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Abstract 
 

 

The globalised market in which the companies operate requires that the 
business strategies go beyond the quality offered in the products. Therefore, 
the quality of the relationships with the strategic partners must also be taken in 
to account. 

The main objective of this thesis is to identify the facilitating or inhibiting key 
constructs that describe the Relationship Quality (RQ) in a dyadic perspective 
of a business-to-business relationship. In this vein, the following questions 
arise: (i) What are the core constructs used to conceptualize RQ?; (ii) What 
other constructs are employed? (iii) In the context of the wine sector, is it 
possible to consider the same constructs or does it have context specificities?; 
(iv) Are there different perspectives with regards to the quality of a relationship 
between business partners? (v) What are the facilitating and inhibiting factors 
that describe RQ in a business-to-business dyadic relationship? In order to 
address these issues, the current thesis gave rise to (i) a systematic literature 
review that describes and analyses how the RQ has been measured, 
operationalised, and with which dimensions; (ii) a characterisation of the wine 
sector based on secondary data from several official entities related to the wine 
sector; (iii) an in-depth interview process for two studies taking into 
consideration the criteria of an exploratory study and a qualitative approach. 

These studies generated several outcomes. On a theoretical level they include: 
i) a proposal of an aggregating definition of RQ based on the different 
perspectives found in the systematic literature review; ii) a conceptual new 
framework in which the antecedents, core constructs and outcomes of RQ are 
identified. On an empirical level, we want to point out: i) the identification of new 
RQ constructs; ii) the classification of the constructs as inhibitors or facilitators 
of RQ; iii) a new framework able to identify the interrelationship of Core 
constructs of RQ; iv) the proposal of a scale to measure core dimensions of RQ 
which can be validated and refined in future research. 

This thesis also offers practical suggestions for those who want to deepen their 
knowledge in this research field, because the results determine relational 
strategies that influence the RQ with key business partners and present new 
avenues to be explored in future research.  

 



 

 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

  

Palavras-chave  Qualidade da relação de negócio, comprometimento, confiança, satisfação, 
relações de longa duração, cooperação, relacionamento interdependente, 
capacidades sociais organizacionais, competências de comunicação. 
 

Resumo 

 
A globalização do mercado, no qual as empresas operam, requer que as 
estratégias de negócio vão para além da qualidade oferecida nos produtos, e, 
por isso, é também importante a qualidade das relações com os parceiros 
estratégicos. 
 
O objetivo principal desta tese é identificar os principais constructos que 
caracterizam a qualidade da relação (RQ), como facilitadores ou inibidores, 
isto numa perspetiva diádica de uma relação business-to-business. Para tal, 
surgiram as seguintes questões de pesquisa: i) Quais são os constructos 
fundamentais para definir o conceito de RQ?; ii) Que outros constructos são 
aplicados?; iii) No contexto do sector do vinho é possível considerar os 
mesmos constructos ou variam consoante os contextos?; iv) Entre parceiros 
de negócio, existem diferentes perspetivas sobre a RQ? De forma a procurar 
resposta a estas questões, nesta tese desenvolveu-se: i) Uma análise 
sistemática da revisão da literatura que descreve e analisa como é que a RQ 
tem sido avaliada, operacionalizada e quais as dimensões empregues; ii) Uma 
caracterização do sector do vinho, suportada por fontes secundárias 
provenientes de diferentes entidades oficiais, relacionadas com o sector do 
vinho; iii) A utilização de entrevistas em profundidade em dois estudos 
empíricos, tendo em consideração os critérios de um estudo exploratório e 
uma abordagem qualitativa. 
 
Estes estudos contribuíram com vários resultados. Ao nível teórico 
destacamos: i) a proposta de uma definição sobre a RQ, capaz de agregar as 
diferentes perspetivas encontradas na literatura; ii) a apresentação de um novo 
framework no qual se identificam os constructos que atuam como 
antecedentes, constructos centrais e consequentes. Ao nível empírico 
queremos salientar: i) a identificação de novos constructos influenciadores da 
RQ; ii) a classificação dos constructos como inibidores ou facilitadores da RQ; 
iii) a apresentação de um novo framework capaz de identificar a inter-relação 
dos constructos centrais da RQ; iv) a proposta duma escala para medir as 
dimensões centrais do RQ, a qual pode ser validada e refinada em 
investigação futura. 
 
Esta tese proporciona também sugestões ao nível das práticas de gestão, para 
aqueles que queiram ter um conhecimento mais aprofundado nesta área de 
investigação. Isto porque, os resultados apontam para a importância das 
estratégias relacionais, como influenciadoras da RQ com importantes parceiros 
de negócio, e indicam novas áreas de investigação a serem exploradas em 
futuros trabalhos de pesquisa. 
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1. INTRODUCTION 

 

 

Relationship Quality, why study it? 
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1. INTRODUCTION 

 

 

The main reason that led us to undertake this study is related with the interest of 

developing scientific knowledge of dimensions influencing the quality of a business 

relationship. For this purpose, we wanted to understand the perspective that each party 

involved in an exchange relationship has concerning the same relationship, as well as the 

dimensions they consider more significant.  

In this chapter, we will contextualize the relevance of this research topic for the 

scientific community and for company managers. We will also identify gaps and research 

questions that underlie the methodology that was implemented, in addition to conceptual 

and empirical studies that were performed.  

 

1.1. Research relevance 

 

1.1.1. Relevance of the Relationship Quality 

To be competitive in a global market, it is crucial to develop new strategic 

approaches, which go beyond the traditional marketing instruments. Nowadays, good raw 

materials, financial resources, the best production and sales methods and products with 

the best quality do not seem to be enough.  

What might have been unthinkable a few decades ago is now a critical need for 

business competitiveness. Currently, the market promotes a global supply which ensures 

the quality of goods and/or services, and also requires, from all players in the supply 

chain, a faster, more efficient and differentiated response. In the midst of aggressive 

offers that could arise from any part of the world, building a sustainable business 

exchange requires producing and offering added value in order to sustain the market 

position (Nyaga & Whipple, 2011). 

This reality stresses the awareness for the reciprocal and symmetric 

interdependence of organizations to have access to expert know-how and resources, in 

order to complementing its internal competences and increasing its competitive 
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performance (e.g., De Wulf, Odekerken-Schröder, & Iacobucci, 2001; Dyer & Singh, 1998; 

Hammervoll, 2012; Hennig-Thurau & Klee, 1997; Kim, Park, Ryoo, & Park, 2010; Walter, 

Muller, Helfert, & Ritter, 2003; Zacharia, Nix, & Lusch, 2011). Indeed, exchange 

relationship management is regarded as one of the most important strategic resources 

that is critical for business company success (De Wulf et al., 2001; Hammervoll, 2012; 

Johnson, 1999; Powers & Reagan, 2007; Smith, 1998). Hence, it is not a surprise that 

producers, distributors, retailers, customers and even competitors join forces to co-create 

value solutions. Establishing, and retaining appropriate exchange relationships, and 

developing quality relationships results in superior and distinct advantages for both 

partners (e.g., Cannon, Doney, Mullen, & Petersen, 2010; Gummesson, 1997; 

Hammervoll, 2012; Jap, Manolis & Weitz, 1999; Johnson, 1999; Nyaga & Whipple, 2011; 

Rauyruen & Miller, 2007; Vargo & Lusch, 2004; Wagner, Eggert, & Lindemann, 2010; 

Zacharia et al., 2011). 

With the business environment becoming more competitive with each passing day, 

a dyadic perspective of buyer-seller relations, or in other words supplier-customer, is 

increasing, thus raising awareness that for each partner to be successful, both should be 

concerned in joining/combining forces and working together in order to improve their joint 

performance and add value to their offers (Cannon et al., 2010). This means that the 

management practices implemented for one partner should be also perceived as effective 

and fair for the other partner (Arranz & de Arroyabe, 2012; Buzzell & Ortmeyer, 1995; 

Cook, Heiser, & Sengupta, 2011; De Wulf et al., 2001; Gruen & Shah, 2000; Kumar, 

Scheer, & Steenkamp, 1995; Terpend & Ashenbaum, 2012; Wagner et al., 2010; Zacharia 

et al., 2011). In sum, the success of a company can be influenced by the style of the 

relationship that is developed with other players (Anderson & Narus, 1990). 

The willingness and the ability to create effective long-term relationships with 

positive results for both partners is being given more attention by researchers in order to 

better explore and understand the concept of Relationship Quality (RQ) (Athanasopoulou, 

2009; Bobot, 2011).  

1.1.2. Selection of the research field 

The wine sector has unique features which have not as yet been deeply studied 

and could explain management specificities. In order to carry out our intention, the wine 

sector was chosen for three main reasons:  
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i) Portugal is an old wine country full of tradition and heritage;  

ii) The wine sector has not been deeply analysed and studied in previous 

research; and 

iii) This sector plays an important role in the national economy and the 

recognition of the quality of the work carried out in this sector is being 

acclaimed internationally.  

 

Portugal has several brands from regions such as Douro, Vinho Verde or Alentejo 

that are known internationally. At the top of the list is the Port wine. The Douro valley was 

the world’s first officially demarcated wine appellation (Eighteenth Century) created under 

the tutelage of the Marquis of Pombal (Loureiro & Kaufmann, 2012) to guarantee the 

authenticity of its wines. Although many port-style wines are made around the world 

(Australia, South Africa, and United States), the strict usage of the terms “Port” or “Porto” 

is reserved only for the wines produced in Portugal. 

In the wine sector, the producer and the distributor are important players. The first, 

because it is the one that turns grapes into wine and work performed from the vineyard to 

the winery is reflected in the final market product. The latter, because of the great 

influence he has in the retailing of the bottled wine to the consumer. Moreover, producers 

and distributors may work together by focusing on their customers and improving the 

relationship they have with them (Crosby, Evans, & Cowles, 1990).  

 

1.2. Conceptual context 

1.2.1. Foundation theory 

Relationship Marketing shifts the traditional concepts of short-term exchange and 

transactional marketing to a social psychology and interpersonal relationship (Fournier, 

1998; Tsai, 2011). Grönroos (2011, p. 245) defined relationship marketing as “the process 

of establishing, maintaining and enhancing, and when necessary terminating relationships 

with customers for the benefit of all involved parties, through a process of making and 

keeping promises.”  

Marketing moved its attention from the initial goods-dominant view, where tangible 

outputs were central, to a service-dominant view, in which the focus is on the intangible 

outputs and on the relationships. Service-Dominant Logic stresses that firms and 
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customers jointly create value and build relationships. This approach also highlights that 

customer desires are ever-changing; therefore, firms must also change (Finney, Spake, & 

Finney, 2011). 

Athanasopoulou (2009) maintains that within the field of relationship marketing, the 

concept of RQ promotes a development of a whole new stream, focused on the business-

to-business (B2B) context that gains presence in the main marketing journals. This 

concept has been developed based on human relationship literature and relational 

marketing and it is used to predict dyadic consequences of established relationships by 

evaluating the partner’s performance in its partnership role (Fournier, 1998).  

1.2.2. Gaps and research questions 

This study started with a systematic analysis of the literature covering six decades 

of research and presented in the better positioned journals in the scientific research 

ranking. There was a preparatory phase of choosing keywords applied to a recognized 

data base, which produced a panel of 855 scientific articles. After applying various filters, 

it was possible to analyse RQ in 84 final articles. These articles were dissected with 

regards to their essential information of the subject area, and the data removed thereof 

was carefully organized in tables which made the analysis of information easier to 

analyse. 

The research topic of RQ has been widely investigated but without any consensus 

with regards to its constructs (Chu & Wang, 2012). Based on the systematic review of the 

literature, it was possible to find significant gaps:  

First, the lack of consensus of the definition of RQ. Few definitions of RQ were 

identified and those that have been found have different perspectives;  

Second, the lack of studies on the relationship dyadic. The previous studies tended 

to analyse the relationship only from a single point of view of the relationship, the seller or 

the buyer. It is necessary to consider the perspective of all parties involved in a 

relationship in order to accurately grasp its nature; 

Third, in the few studies that address various aspects of the relationship between 

two partners in a business context, for example that of Athanasopoulou (2009), and other 

more recent studies analysed in systematic literature review, it was not possible to 

effectively find the major constructs related to RQ in a dyadic relationship; 
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Fourth, there is a lack of identification of the moderator constructs acting on the 

connection between antecedents and RQ core constructs;  

Fifth, as far as we know, the absence of an aggregating framework of the main 

constructs able to describe the RQ of a dyadic relationship;  

Sixth, further studies need to be made concerning the inhibiting factors influencing 

RQ in an exchange relationship. 

This thesis intends to go further in understanding the inter-relationship between 

partners in the B2B context. Furthermore, we intend to explore how RQ is viewed by both 

partners in a business relationship. In this vein, the following questions arise:  

i) What are the core constructs used to conceptualize RQ?  

ii) What other constructs are employed? 

iii) In the context of the wine sector, is it possible to consider the same constructs 

or does it have context specificities? 

iv) Are there different perspectives with regards to the quality of a relationship 

between business partners?  

v) Finally, what are the facilitators and inhibiting factors which describe RQ in a 

B2B dyadic relationship? 

 

1.2.3. Research purpose 

To find answers to the research questions, the aims of this thesis are:  

i) To undergo a systematic literature review which develops a framework 

showing the main constructs used to study RQ in different contexts;  

ii) To characterise the wine sector, in other words, our field of research;  

iii) To analyse how distributors and wine producers describe the relationship they 

have, and also which partner characteristics are valued the most; and  

iv) To understand the facilitating and inhibiting factors of RQ in a B2B dyadic 

relationship between distributor and producer. 
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1.3. Research structure  

 

1.3.1. Methodological phases 

With regards to the methodology employed to achieve these aims, we emphasized 

the following: 

i) The systematic literature review using databases of scientific journals and 

several systematic and sequential criteria to select and analyse articles (see p. 

11); 

ii) Description of the wine sector based on secondary data gathered by 

searching data from official statistical reports produced by the International 

Organization of Vine and Win (IOV), as well as the Portuguese Institute of 

Vine and Wine (IVV), ViniPortugal (an interprofessional association of the 

Portuguese wine industry and the entity that manages the brand Wines of 

Portugal), and from the Agency for Investment and Foreign Trade of Portugal 

(AICEP) (see p. 59 ); 

iii) In-depth interview process for study one and study two, taking into 

consideration the criteria of an exploratory study and a qualitative approach 

(see p. 77). 

 

1.3.2. Two exploratory studies 

In seeking answers to these research questions, we developed two field studies 

applied to wine industry professionals. We capitalized on the industry-leading events 

involving the major players in the market, from which we selected the samples subject to 

be studied. In a first study, we worked with 11 companies, interviewing the same number 

of professionals. This study allowed us to carry out a first observation of the analysis field, 

serving as a pretext for study two. 

In the second study, we begin by conducting interviews with distributors, through 

which were selected producers with whom they had business relationships. From each 

producer and distributor, we interviewed two professionals qualified to represent their 

company, who participate in the relationship with the other business partner. In total, 44 

in-depth interviews were carried out lasting between one and two hours, which represent 

eleven business relationships. In order to meet with all participants, we traveled 

approximately 8.000 km., and compiled 62 hours of taped interviews, which were later 
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reproduced in 835 pages with a total of 511 520 words. All of this information was subject 

to a careful content analysis process. 

These studies enabled us to extract representative samples of these two 

populations, as we had opportunity to talk to different types of companies, some with a 

regional dimension and others that are large economic groups working in the national and 

international market. Thereby, it was possible to have access to a diversity of types of 

business relationships that could be developed between distributors and producers. 

1.3.3. Value and originality of the research 

These are related to the completion of an exploratory study which analyzed the 

dyadic relationship between B2B partners and allowed us to identify facilitators and 

inhibitors that influence the RQ of a business relationship. In fact, previous research 

already tends to focus on a partial perspective. In this manner, we are contributing with a 

new RQ framework to the existing literature, which could help future research, and also 

influence management decisions. 

 

1.4. Thesis structure  

This thesis is organized as follows:  

i) After the introduction of our topic research, the key results of the systematic 

review are provided, the main constructs are presented and a framework is 

proposed;  

ii) This is followed by a description of the methodology;  

iii) Subsequently, the chosen observation field, the wine sector, is described;  

iv) The next sections discuss research findings from two empirical studies;  

v) Finally, implications for managers and limitations of this study are discussed 

and new research directions are suggested (see Figure 1). 
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Figure 1. Structure of the thesis 

 

Source: author’s elaboration 
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2. SYSTEMATIC LITERATURE REVIEW  

Characteristics of the research on Relationship Quality  

(1967-2014) 

 

 

This chapter makes an overview of the current "state of art" in relation to scientific 

knowledge of RQ. For this purpose, we conducted a systematic review of the literature 

requiring the implementation of rigorous screening procedures in order to identify the main 

scientific articles produced in the last six decades of research. 

Based on the results, we will observe the progress of work made on the concept of 

RQ; identify key constructs referred to in the literature; and identify who has worked more 

on this topic. It is worth recalling that it was this study that led to the discovery of gaps, 

which form the basis of this research project and were mentioned in the previous chapter. 

Let us move on to describing the objectives, methodology and the results obtained 

through the implementation of a systematic literature review focused on RQ. 

 

2.1. Purpose of the systematic literature review 

The aim of this systematic literature review is to select the relevant articles on RQ and 

develop a framework showing the main constructs used to study this topic in different 

contexts. To do so, the study:  

i) Identifies which concept definition of RQ we have at the present time;  

ii) Classifies the key RQ constructs used to measure a dyadic exchange 

relationship;  

iii) Describes and analyses how the RQ construct has been measured and 

operationalized in the research field, and with which dimensions;   

iv) Differentiates the perspectives and the contexts used more frequently in 

previous studies taking into consideration: the type of market, relationships, 

and the kind of business relationship.  

The systematic analysis uses the main research articles published in the most 

relevant journals within the period of 1967-2014, in which we have explored the 

objectives/goals, theories, methodology adopted, informants, key results and managerial 
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implications, RQ dimensions and context, as well as other relevant aspects of the 

research. We observed what has been done and how, where and by whom. 

The result is an extensive review of the research that created and developed the 

RQ concept, in order to determine the evolution of this current issue of research over the 

years and improve our understanding of this subject.  

This work is of practical relevance for those who want to deepen their knowledge 

in this research field, because the results determine what still needs to be investigated, as 

wll as new avenues to be explored in future research. 

The value and originality of this systematic literature review is the development of 

a framework showing the main constructs used to study RQ in different contexts. Previous 

research tends to centre the research attention on a partial perspective. Therefore, we are 

contributing with a new RQ framework to the existing literature, which could help future 

research, as well as influence management decisions. 

 

2.2. Systematic literature review process  

This process was conducted taking into account high ranking journals and studies 

carried out since 1967 focusing on dimensions and constructs connected with RQ 

constructs established between both organizations. This process allows us to:  

i) Carry out an exhaustive analysis of the existing literature that enables a 

holistic understanding of the RQ concept;  

ii) Highlight, interpret and understand the differences and similarities among the 

studies in terms of context, content, theories and dimensions;  

iii) Identify and document the key RQ dimensions and/or constructs used in 

management practices. 

 

2.3. Methodological procedures 

This study applies a systematic literature review process, using an automated 

search to collect information and identify, document, and conceptualize all key analysis on 

the previously mentioned topics.  
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2.3.1. Search strategy and specification of the search terms/topics  

To develop the systematic literature review, the Web of Knowledge was used as 

the electronic data base in which we employed the keyword “relationship quality” to start 

the selection process of relevant research articles.  

Figure 2. Selection process used by systematic literature review  

 

Source: author’s elaboration 

As we can see in Figure 2, this process followed the next steps: 

i) After obtaining the global results derived from the topic search, several filters 

were applied, which allowed us to extract article titles that were irrelevant to 

the study; 
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ii) After analysing titles of the selected group of the literature search, some were 

excluded as a result of not having any relevance to the focus of this study; 

iii) To ensure the best-quality evidence and credibility, we excluded articles that 

were not published in journals classified with a superior rating in the Journal 

Quality List - Anne-Wil Harzing (2012), taking into consideration the WU Wien 

Journal Rating (WU) and the University of Queensland Adjusted ERA 

Rankings List (UQ); 

iv) By analysing the abstract of the cited articles selected in the previous stage, a 

new group with significant topics was identified;  

v) After carrying out a global analysis of each of the articles selected in the prior 

stage, a more restricted group with relevant literature emerged; 

vi) Finally, as a consequence of the cross-reference studies analysed, a few 

relevant and less recent studies were added.  

 

In sum, the final selected studies are directly related with RQ. The construct could 

appear, or not, in the title, but it is certainly developed in the abstract or in the content of 

the article. It is paramount that its findings propose at least one dimension/construct 

categorized in constructs of RQ.  

2.3.2. Selection criteria and data extraction 

The collection of selected articles was carried out through impartial cross-

referencing. The quality selection criteria included: validity (how accurate is the study and 

information presented in articles to measure what we intend to investigate); reliability (the 

consistency and the degree of replication of the results and the possibility to generalize); 

credibility (with regards to articles published in well-reputed journals worldwide); integrity 

(regarded as how reliable the research is and if it adopts, or not, precision in the selected 

research process). 

To define and decide which articles focus on the RQ concept, we used the 

selection criteria described in Table 1. This table shows the screening process and the 

various filters used to identify the more relevant literature related with a selected area of 

research. 

 

 

http://www.harzing.com/jql.htm
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Table 1. Selection criteria for keyword search 

Criteria Filters - Screening Process Articles identified 

Selection Criteria 

Electronic data base Web of Knowledge. 

855 

Source type Article 

Language English 

Topic Relationship Quality 

General categories 

Management  

Business  

Operations research management science 

Economics  

Social sciences interdisciplinary 

Agricultural economics policy  

Psychology applied  

Sociology  

International relations 

Communication  

Ethics 

Research area 

Business economics 

Operations research management science  

Social sciences other topics  

Psychology  

Communication 

International relations 

Sociology 

Year All 855 

Year 2007-2014 636 

Year 2010-2014 458 

Quality and credibility assessement 

Quality Journal List WU-Journal-Rating (Stand: 3.6.2009) – Ranking: A+ or A 

UQ-University of Queensland Adjusted ERA Rankings List 

(December 2011) – Ranking: 1, 2, 3 or 4 

104 

Source: author’s elaboration 

To ensure the quality of the selection, the articles extracted and analysed were 

published in the top ranking journals worldwide, classified in the first two ratings (A+ or A) 

of one of the main rating journal WIE 2008 — WU Wien Journal Rating May 2008, in its 

Stand: 3.6.2009, and/or in the four first levels of the UQ - University of Queensland 

Adjusted ERA Rankings List (16 December 2011). These journal ratings are included in 

the Journal Quality List (JQL) (Harzing, 2012). Table 1 also demonstrates the results of 

the filtered keyword in the first stages of the screening process and Table 2 presents the 

final result of the screening process, with its classification in each of the rankings.  
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Despite the criteria used, the list of references in the articles selected was also 

checked, thus allowing us to identify other studies outside the initially period of time (from 

1967 to 2014).  Figure 3 shows the different stages of the screening process and each 

result until reaching the final group. 

Table 2. Final result of articles for the keyword search 

Topic Total of articles WU  

A+ 

WU 

A 

QU 

1 

QU 

2 

QU 

3 

QU 

4 

Relationship Quality 84 13 24 15 38 30 1 

Source: author’s elaboration 

 

Figure 3. Screening process 

 

Source: author’s elaboration  

In this study, a developed data extraction form was used to pick out data from the 

selected studies and to document the data extraction process. After the last screening, a 

group of 84 articles emerged that were organised chronologically (from 1967 to 2014). All 

the final studies selected were analysed through a rigorous comparison method. In order 

to systematize and document the data resulting from the deconstruction of the selected 

articles, a data comparative table was used (see in Appendices I, Table I.1) which 

presents, as examples, articles in the ranking A+ and A, thus permiting us to: document 

the selected process; reduce the possibility of human error; reduce the use of 

subjectively-driven selection criteria; reflect on the differences and compare the 

similarities of the main lines of thought within the literature review; and help other 

researchers that are interested in this field of study (Athanasopoulou, 2009). 

The comparative table is organized into several categories through the 

identification of the key elements produced by the examined articles: authorship and 

journal identification; theory (based on the developed study); methodology; context of 

participants; key results; and future research. Looking for archive consistency and 

reducing subjectivity to a minimum, the results of the tables were rechecked, separately 

by the authors of this research, against the selected articles.  
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Figure 10, found at the end of this chapter, shows a framework representing the 

main constructs used in the articles analysed as the core of RQ. Several constructs were 

examined in different articles as having different roles in the flow drivers, in the core 

concept and in the outcomes such as: satisfaction, communication, long-term, 

commitment and cooperation. 

 

2.4.     Main findings from systematic literature review 

Despite analysing the period between 1967-2014, the analysis of the years in 

which the articles were published shows that research on RQ has gone through two 

clearly distinct stages in the period under analysis (Figure 4). However, in spite of the 

initial interest in the 90s, we can observe that only from 2005 onwards has there been a 

significant increase of articles published. Even though a decrease was detected in 2014, if 

we take into account the general trend of research on RQ, we can foresee that in the near 

future we will continue to witness a growth trend of research on this topic. 

Figure 4. RQ articles published by year  

 

Source: author’s elaboration 

2.4.1. Scientific journals 

The first studies were published in journals such as the Journal of Marketing 

(1984/1990), the Journal of Marketing Research (1987/1995), the Journal of Business 

Research (1996/1999), the Industrial Marketing Management (1997), and Psychology & 

Marketing (1997/1998). Major research was published in 26 journal titles and 75% of 

these articles appeared in only 9 journals (see Table 3). The leading amount of 

publications belongs to two journals, the Journal of Business Research and the Industrial 
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Marketing Management. This topic has not been sufficiently explored globally by the major 

journals, therefore representing a potential opportunity.  

Table 3. Major journals that published articles on RQ 

Journal Brand TOTAL % WU UQ 

Industrial Marketing Management 12 14 - 2 

Journal of Business Research 10 12 A 2 

Journal of Business & Industrial Marketing 9 11 - 3 

European Journal of Marketing 8 10 - 2 

Journal of Marketing 7 8 A+ 1 

Total Quality Management & Business Excellence 6 7 - 3 

Journal of Marketing Research 4 5 A+ 1 

Journal of Business-to-Business Marketing 4 5 - 3 

International Business Review 3 4 A 3 

Sub-total 63 75 
  

Other Journals 21 25 
  

TOTAL 84 100   

Source: author’s elaboration 

2.4.2. Major theories explored 

The RQ research topic has been studied using 18 different theories identified in 

the articles. From those, there are six that represent the majority (see Table 4). Within this 

group the main theories appearing are Social Exchange, Resource-based, Transaction 

Cost and Resource Dependence. 

Table 4. Major theories relating to RQ                Figure. 5. Major theories relating to RQ                            

Theory Quantity 
 

 

Social Exchange  23.64% 

Resource-based  12.73% 

Transaction cost 12.73% 

Resource dependence 10.91% 

Attachment  5.45% 

Reciprocal actions 5.45% 

Other 29.09% 

TOTAL 100.00% 

Source: author’s elaboration     Source: author’s elaboration 

Resource-
based 

12.73%
Attachment 

5.45%

Social 
Exchange 
23.64%

Transaction 
cost

12.73%

Resource 
dependence

10.91%

Reciprocal 
actions
5.45%

Other
29.09%



- 21 - 

 

2.4.3. Methodology employed in previous studies 

The articles published during the period of analysis on this topic are 

overwhelmingly empirical, 95.24%, while 4.76% of the articles under analysis are 

exclusively theoretical in content, and just 3.57% of the articles under analysis are 

exclusively qualitative. The most commonly used data collection technique is the survey, a 

practice which is still prevalent (see Figure 6). 

Figure 6. The major methodologies used to study RQ 

  

Source: author’s elaboration 

2.4.4. Authors and national universities 

It is possible to observe in Table 5 that a collaborative behaviour between 

researchers is predominant, insofar as 76.19% of the articles are authored by two or more 

researchers. Specifically, 29.76% of the articles are signed by two authors, 30.95 % by 

three and 15.48 % by four or more authors.  

The vast majority of the authors are associated with English-speaking countries, 

especially the United States (see Table 5). Until 1999, research on this topic was 

developed by universities from North America, which classified the sources of the 

conceptual research in this field. In a second period of time, until 2005, most studies were 

developed by European universities. From 2006 until today, universities from China 

increased their research production in this field, as well as North-american and European 

countries. 
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Table 5. Main RQ research authors  

Author in 1st position Articles 
quantity 

University Country 

Chang, Hsin Hsin 3 National Cheng Kung University Taiwan 

de Burca, S 3 University College of Dublin Ireland 

Fynes, B 3 University College of Dublin Ireland 

Athanasopoulou, Pinelopi 2 University of Peloponnese Greece 

Aurier, Philippe 2 University of Montpellier South of France France 

Boles, James S 2 Georgia State University USA 

Cater, Barbara 2 University of Ljubljana Slovenia 

Cater, Tomaz 2 University of Ljubljana Slovenia 

Dant, Rajiv P. 2 University of Oklahoma USA 

Evans,  Kenneth R. 2 University of Missouri USA 

Naudé, P 2 University of Bath UK 

Palmatier, Robert W. 2 University of Cincinnati USA 

Skarmeas, D.; 2 University of Piraeus Greece 

Svensson, Goran 2 Oslo School of Management Norway 

Voss, C 2 London Business School UK 

Hennig-Thurau, T. 2 University of Hanover Germany 

Johnson, JL 2 Washington State University USA 

Nyaga, Gilbert N. 2 Northeastern University  USA 

Anderson, J.C. 2 Northeastern University USA 

Source: author’s elaboration  

2.4.5. Research context in previous studies 

The literature review reveals studies in different market contexts with distinct 

approaches that stress different relationship dimensions (e.g., Athanasopoulou, 2009; 

Lages, Lages & Lages, 2005; Rauyruen & Miller, 2007). As we can see in Table 6, the 

more common and studied contexts are: First, the company is offering goods or a service; 

Second, in the channel distribution, the participant could be a producer, 

manufacturer/supplier, distributor/reseller or retailer; Similarly, a company could be 

working directly in a market place or in an industrial environment; Fourth, the firms may 

work in a domestic market or in the export market, with importers; Fifth, working in a 

business-to-business market (B2B), business-to-consumer (B2C); Sixth, the study could 

promote the perception of the seller, buyer or the dyadic relationship, triadic or network. 

Finally, the relation can be analysed in a seller/salespeople and/or buyer/consumer 

perspective. 

The majority of studies carried out has focused on the exchange relationships of 

B2B that represent 73.81% of the empirical studies. In this group, 82.46% studied 

industrial products intended to be consumed in the industry. There are very few studies on 
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international markets; only 11.67% in comparison with the domestic market, which keeps 

this research avenue open for future study (see Table 6).  

In relation to the B2C, which represents 26.19% of all studies, there is a small 

dominance of the studies on goods, 45.45%, in comparison with studies focused on 

services, 36.36%. All of them are intended for the domestic consumer market, and we 

found that there is a lack of studies on the international market.  

The market place, which has been considered by the researchers, involves a 

range of 26 countries, but only eight of those were the main target of study. The USA is 

the leading country (see Figure 7). 

Another aspect of crucial importance is observing how the parties involved in the 

relationship were analyzed. Most studies have been focusing only on the perspective of 

the buyer, 62.30% in B2B, and 95.45% in B2C. The perspective of the seller was used in 

24.59% of the B2B relations and 4.55% in B2C cases. Of important significance is the fact 

that just 13.11% of the B2B studies have been focusing on the dyadic exchange relation, 

while in the B2C studies the mutual perspective has never been considered. 

Table 6. The main results which characterise the context of the RQ studies 

Context B2B B2C  Countries  B2B B2C 

Market relation 73.81% 26.19%  USA 28.57% 27.59% 

Goods 67.21% 45.45%  Taiwan 9.52% 6.90% 

Services 14.75% 36.36%  UK 7.94% 3.45% 

Goods/Services 18.03% 18.18%  Netherlands 4.76% 6.90% 

Industry 82.46% n.a.  France 4.76% 6.90% 

Consumer market 17.54% 100.00%  Australia 4.76% 3.45% 

Buyer perspective 62.30% 95.45%  China 4.76% 3.45% 

Seller perspective 24.59% 4.55%  Germany 3.17% 13.79% 

Dyadic perspective 13.11% 0.00%  Other 31.75% 27.59% 

Domestic market 88.33% 100.00%  

TOTAL 100.00% 100.00% 

International market 11.67% 0,00%  

Source: author’s elaboration 
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Figure 7. Major countries where empirical studies were developed 

 

Source: author’s elaboration 

2.4.6. Different perspectives in previous studies 

The main informants used to understand the RQ of exchange relations were the 

Final Consumer, 20.20%, followed by the CEO or General Managers of an organization, 

13.13%, and the Purchasing Manager, 12.12%. The Owners represent 10.10% and Top 

Executives, 6.06%. It is important to refer that 19.19% of the cases do not identify the 

informant function studied. In B2B cases or related with B2C, it is crucial to refer that in 

most studies only one individual of the relationship was observed (see Figure 8). 

Figure 8. Major roles of the informants 

 

Source: author’s elaboration 

2.4.7. Main constructs 

The results of the systematic analysis identify the main constructs used in this 

research field. In Table 7, the most frequently used constructs are shown. For an in-depth 

analysis, the global results are presented in Appendices I, Table I.2.  
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As antecedent of RQ, one of the most commonly used constructs is Expertise, 

17.98%. Communication Orientation revealed by the parties is also relevant as an 

antecedent, 14.61%. Some other constructs employed, all of them representing 4.49% 

each, are Satisfaction Orientation, Conflict Solving, Dependence, and Product Value. 

Globally, the majority reveal that both parties are interested in evaluating the potential of 

the relationship in a long-term perspective. 

In relation to the RQ core constructs, the most frequently used are Trust, 28.35%, 

Commitment, 20.47%, and Satisfaction, 18.11%, which are consistent with the literature 

review. Yet other constructs were used in a significant way: Cooperation, 5.12%, 

Communication Exchange, having 4.72%, Long-term relationship and Adaptation, having 

2.76%, also Conflict and Opportunism, representing 2.36% each. 

The two more common outcome constructs are Recommendation Loyalty, 25.64%, 

and Performance, 15.38%. Other important constructs are: Satisfaction Outcome, 8.97%, 

Expectation of Relationship Continuity, Relationship Value, Repurchase Intention and 

Retaining, each having 5.13%. 

Table 7. The major results related with the research context 

Source: author’s elaboration 

Constructs Antecedents  Constructs RQ core  Constructs Outcomes 

Expertise 17.98% 
 

Trust 28.35% 
 Recommendation 

Loyalty 
25.64% 

Communication 

orientation 
14.61% 

 
Commitment 20.47% 

 
Performance 15.38% 

Satisfaction  

orientation 
4.49% 

 
Satisfaction 18.11% 

 

Satisfaction  

outcome 
8.97% 

Conflict  Solving  

orientation 
4.49% 

 
Cooperation 5.12% 

 

Dependence 4.49% 
 Communication 

Exchange 
4.72% 

 
Expectation of 

Relationship 

Continuity 

5.13% 

Product Value 4.49% 
 Long-term 

relationship 
2.76% 

 

Long-term  

orientation 
3.37% 

 
Adaptation 2.76% 

 

Relationship  

value 
5.13% 

Similarity 3.37% 
 

Conflict solving 2.36% 
 

Specific  

investment 

orientation 

3.37% 

 
Opportunism 2.36% 

 

Repurchase 

 intension 
5.13% 

 
Inter-dependence 1.97% 

 

Learning  

orientation 
3.37% 

 
Specific investment 1.18% 

 

Retaining 
5.13% 

 Power 1.18%  

Others 35.96% 
 

Others 8.66% 
 

Others 29.49% 

Total 100.00%  Total 100.00%  Total 100.00% 
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The moderator constructs were verified in 30.95% of all studies. Fifteen different 

constructs were identified in which two were the most used; Product Category, 18.18% 

and Availability of Alternatives, 15.15% (see Figure 9). Others constructs, such as 

Relation Age, Environment Uncertainty, Customer Characteristics and Export Market, 

have also been employed.  

Figure 9. Major moderator constructs used in RQ research 

 

Source: author’s elaboration 

 

2.5. Conceptual findings from systematic literature review 

We will now develop, in more detail, some results related to conceptual issues of 

RQ. This is addtional information resulting from previous studies and allows us to analyze 

the "state of art" related with the RQ. Thereby, we will identify the main definitions: the 

theories that formed the basis of studies carried out; a business relationship; the concept 

of RQ; the main identified constructs. 

2.5.1. Theories related with RQ  

The research literature looks to identify sources of competitive advantages using 

different approaches. We are presenting the most representative theories used in this 

research field. 

The Social Exchange theory proposes that social behaviour is the result of an 

exchange process that intends to maximize benefits and minimize costs (Anderson & 

Narus, 1984). Therefore, an individual weighs the potential benefits and risks of social 

relationships. And so, the relationship will end when the risks outweigh the rewards. Thus, 

firms calculate the reward to be derived in a relationship whether in the short term or long 

term, and, on this basis, adjust their behaviour and actions toward their partner (Nyaga, 

Lynch, Marshall, & Ambrose, 2013). 

Availability of 
Alternatives

15.15%

Product Category
18.18%

Environmental 
Uncertainly

9.09%
Relation Age

9.09%Exportation 
Market
6.06%

Customer 
characteristics

6.06%

Others
36.36%
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Also in accordance with this theory, relationships are interpersonal and built on 

intrinsic reciprocity, moral obligations, interdependence, trust and relational norms 

(Kingshott, 2006). This kind of relationship requires a long-term vision, mutual respect and 

the acceptance of the other party as partners and co-producers of value, not just passive 

recipients (Gummesson, 1998). 

Transaction Cost Economics (TCE) focuses on cost and efficiency to establish a 

relationship and tends to neglect other reasons and criteria (e.g., the perceived power of a 

potential partner). This theory uses relationships as management structures to reduce the 

hazards (Fynes, de Búrca, & Mangan, 2008). According to TCE, from a possible set of 

alternatives, firms look for the arrangement that safeguards their relationship at the lowest 

total cost (Rindfleisch & Heide, 1997). 

The Resource Dependence theory analyses how the external resources, the 

internal resources and capabilities of the organization affect the behaviour of the 

organization (Dwyer & Oh, 1987). This theory emphasizes the importance of exchange 

and power of the relationships in and around organizations (Chu & Wang, 2012; Nyaga & 

Whipple, 2011). 

The Resource-based (RBV) theory refers that the competitive advantage is a result 

of accumulate resources and capabilities that are unusual, valuable, non-substitutable and 

difficult to imitate by the firm’s competitors. This theory sees the firm as the primary unit of 

analysis. It also suggests that dyadic and network partner knowledge and internal RQ may 

be treated as unique and distinctive organisational routines, which contribute to 

relationship performance of the company (Mitrega & Zolkiewski, 2012). 

The Attachment theory is described by Yim, Tse, and Chan (2008) as another 

theoretical foundation based on the dynamics and functions of feelings of affection in 

relationships with friends, romantic partners, prized possessions and brands. In this last 

case, people develop attachments to objects (e.g., products, stores, brands) that they can 

count on to fulfill their functional, experiential, and emotional needs (Park, Macinnis, & 

Priester, 2006).  

The Reciprocal Action theory refers that actions taken by one party in an exchange 

relationship will be reciprocated in kind by the other party, because each party anticipates 

the feelings of guilt it would have if it violated the norm of reciprocity (Auh & Shih, 2005; 

De Wulf et al., 2001; Ural, 2009). 
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The Industry Structure theory, associated with Porter (2000), considers that the 

superior returns are primarily a function of a firm's membership in an industry with 

favourable structural characteristics (e.g., relative bargaining power, entry barriers, and so 

on). In these cases, the researchers have focused their attention on the industry as a 

relevant unit of analysis.  

The Relational theory considers that competiveness is achieved by the 

dyad/network routines and processes, therefore promoting the development of ‘‘asset 

interconnectedness across organisational boundaries’’ (Dyer & Singh, 1998, p. 672). 

These assets encourage distinctive exchange relationships, difficult to be copied by 

competitors. This means that the unit of analysis is the dyad/network. This theory 

suggests that competitive advantages can be developed from four areas: relation-specific 

assets; knowledge sharing; leveraging/joining resources; and effective governance (Dyer 

& Singh, 1998; Nyaga & Whipple, 2011). 

The Embeddedness theory highlights that an organization could increase its 

competencies and resources through an embedded relationship with another partner, and 

therefore use these resources to enhance transactions with other partners (M.-L. Chang, 

Cheng, & Wu, 2012). 

The Power-dependence theory considers that business relationships can be 

understood as a product of interfirm dependence (Skarmeas & Robson, 2008). 

The Contingency theory argues that the effectiveness of a firm’s actions depends 

on structural and contextual factors (Fynes, Voss, & de Búrca, 2005; Palmatier, 2008). 

Fournier (1998) emphasizes the closed relationship between two romantic partners 

in a context of consumer-brand relationship. To qualify the relationships, the author 

identified four core conditions:  

i) The relationship promotes reciprocal exchanges between the direct and 

interdependent participants of the relationship; 

ii) The relationship is purposive, having meanings for its participants; 

iii) Relationships are a multiplex phenomenon with different dimensions and 

forms which promote a large range of possible benefits for the participants; 

and  

iv) Relationships are process phenomena: which, in response to each specific 

context, promote distinct interactions. 
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2.5.2. Relationship concept 

What is a relationship? Clearly it is not an occasional and singular transaction 

(Fournier, 1998), nor a discrete transaction or a simple vehicle for the exchange of goods, 

services or currency (e.g., Dwyer, Schurr, & Oh, 1987; Hammervoll, 2012; Jap et al., 

1999).  

