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Methodological choices in Relationship Quality (RQ) research 1987 to

2015: A systematic literature review

Abstract

Different methodological choices (i.e. data collection method, sample size,
sample characteristics and analytical instrument) in 122 relationship quality (RQ)
peer reviewed articles published in accredited academic journals between 1987
and 2015 are reviewed. Results revealed that RQ researchers need to look into
other relationship type which businesses/organisations engage in, in order to
survive as existing studies have been limited to interpersonal relationships (i.e.
relationship between individuals), business to business relationships (B2B),
business to customer relationships (B2C) and customer to business relationships
(C2B). Also, results show that too much attention has been given to quantitative
method of data collection as only a small number of researchers in this field
utilise qualitative method. Furthermore, sample choice and size identified in
existing studies is somewhat constrained to the method of data collection
employed. Researchers should be more transparent in providing detailed

information on their methodological choices and the rationale for those choices.

Keywords: Methodology review, Relationship quality, Relationship quality

construct, Marketing



©CO~NOOOTA~AWNPE

Introduction

Relationship quality as a theme emerged from the field of marketing but has
earned the attention of scholars and researchers from various fields of study in
the past two decades (Leonidou et al, 2013). This can be linked to the desire
and need for businesses to develop mutual beneficial and successful
relationships with business associates and partners (Athanasopoulou, 2009).
Researchers have conducted empirical studies on relationship quality resulting in
the emergence and development of diverse theoretical frameworks or models
and different constructs. These frameworks and constructs involve the
identification of factors that contribute to the success of relationships and

features that make relationships highly valued by the parties involved.

The increasing literature base and the significant impact of relationship quality
have prompted a number of literature reviews from different perspectives on

relationship quality. These reviews include;

» Impact of customer satisfaction and relationship quality (Henning-Thurau
and Klee, 1997)

» Synthesising existing research on relationship quality and argues for a
framework in which trust, satisfaction and commitment are the three key
dimensions of RQ (Vieira et al, 2008)

» Empirical review which provide a unified theory on the effect of RQ on
customer responses to service failure (Yi-Fen, 2012)

> A cross-referencing review which develops a framework guiding firms in
determining factors that may affect the quality of their relationship with

customers (Athanasopoulou, 2009)
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The findings of these studies, their proposed further research actions, suggest
the need to assess how researchers and scholars explore relationship quality as

a theme.

This study evaluates peer reviewed academic literature published between 1987
and 2015 in order to address issues face by researchers when making
methodological choices and the rationale for those choices. Researchers in this
field have managed to investigate and develop empirical arguments that build on
the insight and findings from their predecessors. This has helped build a growing
and robust knowledge base environment which informs practitioners when
making strategic and operational decisions. Despite the impact of choice of
research methods on the findings of studies on relationship quality, there has
been no systematic analysis of different research methods across the
relationship quality literature. This paper builds on Athanasopoulou’s (2009)
proposed future research for researchers to use more qualitative approaches to
capture the subtle differences between contexts (for e.g., taking into
consideration the environment of the study, industry, people involved, and

profession/occupation).

In line with this proposition, the objective here is to explore and investigate
questions around how relationship quality constructs were conceptualised (i.e.
method(s)), study sample(s) and characteristics, location, the industry in which
previous studies have been conducted, and journals where previous research
has been published. The paper begins with a summary of the RQ literature to
provide a context for the study. This is followed by a description of the search
strategy. The findings of the review are presented under different themes and

finally the authors’ offers suggestions for future research.
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Literature Review

Definition and Constructs of Relationship Quality

The existing literature on RQ suggests that it is widely used to describe how
healthy a relationship is based on the evaluation or assessment of the parties
within that relationship. Appendix 1 presents different definitions of RQ extracted
from the literature. These definitions reflect the significance of RQ yet there is no
agreement among researchers on a single acceptable definition for RQ. However,

it is obvious from the different definitions of RQ extracted that;

> RQ definition varies according to the research context, and
» RQ as a concept has been applied in either an interpersonal relationship or

inter-organisational relationship context.

