 
No. of 

Cluster 

Members 
Trust Needs Integration Power Profit

Most 

Valued 

Attributes 

23 38.00 25.25 9.98 8.89 17.88 T N 

11 17.28 12.31 10.51 13.91 46.00 P 

4 22.75 15.79 35.99 15.76 9.70 I T 

1 13.33 14.07 11.85 44.44 16.30 W 
Source of UK Results: Naude and Buttle (2000) 

Abbreviations: T=Trust, N=Needs, I=Integration, W=Power, P=Profit 

 

In Table 17 the clusters of English and Iranian managers based on their perceptions about 

relationship quality are compared. The relative importances of attributes are presented in 

this table. For each cluster the most valued attributes are presented. Also the number of 

each cluster member is shown. The members of biggest cluster of Iranians are profit-

oriented. To them power seems important with a big gap after profit. The members of 

biggest cluster of English care about existence of trust in their relationship quite a lot. 

They also expect their supplier or customer businesses to understand their needs. These 

two clusters sizes are bigger than 54 percent of sizes of their relative samples, therefore 

very influential in the overall results.  
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The members of second biggest cluster of Iranian managers are very concerned about 

existence of trust in their relationships. Also they expect their relationships to be 

profitable. On the other hand the members of second biggest cluster of English managers 

are profit-oriented, the same as biggest cluster of Iranian managers.  

 

The two biggest clusters of Iranian and English managers construct the overall results of 

their sample. The size of these two clusters is 77 percent of total sample size of Iranians, 

and 85 percent of total sample size of English.  

 

Some of Iranian managers value having more power in their relationship very much. 

They again look for profit in their relationships. There can be seen one English manager 

that has considered power as a very important issue. But it is important to consider that 

even this manager was not looking for higher power in considered relationship. In fact in 

his point of view more power was worse.  

 

There were some Iranian and English managers who really look for well-integrated 

business systems in relationships.  

 

There are some clusters with small size. As discussed before it is even possible to exclude 

some very different responses and cluster the rest. There was one English manager who 

valued power very much. There were two Iranian managers who valued understanding of 

needs strongly. There was also one Iranian manager who considered power as the most 

important attribute, cared about business systems integration, profit was also important 

for him, he also valued trust. As it is seen from the relative importance of attributes he 

valued all four mentioned attributes (power, integration, profit and trust) with percentage 

importance varying from 18.8 to 25.8 (not much variation). Such responses indicate that 

there always seem to be perceptions quite different from what is concluded from the 

average or overall results. In other words in some situations preferences vary from the 

majority.  
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Profitability of a relationship is considered by many of Iranian and English managers. As 

it is illustrated in Table 17, in the four big clusters of Iranian managers profit is 

considered as an important attribute. Considering English managers, profit is significantly 

important in a cluster including about 27 percent of all respondents. Consequently, 

Iranian managers are concerned about their relationship profitability more than English 

managers. Here we remind that profit was mentioned directly as a relationship quality 

construct only in Naude and Buttle (2000)’s study. Profit has not been precisely reported 

in the previous contributions in the area as shown in literature review chapter. The results 

of our study contribute to accept this construct. 

 

Trust is among important attributes in overall results of both Iranian and English 

managers. The second biggest cluster of Iranian managers (which represented more than 

22 percent of the whole sample) considered trust as a very important issue in relationship. 

There was a big gap between this attribute and the second most important attribute, which 

was profit. Trust was very highly valued by English managers definitely. It was ranked 

the first in overall results of English managers.   

 

Power is another construct only presented in Naude and Buttle (2000)’s study. Our 

sample of Iranian managers showed that this attribute can be influential in constructing 

successful relationship. Members of four clusters of Iranian managers introduced power 

as an important attribute of relationship quality. They presented 87 percent of the whole 

sample. Interestingly in Naude and Buttle (2000)’s study overall results power was 

reported as the least important attribute. 

 

Integration in both English and Iranian managers’ perceptions appeared to gain little 

importance, although as mentioned before there were few Iranian and English managers 

who really looked for well-integrated business systems in relationships 

 

Understanding of needs is among important attributes in overall results of English 

managers, whereas it does not seem to be very important in overall results of Iranian 
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managers. Still there were few Iranian managers who considered this construct as the 

most important construct of relationship quality. 