Therefore, what distinguishes a single transaction from a relationship exchange is 

the duration of time. We may say that a business relationship happens when there are 

repeated exchanges among all known participants committed to developing interactions 

according to their context (Fournier, 1998). The willingness and the ability to create 

effective long-term relationships with positive results for both partners is being given more 

attention by researchers in order to better explore and understand the concept of RQ 

(Athanasopoulou, 2009; Bobot, 2011).  

A relationship implies the interdependence between the partners. The meanings of 

the partners’ actions have an active inter-influence in the dynamic building of the dyadic 

relationship and an important role in reducing uncertainly (Bobot, 2011; Crosby et al., 

1990; Dwyer et al., 1987; Fournier, 1998). The quality of the relationship also requires the 

partners' ability to manage conflict situations (Bobot, 2011).  

Thus a relationship can be defined as a unique set of practices and routines that 

support a relation exchange among organizations (Dwyer et al., 1987; Fournier, 1998; 

Johnson, 1999; Rauyruen & Miller, 2007). Fournier (1998) highlights that this concept is 

understood in the interpersonal domain, in which interdependence between people is 

established, for whom the relationship has some meaning. A relationship is constituted by 

a recurrent and reciprocal exchange established between parties that know each other, 

and that are continually learning and adapting to each other’s context. The author also 

refers that the relationship developed is shaped by the context reinforced by three sources 

of meaning: the psychological, the socio-cultural and the relational involvement. Hence, a 

joint response to an event affects, and is also affected by, a particular context in which 

they are embedded (Dyer & Singh, 1998; Fournier, 1998; Hammervoll, 2012). 

Relational management represents the orientation or behavioural predisposition to 

promote and preserve close relationships (Crosby et al., 1990; Smith, 1998), and it could 

be developed in five different stages of a supplier-buyer relationship: Partner selection; 

Defining relationship purpose; Setting relationship boundaries; Creating relationship value; 

and Relationship maintenance. Each stage is affected by different factors that influence 



- 30 - 

 

RQ (Powers & Reagan, 2007). This requires a higher degree of attention by the managers 

to ensure the success and long-term relationship of the partnership. 

2.5.3. RQ concept 

Crosby and his colleagues (1990) were the first to introduce the concept of RQ, 

which has been developed in the last decades. Since then, a few definitions have 

emerged (e.g., Crosby et al., 1990; Hennig-Thurau & Klee, 1997; Jap et al., 1999; 

Johnson, 1999; Kumar et al., 1995; Leonidou, Leonidou, Coudounaris, & Hultman, 2013; 

Liu, Li, & Zhang, 2010; Nyaga & Whipple, 2011; Palmatier, 2008; Smith, 1998; Song, Su, 

Liu, & Wang, 2012).  

Table 8. Relationship Quality concepts 

Authors Definitions 

Crosby, Evans, and 

Cowles (1990, p. 70,  

p. 76) 

RQ exists “when 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.” 

RQ is ‘‘an indicator of the health and wellbeing’’ of relationships. 

Kumar, Scheer, and 

Steenkamo (1995, p. 55) 

“RQ as a higher order concept, implying that a better quality relationship results in a lower 

level of conflict as well as greater trust, commitment, expectation of continuity, and 

willingness to invest.” 

Hennig-Thurau and Klee  

(1997, p. 751) 

RQ “can be seen as the degree of appropriateness of a relationship to fulfil the needs of 

the customer associated with that relationship.” 

Smith (1998, p. 4) 

RQ “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.” 

Johnson (1999, p. 6) 
More than characterizing relationships that are interdependent, the RQ “describes the 

overall depth and climate of inter-firm relationships.”  

Jap, Manolis, and Weitz 

(1999, p.304) 

“RQ as consisting of evaluations of various aspects of relationship-attitudinal, process, and 

future expectations.”  

Palmatier (2008,  

p. 77, 85) 

RQ ”is a higher-order, holistic view of a relational exchange composed of multiple facets.” 

RQ “captures the overall calibre of relationship ties and their overall impact on outcomes’’.  

Liu, Li, and Zhang (2010, 

p.4) 

“RQ can be defined as the extent of both parties' willingness to pursue common interests, 

mutual understanding, reciprocity, loyalty to each other, and long term cooperation.” 

Nyaga and Whipple 

(2011, p. 356) 

RQ “as a higher order construct that can be used to represent the overall value of a 

relationship, be it collaborative or arm’s length.” 

Song, Su, Liu, and Wang 

(2012, p. 290) 

RQ is “the degree to which the parties in a relationship are engaged in an active, long-term 

working relationship that includes cooperation and conflict resolution.” 

Leonidou, Leonidou, 

Coudounaris, and  

Hultman (2013, p.161) 

RQ “is a higher-order construct, comprising of cooperation, trust, commitment, and 

communication.” 

Source: author’s elaboration 
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In Table 8, we can see that there is no single definition of RQ, but different views 

of what creates a quality relationship (Skarmeas & Robson, 2008). 

RQ focuses on the core essence of relationship marketing (Jap et al., 1999) and 

reflects the overall nature of the exchange relationship (Dwyer et al., 1987). It is a higher 

order construct made of several distinctive, although related, constructs or dimensions 

and promotes a global appraisal to describe and assess the nature, climate, depth, health 

and wellbeing of the inter-organisational relationship, between two parties (e.g., De Wulf, 

et al., 2001; Dorsch, Swanson, & Kelley, 1998; Lages et al., 2005; Rauyruen & Miller, 

2007; Walter et al., 2003). For Liu et al. (2010), quality defines the possibility of success of 

a long-term exchange relationship and it determines the likelihood that relationships 

among partners will continue. 

In sum, despite the increase of the research interest in RQ, we found that there is 

a lack of consistency concerning the RQ concept, which allows us to use a unique model 

to measure the quality of the relationship between two parties. Many authors work this 

topic, but we have found very few definitions that support the concept. (Dwyer et al., 1987; 

Kumar et al., 1995; Skarmeas & Robison, 2008). The new advances concerning the topic 

differ from each other, and the range of constructs used to measure the RQ increase in a 

significant way. It is important to realize what is happening nowadays. 

2.5.4. RQ constructs 

Marketing strategies with a relational orientation are focused on improving the 

loyalty of the partners and consequently the company performance through stronger 

relational bonds (De Wulf et al., 2001). Throughout the literature, we find different 

perspectives of RQ constructs used as mediators of the effects on outcomes. The RQ 

constructs most frequently related in the research literature are trust, commitment, and 

satisfaction (Anderson & Narus, 1990; Athanasopoulou, 2009; Crosby et al., 1990; De 

Wulf et al., 2001; Dwyer et al., 1987; Hibbard, Kumar, & Stern, 2001; Morgan & Hunt, 

1994; Palmatier, 2008; Skarmeas, Katsikeas, Spyropoulou, & Salehi-Sangari, 2008; Ulaga 

& Eggert, 2006). 

For many authors of empirical studies, these are the fundamental constructs that 

characterise and support the RQ (Anderson & Narus, 1990; Athanasopoulou, 2009; 

Bobot, 2011; Crosby et al., 1990; Dwyer et al., 1987; Moorman, Zaltman, & Deshpande, 

1992; Morgan & Hunt, 1994). Therefore, we found a long list of constructs referred in the 

literature review, such as: 
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Trust (Bejou, Wray, & Ingram, 1996; Dorsch et al., 1998; Dwyer & Oh, 1987; 

Garbarino & Johnson, 1999; Hennig-Thurau & Klee, 1997; Kumar et al., 1995; Moorman 

et al., 1992); Satisfaction (Crosby et al., 1990; Dwyer & Oh, 1987; Smith, 1998); 

Commitment (Dorsch et al., 1998; Hennig-Thurau & Klee, 1997; Kumar et al., 1995; 

Moorman et al., 1992; Smith, 1998); Opportunism (Dorsch et al., 1998); Customer 

orientation (Dorsch et al., 1998); Conflict (Kumar et al., 1995); Trust in the salesperson 

(Crosby et al., 1990); Perceived quality (Hennig-Thurau & Klee, 1997; Moorman et al., 

1992); Ethical profile, (Dorsch et al., 1998); Reciprocity (Crosby et al., 1990; Morgan & 

Hunt, 1994); Relationship Value (Payne & Holt 2001); Involvement in the relationship 

(Gummesson, 1997); Inter-dependence, Power, Dependence of relationship partners 

(Anderson & Narus, 1984; Liu, Luo, & Liu, 2009; Thomas, Thomas, Manrodt, and Rutner, 

2006); Duration of the relationship (Ganesan, 1994; Gummesson, 1997); Similarity 

(Crosby et al., 1990; Smith, 1998); Adaptation (Cater & Cater, 2010; Fynes et al., 2005; 

Gummesson, 1997; Thomas et al., 2006); and Collaboration (Gummesson, 1997). 

These constructs can be categorized as Antecedents, as Core constructs or as 

Outcomes, according to the approach taken by the researcher. Our attention will focus on 

the core constructs of the RQ. 

2.5.5. Definitions of core constructs 

A construct is ‘‘a conceptual term used to describe a phenomenon of theoretical 

interest’’ (Edwards & Bagozzi, 2000, pp. 156-157). In this subchapter, we put forward the 

definitions found in previous studies, related to the core constructs of RQ: (1) Trust, (2) 

Commitment, (3) Satisfaction, (4) Cooperation, (5) Communication, (6) Adaptation, (7) 

Opportunism, (8) Long-term relationship, (9) Conflict solving relationship, (10) Specific 

Investments, (11); Power; (12) Inter-dependence. 

(1) Trust 

For some authors, trust is usually viewed as a critical core foundation element, the 

“cornerstone” to developing and maintaining a continuing desire of a long-term 

relationship, because this signifies the confidence in an exchange partner’s reliability and 

integrity (Crosby et al., 1990; De Wulf et al., 2001; Doney & Cannon, 1997; Dwyer et al., 

1987; Ganesan, 1994; Garbarino & Johnson, 1999; Huntley, 2006; Johnson & Grayson, 

2005; Morgan & Hunt 1994; Palmatier, Dant, Grewal, & Evans, 2006; Schurr & Ozanne, 

1985; Sharma & Patterson, 1999; Swan, Trawick, Rink, & Roberts, 1988).  
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When a partner trusts the other, he or she is willing to risk dependence on the 

other to obtain a goal (Deutsch, 1958). According to Bart, Shankar, Sultan, and Urban 

(2005), trust requires one part’s willingness to accept vulnerability with an expectation or 

belief that it can rely on the other party. Mishra and Mishra (2012) also referred that trust 

incorporates the key elements of vulnerability (Deutsch, 1958; Granovetter, 1985; Zand, 

1972), risk/risk-taking (Deutsch, 1958; Lewis & Weigert, 1985), and rational choice 

(Kramer, 1999). Trust also encompasses other definitions such as, positive expectations 

regarding the other’s intentions or behaviour (Rousseau, Sitkin, Burt, & Camerer, 1998), 

and their competence, integrity, and benevolence (Mayer, Davis, & Schoorman, 1995). 

Summarizing the conceptual approaches of other scholars, we believe that trust 

has three essential components/dimensions: (i) the belief that the relationship partner will 

show benevolence in his or her actions; (ii) honesty, which means that the trusting party 

relies on the relationship partner to be credible; (iii) the belief that the relationship partner 

has the competence to act in benefit of the relationship (Andaleeb, 1996; Anderson & 

Weitz, 1989; Doney & Cannon, 1997; Fynes et al., 2005; Ganesan, 1994; Ganesan & 

Hess, 1997; Geyskens, Steenkamp, Scheer, & Kumar, 1996; Kumar et al., 1995; 

Moorman et al., 1992; Nguyen & Nguyen, 2010; Vidal, 2012). 

Table 9. The main definitions of Trust - part I 

Authors Definitions 

Schurr and Ozanne 

(1985, p. 940) 

Trust is defined as “the belief that a party’s word or promise is reliable and will fulfill his/her 

obligations in an exchange relationship.” 

Dwyer and Oh 

(1987) 
Defined as a belief that no partner will exploit the other’s vulnerability. 

Anderson and Weitz 

(1989) 

They define trust as “one party’s belief that its needs will be fulfilled in the future by actions taken 

by the other party.”  

Anderson and Narus 

(1990, p. 45) 

Defined as ‘‘the firm’s belief that another company will perform actions that will result in positive 

actions for the firm, as well as not take unexpected actions that would result in negative 

outcomes for the firm’’.  

Andaleeb (1996) 
Trust constitutes the belief, attitude or expectation of a party that the relationship partner’s 

behaviour or its outcomes will be for the trusting party’s own benefit.  

Sako (1992) 

Trust in goodwill, as the shared belief of both parties that the other is deeply compromised to 

promoting a good development of the relationship and is willing to do more than could be 

expected according to the contractual terms, without expecting anything in exchange. 

Moorman, Zaltman, 

and Deshpande 

(1992, p. 315) 

“Trust is defined as a willingness to rely on an exchange partner in whom one has confidence.” 

Ganesan (1994) 
Trust refers to the extent to which relationship partners perceive each other as credible and 

benevolent. 

Morgan and Hunt 

(1994) 
Trust is defined as the integrity, honesty and confidence that one party perceives in the other. 

Source: author’s elaboration 
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Table 9. The main definitions of Trust - part II 

Authors Definitions 

Kumar, Scheer, and 

Steenkamp (1995) 

Trust can be defined as the willingness of an exporter to be vulnerable to the actions of an 

importer based on the expectations that the importer will behave in a right (good) way towards 

the exporter.  

Geyskens, 

Steenkamp, Scheer, 

and Kumar (1996) 

Trust is defined as belief in the honesty, benevolence, and competence of other parties. 

Doney and Cannon 

(1997) 

Trust refers to the belief by one party in a working relationship that the other is engaged in 

behaviour that is honest, sincere, and fair. 

Zaheer, McEvily, 

and Perrone (1998) 

Trust (as opposed to distrust or opportunism) is the expectation that another business can be 

relied upon to fulfil its obligations and that it will act and negotiate fairly even when the possibility 

for opportunism is present. 

Garbarino and 

Johnson (1999,  

p. 71) 

Trust is defined as an expression of confidence between the partners in an exchange 

relationship. It is the “customer confidence in the quality and reliability of the services offered.” 

De Wulf, 

Odekerken-

Schröder, and 

lacobucci (2001,  

p. 36) 

Trust is the “consumer’s confidence in a retailer’s reliability and integrity.” 

Hadjikhani, Lee, and 

Ghauri (2008) 
Trust is defined as a belief in benevolence of the counterpart's behaviours. 

Lai, Bao, and Li 

(2008, p.718) 

Trust “refers to the extent to which the supplier perceives that the buyer will perform as promised 

in the relationship with honesty and integrity.”  

Mysen and 

Svensson (2010) 
Trust refers to the expectation that another business can be relied upon to fulfill its obligations. 

Aurier and Lanauze, 

(2012, p. 1606) 

“Trust is defined as the belief that the partner will behave in such a manner that one’s own long-

term expectations and interests will be served, and that this standard will be maintained over 

time.”  

Source: author’s elaboration 

(2) Commitment  

For some authors, commitment is the highest level of relational bond and 

constitutes an indispensable part of successful relationships (Dwyer et al., 1987; 

Gundlach, Achrol, & Mentzer, 1995). It is the essential ingredient in preserving a valued 

relationship and the key to promoting successful outcomes (Moorman et al., 1992; 

Morgan & Hunt, 1994). In other words, it occurs when both parts have mutual motivation 

and make an effort to ensure and maintain an on-going relationship, which is defined as 

being very important for both (Anderson & Weitz, 1992; Bobot, 2011; Fullerton, 2003; 

Moliner, Sánchez, Rodríguez, & Callarisa, 2007a, 2007b; Morgan & Hunt, 1994; Stanko, 

Bonner, & Calantone, 2007). 
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Table 10. The main definitions of Commitment 

Authors Definitions 

Porter, Steers, 

Mowday, and 

Boulian (1974) 

Commitment refers to the willingness of trading partners to exert effort on behalf of the 

relationship. 

Dwyer, Schurr, and 

Oh (1987) 

The essence of commitment between the parties is the adoption of a long-term orientation of the 

relationship, a desire to make short term sacrifices in order to obtain long term benefits.  

Moorman, Zaltman, 

and Deshpandé 

(1992, p. 316) 

“Commitment to the relationship is defined as an enduring desire to maintain a valued 

relationship.” This definition “also suggests that commitment is enduring, and it reflects a positive 

valuation of a relationship.”  

In simpler terms, commitment refers to the motivation to stay with a supplier. 

Anderson and Weitz 

(1992, p. 19) 

It is “a desire to develop a stable relationship, a willingness to make short-term sacrifices to 

maintain the relationship, and a confidence in the stability of the relationship.” 

Morgan and Hunt 

(1994) 
Commitment refers to the willingness of exchange partners to sustain long-term relationships. 

Gundlach, Achrol, 

and Mentzer, (1995) 

Commitment refers to the willingness of trading partners to exert effort on behalf of the 

relationship and suggests a future orientation in which firms attempt to build a relationship that 

can be sustained in light of unanticipated problems.  

Kumar, Scheer, and 

Steenkamp (1995) 
 It is a party’s intention to continue the relationship.  

Hennig-Thurau and 

Klee (1997) 

It is defined as a customer’s long-term ongoing orientation toward a relationship grounded on 

both an emotional bond to the relationship (affective aspect) and on the conviction that remaining 

in the relationship will yield higher net benefits than terminating it (cognitive aspect).  

Fournier (1998) It is the intention to behave in a manner supportive of relationship longevity. 

Wetzels, Ruyter, and 

Birgelen (1998) 

In a business relationship, commitment is a psychological sentiment of the mind through which 

an attitude forms concerning continuation of a relationship with a business partner. 

Ramaseshan, Yip, 

and Pae (2006) 

It is the desire to continue a business partner relationship and the willingness to make an effort to 

ensure long-term continuance of that relationship. 

Powers and Reagan 

(2007, p. 1237) 
“Commitment refers to a pledge of relational continuity between exchange partners.”  

Zhao, Huo, Flynn, 

and Yeung (2008) 

It is the willingness to exert effort towards enhancing the relationship and to carry on with the 

relationship in the long term. 

Palmatier (2008) 
It represents a desire to maintain a valued relationship and, thus, an exchange partner’s 

relationship motivation toward a partner. 

Source: author’s elaboration 

In its essence, commitment requires stability and sacrifices (Lohtia, Bello, Yamada, 

& Gilliand, 2005) that produces feelings of affiliation and “esprit de corps” (Anderson & 

Weitz, 1992). It is when one part feels loyal to the business partner and is willing to make 

an extra effort or even sacrifice short-term benefits in order to maintain the relationship. 

Moreover, committed partners are also more tolerant of small errors from the other part 

(Sun, 2010). 
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(3) Satisfaction 

This construct represents the emotional perspective of the relationship (Palmatier 

et al., 2006), a high-level affective reaction, to carry out cumulative assessments of prior 

interaction experiences between one company and another, that is generated gradually as 

the relationship develops (Davies, Lassar, Manolis, Prince, & Winsor, 2011; Grace & 

Weaven, 2011; Sanzo, Santos, Vásquez, & Álvarez, 2003; Westbrook, 1981). 

Relationship satisfaction refers to the sum of positive versus negative evaluations of the 

relationship partner (Tsai, 2011). 

It represents a positive affective or emotional evaluation resulting from the overall 

appraisal of the meaning and experience in the development of the relationship with other 

partners (Anderson, Fornell, & Lehmann, 1994; Anderson & Narus, 1984; Crosby et al., 

1990; Dwyer et al., 1987; Oliver, 1999; Verhoef, Franses, & Hoekstra, 2002), and future 

performance (Anderson et al., 1994). This affective evaluation can contradict the 

assessment of rational data (Anderson & Narus, 1984, 1990).  

Table 11. The main definitions of Satisfaction 

Authors Definitions 

Anderson and Narus 

(1984, p. 66) 

Satisfaction is a “positive affective state resulting from the appraisal of all aspects of a firm’s 

working relationship with another firm.”  

Parasuraman, 

Zeithaml, and Berry 

(1988) 

The customer’s feeling of satisfaction is a result of a comparison process between perceived 

performance and one or more comparison standards, such as expectations.  

Anderson and Narus 

(1990) 

It can be defined as the extent of a business partner’s overall affective evaluation of the 

relationship.  

Palmatier, Dant, 

Grewal, and Evans 

(2006) 

Satisfaction represents the emotional perspective of the relation. 

Lahiri and Kedia  

(2011) 

Satisfaction signifies both partners’ perceptions of fulfillment based on the matching of 

relationship-based outcomes with expectations. 

Source: author’s elaboration 

To conclude, the constructs Trust, Commitment and Satisfaction are also viewed 

as indicators of the global concept of RQ, which permits an overall evaluation of the 

strength of a relationship and represents a multi-dimensional construct that captures 

different but related facets of a relationship (Crosby et al., 1990; De Wulf et al., 2001; 

Kumar et al., 1995; Lages et al., 2005; Palmatier et al., 2006; Sun, 2010). In contrast, 

some researchers prefer the overall concept of RQ to any specific component (De Wulf et 

al., 2001). 
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Finally, different approaches to the RQ concept have in common the idea that this 

concept could not be defined by a unit dimension (Johnson, 1999). In this research, we 

looked for other key aspects of a relationship that could characterise the RQ between two 

parties. 

(4) Cooperation 

This refers to an orientation that reflects a spirit of willingness of one organization 

to work with another organization (Payan & Svensson, 2007). In situations related with 

exchanging information about production schedules, as well as new products/processes 

and value analysis, this construct can reduce product costs and improve product/process 

innovations (Carr & Pearson, 1999).  

Cooperation has been regarded as one of the fundamental variables in the 

literature of Relationship Marketing (Anderson & Narus, 1990; Dabholkar, Johnston, & 

Cathey, 1994; Morgan & Hunt, 1994; Wilson, 1995) and also Supply Change 

Management (Beekman & Robinson, 2004; Horvath, 2001; Rao, Phillips, & Johnson, 

2006). Carter, Carter, Monczka, Slaight, and Swan (2000) specified that in a context 

characterised by cooperation, firms create goals that can be shared with their strategic 

partners; however it is important to ensure that these objectives are compatible with both 

partners. Therefore, the parties involved must work together to build an awareness of 

mutual goals/needs (Rao et al., 2006). 

Table 12. The main definitions of Cooperation 

Authors Definitions 

Anderson and Narus 

(1990, p. 45)  

They define cooperation as “similar or complementary coordinated actions taken by firms in 

interdependent relationships to achieve mutual outcomes or singular outcomes with expected 

reciprocation over time.”  

Anderson and Narus 

(1990) 

Cooperation requires input from both sides and both sides working to achieve the best solution 

with coordinated efforts producing outcomes better than one firm will achieve alone.  

Metcalf, Frear, and 

Krishnan (1992,  

p. 29) 

Cooperation refers to “the extent that the work of the buyer and seller is coordinated.” 

Skinner, 

Gassenheimer, and 

Kelley (1992) 

Cooperation is the extent to which there is a joint effort, team spirit, and collaboration among the 

exchange parties.  

Payan and 

Svensson (2007,  

p. 798) 

“It is one organisation’s orientation about working with another organisation.” 

Source: author’s elaboration 
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Cooperation is not simply the absence of conflict, because conflicting behaviours 

can co-exist temporarily with cooperative actions (Frazier & Rody, 1991). It is the case in 

which both parties can have ongoing disputes about goals, while they continue to 

cooperate because the relationship termination costs are too high for each of them (Fynes 

et al., 2005). 

(5) Communication exchange  

To achieve the partnership goals, it is essential that timely, accurate and relevant 

communication exists (Mohr & Spekman, 1994). MacNeil (1981) acknowledges the 

importance of honest and open lines of communication for the sustained growth of close 

ties between business partners. 

Communication frequently relies upon information of various kinds, while not being 

synonymous with merely sending or receiving of information per se. For communication to 

occur, people must not only exchange information, but also be able to decipher each 

other’s codes. In communication, exchange must be two-way to achieve shared 

understanding (Duncan & Moriarty, 1998). 

Therefore, effective communication enhances mutual understanding between 

collaborating partners, which helps to prevent unnecessary conflicts and also facilitate 

conflict resolution (Lam & Chin, 2005). 

Table 13. The main definitions of Communication 

Authors Definitions 

Anderson and Narus 

(1990, p. 44) 

Communication can be defined as ‘‘the formal as well as informal sharing of meaningful and 

timely information between firms’’.  

Menon, Bharadwaj, 

Adidam, and Edison 

(1999, p. 22) 

Communication quality of a relationship reflects “the nature and extent of formal and informal 

communications during the strategy making process.” 

Lages, Lages, and 

Lages (2005,  

p. 1041) 

“Communication is the human activity that creates and maintains relationships between the 

different parties involved.” 

Ramasamy, Goh, 

and Yeung (2006) 

They defined communication as the willingness and responsiveness of information exchange 

between firms. 

Source: author’s elaboration 
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(6) Long-term relationship  

This construct transmits the vision of continuity of the relation (Mysen & Svensson, 

2010) and offers important, sustainable and competitive advantages to firms (Ganesan, 

1994). Usually, this type of relationship entails cooperation, goal sharing and risk sharing. 

Thus, each partner will expect that its own performance is mutually dependent on the 

relationship performance, and in addition to benefiting from its own results, will also 

benefit from joint results (Ganesan, 1994). 

The main differentiating factor between short-term-oriented and long-term-oriented 

firms is that the first is concerned with achieving current period opportunities and 

outcomes, while the main concern of long-term-oriented firms is with future goals 

(Ganesan, 1994). However both are concerned with current and future outcomes. Another 

distinction is that long-term orientation is related to maximizing profits along several 

transactions, as opposed to a single transaction in short-term-oriented firms (Lages et al., 

2005). 

Table 14. The main definitions of Long-term Relationship 

Authors Definitions 

Ganesan (1994) 
It is defined as the perception of mutual dependence of outcomes in such a way that joint 

relationship outcomes are expected to profit from the relationship in the long run. 

Rauyruen and Miller 

(2007, p. 22) 
It is a “composite measure of relationship loyalty having behavioral and attitudinal aspects.”  

Source: author’s elaboration 

(7) Adaptation 

Adaptation occurs when buyers and suppliers invest in transaction-specific 

investments (Heide & John, 1988), such as in adaptation of product/services or 

procedures specific to the needs or capabilities of the other exchange partner (Cannon & 

Perreault, 1999). During the life of a relationship, it is expected that adaptations between 

business partners strengthen the relationship and create entry barriers to competing 

suppliers (Brennan & Turnbull, 1999; Wilson, 1995).  

By other perspective, in order to meet a partner's needs, the process of product or 

service adaptation will also focus on improving the quality of the product or service. 

Therefore, improving quality means the other party is more satisfied, and this will lead to 

more interaction between the companies (Grönroos, 2004). 
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Table 15. The main definitions of Adaptation 

Authors Definitions 

Walter and Ritter 

(2003) 

Adaptation is when one of the partners in a relationship changes or adapts its processes or the 

item exchanged to accommodate the other party and has been reported to positively influence 

value creation in a relationship . 

Fynes, Voss, and de 

Búrca (2005, p. 341) 

“Suppliers adapt to the needs of important specific customers and that customers adapt to the 

capabilities of specific suppliers.”  

Cater and Cater 

(2010) 

Adaptation therefore occurs when one party in the relationship adapts its processes, procedures 

or products to another party.  

Source: author’s elaboration 

Generally, in business relationships the parties are expected to adapt to each 

other to the degree that they are dependent on each other’s resources (Hallen, Johanson, 

& Seyed-Mohamed, 1991). As an example, suppliers routinely adapt their work processes 

and products to meet specific needs of their most important customers. In the same way, 

manufacturers configure their products and production systems in response to changes in 

components suggested by their main suppliers. Consequently, adaptations involve 

significant investments by one or both relationship partners with regards to time, money 

and process adjustments (Nyaga et al., 2013). 

(8) Conflict solving relationship 

This construct demonstrates the efforts to resolve disagreements (Anderson & 

Narus, 1990). There is no conflict when there is nothing to argue about. It is the case if the 

parties are completely independent or if their interests, outcomes, and goals are 

completely compatible, then only in that situation is the inexistence of conflict possible. 

More often than not, the research in the literature considers conflict as a negative 

outcome. However, understanding the sources of conflict and options to best manage it 

can produce positive effects on business relationships (Anderson & Narus, 1990; Morris & 

Cadogan, 2001; Pondy, 1967; Reve & Stern, 1979). For example, conflict can prevent 

stagnation, stimulate interest, curiosity and can be used as a way through which problems 

can be aired and solutions derived (Deutsch, 2003).  

So, the occurrence of situations of potential conflict must be understood as normal. 

What is important is the way in which the partners respond to avoid a negative impact in 

the other dimensions, such as trust (Grzeskowiak & Al-Khatib, 2009), loyalty and 

relationship development (Plank, Reid, & Newell, 2007).  
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Table 16. The main definitions of Conflict 

Authors Definitions 

Deutsch (2003) 
Conflict occurs in situations where two or more interdependent parties (either individuals or 

groups) have interests, outcomes, and/or goals that are incompatible in some way. 

Gaski (1984) 
Conflict is defined as the overall level of disagreement in the exchange relationship and occurs 

when one party impedes the attainment of goals of the other party. 

Anderson and Narus 

(1984) 

It is defined as the frequency and intensity of disagreements between the distributor and 

manufacturer.  

Geyskens, 

Steenkamp, and 

Kumar (1999) 

Conflict implies a level of tension, frustration, and disagreement in the relationship due to one 

party obstructing the other party in reaching its goal.  

Source: author’s elaboration 

More important than avoiding, is transforming the conflict into a potential 

opportunity to promote a positive effect in the relationship of the partners (Anderson & 

Narus, 1990; Morris & Cadogan, 2001; Pondy, 1967). The prevention or resolution of 

conflicts stimulates the ability to look for new solutions and strengthens the partnership in 

the future (Deutsch, 2003; Koza & Dant, 2007). 

Rahim (2000, p. 5) states that conflict resolution “involves designing effective 

strategies to minimize the dysfunctions of conflict and maximizes the constructive 

functions of conflict in order to enhance learning and effectiveness in an organization.” 

Therefore, the focus of conflict resolution is not to eliminate conflict, but to minimize the 

negative effects of conflict and to emphasize its positive effects of promoting learning 

opportunities (Deutsch, 2003; Rahim, 2000). 

Bobot (2011) described two kinds of conflicts: Dysfunctional, related to behaviours 

and not with business, which creates difficulties especially in the decision-making process 

of the relationship, and Functional, which generates a positive confrontation of ideas and 

proposes new solutions. 

The author identified five styles of conflict management:  

i) Confronting; a useful behaviour in crises situations. However, it promotes the 

power of only one party while reducing the options to resolve the conflict; 

ii) Accommodating; when one party prefers to satisfy the needs of the other 

party instead of his or her own concerns;  



- 42 - 

 

iii) Avoiding; in this case there is a decline in communication between the 

parties. This provokes a lack of information, resulting in the increase of 

conflict tensions in the relationship;  

iv) Collaborating; the parties are mutually involved to reach a solution that should 

include the desires or concerns of both parties;  

v) Compromising; when the parties must make compromises so as to come 

to a solution that partially satisfies both of them. 

 

(9) Opportunism 

This construct refers to self-interest seeking behaviour with guile (Brown, Crosno, 

& Dev, 2009; Williamson, 1985). As an example of this is when an opportunistic partner 

may apply deceit to take advantage of a transaction. Therefore, opportunism in the 

business relationship is viewed as a constraint that promotes negative interpretations in a 

relationship partner’s actions, thus allowing them little benefit of doubt (Verbeke & 

Greidanus, 2009). According to Williamson (1985, p. 47), this construct comprises 

“calculated efforts to mislead, distort, disguise, obfuscate or otherwise confuse.” With this 

kind of behaviour, a party affects the trustworthiness of the other partner and decreases 

its trust in the relationship (Jonsson & Zineldin, 2003; Morgan & Hunt, 1994). This signifies 

that opportunism has a distinctively negative connotation which erodes the potential of 

developing a long-term commitment relationship (Gundlach et al., 1995). 

However, Ghoshal and Moran (1996) argue that individuals do not always behave 

opportunistically even if the circumstances permit such behaviour, consequently this has 

positive interpretations by the other partner in the relationship. 

Table 17. The main definitions of Opportunism 

Authors Definitions 

Williamson (1985,  

p. 47) 
Opportunism is defined, in general terms, as “self-interest seeking with guile.”  

John (1984) 
Opportunistic behaviour is composed of deceit oriented behaviour that violates the implicit or 

explicit promises about one's appropriate or required role behaviours.  

Nguyen and Nguyen 

(2010) 

Opportunistic behaviour refers to unexpected actions that will generate negative outcomes for a 

business partner that is involved in a transaction or relationship. 

Source: author’s elaboration 
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(10)  Interdependence 

It occurs when firms perceive mutual benefits from interacting and they join 

forces to mutually achieve beneficial goals. In this type of relationship, both firms 

acknowledge that each is dependent on the other and any loss of autonomy will be 

equitably compensated through the expected gains (Levine & White, 1961; Mohr & 

Spekman, 1994). So, both parties are aware of the advantages of interdependence, which 

provide benefits greater than either could attain singly. 

In another perspective, recent research has found that dependence asymmetry 

between partners is negative for RQ, while higher total interdependence enhances RQ 

(Van Bruggen, Kacker, & Nieuwlaat, 2005). 

It is also important to understand that in the working partnership, dependence is 

thought of, by each firm, as being the outcome given by a comparative analysis of the 

level of alternatives (Anderson & Narus, 1984). 

Table 18. The main definitions of Interdependence 

Authors Definitions 

Anderson and Narus 

(1990) 
It is the extent to which a firm will have influence over, and be influenced by, its partner.  

Gundlach and 

Cadotte (1994) 
It refers to the magnitude and structure of the dependence of the two parties on each other.  

Source: author’s elaboration 

(11) Specific Investments  

This is related to singular assets that promote differentiation (Nyaga & Whipple, 

2011; Skarmeas & Robson, 2008). The more specific investments are made, the more it 

becomes difficult to switch to another partner (Lohtia & Krapfel, 1994). These investments 

are unique/key assets represented by activities and resources developed jointly, which 

strengthen the relation between the parties involved and increase the difficulty to be 

redeployed in other exchange relationships (Nyaga & Whipple, 2011; Williamson, 1985). 

Investing time, effort, and other irrecoverable resources in a relationship creates 

psychological bonds that encourage the partner to stay in that relationship and sets an 

expectation of reciprocation (Smith & Barclay 1997). 

As suggested by Anderson and Weitz (1992), specific investments in relationships 

are forms of credible commitments. This is the case when a supplier makes a relationship 
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investment of any kind on behalf of a customer, who certainly will be favourably impressed 

(Hart & Johnson, 1999) because the specific assets are included in transaction cost 

analysis models (Heide & John, 1988, 1990, 1992). 

Therefore, transaction-specific investments create obstacles to leaving a 

relationship and provide incentives to building long-term relationships (Anderson & Weitz, 

1992). In addition, it is a way to enhance efficiency and to extract additional benefits from 

the relationship (Vázquez, Iglesias, & Rodriguez-del-Bosque, 2007). 

Table 19. The main definitions of Specific Investments 

Authors Definitions 

Williamson (1985) 
Transaction-specific investments refer to the assets that are uniquely dedicated to a particular 

relationship and cannot be easily redeployed in other exchange relationships.  

Crosby, Evans, and 

Cowles (1990) 

Relationship-specific investments are key features of business relationships which create future 

expectations that help maintain and strengthen relationships between partners.  

Heide and John 

(1990) 

Relationship-specific investments refer to investments made by one partner that are dedicated to 

a specific relationship and, thus, represent idiosyncratic assets associated with that relationship. 

Anderson, Fornell, 

and Lehmann, 

(1994) 

Specific assets refer to the dedicated activities that are tailored to be used between specific 

organizations.  

Rindfleisch and 

Heide (1997) 

Specific assets represent assets with a high amount of specificity and that have little value 

outside a particular exchange relationship.  

Nyaga and Whipple 

(2011) 

Specific Investiments refer to dedicated activities and resources employed jointly between 

organizations.  

Source: author’s elaboration 

(12)  Power 

This construct can be negative to a relationship in which a coerced party is not 

likely to remain in the relationship for the long-term (Morgan & Hunt, 1994). However, 

equal power produces more mutual concessions than unequal power, and this results in 

more frequent agreements (Lawler & Yoon, 1993). Power tends to create a dependence 

upon a partner and as this dependence increases, the other partner becomes more 

powerful in the relationship (Wilson, 1995). However, the dependent partner may be 

willing to honour a request made by its partner and the superior partner may make 

requests of the dependent partner that solely benefits the superior partner (Anderson & 

Narus, 1990). In the short-term, these types of relationships may hold together, but as 

soon as either partner feels the situation is unfair, or that it is uneven, the relationship will 

begin to fall apart (Ohmae, 1989).  
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Table 20. The main definitions of Power 

Authors Definitions 

French and Raven 

(1959) 
Power may be viewed as the ability of one firm to influence the other firm.  

El-Ansary and Stem 

(1972, p. 47) 

It is "the ability to control the decision variables in the marketing strategy of another member in a 

given channel at a different level of distribution.”  

Wilkinson (1979,  

p. 79) 
Defined power as "a firm's ability to control another channel member's behaviour.” 

Anderson and Narus 

(1984, p. 63) 

“Power is then informally defined as the ability to affect the other participant's outcomes from the 

relationship.”  

Wilson (1995) 
Power is the ability of one partner to have an advantage over the other and it can allow one 

partner to coerce the other into doing something they otherwise may not do. 

Liu, Li, and Zhang 

(2010, p. 5) 

It “refers to one party's use of its status or power to control the other party's activities, and can be 

divided into the use of coercive and non-coercive power.”  

Source: author’s elaboration  

 

2.6. Conceptual framework 

We will now present a conceptual framework (see Figure 10). To build it we chose, 

as selection criteria of the dimensions, those used a minimum of three times in the 

systematic literature review. Of the long list of constructs scrutinized, only 29 met these 

criteria (see Table 7) and appear in the framework.  

Figure 10. Conceptual RQ framework  

 
Source: author’s elaboration 
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The majority of the previous studies represent one side of the relationship. 

However, our aim is that this framework represents a dyadic perspective between two 

parties in their overall relationships, and not just in typical exchange situations. The 

framework is divided into four parts, which identify the RQ Core Constructs, the RQ 

Antecedents, RQ Outcomes and potential Moderators that could have an influence in the 

relation between all constructs. 

2.6.1. Main RQ antecedents  

After observing the results of the systematic literature review, the most common 

antecedents used to analyse the drivers of the RQ are: Expertise, perceived or 

transmitted, relating to the knowledge, experience, competence and capabilities to deliver 

or receive a product (Crosby et al., 1990; Hennig-Thurau, 2000; Huber, Vollhardt, 

Matthes, & Vogel, 2010; Park, Kim, Dubinsky, & Lee, 2010;); Communication Orientation, 

mostly related with the amount, frequency, and quality of the information shared between 

exchange partners, which helps solve problems, align goals, and explore opportunities 

(Crosby et al., 1990; Fynes et al., 2008; M.-L. Chang et al., 2012; Morgan & Hunt, 1994; 

Palmatier et al., 2006, 2007); Satisfaction Orientation permits an overall evaluation of 

cognitive/affective or economic/non-economic aspects, based on experiences (Anderson 

& Narus, 1984, 1990; Chiu, 2009; Huber et al., 2010; M.-L. Chang et al., 2012; Rauyruen 

& Miller, 2007; Shi, Shi, Chan, & Wang, 2009); Conflict Solving Orientation is having the 

concern to be able to resolve the overall level of disagreement and avoid the negative 

influence in the relation (Athanasopoulou, 2006; Johnson, Sohi, & Grewal, 2004; Nguyen 

& Nguyen, 2010); Dependence reflects the assessment of the value of the other party’s 

resources in comparison with available alternatives (Hibbard et al., 2001; Mysen & 

Svensson, 2010; Valta, 2013); Product Value (Goods/Service), is related with its 

usefulness to fulfil needs (Chiu, 2009); Long-term Orientation is correlated with the 

perception of mutual dependence of outcomes in such a way that joint relationship 

outcomes are expected to profit from the relationship in the long run (Lages et al., 2005; 

Ural, 2009); Similarity creates conditions for easier and less cognitive interaction with 

others who have similar attitudes, values, activities, or experiences, and therefore, helps 

to achieve important goals and affects relational mediators positively (Crosby et al., 1990; 

Smith, 1998); Specific Investments Orientation is linked to the time, effort, and resources 

that are invested in building a strong relationship. These investments promote 

expectations of reciprocation that help strengthen and maintain a relationship and 

consequently influence relational mediators (Skarmeas & Robson, 2008; Yen, 2013); 
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Learning Orientation promotes the capacity of the organization to adapt, improve and/or 

change their processes and learn from experience to be more efficient (Athanasopoulou, 

2006; Johnson et al., 2004; Nguyen & Nguyen, 2010). 

2.6.2. Main RQ outcomes/consequences 

The long-term relationship translates the loyalty between the parties. More than 

repurchase or sell, it is the effort to cooperate in a continuous way to achieve mutual 

goals. These constructs apprehend the willingness to invest and share important 

information, and also that the intensification of interpersonal behaviours in the relation 

increase the value of the relation.  

One of the most important outcomes, which is also important for strategy 

sustainability, is the performance that results for both parties through their involvement in 

the exchange relationship.  