RQ is generally perceived as a meta-construct composed of several different but
related dimensions (Dwyer, Schurr and Oh, 1987; Skarmeas and Robson, 2008).
Researchers have suggested several constructs upon which RQ can be assessed
or evaluated. These constructs are in most cases not clearly defined or
differentiated from one another (Fynes, Burca and Mangan, 2008). This is
because often times the same construct is used to refer to another idea and the
measurement of these constructs varies among researchers (Bove and Johnson,
2001). This has further resulted in a no consensus situation as to what
constitutes RQ despite empirical studies conducted on the theme (Skarmeas and
Robson, 2008). However, Athanasopoulou (2009) reviewed existing literature on
RQ between 1987 and 2007 and found that trust, satisfaction and commitment
are the three dominant constructs which have been used and validated in

different contexts.
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Trust refers to the belief that a party to a relationship is benevolent and honest
(Gustafsson et al, 2005; Morgan and Hunt, 1994). Commitment suggests a
psychological state that occurs when maximum effort is guaranteed between
partners in an ongoing relationship in order to maintain it (Gustafsson et al,
2005; Morgan and Hunt, 1994). Satisfaction indicates an emotional state that is
evoked by the overall evaluation of interactive experiences between parties in a
relationship (Gustafsson et al, 2005; Crosby et al, 1990). Making existing
literature on RQ a point of reference, this study focuses on the evaluation of

methods employed by previous studies.

Methods

The following research questions were explored:

1. How has RQ research been conceptualised? What key constructs were
investigated?

2. What sampling strategies have been used in qualitative and quantitative
RQ research? How were research participants accessed for the purpose of
the study?

3. What are the characteristics of the selected sample?

a. What was the sample size?
b. Which industries and occupations were targeted

4. Which geographical regions or countries were the studies carried in?

Inclusion Criteria for Journal Articles

Since it is more or less impossible to analyse every single journal articles within

the area of study, a total of 122 journal articles on RQ were analysed. These
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journal articles were considered significant to this study based on the following

criteria:

1. The article’s subject or title had to do with RQ and/or a relationship
construct.

2. The articles were published in accredited and recognised journals within
the field of study.

3. The articles were scholarly peer reviewed.

4. The articles were within the academic context i.e. articles within the
professional context were excluded.

5. The articles were published in English language for easy review.

6. The articles were based on empirical study by taking account of the study

sampling process and analysis.

Database Search Process

The preliminary search included all journal articles that have relationship quality
and/or relationship construct within the article itself. Table 1 gives detailed
definition/description, advantages and disadvantages of each search criteria.
Also, figure 1 shows detailed sequential step with specific search criteria used in

arriving at the sample journal articles selected for the study.

Journal articles not written in English language were deleted for easy
understanding and analysis. Conceptual journal articles which are review based
as opposed to carrying out a study and book reviews were also excluded by
focusing on academic articles only. This is because they could not be reviewed
using the same analytical structure, for example they differ in the use of

methodology and objectives. In other to maintain objectivity within the selection
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criteria used, no effort was made to separate journal articles based on service or
product type, perspective of study (i.e. seller or buyer), research method used
or research findings (Athanasopoulou, 2009). Of the remaining journal articles, a
further search was conducted by limiting the study sample size to the scholarly
peer reviewed academic articles that had “relationship quality” and/or
“relationship construct” within their title. The steps shown in figure 1 were

followed in order to;

1. Ensure a fair representation of articles of interest.
2. Minimise bias.

3. Give article within the field of study equal opportunity for selection.

Appendix 3 further gives detailed information about the sample selected. The
analysis continued by systematically reviewing the selected 122 articles using an

excel spreadsheet.