 

5.2 Conclusions 

 

In the past two decades there have been many contributions from researchers in order to 

identify the importance of relationships in business-to-business markets. Still, there 

hasn’t been much work on specifying what is regarded as a good relationship. This 

research attempts to contribute in developing the understanding of this important issue. 

Our sample consists of Iranian managers in order to reach to our purpose.  

 

Based on literature the constructs of relationship quality was selected. These attributes 

are:  

 

• The extent to which there is trust between the two parties 

• The extent to which the two parties understand each other’s needs 

• The extent to which the business systems of the two parties are well integrated 

• The extent to which power is equally shared between the two parties 

• The extent to which relationships yield a profitable outcome for companies 

 

Conjoint analysis was conducted in order to see how these attributes vary in importance. 

In the overall results, considering the attributes importance average, the most important 

attribute is profit. This attribute is very dominant. Trust and power are of intermediate 

importance. The least important attributes are integration and understanding of each 

other’s needs.  

 

Cluster analysis was used to identify sets of respondents who value the various attributes 

in a similar way. Also correspondence analysis was carried out to have a simplified two-

dimension perceptual map.    
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The most common important attribute was profit. Some managers are quite profit 

oriented. For others existence of trust followed by profit is essential in order to consider a 

relationship as a successful one. Some managers consider power as the most important 

attribute; they also look for profit in the relationship. In some few cases integration is 

considered to be very important, followed by profit and power. 

 

Understanding of needs is unlikely to be important in the relationships that deal with 

standardized needs (products/services specifications). In relationships which long-term 

benefits are less considered it is more likely that managers value profit as the most or 

even the only important attribute. This might be some explanation why profit is so much 

valued in our sample (as it has been mentioned according to a previous study, in UK the 

importance of this attribute has been less). Relationships that involve new projects which 

are complex or highly customized are more likely to require high integration.  

 

In Iran some relationships between private companies and governmental organizations 

are good samples for relationships that the governmental organization is very powerful 

(probably monopole). This makes serious problems for private companies. Therefore 

their managers prefer relationships with more power much better than relationships 

which are better in other ways.   

 

Integration, trust and power are more likely to be at a good level in relationships that are 

between companies that are partners or are subsidiary companies of a mother company. 

These companies are less likely to have fights for profit. Understanding of each others’ 

needs is more likely to be important in such relationships. In Iran subsidiary companies 

of governmental organizations are good sample of such kind, noting that some of these 

companies have less problems regarding profitability.  

 

According to expressions of managers who were interviewed it was perceived that if an 

attribute is at a good level in a relationship and it is very unlikely to be under threat, it 

would not be likely to gain much value. This was expressed about “power”, “integration”, 

“understanding of needs” and “trust” in some cases. 
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Small clusters clearly show that although we can have some idea about the majority of 

managers, there might be situations in which preferences vary significantly from that 

majority.  

 

In order to see how these attributes vary between countries, the results of this study were 

compared to results of Naude and Buttle (2000). Profitability of a relationship was 

considered by many of Iranian and English managers. The majority of Iranian managers 

were concerned about their relationship profitability more than English managers. In our 

studied sample almost all Iranian valued profit as an important attribute more or less. 

Here we remind that profit was mentioned directly as a relationship quality construct in 

Naude and Buttle (2000)’s study for the first time. Profit has not been precisely reported 

in the previous contributions in the area as shown in literature review chapter. The results 

of our study contribute to accept this construct. 

 

Trust is also important in both samples of Iranian and English managers. This result is in 

track with literature of relationships.  

 

Power is another construct only presented in Naude and Buttle (2000)’s study. Our 

sample of Iranian managers showed that this attribute can be influential in constructing 

relationship quality. Interestingly in their study’s overall results power was reported as 

the least important attribute. 

 

Integration in both English and Iranian managers’ perceptions appeared to gain little 

importance. Still, it is significantly important in some few cases as mentioned above.  

 

Understanding of needs is among important attributes in overall results of English 

managers, whereas it does not seem to be very important in overall results of Iranian 

managers. Still there were few Iranian managers who considered this construct as the 

most important construct of relationship quality. 
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As this research’s results show there is not one explanation of what determines a good 

relationship from Iranian managers’ point of view. There are different views about this 

issue. Managers need to take this into account in planning the operationalization of their 

supply chain relationship. Although our sample is relatively small, the results show that 

what determines the quality of a relationship depends of some wider factors. In our 

sample of Iranian managers, level of profit seemed to be the most important attributes of 

relationship quality and trust and power are of intermediate importance.   