The most common outcomes mentioned by the researchers are: Recommendation 

and Loyalty that entails the level of the psychological involvement, attitudinal advocacy 

and willingness to recommend positively the other company to other opportunities and 

translates the loyalty between the parties, (Alejandro, Souza, Boles, Ribeiro, & Monteiro, 

2011; Cater & Cater, 2010; De Wulf et al., 2001; Rauyruen & Miller, 2007); Performance 

reveals the evaluation of economic and non-economic results promoted by the 

relationship (Bloemer, Pluymaekers, & Odekerken, 2013; M.-L. Chang et al., 2012; 

Thomas et al., 2006); Satisfaction Outcome measures the general level of satisfaction 

based on all experiences with the relation (Anderson & Narus, 1984; Walter et al., 2003); 

Expectation of Relationship Continuity reflects the intention to maintain the relationship in 

the future (Jap et al., 1999; Mysen & Svensson, 2010); Relationship Value evaluates the 

results between the benefits with the cost and sacrifices to maintain the relation (Chiu, 

2009; Naudé, Ashnai, Chaharsooghi, & Perzon, 2007; Seppänen, Blomqvist, & Sundqvist, 

2007); Repurchase Intention signifies the willingness to repeat future transactions with the 

other partner (Rauyruen & Miller, 2007; Zhang et al., 2011); Retaining focuses on 

repeated patronage and continuity in the relation (Crosby et al., 1990; Hennig-Thurau & 

Klee, 1997; Sun, 2010). 

2.6.3. Moderators 

To build our conceptual framework, we considered the influence of potential 

moderators on the connection between Antecedents, RQ Core constructs and Outcomes. 
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The results of the systematic analysis highlights the moderator’s intervention in the 

interaction between consequences and Core RQ (Johnson et al., 2004; Leonidou et al., 

2013; Nguyen & Nguyen, 2010; Song et al., 2012; Walter et al., 2003) or between Core 

RQ and Outcomes.(e.g. Fynes et al., 2008; Palmatier et al., 2006; Tsao & Hsieh, 2012). 

Future research can study this gap by considering their influence on the connections 

between the Antecedents and RQ Core constructs, and also their effects on the Outcome 

constructs. 

The more frequently used moderators are: Availability of Alternatives 

characterizing the quality of the best alternative exchange relationships (Anderson & 

Narus, 1984; Thomas et al., 2006); Product Type/Category related with the complexity, 

standardization and/or involvement promoted by the key aspects of the product (De Wulf 

et al., 2001; Tsao & Hsieh, 2012). 

 

2.7. Summary and main conclusions 

In this research, we examined the evolution of the RQ research in the period 1967-

2014 by analysing the articles published in the major international journals. The analysis 

of the evolution of the research on this topic and its methodological characteristics permits 

us to observe the approach adopted until the present time, describe the current state in 

this area and provide ideas about where it may proceed in the future.  

This process enabled us to identify gaps in the field of research on RQ, such as:  

First, the lack of consensus of the definition of RQ. Few definitions of RQ were 

identified and those that have been found have different perspectives;  

Second, the lack of studies on the relationship dyadic. The previous studies tended 

to analyse the relationship only from a single point of view of the relationship, the seller or 

the buyer. It is necessary to consider the perspective of all parties involved in a 

relationship in order to accurately grasp its nature; 

Third, in the few studies that address various aspects of the relationship between 

two partners in a business context, for example that of Athanasopoulou (2009), and other 

more recent studies analysed in systematic literature review, it was not possible to 

effectively find the major constructs related to RQ in a dyadic relationship; 
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Fourth, there is a lack of identification of the moderator constructs acting on the 

connection between antecedents and RQ core constructs;  

Fifth, as far as we know, the absence of an aggregating framework of the main 

constructs able to describe the RQ of a dyadic relationship; 

Sixth, further studies need to be made concerning the inhibiting factors influencing 

RQ in an exchange relationship. 

With the application of a systematic literature review, we achieved our intention of 

developing a framework able to show the main constructs used to study RQ in different 

contexts and raise awareness of the gaps in literature on this research topic. In this vein, 

this thesis intends to give insights about facilitating and inibiting factors that characterise 

RQ in a dyadic relationship. 
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3. METHODOLOGY  

 

 

By means of the systematic literature review, we gathered a select group of prior 

research and through its analysis the following questions arose:  

i) What are the core constructs used to conceptualize RQ?  

ii) What other constructs are employed? 

iii) In the context of the wine sector, is it possible to consider the same constructs 

or does it have context specificities?  

iv) Are there different perspectives with regards to the quality of a relationship 

between business partners?  

v) Finally, what are the facilitators and inhibiting factors which describe RQ in a 

B2B dyadic relationship? 

To find answers to these research questions, the aims of this thesis are:  

i) To undergo a systematic literature review which develops a framework 

showing the main constructs used to study RQ in different contexts;  

ii) To characterise the wine sector, in other words, our field of research;  

iii) To analyse how distributors and wine producers describe the relationship they 

have, and also which partner characteristics are valued the most; and  

iv) To understand the facilitating and inhibiting factors of RQ in a B2B dyadic 

relationship between distributor and producer. 

With regards to the methodology employed to achieve the aims, we would like to 

refer to the following aspects: 

i) The systematic literature review using databases of scientific journals and 

several systematic and sequential criteria to select and analyse articles (see p. 

11); 

ii) Description of the wine sector based on secondary data gathered by 

searching data from official statistical reports produced by the International 

Organization of Vine and Win (IOV), as well as the Portuguese Institute of 

Vine and Wine (IVV), ViniPortugal (an interprofessional association of the 

Portuguese wine industry and the entity that manages the brand Wines of 
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Portugal), and from the Agency for Investment and Foreign Trade of Portugal 

(AICEP) (see p. 59); 

iii) In-depth interview process for study one and study two, taking into 

consideration the criteria of an exploratory study and a qualitative approach 

(see p. 77). 

 

3.1. Research design 

 

3.1.1. Qualitative research 

We decided to take a qualitative approach because this research is interested in 

knowing more about things that cannot be directly observed and measured. This context 

creates the conditions to design a qualitative research without pre-formulated results or 

hypotheses. This approach tries to discover true inner meanings and new insights, which 

helps to achieve a deeper understanding and propose new concepts related with this 

subject (Aaker, Kumar, Day, & Leone, 2010; Malhotra, Rocha, Laudisio, Altheman, & 

Borges, 2005; Oliveira, 2012; Zikmund & Babin, 2010). It is more researcher-dependent, 

because the researcher interprets the data to extract its meaning and converts it into 

information (Zikmund & Babin, 2010). To Aaker et al. (2010, p. 162) “The basic 

assumption behind qualitative methods is that an individual´s organization of a relatively 

unstructured stimulus indicates the person´s basic perceptions of the phenomenon and 

his or her reaction to it.”  

As supported by Zikmund and Babin (2010), this research is based on the decision 

to follow a qualitative approach for different reasons: 

i) Currently, the previous studies do not help to develop specific research 

objectives; 

ii) The main objective of the research its related with the need to develop an 

understanding in relation to the RQ concept;  

iii) The research objective is related with the need to learn how customers and 

suppliers use the exchange relation between them; 

iv) To better understand how the context influences the relationship; 

v) This study promotes a fresh approach to studying the RQ issues. 
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3.1.2. Exploratory research 

Until now the dyadic relationship has not been deeply analysed. When there is 

insufficient knowledge about a problem, it is useful to develop an exploratory research 

model which permits a better understanding about what is happening in this field (Aaker et 

al., 2010; Malhotra et al., 2005; Oliveira, 2012; Zikmund & Babin, 2010). This research 

approach determines that the data will be obtained through a careful and systematic 

methodology of study, which is more flexible, unstructured and helps look for what exists 

in the unknown (Aaker et al., 2010; Oliveira 2012; Zikmund & Babin, 2010). In several 

cases, this method could be an antecedent of a confirmatory study by creating conditions 

to develop ideas which lead to research hypotheses (Oliveira, 2012; Zikmund & Babin, 

2010).  

The main advantages of the exploratory research methodology are: it more 

accurately defines the nature of a problem; it identifies new insights and research 

avenues; it identifies new relevant variables to explore; it establishes priorities among 

research questions; and it establishes a broad understanding of the problem in order to 

develop new approaches (Aaker et al., 2010; Malhotra et al., 2005; Oliveira, 2012). 

The exploratory method that was used brings primary qualitative data to the 

research. This research methodology has as its basis what is said by the informants 

during an in-depth interview so as to explore the topic of the research (Oliveira, 2012; 

Zikmund & Babin, 2010). This method establishes a flexible relationship with the 

respondents, so that data results have more depth and greater richness of context (Aaker 

et al., 2010). 

This category of study looks to find the real meaning of what is said and about 

what is being done. It is an exploratory and systematic method applied to describe the 

meaning of an occurrence, which leads to an understanding of the problem but not the 

generalization of the results to the entire population that is being studied (Oliveira, 2012; 

Zikmund & Babin, 2010).  

3.1.3.  In-depth interview 

An unstructured and direct technique was employed in order to access the data, 

through the in-depth interview. This technique consists of an individual, face to face 

interview, taking on a clinical approach, without the use of a questionnaire. It has an 

informal style, and promotes free discussion, in which the informant can speak freely 
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about details on the topic, where the interviewer can extensively explore the subject 

matter of the interview (Aaker et al., 2010; Oliveira 2012; Zikmund & Babin, 2010). 

This technique is promoted by the American Marketing Association (AMA) and it 

has several advantages (Aaker et al., 2010; Zikmund & Babin, 2010):  

i) It provides more quality information to the study, because it excludes 

responses influenced by other people; 

ii) It promotes obtaining more information, because the interviewee is speaking 

most of the time; 

iii) It explores more in-depth data, since it could go beyond superficial answers 

and lead to broader themes; 

iv) It ensures more representation of the population under study seeing as the 

respondents are carefully selected; 

v) It is more efficient because the participants are not motivated by other 

incentives, but only interested in talking about the topic; and 

vi) It ensures more value, because the respondents take more time to produce 

information that allows for a better understanding of the context problem. 

Usually in the first approach, the informant produces rational data, although over 

the course of the interview, it is possible to access a deeper level of information, which 

had not yet been thought of (Oliveira, 2012). 

The qualitative process usually arises from the conscience, rational level 

transmitted by the informant (opinions) until reaching a deeper level, more subconscious, 

related with motivations and attitudes. For this reason, it is possible to explore the players’ 

perceptions, the main sources of some behaviours and attitudes and the contribution that 

could explain an external reality. Through this process, it is possible to link the relation of 

the informant with the topic of research (Oliveira, 2012). 

 

3.2. Research setting and sample 

Zikmund and Babin (2010) referred that before taking a sample, several 

interrelated decisions need to be made: defining the target population; selecting a 

sampling frame; determining if a probability or non-probability sampling method will be 

chosen; planning the procedure for selecting sampling units; determining the sample size; 

selecting existing sampling units; conducting fieldwork. 
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The population under study in this research is the Portuguese wine companies 

having exchange relationship in the market. In this case, the unit of analysis chosen for 

this study was the dyadic exchange relationship between companies. As suggested by 

Oliveira (2012), the composition and dimension of a sample is done with a defined target 

considered appropriate to the study. In our research, the data was collected through in-

depth interviews aimed at the distributors and producers that are working in the 

Portuguese wine sector.  

To set-up the research sample, considerations pertaining to the best way to collect 

the data and ensure the correct respondent were taken (Aaker et al., 2010). To ascertain 

that the sample represents the main players of the channel market, we decided to use 

non-probability sampling techniques, such as the sampling trial. Based on this pragmatic 

technique so as to insure a convenience sample (Malhotra et al., 2005; Oliveira, 2012; 

Zikmund & Babin, 2010), we decided to go the major Portuguese wine fair, in which the 

majority of the main distributors were present. Once there, they were personally invited to 

participate in this study. This idea arose because we had previously visited the event two 

years before, where we noticed the presence of the most important companies of the wine 

sector. We verified the list of participants that had confirmed their participation in the 20th 

edition of this event to corroborate that the main distributors and producers would, in fact, 

be there. Conversations with top managers of distribution companies and with 

professionals, who have a high knowledge of the market and its providers, resulted in 

realistic, context-specific information (Aaker et al., 2010). For Zikmund and Babin (2010), 

the convenience samples are best used for exploratory research, which supported our 

decision to use this sampling method because it was considered the most appropriate and 

economical. 

In relation to the wine producers, the sampling technique was supported in the 

auto-generated sample (Malhotra et al., 2005) and promoted by the fact that the 

distributors indicated their main wine suppliers. The distributor informants were asked to 

mention a supplier with whom they had a high RQ. Hence, it was possible to ensure that 

the study could work with the important players in the market and confirm that we were 

analysing a relationship between two business partners. 

A total of eleven relationships were the target of analysis. Members of higher 

management from the respondent companies were contacted in order to obtain the final 

sample of distributors. This method was used in both studies. However, in the case of 

study two, from the initial interviews, we were able to obtain a list of wine producers. 
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The informants of the study were experienced and knowledgeable. The 

interviewees of our sample have been working ten years on average in this occupation, 

and more than five years in their current companies. These professionals are well-

informed and participate in the business relationships with their wine suppliers. Those 

interviewed were orientated to give us information about: 

i) Distributor’s perception of what characterises the distributor-producer 

relationship; 

ii) Producer’s perception of what characterises the producer-distributor 

relationship; 

iii) The categories of constructs promoted in the relationship; 

iv) The partner assessment of the quality of the distributor-producer relationship. 

To ensure the focus on the problem issue, the interviewees were top managers 

that represented the key decision makers of the companies (Zikmund & Babin, 2010), 

such as: CEO, Marketing Managers, Sales manager and Winemakers.  

 

3.3. Structure of the interviews 

According to Oliveira (2012), in the first stages of the process, the problem 

definition and the purposes of the research were reviewed. To correctly steer the 

interview, the topic or subject to explore was determined as were the main questions to be 

asked.  

3.3.1. Interview guidelines  

In agreement with Aaker et al. (2010, p. 275), “to get the right information to make 

the right decision, one has to ask the right questions to the right audience.” Basing 

ourselves on a nondirective interview to acquire the primary data, interview guidelines 

were established with the intention of ensuring the standardization of the data collection 

process, its objectivity and consistence (Aaker et al., 2010; Malhotra et al., 2005; Oliveira, 

2012).  

Before generating the guidelines, the information to be collected from each 

respondent was outlined (Aaker et al., 2010).These guidelines were designed taking into 

account some topics to be explored and the first and main question to be asked, in the 



- 59 - 

 

order considered appropriate so as to ensure the interview was carried out accordingly, 

despite being open and flexible (Aaker et al., 2010; Oliveira, 2012).  

The guidelines try to use an unstructured and ambiguous stimulus that endorses a 

wide range of alternative choices, and consequently open-responses through which the 

interviewee should “choose” their own interpretations (Aaker et al., 2010). 

In the vast majority of the cases, the interviews were carried out in the 

respondent’s company office. They were audio recorded, with the interviewer’s 

authorization, and they had a duration of one hour on average (Aaker et al., 2010; 

Oliveira, 2012; Zikmund & Babin, 2010). 

The role of the interviewer was always (Aaker et al., 2010; Oliveira, 2012; Zikmund 

& Babin, 2010): 

i) To encourage a relaxed and informal atmosphere that could create empathy 

on the part of the interviewee and promote free thought with no concern with 

regards to being criticized (Aaker et al., 2010; Oliveira, 2012); 

ii) To probe in order to clarify and elaborate on interesting replies, having 

therefore an indirect reaction of how the interview in conducted so as to 

promote interest, curiosity, collaboration and encourage discussion. This 

should occur without any form of conditioning of the respondent, content bias 

of the responses and influence in its direction;  

iii) When necessary, the interviewer guided the conversation back to the topic 

outline, by redirecting the conversation towards the focus of the study. 

In the first stage of the in-depth interview, an effective connection with the 

interviewee was built, in which the general idea of the study was explained, and 

authorization to audio record the interview was requested (Oliveira, 2012). 

In the second stage, the interviewer started with the main research question and, 

during the course of the interview, a non-structured model was employed in which the 

subsequent questions were made according to the responses (Oliveira, 2012). 

Whenever a deeper understanding of the subject was needed, the interviewer 

used support questions, such as: “What you have just finished telling me is important. 

Could you tell me more about it?” or “Why do you say that?” (Oliveira, 2012). In line with 

Zikmund and Babin, 2010, this probing technique could be helpful to: clarify what certain 
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phrases or terms mean; promote free thought; and motivate the interviewer to elaborate in 

a meaningful way, by the use of a pause. 

Usually the interviewee would start with a rational line of thought, but during the 

interview it would change to a more emotional position (Oliveira, 2012). 

3.3.2. Confidentiality 

This study abides and ensures the confidentiality of the informants (Zikmund & 

Babin, 2010). In the first stage of the interview, the interviewer made a commitment of 

confidentiality which helped build trust with the respondent. Therefore, the results are 

presented in an aggregated way to ensure confidentiality with each organization 

individually. 

 

3.4. Content analysis and data classification 

The qualitative data treatment and analysis was complex because it tried to 

“discover” the accurate meanings of verbal and no-verbal communication of the 

interviewee (Aaker et al., 2010; Oliveira, 2012). 

All of the in-depth interviews were transcribed by the interviewer to ensure its’ 

reliability (Oliveira, 2012). After this procedure, we sifted the data through a cyclical 

process in which data interpretation, coding, and conceptualizing occurred 

simultaneously, “albeit at different rates of progress’’ (Lindlof, 1995, p. 215; Rego, Cunha, 

& Polónia, 2015). We dedicated a lot of time and attention to analysing the responses of 

each interview, which allowed us to identify the major themes/categories related with the 

research topic. Then, the emerging categories were used to code the data interviews. On 

occasions in which the themes/categories were unable to clearly code some data, a data 

reanalysis was carried out. This process could be considered terminated when the 

“dialogue” between data and the themes/categories became clear and interpretations 

were stabilized (Rego et al., 2015).  

This process of category creation is based on the Grounded Theory which requires 

the researcher to actively interpret the raw data and code constructs that emerge from the 

respondent data as signifiers, parts, properties, or instances of other coded constructs 

(Batra, Ahuvia, & Bagozzi, 2012). 
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The range of categories that emerge from the cyclical process was hierarchically 

organized in different levels of abstractness (Batra et al., 2012; Shaver, Schwartz, Kirson, 

& O’Connor, 1987), using a semiotic clustering process (Rego et al., 2015), also 

described as the Gioia methodology (Gioia, Corley, & Hamilton, 2012), that was used to 

analyze data and build meaning (Rego et al., 2015). For the hierarchization of categories, 

researchers try to find coded constructs that can best be subsumed under a single higher-

level category (Batra et al., 2012; Gioia et al., 2012). A three-step procedure was carried 

out, as will be explained in study two.  

To develop this content analysis, the data promoted by the transcriptions were 

processed through the application of specialized software (ATLAS.ti in study one and 

WEBQDA in study two), which served to process and analyse qualitative data. This 

helped to identify the key categories related with the research topic. WEBQDA used in 

study two was developed based on the most commonly used qualitative analysis 

programmes, such as the ATLAS.ti and NVivo (Zikmund & Babin, 2010). 

With help of the programme, to summarize and bring meaning to qualitative data, a 

type of logical coding scheme was developed (Aaker et al., 2010; Zikmund & Babin, 

2010). These codes represent labels assigned to data segments that enable taxonomic 

organization of the data. The use of codes allows the software to recall and print out all 

material belonging to a specific code. As a result, each extract piece is logged with its 

source which allows the researches to see and analyse the content from where it was 

extracted (Aaker et al., 2010). 

The analysis and interpretation of the data must consider three levels (Oliveira, 

2012): The analysis, which transform the interviews into texts that can be analysed and 

will provide the basis for the next level; The structure that links the concepts and 

categories that were found, promotes a relational analysis, and tries to find dimensions 

and variables present in the data; The interpretation which has as its purpose to “discover” 

the hidden meaning or content of a conversation.  
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The idiosyncrasies of the wine sector 
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4. DESCRIPTION OF THE OBSERVATION FIELD 

 

 

In order to gain more knowledge about our field of observation, the current chapter 

aims to give an overview of the wine sector activity. To summarize, the characteristics of 

the Portuguese wine market data were gathered by searching secondary data from official 

reports produced by the International Organization of Vine and Win (IOV), as well as the 

Portuguese Institute of Vine and Wine (IVV), ViniPortugal (an interprofessional association 

of the Portuguese wine industry and the entity that manages the brand Wines of Portugal), 

and from the Agency for Investment and Foreign Trade of Portugal (AICEP). In addition, 

we gathered newspaper with articles and specialized interviews about the wine sector. 

Therefore, we will present the framework of the wine industry in the global context 

and in the domestic market and finally highlighting features that make this sector very 

unique. 

 

4.1. Wine industry; old world / new world 

Wine has only been referred to as an “industry” in last three decades and more 

recently implemented changes in several management levels such as systemic 

organization, infrastructure, packaging and marketing. The main contribution for this was 

the development of competitiveness of the countries considered in the wine sector as the 

New World, such as: Australia, New-Zealand, South Africa, Chile and also Argentina. 

These countries combine their natural characteristics with cluster formation strategies that 

give them competitive advantages (Aylward & Glynn, 2006). The evolution of these 

clusters was supported by an internationalization strategy that influenced the innovation in 

production, but also in organization structures, while the companies of the Old World are 

structured to supply their regional markets. Aylward and Glynn (2006) refer that New 

World companies understood early on that to be competitive with traditional and historic 

suppliers of the wine market, it would be necessary to produce and market a consistently 

high-quality product, at reasonable prices. In accordance with the authors, to reach this 

goal several factors needed to be combined, and when connected with each other, they 

had a significant impact in the creation of a competitive context. In other words, this 
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strategy is based on an effective coordination between efforts in research and 

development, the supply chain, sustainable alliances between growers and producers, 

significant public and private sector infrastructures and a unified marketing strategy.  

 

4.2. Competitive advantages in the wine industry  

With the increase of global competition, verified by a growing number of producers 

and an enormous quantity of brands, it is critical for the survival and growth of the 

companies that they ensure the development of competitive capabilities in order to have 

capacity to play in different markets and/or segments (Aylward & Glynn, 2006). 

The countries of the New World are the new players of a global market and 

influence a new way of thinking in the wine industry. In order to produce good quality 

wine, the specific regional characteristics are important, but at the same level, it is also 

imperative to have a new organisational and productive performance, which could 

efficiently promote those natural advantages. 

Aylward and Glynn (2006) refer that to be competitive in the domestic and export 

markets, companies must have a superior performance taking into consideration critical 

factors like: Technical innovation; Product differentiation; Marketing innovation; Price 

competitiveness; Branding. 

For some authors like Kunzler and Bulgacov (2011), an almost impossible 

challenge facing business is to have complete control over of all those competences 

because not every activity can be carried out well relying only on internal resources and 

on individual actions in the market. Research developed by these authors in Brazil, 

demonstrated that competition and collaboration strategies between associations of rural 

producers influenced individual and group performances of those producers included in 

the research area. The same authors refer that a company could establish different types 

of horizontal relationships: competition, cooperation, coexistence, and coopetition, which 

give advantages to companies in different ways.  

Yet, this sector is full of idiosyncrasies, which could explain management 

specificities in a partner relationship, such as: the quality of the grape changes every year 

depending on the weather conditions; the brand history of the wine; the reputation and 

tradition of the corporate brand; the goals of the owners that invest in the company; the 

geographic location of the vineyards and winery, their visual layout and history, all of 
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which could be experienced by the customers; as well as the reputation of the 

winemakers and their distinct ability to create and communicate wine sensations. 

 

4.3. Global wine sector  

The wine industry started in Europe through the transaction of one of the world’s 

oldest commodities. In the last twenty years, the European wine market has been 

confronted with major changes at economic and regulatory levels. The emergence of new 

producing countries has significantly increased the amount of competition, reinforcing the 

global dimension of the wine market (Cafaggi & Lamiceli, 2011). 

4.3.1. Global surface area of vineyards  

One of the key players in this sector is the winegrower, who has to ensure the 

quality of raw material that will form the foundation of the wine production. Some of these 

winegrowers are also winemakers, while others only deliver the grape harvest to producer 

companies or wine cooperatives.  

In accordance with data from OIV (2015), since 2000 there has been a decrease of 

the world’s total vineyard surface area, mainly due to the reduction of European 

vineyards. Yet, this reduction has been partially offset by the increase of the planted 

surface areas in the rest of the world, in particular in China, which is now the second 

largest in the world (see Table 21).  

According to the OIV (2015), Spain is the country with the largest vineyard area, 

closely followed by China and France and then Italy. Portugal comes in eighth place with 

224 000 hectares of vineyards.  

Nevertheless, Portugal is a world leader in percentage of vineyard area in relation 

to the total area of the country. This means that 2.59% of the country is occupied with 

vines. Italy is the only country that comes close, with 2.55%. Spain has 2.01% and France 

even less, 1.45%. Argentina, for example, has only 0.08% of its surface area covered with 

vineyards. This data shows that Portugal, Italy and Spain are the countries that have more 

vineyard surface area in their national territory (Revista de Vinhos, 2014). 
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Table 21. Surface area of vineyards worldwide 

 
Source: OIV 2015 

4.3.2. Global grape production 

In the last 15 years, we have observed an upward trend in grape production, over 

13.7% (see Figure 11). In the same period, grape production has increased, despite the 

decline in vineyard surface area. The explanation for this is related to a rise in yield due to 

the continual improvement of viticultural techniques and favourable climate conditions in 

some countries (OIV, 2015). 

Figure 11. Evolution of worldwide grape production 

 
Note: Mqx: millions of quintals (100kg) 
Source: OIV (2015) 

 

4.3.3. Global wine production 

The 10 largest wine producers that currently account for 80% of world production 

are: France, Italy, Spain, USA, Argentina, China, Australia, Chile, South Africa and 

Germany (see Figure 12) (IVV, 2011; OIV, 2015). Portugal holds the 11th position in the 

world ranking of wine producing countries, as shown in Table 22 below. 

kha 2010 2011 2012 2013
2014

Forecast

2010/2014

Variation 
Share

Spain 1 082     1 032      1 033        1 037      1 038       -4.1% 13.7%

China 588        633         709           760         799          35.9% 10.6%

France 804        796         792           793         792          -1.5% 10.5%

Italy 739        720         713           705         690          -6.6% 9.1%

Turkey 514        508         497           504         502          -2.3% 6.6%

USA 404        413         412           424         425          5.2% 5.6%

Argentina 218        219         222           224         228          4.6% 3.0%

Portugal 236        236         233           229         224          -5.1% 3.0%

Chile 204        206         206           208         211          3.4% 2.8%

Romania 191        191         192           192         192          0.5% 2.5%

Australia 171        170         162           157         154          -9.9% 2.0%

South Africa 132        133         135           133         132          0.0% 1.7%

Greece 112        110         110           110         110          -1.8% 1.5%

Germany 102        102         102           102         102          0.0% 1.3%

Brazil 92          90           91             90           89            -3.3% 1.2%

World Total 7 526     7 497      7 513        7 564      7 573       0.6% 100.0%

(1) Including data/comments received by May 2015

(2) Including the area not yet in production, and regardless of the grapes final destination

kha; thousands of hectares
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Figure 12. The main wine producing countries in 2014 

 

Source: OIV (2015) 

According to OIV (2015), the average global wine production has been relatively 

stable over the period of 2000-2014. Although a downward trend can be observed, 

Europe remained the top wine producer, France was the leading country, ahead of Italy 

and Spain (see Table 22). 

In addition, production in the southern hemisphere (with emphasis on Argentina, 

New Zealand and South Africa) and in the United States continued to increase. 

Table 22. Global wine production 

 

Source: OIV (2015) 

Mhl 2010 2011 2012 2013
2014

Forecast

2010/2014

Variation 
Share

France 44,4 50,8 41,5 42 46,7 5.2% 17.3%

Italy 48,5 42,8 45,6 54 44,7 -7.8% 16.6%

Spain 35,4 33,4 31,1 45,3 38,2 7.9% 14.1%

USA 20,9 19,1 21,7 23,6 22,3 6.7% 8.3%

Argentina 16,3 15,5 11,8 15 15,2 -6.7% 5.6%

Australia 11,4 11,2 12,3 12,3 12 5.3% 4.4%

South Africa 9,3 9,7 10,6 11 11,3 21.5% 4.2%

China 13 13,2 13,5 11,8 11,2 -13.8% 4.1%

Chile 8,8 10,5 12,6 12,8 10,5 19.3% 3.9%

Germay 6,9 9,1 9 8,4 9,2 33.3% 3.4%

Portugal 7,1 5,6 6,3 6,3 6,2 -12.7% 2.3%

Romania 3,3 4,1 3,3 5,1 3,7 12.1% 1.4%

New Zealand 1,9 2,4 1,9 2,5 3,2 68.4% 1.2%

Greece 3 2,8 3,1 3,3 2,9 -3.3% 1.1%

Brazil 2,5 3,5 3 2,7 2,7 8.0% 1.0%

Hungary 1,8 2,8 1,8 2,7 2,6 44.4% 1.0%

Austria 1,7 2,8 2,1 2,4 2 17.6% 0.7%

OIV World Total 265 268 258 291 270 1.9% 100.0%

(1): Countries with a wine production of more than 1 Mhl. (2): Including data/comments received by May 2015

Mhl: Millions of hectoliters
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4.3.4. Global wine consumption  

 In 2014 the world wine consumption was estimated at 240 Mhl. The wine 

consumption was still marked by the effects of the economic and financial crisis of 2008, 

which has impeded the return to the growth of global consumption observed between 

2000 and 2007 (see Figure 13) (OIV, 2015). 

A shift in the wine consumption patterns has characterised the period 2000-2014. 

Presently, about 40% of the wine is consumed outside of European countries, compared 

to 31% in 2000. The new growing markets are located in countries in North America and 

Asia, while the traditional wine consumer countries recorded a reduction in their share of 

the global market (OIV, 2015). 

Of the top world wine consumer countries, USA, France, Italy and Germany are 

the four leaders. They represent 41% of the total consumer volume. But if we add to 

these, the next five largest consumer countries – China, UK, Russia, Argentina and Spain 

– 66% of the total consumer volume is then explained (OIV, 2015). Portugal is in the 12th 

position of the world consumer countries (see Table 23). 

Figure 13. Evolution of global wine consumption 

 

 Mhl; Millions of hectoliters 
 Source: OIV (2015) 
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Table 23. Global wine consumption 

Mhl 2010 2011 2012 2013 
2014 

Forecast 
  

2010/2014 
Variation  

Share 

USA 28 28 29 30 31 
 

10.7% 12.9% 

France 29 29 29 29 28 
 

-3.4% 11.7% 

Italy 25 23 23 22 20 
 

-20.0% 8.3% 

Germany 20 20 20 20 20 
 

0.0% 8.3% 

China 16 17 18 17 16 
 

0.0% 6.7% 

United Kingdom 13 13 13 13 13 
 

0.0% 5.4% 

Russia 12 12 11 10 10 
 

-16.7% 4.2% 

Argentina 10 10 10 10 10 
 

0.0% 4.2% 

Spain 11 10 10 10 10 
 

-9.1% 4.2% 

Australia 5 5 5 5 5 
 

0.0% 2.1% 

Canada 5 5 5 5 5 
 

0.0% 2.1% 

Portugal 5 5 5 4 4 
 

-20.0% 1.7% 

South Africa 3 4 3 3 4 
 

33.3% 1.7% 

World Total 240 243 243 243 240   0.0% 100.0% 

Mhl: Millions of hectoliters 
       Source: OIV (2015)  

Table 24. Wine consumption per capita - 2003-2013 (liters / person / year) 

Member States of the EU  

 

Others countries 

Countries 2003 2013 
2003/2013 
Variation  

 

Countries 2003 2013 
2003/2013 
Variation  

Luxembourg 56.7 49.8 -12.2% 
 

Switzerland 40.6 32.8 -19.2% 

France 56.6 42.7 -24.6% 
 

Argentina 32.5 24.9 -23.4% 

Portugal 50.8 43.5 -14.4% 
 

Australia 21.2 22.9 8.0% 

Italy 50.7 36.4 -28.2% 
 

Uruguay 22.7 20.4 -10.1% 

Austria 29.3 30.9 5.5% 
 

Chile 16 17.8 11.3% 

Germany 23.9 25.2 5.4% 
 

Norway 12.3 15.5 26.0% 

Sweden 16.8 22.1 31.5% 
 

Canada 10.9 12.4 13.8% 

United Kingdom 19.4 19.9 2.6% 
 

USA 8.2 9.2 12.2% 

Spain 32.8 19.5 -40.5% 
 

South Africa 7.4 6.9 -6.8% 

Source: ViniPortugal 2015a 

4.3.5. World wine consumption per capita 

According to ViniPortugal (2015a), with regards to the consumption of wine per 

capita, some European Union countries continue to appear at the top of the world 

rankings, such as Luxembourg, France and Portugal. However, consumption has been 

declining in recent years, both in EU countries and others, although this trend is not 

widespread. Sweden was the country that stood out for growth per capita consumption in 

this period, as well as Norway, Canada and the USA. By opposition, the countries with the 

largest decrease were Spain, Italy and France (see Table 24). 

4.3.6. Global wine market growth – International wine trade 

According to ViniPortugal (2015a) and OIV (2015), in the period between 2000 - 

2014, the market grew in terms of volume and value (see Figure 14).  
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The wine market is an increasingly globalised sector: ten years ago, 27% of wine 

consumed was imported, while today this market share is 47% (OIV, 2015; ViniPortugal, 

2015a). 

ViniPortugal (2015a) refers to the period between 2004-2014 and estimates that 

global wine exports have increased 42%, while exports originating in the European Union 

did not exceed 31%, thus showing that the largest increase in exports are from other 

continents, such as South America, Africa or Oceania (see Figure 15). 

Figure 14. The evolution of wine trade in terms of volume and value 

 

Source: OIV (2015) 

Figure 15. Analysis of exports / production in the world and the EU, 2004-2014 (%) 

 
Source: ViniPortugal (2015a) 

As shown in Table 25, the six main importing countries accounting for more than  

half of total imports are: the United States, the United Kingdom, Germany, Canada, Japan 

and China. However, China stands out due to the significant levels of growth because its 

consumption per capita is low (IVV, 2011; OIV, 2015).  

In relation to wine exporting countries, France and Italy, with an excellent wine 

image, and Australia, with a good quality/price relation, are usually the countries with 

more market quota (see Table 26). These countries are followed by Spain, Chile and also 

World 

UE 
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Argentina which have demonstrated the capacity to adapt to international markets (IVV, 

2011; OIV, 2015). Portugal belongs to a second group with an interesting growing 

potential, but at the moment it reveals a modest growth (IVV, 2011). 

In agreement with Aurand (2014), since the beginning of the century, almost all of 

the top 10 exporters increased their value. 

Table 25. Main wine importing countries 

 
 Source: ViniPortugal (2015c) 

Table 26. Main wine exporting countries 

 
 Source: TradeMap, ITC (as cited in ViniPortugal (2015c) 

 

Million € 2010 2014
2010/2014

Variation 
Share

USA 3 360     4 203      25.1% 15.7%

United Kingdom 3 848     3 791      -1.5% 14.2%

Germany 2 092     2 520      20.5% 9.4%

Canada 1 280     1 458      13.9% 5.5%

Japan 883        1 235      39.9% 4.6%

China 600        1 142      90.3% 4.3%

Belgium 859        988         15.0% 3.7%

Switzerland 794        917         15.5% 3.4%

Netherlands 857        909         6.1% 3.4%

Russia 621        843         35.7% 3.2%

Hong-Kong 677        820         21.1% 3.1%

France 531        626         17.9% 2.3%

Sweden 477        604         26.6% 2.3%

Denmark 496        549         10.7% 2.1%

Singapore 281        473         68.3% 1.8%

Australia 330        458         38.8% 1.7%

Norway 264        354         34.1% 1.3%

Italy 259        302         16.6% 1.1%

Brazil 189        244         29.1% 0.9%

Irland 230        218         -5.2% 0.8%

Others 2 876     4 040      40.5% 15.1%

World Total 21 804   26 694    22.4% 100.0%

Million € 2010 2014
2010/2014

Variation
Share

France 6 317     7 720      22.2% 29.7%

Italy 3 908     5 105      30.6% 19.6%

Spain 1 879     2 559      36.2% 9.8%

Chile 1 165     1 396      19.8% 5.4%

Australia 1 438     1 262      -12.2% 4.8%

USA 832        1 104      32.7% 4.2%

Germay 880        976         10.9% 3.7%

New Zealand 583        861         47.7% 3.3%

Portugal 608        728         19.7% 2.8%

Argentina 561        633         12.8% 2.4%

South Africa 628        591         -5.9% 2.3%

Others 2 275     3 097      36.1% 11.9%

World Total 21 074   26 032    23.5% 100.0%
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4.4. Portuguese wines 

Porter (1994) identified the main problems of the Portuguese wine sector as being: 

structural problems of the sector that influence the quality and cost of the product; 

marketing inefficiencies, such as the launching of a large number of brands without a 

strong brand image; and little knowledge of working with marketing mix factors, which 

influence the market response. The author presented proposals for promoting changes in 

the sector related with the improvement of: production efficiency; market orientation for 

R&D structures; the development of a Portuguese wine brand in the domestic and 

international market. Twenty years later, the same main problems remain influencing the 

competitiveness of the Portuguese industry. 

Nowadays, Portugal is still an old and relatively small wine producer, but the wine 

has been regarded all over the world as being top quality and unique. This has been 

confirmed by Portuguese wines regularly winning the most prestigious international 

awards. 

4.4.1. Country and vineyard 

Portugal is a country decisively wagered on wine. Perhaps like no other in the 

world (with the possible exception of France and Italy). So, we can see that it is the first in 

the world with regards to the percentage of vineyard area in the country and also the third 

largest consumer per capita in the world ranking. If we add to this the many centuries of 

vineyard and wine history, we can easily come to the conclusion that we are dealing with 

powerful indicators of the huge potential of Portuguese wine (Revista de Vinhos, 2014). 

 

4.4.2. Portuguese wine; tradition and innovation  

Luis Pato, a renowned producer and vice president of ViniPortugal, says that, in 

recent decades, much has changed for the better in Portuguese wines. The modernization 

of production and the development of new know-how, the acquisition of international 

experience of winemakers, but also the optimization of indigenous grape varieties and 

excellent climate and soil, is the formula that has made it possible to offer the markets 

more competitive and unique wines (Revista Portugalglobal, 2013). 

For this producer, the development of knowledge, the creation of better grapes, the 

characteristics of Portuguese grape varieties, and the modernization of the wineries are 

three essential factors that have created conditions for producing high quality and 
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differentiated wines. However, this producer states that this undertaking has been 

painstakingly long because planting, selecting, and waiting a ten-year period, and in some 

cases even two decades, is necessary in order to reach a high level of quality of the wine, 

because this does not only requires time but also investment (Revista Portugalglobal, 

2013). 

The great diversity of indigenous grape varieties ensures that Portugal not only 

has an unquestionably rich heritage, but also a diversity like no other country. Although 

some regions in recent times have started using non-traditional varieties, but without any 

relevance, the dominant grape variety in the vineyards continues to be those from the 

Portuguese national list of indigenous grape varieties (Falcão, 2013; ViniPortugal 2015b). 

This list identifies 342 authorized indigenous grape varieties to be used in the production 

of grapes (Falcão, 2013). 

This diversity and uniqueness of the grape varieties, accompanied by the influence 

of terroirs, associated with an enormous variability in regions and microclimates that can 

be of an Atlantic nature (Vinho Verde, Bairrada, Lisboa, Setubal Peninsula), 

Mediterranean (Douro, Tejo and Alentejo) or continental (Dão, Trás-os-Montes, Beira 

Interior), offers a wide range of wines adapted to various uses and circumstances (Revista 

Portugalglobal, 2013).  

In Figure 16, we can also see the more significant regions in the production of wine 

in Portugal, of which are prominent: Douro; Lisbon; Alentejo; Beiras, Tejo and the Setubal 

Peninsula (Falcão, 2013). In Figure 17,  the diversity of the main wine regions and their 

denominations of demarcated origin (DOC), illustrated in this map, represents the great 

variety of categories of wines produced in Portugal (ViniPortugal, 2015d).  

Figure 16. Demarcated wine producing regions, 2012/2013 

 

 Source: Falcão (2013) 
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Among the various types of wine, red wine represents the largest market share. 

However, presently many consumers have reduced spending and consumption on wine. 

In response, leading players of wine are focusing on growing niche product areas, such as 

other styles of sparkling wine and rosé wines. Pricing has also been focused on recently, 

with some leading brands notably making a strong investment in low-priced bag-in-box 

packs. Some players have also been targeting premiumisation, seeing as they prefer to 

add value rather than volume (Euromonitor, 2015). 

Wines in Portugal combine tradition and innovation and the result is in sight; 

Portuguese wines are increasingly internationally awarded. Portugal regularly has brands 

in the top 100 of the best wines in the world, published in the most prestigious 

international wine magazine, the Wine Spectator (2015). 

Figure 17. Map of the main demarcated regions of wine production 

 

Source: ViniPortugal (2015d) 
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4.4.3. International recognition of Portuguese wine  

Currently, the international reputation of Portuguese wines is unquestionable. 

Portugal is a brand recognized by international critics, as evidenced by the fact that in 

2014 Portuguese wines were awarded 3.535 prizes in prestigious international 

competitions (ViniPortugal, 2015b), such as; Decanter World Wine Awards (DWWA); 

Concours Mondial de Bruxelles; International Wine Challenge (IWC); International Wine & 

Spirits Competition (IWSC); Challenge International du Vin; China Wine & Spirits Awards. 

Portugal has specialized itself in the production of high quality sophisticated wines, 

thus producing wines that combine the flavours and aromas of a multiplicity of grape 

varieties, often combining in one wine more than 30 varieties, with all the richness that 

they offer (AICEP, 2014). 

Included in the ViniPortugal “Strategic Plan for Wines of Portugal, 2015-2017” 

(ViniPortugal, 2015e), the defined positioning is "A world of difference", which also 

supports the fact that the Portuguese are considered true "masters of blend", in other 

words, masters in the art of combining varieties for the production of multiple styles of 

wines and top quality profiles. For this entity, which is responsible for the international 

promotion of Portuguese wines, the wines of Portugal "are wines with soul," that is, they 

have families, people and history in their genesis that enrich and give value to this 

product. 