Excel Spreadsheet Analysis (ESA)

The ESA is focused on evaluating and assessing how previous studies had gone
about doing their research and how they got to their research findings (i.e. the
process and approach involved). As a result, the findings of the various journal
articles selected for this study were not taken into consideration. The ESA
presented a tabular form of different measurement used in assessing and
evaluating selected articles. This was attempted to extract appropriate and
adequate information from selected articles by separating the key elements of

the studies into 9 different categories:

1. Author(s) and year of publication
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2. Journal in which article was published
3. Method

4. Sample size

5. Sample characteristics

6. Relationship type

7. Industry/field of study

8. Construct

9. Analysis

These elements were taken into consideration because when put together gives
detailed information on the approach and process through which research
findings were obtained. Appendix 2 gives a brief description/definition of the 9
different categories selected and why. This study considers the ESA of great help
to researchers in the field by having a holistic view of the different methods
employed by existing researchers within the field of study. Also, the ESA helped
the current study in differentiating all selected journal articles by obtaining all
relevant information required for this study. This process further led to the
rearrangement of journal articles reviewed by industry as opposed to the initial

arrangement by year (see appendix 3).

Results and Discussion

A detailed breakdown of the result by industry can be seen in appendix 3.

Overview of Studies

Dwyer and Oh (1987) were the first to publish a major peer reviewed journal

article on RQ, since when RQ as a concept received minor scrutiny until 1998.
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During the first decade of its emergence, an average of 2 peer reviewed journal
articles were published each year. However, RQ started gaining the attention of
more researchers from 1998, during which time an average of 5 peer reviewed
journal articles were published each year until 2015 (see figure 2). Prior to this
period, studies conducted on RQ were confined to either marketing or service or
business field of research while from 1998 onward studies on RQ have attracted
attention of researchers in various field of study (for example, information &
management, quality management, psychology, tourism, finance, banking etc.).
This can be attributed to the increasing importance placed on RQ as a concept
by researchers. For example, Athanasopoulou (2009) argued that losing
customers in today’s highly competitive environment is very costly, and Palmer
(2002) noted that a business competitive advantage is closely related to its
quality of relationship. However, these prior studies have ignored for example
relationship type that considers a host community and oil producing company

within the oil producing industry.

In addition, the top 15 journals out of 65 journals identified in the study (see
figure 3 and appendix 5) accounted for over 50% of the articles reviewed. This is
mainly due to the focus (i.e. inter-personal relationship and inter-organisational

relationship) of most studies in the RQ area.

RQ Constructs

As can be seen from appendix 3, researchers have developed several but
interdependent and related RQ constructs in the last three decades. These
constructs are largely influenced by the industry/field of study in which the
various studies have been conducted. While researchers continue to strive

toward a detailed and better understanding of RQ constructs, Vieira et al (2008)
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asserted that a large number of the RQ constructs identified have been
employed as either a dimension or a determinant of RQ and as such, there is
little or no consensus as to a single model for a RQ construct. This has resulted
in a high level of ambiguity about relationship quality dimensions and
determinants, thus, the call for clear explanation have been agitated (for e.g.,
Iven and Pardo, 2007; Huntley, 2006). Scholars like Holmlund and Tornroos
(1997) and Palmatier et al (2006) argued respectively that business levels of
relationship development and relationship quality context are the major causes
of this ambiguity. However, over 50% of the journal articles reviewed argued

that trust, satisfaction and commitment are essential in any relationship context.

Data Collection Method

Out of the 122 peer reviewed journal articles selected for this study, ninety-
three articles (76%) took on board the questionnaire as a means of data
collection. Of the ninety-three studies, only twenty-four studies provided further
information as to the kind of questionnaire used or how the questionnaire was
administered. Twenty-three studies administered their questionnaire through
either email or postal letter while only one study administered the questionnaire
through face to face interaction. Also, ten articles (8%) utilised semi-structured
interview as the data collection method. Focus group and case study was
employed by one study (0.8%) each. A further six articles (4.9%) reviewed did
not specify the data collection method used. In addition, some of the articles
reviewed employed mixed method of data collection. Nine articles (7.3%)
utilised semi-structured interview and questionnaire, one article (0.8%) utilised
semi-structured interview and case study, and another one article (0.8%)

employed semi-structured interview, case study and questionnaire. In summary,
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81% (i.e. ninety-nine studies) of the journal articles reviewed suggested that
researchers have used the questionnaire mainly as a method of collecting
quantitative data, while little attention has been accorded to qualitative and

mixed method (twelve studies (10%) and eleven studies (9%) respectively).