 

5.3 Limitations 

  

Conjoint questionnaires are very difficult. This was the reason why it could not be 

distributed among all managers. As mentioned before managers that were studying 

business programs were selected. Still many of collected questionnaires were unusable.  

 

The sample size was not very large. Although one of the characteristics of conjoint 

analysis approach is that it can be used even with one respondent, this has some 

disadvantages. It is possible that the variance is not fully understood.  

 

5.4 Managerial Contributions 

 

Managers can enhance their business relationships by better understanding of their 

customers or suppliers’ wants and needs and to satisfy those needs better than their 

competitors. Managers usually should consider that their relationships be profitable for 

their customers or suppliers. Of other attributes the most important ones are more likely 

to be trust and power. In other words managers should consider that there is trust between 

two parties. Power should also be shared between the two parties to satisfying extend.  

 

Managers also should consider for each relationship most important attribute/attributes 

might vary according to the relationship nature. They should consider the expectations of 
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the organizations that they have relationship with. It might be a relationship in which the 

other company’s manager looks for good integration between the two companies’ 

business systems more than other attributes (likely in relationships that involve new 

projects which are complex or highly customized). It might be a relationship in which 

empathy and understanding of each other’s needs is valued significantly (likely in 

relationships that are between companies that are partners or are subsidiary companies of 

a mother company). These psychological components should be understood and the 

relative importance of relationship quality attributes should be considered by managers 

for modifying current relationships and developing new ones.  

 

Managers should use these considerations on a strategic level as a guide for developing 

marketing campaigns that focus on the attributes which are valued most highly, also on 

an operational level as deciding how they should approach other companies and also on a 

tactical level to train the key personnel within the organization in a way that they are 

aware of the characteristics of their relationships. 

 

Managers of supplier companies should consider that in long-term relationships it is more 

likely that profit is sacrificed for gaining more of other attributes. In such relationships it 

is more likely that investment on building other attributes is useful. Managers of 

customer companies should also consider this issue. In other words if their supplier is 

looking for long-term relationship it is more likely that they invest for building other 

attributes of relationship quality. On the other hand if their supplier is considering their 

relationship as a short-term it is more likely that the most important attribute for them is 

profit. 

 

In a private company, managers should be aware of the power of governmental 

organizations. In a governmental organization, managers should notice that satisfaction of 

their suppliers or customers is influential by their power. They should consider this issue 

at different levels of their decisions in order to have good-quality business relationships.  
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In case of business partners that are for instance subsidiaries of mother companies it is 

more likely that better understanding of each others’ needs is influential in increasing the 

relationship quality.  

 

In relationship that involve new, complex, highly-customized projects, managers should 

consider that integrating the business systems is more likely to make a good relationship. 

 

5.5 Suggestions for Further Research 

 

It seems that there are some independent variables that result in different perceptions of 

relationship quality. Further research is needed to find the factors that affect what 

attributes are considered in a relationship in order to identify that relationship as a 

successful one. Such research should aim to look for the factors that influence the way in 

which relationships vary in terms of what constitutes quality, and managers need to 

identify these.  

 

There can be variables concerning both the companies, and also relationship itself that 

determine the quality of a relationship. For instance, it might be important for managers 

to consider the length of a relationship, or probably the industries involved to determine 

quality. Some predictions have been made according to statements of managers. For 

instance, private and governmental companies are likely to be somehow different; 

Expectations of companies regarding the length of the relationship are likely to be 

influential; Projects that are complex, highly-customized and new are likely to be 

influential in a relationship in order to determine the importance of relationship quality. 

Further research is needed to affirm these assumptions.  

 

Also, further research is needed to find how the attributes of B2B relationship quality and 

their importance differ in other countries than Iran and UK.  
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Appendix A 
The Questionnaire 

In the Name of God 
 
This questionnaire is designed in order to conduct “an analysis of Business-to-Business 
relationship quality”. Thank you very much for contributing with us by answering this 
questionnaire. 
 
Our studies to find out what attributes determine how ‘good’ a relationship is, ended up 
with five different attributes, each of which exists at three different levels. The levels 
describe how the relationship might develop in the future. The attributes and levels are as 
follows: 
 
 Name Definition Future Levels 
  

Trust 
 
The extent to which there is trust 
between the two parties.  