The wine producer, Luis Pato, thinks that it is very difficult for Portugal to use a 

promotional strategy similar to that of Chile, Argentina, South Africa and in the near future, 

China, not only because of the production costs involved, but also because of the lack of 

uniformity of the characteristics of Portuguese wines, as well as the lack of production 

scale. Nonetheless, one factor to consider when exploring the diversity of these wines, is 

that it easily adapts to any type of cuisine from anywhere in the world (Revista 

Portugalglobal, 2013). 

The quality of Portuguese wines is recognized by international experts, but it is not 

yet known by foreign consumers. It is difficult to have a specific space in wine shops and 

on the wine list in certain restaurants due to the fact that it does not have a strong country 

brand (Ferreira, 2011). This means that it is not sufficient to merely produce a good wine 

and use the traditional marketing weapons. 
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4.4.4. Internationalization of Portuguese wine 

The main problem for almost all Portuguese firms is to understand how to respond 

to the continuous decrease of the price of wine in the global market, especially when it is 

already so low. Despite this, Portuguese wines (table wine, ports, liqueur and verde) are 

becoming more and more prominent in the export market, consequently earning visibility 

and awareness. Producers have modernized production methods, which has contributed 

to the high quality of the wines. On the other hand, there has been greater investment in 

promotion, which helps markets recognize the variety of Portuguese wines. They are 

distinguished by unique features that enhance their competitiveness in cluster markets 

such as “lovers of excellent wines” (Revista Portugalglobal, 2013). 

Driven by the result of decades of work and the economic crisis of the internal 

market, many leading wine producers shifted their focus from domestic sales to exports, 

pushing to boost the image of Portuguese wine by pursuing prizes at international 

competitions (Euromonitor, 2015). In accordance to data from AICEP (2015), since 2010, 

the number of export destination markets has gradually increased and Portugal went on to 

occupy the ninth world ranking position as an exporting country (see Table 27). 

Table 27. Portuguese wine exports 

 

Source: AICEP, 2015 

According to ViniPortugal (2015b), as a result of this effort and impetus, the 

exports turnover of Portuguese wine has been increasing from year to year and 

represents: 725 million euros of wine exports in 2014 (including Port and Madeira wine); 

11% of the Food and Drink Manufacturing Industry; 1,5% of the total national exports of 

goods; 66% of the export of Portuguese “beverages, spirits and vinegar" products; 45% of 

the exported wine production. 

AICEP (2015) states that the main export markets are France, Angola, United 

Kingdom and USA (see Table 28). 

Exportation 2010 2011 2012 2013 2014

Value (1.000 €) 614 380 656 918 703 505 720 794 729 298

Number of export markets 127 128 130 132 138

Wine Export (world ranking) 9 9 10 9 9

Wine Exports (share in world ranking) 2.88 % 2.78 % 2.73 % 2.75 % 2.80 %
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 Table 28. Export destinations of Portuguese wines 

 

Source: AICEP (2015) 

 

4.4.5. Domestic market 

It is possible to classify the main players that work in this market into two main 

areas of economic activity: the production area and the sales area that distributes the 

product until reaching the final consumer. To be able to work in the wine market, these 

agents must be registered in the IVV in one of the following categories (see Table 29): 

Winegrower; Winegrower-bottler; Bottler; Producer; Distributer/wholesaler; Exporter or 

Importer (IVV, 2015). 

Euromonitor (2015) suggests that wine still remains a highly fragmented product 

area in Portugal, verified by the large number of producers in the country. This 

fragmentation is particularly pronounced in table wine. This is chiefly due to growing 

interest in smaller premium producers, seeing as consumers increasingly prioritise quality. 

1.000 € 2010 2011 2012 2013 2014
2010/2014

Variation

2014 

Share

France 110 519 110 544 112 817 113 357 110 446 0,0% 15.1%

Angola 56 310 73 196 86 352 93 751 95 554 14.6% 13.1%

United Kingdom 66 525 66 636 72 410 72 394 73 178 2.5% 10.0%

USA 44 880 47 386 51 285 55 874 59 263 7.2% 8.1%

Belgium 49 334 49 416 46 866 46 462 47 184 -1.1% 6.5%

Germay 35 150 34 841 39 127 39 742 46 553 7.5% 6.4%

Netherlands 49 723 49 056 50 377 49 074 45 721 -2.0% 6.3%

Canada 34 004 34 227 37 059 38 693 34 854 0.9% 4.8%

Brazil 24 960 29 103 28 596 28 212 28 735 3.8% 3.9%

Switzerland 18 457 20 031 21 961 24 245 26 069 9.0% 3.6%

Sweden 13 791 14 385 15 265 15 535 14 900 2.0% 2.0%

Denmark 16 228 13 410 9 410 11 258 14 692 0.7% 2.0%

Poland 6 402 10 161 11 378 14 183 14 625 24.6% 2.0%

Spain 11 563 14 880 21 005 19 079 14 034 8.6% 1.9%

Luxembourg 8 399 8 291 8 731 9 216 9 793 4.0% 1.3%

China 5 003 8 616 10 713 11 237 9 599 21.7% 1.3%

Mozambique 3 817 5 050 7 111 6 435 7 721 20.9% 1.1%

Norway 6 066 5 867 6 811 6 987 7 241 4.8% 1.0%

Italy 6 828 6 376 7 119 5 791 6 401 -0.8 0.9%

Macau 4 732 5 896 6 846 5 257 6 189 8.8% 0.8%

Others 41 690 49 549 52 265 54 013 56 544 8.1% 7.8%

TOTAL 614 380 656 918 703 505 720 794 729 298
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Table 29. Number of active registrations for economic activity 

 

Data on March 15, 2015 

Source: IVV (2015) 

For producers to get the product to the consumer, they usually go through the 

distributor. The latter can work the on-trade wine distribution channels (resale, restaurants 

included) and the off-trade (direct sale to the consumer, such as hyper-markets), or may 

specialize in just one. 

The number of winegrower-bottlers, bottlers and producers is much higher than the 

number of distributors in the market (see Table 29). This difference is aggravated when 

we find that the amount of companies structurally able to work at national level in the wine 

distribution channels is greatly reduced. From what we could observe during several visits 

to the major national fairs, there were 200 wine producers displaying, and only about 12 

distributors present. This means that only the most organized producers with higher 

capacity can work with distributors. Nevertheless, in the case of a small producer that 

offers an extremely distinctive product or a wine produced by a renowned winemaker, 

they may also have an opportunity to be included in the distributor’s range of products. 

These days, there is a trend in the market to return to total volume growth. This is 

be largely due to a stronger economic performance in Portugal, which will enable 

consumers to spend more freely on wine. In addition, strong investments in production 

quality and the rising international reputation of Portuguese wine will instigate sales 

growth (Euromonitor, 2015). 

 

Activity Total

Winegrower
4 320

Winegrower-bottler
2 254

Bottler
2 523

Producer
2 170

Distributer/Wholesaler
2 758

Exporter or Importer 
3 070

Total 17 095
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4.5. Summary and main conclusions 

In this chapter, we wanted to get to know the wine sector in the Portuguese 

context and framework in terms of domestic and international market. In this analysis, we 

realized that this country, although small, has a prominent place in the world wine market. 

The study of this market reveals that, in more recent decades, with new 

generations of winemakers and managers, the industry learned to combine tradition with 

the most modern production and marketing techniques. 

However, it is interesting to note that the sector is still very conservative with 

regards to the grape varieties authorized in the production of wine, and it was this 

behaviour that provided a competitive advantage in the global context. So, the events that 

led to Portuguese producers forcibly use autochthonous grape varieties, while other 

countries relied on international grape varieties, made the Portuguese wine differentiate 

itself from the competition. 

Another important and distinguishing aspect of this sector is that we talk about a 

product that is never the same, because it carries the characteristics of the grape, the 

terroir, the flavours of the vineyard, the reputation of the winemaker and, almost always, 

the corporate brand representing the history of a family. 

 

   

 

 

 





 

 

 

 

 

 

 

 

 

 

 

 

 

5. EMPIRICAL STUDY - ONE 

  

 

Exploring the attitudes of bottled wine distributors towards wine producers 

in the Portuguese wine sector 
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5. EMPIRICAL STUDY - ONE  

Exploring the attitudes of bottled wine distributors towards 

wine producers in the Portuguese wine sector 

 

 

After carrying out the systematic literature review on the topic of RQ, and having  

also identified gaps to explore, defined the methodology of research to support this study 

and studied the wine context, it is now time to move on to an empirical view. 

This chapter is structured as follows: The next section presents a brief theoretical 

background; Thereafter, the methodology of the interviews is described, and the findings 

are presented; Finally, the conclusions, the implications for the wine sector, the limitations, 

and suggestions for further research are outlined. 

 

5.1. Introduction 

 

5.1.1. Context of study one 

With this first study, we intended to carry out a primary analysis of the business 

relationship between two major sector players.  

In the wine sector, the distributor is an important player who greatly influences the 

retailing of bottled wine to consumers. Therefore, this study aims to explore the attitudes 

of bottled wine distributors towards wine producers in the Portuguese wine sector. We 

consider that such attitudes are manifested by the distributors’ behaviour intentions (Ajzen 

& Fishbein, 1977, 1980), thus having consequences for both producers and customers. 

This research is an innovative approach to exploring business relational attitudes 

and we expect that it will provide a new understanding for managers of the wine sector, so 

as to give value to the brand company and promote sustainable relationships with the 

distributing clients. 
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5.1.2. Theoretical foundation for study one 

Companies are open systems that exchange resources such as: material 

goods/services, personnel, information and financial assets. The success of a company 

can be influenced by the style of the relationship that is developed with other players 

(Anderson & Narus, 1990).  

In a globalized world, nowadays the market is much more complex, consumers are 

more sophisticated and the endeavour to reach new customers is more demanding. 

Therefore, companies tend to focus on holding on to their customers and improving the 

relationship they have with them (Crosby et al., 1990). The proactive effort of achieving 

strong relationships is proving to be more effective in the development of loyalty, 

competiveness and in promoting profits rather than reaching new customers 

(Athanasopoulou, 2009; Bobot, 2011; Crosby et al., 1990). Loyalty itself is a strong 

relationship concept, as long as it is analysed as a long-term, committed, and affect-laden 

partnership (Fournier, 1998). 

Currently, the loyalty concept has more value than traditional brand loyalty, and 

requires a shift in business thinking and its practices to ensure firm competiveness 

(Athanasopoulou, 2009; Fournier, 1998). It is important to understand that each marketing 

mix action will develop meanings and consequently behaviours of initiation, maintenance 

or destruction of the relationships among partners. This means that a manager must know 

what he intends to do for the customer, but also predict the significance that his actions 

will have for the customer, depending on the context (Fournier, 1998). 

In this vein, Fournier (1998) is one of the first researchers to study consumer-

brand relationships. When defining a relationship, Fournier (1998, p. 345) states a 

“relationship is, in essence, what the relationship means.” The type of relationship 

between partners is shaped by the context supported by three important sources of 

meaning: the psychological, the socio-cultural and the relational involvement. 

RQ is a concept developed on the basis of human relationship literature and 

relational marketing, and it is used to predict dyadic consequences of established 

relationships (Fournier, 1998). The concept is related to the evaluation of the partner’s 

performance in his partnership role. The main relationships that happen in the industrial or 

consumer market, to exchange goods or services, are: B2B; B2C or even in a consumer-

brand context (Athanasopoulou, 2009; Fournier, 1998).  
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Our study focuses on the business partnership between wine distributor and wine 

producer. Although they are in different positions of the supply chain, both are responsible 

for the business relations established between them, which will influence the performance 

for the final consumer of the product (Anderson & Narus, 1984). As far as we know, the 

quality of the relationship between the distributors and the wine producers has not been 

properly analysed. 

The wine sector has its own specificities. The final wine product is very dependent 

on the soil, the climate, the quality of the grapes, as well as the skills and knowledge of 

the producers and employees. Therefore, even building and using the same 

infrastructures, the same technology, financial resources and grapes could produce a 

different final wine product. Hence, this study aims to explore the attitudes of the bottled 

wine distributors towards the wine producers in the Portuguese wine sector. We intend to 

identify the most valuable facets acknowledged by the wine distributors, which could be 

used in the assessment of the RQ between them and the wine producers. 

 

5.2. Method and sampling of study one 

 

5.2.1. In-depth interview 

The study relied on in-depth interviews, that is to say, “a non-structured interview, 

direct, personal, in which a single respondent is tested by an interviewer, highly trained to 

identify motivations, beliefs, attitudes and sensations subjacent to a given topic” 

(Malhotra, 2001, p. 163). 

The interview begins by explaining the purpose of the research and requesting that 

the same be recorded, followed by the planned questions, according to Gubrium and 

Holstein (2001). The average time for each interview was 60 minutes. 

Two main questions in the interview were determined so as to foster 

complementary information: 

i) How do you describe the relationship that your distributing company has with 

its main “Corporate brand of wine producers” (main wine supplier)? 

ii) Which characteristics do you value the most in a supplier that can help 

develop a relationship of commitment with the “Corporate Brand” of a wine 

producer? 
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5.2.2. Sample collection and characteristics 

To choose the sample, we decided visit a major national wine fair, in which we 

confirmed the presence of important bottled wine distributors that supply the internal 

market. These distributors work with the majority of corporate brand producers of 

Portuguese wines. 

The participants interviewed (eleven - 90% of total distributors at the fair), which 

represent the majority of the most important bottled wine distributors, were considered 

sufficient in number to represent the viewpoints of the critical dimensions in wine 

distributor–producer quality relationships in Portugal. Table 30 shows the sample 

characteristics. 

The quantity of interviews is related with the fact that the data was saturated and 

the last interviewees did not present new approaches in comparison with the previous 

(Glaser & Strauss, 1967). 

Table 30. Sample characteristics 

Respondent Function 
Sector 

experience 
(years) 

Nº of producers 

1 Director of Marketing, Communications and New Business 2 + 10 

2 Product Manager  32 + 10 

3 Marketing Manager 7 5 

4 Managing Partner  20 16 

5 Marketing Coordinator  11 66 

6 Sales and Marketing Manager in the  national market 18 9 

7 Company CEO  15 25 

8 Marketing Manager / Project Manager 7 4 

9 Marketing Manager 8 9 

10 Product Manager or  Brand Manager 5 9 

11 Sales Director 6 +10 

Source: author’s elaboraton 
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5.3. Findings of study one 

The data analysis was applied to the transcribed interviews and involved the use of 

qualitative data analysis software, the programme ATLAS TI. The software was used to 

systematically organize and analyze the content of the interviews. 

The content analysis shows that distributors develop six main attitudes towards 

producers (see Figure 18): (1) Long-term Relationship; (2) Cooperation; (3) 

Interdependence; (4) Product Quality; (5) Trust; (6) Brand Image. 

Figure 18. The most valued attitudes by distributors 

 

Source: author’s elaboraton 

Subsequently, examples of expressions were taken from the interviewees, which 

helped to categorize these attitudes. 

(1) Trust 

1) “Fulfil obligations”; 2) “the relationship that is established is very important”; 3) 

“There are many moments in which we will have to be in line with each other”; “the 

person”; 6) “Our distributing company is established on the basis of that trust and the 

producer’s trust”; “solid foundation of trust and guarantee”; “Beyond that familiar 

relationship, that also constitutes a great part of the trust that we have in the producer”; 

“guarantee and trust”; 7) “absolute transparency”; “strategy that the company, or in other 

words, the brand in question that we are representing, has in the market that, in this case, 

we are working on, the Portuguese, in our case, so that it is to us quite clear which are the 

goals of that brand”; 8) “Find companies that are very similar to ours in terms of the values 

that we use”; 9) “honesty with the producers”; 10) “complete openness and transparency, 

so that the relationship begins to be built, right from the start, based on trust”; 11) “True to 

their word”; “loyalty, trust, professionalism and honesty.” 

Long-term 

Relationship 
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(2) Cooperation 

1) “Their collaboration in the events that are necessary”; 2) “he tries to produce 

some other kind of product that, for example, is included in the needs that we are asking 

of him, ….with this brand we have been able, many times, to get a better price to carry out 

a certain business deal.” 3) “what is needed is someone to take charge of that company, 

that has the capacity to be a leader and listen, as well as to adapt the wines and 

strategies to that distributor”; 4) “from the beginning we have built, from the coupage of 

wines that they were making, to the type of reference, image, market price, as well as our 

purchase price. Seeing as our integration was very good from the beginning, we did not 

limit ourselves to buying and selling”; “our work was not restricted to purchasing and 

selling, but accompanying the producers from the production of the coupage to the image, 

to the price”; 5) “Afterwards, we could also intervene, and enjoy doing so. Help producers 

to improve the type of bottle, as well as the label. Give our perception of the market so it is 

easier to reach”; 6) “We were able to have this exchange in the wine Industry that also it 

allows us to assess which are the consequences and the impacts in the market of the 

quality products and that we, after in the operation, also want to always be in the forefront 

where, when we present a product to the consumer, he will have that same guarantee that 

we have placed on our own products since 1588. And everything works. When I was 

talking about depth of the channel, it is exactly that. They know how to do it well. And we 

know enough to distribute it, through the proper channels”; 7) “Every time there is a 

relevant question, a strategy for the brand, in that case corporate. We spoke about 

meeting”; “we reviewed and made common decisions. And never isolated decisions and 

that causes some surprise to the brands that we represent”; 8) “We work a lot as a team, 

in other words, we practice decision making as a group. And basically we feel like we are 

all a single company”; 10) “They are plans that are clearly made in line with and in the 

partnership, clearly. It’s truly a partnership. It is working together.” 11) “a relationship of 

mutual assistance is always present, daily”; “All the work carried out with the producer is 

already an economic advantage for both parties.”  

(3) Long-term Relationship 

1) “Total trust; because I like to work with them.”; “build a sustainable relationship”; 

“so that there is a good relationship”; 2) “we have to strengthen our bond”; “we usually 

have a partnership… agreements of at least 3 years, so that we can work in the market: 

making a brand isn’t possible to accomplish in a year… nor maybe in two.”; “Nowadays, a 

wine brand takes three to five years if the producer has financial capacity. And time and 
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capacity to wait, which is a terrible thing, nowadays. It’s the time that it takes for a brand to 

implement itself in the market as having quality.” 3) “We need to have a good relationship, 

due to the nature of the company, it’s compulsory”; “good communication, because they 

are producers, I brought them together, because I already knew them right from the 

beginning, therefore they were prior relationships, even as far back as from school, I 

mean, a very close relationship”; “having people in line with the same sense of being. 

Because we, we have to do a global job, which will take time”; 4) “from the beginning we 

had a strong involvement”; “we want producers that dedicate themselves, that know and 

accompany the market, daily”; 5) “That is the close relationship that we want to have”; 6) 

“The relationship with those people. That is what makes the difference. It’s having the 

possibility to tell the whole story behind each bottle”; 7) “It is having a good relationship 

and connection among the team that makes the link with the suppliers, with the brands 

and, we can say, with the people of the company with whom we have that relationship.”; 

8) “We have some sustainability values and, in the long term, we intend to build value for 

the company and for the producers.”; 9) “It is a relationship and, in the end, the producers 

are also our shareholders.”; 10) “The relationships, this relationship was built a few years 

ago. Now there is proximity, which is also personal. Personal relations that have already 

been developed”; 11) “a brand that is made by that Distribution company should always 

be maintained by it, because it was a very expensive process for the company.” 

(4) Interdependence 

1) “I represent exclusively”; 2) “our work is closely related with the importance and 

with a strategy and with the know-how that the owner puts into the brand”; “that producer, 

which is our anchor, has been supporting us through his actions and visibility”; 3) “this has 

to be a partnership”; 4) “it is a relationship considered almost as a commercial “strong 

arm” of producing companies, not as much as a purchase and sales company”; “Which 

are interested in knowing where their products are. Which are interested in knowing, in 

helping to sell and turnover stock, so that the client, to whom we sell, can also sell these 

products. It’s them, that are closer, that are interconnected with us, they are the ones that 

are more likely to continue working with us”; “what is very important is to accompany the 

producers’ products with the distributor”; 5) “the “Distributor” will work as an extension of 

the producer, he is the person who shows his face in the market”; “we want to have that 

kind of primitive relationship with the producer”; 6) “the relationship that exists nowadays 

is one of complete trust in their production, and they, better than anyone else, know how 

to make wine, but we know how to sell it, we know how to distribute it”; 7) “The first thing 
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that someone should do, is talk to each other. In order to be completely certain that, right 

from the beginning, the problem is completely clear for both parties and many times that 

problem can be turned into an opportunity.”; 8) “We work with a single company. In other 

words, the “Distributor” is seen as a single entity, and is an extension of the producer in 

the market.”; 9) “It is a very direct contact. Very, very direct with all of them”; “We are 

always in constant contact with our producer”; 10) “It is a management partnership and a 

very close one. We have a good relationship”; “A relationship that requires daily contact, 

close daily contacts, when it comes down to it, it is a relationship based on an exchange 

of shared information. We do not, we do not take any action without first notifying our 

producer”; 11) “This producer is always ready to help as much as possible, and intends to 

always be present in every moment that he is called in to intervene.”  

(5) Product Quality 

1) “a good quality/price ratio”; 2) “quality of the wines”; “the price is always 

important, especially if it is associated with quality”; 3) “quality of the wines, the location is 

important in order to create diversity”; 4) “in every region there are many good producers 

that produce above average quality wines.”; 5) “The quality is intrinsic to the product; it 

also makes sense in the selection”; “we also have to take into account the volume”; 6) 

“Premium products. Super-premium”; 7) “Know the wines well and verify if the brands are 

in fact suitable to the price”; 8) “We have wines represented in each wine region so that 

we are able to offer a wider range to our clients.”; “they are brands that interest us in 

terms of complementing our range”; 9) “prices”; 10) “The amount produced. The amount 

of bottles that is produced yearly. The consistency of that production. Obviously the price, 

the price that is transmitted to us”; 11) “price/quality should be the best of the region.”  

(6) Brand Image 

1) “a brand that he likes and consumes”; 2) “each brand has to be made, as we 

say, made by the producer”; “Having an important brand, a strong brand helps greatly in 

terms of distribution”; “during five years investing in a brand”; 3) “We need a lot of public 

relations, we need a lot of communication, a lot of marketing”; “a lot of money; to build a 

brand; the quality of the project”; 4) “Brands are also very important for our company”; 

“associated factors like the possibility of having visits, or wine tourism or receiving clients 

in a proper manner, are also very important points”; 5) “the capacity to build a brand”; 6) 

“positioning”; “the value that that brand and that producer has in the consumer’s mind”; 8) 

“The notoriety and the quality associated to the “Producer” brands have added-value”; 
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“The image of the “Producer’s brand” is converted into a competitive benefit”; “The 

capacity to develop brands.” 9) “the importance of brand to clients”; 10) “The strategy that 

the producer wants for the brand”; 11) It is an excellent benefit to represent a brand like 

this one, because it is from a producer that has made a name for himself in the market.” 

 

5.4.  Conclusions and implications of study one 

Presently, the production of high quality wine is important but not sufficient enough 

to be competitive. The strategy of marketing management is facing new challenges that 

require us to shift our attention from tangible dimensions of the business relationship 

towards intangible. 

This study accomplished the defined purpose, and the results are in accordance 

with the main research of our literature review.  

It was possible to identify the attitudes to which the wine distributors give more 

importance. These are necessary to establish and maintain a competitive relationship with 

the producers, which signifies being successful in the market (Anderson & Narus, 1990). 

This could happen with a high level of the RQ developed by both business partners.  

In the perspective of the distributors, the most valuable facet to measure the RQ is 

Interdependence, which ensures an efficient coordination by both parties, as a whole. The 

second facet is Long-term Relationship, related with the perception of stability of the 

relationship, ensuring the distributor of the sustainability of their work in the future. After, 

of equal importance, Product Quality and Brand Image are emphasized. These facets are 

presented as antecedents of the RQ, important in promoting a business relationship. 

Another facet with great significance in RQ is Cooperation developed between the 

partners, which influences their product and marketing strategies. Of equal importance to 

the distributors is the Trust facet, another antecedent in promoting the beginning of a 

relationship. Other facets mentioned to were Commitment and Conflict, which influence 

the maintenance and efficiency of the relationships. 

To conclude, from a distributor’s point of view, these are the attitudes to which they 

give more importance and are necessary in order to establish and maintain a competitive 

relationship with the producers, consequently signifying being successful in the market. 

This could happen with a high level of the RQ developed by both business partners.  
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5.5. Limitations and suggestions for further research 

We undertook this investigation keeping in mind academic curiosity, and ethical 

principles of quality and accuracy, all of which should guide a scientific investigation. 

However, we are aware of the restrictions, but also that it is an opportunity for 

further studies. A main limitation is the fact that we only analysed the perspective of one 

parter in the relationship, which could be different from that of the producer.  

As an additional limitation, we consider that the research must be done in different 

temporal moments in order to understand the evolution of the facets and the relational 

competiveness according to the market settings. 

Because we are exploring new research avenues, and maintaining a B2B context, 

we propose further studies:  

i) To study the other partner in order to understand the perspective of the 

producer;  

ii) To develop a comparative research with another country market, specifically in 

the new world. It will be important to compare the Portuguese market with 

other emergent countries so as to acquire different approaches to the market;  

iii) To study the relationship between producer and importer in different market 

environments because, in the literature review, there is insufficient research 

on this topic. 
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6. EMPIRICAL STUDY – TWO 

Facilitators and inhibitors influencing RQ, between producer 

and distributor, in the wine sector 

 

 

The systematic literature review made it clear that the conceptualization and 

dimensions of RQ have been widely investigated but with no consensus with regards to its 

constituents (Skarmeas et al., 2008). With the development of study one, it was possible 

to identify the attitudes to which the wine distributors give more importance. However, we 

were only able to observe the perspective of one part, the distributor. So, we decided to 

move forward and develop a study that allows a broader view on the RQ.  

 

6.1. Introduction 

 

6.1.1. Context of study two 

In the current global market, companies seek to establish relationships that can 

provide a high level of performance and competitiveness. In order to accomplish this, 

relationships formed between the parties become a critical factor in developing a 

sustainable competitive advantage. To achieve these goals, there needs to be long-term 

business relationships based on partnerships with high RQ (Nyaga & Whipple, 2011). This 

partnership implies that both parties trust each other, are committed and are emotionally 

satisfied with the relationship that has developed. These and other constructs were the 

most identified in the literature review. 

Since the 1960s the value of positive relationships between organisations has 

been asserted by some authors (Payan, Svensson, Awuah, Andersson, & Hair, 2010b). 

Afterwards, many research streams have included different features of inter-organisational 

relationships in their models and/or empirical studies, including channel behaviours 

(Anderson & Narus, 1990), relational exchanges (Dwyer et al., 1987), transaction cost 

economics (Heide, 1994; Heide & John, 1990), and interaction and networks (Hkansson & 

Snehota, 1995).Consequently, one research stream has focused on RQ (Crosby et al., 

1990; Dwyer & Oh, 1987; Kumar et al., 1995).  
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Seeing as functioning relationships are important to business success (Hausman, 

2001), it is essential to understand what factors have an impact on these relationships. In 

this research, we want to develop a dyadic analysis of both partners involved in the 

relationship, something which has been unexplored in the literature so far. With this study 

we intend to determine the most mentioned to constructs as RQ facilitators and also those 

which are RQ inhibitors. 

This study is relevant for three interrelated reasons: 

i) There is limited research exploring the facilitators of RQ in a dyadic 

relationship perspective; 

ii) It is possible to make a comparison between the constructs of RQ identified 

more often in the literature review and those that are more frequently 

described by wine professionals; and  

iii) It is possible to relate the most mentioned constructs to the characteristics of 

the partners involved in a business relationship. 

 

In this vein, the main objective of the study two is to conduct a thorough analysis of 

the relationship between producers and wine distributors, therefore identifying the 

facilitating constructs of a high RQ. We intend to develop a dyadic perspective of the 

relationship, and thus overcome a lack of studies exploring the perspective of both 

business partners in an established commercial relationship. 

 

6.1.2.  Theoretical foundation for study two 

In today’s complex global environment, what might have been unthinkable a few 

decades ago, is now a critical need for business competitiveness. Nowadays, the market 

promotes global offer, thus ensuring the quality of the goods and/or service, and also 

requires, from all players in the exchange relationship, a faster, more efficient and 

differentiated response.  

Yet, some studies suggest that partners have differences in their perceptions and 

expectations in business relationships (Corsten & Kumar, 2005; Gundlach et al., 1995; 

Nyaga, Whipple, & Lynch, 2010) consequently fostering negative effects on performance. 

For example, they often have perceptual differences with regards to relationship structure 

and performance (Nyaga et al., 2010) that can create dissatisfaction, conflict, 
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disproportionate efforts and ultimately lead to the collapse of the relationship (Anderson & 

Weitz, 1992; Gundlach et al., 1995; Nyaga et al., 2013).  

Exchange relationship management is decisively regarded as one of the most 

important strategic resources, critical for business company success (De Wulf et al., 2001; 

Hammervoll, 2012; Johnson, 1999; Nyaga & Whipple, 2011; Powers & Reagan, 2007; 

Smith, 1998).  

Today, it is a priority for marketers to recognize the importance of keeping 

customers and making them into better customers (Crosby et al., 1990). The process of 

getting new customers can be five times more expensive than keeping existing ones 

(Athanasopoulou, 2006; Reichheld & Sasser, 1990), which means that longer-term 

relationships are frequently more profitable than shorter-term associations (Reichheld & 

Sasser, 1990). As a consequence, the relationship between seller-buyer has emerged as 

an important strategic focus for company managers (Dagger & O´Brien, 2010; Palmatier 

et al., 2006).  

Keeping with recent research literature, managers are more oriented towards the 

long-term relationship and the need of the development of trust. These factors can reduce 

transaction costs and can be an important source of competitive advantage (Bobot, 2011; 

Chung, Sternquist, & Chen, 2006). That is why companies are redirecting the perspective 

from transactional discrete exchanges to relational ones (Ganesan, 1994; Nguyen & 

Nguyen, 2010; Ulaga & Eggert, 2006).  

From a managerial standpoint, high-quality relationships, characterised by frequent 

interactions between different members of a distribution channel, offer a better 

understanding of the behaviours of their exchange partners. In this case, both parties are 

in a better position to promote constructive business exchanges (Jap, 1999; Van Bruggen 

et al., 2005).  

In line with Van Bruggen et al. (2005), long-term relationships, characterised as 

being of high-quality, produce advantages for both partners: the sellers benefit from the 

creation of exit barriers for their customers, as well as create synergies with limited 

resources through joint efforts with customers, gain from customer ideas and experiences, 

and improve their own capacity for planning; for the customer, this kind of relationship 

reduces stress and risks, solves initial problems, and their specific needs will be better 

met. In the opinion of the author, the customer learns what to expect and the reliability of 

supply increases. 
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On the other hand, the positive effect of strong customer relationships on the 

seller’s financial performance in B2B markets is acknowledged (Palmatier, Dant, & 

Grewal, 2007). Marketeers spend their budgets on “building” strong customer 

relationships, and firms often make expensive acquisitions by “buying” new relationships 

(Palmatier, 2008).  

However, it is important to note that relationships do not simply exist. They develop 

and evolve over time, with their own experiences and changes as the relationship 

progresses (Dagger & O’Brien, 2010). So, after each relational contact between the 

parties, a revision of partner perceptions occurs, this results in a new experience and 

encourages an incremental relationship development (Bolton, 1998).  

In sum, companies invest substantial time and resources in developing, 

maintaining and improving their exchange relationships because these relationships 

ensure benefits in terms of operational and financial performance (Nyaga et al., 2013).  

 

6.2. Method and sampling of study two 

 

6.2.1. The in-depth interview 

This study took place between December 2013 and July 2014. It includes 44 in-

depth interviews of professionals involved in the wine market, lasting between 60 to 120 

minutes each. These professionals represented 22 companies, 11 wine producers and an 

equal number of wine distributors. Two people from each company were interviewed 

separately and at different times. 

The unit of analysis is a producer-distributor relationship, from a dyadic 

perspective. Because producers and distributors have exchange relationships between 

them, a total of eleven dyadic relationships were targeted for analysis.  

With this amount of valued relationships, we consider that theoretical saturation 

had been achieved. No additional efforts were carried out to continue collecting data 

because interviewees began reiterating previously obtained information, imposing a limit 

on the extraction of any further novel information (Glaser & Strauss, 1967). 

The interviews were conducted face to face, in a location selected by the 

interviewees, usually at their companies. In order to meet with all participants, we travelled 

about 8.000 km. This factor was very enriching because we could observe all the aspects 
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previously mentioned during the description of the observation field in Chapter 4. Because 

we experienced the difference between the wine-producing regions in geographical, 

cultural and climatic terms, which are all reflected in the wine itself, we became 

acquainted with the differences between the type of company in terms of their history and 

organisation, conveyed by observing the physical reality of the producers and distributors 

participating in this study. We could also sense the manner in which they carry out 

business, the modus operandi characteristics of the company, transmitted by the manner 

in which each collaborator dealt with us. 

This research started without any expectation with regards to achieving any 

particular conclusion. It is backed by an objective scientific investigation to ensure the 

accuracy of its data (Zikmund & Babin, 2010). The main question in the investigation was 

to understand what characterises the RQ between companies.  

First, the interviewer invites those being interviewed to think about the partner with 

which his/her company has a relation of increased quality. Next, the following question 

was put forward:  

i) “How do you describe the relationship that your distributing company has with 

that producing company?”, if it involved a distributer; 

ii) “How do you describe the relationship that your producing company has with 

that distributing company?”, if it involved a producer. 

 

6.2.2.  Content analysis and data classification 

All the interviews were audio-recorded, with the permission of the respondent and 

were later reproduced in a total of 511.520 words, which provided 835 pages of transcript. 

The interview results were analysed using the software WebQDA, developed by the 

University of Aveiro. 

All of this information was subject to a careful content analysis process, according 

to what was previously presented in sub-chapter 3.4. A detailed analysis of the responses 

from each interview was carried out, and through a semiotic clustering process (Feldman, 

1995), we identified major categories of references made by the respondents that build 

meaning. This work process was prepared according to a three-step procedure described 

by Rego et al. (2015): 
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First, the characteristics of the topic, as expressed by the interviewees, were 

identified and then organized into similar and distinct clusters. These clusters are 

designated as first-order constructs; 

Second, the first-order constructs were then grouped into second-order clusters 

according to similarities, paradoxes, oppositions, or other forms of relationship between 

the first-order themes. These clusters are designated as second-order constructs; 

Thirdly, whenever appropriate (depending on the complexity of the data and the 

underlying structure), the second-order constructs were clustered into third-order, more 

abstract concepts. These clusters are designated as third-order constructs. 

Figure 47 (page 124) represents the data emerging from the question “How do you 

describe the relationship that your distributing/producing company has with the 

producing/distributing company with which you have a higher RQ?” 

This type of analysis takes as its premise that the surface signs emerging from the 

raw data represent some higher-order in-depth structure (Feldman, 1995). Identifying this 

underlying structure reduces a large quantity of superficial information to its essential 

abstract core. So, information that appears first in the direct data is uncovered. This 

information can be more easily accessed if we investigate the common themes through a 

process (Clark, Gioia, Ketchen, & Thomas, 2010) of articulating consecutive layers of 

meaning (Manning, 1987) and transform it into a deeper, more abstract, and more 

encompassing conceptual order. The analysis processed by means of this method 

requires a rotation between the data, emergent concepts, and the literature, in order to 

facilitate the conceptual creation of a robust set of theoretical ideas (Rego et al., 2015).  

The process of category creation is based on the Grounded Theory requiring the 

researcher to actively interpret the raw data and code constructs that emerge from the 

interview data as signifiers, parts, properties, or instances of other coded constructs 

(Batra et al., 2012). 

It is important to highlight that after we finished the coding process, another 

researcher coded the data using the themes/categories identified by us. Then a 

comparison of the coding results was carried out between both researchers. The 

discrepancies found were discussed and agreed upon (Olesen, Droes, Hatton, Chico, & 

Schatzman, 2002). 
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No significant differences were found between participants with regards to gender, 

or types of organisations. 

In the next sub-chapter 6.3., we introduce the major themes, second-order 

categories, and third-order concepts emerging from the data, as well as the frequencies 

with which they were cited. Findings are presented in two parts; constructs that facilitate 

the high RQ and those that act as inhibitors and promote bad RQ. 

6.2.3.  Sample collection and characteristics 

The sample was chosen from a main national wine fair to ensure the presence of 

the major Portuguese wine distributors. There, we presented the project and arranged 

meetings where we would carry out the first interview with a qualified representative of the 

company, such as: the CEO; the marketing director; the sales director; a winemaker; or 

anyone else who is directly related with an exchange relationship with a wine producer. 

After concluding the first interview, we enquired about the possibility of presenting:  

i) Another person of their company with whom the researcher could do a second 

interview to complement data; and  

ii) Someone from a producer company with whom the distributer company has a 

high quality relationship. 

The reasons why these questions were made at the end of the first interview was 

because we did not want to create barriers with regards to the views and opinions of the 

respondent.  

After the second interview at the distributor company, we contacted and arranged 

a meeting with the first wine producer participant. For the same reason mentioned above, 

at the end of the interview we asked them to recommend a work colleague who 

participates in the same relationship with the distributor company.  

Normally, the second interview would take place on another day and required 

making a future appointment with the other participant. 
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In the sample choice process, to ensure a representative market, the researchers 

took into account the following characteristics of the companies: 

i) Producers. The study incorporated small production companies from only one 

region and large scale producers making different brands in different regions 

of Portugal; 

ii) Distributors. The study includes local, regional and national coverage 

distributors. Companies that work only in the on-trade channel and others who 

work on the on and off-trade channel. 

In total 46 interviews were carried out, comprised of 13 distributors and 11 

producers. It is worth mentioning that two interviews, involving two distributors, have been 

eliminated, due to the impossibility of carrying out the interview with the second person of 

the same company. 

The final sample was comprised of 44 interviews, representing 11 trade relations 

between distributor / producer. 

The description of the company samples, distributor and producer, is represented 

in Table 31. 

6.2.3.1. Distributors  

The participating companies have been present in the wine sector for more than 

five years, indicative of being in a state of maturity in the market. Only one company was 

recently established. 

Most of the distributors interviewed have capital invested directly by wine 

producers. This is a strategy where producers try to add the distributing sector to their 

value chain, and so conquer greater control over their product until reaching the final 

consumer. For the distributor, this complicity also assures greater stability in implementing 

long-term market strategies. 

In terms of the amount of brands represented by the distributor, we can see that 

the largest distributors work with more than 10 brands of producers, therefore making it 

possible to present a portfolio able to respond to all of the requests made by the client. 

Occasionally, they are even able to represent three producers of the same demarcated 

wine region. However, the smaller distributors work with a lesser amount of brands, thus 

making their work strategy more personalized with regards to its supplier. 
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In their product portfolio, the distributors try to have a wide range of products, 

incorporating more than five wine producing regions, in order to offer their clients greater 

variety. 

In our sample, most of the distributors interviewed have nation-wide coverage, 

sometimes working with wholesalers of different regions. The remaining groups of 

distributors are companies with more regional relevance or, in a few cases, only local. 

It should be noted that the majority of the companies work both channels of 

distribution, off-trade and on-trade, while some choose to merely work the on-trade 

channel.  

Table 31. Sample characteristics – distributor/producer 

DISTRIBUTORS 

 

TOTAL % 

 

PRODUCERS 

 

TOTAL % 

Company - Years 

 

11 
 

 

Company - Years 

 

11 
 

1 - 2 years 

 

1 9% 

 

1 - 2 years 

 

0 0% 

3 - 4 years 

 

0 0% 

 

3 - 4 years 

 

0 0% 

+ 5 years 

 

10 91% 

 

+ 5 years 

 

11 100% 

The company has a 
shareholder Producer 

 

11 
 

 

The company is a shareholder of 
its Distributor 

 

11 0% 

Not applicable 

 

5 45% 

 

Not applicable 

 

5 45% 

With a share 

 

6 55% 

 

With a share 

 

6 55% 

Number of representations 

 

11 
 

 

Number of Distributors   11 100% 

1-4 producers 

 

1 9% 

 

1-4 distribuidors 

 

8 73% 

5-9 producers 

 

4 36% 

 

5-9 distribuidors 

 

3 27% 

+ 10 producers 

 

6 55% 

 

+ 10 distribuidors 

 

0 0% 

Wine producing regions 

 

11 
 

 

Wine producing regions 

 

11 0% 

Several regions 

 

11 100% 

 

Several regions 

 

4 36% 

Vinho Verde 

 

0 0% 

 

Vinho Verde 

 

1 9% 

Douro 

 

0 0% 

 

Douro 

 

4 36% 

Bairrada 

 

0 0% 

 

Bairrada 

 

1 9% 

Alentejo 

 

0 0% 

 

Alentejo 

 

1 9% 

Number of regions 

 

11 
 

 

Number of regions 

 

11 100% 

1 

 

0 0% 

 

1 

 

6 55% 

2 

 

0 0% 

 

2 

 

1 9% 

3 

 

0 0% 

 

3 

 

0 0% 

4 

 

1 9% 

 

4 

 

0 0% 

5 or + 

 

10 91% 

 

5 or + 

 

4 36% 

Distributor - Market coverage 

 

11 
 

 

Dimension of the Producer 

 

11 0% 

National 

 

8 73% 

 

Producer group 

 

5 45% 

Regional 

 

3 27% 

 

Regional producer 

 

6 55% 

Distribution channel 

 

11 
 

 

Family business 

 
  

On-Trade 

 

4 36% 

 

Yes 

 

7 64% 

Off-Trade 

 

0 0% 

 

No 

 

4 36% 

On and Off-trade 

 

7 64% 

 
 

 
  

Source: author’s elaboration 
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6.2.3.2.  Producers 

Most producers interviewed have a decade long history and some even go back 

centuries, making it clear that in many cases the history of a company is based on various 

generations of the founding family. 