In spite of Vieira et al’s (2008) assertion that a quantitative method (i.e.
questionnaire) provides researchers with more generalisable data, the use and
development of a quantitative instrument (i.e. questionnaire) employed by the
majority of the studies reviewed was rather ad hoc. This is because most studies
did not provide enough information about the reliability and validity of the
guantitative method used. Also, considering the lack of consensus in the
definition of RQ and its constructs among researchers, there is clearly a need for
further research to consider RQ and its constructs from a qualitative method of
data collection (for e.g., interview). It has been argued that an interview give
room for explanation, better understanding and elaboration of a subject matter
as opposed to a questionnaire which is standardised, thus, it does not give room

for explanation.

Sample Sizes and Sample Characteristics

Sample size and characteristics were assessed to determine if any pattern
existed among the different journal article reviewed and the extent to which
these are generalisable. For easy and fair representation of analysis, all journal
articles reviewed were segregated by the industry in which the various studies
have been carried out. This resulted in a total of twenty-eight different
industries, although there is an element of overlap among some of the industries

identified (see appendix 6).
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Data gathered further suggested that majority of these studies were conducted
within the service industries, for e.g., marketing, health/medical,
finance/banking, hotel/tourism, while little or no attention is given to the
manufacturing/construction industries, for e.g., manufacturing, project

management, and oil and gas industries.

Sample Sizes

Sample size evaluation was made possible by segregating all journal articles
selected for this study into the different industry in which they belong (see
appendix 3). This is because sample sizes vary according to the type of industry
(Athanasopoulou 2009). It was revealed that there is a relative fair
representation of sample size selection among various researchers within each of
the industry identified probably because researchers in this field have managed
to investigate and develop empirical arguments that build on the insight and
findings from their predecessors. This standpoint has limited the area of
coverage in RQ research output mainly to B2B, B2C and C2B relationships as
researchers tend to limit their work within the domain of existing studies, thus,
giving less attention to new areas of research (i.e. other relationship types)
within the RQ discipline. This is contrary to scholars and researchers conclusion
that there are many types of relationships that should be evaluated

(Athanasopoulou 2006, and Gummesson 2002).

Also, evidence gathered revealed that the choice of sample size in any research
study is largely influenced by the data collection method and the population size
of the industry. Assessing each industry identified further, it was revealed that
researchers have stated no specific reason or benchmark for the selection of

their sample sizes. This suggested that sample sizes are based on what
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researchers could get. Furthermore, based on the fact that 76% of the current
study employed a questionnaire for their data collection (see discussion on data
collection method), it was evident that studies gathering data through
telephone, email or mailed questionnaire have larger sample sizes compared to
studies using face to face interaction. This is probably because it is easier to
administer and coordinate questionnaire via telephone or online than face to
face. Also, it is considered that the logistic process of administering a face to
face interaction is time consuming compared to telephone, email or mailed

guestionnaire administration.

Sample Characteristics

The sample characteristics breakdown study was carried out to ascertain
features that were considered by researchers in the process of determining and

selecting their study research participants.

Gender and Age Characteristics

Eighteen (15%) of the peer reviewed journal articles analysed focused on gender
and age characteristics. Fourteen studies (11%) among the eighteen reviewed
journal articles specifically made use of both males and females in their data
collection process. This was to ascertain the opinion of research participants
based on gender perspective. A further 2 studies (2%) considered it necessary
to disclose/include the age of the research participants. Also, one study’s (1%)
selection of the sample was based on age of research participants and their
marital status (i.e. couple). This sample characteristic (i.e. gender and age) is

largely influenced by industry in which the study is been carried out. For
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example, majority of the studies conducted within the medical/pharmaceutical

industry were based on male and female, and/or age selection.