 
1 better trust than the current 
relationship 
2 about the same trust as the current 
relationship 
3 worse trust than the current 
relationship  
 

  
Needs 

 
The extent to which the two 
parties understand each other’s 
needs. This would include the 
notion of empathy. 

 
1 better understanding than the current 
relationship 
2 about the same understanding as the 
current relationship 
3 worse understanding than the current 
relationship  
 

  
Integration 

 
The extent to which the business 
systems of the two parties are 
well integrated, which facilitates 
aspects such as OTIF Delivery, 
communications, sharing quality 
norms, etc. 
 

 
1 better integration than current 
relationship 
2 about the same integration as the 
current relationship 
3 worse integration than the current 
relationship 

  
Power 

 
The extent to which power is 
equally shared between the two 
parties 

 
1 we will have more power than in the  
current relationship 
2 we will have about the same power 
as in the current relationship 
3 we will have less power than the 
current relationship 
 

  
Profit 

 
The extent to which the 
relationship yields a profitable 
outcome for your company. 

 
1 we will make about 5-10% more 
profit than in the  current relationship 
2 we will make about the same profit 
as in the current relationship 
3 we will make about 5-10% less 
power than in the current relationship 
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What I would now like you to do is to think about one specific (ideally long-term) 
relationship that your company has with one of its customers or suppliers (i.e. you can 
look either backwards or forwards in the supply chain). Then think about how you would 
ideally like this relationship to adapt in the near future – i.e. how could it be ‘better’ than 
it currently is? 
 
Below are 15 different alternatives that could be used to describe that relationship (these 
have been carefully chosen to represent a statistically valid sample of all the 3*3*3*3*3 = 
243 alternatives that could be made up from the table above). Please would you now 
RANK these from 1 through to 15, where 1 indicates that it is the best option, and 15 that 
it is the worst. Please use each number only once. I recognise that this is a difficult task. I 
personally find it easier to first divide the list of 15 alternatives into three: goodies, 
baddies, and those in between, and then rank each of the alternatives in the three groups 
in order to come up with an overall ranking.  
 
No. Alternative Rank 

 Trust Needs Integration Power Profit  
1 about the 

same 
about the 
same 

about the 
same 

about the 
same 

5-10% more  
____ 

2 about the 
same 

Better worse more power 5-10% less  
____ 

3 better about the 
same 

worse more power about the 
same 

 
____ 

4 worse Worse worse less power 5-10% more  
____ 

5 Better Better better more power 5-10% more  
____ 

6 better Better about the 
same 

less power 5-10% more  
____ 

7 worse Better about the 
same 

more power 5-10% less  
____ 

8 better Worse better about the 
same 

5-10% less  
____ 

9 better Worse about the 
same 

more power about the 
same 

 
____ 

10 about the 
same 

Worse better more power 5-10% more  
____ 

11 worse Better better about the 
same 

about the 
same 

 
____ 

12 about the 
same 

Better better less power about the 
same 

 
____ 

13 better Better worse about the 
same 

5-10% more  
____ 

14 worse about the 
same 

better more power 5-10% more  
____ 

15 better about the 
same 

better less power 5-10% less  
____ 
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Please would you now give us a bit more information just to enable us to try and make 
some contextual sense of the answers that you have given us. I promise that all the usual 
issues surrounding confidentiality will be honoured – I would never divulge any 
information at the personal level. 
 
 
1   Please would you describe the two industries to which this relationship refers, and 
circle the one that represents your company. 
 
------------------------------------------------------------------------------------------------------- 
 
------------------------------------------------------------------------------------------------------- 
 
 
2   Please indicate roughly how long (in years) this relationship has already been in 
existence. 
 
---------------years 
 
 
3   Please indicate roughly what the annual turnover is of this relationship (in Rials). 
 
--------------- Rials 
 
 
4   Please would you give us some personal information: 
 
Name:    _______________________ 
 
Position in Company:  _______________________ 
 
Length of time in that Position: ______________ years 
 
Length of time in the Company: ______________ years 
 
Your age: ______________ years 
 
 
 
Thank you very much for giving us your time and energy 
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Appendix B 
Responses Reliability Criteria 
 
The criteria for screening the responses internal consistency are as below. The criteria are 
considered based on Regression technique and also based on SPSS Conjoint output. 
 