With regards to the distribution strategy of their brand, producers work, above all, 

with one or up to four distributors, but there is still one significant group that uses more 

than five distributors. As previously referred, most producing companies interviewed have 

direct investments in the share capital of their distributor. In this case, the strategy 

adopted is to concentrate the producer’s brand in one single distributor, giving it nation-

wide exclusivity. 

Nevertheless, be it because of a strategic choice or because it is not easily 

accessible working with the major distributors, companies consequently follow alternative 

strategies. When this happens, they prefer to employ different distributors that have a 

more regional dominance. 

In terms of representativeness of the wine producing regions of Portugal, the 

sample is dispersed throughout the main regions. It is evident that the majority of the 

producers only work one wine-producing region, but there is a significant amount of those 

that work and produce wine in various regions. 

The amount of producers that represent large economic groups and smaller 

producers remains stable. 

6.2.3.3. Respondents  

The groups of those interviewed are characterised in Table 32. Both groups have 

similar characteristics. Even though most are men, there is a significant number of women 

that participated in the study.  

All those interviewed have more than five years of professional experience and the 

vast majority work in the wine sector or in the company that they currently represent, for 

the same amount of time. 

The sample is representative of various categories, namely at a 

CEO/management, marketing and oenology level. All are executive or senior-level 

management professionals, and play a major role in the business relationship with 

business partners. 
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Table 32. Sample characteristics – the respondent 

DISTRIBUTORS 
 

TOTAL % 
 

PRODUCERS 
 

TOTAL % 

         
Respondent 

    
Respondent 

   

Woman 

 

5 23% 

 

Woman 

 

7 32% 

Man 

 

17 77% 

 

Man 

 

15 68% 

Respondent - Years of 
Experience 

 
  

 

Respondent - Years of 
Experience 

 
  

+ 5 years 

 

22 100% 

 

+ 5 years 

 

22 100% 

Respondent - Experience in the 
Sector 

 

  

 

Respondent - Experience in the 
Sector 

 

  

1-2 years 

 

0 0% 

 

1-2 years 

 

2 9% 

3-4 years 

 

1 5% 

 

3-4 years 

 

1 5% 

+ 5 years 

 

21 95% 

 

+ 5 years 

 

19 86% 

Respondent - Years at the 
Company 

 

  

 

Respondent - Years at the 
Company 

 

  

1-2 years 

 

3 14% 

 

1-2 years 

 

5 23% 

3-4 years 

 

0 0% 

 

3-4 years 

 

1 5% 

+ 5 years 

 

19 86% 

 

+ 5 years 

 

16 73% 

Respondent - Position 

 

  

 

Respondent - Position 

 

  

CEO 

 

7 32% 

 

CEO 

 

4 18% 

General Manager 

 

2 9% 

 

General Manager 

 

1 5% 

Marketing Director 

 

3 14% 

 

Marketing Director 

 

5 23% 

Commercial Director 

 

4 18% 

 

Commercial Director 

 

4 18% 

Export Manager 

 

0 0% 

 

Export Manager 

 

3 14% 

Sales Director 

 

2 9% 

 

Sales Director 

 

0 0% 

Commercial Assistant 

 

1 5% 

 

Commercial Assistant 

 

2 9% 

Wine-maker 

 

0 0% 

 

Wine-maker 

 

2 9% 

Area Manager / RP 

 

2 9% 

 

Area Manager / RP 

 

1 5% 

Brand Manager   1 5%   Brand Manager   0 0% 

Source: author’s elaboration 

 

6.3. Findings of study two; the core RQ constructs 

In addition to the analysis work carried out on the content of the interviews, which 

allowed us to identify the different construct levels, it was also possible to carry out a 

quantitative search distinctive in terms of: 

i) Sources; unit of people that approached a particular construct;  

ii)  References; the number of times that a construct is mentioned;  

iii) Words; the number of words used by the interviewees when they refer to a 

particular construct. 
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6.3.1. Characterization of the higher RQ 

In the final part of the interviews, we asked the interviewee to identify the business 

partner with whom they considered to have the highest RQ. 

In terms of a more quantitative analysis, we verified that, for the most part, 

distributors, as well as producers, considered that the business partner with whom they 

had higher RQ were companies they had business relationships with lasting more than 5 

years, and which also represented the largest share in their turnover. 

Table 33 Characteristics of a higher RQ relationship – distributor/producer 

DISTRIBUTORS 
 

TOTAL % 
 

PRODUCERS 
 

TOTAL % 

 
 

  
 

 
 

  

Higher Quality relation / 
Turnover 

 

22 0% 

 

Higher Quality relation / Turnover 

 

22 0% 

Not applicable 

 

0 0% 

 

Not applicable 

 

4 18% 

Not assigned 

 

4 18% 

 

Not assigned 

 

1 5% 

RQ 1 vs Turnover 1 

 

12 55% 

 

RQ 1 vs Turnover 1 

 

11 50% 

RQ 1 vs Turnover 2 

 

2 9% 

 

RQ 1 vs Turnover 2 

 

1 5% 

RQ 1 vs Turnover 3 

 

0 0% 

 

RQ 1 vs Turnover 3 

 

4 18% 

RQ1 vs Reduced turnover 

 

4 18% 

 

RQ1 vs Reduced turnover 

 

1 5% 

Higher Quality relation / Years 

 

22 0% 

 

Higher Quality relation / Years 

 

22 100% 

Not applicable 

 

2 9% 

 

Not applicable 

 

4 18% 

Not assigned 

 

4 18% 

 

Not assigned 

 

1 5% 

1-2 years 

 

2 9% 

 

1-2 years 

 

0 0% 

3-4 years 

 

1 5% 

 

3-4 years 

 

4 18% 

+ 5 years 

 

13 59% 

 

+ 5 years 

 

13 59% 

Source: author’s elaboration 

6.3.2. Total frequency of facilitating constructs of RQ 

We will present the results with regards to the frequency of the constructs and 

according to the sample groups of interviewees. Detailed data is presented in Appendix II-

1.  
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6.3.2.1. Analysis of first-order constructs  

(1) Total frequency per source 

Through initial comprehensive observations, we verified that the majority of the 

constructs are cited to by more than 80% of the population formed by their samples, and 

all of them are mentioned by more than 50% of the total people interviewed. 

The constructs that were mentioned the most by the participants are: Relational 

Interdependence, Communication Capabilities, Trust and Partnership. 

Figure 19. Total respondents per first-order construct – source 

 

Source: author’s elaboration  

Figure 20. Sample comparison per first-order construct – source 

 
Source: author’s elaboration 
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By comparing the quantity of sources that make reference to each construct 

among the samples of producers and distributors, it was determined that there was some 

similarity between them. It should be noted that there is a tendency for differentiation in 

three constructs. Satisfaction and Personal Social Capabilities are the most frequently 

mentioned to constructs by the producers, while Innovative Propensity is more cited to by 

the distributors.  

For a more refined observation, we carried out a holistic analysis to describe the 

dependence between both samples of interviewees, so as to understand if the frequency 

of the categories mentioned is dependent on the nature of the respondent.  

To do so, we used the X2 Test, applied by the computer programme SPSS, as well 

as the Z Test, using the programme in the Social Science Statistics web site http: // 

www.socscistatistics.com / tests / ztest / Default2.aspx) 

The X2 Test application suggests that there are no significant differences between 

producers and distributors. That means that the frequency with which the categories are 

mentioned is not dependent on which one you are talking to: distributor or producer. 

Nevertheless, it should be noted that the results of the X2 Test must be observed 

with caution, because various cells contain less than five observations. 

These results are also supported by the Z Test, which points towards the lack of 

significance between the results of both samples of respondents. 

(2) Reference frequency 

Resulting from the content analysis, 2.091 references were quantified to the first-

order construct group, taking into consideration the total amount of those interviewed. This 

amount is divided in a similar manner between producers (1.084 references) and 

distributors (1.007 references). 

In a comparative analysis performed between the two samples, we verified that 

there are some similarities between both groups of respondents, nevertheless the 

Communication Capabilities construct is mentioned to more often by distributors, while the 

Commitment and Satisfaction constructs are cited to more by the producers. 
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Figure 21. Total references per first-order construct 

 

Source: author’s elaboration 

Figure 22. Sample comparison per first-order construct – references 

 

Source: author’s elaboration 

(3) Word frequency 

Of the total people interviewed, 95.687 words were employed, which can be 

distributed in a similar manner between producers (48.557) and distributors (47.130). The 

respondents employ more words when referring to the Relational Interdependence 

construct.  
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Figure 23. Word total per first-order construct   

 

Source: author’s elaboration 

When comparing both samples, there are some similarities between them in most 

of the constructs. In a more detailed analysis, we identified that the distributors have more 

tendency to employ words related with Communication Capabilities and Power constructs, 

while the producers tend to use words related with Communication Contents and Personal 

Social Capabilities constructs.  

Figure 24. Sample comparison per first-order construct – words 

 

Source: author’s elaboration 
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6.3.2.2. Analysis of second-order constructs 

The dada resulting from the aggregation of the first-order constructs in second- 

order constructs are represented in Appendix II-1. 

 

(1) Total frequency per source 

By analysing the data, we can corroborate that the majority of the respondents of 

both samples made reference to all second-order constructs. 

In both samples, the similarity previously identified in the first-order constructs is 

made evident, however there is a slight predominance of the producers in the constructs 

related to Emotions and Personal Characteristics. 

Figure 25. Total respondents per second-order construct – source 

 

Source: author’s elaboration        

Figure 26. Sample comparison per second-order construct – source 

 

Source: author’s elaboration 
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In a comparative analysis between the samples, a similarity prevails in the 

references made in each construct. With regards to Attitudes, the producers present a 

greater tendency to give value to this construct, more so than the distributors. 

These tendencies occur in a similar manner in the analysis of the word frequency 

of the respondents in relation to the constructs.  

Figure 27. Total references per second-order construct 

 

 

Source: author’s elaboration 

Figure 28. Sample comparison per second-order construct – references 

 

Source: author’s elaboration  

6.3.2.3. Analysis of third-order constructs 

The data resulting from the aggregation of second-order constructs in third-order 

construct are represented in Appendix II-1. 
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(1) Total frequency per source  

The analysis of results demonstrates that all those interviewed mentioned the 

three third-order constructs and that there is total similarity of the samples of the 

producers and distributors. 

 

Figure 29. Total respondents per third-order construct  

 

Source: author’s elaboration 

Figure 30. Sample comparison per third-order construct – source 

 

Source: author’s elaboration  

 

(2) Reference and word frequencies 

This process of construct aggregation allowed us to demonstrate that through their 

remarks the total group of respondents gives greater importance to the Relation 

Coordination Processes construct.  

In terms of sample comparison, what draws our attention is the fact that there is an 

enormous similarity between the Producers and Distributors.  

These tendencies occur in a similar manner in the frequency analysis of 

references and words of the respondents in relation to the constructs. 
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Figure 31. Total references per third-order construct  

 

Source: author’s elaboration  

Figure 32. Sample comparison per third-order construct – references 

 

Source: author’s elaboration  

6.3.3. Total frequency of compromising constructs of RQ 

The results, regarding the construct frequencies that function as inhibitors of RQ, 

described according to the groups of the respondent samples, are presented in Appendix 

II-2. 

6.3.3.1. Analysis of first-order constructs 

 

(1) Total frequency per source 

The analysis of the data reveals that not all of those interviewed mentioned the 

same constructs and only Long-Term Relationship is mentioned to by the vast majority. 

By analysing the quantity of sources that make reference to each construct 
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Figure 33. Total respondents per first-order construct – source 

 

Source: author’s elaboration  

Figure 34. Sample comparison per first-order construct – source 

 

Source: author’s elaboration 
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mentioned is not conditioned by whether we are talking with distributors or producers. 

Nonetheless, there are three constructs where there is, in fact, a significant difference: 

more producers mention the category Commitment more than what was expected (X2 = 

8.19; p ≤ 0.051); there are less producers mentioning Relational Interdependence than 

what was expected (X2 = 5.82; p ≤ 0.05); there are less producers mentioning Partnership 

than what was expected (X2 = 4.70; p ≤ 0.05). In these cases, the distributors refer 

Commitment less and Relational Interdependence and Partnership more. 

As a side note, we would like to stress that the results of the X2 test should be 

observed with caution due to the small extent of the samples. Nevertheless, we would like 

to point out that our objective is to discover if these indications can be foreseen. These 

results are also supported by the Z test. 

(2)  Reference frequency 

The content analysis allowed us to identify 455 references pertaining to this group 

of first-order constructs, taking into consideration the total amount of respondents. This 

amount is divided in a similar manner between producers (222 references) and 

distributors (233 references). 

By observing the total data resulting from all of those interviewed, we can establish 

that the construct most frequently mentioned to is Long-term Relationship, which stands 

out from all the rest. 

Figure 35. Reference total per first-order construct 

 

Source: author’s elaboration 
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By comparing both samples we verified that there is some similarity between both 

groups interviewed, though the producers make more references to the Long-term 

Relationship and Commitment constructs, while distributors reference Relational 

Interdependence and Partnership constructs more. 

Figure 36. Sample comparison per first-order construct – references 

 

Source: author’s elaboration 

(3) Word references 

The total group of respondents used 26.086 words when referring to the 

constructs, giving more consideration to Long-term Relationship. 

In terms of individual samples, the producers used 11.441 words, while the 

distributors made use of 14.645 words. 

Figure 37. Word total per first-order construct 

 

Source: author’s elaboration  
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Figure 38. Sample comparison per first-order construct – words 

 

Source: author’s elaboration  

There is some similarity between both samples, though in the Relation 

Interdependence and Partnership construct the distributors apply more related words, 

while producers more frequently use words related to Commitment constructs. 

6.3.3.2. Analysis of second-order constructs 

The data resulting from the aggregation of first-order constructs in second-order 

constructs are presented in Appendix II-2. 

(1) Total frequency per source 
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Transparency Relation Processes. 

In terms of a comparative analysis between samples, some similarity was 

established. However, with regards to the Emotions construct, it was established that 

there are more producers that make reference to it, while there are more than expected 

distributors making reference to Proximity Relation Processes and Organisational 

Characteristics. In this last case, this tendency is corroborated by the Z test (Z=-2.45; p ≤ 

0.01). 
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Figure 39. Total respondents per of second-order construct - source 

 

Source: author’s elaboration 

Figure 40. Sample comparison per of second-order construct – source 

 

Source: author’s elaboration 

 

(2) Word and reference frequencies 
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Figure 41. Total references per second-order construct 

 

Source: author’s elaboration 

 

Figure 42. Sample comparison per second-order construct – references 

 

Source: author’s elaboration 
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When comparing both samples, we can observe that there is some similarity, although 

more producers make reference to the Positive Attitudes construct, while distributors refer 

to Partner Characteristics more. 

Figure 43. Total interviewed per third-order construct – source 

 

Source: author’s elaboration 

 

Figure 44. Sample comparison per third-order construct – source 

 

Source: author’s elaboration  
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Figure 45. Total references per third-order construct 

 

Source: author’s elaboration 

Figure 46. Sample comparison per third-order construct – reference 

 

Source: author’s elaboration 
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On one hand, there are various constructs citeded to by the vast majority of the 

respondents that contribute towards a good RQ, namely Relation Interdependence, 

Communication Capabilities, Trust, Partnership and Organisational Social Capabilities. On 

the other hand, the construct that is mentioned to by more respondents as contributing to 

a bad RQ is Long-Term Relationship Sustainability. 

To verify the level of dependence in the same sample group, we resorted to the T 

Test (https://www.statpac.com/statistics-calculator/free-version.htm). This confirmed that 

only in the Satisfaction and Long-Term Relationship Sustainability constructs was there a 

lack of dependency of those interviewed. Yet, in relation to the remaining constructs, the 

results convey that there are more than expected respondents that make reference to 

facilitating constructs of RQ (see Appendix II, Table II.7). 

We would like to point out that two constructs, Personal Social Capabilities and 

Operational Interdependence, were not cited to as factors contributing towards a lower 

quality RQ. 

Table 34 Bi-factorial analysis, total 

frequencies per sources 

Table 35. Bi-factorial analysis, total 

frequencies per references 

  

Source: author’s elaboration 
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(2) Total frequencies of respondent group - references 

We can see that the total amount of references classified as facilitators of RQ 

(2.091) is much higher than those classified as compromising RQ (455). 

With regards to the most commonly mentioned constructs, the tendency of the 

sources analysis is maintained. The construct most mentioned as facilitator of RQ is 

Relation Interdependence and the construct related with bad RQ is Long-Term 

Relationship Sustainability (see Appendix II, Table II.8). 

This tendency is maintained in relation to the amount of words employed by the 

respondents to describe the constructs (see Appendix II, Table II.9). 

6.3.4.2. Bifactorial analysis of the group of producers interviewed 

 

(1) Total frequencies of the respondent group interviewed – source  

When analyzing only the group of producers, we can observe that the constructs 

mentioned to by more respondents as contributing towards a good RQ are 

Communication Capabilities and Relation Interdependence (see Table 36), while the one 

that is cited to by more respondents as contributing towards a bad RQ is Long-Term 

Relationship Sustainability (see Table 37). 

According to the T test (https://www.statpac.com/statistics-calculator/free-

version.htm), only in the Commitment, Satisfaction and Long-term Relationship 

Sustainability constructs is there a lack of dependence of those interviewed. Yet, in 

relation to the remaining constructs, the results convey that there are more than expected 

producers that make reference to facilitating constructs of RQ (see Appendix II, Table 

II.10). 

(2) Total frequencies of the respondent group - references 

The total amount of references classified as facilitators of RQ (1.084) is much 

higher in those that are classified as compromising RQ (222). 

The construct most mentioned as contributing to a good RQ is Relational 

Interdependence, while contrarily Long-Term Relationship Sustainability is mentioned to 

as contributing towards a bad RQ.  

This tendency is maintained with regards to the amount of words employed by 

producers to describe the constructs (see Appendix II, Table II.12). 
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Table 36. Bi-factorial analysis, frequencies 

per producers – sources 

Table 37. Bi-factorial analysis, frequencies 

per producers – references 

  

Source: author’s elaboration 

 

6.3.4.3. Bi-factorial analysis of the group of distributors interviewed 

 

(1) Total frequencies of the respondent group interviewed – source  

When observing the group of distributors, we verified that the most cited to 

construct as contributing towards a good RQ are Relation Interdependence and 

Partnership, while those that are mentioned to by more respondents as contributing 

towards a bad RQ are Long-term Relationship Sustainability and also Relation 

Interdependence (see Table 38 and Table 39). 

After the application of the T Test (https://www.statpac.com/statistics-

calculator/free-version.htm), we observed that in this group there are very few constructs 

where there is a significant difference (Commitment; Operational Interdependence; 

Personal Social Capabilities; Organisational Social Capabilities; and Power) that is, only in 

five constructs do the results indicate that there are more than expected producers 

making reference to facilitating constructs of RQ (see Appendix II, Table II.13). 

 

SOURCES Producers

First-order construct

Innovative  

propensity

Leadership

Personal social 

capabilities

Operational  

interdependence 

Long-term 

relationship 

sustainability
Power

Communication 

contents

Satisfaction

Commitment

Partnership

Organisational social 

capabilities

Trust

 Relational 

interdependence

Communication 

capabilities
100%

100%

95%

91%

91%

86%

82%

82%

82%

77%

64%

59%

55%

45%

-45%

-32%

-36%

-32%

-23%

-55%

-68%

-36%

-9%

-91%

0%

0%

-5%

-5%

-150% -100% -50% 0% 50% 100% 150%

RQ +

RQ -

REFERENCES Producers

First-order construct

Leadership

Operational  

interdependence 

Innovative  

propensity

Personal social 

capabilities

Long-term 

relationship 

sustainability
Satisfaction

Power

Commitment

Communication 

contents

Partnership

Communication 

capabilities

Organisational social 

capabilities

Trust

 Relational 

interdependence
21%

10%

10%

9%

9%

8%

7%

7%

5%

4%

3%

3%

2%

2%

-7%

-6%

-5%

-11%

-4%

-6%

-10%

-1%

-12%

-36%

0%

0%

0%

0%

-40% -20% 0% 20% 40%

RQ +

RQ -

https://www.statpac.com/statistics-calculator/free-version.htm
https://www.statpac.com/statistics-calculator/free-version.htm
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(2) Total frequencies of the respondent group interviewed – references 

In the distributors group as well, the total amount of references classified as 

facilitators of RQ (1.007) is much higher in relation to those classified as compromising 

RQ (233). 

The construct mentioned to more frequently as contributing towards a good RQ is 

Relational Interdependence, while in contrast the one that is cited to the most as 

contributing to a bad RQ is Long-Term Relationship Sustainability. 

This tendency is maintained in relation to the amount of words employed by the 

producers to describe the constructs (see Appendix II, Table II.15). 

Table 38. Bi-factorial analysis, frequencies 

per distributor – sources 

Table 39. Bi-factorial analysis, 

frequencies per distributor – references 

 

 

Source: author’s elaboration 

 

6.3.5. Global analysis 

By carrying out a global analysis between the groups interviewed that make 

reference to facilitating factors and those that refer to compromising constructs of RQ, we 

can conclude that the facilitating factors of higher quality RQ do not have to be the same 

ones that contribute towards a lower quality RQ. 

SOURCES Distributores

First-order construct

Personal social 

capabilities

Leadership

Operational  

interdependence 

Innovative  propensity

Satisfaction

Long-term 

relationship 

sustainability
Power

Communication 

contents

Commitment

Organisational social 

capabilities

Communication 

capabilities

Trust

Partnership

 Relational 

interdependence
100%

95%

95%

95%

91%

91%

86%

82%

73%

68%

59%

59%

50%

50%

-68%

-55%

-50%

-50%

-32%

-14%

-41%

-32%

-73%

-45%

-23%

0%

-18%

0%

-100% -50% 0% 50% 100% 150%

RQ +

RQ -

REFERENCES Distributores

First-order construct

Personal social 

capabilities

Operational  

interdependence 

Innovative  propensity

Leadership

Satisfaction

Commitment

Long-term 

relationship 

sustainability
Power

Communication 

contents

Trust

Organisational social 

capabilities

Partnership

Communication 

capabilities

 Relational 

interdependence
22%

12%

10%

10%

9%

7%

7%

5%

5%

3%

3%

3%

2%

2%

-18%

-11%

-10%

-3%

-9%

-6%

-3%

-25%

-2%

-7%

-3%

-3%

0%

0%

-30% -20% -10% 0% 10% 20% 30%

RQ +

RQ -



- 129 - 

 

In terms of facilitating constructs of RQ, there are two that are unanimously 

mentioned to by almost all professionals of the sector who participated in our sample, 

whether they be producers or distributors: Relational Interdependence and 

Communication Capabilities. These same constructs are also the most mentioned 

throughout the interviews. 

On the other hand, the construct that is identified by more professionals as 

contributing to a bad RQ is Long-Term Relationship Sustainability, for both producers and 

distributors. Likewise, this construct is also the one that is cited to the most throughout the 

interviews. 

 

6.4. Findings of study two; characteristics of the RQ 

The data content also allows segmentation in two large groups of findings, those 

that are influencers of a high RQ and those that contribute to a bad RQ. To facilitate the 

reading of the data, they will be presented separately. 

6.4.1. Management practices facilitating RQ 

Fourteen first-order themes emerged from the data.  These represent the main 

features used to characterise a RQ between the players, which were cited as being 

facilitators of RQ. These features are described in Table 40, where representative 

evidence from interviews is also included (see page 138). As indicated below, the fourteen 

themes were organized into six second-order categories, which in turn give rise to three 

third-order concepts: (1) Positive Attitudes; (2) Relational Coordination Processes; and (3) 

Partner Characteristics.  

The third-order concept, Positive Attitudes, includes the following second-order 

categories that are considered, by the literature, as being a central pillar of the RQ: (i) 

attitudes promoted by the participants; and (ii) emotions that result from the relations.  

The third-order concept, Relational Coordination Processes, includes two second-

order categories that represent management practices focusing on: (i) transparency of the 

relation processes; and (ii) proximity to the other partner in the relation processes.  
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The third-order concept, Partner Characteristics, includes two other second-order 

categories that represent the features of the partners involved in the relation: (i) personal 

characteristics of the participants; and (ii) organisational characteristics of the companies. 

Then, we go on to clarify the meaning and content of each theme/category. To 

facilitate an understanding of hierarchy established for the constructs, we start by 

presenting the third-order constructs, followed by second-order constructs, and 

subsequently we present the first-order constructs. 

Afterwards, as a result of an in-depth content analysis, it is possible to indicate 

sub-categories of the first-order constructs. 

(1) Positive Attitudes - third-order construct 

The higher-order concept of Positive Attitudes represents a predisposition for 

participants to have positive attitudes towards the other partner, resulting from the normal 

relationship itself. It articulates two second-order categories: (a) Attitudes promoted by the 

participants and (b) Emotions that result from the relations. 

Attitudes. This construct reveals the knowledge that the partners have of each 

other and the predisposition of their behaviour in the relationship, according to what one of 

the party thinks about the behaviour of the other. Two themes emerged: (1) trust in the 

other partner and (2) being committed to the relationship. 

Emotions. Positive emotions that result from the first-order construct Satisfaction 

and can help create upward spirals of positive development of the relationship with a 

business partner (Sekerka, Vacharkulksemsuk, & Fredrickson, 2012). 
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Figure 47. Data clustering: facilitating features of the RQ 

 

Note: The themes that are underlined are potential new constructs in relation to the literature review. 

Source: author’s elaboration 
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First-order construct related with Attitudes 

A. Trust 

One of the main ideas transmitted by the respondents is that a key determinant of 

relationship success is trust (Corsten & Kumar, 2005; Geyskens, Steenkamp, & Kumar, 

1999; Poppo, Zhou, & Ryu, 2008). This construct reduces uncertainty in a relationship 

(Geyskens et al., 1996) and provides reasonable assurances that desired goals and 

outcomes will be achieved from the relationship (Andaleeb, 1995). 

Some examples of references from producers: “Trust is very important in business. 

Again, I would like to stress this. We all have good prices, we are starting to see some 

product availability, and fortunately with some quality, and we all also have marketing 

tools, and good communication we can all have by hiring an agency. A relationship based 

on trust and empathy makes all the difference in the business world, today. Some people 

don’t think this is so”; “I mean, at this moment, I have complete trust at this level in my 

distributors.” 

Some examples of references from distributors: “There has to be trust between 

both parties involved”; “…I think that the relationship between a supplier and client has to 

be a good one, inevitably. Because we have to meet in a place like this one, sit in that 

chair where you are now, as friends and not try to exploit them, the suppliers, and vice-

versa.” 

B. Commitment  

Commitment between the parties arises when one of them considers that its 

relationship with the other is so important that it is worth making the maximum effort to 

maintain it indefinitely (Dwyer et al., 1987; Gundlach et al., 1995; Moorman et al., 1992; 

Morgan & Hunt, 1994). 

Examples of references from producers: “When, in fact, I think that, when people 

feel they are part of a project, they also feel that it is a bit theirs as well.”; “Those people 

that, when things get tough, they are truly always present and have a very close 

relationship, very very close! With one distributor or another one, but clearly with them.” 

Examples of references from distributors: “Firstly, what comes naturally and 

immediately to mind, the involvement that we have with this project is huge, it’s as if the 

Project were ours”; “Where both parties want to help and want to be helped.”  
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First-order Construct related with Emotions 

C. Satisfaction  

In the literature review, satisfaction represents the emotional perspective of the 

relation (Palmatier et al., 2006), a positive affective or emotional evaluation which results 

from the overall appraisal of the meaning and experience in the development of the 

relationship with other partners (Anderson et al., 1994; Anderson & Narus, 1984; Crosby 

et al., 1990; Dwyer et al., 1987; Oliver, 1999; Verhoef et al., 2002), and future 

performance (Anderson et al., 1994).  

Examples of references from producers: “It’s a great deal for both parties.”; “We’ve 

always had a good relationship.”; “If they’re happy, they themselves will go about selling 

more of our wine and we know that we are building a brand with them and that we are in 

fact getting results. Because our goal is also sales. The purpose is to produce quality 

wines, but then we also want to sell them. And if the distributor is motivated, he will be 

more willing to sell our wines faster. We also have to motivate them to sell.”  

Examples of references from distributors: “We have a fantastic relationship with all 

of them. With the producers that are partners with distribution contracts, as well as with 

those that are the company owners. In this perspective, let’s say, the relationship is 

perfect and perfectly tuned.”; “It’s like this, we have an excellent relationship with our five 

producers. As incredible as it may seem, we all get along very well.” 

(2) Relational Coordination Processes - third-order construct 

This third-order construct represents the processes through which the participants 

ensure the relationship coordination. It aggregates two second-order categories: (i) the 

transparency of the relation processes and (ii) the proximity to the other partner in the 

relation processes. 

Transparency Relation Processes. It is related with how the partners act in the 

relation processes. Two sub-themes emerged: (i) the long-term relationship sustainability, 

(ii) the contents of the communication between the parts and (iii) the communication 

abilities demonstrated by the participants. 

Proximity Relation Processes. Developing a relationship where the partner is 

continually close to the business partner in order to promote: (i) the partnership, (ii) the 

operational interdependence and (3) the relational interdependence between the parties. 
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First-order constructs related with Transparency Relation Processes 

D. Long-term Relationship Sustainability 

According to the literature, Long-term Relationship orientation may be defined as 

the perception of mutual dependence of outcomes in such a way that joint relationship 

outcomes are expected to profit from the relationship in the long run (Ganesan, 1994). 

The results of this research underline the importance of this construct to the sustainability 

of the business relationship. 

Examples of references from producers: “But usually, our agents have already 

come from a previous relationship. They, they have grown with us, let’s say, and that is 

how it has remained.”; “Maximizing the few funds that we have and that is very important, 

when we have a close relationship with the distributor. Thinking things through, taking into 

consideration the background history, then we have a background evaluation, which we 

have already worked on together for many years…..” 

Examples of references from distributors: “They are gradually built. They are 

relationships lasting many years.”; “Yes, they are people with whom we have worked with 

for many years and when we need more brands, we ask the producers themselves to 

expand the brands, because sometimes they have other brands with which we are not 

working and we go get them to work on them.”  

E. Communication Contents 

Communication captures the utility of the information exchanged and is deemed to 

be a key indicant of the partnership's vitality (Mohr & Spekman, 1994). This construct has 

its focus on the efficacy of information exchange rather than on the quantity or amount of 

communications (Anderson & Narus, 1984). 

 It is important to acknowledge that for communication to occur, people must not 

only exchange information, but also be able to decipher each other’s codes. In 

communication, exchange must be two-way to achieve shared understanding (Duncan & 

Moriarty, 1998). 

Examples of references from producers: “ While Big Producers, along with Silver 

Distribution, has access to all the information, we know where they sell, we know for how 

much, it’s very simple,….”; “We are at a point where I´m no longer satisfied knowing if the 
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product is there, if it sells, or not. I want to know more, “and in the shop?” Is it in the shop, 

or not, what is the shop turnover, how is it being displayed?”  

Examples of references from distributors: “It’s open because there is openness, we 

don’t hide things nor do they. I think that this is very important.”; “in our case, we are a 

very transparent distributor, we even pass on all the information that they request, 

something that, for the older distributors, is almost a crime, passing on their client list, the 

list of restaurants where the wine is placed. We pass on everything, we are very open in 

that sense.”  

F. Communication Capabilities 

For Browning, Morris, and Kee (2012), communication is a quintessential human 

good, which can generate understanding, spread knowledge, overcome isolation, enable 

coordination and improve problem solving. However, these authors also highlight the idea 

that communication does not necessarily live up to its marvellous potential, and that it can 

also be dangerous, disruptive, dull, disappointing, distracting, and destructive, and even 

spoil a much larger number of successful communication experiences.  

So that companies have communication competences that are RQ facilitators, it is 

important that they count on people that, in terms of personal characteristics, are known 

for their easy interpersonal approach, are capable of promoting empathy, as well as a 

healthy work environment between the parties. This construct perspective is not referred 

to in the RQ literature. 

Examples of references from producers: “People who are courteous and assertive 

allow for better communication skills.”; “Therefore, also worrying about their stocks. 

Continually receiving and requesting their stock lists, giving recommendations on how to 

sell out their stock surplus.” 

Examples of references from distributors: “It doesn’t mean that I won’t sell 

someone else’s wines, no, it’s not that. But there are those….those people that give us 

more…that, are willing, are more pleasant, I don’t know…and maybe this helps us a bit.”; 

“A good quality relationship, is a relationship where….the producer is present, without 

being noticed. And when they do make themselves felt, it’s merely to help us.”  
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First-order construct related with Proximity Relation Processes 

G. Partnership 

Research on strategic alliances has posited theories addressing the reasons why 

firms enter into closer business relationships. For example, transactions costs analysis 

(Rindfleisch & Heide, 1997; Williamson, 1979), competitive strategy (Porter & Roach 

1996), resource dependence (Dwyer & Oh, 1987), political economy (Stern & Reve, 

1980), and social exchange theory (Anderson & Narus, 1984), each make predictions 

about when partnerships will be formed. 

Mohr and Speakman (1994) considered that the formation of partnerships between 

firms is becoming an increasingly common way for firms to find and maintain competitive 

advantages in the market place. For these authors, partnerships are defined as purposive 

strategic relationships between independent firms, who share compatible goals, strive for 

mutual benefit, and acknowledge a high level of mutual interdependence. They join efforts 

to achieve goals that each firm, acting alone, could not easily attain. 

Partnerships can give access to new technologies or markets; grant the capacity to 

provide a wider range of products/services; ensure economies of scale in joint research 

and/or production; open the access to knowledge beyond the internal firm's competencies; 

sharing of risks; and access to complementary skills (Powell, 1987).  

While the prescription to promote partnerships frequently overlooks the drawbacks 

of these kinds of relationships, such as: the increasing complexity, loss of autonomy and 

information asymmetry (Provan, 1984). It is important to recognize that the formation of 

partnering relationships is often viewed as a panacea for an individual firm's competitive 

woes. The prescription to “form an alliance” to gain competitive advantage overlooks the 

fact that numerous strategic partnerships are not well succeeded (Mohr & Speakman, 

1994). 

For Anderson and Naurus (1990), as a confluent result, manufacturing firms and 

distributing firms are involved in fewer, but increasingly significant, working partnerships in 

which better coordination of marketing and technical activities is essential for their mutual 

success in the customer marketplace. 

Examples of references from producers: “The relationship is clearly a partnership 

where both parties walk “side-by-side” and together build and give value to the brand.”; 
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“But I think that the partnership is in essence that…therefore, it is…is in fact the brand 

working ….together with the distributor. In other words, we develop a campaign, we have 

sales objectives, we both want the market at the same time.”; “Attainable business plans 

are those that are jointly done with the distribution, they are not imposed on distribution, 

they aren’t out of step with reality of the brands nor with the share of the brands and the 

background of the brands in the market. Of course, growth is constantly on our minds and 

we also want to improve, but the plans always need to be ambitious, albeit attainable, but 

jointly done with the distribution.”; “we have a very large partnership in terms of 

developments in communication, brands, promotions, etc., etc.”; “The working 

partnership, market follow-up, the openness that is given to us, but in fact, we work 

together to establish the price and promotional actions.”  

Examples of references from distributors: “That’s why we like working partnerships 

with our producer. We are here to listen to their feedback, and they too must try to 

understand our feedback and….in the end, we can coordinate strategies so that all goes 

well in the market afterwards.”; “With them, I think there is a real partnership context, it is 

not only their best interest that comes first, but there is also an ongoing attention with the 

satisfaction of the partner’s producer.” 

H. Operational Interdependence  

According to the literature review, interdependence results from a relationship in 

which both parties perceive mutual benefits from interacting in unison toward a third party 

(Levine & White, 1961). For Mohr and Spekman (1994), in case of any loss of autonomy, 

it will be equitably compensated through the expected gains. For these authors, the firms 

acknowledge that the advantages of interdependence provide benefits greater than either 

could attain separately. 

Examples of references from producers: “A lot. A lot because, please bear in mind 

that, nowadays a distributor is worth a lot of money to a producer. The producer is unlikely 

to reach the end-customer.”; “…basically it is our image that is being passed on to another 

person…”  

Examples of references from distributors: “Other smaller producers don’t have, 

don’t have any type of business structure, they don’t have any marketing structure, with 

those types of producers we are the ones that carry out that type of work, for them, and 

it’s not like having a partner by our side, that joins us and develops, and defines strategies 

with us.”; “For them, regardless of the our profit margins, it ends up being cheaper than 
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the producers themselves going door to door trying to sell. It’s one of the guarantees, 

when we see, when we are able to, after some time, cover the entire country. We are able 

to place the product, scattered throughout the country, at a national level.” 

I. Relational Interdependence  

This is a new RQ construct and one of the most mentioned to by those surveyed. It 

seeks to create a relational proximity between the people involved in the business 

relationship in companies and sometimes leads to non-professional friendships. The 

social relationship takes place during lunch hour, dinner, where in practice one talks about 

professional matters and matters more personal in nature, and they are moments that 

contribute to the development of personal relationships. The jointly market follow-up and 

the organisation of wine presentation events are also ways of creating and developing the 

involvement of the sales teams with the brand. When referring to sales teams, brand 

builders are also included.  

Examples of references from producers: “So, it´s something that derives, let’s say, 

from the necessity, from the day-to-day opportunities that arise and let’s say, from the 

social calendar, from the presentation of new products, and because of the presentation 

of new products there is always a meal. We make our distributors feel welcomed, if they’re 

from the south and come to the north, they stay at my house, all of these things bring 

people together.”; “Afterwards, the whole relationship is built, not only with the company 

owners or with the managers or with the administrators, but also with the sales teams that 

every year have a refresher course, in other words training on our products.”; “I know that 

he is representing me accordingly and, and according to standards that, that are those 

that we fundamentally want and when that doesn’t happen we sometimes also have to 

have meetings with them and say: “There’s something here that’s not right, we have to do 

it this way or that way!” 

Examples of references from distributors: “But working and…and that type of 

relationship, necessarily more personal, because afterwards we then talk about anything 

and everything, helps the business relationship and build ties, it’s more….afterwards it’s 

easier to manage the business relationship.”; “There has to be a close and personal 

connection, at all levels. They can’t be, relationships can’t be static and unyielding.”; “At 

our company we give a lot of priority, it doesn’t mean that we are, that afterwards, in 

relation to the business, we are more condescending or not with the…but when there is 

some empathy, friendship, and so there is the motto that says “in every supplier there’s a 



- 139 - 

 

friend, in every customer there’s a friend.” So, from then on things flow much better and 

easier.” 

(3) Partner Characteristics – third-order construct 

The individual characteristics presented by the partners represent strengths that 

contribute towards reinforcing the quality of the relationship. This construct articulates two 

second-order constructs: (i) Personal Characteristics and (ii) Organisational 

Characteristics. 

Personal Characteristics. Refers to the characteristics of the people involved in 

the relationship which influence its quality. Two of them emerged: (i) Leadership and (ii) 

Personal Social Capabilities. 

Organisational Characteristics. This construct is related with organisational 

characteristics of the companies involved in the relationship. Three first-order constructs 

emerged: (i) Organisational Social Capabilities, (ii) Innovative Propensity of companies 

and (iii) Power of the partner in relation to the other party. 

First-order constructs related with Personal Characteristics 

J. Leadership 

This construct is not referred to in the RQ literature. The leaders’ influence in the 

companies provides a connection between the RQ and the organisational behaviour, in a 

perspective that the relationship is built by a group of two companies, represented by 

various players that relate to each other and make the relationship sustainable or not. 

In this perspective, Cunha, Rego, Cunha, and Cardoso (2006) present two 

definitions of leadership. It could be considered as the capacity of an individual to 

influence, motivate and enable others to contribute towards the efficiency and success of 

the organisations of which they are members. Another definition presents leadership as a 

process through which a member of a group or organisation influences the other 

members’ interpretation of events, the choice of goals and strategies, the organisation of 

work activities, the motivation of people to reach goals, the preservation of cooperation 

relationships, the development of competencies and trust of the members, and the 

acquisition of support and cooperation of people outside the group or organisation. 
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The common idea transmitted by the different definitions is that leadership is a role 

in which someone inside the work group is more specialised. However, there are other 

points of view which mention that any member of the company can become the leader at 

any moment and/or in certain subjects, thus indicating no clear distinction between leader 

and follower. 

For Mishra and Mishra (2012), leaders create lasting positive changes in their 

organisations through two key processes: creating and sustaining hope and empowering 

others. According to the authors: Hope is understood as an activating force that enables 

people, even when faced with the most overwhelming obstacles, to envision a promising 

future and set and pursue goals; Empowerment is defined as a personal sense of control 

in the workplace, as manifested in four beliefs about the person-work relationship: 

meaning, competence, self-determination, and impact. 

Examples of references from producers: “…the result of a passage from one 

generation to the next. Nowadays, the administrators of our company are people in the 

age bracket of 38, 36, 38, with a completely different dynamic, with “new blood”, with the 

willingness to show and do things differently. I think that presently this is the correct 

attitude. If a different attitude was taken, it would be difficult for us to be competitive, 

proactive and to have the ability to respond to what is asked of us.”; “This is a company of 

winemakers! If you look at the other companies I mentioned previously, probably after the 

second or third generation of founders, someone usually shows up trained in Enology by 

virtue of the business and of the family. But, what makes this group different is the fact 

that it is a group of winemakers.”; “For that reason, it’s very, very important that the person 

in charge, who is in fact in the forefront of the business, who put themselves on the line in 

certain situations, precisely to build a relationship of trust and credibility with the clients.” 