Of the 18 journal articles, 15 were quantitative studies, 1 study was qualitative
and another 2 studies was not specific as to the method of data collection used.
Also, only 14 journal articles explored the relationship between individuals in
various field, 3 journal articles explored business to individual relationship while
1 journal article did not focus on either of the aforementioned relationships.
Furthermore, only 1 study out of the 18 journal articles reviewed was evenly

split in their use of male and female research participants.

Profession/Occupations and Industry

80% of the sample reviewed could be grouped in one or more profession or
occupation while 20% are not detailed enough to allow such information to be
extracted. Of the 80% of the sample reviewed where research participants could
be grouped into one profession or occupation, 89% of this sample consisted of
professionals within the sales and marketing field of study. For e.g., distributors,
dealers, purchasing agents and customers of different kind, while 11% of the
same sample comprised of skilled jobs (e.g., doctors, physicians, university
academics and financial planners), unskilled jobs (e.g., hair dressers and
footballers) and university students. Of great concern is the
profession/occupation characteristic is that most studies did not define their
understanding of the different profession/occupation used as a sample, nor

consider its impact on their findings.

In a similar way, sales and marketing related industries accounted for over 80%

of the sample reviewed while less than 20% covered other industries like;
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charity, sport, online social media and project management. This is probably
because RQ studies originally emerged within the sales and marketing field of
study. Nevertheless, that the sales and marketing related industry accounts for a
large percentage of the study sample suggests that more future research is
necessary in other industry (i.e. oil and gas industry) outside sales and marking
in order for cross comparison of findings to be conducted. It is also evident from
appendix 3 that each industry identified has a mixture of journal articles that
deal with a relationship type that falls in either or both of; interpersonal
relationship i.e. relationship between individuals, business to business
relationship, business to customer relationship or customer to business
relationship. This also suggests the need for future research in other relationship
types like business to its local community relationship, or local community to

business relationship.

Geographical Location

All journal articles (N = 122) reviewed for the purpose of this study were
conducted in one of 24 different countries. About one third of these studies
(33%) were carried out in Asia. Likewise, 27% and 29% of these studies were
carried out in Europe and North America respectively. Less than 10% of these
studies were carried out in Australia while an approximate of 1% each were
conducted in Africa and South America (see appendix 6 for a detailed breakdown
and figure for a summary). Hence, RQ has received attention from scholars
within developed continents while it has received lesser or no attention from

developing or under-developed continent like Africa.

Furthermore, four studies (3%) collected data from 2 or more countries. These

studies measured RQ constructs in relation to cross-cultural variables by
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comparing and contrasting data from multiple countries like Belgium, US,
Netherland, Australia, UK, Sweden and Japan. The findings from these few
studies suggested a need for further research into the significance of cultural
sensitivity between developed and developing countries and vice vasa in order to

allow generalisation of findings.

Sampling Strategies

Of significant importance to the various journal articles reviewed was how study
samples were chosen. Only 33% of the journal articles reviewed provided
information on how research samples were chosen, while 67% were silent or did
not make known any information as regards study sample selection. Over 75%
of the studies that provided information on sampling method (i.e. systematic
sampling, random sampling, stratified probability sampling, convenient sampling
and judgemental sampling) used were qualitative studies, while less than 25%

were qualitative studies.

Limitation of the Study

There are two main sources of limitation to this study. First, limitation due to
parameters utilised in the process of selecting journal articles for review, and
second, limitation resulting from study components under investigation. Taking
into consideration the parameters used, only peer reviewed academic journal
articles were considered for the purpose of this study. While conference papers,
published books and other non-peer reviewed or referenced journal articles were
excluded. Therefore, the findings and conclusions of this study are limited to
peer reviewed academic journal articles only. Also, the search strategy was

limited to journal articles that had RQ as a key term in their title. However it is
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worth noting that the search strategy might have excluded a range of journal
articles which could possibly focus on RQ despite applying different search terms

in test paper omission.