 
                         Regression                                                          Conjoint 

No. R 
R 

Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Pearson's 
R Significance Kendall's 

tau Significance

101 .885(a) .783 .242 3.89391 .885 .0000 .785 .0000

102 .993(a) .986 .951 .98742 .993 .0000 .981 .0000

103 .961(a) .924 .733 2.31301 .961 .0000 .842 .0000

104 .994(a) .988 .958 .91515 .994 .0000 1.000 .0000

105 .984(a) .969 .892 1.47054 .984 .0000 .905 .0000

106 .998(a) .996 .986 .53619 .998 .0000 1.000 .0000

107 .938(a) .880 .580 2.89828 .938 .0000 .785 .0000

108 .784(a) .615 -.348 5.19254 .784 .0003 .574 .0015

201 .985(a) .971 .897 1.43614 .985 .0000 .919 .0000

202 .990(a) .981 .933 1.15650 .990 .0000 .981 .0000

203 .999(a) .997 .991 .61237 .999 .0000 1.000 .0000

204 .982(a) .965 .877 1.56924 .982 .0000 .924 .0000

205 .903(a) .815 .352 3.60035 .903 .0000 .771 .0000

206 .977(a) .954 .839 1.79234 .977 .0000 .880 .0000

207 .797(a) .634 -.279 5.05841 .797 .0002 .619 .0006

208 .992(a) .984 .943 1.07238 .992 .0000 .962 .0000

209 .999(a) .998 .993 .38730 .999 .0000 1.000 .0000

210 .974(a) .948 .818 1.91050 .974 .0000 .943 .0000

211 .995(a) .990 .966 .82916 .995 .0000 .995 .0000

212 .970(a) .942 .796 2.02176 .970 .0000 .914 .0000

213 .999(a) .998 .992 .40311 .999 .0000 1.000 .0000

214 .991(a) .982 .936 1.12916 .991 .0000 .943 .0000

215 .993(a) .985 .948 1.01858 .993 .0000 .981 .0000

216 .771(a) .594 -.421 5.33034 .771 .0004 .505 .0044

217 .998(a) .995 .983 .58095 .998 .0000 1.000 .0000

218 .994(a) .989 .961 .88741 .994 .0000 .962 .0000

219 .990(a) .980 .930 1.18322 .990 .0000 .986 .0000

220 .965(a) .931 .758 2.19943 .965 .0000 .900 .0000

221 .995(a) .990 .964 .85147 .995 .0000 .990 .0000

222 .993(a) .987 .954 .95525 .993 .0000 .962 .0000
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No. R 
R 

Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Pearson's 
R 

Significance Kendall's 
tau 

Significance 

223 .998(a) .996 .986 .53619 .998 .0000 1.000 .0000

224 .947(a) .896 .636 2.69954 .947 .0000 .823 .0000

225 .992(a) .983 .942 1.07819 .992 .0000 .962 .0000

226 .997(a) .993 .976 .68920 .997 .0000 .995 .0000

301 .984(a) .969 .891 1.47902 .984 .0000 .905 .0000

302 .998(a) .996 .986 .53619 .998 .0000 .981 .0000

303 .997(a) .994 .980 .63246 .997 .0000 .986 .0000

304 .982(a) .965 .877 1.56924 .982 .0000 .938 .0000

305 .986(a) .972 .902 1.40089 .986 .0000 .919 .0000

306 .994(a) .988 .958 .92195 .994 .0000 1.000 .0000

307 .994(a) .989 .961 .88741 .994 .0000 .962 .0000

401 .972(a) .944 .804 1.97800 .972 .0000 .905 .0000

402 .965(a) .932 .761 2.18518 .965 .0000 .919 .0000

403 .992(a) .984 .943 1.07238 .992 .0000 .957 .0000

501 .975(a) .951 .828 1.85405 .975 .0000 .886 .0000

502 .981(a) .963 .870 1.61245 .981 .0000 .919 .0000

601 .969(a) .938 .783 2.08267 .969 .0000 .867 .0000

602 .988(a) .975 .914 1.31339 .988 .0000 .956 .0000

603 .983(a) .966 .879 1.55322 .983 .0000 .952 .0000

604 .979(a) .958 .852 1.72119 .979 .0000 .943 .0000

605 .993(a) .986 .952 .98107 .993 .0000 .981 .0000

606 .995(a) .991 .967 .81394 .995 .0000 .981 .0000

607 .964(a) .929 .752 2.22767 .964 .0000 .905 .0000

608 .959(a) .921 .722 2.35850 .959 .0000 .886 .0000

609 .966(a) .933 .767 2.15928 .966 .0000 .867 .0000
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Appendix C 
Conjoint Analysis Syntax File 
 