Examples of references from distributors: “And then we have producers that are 

way ahead, which is the case with Quinta dos Vinhos, represented by Pedro Tiago, in this 

case, yes, he is the producer that, besides having a wide range, is also investing in the 

image”; “In the end, I think that a company needs attention. It’s very difficult; we keep 

coming back to the same issue of management. For me, everything comes down to 

management. The ones to blame, anything that goes wrong, even something involving a 

small screw, I am to blame. There’s no doubt! I am to blame because I either didn’t see or 

I didn’t know about it or I didn’t order anyone to remedy it, whatever it may be. I am to 

blame. And it is me that has to accept responsibility. And so, management is monitored 

and targeted and is, and we have the people, in fact performing effectively.” 
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K. Personal Social Capabilities 

This is a sector where the “wine culture” is typical of the players. They all relate to 

one another around a common love of wine and the history it represents. The players of 

this business have a passion for the business, from which they are unlikely to be able to 

escape from because of all of the social implications involved. All of this performance 

focused on wine has to do with the intangibility of the product itself which leads to distinct, 

but just as interesting, interpretations by those that produce and represent the different 

brands. 

Personal Social Capabilities is a construct not referred to in the literature. This 

competency of the participants is a characteristic that becomes a facilitator of the quality 

of the business relationship that develops. 

Examples of references from producers: “and there’s something very relevant, 

which is, when we, especially relating to the wine sector, when we come into this 

business, we end up meeting so many people from the companies that it’s very difficult, 

afterwards, to leave this sector. Because, in fact, we establish friendships, indeed, I came 

to this company because of previous relationships…”; “…the producers with the highest 

knowledge and best reputation, with the most experience and greater presence in the 

market, for a considerable period of time, are also well known, by Luis Silva and by me. 

And we exchange a lot of information, they ask us how things are getting on with some of 

them, we know how things are getting on with others. So, there is a lot of information in 

the market and we support each other a lot, with regards to information relating to our 

contacts, our network of contacts, at market level, to know things, even internationally.” 

Examples of references from distributors: “Everyone knows each other well, we 

work with 30 or 40 producers, but I know 40 or 50 that don’t work with me or with us, but 

that also get on well with us and they end up, people respect each other a lot in this 

sector.”; “Once again, wine is a very exciting and social area, it’s like no other I’ve worked 

before. It has nothing to do with detergents, nor Coca-Cola, it just doesn’t! It has to do with 

families, with history and with family and emotions.” 
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First-order constructs related with Organisational Characteristics 

L. Organisational Social Capabilities 

Relying on competent organisational and professional structures, knowing how to 

promote relevant social events that promote the producer’s brand and increases the 

partner’s focus, as well as the significance of the partner’s history, are Organisational 

Social Capabilities facilitators of RQ of the business relationship under development. This 

construct is not referred to in the RQ literature. 

Examples of references from producers: “These companies, besides being 

focused, commercially, have their whole structure, which in terms of brand building allows 

them to develop business and grow, grow and grow. These companies are a magnet for 

worldwide ranking wines.”; “that is, all of this is only possible if the distributor is, in fact, 

active, has the means, the crucial people to implement and get things moving.”  

Examples of references from distributors: “We, even though we are a company, 

which we like to call a family-run business, we are a company of families, which is a bit 

different. In other words, we are a highly professionalized organisation, with a structure 

similar to that of any multinational in this sector, yet our owners are family businesses.”; 

“…it’s a company that delivers solutions! It’s not a company that leaves things unresolved, 

or on standby, or whatever….and that’s why this has a lot of influence on the figures.” 

M. Innovative Propensity 

For Dantas and Moreira (2011), innovation signifies creating new things, doing 

things differently, be it at product level or at service market level, through the 

implementation of new ideas related with new products, productive and commercial 

processes and open to the acknowledgement of new business opportunities.  

“A truly innovative company seeks change, evolves in the search for new products 

and markets, adopts new competitive strategies, improves its productive 

processes, searches for new technological solutions for its products and 

processes, ultimately, continually and persistently strives for new successes, and 

does not slacken” (Dantas & Moreira, 2011, pp. 1-2). 

Moreira (2005) refers that technology and innovation originate within the company, 

and so the resulting competitive benefits become internal. Nevertheless, a more recent 

perspective promotes that the advent of the collaborative approaches brought a new 
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relational attitude which required the involvement of the suppliers in the collaborative 

development process of new products or services. 

For this author, innovation can be interpreted as the creation of something 

different, in order to take on new challenges, it represents a constant challenge in the 

creation of new products and in the management of the main stakeholders of the 

collaborative development process. 

Dantas and Moreira (2011) refer to the Green Paper on Innovation of the EU, 

which structures the innovation concept in three mains sub-constructs: Products or 

Services; Processes; and Strategy and Organisations. Of these, we only found that our 

research does not refer to Processes, while the other two were mentioned quite often. 

Having an innovation culture in the company helps it to adapt to the current needs 

or to take advantage of new opportunities in the market. This quest for innovation is a 

distinguishing feature of a company that promotes the quality of its participation in the 

business relationship and consequently increases the RQ. This construct is not referred to 

in the RQ literature. 

Examples of references from producers: “Above all else, innovation. Every year we 

have novelties.”; “…with the brand activators of our distributor, an opportunity for a 

product was identified, that is to say, you had a need and shared that need…”; “… every 

year we have novelties, every year is different from the previous ones, in terms of 

harvests, in terms of products, there is also a lot of innovation, associated with brands, 

nowadays, that is why we have to be more and more creative, more resourceful, in the 

way we sell, in the way we promote, in the way we create new products, and I think that 

all of this jointly ends up being very enticing with regards to working in the sector.” 

Examples of references from distributors: “I think that these days, the wine 

producer has to be a bit innovative as well, somewhat differentiator.”; “On the other hand, 

because I see that people are very open to trying new things. And when we propose that 

they try something new, like the innovations I mentioned a while ago, they are the first 

ones to accept.” 

N. Power 

Dwyer and Oh (1987) use the terms power and control interchangeably. Despite 

Thomas et al. (2006) and M.-L. Chang et al. (2012) considering that power is used to 

ensure mutual concessions, it is usually defined as the ability of one partner to have an 
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advantage over the other and it can allow one partner to coerce the other into doing 

something they otherwise may not do (Wilson, 1995).  

So, power is defined as the ability to affect the outcomes of the other participants.  

Therefore, power is the influence that one part has in relation to the other company 

(Anderson & Narus, 1984), such as, a firm’s ability to control the decision variables in the 

distribution strategy of another partner (El-Ansary & Stern, 1972; Sanzo et al., 2003; 

Wilkinson, 1979). 

The partner’s capacity for power is demonstrated through non-coercive power, as 

well as through power of negotiation or brand power. 

Examples of references from producers: “So, inevitably we need to have 

distributors. For us, they are worth a lot of money. If they are very good, they are worth 

even more. And if they sell well, then it’s ideal.”; “Essentially, it has to do with the 

dimension of each one of the distributors and with the dimension of the market where they 

operate. I think that, they stand out, especially because of the dimension of their own 

business and the dimension of the market they cover.” 

Examples of references from distributors: “Apart from, obviously, their own 

management, internal, of Human Resources, Finances and Accounting, everything else is 

influenced by us.”; “There are partners, who are not company shareholders but are very 

important to the company, in terms of sales turnover or strategic interests for the portfolio.” 
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Table 40. Data clustering: features of the relationship facilitating the RQ (part I) 

 
 

3rd order construct N (%) 2nd order construct N (%) 1st order construct N (%) Representative evidence from interviews

Positive atittudes
410

20%

Attitudes
322

15%

Trust
196

9%

“A relationship based on trust and empathy makes all the difference in the 

business world, today.”

Commitment
126

6%

“Firstly, what comes naturally and immediately to mind, the involvement that we 

have with this project is huge, it’s as if the Project were ours.”

Emotions
88

4%
Satisfaction

88

4%
“We have a fantastic relationship with all of them.”

Relational

coordination

processes

1 152

55%

Transparency

relation processes

469

22%

Long-term

relationship

sustainability

92

4%

“Yes, they are people with whom we have worked with for many years and 

when we need more brands, we ask the producers themselves to expand the 

brands, because sometimes they have other brands with which we are not 

working and we pursue them.”

Communication

contents

162

8%

“In our case, we are a very transparent distributor, we even pass on all the 

information that they request, something that for the older distributors is almost 

a crime, passing on their client list, the list of restaurants where the wine is 

placed.  We pass on everything, we are very open in that sense.”

Communication

capabilities

215

10%

“A good quality relationship, is a relationship where….the producer is present, 

without being noticed. And when they do make themselves felt, it’s merely to 

help us.”

Proximity relation

processes

683

33%

Partnership
200

10%

“The relationship is clearly a partnership where both parties walk “side-by-side” 

and together build and give value to the brand.”

Operational

interdependence

40

2%

“A lot. A lot because, please bear in mind that, nowadays a distributor is worth a 

lot of money to a producer.  The producer is unlikely to reach the end-

customer.”

Relational

interdependence
443

21%

“But working and…and that type of relationship, necessarily more personal, 

because afterwards we then talk about anything and everything, helps the 

business relationship and build ties, it’s more….afterwards it’s easier to manage 

the business relationship.”
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Table 40. Data clustering: features of the relationship facilitating the RQ (part II) 

 

Note; The themes that are underlined are potential potencial new constructs in relation to the literature review. 
Source: author’s elaboration 

 

3rd order construct N (%) 2nd order construct N (%) 1st order construct N (%) Representative evidence from interviews

Partner

characteristics

529

25%

Personal

characteristics

116

6%

Leadership
57

3%

“For that reason, it’s very, very important that the person in charge, who is in 

fact in the forefront of the business, who put themselves on the line in certain 

situations, precisely to build a relationship of trust and credibility with the 

clients.”

Personal social 

capabilities

59

3%

““And there’s something very relevant, which is, when we, especially relating 

to the wine sector, when we come into this business, we end up meeting so 

many people from the companies that it’s very difficult, afterwards, to leave 

this sector. Because, in fact, we establish friendships, indeed, I came to this 

company because of previous relationships…”

Organisational

characteristics

Organisational  

social capabilities
204

10%

“That is, all of this is only possible if the distributor is, in fact, active, has the 

means, the crucial people to implement and get things moving.”

413

20%

Innovative

propensity

63

3%
“Above all else, innovation. Every year we have novelties.”

Power
146

7%

“Apart from, obviously, their own management, internal, of Human Resources, 

Finances and Accounting, everything else is influenced by us.”
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6.4.2. Management practices compromising RQ  

In this research, it is also important to identify the constructs structure that 

contributes to increase the RQ, but also those that can compromise that same RQ. 

Therefore, during a content analysis twelve first-order constructs were identified as having 

a negative effect on the RQ (see Figure 48). They are described in Table 41 (page 148), 

where representative evidence from interviews is also included. 

Having as its base the same construct structure facilitators of RQ, those first-order 

constructs are also segmented in the same six second-order constructs, which in turn give 

rise to three third-order concepts: (1) Positive Attitudes; (2) Relational Coordination 

Processes; and (3) Partner Characteristics.  

The third-order construct, Positive Attitudes, include two second-order constructs: 

(i) Attitudes promoted by the participants and (ii) Emotions that result from the relations.  

The third-order construct, Relational Coordination Processes, also includes two 

second-order categories: (i) transparency of the relation processes and (ii) proximity to the 

other partner in the relation processes.  

The third-order concept, Partner Characteristics, includes two other second-order 

categories that represent the features of the partners involved in the relation: (i) Personal 

Characteristics of the participants and (ii) Organisational Characteristics. We will now 

move on to clarify the first-order constructs which contribute towards a bad RQ.  

(1) Positive Atitudes – third-order construct 

First-order constructs related with Attitudes 

A. Trust 

The lack of trust in the partner is one of the first-order constructs which calls into 

question one of the fundamental pillars of RQ sustainability. Sometimes small unresolved 

issues and inappropriately explained behaviours can cause mistrust. 

Some examples of references from producers: “It’s this distrust that can often 

occur, by both parties, if it’s not resolved through conversation, it is extremely unpleasant 

and the business relationship can fall apart.”; “and it’s an ever present fear in the 

distributor’s mind. He says, ‘ok, you want to extract from me the maximum amount of 

information, so that tomorrow you go directly to my client, and then there goes my 



- 148 - 

 

business.’”; “Sometimes, relationships end up deteriorating and sometimes it’s because 

there is tension caused by this issue.” 

Some examples of references from distributors: “When we feel that there is 

distrust. If we feel that there is distrust, the relationship no longer has quality and there 

needs to be a confrontation.”; “I think that when there is a breach of trust, everything else 

also falls apart.” 

Figure 48. Data clustering: features of the relationship which compromise the RQ 

 
Note: The themes that are underlined are potential new constructs in relation to the literature review. 

Source: author’s elaboration 
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B. Commitment  

Feeling the inadequacy of the endeavour on the part of the partner, as well as 

them not believing in the success of the relationship, shown through the absence of 

involvement and dedication, are factors that demonstrate the lack of commitment. 

Examples of references from producers: “There are other projects where one feels 

that there isn’t as much enthusiasm. And, perhaps, projects where there was also not as 

much involvement.”; “It’s that lack of understanding, of…that indifference. The distributor’s 

indifference with regards to our brands.” 

Examples of references from distributors: “Perhaps the one that lost a bit of it was 

Monte Sepas because we were, we distributed exclusively, since he also starting doing it, 

distributing with other partners, in this case we lost a bit of the identity that we had in 

those products, in other words, those products now don’t have, are not our company 

products”; “But there are producers that have certain attitudes that are….This is a 

business like any other, but you know, there needs to be a certain amount of commitment, 

and there are producers that are not very committed.” 

First-order construct related with Emotions 

C. Satisfaction  

Dissatisfaction towards performance and the consequential economic outcome of 

the relationship with the partner is a critical factor for the quality of the relationship. Not 

perceiving positive results and growth in the business relationship contribute towards the 

loss of quality of the relationship. 

Examples of references from producers: “When we don’t present results, our work 

is at risk.”; “But I think that in this case, the pressure associated to the amount sold and 

the sales pressure is the argument that can justify it or not, but in the future it will produce 

this type of bad relationship.” 

Examples of references from distributors:”A bad service, the quality of the service, 

deliveries, etc. To say that a harvest will be ready and then it’s not. These are things that 

often put companies in a very delicate situation.”; “And we had a brand, the brand 

Compadres from a small but good quality producer, from Bairrada…. But that, despite 

having worked with him for three years, it didn’t go anywhere.” 
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(2) Relation Coordination Processes – third-order construct 

First-order constructs related with Transparency Relational Processes 

D. Long-term Relationship Sustainability 

This is a first-order construct that most contributes towards a bad RQ. This 

construct is mentioned to the most because of payment defaults and breach of business 

contracts established with the other party. It should also be noted the importance of the 

lack of security felt by one of the parties in the relationship with regards to the other, which 

is considered one of the behaviours that leads to the weakening of the relationship and 

the consequent loss of the RQ. 

Examples of references from producers: “Negligent payer. Basically, they don’t 

respect the people they contact. They don’t respect the brand. They destroy the market 

price only because they don’t want to make an effort to sell, they only want the rotation 

without having to work for the sale.”; “Of bad quality, that’s what I was referring to a while 

ago, in other words, the producer or distributor that is not interested in maintaining a long 

term relationship because they are jumping from one brand to the next, according to 

whichever suits them better.” 

Examples of references from distributors:”They told us that they would give us 

exclusivity and later we realized that there were other operators selling, including their 

previous distributor, DistribVini.”; “However, we also noticed that, during this economic 

crisis, the producer will also sell directly. That many times they have their product in the 

winecellers which they sell at any price, consequently damaging the work we had 

previously carried out.” 

E. Communication Contents 

Withholding information from the other partner or even the lack of transparency in 

what is being passed on are factors that strongly weaken the RQ, therefore seriously 

damaging the relationship. Not communicating with the right people harms the quality of 

that relationship. 

Examples of references from producers: “And when the relationship isn’t good, 

things don’t flow as well. Not all of the information is passed on. Maybe not knowingly but 

because in reality a good relationship doesn’t exist.”; “The distributor doesn’t promote 

transparency in relation to the producer.” 
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Examples of references from distributors: ”A bad relationship is simply not sharing 

information!”; “If one part chooses to conceal information from the other, or to give only 

partial information, then they are putting a spoke in the wheel and so they are on their way 

to spoiling things.” 

F. Communication Capabilities 

Not knowing how to be in a relationship, not communicating nor listening so that 

the other part feels that their opinions are addressed and analyzed constructively, leads to 

disinterest from the other partner. The same happens when the other part reveals a lack 

of pro-activity towards the relationship. 

Examples of references from producers: “And if we have a distributor who is 

responsible for the coordination of our brands in the market, if that distributor doesn’t have 

an active and pro-active approach, we can “miss the boat”; “If things aren’t going well and 

if the supplier, as in this case, isn’t open to discussion, people can easily become 

disinterested.” 

Examples of references from distributors: ”Friction, hostility between people and 

not having anything that ties them together and total alienation between the producer and 

distributor.”; “If a person’s approach isn’t constructive …” 

First-order construct related with Proximity Relational Processes 

G. Partnership 

Imposing and not sharing strategies, nor collaborating in the work processes 

causes the other party to disinvest in the partnership. Understanding that a strategy does 

not belong to them and not collaborating with it leads to loss of RQ, and consequently the 

detachment of the stakeholders. Another relevant factor, mainly for distributors, is the 

producer not supporting the partner with incentives, prizes, in other words, not helping 

them carry out activities in the market. 

Examples of references from producers: “When it starts, each person does their 

own thing, sooner or later it ends, it ends up in separation.”; “It means breaking the price 

with my brands, not respecting the position that I previously defined with them.” 

Examples of references from distributors: ”Because normally when things, when 

each person does their own thing, then things start to go wrong”; “The first mistake, the 
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basic mistake of any producer is insisting that things be done their way. ‘It’s my wine, I’m 

the one that establishes the price, me, this is the profile that I like, this is my way.” 

H. Operational Interdependence  

This construct is not mentioned as being a negative factor for the RQ by those 

surveyed.  

I. Relational Interdependence  

The lack of knowledge concerning the reality of the market and the lack of close 

accompaniment of the other partner are highly constraining factors of RQ and contribute 

towards the collapse of the partnership. 

Examples of references from producers: ”So, if there’s a separation between the 

producer and distributor, we ourselves don’t know what they are doing, nor do they know 

what we are doing. So, one day, if the link breaks, everything is over, which is also what 

we don’t want.”; “When distributors represent a brand and don’t have a close relationship, 

they hide their weakness, clearly, if it’s not working out they never want to tell us.” 

Examples of references from distributors: ”The major obstacle that sometimes 

emerges is the lack of knowledge and, sometimes, a “digging your heels in” way of doing 

things, “no, I want to do things my way.”; “…and when there’s some knowledge of the 

reality of the market, as is sometimes not the case with producers, fundamentally, with 

regards to modern distribution, there is no awareness of the manner of working, there is 

no awareness of the demands put forward by the client and then, yes, sometimes things 

become more difficult.” 

(3) Partner Characteristics - third-order construct 

First-order constructs related with Personal Characteristics 

J. Leadership 

This construct is mainly cited to by distributors who bestow a lot of significance to 

the characteristics of the partner’s leader. Not knowing how to exert a positive leadership, 

or even not showing their faces in the market, are factors that compromise the RQ. 

Examples of references from distributors: “Only yesterday I was talking with one of 

my salespersons who visited clients where the producer stayed in the car. And he would 
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tell him, “look, go over there and visit that one, a very important client.” “Come with me.” 

“No, I’ll wait in the car for you.” This is a completely, completely….ridiculous attitude, isn’t 

it? The lack of trust, how will my salesman believe in the product of a person that feels 

ashamed of that type of work, or of his own product.”; “For example Pipas, I also get on 

well with Pedro Emanuel, but he is a different kind of person, one of the owners of Big 

Producers, he has a more dignified attitude, you see, not as nonchalant.” 

K. Personal Social Capabilities 

This construct is not mentioned to by those interviewed as being a negative factor 

of a RQ. 

First-order constructs related with Organisational Characteristics 

L. Organisational Social Capabilities 

Not transmitting a sustainable management that can guarantee the future of the 

business and being reduced in their capacity to invest in products, are weaknesses of the 

partner which promotes loss of RQ. These weaknesses are still more compounded when 

the partner does not have an organisational and commercial structure sufficiently capable 

of working the market. 

Examples of references from producers: “There are many producers that do not 

have any type of viability. Some are large companies, and some are amateurs that, as a 

hobby or as a matter of personal vanity, decide to enter into the wine sector thinking that it 

would be much easier…”; “I felt that there was a major gap at the training level, namely 

management training. In other words, the owners look at the business and think, this is 

making money, enough to live on, so let’s keep things as they are.” 

Examples of references from distributors: “Frequently producers aren’t as 

professional, yet, and they have good products but they don’t have teams that will make 

this viable, at that moment, and most times they are growing, they are selling to 

international markets and don’t even worry about the internal market.”; “And sometimes 

they aren’t, that is, they have very few people and it’s always the same person that has to 

come up with the solutions or is in America or in Brazil or wherever and we aren’t able to 

talk to them, this doesn’t mean that they’re bad professionals.” 

 



- 154 - 

 

M. Innovative Propensity 

As one of the least mentioned constructs, the absence of creativity and innovation 

are factors that do not favour RQ, on the contrary, they lead to loss of activity and interest. 

Example of reference from producers: “When we work five or ten years with the 

same portfolio, there comes a time when the arguments peter out, entirely, the sales 

arguments, because the only thing that continues to be new are the harvests.” 

Example of reference from distributors:”Our producers often limit us somewhat in 

terms of creativity and innovation.” 

N. Power 

The lack of extent in terms of turnover, in particular, and the fact that the brand is 

not known, can contribute towards reduced attention given to the brand by the partner. 

Example of reference from producers: “If we are not able to generate quantities, 

we are not attractive. We are just one of many, “It’s over there. Look, sell it. We already 

know that every year it’s going to be 100 thousand bottles. Get it, it’s over there.” 

Examples of references from distributors: “And so, what happens is that there are 

very few brands that, by themselves, bear heavily in the business. And, therefore, 

attention that is given to them at management or sales level ends up being relatively 

minute…”; “In other words, the other brands that don’t yield large quantities will be left 

behind, they will forget about them, they will need to have a different type of strategy, a 

different type of approach to accompany the brands that are usually forgotten by the 

salespeople.” 
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Table 41. Data clustering: features of the relationship compromising the RQ (part I) 

 

 

 

3rd order construct N (%) 2nd order construct N (%) 1st order construct N (%) Representative evidence from interviews

Positive atittudes
104
23%

Attitudes
60

13%

Trust
33
7%

“I think that when there is a breach of trust, everything else also falls apart.”

Commitment
27

6%

“But there are producers that have certain attitudes that are….This is a business like any 
other, but you know, there needs to be a certain amount of commitment and there are 
producers that are not very committed.”

Emotions
44

10%
Satisfaction

44
10%

“But I think that in this case, the pressure associated to the amount sold and the sales 
pressure is the argument that can justify it or not, but in the future it will produce this 
type of bad relationship.”

Relational

coordination

processes

307
67%

Transparency

relation processes

216
47%

Long-term

relationship

sustainability

139
31%

“However, we also noticed that, during this economic crisis, the producer will also sell 
directly. That many times they have their product in the winecellers which they sell at 
any price, consequently damaging the work we carried out.”

Communication

contents

27
6%

“If one part chooses to conceal information from the other, or to give only partial 
information, then they are putting a spoke in the wheel and so they are on their way to 
spoiling things.”

Communication

capabilities

50
11%

”Friction, hostility between people and not having anything that ties them together and 
total alienation between the producer and distributor.”

Proximity relation

processes

91
20%

Partnership
32
7%

When it starts, each person does their own thing, sooner or later it ends, it ends up in 
separation.”

Relational

interdependence

59
13%

“When distributors represent a brand and don’t have a close relationship, they hide their 
weakness, clearly, if it didn’t work out they never want to tell us.”
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Table 41. Data clustering: features of the relationship compromising the RQ (part II) 

 

Note; The themes that are underlined are potential new constructs in relation to the literature review. 
Source: author’s elaboration 

3rd order construct N (%) 2nd order construct N (%) 1st order construct N (%) Representative evidence from interviews

Partner

characteristics

Personal

characteristics

9

2%
Leadership

9

2%

“For example Pipas, I also get on well with Pedro Emanuel, but he is a different 

kind of person, one of the owners of Big Producers, he has a more dignified 

attitude, you see, not as nonchalant.”

44

10%

Organisational

characteristics

35

8%

Organisational 

social capabilities

18

4%

“I felt that there was a major gap at the training level, namely management 

training. In other words, the owners look at the business and think, this is 

making money, enough to live on, so let’s keep things as they are.”

Innovative

propensity

7

2%
”Our producers, often limit us somewhat in terms of creativity and innovation.”

Power
10

2%

“If we are not able to generate quantities, we are not attractive. We are just one 

of many, “It’s over there.  Look, sell it. We already know that every year it’s 

going to be 100 thousand bottles. Get it, it’s over there.”
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6.4.3. Sub-categories of the first-order construct facilitating RQ 

After having designed the data clustering models, we move towards a second 

process of analysis of the data groups that formed the first-order constructs. This 

screening process allowed us to identify two levels of sub-constructs. 

This practice was only carried out with the facilitating constructs of the RQ, taking 

into account the deadline for implementation of this project and, above all, because we did 

not want that information to become too extensive. Taking into consideration what was 

previously mentioned, the following step is to clarify the meaning and content of each 

theme/category. 

Sub-constructs facilitating RQ 

 As a result of an in-depth content analysis, it is possible to put forward 39 sub-

constructs of the first-order constructs. In a more thorough analysis, these sub-constructs 

were segmented into 94 sub-categories. From here onwards, we go on to clarify the 

meaning and content of each theme/category. 

Figure 49. Data clustering: sub-categories of the first-order construct (part I) 

 
Notes: In each theme it is indicated the number of references; The themes that are underlined are potential 

new constructs in relation to the literature review. 

Source: author’s elaboration 
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Figure 49. Data clustering: sub-categories of the first-order construct (part II) 

 

Notes: In each theme it is indicated the number of references; The themes that are underlined are potential 

new constructs in relation to the literature review. 

Source: author’s elaboration 
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Figure 49 Data clustering: sub-categories of the first-order construct (part III) 

 

Notes: In each theme it is indicated the number of references; The themes that are underlined are potential 

new constructs in relation to the literature review. 

Source: author’s elaboration 
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A. Sub-constructs/categories of the first-order Trust construct  

In a more refined analysis of the expressions characterising Trust, we found sub-

categories which are in agreement with Dwyer et al. (1987), for whom this construct 

encompasses three dimensions: competence, honesty and benevolence. 

a) Trust-Benevolence 

Benevolence reflects the extent to which one’s partner is interested in the firm’s 

welfare and will not take unexpected actions which will negatively impact the firm (Doney 

& Cannon, 1997; Moorman et al., 1992). In other words, it is when one partner considers 

the interests of the other, and helps him to develop and learn (Doney & Cannon, 1997; 

Fang, Palmatier, Scheer, & Li., 2008). 

According to Aurier and Lanauze (2012), benevolence stems from the perceived 

integrity and honesty of the brand producer and his propensity to consider the partner’s 

interests before his own. 

Some examples of references from producers: “Our distributors trust us completely 

just as we trust them,…”; “…and one builds a more trustworthy relationship.” 

Some examples of references from distributors: “However, our concern, mine and 

the company’s, when a new brand owner arises, is to ultimately please the person and 

make him feel at home while he is with us, confiding in us and delegating whatever is 

necessary to get the job done and produce positive results”; “It is in that understanding. In 

fact, we feel that he enhances our sales and he also feels that we enhance his sales. It is 

a relationship, it’s a relationship based on trust.”  

This sub-construct of the Trust construct is subdivided into two other sub-

categories: (i) Affective Trust and (ii) Goodwill Behaviour. 

i)  Affective Trust 

It consists of the emotional bonds between trustors and trustees (Lewis & Weigert, 

1985; McAllister, 1995; Sun, 2010). It is based on the feelings generated and the degree 

to which one party perceives care and concern from the other (Johnson & Grayson, 

2005). It represents an emotional view described as the perception about a partner’s 

actions that intrinsically motivate the other to stay in a relationship (Johnson & Grayson, 

2005).  
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Some examples of references from producers; “We have a relationship based on 

trust.”; “… we have the benefit of being represented by people we like and trust,…” 

Some examples of references from distributors: ”Therefore, it has a bit to do with 

the strategies, that is the other producer who has a relationship with us, you see, this one 

came to us and said, ‘you’re heaven-sent, I’m very satisfied,’ and he trusts us. It’s a 

relationship based on trust, it’s a family relationship.”; “…and transparency and 

confidence. These are the characteristics which must be present and have to be well-

defined and laid out on the table.” 

ii) Goodwill Behaviour 

For both partners, this sub-category represents the shared belief that the other is 

deeply committed to promoting the good development of the relationship (Cambra-Fierro 

& Polo-Redondo, 2008). 

Some examples of references from producers: “But it has to be a relationship that 

develops from both sides. They perceive that we are following through and that we want 

everything to go well”; “A good distributor is one who values the partnership.” 

Some examples of references from distributors: “…being honest with us so as not 

to disappoint us and supporting us and also defending us when… necessary, right? Or, 

like, if they have proposals from other distributors, right? They should be honest with us in 

the sense of… like, talking with us and trying to understand… that this is also our life, 

shouldn’t they? And we are here to work and do a good job within our possibilities and not 

leave us “hanging”, from one day to the next”; “I think, basically, their posture is a secret to 

success and transmits confidence to the partners that work with them.”  

b) Trust Honesty  

This sub-construct refers to the belief that one partner stands by his word and will 

honour it (Anderson & Narus, 1990), fulfil promised role obligations, and is sincere (Doney 

& Cannon, 1997; Dwyer et al., 1987; Dwyer & Oh, 1987; Ganesan, 1994; Ganesan & 

Hess, 1997; Garbarino & Johnson, 1999; Geyskens et al., 1996; Kumar et al., 1995; 

Morgan & Hunt, 1994; Scheer & Stern, 1992).  

Moliner et al. (2007a, 2007b) refer that the basis for maintaining relationships is 

the keeping of promises. In case a promise is not fulfilled, the customer will not repeat the 
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purchase of a product or the consumption of a service, which means that the relationship 

will come to an end.  

Some examples of references from producers: “There is one thing that is very 

important and that is one’s word. For us, it has worked that way. We have sold containers 

of wine and we never needed a contract granting exclusive rights, based on this, it has 

never been necessary with us.”; “That so called correctness in procedure and posture and 

attitude, which I have referred to. It’s that old-fashioned Portuguese integrity which leads 

the distributor’s actions.” 

Some examples of references from distributors: “let’s all be considerably more 

honest with each other and not hide things”; “If you go to a producer, ‘they contacted me 

from here, pass by’. You must have some integrity and be honest; I believe this a 

fundamental aspect because, sooner or later, we find out.” 

This sub-construct of Trust construct is subdivided in two other sub-categories: (i) 

Contractual Trust and (ii) Credibility. 

i) Contractual Trust  

It is based on the belief that the other party will fulfil promises and act as agreed 

(Cambra-Fierro & Polo-Redondo, 2008). 

Some examples of references from producers: “Mutual respect in relation to what 

has been agreed upon. In terms of price positioning. If there is an agreement concerning 

quantities, it must be respected. Payments must be made on time. Not damaging the 

reputation of the brand name in the market”; “Therefore, there must be total confidence 

that there will be a return on the money, which we supply. Then yes, if money comes in, if 

the objectives are met, if the products are in the right channels, then it is successful. Then, 

we are not merely selling, we are making a brand.” 

Some examples of references from distributors: “Our company stands by its word, 

in other words, nowadays it’s very important to be able to sell, pay the producers on time, 

those things, and this is one of the company’s rule, which is, comply with the agreement”; 

“Vitis-store, which is a rigorous company, pays its suppliers within the agreed deadline…” 

 

 



 

- 163 - 

 

ii) Credibility 

This sub-category covers the cognitive aspect, in other words the calculative 

appreciation of the competence and technical expertise of the brand (Aurier & Lanauze, 

2012). It is the belief that the partner stands by his word, fulfils promised role obligations, 

and is sincere.  

Some examples of references from producers; “Trust also passes through 

scrupulously sticking to one’s word”; “Extremely hard-working, extremely trustworthy, 

respected people, with an integrity which no longer exists in today’s Portugal, therefore, 

an old-fashioned integrity, standing by one’s word,…” 

Some examples of references from distributors: “We fulfil promised role 

obligations… we, we are trustworthy people, so I think the client, the producer will also 

end up feeling that, won’t they?”; “Trust, which transmits our relationship, our own 

personal relationship, we are not out to trick anyone, what we say is on a conductive line, 

with a beginning and an end and we maintain this relationship, standing by our word, so in 

the end, it is trust and confidence in one’s word, in the product, in the whole product with 

the market, with the people we know.”  

c) Trust Competence  

It has been defined as the ability to perform a specific task, action, or function 

successfully (Doney & Cannon, 1997). In other words it is a belief, a sentiment, or an 

expectation, that the other party will be capable of doing what it promises. This sub-

construct is related with skills and technical know-how of an exchange partner (Cambra-

Fierro & Polo-Redondo, 2008; Doney & Cannon, 1997; Vidal, 2012).  

Competence denotes that a partner’s capability is a pre-requisite for intra and 

inter-organisational performance (Smith & Barclay, 1997), and can offer customers stable 

product quality and volume. 

Some examples of references from producers: “It’s very important for us that they 

put our product in the correct places, where we want them to be, and meet the aims year 

after year,”; “It should continuously spread to other sales outlets, it should get better with 

time.” 

Some examples of references from distributors; “I think it’s the confidence in our 

work that strengthens relationships with the producers,…”; ”Confidence, basically, is the 
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recognition of setting the right objectives. Now this, getting straight to the point. In the end, 

their understanding that the objectives they have defined with me, and whether achieved 

or not, with due justification, are the correct ones.” 

This sub-construct of Trust construct is subdivided in two other sub-themes: (i) 

Trustworthiness and (ii) Trusting Behaviour. 

i) Trustworthiness 

Trustworthiness is defined as having the belief or confidence in the partner’s 

capabilities. It is created by the expertise and reliability of the partner’s actions (Chiu, 

2009; Crosby et al., 1990; Smith & Barclay, 1997). 

Some examples of references from producers; ”...the guarantee of an intense 

distribution network, mainly in the catering industry, which must be assured, directly or 

indirectly by the distributor, without which the brand may be successful in the short term 

through supermarkets, but sustainability and a connection to a brand is truly guaranteed 

by the brand’s ability through its distributor and sub-agents to be present in catering. It’s 

what is absolutely fundamental for the success of a brand name. Fundamental!”; “…and it 

also has to do with confiding in the good work that’s being done in the market.”  

 

Some examples of references from distributors; “Perhaps the products themselves 

inspire a lot of confidence in terms of quality, notoriety in the market.”; “the final product is 

very good, it is top, it is the best that is made in Portugal and then, the rest of the 

relationship exists based on confidence, from both parties, which allows things to flow 

quite easily.” 

 

ii) Trusting Behaviour  

Trusting behaviour is related to a willingness to engage in risk-taking, and reflects 

reliance on a partner (Smith & Barclay, 1997). 

In other words, trust involves the dispositional nature of the trustor, characteristics 

of the trustee, and the context in which the decision to trust takes place (Mishra & Mishra, 

2012). In relation to this last point, the trusting behaviour could have more cognitive and 

calculative considerations in organisational contexts in which little is known about each 

other, such as in the case of transactions involving relative strangers. On the other hand, 

the behaviour could require more relational considerations in contexts where a lot of 
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information is known, such as those involving members of one’s own relationship group 

(Kramer, 1999; Mishra & Mishra, 2012). 

It is important to highlight that relational considerations are essential in trust 

research that utilizes a social exchange perspective (Mishra & Mishra, 2012).  

Some examples of references from producers: “I consider DrinkPower to be an 

extension of Harvest Producers. It’s the commercial structure of Harvest Producers, it’s 

DrinkPower!”; “It’s feeling… feeling that the person who represents us, represents, is 

representing us as if we were representing ourselves, exactly in the same way, so, I trust 

Mr José and Mr Xavier and Garrafeira, Garrafeira is the best, because it has, has, it is 

different. I believe that they do the work as if it were I, myself, doing it.” 

And some references from distributors: “What I found, the best thing I think, that I 

found is that we feel, our team, we feel like we are a part of them. This is so important”; 

“Because they believe. Because they believe and have confidence in what we are doing, 

because they know we are doing our best, because they know that we see their project as 

ours, too.” 

B. Sub-constructs/categories of the first-order Commitment construct  

In a more refined analysis of the keywords that characterise the Commitment 

construct, it was possible to find sub-constructs in accordance with the literature review. 

There are some authors that establish two dimensions of Commitment: Affective 

Commitment and Calculated/Cognitive/Continuance Commitment (Geyskens et al., 1996; 

Wetzels, Ruyter, & Birgelen, 1998). The first captures the emotional elements of 

Commitment, the second refers to a more rational analysis. For some authors, these sub-

constructs are considered to be the most relevant types of Commitment in inter-

organisational settings (Bloemer et al., 2013). Although Allen and Meyer (1990) 

distinguish three different components of Commitment: Affective, Calculative, and 

Normative Commitment. 

a) Affective Commitment  

Affective Commitment (AC) represents an emotional and social sentimental 

attachment to the target (Gilliland & Bello, 2002) and it stems from a general positive 

feeling towards the relationship partner (Cater & Cater, 2010). It describes a positive 

attitude towards the future existence of the relationship (Gundlach et al., 1995).  
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Customers with strong Affective Commitment will stay in the relationship because 

they want to, based on their positive feeling towards the supplier, they like the partner, 

enjoy working with him/her and also enjoy the partnership (Cater & Cater, 2010; 

Geyskens et al., 1996). 

Given that affectively committed individuals typically perceive the associated 

behaviours as being consistent with their personal values (Meyer, Becker, & 

Vandenberghe, 2004), this leads to a strong drive toward developing the relationship. 

Affective Commitment may be seen as a disposition to accept short-term sacrifices 

in order to satisfy long-term goals and maintain the relationship (Dwyer et al., 1987; 

Ganesan & Hess, 1997; Morgan & Hunt, 1994). 

Examples of references from producers: “This is like seeing a couple in love, who 

are aware that they are in love, and don’t need anyone to inform them of it.”; “I think there 

is affection… I think that we and our clients are part of a family, I think so, it functions very 

well. Of course, then we create those ties, don’t we? We make people feel at ease…” . 

Examples of references from distributors: “That is the way we work at Wines 

Distribution. In other words, this almost seems to be a family company with the producers, 

we end up having a very strong bond.”; “We have big producers and small producers, who 

have an amusing vision of VitisDistribution, in other words ‘the market is really 

complicated, I can hardly sell anything, but let’s see what we can do!’ we think, ‘we have 

to do everything’ and then some to help.” 

This sub-construct of the Commitment construct is subdivided into two other sub-

categories: (i) Involvement and (ii) Belonging. 

i) Involvement 

In accordance with Sharma, Young, & Wilkinson, (2006, pp. 65, 69), affective 

commitment includes “a desire to develop and strengthen a relationship with another 

person or group because of familiarity, friendship, and personal confidence built through 

interpersonal interaction over time.” 

In this case, Affective Commitment is more of an emotional response that develops 

through the degree of reciprocity or personal involvement that a customer has with a 

company, which results in a higher level of trust and commitment (Garbarino & Johnson, 

1999). 



 

- 167 - 

 

Examples of references from producers: “And then, it is much more than just a 

product, it’s the connecting link that is made with the clients. Basically, it’s creating 

emotions, seeing those emotions in others, in relation to the product we are presenting 

and selling. And that, above all, is what I value most”; “So, let’s call it a marriage, in which 

we give exclusivity rights, he has our wine’s exclusivity rights to work in the country, we 

back him up and it’s a marriage, in other words, there are no secrets.” 

Examples of references from distributors: “In our opinion, in order for a production 

and a distribution project to be… as perfect as possible, there must be this connection. 

There must be this union between producer and distributor.”; “The ability to generate or 

create environment ... familiar, is sometimes misunderstood. Because familiar can 

sometimes be interpreted in a less professional manner. But no. It’s in sense of making 

people feel good, making them feel part of the project. Because BrandsDistribution’s 

project doesn’t only deal with distribution. BrandsDistribution is also Ferreira Marques’s 

project, it’s also Gestwines’s project. We see those projects as being ours. Because that 

was created, there was that willingness; there was an ability to understand that it was 

important. Therefore, any one of us “lives” the new Ferreira Marques’s product launches 

as if they were our own. We consider those products as if they were ours. We are part of 

that company. We are also that production, we are also that producer.” 

ii) Belonging 

Several authors have shown that individuals remain in a relationship because of 

the emergence of positive feelings of belonging associated with a high degree of respect 

for the other party (Allen & Meyer, 1990; Geyskens et al., 1996; Kumar et al., 1995; 

Morgan & Hunt, 1994). 

It results from a cognitive process of information about the partner, an affective 

process of identification with the partner’s values and image, which promote a sense of 

attachment for, and belongingness to, the relationship (Vidal, 2012), also the involvement 

and similarity and a “volition-making” process in expressing preferences (Bansal, Irving, & 

Taylor, 2004; Bendapudi & Berry, 1997; Geyskens et al., 1996). 

In this case, Affective Commitment is based on emotions, like the feeling of 

belonging and respect for the other party (Moliner et al., 2007a, 2007b).  

Examples of references from producers: “And there is a great effort on the part of 

the team, all have take up the cudgels for the project, and still continue with it. And there 

is a concern, not only do we have promotional campaigns at Green Mountain, the 

“flagship” product, but also with the brand Green Flavours, to launch the brand, to take it 
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off the shelves.”; “They worry about the brand, as if it were, and because it is their brand, 

even if only temporarily during the years of the contract.” 