In addition, only journal articles written in English language were considered for
study. This process resulted in the current study focusing on only English
language speaking countries. The scope of the study was limited to the method
of data collection, sample and sample characteristics, and analytic tools utilised
by various studies under review. This was considered important in order to

effectively evaluate journal articles selected for this study.

Conclusion

This study extends the present understanding of methodological choices
reported in RQ academic peer reviewed journal articles published between 1987
and 2015. The cited literature evidences an upsurge in research interest and
knowledge (i.e. interpersonal relationship - individuals, business to customer,
and customer to business) from different scholars in various fields of study since
2008. Also, many of the studies were undertaken in developed countries and
carried out within the marketing context. This is not unexpected given the fact
that the theme RQ emerges from the relationship marketing paradigm. However,
the results obtained from existing studies (i.e. in developed countries and
carried out within the marketing context) are not transferable to emerging or
new studies within a novel context or within developing countries. For example,
RQ has been applied in most studies to assess seller - buyer relationship where
the seller offers a product or service in exchange for the buyer’s consideration.
However, a scenario whereby parties to a relationship (for example; a host

community and an oil producing company a scenario typical to the Niger Delta
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Region of Nigeria) do not fit into the seller — buyer relationship requires prompt
attention. In addition, researchers in the field of RQ should be more transparent
and clear in giving detailed rationales for the selection of their research

method(s) and research sample.

Finally, it is obvious from the review that RQ research has been dominated by
quantitative method of data collection with a specific emphasis on the use of
questionnaires. It will be of great advantage if emerging studies in RQ field can
take on board a qualitative method of data collection (for e.g. interviews, case
studies) in order to get a more detailed understanding and insight into the
different constructs that affect relationship quality in each context. Addressing
these shortcomings in the application of research methodology will strengthen

the evidences upon which RQ frameworks are developed.
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Table

Table 1: Definition/description of data search criteria

Definition of Search Criteria

Advantage

Disadvantage

Search by text within article content:
search for RQ in every stored document as
it matches the search criteria specified by
user.

It enables cross-referencing
of stored journal articles
within the data base.

Is likely to retrieve many documents that are
not relevant to the intended search purpose.

Search by year: limit the search focus to
specific period of time.

Gives the search a specific
focus.

Nil.

Search by peer review articles: limit the
search to articles which have been
scrutinised by researchers who are experts
in the field.

It provides credibility. It
assesses and controls the
quality of journal articles
under review.

This by no means prevents the publication of invalid
research articles.

Search by academic articles: limit the
search to articles with original research
done by experts in the field.

Ensure articles selected have
passed an academic quality
assessment and meet
academic standard of an
article.

Generalisation made based on the result of the
search will not be applicable to non-academic
journal articles.

Search Ilimit to article written in | Allow easy understanding | Result obtain will be limited to only article written in
English and analysis. English.
Search based on article abstract: limit | Allow a quick decision to be | Nil

the search to article short summary
description of the objective, method, result
and conclusion of the study.

made as to whether it is
worth selecting an article for
further study.

Search based on keywords: |limit the
search by word/phrase that expresses the
idea/topic the user is looking for.

Help generate highly
relevant journal articles with
good precision.

Keyword searching retrieve all articles that made
mention of the word under search. Thus resulting in
a large number of articles.

Search based on subject: search based
on selected terminology

Allow search within
controlled environment as
oppose to keyword
searching.

It does not guarantee a perfect result.