DATA LIST FREE /SUBJ RANK1 TO RANK15. 
BEGIN DATA 

1 2 13 5 15 1 3 14 12 7 6 10 8 4 9 11
2 3 14 5 15 1 2 12 10 7 9 13 6 4 8 11
3 5 8 6 15 1 9 13 12 7 2 10 11 3 4 14
4 2 13 7 15 1 3 14 12 5 6 11 10 4 9 8
5 9 10 5 15 1 2 14 6 7 11 12 8 3 13 4
6 9 10 7 15 1 13 5 11 4 2 6 12 8 3 14
7 7 11 2 12 1 10 15 8 3 4 9 13 6 5 14
8 9 5 4 14 1 12 7 11 6 2 10 13 8 3 15
9 2 12 6 10 1 11 14 13 9 4 7 8 5 3 15

10 5 10 7 12 1 2 15 13 11 3 9 8 4 6 14
11 4 11 7 15 1 2 14 9 6 5 13 10 3 12 8
12 6 12 8 7 1 5 13 14 9 3 10 11 2 4 15
13 11 14 6 12 1 2 15 10 7 4 13 8 3 5 9
14 5 12 8 13 1 6 11 14 9 3 7 10 4 2 15
15 2 13 6 8 1 4 14 12 7 3 11 10 5 9 15
16 5 14 8 10 1 2 15 13 7 4 11 9 3 6 12
17 4 14 9 11 1 3 12 13 8 2 10 7 6 5 15
18 7 13 10 15 1 6 12 11 8 2 5 3 9 4 14
19 5 13 9 7 1 6 12 14 8 3 10 11 4 2 15
20 4 10 7 15 1 3 13 9 5 6 14 8 2 12 11
21 4 11 6 15 1 3 14 10 7 5 13 8 2 12 9
22 7 10 8 15 1 6 11 12 9 4 5 14 3 2 13
23 4 13 9 7 1 5 15 14 8 2 11 10 6 3 12
24 3 11 7 14 1 9 13 12 5 2 8 10 4 6 15
25 5 14 12 15 1 8 7 9 6 3 4 10 11 2 13
26 2 10 8 15 1 3 11 14 12 9 7 6 4 5 13
27 4 12 9 15 1 2 14 13 10 7 8 5 3 6 11
28 6 15 4 14 1 3 13 12 5 8 11 7 2 9 10
29 6 10 4 13 1 12 9 11 5 3 8 14 7 2 15
30 6 14 10 7 1 4 15 12 11 2 9 8 5 3 13
31 6 8 5 15 1 2 14 9 4 10 13 7 3 12 11
32 4 11 7 10 1 9 12 14 5 3 8 13 6 2 15
33 2 12 5 15 1 8 13 11 6 4 9 10 3 7 14
34 3 9 8 10 1 5 14 13 7 4 12 11 2 6 15
35 6 14 13 15 1 5 9 10 4 3 7 12 11 2 8
36 6 13 4 14 1 5 11 12 9 7 2 10 3 8 15
37 5 13 8 9 1 3 15 14 7 4 12 10 2 6 11
38 8 14 5 4 1 9 12 13 6 3 7 11 10 2 15
39 2 13 10 7 1 3 14 12 9 6 8 11 4 5 15
40 10 8 7 15 1 3 6 14 13 12 9 4 2 11 5
41 2 13 7 11 1 3 14 12 8 4 10 9 5 6 15
42 2 7 8 13 1 12 9 10 11 3 6 14 4 5 15
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43 7 12 8 15 1 4 13 11 5 2 9 10 6 3 14
44 5 13 9 14 1 2 15 12 8 4 10 7 3 6 11
45 9 12 10 15 6 7 11 3 8 13 1 2 5 14 4
46 12 5 9 15 1 6 8 14 11 13 3 7 2 4 10
47 7 11 6 15 1 2 13 12 10 5 9 8 4 3 14
48 6 8 7 15 1 2 12 10 5 11 13 9 4 14 3

 
 