Examples of references from distributors: “there has to be a cultural adjustment 

with us. This is the way we are, with our values.”; “The team at Caste Distributors and the 

owner of Caste Distributors, believe, truly, in the brand.”; “we support this producer, these 

products,” and we don’t disperse and,…” 

b) Calculative Commitment  

Calculative Commitment is a more rational sub-construct and it requires an 

economic-based dependence on product benefits due to a lack of choice or switching 

costs (Anderson & Weitz, 1992; Dwyer et al., 1987). 

It is defined as “the extent to which channel members perceive the need to 

maintain a relationship given the significant anticipated termination or switching costs 

associated with leaving” (Geyskens et al., 1996, p. 304). 

Examples of references from producers: “VitisDistribution has practically 30 people 

in its commercial area. It would never cross my mind to contract this kind of team, to 

manage this, when we could have someone who could do that in a more effective 

manner.”; “Basically, it’s a little of both, we help them, we need the trade-off, which is what 

really makes large volumes. But they, too, need brands that will help them to open doors 

to other brands. This is all a bit a result of that.” 

Examples of references from distributors: “DouroProducer is not as fast, but 

because it’s important to us, I get the products at their warehouse when I need to.”; “and I 

believe, that because there’s a strong relationship with the producer and winemaking and 

the company’s administration, I believe that this can be redefined. But OK, I have my 

doubts that it’s truly possible. We will try because he is important to us, even if it’s merely 

in stores and in the big city center markets.”  

Customers’ cognitive commitment is an exercise in economic calculation, and two 

types can be distinguished: negative and positive (Moliner et al., 2007a, 2007b). In other 

words, the Calculative Commitment (CC) comprises two distinct mindsets: the perceived 

sacrifices associated with ending the relationship and the perceived lack of alternatives 

(Moliner et al., 2007a, 2007b; Vandenberghe & Panaccio, 2012). CC-sacrifices and CC-

alternatives represent a positive and a negative side, respectively, to CC. 
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Therefore, this sub-construct of Commitment construct is subdivided into two other 

sub-categories: (i) Negative Calculative related with having no alternatives and (ii) Positive 

Calculative related with the benefits that could be lost in an eventual change of partner. 

i) Negative Calculative  

A partner’s cognitive commitment is negative when the relationship is maintained 

due to the lack of alternatives to the other player. So, abandoning the partner would 

involve costs and penalties. As soon as alternatives appear, relationships based on 

Negative Calculative Commitment will dissolve (Moliner et al., 2007a, 2007b; 

Vandenberghe & Panaccio, 2012). 

Examples of references from producers: “I have to think, sometimes from the 

company’s view point. Because unfortunately, within our territory, despite being small, 

there are areas in the country in which I do not have another option. And I have to work 

with that person, with that distributor, with that worker, because I have no other choice, or 

he’s in fact a distributor who works well…”; “my Aveiro-Coimbra distributor, which is called 

Caste Distributor is, does not have an alternative. Casta Distributor is simultaneously the 

largest distributor but also the closest to the territory it covers. There is no alternative.” 

Examples of references from distributors: “And the brand had a large 

representation in Lisbon, and here in the north in the stores as well. And at the time, I 

could run out of stock simply in a direct way, but that wouldn’t happen because the brand 

was very influential, and I couldn’t, half way through the year, introduce another brand that 

would lower my sales. Because it was listed on restaurant wine lists, it was in wine stores, 

therefore, I can’t afford that just because I argued with someone, to cut off a relationship, I 

can’t.”; “if we are OK with a client, with our own brands, with those brands which we 

represent, the better off we’ll be, because sooner or later, those strong brands, if they pull 

the rug from beneath our feet, they’ll never completely exclude us, because they have no 

one else, but there might be another who could show up and they might be forced to also 

give them a piece of the pie, who knows, we are already strongly rooted in that client, with 

our own distribution brands.” 

ii) Positive Calculative  

This sub-category is related with instrumental motivations for preserving a 

relationship (Vidal, 2012) because of the significant perceived switching costs associated 
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with leaving those relationships (Allen & Meyer, 1990; Moliner et al., 2007a, 2007b; 

Vandenberghe & Panaccio, 2012).  

A partner’s commitment is positive when the motive for remaining in the 

relationship is the possibility of obtaining economic, social, or psychological gains or 

benefits (Bendapudi & Berry, 1997). Signifying that this kind of commitment is based on 

cognitive value (Moliner et al., 2007a, 2007b). It reflects an attachment based on the 

advantages derived from being a member of that relationship. Because these advantages 

would have to be “sacrificed” upon leaving, they represent valuable resources that a 

player does not want to give up (Panaccio & Vandenberghe, 2012). Reflecting the desire 

to retain these advantages, the behaviours associated with CC-sacrifices should be 

perceived as somewhat internally driven (Meyer et al., 2004). 

Examples of references from producers: “Yes, that could happen, I may not like 

the person with whom I’m working, but I have to be sufficiently professional to know that I 

have to work with them. He is my client or he is my supplier, if I don’t get along with him, 

then I’ll change, but if it’s a client, if I need him, too, you know, we are not here to be 

friends, we are here to be professional with each other!”; “You see, was that a bad 

relationship? However, that brand interested me. Because, because it had visibility in the 

market.” 

Examples of references from distributors: “Many times, that period of waiting, can 

be temporarily damaging, but it doesn’t mean that in future strategies, we do not adopt the 

brand again, because of its importance to us, and we don’t re-evaluate those factors 

which would be less, were less interesting”; “And I tell this to a supplier or another who 

brings this up. Especially if it’s a large one, if it’s a small one, it probably won’t happen, but 

if it’s a large one, the one who ends up losing, next year you reach 700, then 500. You’ll 

lose your position here. Then it’s like that, if you lose your position, you’ll never recover it 

with another supplier (distributor), which does not exist.”  

c) Normative Commitment  

Normative Commitment (NC) is reflected in the perceived moral obligation of an 

organisation to stay in relationships with a partner. This dimension is associated with an 

“ought to” mindset in which the partners stay in the relationship because of moral 

imperatives, they feel they ought to (Allen & Meyer, 1990; Cater & Cater, 2010; Landry & 

Vandenberghe, 2012). 
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In agreement with Meyer et al. (2004), NC involves acting in accordance with 

others' expectations in order to avoid feelings of guilt and anxiety. 

It should be noted that this construct is observed above all at the distribution level, 

having been mentioned to many times, when only one producer emitted a single reference 

in the sub-category Moral Obligation. 

Examples of references from distributor: “I asked him, ‘I need you to receive one of 

my Alentejo clients, for example, a client of mine, ‘I need you to make him feel welcome 

there’. So, he has to treat him well and he needs to represent me. There has to be a 

partnership, whoever the supplier may be.”; “If the deal ended up being interesting, if I can 

help, I sometimes cooperated by buying some things I didn’t even need, because of the 

deal in its whole, which the supplier is offering me, is very interesting in other situations, 

and I have to cooperate with him.” 

This sub-construct of Commitment construct is subdivided into two other sub- 

category: (i) Moral Obligation to the partner and (ii) Duty with the relationship. 

i) Moral obligation  

This dimension deals with an organisation feeling obligated to stay in relationships 

with a partner (Allen & Meyer, 1990; Bansal et al., 2004; Landry & Vandenberghe, 2012). 

Example of reference from producers: “We also try to correspond and have a 

respectful and professional posture with our client, our agents and partners.” 

Example of reference from distributors: “I could buy in smaller quantities, today 

companies deliver from one day to the next. We can’t, when someone tells us, ‘I need’, 

because under other circumstances I also say, ‘I need’”; “if he was interested in that one, 

then the focus must be on that one and in the meanwhile, all the others would be left 

behind and … if the producer contacts the distributor, it’s because he thinks it may be of 

interest, he is expecting him to do something and if we do that, then I think that’s not fair, 

do you understand?.” 

ii) Duty 

Signifies a company working the market with an appropriate sense of duty for its 

partner (Cater & Cater, 2010). 
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Examples of references from distributors: “Their orientation is our responsibility.”; 

“Normally a producer, when it interacts with a distributor, it wants to increase his market 

quota, it does not want to remain where he was in the first year, signifying, there is always 

an obligation for the brand to grow.” 

C. Sub-constructs/categories of the first-order Satisfaction construct  

Satisfaction is made of two interrelated dimensions: economic outcomes 

(Instrumental Satisfaction) that differ substantially from those derived from social 

interactions (Social Satisfaction) (Gassenheimer, Houston, & Davis 1998; Geyskens et al., 

1999; Geyskens & Steenkamp, 2000). 

Mohr and Spekman (1994) considered these two dimensions as indicators of 

partnership success: an objective indicator (sales volume that result to both partners from 

its partnership) and an affective measure (satisfaction of one party with the other). The 

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

a set of goals (e.g. to enhance a company's competitive position). 

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

determined, in part, by how well the partnership achieves the performance expectations 

set out by the partners (e.g., Anderson & Narus, 1990). A partnership which generates 

satisfaction exists when performance expectations have been achieved. 

a) Instrumental Satisfaction 

Economic satisfaction refers to a “positive affective response to the economic 

rewards that flow from the relationship with its partner”, (Geyskens et al., 1999: p. 224), 

such as sales volume and margins, profit and discounts (Geyskens et al., 1999; Lai, 

2007), product satisfaction, satisfaction with representative sales, and satisfaction with 

financial results (Jap & Ganesan, 2000). 

Examples of references from producers: “This is a job, if well done, we all win at 

the end of the day”; “Besides the business, of course we are in it to make money, to 

conquer the market, to launch new products, for all of that, …”; “I would say that, what 

characterises business relationships is, and I believe that this is common to all 

businesses, when a business satisfies both parts with good results. I cannot think of 

another definition. The satisfaction increases when good results are obtained on top of a 

good understanding, thus a relational component. Of course, in order to obtain results, a 
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strategy is necessary and even putting the strategy into action, which leads to the results, 

the relationship is important.” 

Examples of references from distributors: “And then, it’s the results, as in 

everything in life. When you get good results, it’s hard to question anything.”; “The way we 

now approach business and distribution has changed. They understand that in reality, this 

was a success model which made sense.” 

This sub-construct of Satisfaction construct is subdivided in two other sub-

categories: (i) satisfaction with the performance of the partner and (ii) sales turnover that 

the other part represents. 

i) Performance Satisfaction 

Performance Satisfaction is the degree to which the business aspect of the 

relationship delivers fundamental value (Gruen, Summers, & Acito, 2000), which means 

that each partner involved in the exchange relationship should be satisfied with the 

performance of the other. 

Examples of references from producers: “We create the brand, we develop 

business and look ahead to the future, meaning…. at the end of the day, money! At the 

end of the day, they make money off us, we make money off of them, there is a mutual 

desire for growth, brand growth, product growth, market growth, basically.”; “The main 

interest of our brand, and of others, is the margin it generates. I do not see any other. We 

usually say that there are two types of interest: either for benefit or for friendship. 

Friendship in business is important for the relationship. However, two good friends who 

are partners in business in which they both lose money, this will end the friendship. Let’s 

be pragmatic, there’s an economic interest, it has always been like that, and the profit has 

to be divided.”; “If we have a margin under contract, and we fulfil it, and they reach that 

margin, then they will be satisfied with the deal. Just because of this, things go well. We 

assure them that they have a margin, it’s not a guaranteed margin, but we try to get them 

that margin, in order to motivate them.”  

Examples of references from distributors: “that is what we try to give them, 

turnover, profitability, notoriety and distribution quantities”; “Then, it is the DistributorMaker 

results of the previous years, which are always consolidated, in other words, there’s a 

constant in the brands’ results which come to us, normally, normally, with the exception of 

Lameiros. All brands that come to us grow and are a success and expand their distribution 
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and their business turnover grows and their products have rotation. And that helps, like I 

told you before, in a very strong way.”  

ii) Sales Turnover 

Despite this sub-category not being individually referred to in the literature, it was 

mentioned significantly by both parties as a facilitator of RQ. 

Examples of references from producers: “But in my opinion, it’s someone who 

grows and makes my business grow. And vice versa, it must be exactly the same thing. 

When that happens, if people who meet face to face are professional, the business 

develops…”; “But there is such a good relationship there that it doesn’t seem to me that, 

at this moment, we have come to grow in all three, in terms of sales, therefore, it is a sign 

that everything’s fine.”; ”It’s funny, but they, there are distributors that they like more, and 

they are the distributors that usually treat us better, they buy more from us, they pay us 

better, I don’t know, it’s a model partnership.” 

 Examples of references from distributors: “With WinesManager, everything has 

gone well, however, we have been growing, the team work has paid off and when this 

happens, things are always easier, aren’t they?”; “there are three and they are very 

similar… because they are, any one of them, all three, the most recent I think from 2006, 

that’s it, that’s, in this case, it’s been eight years, in others 10, others 9 and… the people, 

things have run smoothly, more or less at a sales level. They have been… if they haven’t 

replaced me, it’s because they are satisfied with what we have sold them.”  

b) Social Satisfaction 

Social Satisfaction refers to a positive affective response of channel members to 

the non-economic, socio-psychological dimension of the relationships that enables them 

to feel fulfilled, gratified, and at ease through their interaction with trade partners 

(Geyskens et al., 1999; Mohr, Fisher, & Nevin, 1996; Scheer & Stern, 1992). This sub-

construct focuses on subjective aspects such as social contact, communication, or shared 

values (H. Chang, Lee, & Lai, 2012). It has been linked with exchanges that reflect good 

psychological behaviour on the part of the members in an exchange partnership 

(Gassenheimer et al., 1998). 

Examples of references from producers: “a distributor, we are planning it out, I 

don’t know what, I don’t know how many, it’s been all defined, it’s all done well, I like 

working like this,…”; “They’re very good. They work very well. They have a good team,… 
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they’re professional. If you ask me, a partner to work the national market, and another in 

terms of beverages? No!”; “The rest are very good! They’re very good, ah! ah! They’re 

really good….” 

Examples of references from distributors: “Fortunately, all of our wine producers 

have a good relationship with us, there’s maybe an exception or two, very good.”; “In 

short, a healthy relationship.”; “The relationship is good with all of them. From the smallest 

to the biggest, we have a fantastic relationship, and what I also say is that our success is 

owed to our suppliers’ success as well.” 

This sub-construct of Satisfaction construct is subdivided into two other sub-

categories: (i) affective satisfaction in relation with the partner and (ii) satisfaction with the 

exchange relationship. 

i) Affective Satisfaction  

Relationship satisfaction is an emotional state that occurs in response to an 

evaluation of past interaction experiences (Crosby et al., 1990; Westbrook, 1981). For 

example, it could be the buyer’s affective state resulting from an overall appraisal of its 

relationship with a supplier (Anderson & Narus, 1990; Barry, Dion & Johnson, 2008; De 

Wulf et al., 2001). 

According to Oliver (1999), this is a definition based on what the consumer does, 

and not on its psychological meaning. For some authors, satisfaction means the partners’ 

perceptions of pleasurable fulfilment based on the matching of relationship-based 

outcomes with expectations (Lahiri & Kedia, 2011; Oliver, 1999). That is, the consumer 

senses that consumption fulfils some need, desire, goal, etc., and that this fulfilment is 

pleasurable. 

Examples of references from producers: “I think that a partnership functions when 

both parties are equally pleased.”; “Therefore, I can tell you that a perfectly healthy 

relationship exists between WinesManager and BrandsDistribution at this moment, we 

have no problem whatsoever.”; “…then we immediately changed to the one we are with 

now and we’re very satisfied.” 

Examples of references from distributors: “On a relationship level, we have an 

excellent relationship with our producers.”; “But I think this characteristic of the 

relationship, this emotional relationship we have, is strong.” 
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ii) Exchange Satisfaction  

Auh and Shih, (2005, p. 78) conceptualize Exchange Satisfaction as the 

satisfaction customers have with the core processes of the exchange with their supplier. 

Customers’ evaluation of suppliers on the ability to deliver the lowest price, defect-free 

products, and superior technical support are all elements contributing to exchange 

satisfaction. 

When a partner evaluates their exchange satisfaction with a supplier, it may 

require objective criteria that are more cognitive in nature. 

Examples of references from producers: “But, they are good in everything, they are 

good at implementing sales activities, at developing campaigns, at thinking “outside of the 

box” of a type of process and then put it on the market, on the team who has to work the 

market and the way they focus on the brands.”; “In terms of off-trade, VitisDistribution is 

very good. Especially with supermarkets, supermarket distribution, connections with 

supermarkets, they are… amazing.”  

Examples of references from distributors: “Smaller producers that wouldn’t 

normally be represented by a single distributor, for them it’s like this ‘it’s two different 

worlds’. Suddenly, they’re very satisfied because they see consistent work, solid work,…”; 

“In other words, what they consider to be a big advantage of DistributionMaker is the 

activation that we provide through the HORECA channel, in restaurants, hotels, and it’s 

clearly, in our opinion, superior to the competition.” 

D. Sub-constructs/categories of the first-order Long-term Relationship 

Sustainability construct  

In a more refined analysis of the keywords that characterise the Long-term 

relationship construct, we find the following sub-constructs: (a) the strength of the 

relationship and (b) the focus on the brand. 

a) Relationship Strength 

This is an example of a sub-construct that is not mentioned to in the RQ literature 

review. However, both parts did make reference to the importance of the duration of the 

business partnership in strengthening the relationship, which works as a facilitator of RQ. 
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Examples of references from producers: “If it’s trustworthy or not, we’ll find out 

throughout the work relationship.”; “And, in reality, the business partnership models, the 

ones that work, when we have a business relationship lasting 15 or 20 years, that’s 

because there’s a partnership there.” 

Examples of references from distributors: “I think the longer the duration, I think, it 

absolutely only has positive aspects because if, if there’s longevity there has to be some 

aspect of continued respect, loyalty, unity and because if it there isn’t, then it finishes…”; 

“For example, we are starting a business relationship with MARC, and we have been 

working with them for various months. It’s a relationship, but we still haven’t had time to 

develop many activities. At this moment, it’s a good relationship, but it’s obviously still not 

as solid or as developed as others we have with other producers which we have known 

and worked with for a longer period of time.”  

This sub-construct of Long-term Relationship Sustainability construct is subdivided 

into three other sub-categories: (i) Stability, (ii) Duration and (iii) Security. 

i)  Stability  

The stability of the relationship brings mutual trust making both partners believe 

and invest in the relationship, resulting in an increased effort to achieve success. 

Similarly, believing in the other partner’s loyalty helps to resolve everyday problems, in the 

perspective that it’s a means for a long-term partnership. This stability strengthens the 

trust between the members of the relationship. 

Examples of references from producers: “It’s good for both sides because they 

also understand if they put in a little more effort, think a little more of the brand RIVER, 

because the producer is with them, gets on well with them, has already shown trust, and 

isn’t one of those who is always changing.”; “The people knew that relationship which has 

lasted years, was a partnership. If they had a problem here, it would get resolved, if they 

had a problem there, it would get resolved. Everything would get resolved and, therefore, 

they were, it was a medium and long term partnership which was established and could 

achieve good structural levels, so as to become stronger in the future.”; “There are people 

who won’t switch, if one of my competitors offers 10 cents lower. Just like there would be 

others who wouldn’t switch when I go there… you know? A relationship based on trust, 

empathy and consistency. People like a stable relationship, etc. it still counts, it counts a 

lot, more than what the top management think, the so-called top in this country.”  
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Examples of references from distributors: “They’re relationships in which I cannot 

give myself the luxury of saying ‘this year your product isn’t special, go away’. They’re 

relationships built to last and which we intend to solidify.”; “Currently, I have producers 

that, even if I were to find other producers in the region selling a little more and better, 

even so, I wouldn’t switch, because I have such a well-established relationship that I 

would consider it a betrayal to do so.” 

ii)  Duration 

For all the parties involved in the relationship, its duration strengthens the 

relationship itself, because they consider that in the course of time they have had the 

possibility to fine tune sensibilities and increase the understanding of common points of 

interest. The longer the duration of the relationship, the bigger the indication of trust and 

credibility between the partners, and this solidifies the relationship. The duration of the 

relationship constitutes the self-recognition of the existence of a partnership. 

Examples of references from producers: “I always say that my sales pitch is not 

the price. It can’t be, because I have thousands of brands that are being sold on the 

market with lower prices than those of Quinta de Cima. So, it’s not because of that, that’s 

not the sales pitch, neither for me nor for any of the salespeople that could work the 

brand. So, you have to truly believe in the brand. And that it was built throughout the 

years. Sometimes it works out, sometimes it doesn’t.”; “And, earning that appreciation, 

empathy and trust with the distributor comes with time. That is, it’s something that may 

take a long time… I’m not saying years, but it does take some time to earn.” 

Examples of references from distributors: “And I believe the relationship that one 

earns over the years is the relationship that you have with the clients.”; “Nowadays I can 

consider the relationship with ManagerWines or SuperiorWines good, or even very good. 

Why’s that? Because we’ve worked together for many years and we’ve fine-tuned all 

sensibilities on both sides.”; “Like I told you before, many producers with whom we work 

or with whom we worked some years ago, many of them are friends and things run 

smoothly….” 

iii) Security 

The perception of security transmitted by the relationship is very important for its 

duration. Knowing that risks are not being taken with the partner, strengthens the level of 

the partners’ trust, namely in assuming commitments with third parties whose success 
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depends on that relationship. It is a feeling transmitted by the players that are part of the 

relationship, as well as by the behaviour of both companies in the execution of tasks that 

are of their responsibility. This sentiment also strengthens the partners’ effort on what they 

are doing and the belief that the participation in a long term relationship is not a “one time” 

thing. In reality, it is about knowing what you can expect from the other part. 

Examples of reference from producer: “So, I think all these factors have always 

been taken into consideration and it also ends up benefiting the distributors and they will 

perceive this as a safeguard. It is also a way for them to obtain some security, in the way 

they negotiate with Quinta de Cima.” 

Examples of references from distributors: “VitisDistribution tries to protect them 

and in the end, they feel this.”; “we obtained new regional brands, and I felt that there was 

also quality, and protection. I felt we were secure even though there wasn’t a contract. 

Because I felt the people have values and principles.”; “Because it’s like this, since we 

know these things, we have more willingness to work, we feel more confident in the job 

we’re doing, we know that the wine won’t run out and that we won’t be doing one-off 

business deals!”; “not failing with deliveries, that is very important so I don’t fail as well, 

because if I don’t comply, my clients will also not comply many times. I’ll end up having 

problems. I end up losing, I start to lose credibility, ‘it’s not worth working with you 

because you haven’t complied’.” 

b) Brand Focus 

This is a very valued sub-construct, especially by the producers, but also 

recognized by the distributors as being representative of the attention and dedication that 

the other part shows towards its brands. The attention paid to the work, the importance 

and recognition of the brand, may be influenced by the number of brands represented by 

the distributor. Despite not being referred in the RQ literature, this construct, clearly, 

becomes a facilitator of the relation between both partners, strengthening the commitment 

in the relationship. 

Examples of references from producers: “being top of mind in that partner’s head.”; 

“He has a very strong focus on Quinta Douro’s wines, he believes in the brand and 

prioritizes the promotion of the brand, in relation to other brands in his portfolio.”; “…our 

mission is working on our brands and building value for our brands. Therefore, that is the 

principle we guide ourselves by.” 
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Examples of references from distributors: “In fact it has, right from the beginning, 

that issue that I referred to, it has a much larger focus.”; “Because BigProducer has 

distributing companies, obviously it can manage the focus it should give each brand, 

during its lifespan.”; “we have a portfolio of products from very small producers. So, I don’t 

want many producers. It’s this company’s philosophy. It’s not the philosophy of others. We 

don’t have a very large company, so we want to concentrate on and have fewer 

producers.” 

This sub-construct of the Long-term Relationship Sustainability construct is 

subdivided in three other sub-categories: (i) distributor focused on brand, (ii) dimension of 

the distributor portfolio and (iii) the value of the brand. All of these sub-categories were not 

referred in the RQ literature. 

i) Distributor Focus 

The producers yearn to work with a distributor that has their brands on top of mind. 

This fact allows the brands of the producer to be well managed through the distribution 

channel, and could contribute to good results of the business relationship developed 

between them. In this manner, they can observe whether the sales force is focused on 

their brand, as well as observe the work that they are developing. The distributors are 

aware that if they are more focused on a brand, the results for the business relationship 

will be more significant. 

Examples of references from producers: “There has been a focus and they are 

selective of the brands they choose.”; “It’s not exclusively ours, there’s also another brand, 

but we know that a large part of their time is dedicated to us.” 

Examples of references from distributors: “Because we believe that working the 

brand is better if it’s done by us. That is, it’s not that we have people with more 

professional qualities, but because we have more focus. For us, the distribution is the key 

to success.”; “Now, it doesn’t make sense betting on a certain brand if it isn’t clearly our 

strategy, because we sometimes also do it, for example Folha Trepa, in the beginning, we 

couldn’t sell it anywhere, it didn’t have a distribution. For us, it was an objective. The 

teams had objectives to sell Folha Trepa, to put some pressure, to rotate it. It was our 

number one focus. It wouldn’t sell, it needed to sell and so, during three or four months, 

we wouldn’t do anything else. And it got into the market and started to rotate. And now it’s 

a brand again.” 
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ii) Distributor Portfolio Dimension  

This sub-category is thought to characterise the brand focus. A reduced amount of 

brands represented by the distributor can contribute to a higher dedication to the partner’s 

brand and consequently, the relationship between each other. Both parties of the 

relationship are aware of this, therefore it is important to have some selectivity in 

maintaining a balanced portfolio of represented brands, representing the most sought out 

wine regions and preferably, with only one or two producers of each of these regions. This 

way, the sales team will be more focused working on the partner’s brand, something that 

is very valued by the producer. 

Examples of references from producers: “They focus on the brands they have and, 

maybe, they prefer not to increase their portfolio too much and work the brands they have. 

I think this is an advantage and, by what I gather, they have gone down those lines, new 

producers are incorporated, but occasionally and they are subject to a selection process.”; 

“It’s the focus that they have on Douro wines, of being based in Quinta de Cima. So, we 

don’t have much competition in BottleDistribution portfolio, for example. With regards to 

Douro wine, they don’t work many more brands that compete directly with Quinta de 

Cima. Therefore, our brands are greatly featured. I think it is one of the factors that should 

be duly valued.”; “ Because they are exactly the two cases of smaller portfolios which the 

Alagoa products, which have a significant relevance, and therefore, they intensely live for 

their sales and just by chance, they are the ones with whom we maintain a more 

permanent and closer contact.” 

Examples of references from distributors: “We’re a company, a small company, but 

we focus, we know how to focus on the products we distribute because we don’t have 

many products in our distribution network…”; “In relation to others, we also have this 

advantage, we have very few producers per region. We have many regions with a single 

producer and we have two regions with two producers. This obliges us to focus on them, 

on fewer products but we easily create a brand for these producers.”; “This company has 

few producers, but it has very special producers.” 

iii) Brand Value 

Knowing how to work the brand and create value for it is a valued factor by the 

partners. Working the brand is the responsibility of both parties, offering strong brands 

and working them in the market. Avoiding laid-back attitudes in the products’ 
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commercialization, but rather achieving intended results through consistent dynamics 

which promote the brand’s value in the long term.  

Examples of references from producers: “WineBrands distributor doesn’t fall into 

temptation, they always look for something that can bring added value to the brand. In 

other words, instead of having a promotion in which they simply reduce the price, they 

have a promotion which ends up being the same promotion but brings more value to the 

product, not lowering the price”; “Most importantly is that our distributor makes our 

products a brand. Not just sell the wine, but also building a brand.” 

Examples of references from distributors: “Our stance is building brands, we don’t 

work in the short term…”; “And, in fact, they expect the brands to be valued and be 

worked in a consistent manner.”  

E) Sub-constructs/categories of the first-order Communication Contents 

construct 

In a more refined analysis of the keywords that describe the Communication 

Contents construct, were found these sub-constructs: (a) relevance of the contents 

transmitted in communication and (b) relevance of the participants involved in the 

relationship. 

a) Content Relevance  

The literature defines communication as the degree to which the agents, supplier 

and customer, exchange detailed relevant information (Anderson & Narus, 1990; 

Anderson & Weitz, 1992). The nature, frequency, amount and quality of the information 

shared, in a formal or informal level, enables creating mutual meanings about the needs, 

expectations, capacities and procedures of the parties involved, in order to maintain a 

relationship. 

Examples of references from producers: “We also provide orientation on the 

portfolio we have available, whether we are going to have new products or not. What we 

are thinking of developing, what type of price positioning, distribution objectives, in a 

broad sense. Whether the brand is more directed for off-trade or on-trade. And then, 

obviously, what type of marketing support it will have or not,…”; “That is very important to 

us regarding the knowledge, the information, be it commercial or relating to the market, 

and in terms of contact with the clients because that allows, via Vitis Distribution inputs 

and the market, bringing home those which are the good inputs as well…” 
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Examples of references from distributors: “It’s basically information about 

everything, marketing information, marketing conclusions, from sales, that is, some of our 

producers have access to our systems to know how the sales are going, how the market 

is running and what their sales acceptance is. In regards to market prices, we provide our 

producers vast information, yes.”; “In other words, there’s almost a daily intervention in the 

good sense, a positive intervention, in the sense of keeping them informed of everything 

that’s going on.”  

This sub-construct of Communication Contents is subdivided in three other sub-

categories: (i) transparency in the contents, (ii) information exchange sharing and (iii) 

clear communication of objectives. 

i) Transparency 

This is a fundamental construct that nourishes the trust in the relationship, making 

it an essential facilitator for the RQ. The sharing of information between business partners 

involves data that goes from product costs, margins, quantities, clients and consumers. 

Openly sharing, in many cases on-line, strengthens the relationship between partners and 

allows a common and more consistent strategy.  

Examples of references from producers: “When this exists, precisely the so called 

transparency, which for us, and basically for any company with a professional attitude in 

the market, is indispensible…”; “ we consider this union to be like a marriage, where there 

are no secrets, there can’t be any, each plays their own game.”; “In our case, I think we 

have a super-transparent relationship, super-close, that’s why we have a notable growth 

indicator in our DOC Douro project.” 

Examples of references from distributors: “With Brands Distribution, the price 

structure is completely clear and transparent,…”; “we have a very open relationship with 

our producers. They have the information of who the clients are, with whom we work, how 

we work, they have all that information.”; “…It’s them having access to all the information 

and us not hiding anything from them”; “There must be trust and the processes have to be 

transparent and shared.” 

ii) Information Sharing  

It refers to the willingness to share meaningful information (Fynes et al., 2005; 

Johnson et al., 2004; Lages et al., 2005; M.-L. Chang et al., 2012) and the extent to which 
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critical, often proprietary, information is communicated to one's partner (Lusch & Brown, 

1996; Mohr & Spekman, 1994).  

This information circulates between the partners in a downstream or upstream 

direction. It should be noted that closer ties promote more frequent and more relevant 

information exchanges between high performing partners. Sharing information and being 

knowledgeable about each other's business create conditions for partners to act 

independently in the maintaining the relationship over time (Mohr & Spekman, 1994). 

A permanent communication between both parties helps prevent, support and 

solve problems and promotes conflict resolution, consequently improving performance 

measures with suppliers and customers. Therefore, creating a competitive advantage that 

helps maintain effective relationships (Fynes, de Búrca, & Marshall, 2004; Morgan & Hunt, 

1994). 

The regular availability of information allows the partner to complete tasks more 

effectively, and this is an important predictor of partnership success (Mohr & Spekman, 

1994). 

Furthermore, it is also important to align the perceptions and expectations of both 

of them (Fynes et al., 2004; Morgan & Hunt, 1994). As an example, communication 

enables the supplier to know and to clarify the buyer’s needs and expectations, and the 

buyer to identify their suppliers’ capacities (Claycomb & Frankwick, 2004; Dwyer et al., 

1987; Jap & Ganesan, 2000).  

In order for the relationship to develop in a functional manner, in the search for the 

intended results, it becomes essential for both partners to continuously exchange relevant 

information about the business they are developing together. Sharing developments on 

new products, positioning objectives, managing stock, client and consumer profiles and 

competitor information, are examples of relevant contents. 

Examples of references from producers, "but they end up being preferred, i.e., 

imagine, the wine stock ends, before ending, maybe we inform our best clients, we say 

that it will end, instead of saying it to all of them."; "I know and understand where my 

brand is. And how is that my brand is distributed. " 

Examples of references from distributors: “In order to know how it’s going, how it 

is, whether the product was well accepted in the market, whether it’s circulating normally.”; 
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“in order to also know what their needs are, what is happening in the region and what the 

biggest difficulties are…” 

iii) Clear Communication 

Sharing important information is important for the business relationship, but also 

the clear and objective manner in which this is done is also essential. Both partners refer 

to the necessity that the information transmitted be clear, objective and simple. Therefore, 

this is an aspect of great importance that contributes to the quality of communication and 

facilitates the RQ.  

Examples of references from producers: “Communicating and maintaining the 

information clear about the positioning of the brands, about the promotional strategy and 

about the distribution objectives.”; “But OK, the case of Casa do Vale, we clearly defined, 

as did the distributor, the price segments and positioning we want for each of the 

products, and what price target we are covering with those products. And we have clearly 

defined where we want to be and where we want to go.”  

Examples of references from distributors: “We’re already at a point in which I am 

not satisfied by simply knowing if the product is there, if it has been sold, or not. I want to 

know, ‘and in the store?’ Is it in the store, or not, what rotation did it have in the store, how 

is it being displayed?”; “The information has to be as objective as possible and has to be 

simple.”; “the producer shouldn’t have a different idea than that of the distributor. There 

has to be symbiosis in that aspect.” 

b) Participant Relevance  

In order to understand this sub-construct, it is fundamental to make reference to 

High-Quality Connections (HQC), an Organisational Behaviour concept that is used by 

Stephens, Heaphy, and Dutton (2012) to designate short-term, dyadic, positive 

interactions. HQC is associated with greater levels of psychological safety and trust that in 

turn can spawn spirals of increasing cooperation and trustworthiness. 

Stephens and collegues (2012) identify three major categories or contributors that 

build and strengthen HQC in organisations: 

i) Cognitive mechanisms stress how conscious and unconscious thought 

processes predispose people to build HQCs; 
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ii) Emotional mechanisms indicate how feelings open people up to connections 

and are shared between people in ways that build HQCs; 

iii) Behavioural mechanisms display the role of different kinds of moves and 

modes of interrelating that explain the quality of the connection created by two 

people. 

The behavioural mechanisms all suggest that what we do and how we do it in our 

interactions with others at work are important for changing the possibilities and means of 

connecting. 

The quality of the interlocutors and the ease of establishing various connections at 

different levels are facilitating factors of good communication contents. Talking to the right 

people is necessary, whether they have more or less power of decision, but listening to all 

of the partner’s staff is also necessary. Not only does this permit collecting relevant inputs 

for the success of the relationship, but it also works factors of commitment between 

partners.  

Examples of references from producers: “There’s a Marketing-Marketing 

connection between Luis and Isabel at VitisDistribution.”; “this alignment work is especially 

done more at the marketing level, where in fact, there is a concern in maintaining a good 

relationship.”; “The relational component, naturally, is important, despite not having, in 

most cases, a formal component, it’s important to have a good relationship with everyone 

from the distributor.” 

Examples of references from distributors: “But regarding institutional formalization 

in terms of the agreement of actions, even from guidelines, pricing and all that is really 

agreed on, marketing department is always the transport vehicle between what we intend 

to agree on with the producer. Therefore, we end up being the main link in terms of 

communication.”; “They are also with us. Therefore, they communicate with the company, 

on various company levels, they don’t just communicate with me.” 

This sub-construct of the Communication Contents construct is subdivided in two 

other sub-categories: (i) the authority of the person involved and (ii) the density of the 

communication with the other partner. 

i) Contact Authority 

It indicates the decision-making capability of the relational contacts with an 

exchange partner (Palmatier, 2008). 
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We observed that there is a desire from both partners to communicate with people 

who have some authority on the subjects at hand, so they can expedite processes and 

facilitate communication.  

It is also important to highlight the importance given by the producers to the 

distributors’ sales team, because they have the power to influence the success of their 

brands. Similarly, when dealing with small producers, the distributors try to resolve certain 

issues directly with the owners so as to obtain rapid decisions. This direct contact 

promotes the informal component of the relationship. 

Examples of references from producers: “It’s important to have the right 

interlocutors speaking to each other. If I make, and I’m going to be very sincere, the 

people from production speaking with VitisDistribution marketing, if there’s no filter, things 

won’t work because the sensibilities are different.”; “look, in the case of the distributors, 

the one who buys the wine is the boss, the boss likes it, but it’s not the boss that sells it, 

it’s the employees. It is necessary to have a very good relationship with the employees 

and trust because, if an employee doesn’t want to sell our wine, he won’t sell it.” 

Examples of references from distributors: “I always say, and I think this is often 

true for a niche company, first we have to win over the owner and he has to love the 

brand. And then, we have to win over the salespeople, until finally reaching the client. And 

so, it isn’t worth just going to the salespeople, if we can’t win over the owner of the 

company. But also, if we don’t win over the salespeople, this has to be well-oiled and has 

to be done by the brand, because if the brand is imposed on the salespeople, if the 

salespeople think it’s of no interest to them, a competitor, if he doesn’t offer an advantage 

to the brand, then it’s not worth it. Therefore, I always say, the markets are worth what 

they are worth, it’s not because of the market per se, it’s because of the partnership that 

exists.”; “It’s like this, when I have a problem with Manager Wines producer, maybe the 

person to whom I have spoken does not have the autonomy to decide. If I call Pacheco 

producer ‘I need this’, he has to decide, he doesn’t have to ask anyone if he can or can’t. I 

end up not having a middle-man, meaning I don’t waste time, or he can or he can’t. It’s an 

easier decision to make.” 

ii) Communication Density 

This sub-category is used to described the number of relational ties with an 

exchange partner (Palmatier, 2008). 
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Having an opportunity to maintain connections with various members and different 

levels/functions of our partner is a distinguishing factor and a facilitator of the RQ. It can 

be the company’s senior management making the business decisions, but the marketing 

and sales structures are fundamental for a favourable management of the relationship and 

the attainment of the intended results. Marketing can be the conciliatory element of the 

interests of both parties and the appropriate interlocutor communicating with the 

operational and logistic structure. The sales teams deal with the clients from the 

distribution channel and their motivation for the brand is fundamental in obtaining results. 

Maintaining a diversified relationship, albeit consistent, throughout the entire structure, 

contributes towards boosting the partners’ commitment. 

Examples of references from producers: “With their sales team, with all of their 

sales teams and the whole company, the total structure of the company.”; “And then from 

a formal point of view, the main interlocutors are Marketing and the General Management. 

But it’s also important to listen to the informal point of view, all the possible inputs from 

everyone at the company, especially from the sales force.”  

Examples of references from distributors: “…the bridge is established, evidently, 

by the product manager and then the link, it’s more marketing, although people also have 

each other’s contacts and if the producer is in a ‘certain’ region, he knows the salesperson 

and if he visits a shop or wants some information, meaning, the contact is direct, there’s 

also proximity.”; “Of course, during the year, for example, from this firm, this lady comes 

here, the "brain" of Brand Distribution, she comes here once or twice a year! Marketing 

directors come here. The chief Financial Director comes here. Other salespeople come 

here.” 

F) Sub-constructs/categories of the first-order Communication Capabilities 

construct 

Into a more refined analysis of the keywords that characterise the Communication 

Capabilities construct, we hereby present four sub-constructs that are important to 

promoting good communication: (a) Personal capabilities; (b) Proactive Attitudes, (c) 

Relational Behaviour and (d) Conflict Solving processes used. With the exception of the 

third, the other sub-constructs and their sub-categories are not explored in the RQ 

literature. 
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a) Personal Capabilities 

Personal characteristics in terms of personality and competence are factors that 

describe the quality of communication between the companies. It stresses the importance 

of the players’ actions participating in the relationship, creating and developing a work 

atmosphere which eases communication between the parties. In this manner, personal 

ties are created between the people that can contribute to the commitment of both 

companies to the business relationship. 

Examples of references from producers: “Let’s go back to the subject of the top of 

mind. If I like the person and that person likes me.”; “I like to play around, I always have a 

smile on my face and I’m already known for my loud laugh and maybe that’s it. It helps a 

lot. Which is a lot… I think it’s important. People are already so stressed and so 

preoccupied… and I think that at least a smile.”; “You must talk to my distributors, if you 

talk directly to them, they are correct and polite, this is the profile of a salesperson, isn’t 

it?” 

Examples of references from distributors: “And wine being a product, it’s a mass 

consumption good but, as I see it, it distinguishes itself from the others because it has lots 

of history, culture and tradition behind it, a lot of singularities, being very diverse, having 

empathy with the people is important, it helps to build the brands.”; “…therefore, when 

there’s empathy and friendship, business is business, and we are very… very clear and 

we shouldn’t get things mixed, but they certainly help the … the development of the 

relationship, in business terms."  

This sub-construct of the Communication Capabilities construct is subdivided in 

two other sub-categories: (i) Empathy and (ii) Social Behaviour of participants in the 

relationship. 

i) Empathy 

Creating empathy with the participants of the relationship is a facilitating factor of 

communication promoting RQ. Being this a market full of singularities, empathy among 

people helps create preferences with business partners. It is also an essential construct in 

creating top of mind on brands and developing these in a consistent manner in the 

distribution channel. In order for this to happen, it is important to have people with 

appropriate communication skills so as to create empathy with the people from the 

business partner, specifically polite and assertive people. 
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Examples of references from producers: “It’s up to me, to create empathy, it’s up to 

me to create a degree of trust, it’s up to me to involve them in the decisions.”; “Then I 

think the ability of relating with people, that he has, his way”; “It’s hard to say because I 

think since we’re all of the same age group, I think it also helps with work, amongst 

colleagues. And, I don’t know, they’re factors I don’t know how to explain, they’re 

contributing factors, we all get on well with each other.”  