Appendix 1

Definition of relationship quality

Authors

Relationship Quality Definition

Gummesson 1987

Is a concept which has been formed to stress that skilled handling of relations between buyer
and seller is part of customer-perceived quality

Crosby 1991; Crosby et al. 1990

Means that the customer is able to rely on the salesperson's integrity and has confidence in the
salesperson's future performance because the level of past performance has been consistently
satisfactory" i.e. ability to reduce perceived uncertainty

Storbacka et al. 1994

Considered as a link that brings together the concepts of service quality, customer satisfaction,
relationship strength, relationship longevity and relationship profitability

Henning-Thurau and Klee 1997

Is the degree of appropriateness of a relationship to fulfil the needs of the customer associated
with that relationship

Leuthesser 1997

Is a composite measure including both buyer satisfaction and buyer trust

Smith 1998a

Is a higher-order construct comprised of a variety of positive relationship outcomes that reflect
the overall strength of a relationship and the extent to which it meets the needs and
expectations of the parties

Jap et al. 1999

Is the evaluation of various aspects of relationship—attitudinal, process, and future expectations

Johnson 1999

Describes the overall depth and climate of the interfirm relationship

Henning-Thurau 2000

Is seen as a central determinant of customer retention

Holmlund 2001

Is the cognitive evaluation of business interactions by key individuals in the dyad, comparatively
with potential alternative interactions

Hewett et al. 2002

Defined as a buyer's level of trust and commitment to a seller firm

Woo and Cha 2002

Is the customer perceptions and evaluations of individual service employees’ communication
and behaviour, such as respect, courtesy, warmth, empathy, and helpfulness

Henning-Thurau et al. 2002

Is a meta-construct composed of several key components reflecting the overall nature of
relationships between companies and consumers

Wong and Sohal 2002

Means customer is able to rely on the service provider's integrity and has confidence in the
service provider's future performance because the level of past performance has been
consistently satisfactory.

Keating et al 2003

Is the quality of interaction between a firm and its customers and such is interpreted in terms of
accumulated value

Walter et al 2003

It is a multidimensional construct which considers relationship quality as a higher-order
construct including trust and satisfaction

Fynes et al 2004

relationship quality as the degree to which both parties in a relationship are engaged in an
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active, long-term working relationship and operationalise the construct using indicators of trust,
adaptation, communication and co-operation

Lages et al 2005

In an exporting setting, relationship quality refers to relationships developed beyond national
boundaries

Hennings-Thurau and Klee 1997; Bennett and
Barkensjo 2005

I the degree of appropriateness of a relationship to fulfil the needs of the customer

Smith 1998b; De Wulf et al. 2001; Huang and Chiu
2006

Is an overall assessment of the strength of a relationship and the extent to which it meets the
needs and expectations of the parties based on a history of success or unsuccessful encounters
or events

Carr 2006

It determines the beliefs held by the parties in the relationship and has an effect upon the future
actions taken by each party to the relationship

Ndubisi 2006

Is a bundle of intangible values which augment products or services and result in an expected
interchange between buyers and sellers

Golicic and Mentzer (2006)

Is the degree of closeness or strength of the relationship among organizations

Dorsch et al. 1998; Smith 1998a; Van Bruggen et
al. 2005; Ulaga and Eggert 2006; Papassapa and
Miller 2007

Is considered a higher-order construct that encompasses trust, satisfaction, commitment,
minimal opportunism, customer orientation, and ethical profile.
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Definition/description of excel spreadsheet analysis categories

Categories

Description/Definition/Why

1.Author(s) and year of publication

Gives a brief description of article writer(s) and period of publication.

2.Journal of publication

Name of journal in which respective sample articles were published. To know the
number of sample articles published within each journal.

3.Method

Tells how study data are collected.

4.Sample size

Considers the population in which data collected is drawn from.

5.Sample characteristics

Explores study sample features (for e.g., age, gender, profession/occupation, and

location) of various sample articles under review.

6.Relationship type

Provides information on the type or kind of relationship (for e.g., interpersonal or

business)

7.Industry

Considers the field in which research study has been carried out.

8.Contructs

Focused on what makes up RQ (for e.g., trust, satisfaction, commitment etc.).

9.Analysis

Explores various analytical instruments used for data analysis.
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