END DATA. 
SAVE OUTFILE='RANKINGS.SAV '.  
DATA LIST FREE /CARD_ TRUST NEEDS INTEGRATION POWER PROFIT. 
BEGIN DATA 
1 2 2 2 2 3 
2 2 3 1 3 1 
3 3 2 1 3 2 
4 1 1 1 1 3 
5 3 3 3 3 3  
6 3 3 2 1 3 
7 1 3 2 3 1 
8 3 1 3 2 1 
9 3 1 2 3 2 
10 2 1 3 3 3  
11 1 3 3 2 2  
12 2 3 3 1 2 
13 3 3 1 2 3 
14 1 2 3 3 3  
15 3 2 3 1 1   
END DATA. 
CONJOINT PLAN=* /DATA='RANKINGS.SAV' 
/FACTORS=TRUST (DISCRETE) NEEDS (DISCRETE) INTEGRATION 
(DISCRETE( 
POWER (DISCRETE) PROFIT (DISCRETE( 
/SUBJECT=SUBJ /RANK=RANK1 TO RANK15/UTILITY=UTIL4 
. 
 
 
 
 


	Abstract
	Acknowledgments 
	 Table of Contents
	 List of Tables
	List of Figures
	1 Introduction
	1.1 Background
	1.2 Problem Discussion
	1.3 Purpose and Research Questions
	Structure of the Thesis

	2 Literature Review
	2.1 Industrial Marketing-Business Marketing and Relationships
	2.1.1 Definition of Industrial Marketing-Business Marketing
	2.1.2 Characteristics of Industrial Marketing-Business Marketing
	2.1.3 Benefits of Long-Term Relationships in Industrial Marketing
	2.1.4 Developments in Business Marketing

	2.2 Relationships in Industrial Marketing
	2.3 Relationship Value and Relationship Quality
	2.3.1 Value and Relationship Value
	2.3.1.1 Episode Value and Relationship Value

	2.3.2 Relationship Quality
	2.3.2.1 Technical Quality and Functional Quality


	2.4 Relationship Quality Factors and Their Relations
	2.4.1 Relationship Quality Factors
	2.4.2 Relationship Quality Factors’ Relations
	2.4.2.1 Trust as the Cornerstone of Relationship
	2.4.2.2 Paradoxes about Satisfaction Effect on Retention
	2.4.2.3 Investment and Commitment
	2.4.2.4 Commitment versus Satisfaction
	2.4.2.5 Bonds and Commitment


	2.5 Using Multivariate Statistics in B2B Marketing
	2.6  Frame of References

	3 Methodology
	3.1 Research Philosophy: Positivism / Phenomenology
	3.2 Research Purpose: Exploratory / Descriptive / Explanatory 
	3.3 Research Approach: Deductive / Inductive
	3.4 Research Strategy
	3.4.1 Experiment / Survey / Case study / Grounded Theory
	3.4.2 Cross-Sectional / Longitudinal 

	3.5 Selection of Sample
	3.6 Some Approaches to Gain Access
	3.7 Instrumentation
	3.7.1 Conjoint Measurement and Analysis
	3.7.1.1 Holdout Cards
	3.7.1.2 Rankings versus Ratings

	3.7.2 Conjoint Analysis Advantages
	3.7.3 Questionnaire Design
	3.7.4 Considering Ethics

	3.8 Piloting
	3.9 Data Collection Procedures
	3.10 Data Analysis Procedures
	3.10.1 Analyzing Quantitative Data
	3.10.2 Coding
	3.10.3 Conjoint Analysis
	3.10.4 Cluster Analysis
	3.10.4.1 Selecting the Distance Measure
	3.10.4.2 Selecting the Clustering Procedure
	3.10.4.3 Dendrogram

	3.10.5 Using Cluster Analysis with Conjoint Analysis
	3.10.6 Correspondence Analysis
	3.10.7 Correspondence Analysis with Conjoint Analysis

	3.11 The Credibility of Research Findings – Reliability, Validity

	4 Data Analysis and Results
	4.1 Internal Consistency
	4.2 Conjoint Analysis Results
	4.3  Cluster Analysis Results
	4.4 Correspondence Analysis Results

	5 Discussions and Conclusions
	5.1 Discussions
	5.1.1 Comparing Importance of B2B Relationship Quality Attributes
	5.1.2 Comparison between Countries

	5.2 Conclusions
	5.3 Limitations
	5.4 Managerial Contributions
	5.5 Suggestions for Further Research

	 References
	 Appendix A
	The Questionnaire

	 Appendix B
	Responses Reliability Criteria

	 Appendix C
	Conjoint Analysis Syntax File



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