Examples of references from distributors: “Fifth factor, which is also important, … I 

would say, the empathy with the people behind the company or with the owners or if they 

aren’t a dedicated owner, they should be elements at an executive level with whom we 

also indentify.”; “I think it’s his way of being, sincerely. Because he is always cheerful, he 

likes to go to clients, he likes to open bottles, he charms people, that accent also helps, 

it’s a very amusing accent, but it’s his style, that also depends on the person.”; “And there 

are people, you know, with whom we have more empathy and are more… more, and end 

up being closer, or because they are more laid-back or they are more… I don’t know.” 

ii) Social Behaviour 

People’s ability to behave correctly in a relationship is an essential factor for good 

communication, making it efficient and healthy in the sense of creating an atmosphere of 

commitment. The way people relate with their interlocutors, how they work for their 

objectives, without creating too much pressure can be a differentiating factor in a business 

relationship. An excellent example is a partner who knows how to communicate, using 

various means and tools, without becoming an intruder to the other interlocutor. In effect, 

it is being present without being noticed and when the partner makes himself noticed, it is 

merely to help. 

Examples of references from producers: “I think here we are entering a little more 

into the sphere of the people rather than the technical part. I think people have to be 

mature in the relationship they have with each other, they have to understand this modus 

operandi, there has to be flexibility.”; “In America I leaned an expression which is, ‘thank 

you for your business’, which I use a lot, which is thanking God every day and recognizing 

that you shouldn’t treat the client badly, but always treat him well.” 

Examples of references from distributors: “So, be it a founder, a descendent of the 

family or executives hired to work for that producer, the way people present themselves 

and the way they interact is, in fact, important and can help in distinguishing themselves.”; 

“There are companies that do this very well, that communicate well in that sense, 
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producers who can communicate well because they don’t feel pressure, in the sense that, 

we feel pressure from sales, but we aren’t bothered by it.”  

b) Proactive Attitude 

According to Ajzen and Fishbein (1977), we have been witnessing a revival of 

interest of social psychology in the relationship between attitude and action. For these 

authors, a single behaviour is determined by the intention to perform that specific 

behaviour. A person's purpose is, therefore, a function of his attitude toward acting out the 

behaviour and of his subjective norm. Accordingly, a single act is foreseeable from the 

attitude toward that act, as long as there is a high interrelationship between intention and 

behaviour. 

Assuming a proactive posture instead of a passive one reveals knowledge of the 

abilities and limitations of the parties involved. In the same manner, it demonstrates giving 

attention to the other party and the commitment they make to the business relationship. It 

is being aware and proposing initiatives which boost the commercial relationship and 

stimulates the business, and in turn contributes to the objectives of both parties. It is 

demonstrating that you are on the partner’s side to share, jointly participate and develop 

events in the market. 

Examples of references from producers: “I have to be the person who always has 

activities.”; “So, I would say that: market observation, identifying opportunities and creative 

proposals in the sense of boosting business.” 

Examples of references from distributors: “The large brands, or the more active 

producers might be able to develop, along with the marketing team, programmes that will 

later be carried out by the sales team, those are the ones, they will have more ability to 

see their products always being on the salespeople’s top of mind.”; “…a relationship in 

which there is regular proactive communication between both of them, in which each one 

wants to help and be helped.” 

This sub-construct of the Communication Capabilities construct is subdivided into 

two other sub-categories: (i) Proactivity and (ii) Dynamism of the partner in the 

relationship. 
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i) Proactivity 

Assuming a proactive posture in the relationship is a construct much valued by the 

business partners. Be it the producer or the distributor, both should reveal a 

preoccupation in taking the incentive in boosting the relationship in such a way that the 

“marriage” is constantly stimulated and solidified. We are referring to presenting proposals 

which stimulate the “sell-in” and “sell-out” on the distribution channel in order to promote 

the stock rotation. This is a concern of the producer in the way that it is of no interest that 

the stocks held up in the channel. It deals with a posture that reveals commitment to the 

relationship and to the partner, showing concern in doing everything possible for the 

relationship to be successful. 

Examples of references from producers: “The constant challenge, the will to do 

things differently, the will to distinguish the brands that they distribute in the market and, 

that maybe, had to do with the challenges they throw at us.”; “The second aspect, alerting 

us to the business opportunities. Knowing our productive capabilities, even to complement 

a certain positioning in the portfolio, of our offer of each region. And the third aspect, 

making concrete proposals of promotional operations or of promotional events to leverage 

a certain objective or to guarantee it. Calling attention to… we need this because it’s 

below the expectations and the formula to get there, I think it’s this way.”; “They’re the first 

to tell me the prices the competitions are implementing, they’re the first that need to make 

the ’just in time’ decisions because they’re present. Many times I only find out afterwards, 

so, many times they’re the ones that make the decisions.” 

Examples of references from distributors: “We are responsible, the catalysts, of 

their activity in our market. We have to say, ‘we need you for this or for that’”; “the will of 

the producer, when it’s a small producer, doesn’t have impact on volumes, doesn’t have 

impact of notoriety, doesn’t have the capacity for investment, but has a very pro-active 

attitude in the sense that, ‘I have nothing predefined, but every time you have requests, I 

will be here to analyse them and I’m here to do it occasionally’,…” 

ii) Dynamism 

Maintaining a relationship constantly dynamic is an important sub-category of the 

Communication Capability construct, which helps to reach objectives sought after by both 

partners. Dynamism also helps the partner to be stimulated in participating and 

cooperating in the proposed initiatives, maintaining the parties aware of what is going on 

in the business relationship, and if necessary, changes its course to the intended results. 
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This dynamism occurs with different proposals related to the sharing of market 

information, organisation of wine events, promotional activities, launching of new products 

and even meetings to analyse results. In turn, these actions also help create focus 

between the different players involved in the relationship. 

Examples of references from producers: “their dynamism, the proactivity, in 

constantly doing things. I don’t see that, in other distributors, yes, but not as much.”; “And 

then it’s like everything, the more present we are, the more business dynamics we create, 

and more promotional activities in collaboration with those partners, obviously, that then 

will reflect in the market.” 

Examples of references from distributors: “We have a very constructive vision of 

relationships with the producers and a producer who has this type of dynamics and who 

can, in fact, benefit from us, in terms of information, in terms of suggesting actions, in 

terms of constructive comments about his business, including quality changes in the 

product, changes in the image, of new product launches,”; “…there has to be an ability to 

develop and create dynamics relating to the brands, and consistently in communicating 

them …” 

c) Relational Behaviour 

The Relational Behaviour construct is a facilitator of RQ because it shows: a 

willingness to listen to the other party’s inputs, through their experience or through 

proximity to the market; being able to understand the partner’s behaviour while taking into 

consideration the relationship’s contexts or the market; and the availability to participate in 

proposed activities by the other party. This construct promotes commitment in the 

relationship and helps achieve the objectives of the participants in the relationship. 

Examples of references from producers: “The openness for us to give our opinions 

and influence the relationship we have with VitisDistribution.”; “we, basically, try to go 

along with them on all challenges.” 

Examples of references from distributors: GreenGrape is more than…, we are their 

consultants. And they listen carefully to our ideas.”; “There must be frankness, 

transparency, you must have this closeness, this ease to sit at a table with the distributor 

and openly talk about what is bothering him, what he has, what he doesn’t have, what he 

needs. And the distributor, vice-versa. Lay the matters on the table. All of which should be 

well-defined.” 
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This sub-construct of the Communication Capabilities construct is subdivided in 

three other sub-categories: (i) Listening Capability; (ii) Understanding; and (iii) Availability. 

i) Listening Capability 

To know that your voice is heard by the other party clearly contributes to the sense 

of commitment to the relationship. Recognizing that there is openness to discuss ideas, 

problems and that both parties are influenced by each other, helps mobilize willingness 

and promote consistent work for the brand in question. This openness allows one part to 

hear feedback, the views of the other party, discuss problems, without hiding them or 

without preconceived ideas and, as a result, correct, amend and align joint strategies, 

hereby strengthening the relationship. 

Examples of references from producers, "But I think the ideal distributor is the one 

who listens to us, you know? It’s the one who listens to us. "; "First, we do not say no at 

the start, in other words, if a proposal arises, we are open to it, work on it and jointly 

evaluate it."; "These inputs are all very important and if they don’t have this strong 

connection with us, and do not listen to us, and we are the ones who are in the market 

and are closer to the consumers and we listen to them, then the chances are that sooner 

or later, their strategy is not aligned with the market and then there will be conflicts, 

divisions .” 

Examples of references from distributors: "Openness to discuss the concepts. I 

think what works among all these is that, deep down, there is this openness to also hear 

our feedback. "; "And then they listen to us a lot. If we say, ‘attention, the market is 

following a sales promotions strategy and we are completely out of it, because we are not 

doing so.’ If we manage to convince them that, through logical reasoning, things have to 

go a certain way, they may be more open to doing them with us than another producer 

who is more closed and who does not work in collaboration with us." 

ii) Understanding 

Understanding the limitations of the other, realising the difficulties that the market 

provides, are relational behaviours that characterise the partner’s communication skills. 

This understanding is necessary to balance the needs and expectations of both parties 

and demonstrate the consonance and knowledge of what the other requires in order to 

meet certain common needs. 
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Examples of references from producers: "Having tolerance when one has to or 

also intolerance, when necessary, because this is not just a bed of roses. I seem that I am 

giving a picture that this is marvellous, that it is all wonderful. Certainly, there are the 

vicissitudes of business throughout the year, not everything is good, is it? They’re lenient 

in some mistakes as there is some pressure considering the amount, to meet targets. 

Often they are lenient with mistakes, sometimes I also have to be. We are all under a lot 

of pressure; therefore the numbers have to be met. Sometimes doing the minimum 

reduces mistakes. When I say mistakes I am referring to “breaking prices” and price-off 

actions, etc."; "The complacency to accept lower sales because last year this happened 

for some reason or other, or because of some event that won’t happen again."  

Examples of references from distributors: "…are those who can understand our 

difficulties in the market, ..."; “The most important thing in a relationship is the balance 

between each other’s needs and a perfect understanding of what each one does. I think 

that if we’re on the same wavelength, in which I know what the producer needs and I 

understand his needs and I know he needs to sell more of this, that and the other, 

ultimately, it is understanding the business and particular needs. And he, on the other 

hand, understands that I'm selling his wines in a market that has its own characteristics, 

that we gave it time and that there are financial problems, which ... also, in a way, needs 

some adaptation in order for it to be successful. I think it is that, mutual understanding."; 

"And there are very few people who have the humility to realize that it’s not as they 

sometimes think, sometimes it is, but it is not as easy, which is not as easy as they want..” 

iii) Availability 

Being constantly available to cooperate, participate, and listen is a form of 

behaviour which is highly valued, especially by distributors. Knowing they can count on 

the producer to be present whenever necessary by participation in wine workshops and 

other events, and if necessary, with support materials for the distributor’s commercial 

initiatives, is a willingness that strengthens the relationship and demonstrate the 

commitment of the partners to each other. 

Example of references from producers: “they greatly value the proximity and, and 

the, and the way, ... the attention given to them , which is a lot, the availability, the 

availability which the owner of the company always has to do what, what is asked and 

suggested. They could even suggest the so called wine tasting, the so called promotions 

and we say, ‘No, no, no, it’s not worth it’. The owner of the company is always available to 
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go if he is here, isn’t he? Because he is also always travelling. He is always available and 

I think they realise it and do the same in return, don’t they?.” 

Examples of references from distributors: “and they are always available to do 

everything and anything, so that everything runs well."; "There you are, we need 

something, they are there, they are. If it’s necessary to come to Lisbon, they will, so ... 

helpful, it is not helpful that I want to say ... available, availability." 

d) Conflict Solving  

For Mohr and Spekman (1994), conflict exists in inter-organisational relationships 

due to the interdependencies between parties. This is something that is expected, 

therefore it is essential to understand how such a conflict is resolved. The manner in 

which partners resolve conflict has positive or negative implications for the partnership 

success.  

This sub-construct is not the most mentioned to. However, its reference is relevant 

because the way the moments of conflict, or potential conflict, are managed, reveal 

communication skills and are facilitators of RQ.  

In the literature we identify six styles of conflict management: (i) Confronting; (ii) 

Accommodating; (iii) Avoiding; (iv) Collaborating; (v) Compromising and (vi) Mediation 

(Anderson & Narus, 1990; Cunha et al., 2006). 

The authors refer that these strategies used by both parties across two variables: 

the desire to satisfy the interests of the other part, and the desire to satisfy their own 

interests.  

Examples of references from producers: ”... the first time we started preparing the 

budget for this year, I said, ‘Listen, I do not accept amounts below those of 2013! Don’t 

even think about it! (they just stared at me) At least, I want the same ones. If the same 

ones are presented, we will have to work and we’ll have to think about it and see what 

we’re going to do to achieve growth. And I don’t care about the market. If someone, the 

market falls, but if someone falls below the average, someone gets above the average, 

we have to stay above the average’"; "There has always been a desire to avoid creating 

conflicts with BigBottle distributor." 

Examples of references from distributors: ”...sometimes there are a few quarrels, 

but ... because one wants to do well."; ”...often before meetings, the tougher ones, so to 
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speak, there is a pre-meeting of area-managers where we tweak conflict points. And we 

no longer bring to the negotiating table points in which we are in complete disagreement 

and where other people are involved. These points have already been tweaked. We were 

in disagreement, we’ll discuss them, but it will no longer be in a very aggressive and harsh 

way. Because they have been tweaked.”; "There is a whole series of processes that are, 

that are done before the decision-making day. When we want a decision to be reached, 

we want to arrive at the meeting and present the proposal, and want both sides to agree 

and accept and sign below and it’s done."; "Often it isn’t easy because his opinions and 

his vision, are not always in agreement with what we, what we anticipate and have 

planned. And it's all a matter of trust. Often decisions are made without, without 100% 

confidence on the producer’s behalf. That's why things are done. Often without 100% 

trust, he still goes ahead because we say we are 100% confident." 

In this sub-construct of the Communication Capabilities construct we found four 

sub-categories: (i) Compromising, (ii) Confronting, (iii) Accommodating and (iv) 

Collaborating. They represent four of the six styles of conflict management previously 

mentioned (Anderson & Narus, 1990; Cunha et al., 2006). 

i) Compromising 

This is the attempt to meet, moderately and incompletely, the interests of both 

parties. The main advantages are: promptness in discovering a solution, and the fact that, 

in the end, there are no sole losers (Cunha et al., 2006). 

It is essential to highlight the importance of reaching these commitments before 

the moment of decision, so that the differences between both parties can be "honoured" 

within a compromise that respects the interests of both parties. 

Examples of references from producers: "Here we have to maximize the strengths 

and minimize what did not run so smoothly. Not with a view to penalize."; "What there has 

to be is personal and professional respect, for there to be disagreement, analyse the 

various points of view, even though divergent, making a an overview of where the right 

path is ... " 

Examples of references from distributors: "So, and here there are, these issues 

that we will no longer discuss there, because I already know what his point of view is, he 

already knows mine. I have come to an agreement, there has been a middle ground, and 

when the proposal is made… it is in that sense. I am no longer going to propose that it be 
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100 % implemented by the distributor’s sales team, and he, moreover, he will no longer 

aggressively defend that it has to be implemented 100 % by our sales people. So, we 

have already found a balance there..."; "But I 'd say it's an obviously easy relationship, 

because they are colleagues of the same group, of course there are times when we can 

have different perspectives regarding certain situations, but later on a consensus is 

reached." 

ii) Confronting 

This manner of conflict management occurs when one part intends to satisfy their 

own interests without taking into consideration the interests of the other party. In this 

situation, the partners attempt to persuade each other to adopt certain solutions to resolve 

the conflict situation. However, these persuasive attempts will be more constructive than 

the use of coercion or domination (Mohr & Spekman, 1994).  

Bobot (2011) refers that this strategy can occur more when a quick, decisive action 

is needed (as in an emergency situation). Nonetheless, this approach typically reduces 

the options for resolving conflicts and requires considerable effort. 

Swiftness in stimulating creativity and dynamism are some of the advantages of 

using confrontation in conflict cases. In opposition, the disadvantages can promote the 

loser's resentment, who in future negotiations may take competitive positions and revenge 

(Cunha et al., 2006). 

It should be noted that this sub-category was cited to the most by wine producers 

in the hope of maintaining control over their brands. 

Examples of references from producers: "And it can’t be the customer who will 

make the decisions for us! We are the owners of the brand! We are the owners of the 

product! They understand a lot about distribution! They understand a lot about the 

domestic market. We want all inputs for this, but we are the ones who understand the 

product and know where we want to go! And they have to be aligned with this, and it’sn 

not them creating the alignment for what we want to do.”; "When I talk about the relational, 

it does not mean that in the discussions, when I say discussions I mean the ones that 

define results, we do not always have to agree!" 

Examples of references from distributors: "And I called them and said ‘look, 

gentlemen, it's easy, I will remove these products from my table. I’ll remove this one, this 

one, this one. I'll just focus on the ones that you say will not be in the large distribution and 
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that won’t have this problem’.”; "And the way I saw to protect myself, was to remove what 

was to sell, I said ‘no, no, you want me to sell all this, but I’m not going to sell it all! I'll just 

sell this’. But I protected myself." 

iii) Accommodating 

There are conflict cases in which one party has the willingness to satisfy the 

interests of the other in detriment of their own objectives. This situation describes an 

accommodating manner used to manage conflict, which also encourages future 

cooperation. On the other hand, this manner of managing conflict has disadvantages, 

because when one party does not know how to deal with the underlying problem, the 

other party may bring increasing demands (Cunha et al., 2006). 

Even though it is barely mentioned, this manner of managing conflicts is at times 

the result of a more dominant position taken by one of the parties of the relationship. 

Examples of references from producers : "We never really like to make waves, to 

create problems, and this is often seen with all distributors we have out there, we still see 

it a lot at BigBottle distributor.”; "And part of the relationship we have with BigBottle 

nowadays, is a bit of the relationship we had with other distributors. We were ‘keep it cool, 

man’. "We are friends, we do not want problems, we cultivate the relationship, etc., etc..”” 

Examples of references from Distributors: "I can tell them, "Okay, you are working 

on this image, but this image is barely visible on the shelves, because the consumer is not 

going to find it appealing. But if the producer wants to continue with that image, we pass 

the information on and give our feedback. Of course, if they insist, and say ‘but I want to 

work with this image’, VinicDistributors will then assume this image, or will assume this 

situation then will give them feedback of what the consumer or what the market thinks of 

this situation. And I think that it is very well defined, since the beginning, between 

VinicDistributors and the producer."; ” But if I had to choose one, the one which perhaps is 

more, is more complete, perhaps would be the Quinta de Cima, from Dão, Miguel Oliveira. 

Now, perhaps, also, not for the best reasons. Why? Because it doesn’t put up much of a 

fight. He accepts almost everything we propose, he accepts it. You see? I don’t know if for 

me it is the paradigm of the best company to work with. I don’t know if you see what I 

mean. The relationship is excellent. When we speak to him, he helps. When we have 

questions, he listens. I do not remember situations where he feels he was undervalued or 

anything, but at the same time, I think he could put up a little more of a fight and could 

defend his brands more. I don’t know if you understand. He’s also a bit passive, too. " 
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iv)  Collaborating 

The collaborative solution occurs in a conflict situation when the parties try to 

completely satisfy the interests of both. In this case, they look for a "win-win" solution. One 

of the main advantages of this conflict management style is related with the fact that this 

approach deals with the real problem and not just the symptoms. Another advantage is 

that the parties deal with the interests of both and not with the individual positions (Cunha 

et al., 2006). 

When the companies participate in a strategic partnership, they are motivated to 

be involved in joint problem solving. What they have in common is an environment that is 

uncertain, in which each cannot control alone, but the outcomes of both could satisfy more 

fully the needs and concerns of both parties. They are mutually involvement in a 

satisfactory solution, thereby enhancing partnership success (Mohr & Speakman, 1994). 

Examples of references from producers: "when they defend an idea too much, and 

we defend the opposite idea, then what we do is put all arguments from both sides on the 

table, and then we evaluate each-others’ arguments. Then, there is a point here that we 

never underrate which is, whoever is closer to the market, who is the one that feels the 

market on a day-to-day basis, the distributor, not us. Therefore, we cannot disregard their 

opinion, we cannot believe in it blindly ... we keep ourselves updated, but we must 

consider it and consider it well. It is an input from whoever is closer to the market."; ”... 

together we seek to reach a solution, which can also overcome the difficulties that they 

feel without discouraging them, because in this sector one can easily get discouraged..." . 

Examples of references from distributors: "Which is what we always try to do with, 

with our represented brands, which is to reach an agreement in which both parties benefit. 

It seems to me that, and both are satisfied, so there isn’t that feeling that ‘it was not 

exactly what I wanted ..., but it was what I managed to get’. Therefore, this does not 

happen. Because we managed to meet the needs expected by both parties."; "We take a 

look, and at first, when we look, we suspect, as they say, mistrust, find it interesting, but 

‘will the consumer appreciate it, value it and like the image?’. But what is certain is that the 

tactic employed to exhibit the brand, at the selling venue, was jointly planned, it worked, 

today it’s one of our best sellers." 
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v) Avoiding 

There exist conflict cases in which one part ignores and neglects the interests of 

both parties. This conflict resolution technique is time saving, and it also avoids the 

escalade of conflict. In contrast, it has as a disadvantage the fact that the solution is 

temporary, it does not solve the underlying problem (Cunha et al., 2006). 

These kind of behaviours, such as smoothing over or avoiding the issue, are 

somewhat at odds with the norms and values adopted in more successful strategic 

partnerships (Ruekert & Walker, 1987). It is important to note that the problems of one 

party become problems affecting both parties. As a result, if the firms avoid discussing the 

source of the conflict, they tend to undermine the partnership's goal of mutual gain (Mohr 

& Spekman, 1994). 

This sub-construct was not identified in our observation. 

vi) Mediation 

Another kind or conflict management is related with the use of a third party 

arbitration that works as a mediator and could be helpful in producing beneficial outcomes 

(Anderson & Narus, 1990). However, external arbitration may be effective for a specific 

conflict, but the continuous use of arbitrators may indicate intrinsic problems in the 

relationship. Therefore, the internal resolution (i.e. not relying on outside parties) ensures 

a greater commitment to long-term success (Mohr & Spekman, 1994). 

This sub-category was not identified in our observation. 

G) Sub-constructs/categories of the first-order Partnership construct  

The literature portrays two ways of conducting a working partnership, cooperation 

and collaboration. However, there is an overlapping between these two concepts. In this 

study we are going to differentiate both sub-constructs on the basis of the proximity level 

between the parties or, if we want to be more explicit, on the basis of their level of 

complicity. In this perspective, we can say that cooperation implies “tying the knot”, while 

collaboration can be represented by simply “living together”, in which the partners share a 

relationship without achieving the depth of the complicity. 

Therefore, cooperation implies a lot of proximity between both parties in a joint 

collaboration, as in the creation of strategic goals, new projects and work processes. 
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Conversely, collaboration also signifies joint work with common objectives, but not 

necessarily with as much proximity. 

The management of partnerships is much appreciated by producers and 

distributors, as far as they consider that the combined work gives them the possibility of 

repairing strategies and is a way of creating involvement by the other party with the 

achievement of common objectives. 

To sum, the first-order Partnership construct is subdivided in two sub-constructs: 

(a) Cooperation and (b) Collaboration. 

a) Cooperation  

It refers to a mutual collaboration between supplier and customer (Anderson & 

Narus, 1990; Crosby et al., 1990) that reflects a spirit of willingness of one organisation to 

work with another organisation (Mysen & Svensson, 2010; Payan et al., 2010b). 

As explained by Carter et al. (2000), in a collaborative work context firms create 

goals that can be shared with their strategic partners, but always guaranteeing that these 

objectives are compatibles with all partners. Therefore, participants must work to build 

awareness of mutual objectives/needs and understand the importance of their actions to 

all channel members (Rao et al., 2006). 

The revealed cooperation by the participants takes place through combined work 

of great proximity in the development of strategies, projects and work processes, so as to 

achieve the results intended by both partners. This cooperation implies a lot of closeness 

between the parties in a way that the developed mutual knowledge gives the possibility of 

highlighting the partner’s strengths. 

Examples of references from producers: “Not with BigBottleDistributer, there is 

here, in fact joint work carried out so as to defend the brand’s value, in the long term. And 

what is our value, it’s the brands we have. We have to take good care of them”; “we have 

a very close relationship and we have constant meetings with them, about the market, 

about the market studies we make, about the products we are going to launch, what we 

are going to put in the market, marketing strategies for the products. It’s joint work that we 

do during the year.” 

Examples of references from distributors: “Therefore, let’s say that it is, between 

the producers experience and the BigBottleDistributer experience, considering both 
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things, and that’s how you get a winning relationship.”; “The on-going dialogue in the fine-

tuning of tactics and strategies related to the brands. A real democratic dialogue, of the 

partner, in which one of the parties is not predominant…” 

This sub-construct of the Partnership construct is subdivided into three other sub-

categories: (i) strategic alignment of the partners, (ii) joint development projects and (iii) 

work processes used in the relationship. 

i) Strategic Alignment 

This sub-construct requires participation, which refers to the extent to which 

partners engage jointly in planning and goal setting (Mohr & Spekman, 1994). When one 

partner's actions influence the capability of the other to effectively compete, the need for 

participation in specifying roles, responsibilities, and expectations increase. Decisions 

input and goal setting are important aspects of participation that help partnerships 

succeed (Anderson, Lodish, & Weitz, 1987; Dwyer & Oh, 1988).  

The participation in common activities, such as joint planning, promotes mutual 

expectations and cooperative efforts (Mohr & Spekman, 1994). In this case, the behaviour 

of the partners is centred on mutually searching for solutions that satisfy the concerns and 

objectives of both, which characterises a “win-win relationship” with mutual transactional 

benefits (Anderson & Narus, 1990; Bobot, 2011; Claro & Claro, 2010; Lacoste, 2012; 

Morgan & Hunt, 1994). 

Both partners consider fundamental that the development of strategies is jointly 

carried out, in such a way that imputes from both are contemplated. Therefore, it is 

possible to create greater involvement in the implementation of these strategies. The 

contribution of both parties, supported by their expertise and market experience, is a 

crucial factor towards making the strategy more consistent and having a higher success 

rate. 

Examples of references from producers: “Everything involving strategic decisions, 

marketing, sales, is always with them being present and done with them, with the 

ViniDistributor team.”; “They’re the ones who hear us and assimilates with us what has 

been heard and with what we hear from them and jointly we put together a very specific 

strategy to conquer the market.” 

Examples of references from distributors: ”For example, the marketing plans are 

worked on by the ViniDistributor team and the producer’s team, in terms of building a solid 
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marketing plan.”; “When sometimes things don’t go well, we question if the strategy is the 

correct one. We have made mistakes many times and we have to adapt the strategy 

again and we have to do it with them.”; “We are concerned about having a yearly plan 

where together we identify the goals, the manner in which we want to achieve them, we 

define the sales at every level and the largest organisational system for them, so that we 

can obtain good results.” 

ii)  Project Development 

Cooperation requires input from both sides and both sides working to achieve the 

best solution with coordinated efforts producing outcomes better than one firm will achieve 

alone (Anderson & Narus, 1990).  

The cooperative approaches have been replacing antagonistic approaches in the 

value chain, giving rise to collaborative inter-companies relationships. One of the big 

challenges of these cooperative approaches has been the development of new products 

involving industrial companies over the value chain, especially the suppliers and their 

clients (producers), due fundamentally to the complexity of the product and the evolution 

of the strategic interests of the intervening companies (Moreira, 2005). 

At the base of innovation activities of goods and services is the human capital, 

which could be internal or external.  

“Innovation processes in which human capital inputs are sourced mainly within a 

firm’s boundaries have been broadly designated as Closed Innovation, as opposed 

to innovation processes in which such inputs are, to a large extent, purposively 

sourced outside the firm - a business strategy commonly known as Open 

Innovation” (Sarkar & Costa, 2008, p. 574).  

Inter-organisational knowledge-sharing routines are defined as regular patterns of 

B2B interactions in the supply chain that permit the transfer, recombination, or creation of 

specialized knowledge (Dyer & Singh, 1998).  

This sub-category of Cooperation is not sufficiently highlighted in the RQ literature. 

However, in our research both partners emphasized the need of sharing experiences and 

knowledge in the development of new projects. Different examples have been given: 

market opportunity proposal, conception and development of products, and image 

characteristics. This joint work develops complicity and commitment. 
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Examples of references from producers: “Therefore, the huge challenge was there, 

being able to create a bottle, that had to comply with a series of parameters, because of 

the conversation we had with the distributer, there was knowledge, in other words, the 

bottle could not be taller than the average height, because we couldn’t lose the positioning 

of the bottle in the sales points. It couldn’t be an unattractive bottle, accordingly with the 

product’s standards. Therefore, that was the big challenge. From this point on, what we 

were able to carry out was a huge asset, no doubt for us, and with no thought for the 

distributor and for the final consumer, which is who we should satisfy, obviously.”; “ We 

want to create a new brand, we want his opinion, concerning the name they want, we give 

them the label, and they also give their opinion, if they like it or not, a change here or 

there. If we change the bottle, we need to have their opinion. If they think we have an 

unattractive bottle, we change by mutual agreement.” 

Examples of references from distributors: ”In other words, we had some products 

in the range that we thought were not adequate for the national market and, therefore, the 

producer heard us and worked with us so as to reformulate it, even the grape variety if 

necessary, the products, and replace some products and we are going to launch some 

new products.”; “ for example, now we are working on the recast of the Bolota range. 

Even yesterday we were here in a meeting with Ancora and they were proposing, we were 

having a discussion on the product profile, if the products should have this profile, if it 

should have that one, which is our view, we compare, we carry out joint studies.”; 

“Therefore, even when defining the price of a new product, we’re the ones that do it but in 

partnership with them. They don't launch a price and we apply it, no this doesn’t happen. 

This is all team work. Working together. And they are influenced by our opinion and we 

are influenced by their opinion. There’s an information and knowledge exchange that I 

think benefits both parties.” 

iii) Work Processes 

Cooperation means sharing the difficulties of the market and working the 

processes together, as well as the operations, in their different stages. We are referring to 

market analysis processes, competition analysis, prices studies, logistics, and distribution 

channel follow-ups, just to give some examples. These joint work processes stimulate the 

involvement in the relationship and foster cooperation as a facilitator of RQ. 

Examples of references from producers: “And on the other hand, the team’s 

openness and the structure to work together, we make joint market follow-ups with their 
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team, highlight our brands, it’s common practice, they don’t feel they’re being intruded 

upon.”; “And it’s a bit based on those documents that your partner in the market, also, 

presents us with an activities plan to develop the brand, that we normally discuss yearly 

and agree upon, after, let’s say, acting on those plans, through cost sharing in marketing 

budgets, through volumes negotiating, negotiating prices, therefore, all of the variables, 

with the real goal, from them and from us. Therefore, there is this interface.” 

Examples of references from distributors: ”… but this work is, normal, a joint 

creation work, because if I am implementing an operational plan in the field, all of this 

communication also has to be combined with the producer.”; “Many times, in those 

meetings, many times it’s not even a meeting, it’s almost a work space, in other words, we 

are working, daily, on the same subjects”; “ In terms of building prices, I don’t know, 

prices, I have a person on the other side that helps me to establish the prices and I help 

her with the product positioning in the market.” 

b) Collaboration 

Collaboration refers to situations in which parties have the willingness to work 

together to achieve mutual goals (Anderson & Narus, 1990; Nyaga et al., 2013). It is 

promoting organisational activities such as: joint planning, cost control, quality 

improvement, developing cross-functional processes, goal setting, performance 

measurement (Gulati & Sytch, 2007; Heide & John, 1990; Min et al., 2005; Moreira, 2005; 

Zacharia, Nix, & Lusch, 2009). These kinds of activities promote a collaborative strategy 

that accomplish its objectives through working with other organisations rather than 

competing with them (Kunzler & Bulgacov, 2011). 

Thus, collaboration has as its basis agreements between independent firms, which 

are not obliged to create a separate organisation (Mitchell & Singh, 1996). Mitchell and 

Singh (1996) refer that companies could have different approaches to the market, whether 

they have some kind of relationship with other players or not. The authors put forward the 

advantages and disadvantages in each situation. In the case where the firm works 

independently: 

i) Independence from others companies;  

ii) The firm has the internal control of all activities but cannot be an expert in all 

relevant areas of knowledge; 

iii) In some occasions, the big business opportunities are limited by the 

production capacity; 
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iv) Carrying out every kind of specialized activity internally does not ensure the 

best quality and the best cost effectiveness if there are other specialized firms. 

The authors describe the advantages when the firm invests in a collaborative 

approach: 

i) The transfer of information is more efficient in cooperative relationships rather 

than in those where only trade exchanges exist; 

ii) The attractiveness of a collaborative relationship increases when the know-

how of R&D and marketing is distributed throughout several organisations; 

iii) All the partners would have opportunities to learn about each other’s 

capabilities, coordinate their use, exchange technical information and share 

resources. 

Collaboration is a key marketing and organisational issue, given the potential and 

actual impact in the accomplishment of organisational goals (Coelho & Easingwood, 

2005). Consequently, companies could have access to more resources and knowledge 

from other organisations (Mitchell & Singh, 1996; Zacharia et al., 2009). In addition, they 

could gain synergistic rewards and develop idiosyncratic capabilities that facilitate 

increased relational value (Dyer & Singh, 1998). Nevertheless, a company has the 

opportunity to improve the internal capacities in which it is a specialist (Mitchell & Singh, 

1996). 

“Collaborative approaches have received rising attention due to global competition 

and an increase in technological complexity. However, when the development of 

new products is approached collaboratively, the traditional perspective is 

compromised, given that the competitiveness of the various companies throughout 

the value chain differentially affects all its players, because of its non-linear nature 

and its iterative process” (Moreira, 2005, p. 27). 

Moreira (2005) refers that intercompany relations is evolutionary through time, of a 

cumulative nature and depends on the involvement of business partners, supplier and 

client, as well of the context in which the relationship occurs. 

Mitchell and Singh (1996) mention that to ensure the success of the collaboration 

among firms, they must have greater trust and less opportunism than in market 

relationships. On the other hand, the authors also consider it important to be aware of the 

potential serious problems which could occur with a collaborative relationship: 



 

- 208 - 

 

i) The firm could lose information; 

ii) The collaborative relationship could promote organisational disruption; 

iii) In some cases, the adaptation is not easy; 

iv) The interdependence of routines between the firms could reduce the individual 

capacity to act independently. 

Examples of references from producers: “And this is articulated commercial politics 

between the brand’s owner and the distributor.”; “The relationship tends to be valued, too, 

and they know they have a partner there in whom they can count on, and we also demand 

the same from them. We also do that, we also demand from when we have to because, in 

fact, we need to grow, we want to grow, we want our brands to be known, promoted, be in 

consumer areas in large numbers and in as many places as possible and afterwards, we, 

too, make our demands and we also charge, we also want them to strive for our 

objectives, to help us attain what we want.”; “Our idea is, we have an intention, ‘we would 

like to grow with these brands here, we must take these brands there, we grow with this 

brand, we think this brand should go through this channel, whatever that brand is’ and 

then with them, we find out the best way to get there and also demand a little productivity 

on their part and, all that guided work, in order to meet our objectives. At least the ones 

we intend on achieving.” 

Examples of references from distributors: “This is the type of partnership relations; 

they are partnerships, not the mere supplier-client relationship in which the distributor acts 

according to the, I wouldn’t say the guidelines which we defined, because that would be 

very arrogant, but the agreement which is made for the brands at each moment. In other 

words, ‘you don’t want that brand there’”; “And the products become the result of the 

synergies. In other words, ‘I’m the producer, but I have a distribution, marketing and sales 

service there, fantastic! I was going to do something wrong, and the guys knew this 

because I had set up meetings with them before the product was launched, I tested the 

product, I checked for quality, I checked whether the price was adjusted, whether the 

image was adequate and I managed, in fact, to do something about it’.”  

This sub-construct of Partnership construct is subdivided in three other sub-

categories: (i) operational strategic collaboration, (ii) collaborating with support to the 

partner and (iii) operating adaptation to the needs of the other part. 
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i) Operational Coordination 

The successful working partnerships require coordination between the business 

partners. This coordination reflects the set of tasks each party expects the other to 

perform and is marked by coordinated actions directed at mutual objectives that are 

consistent across organisations (Mohr & Speakman, 1994; Narus & Anderson, 1987). In 

an uncertain environment, an efficient coordination by both could achieve stability in the 

relationship. In contrast, without a correct coordination of the processes, just-in-time could 

fail, production stops, and any planned mutual advantage cannot be achieved (Mohr & 

Speakman, 1994). 

Developing strategies whilst sharing them and aligning them with the other partner 

contributes to an efficient collaboration so that the performance in the market can be 

aligned by both, and their performances be in tune. The collaboration should not be 

occasional, but regular, according to the sales cycle, so that the work plans can be 

implemented adequately. There should be a concern on both parts for creating a 

collaborative work atmosphere in which there is ease of asking for help, opinions or 

strategy review. 

Examples of references from producers: “The producers should feel free to ask for 

information, in other words, ask us for help, about their brands and how they can position 

the products. This is the way VinicDistributors wants to work with the producers.”; “In other 

words, there are brands with a particular positioning, whose target-audience is a particular 

target, it is up to the brand to identify the channel and settle this with the distributor, in the 

sense of hitting the right target through the right channel.”; “The relationship tends to be 

valued, too, and they know they have a partner there in whom they can count on, and we 

also demand the same from them. We also do that, we also charge when we have to 

charge because, in fact, we need to grow, we want to grow, we want our brands to be 

known, promoted, be in consumer areas in large numbers and in as many places as 

possible and afterwards, we, too, make our demands, we also want them to strive for our 

objectives, to help us attain what we want.” 

Examples of references from distributors: “And, therefore, there’s a discussion, 

they are developing a campaign, they share it with us, we say, ‘look, great’, they are 

asking for the media briefing or buying the space and we say, ‘we have a top campaign, 

here at the FARM hypermarket, so, you should invest for this fortnight’”; “In fact, the 

organisational culture that we have here at BigBottle is an extremely horizontal 
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organisation without hierarchical barriers in regards to collaborative management and with 

the participation of everyone, and that’s what we also “ask” our producers for.”; “And on 

the other hand, everything that we establish, meaning, the guidelines, aren’t ours. The 

guidelines are proposed by us, but they are established together with the producer. For 

example, we don’t carry out promotional events if the producer doesn’t feel comfortable 

about it. When we do it, it’s always in alignment with him.” 

ii) Collaborative Support 

This construct is not referred to in the RQ literature. Collaborating means having 

the feeling that the other party is there to back you up in times of difficulty or present new 

market proposals. That support can be can come in the form of following the market 

together, with the objective of boosting brands, resolving problems, promoting wine 

events, such as tastings or dinners, or by simply supporting promotional activities through 

product offers. In reality, it is demonstrating dedication to the relationship and achieving 

the objectives which matter to both parties. 

Examples of references from producers: “There are opportunities that have to be 

defined in a hurry. Luis calls me, ‘we are going to do this, I need this support on your 

part,…”; “If support is needed at an event, a wine dinner that is being held, a tasting, it’s 

good to know that we can count on their logistic support, their presence, the help to get 

out of a difficult situation.”; “We always try to have a supportive posture and to meet their 

expectations and make them feel that they have a partner, a supplier with the same 

objectives, one who is demanding but also wants the brands to be successful and that 

those who distribute them will inherently receive returns.” 

Examples of references from distributors: “During the year we see that when a 

product is selling less, then oh boy, well then tell me one thing, can we do anything to 

boost this brand, this wine, or this and that … What is it going to be? Then fine, let’s go 

there and work out a scheme, like a bonus for a dozen or a bonus for a certain amount of 

cases. In other words, there is this constant support. It’s a question of asking and talking, 

talking to people, exposing the problem and bringing us to point.”; “Supporting is, ‘I’m 

going to do a promotion, I’m going to place the wine of the month or the week in a 

restaurant, can you offer a free case?’ That can be the click that unlocks the deal. Or, ‘can 

you offer a magnum, can I take a roll-up there?’ And sometimes, that support, which can 

be a simple phone call, which generally doesn’t go through Miguel, I speak to them and 

it’s arranged. ‘Can you give me a bottle or something like that?’”; “And those who give us 
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information, give us weapons, and they support us and they are on our side when we 

need them.”  

iii) Operational Adaptation  

In a collaborative relationship the two parties are concerned about adapting 

themselves to each other’s necessities, demonstrating their dedication to the relationship. 

Being flexible in order to respond to the different rhythms of the market and showing 

initiative in timely planning promotional activities transmits confidence to the other party, 

which in turn brings more dedication to a particular brand. It becomes important to be 

certain that in the more difficult moments, the other party is present and, if necessary, will 

show more effort in helping the other achieve his objectives. The partner is willing to adapt 

to different requests. This construct has not been sufficiently explored in the RQ literature. 

Examples of references from producers: “In the last three years, GreenWine has 

followed a path with this objective in mind, becoming more and more effective, more and 

more efficient and quicker in responding. Being quick in response is the time it takes me 

to send out an email, pick up the phone and make a call, until the time that it takes me to 

receive an order and put it in the truck, all of that! They are fast!”; “But the highest degree 

of this relationship consists in receiving his clients and, if possible, being available at their 

clients’ convenience which can be on a Sunday or on a Saturday, to receive them in order 

for them to see where the wine is being made, how it’s being made, there’s a lot of 

curiosity on their part or, at least, some of them. Sometimes their whole team comes, and 

once we even received 20 people, therefore it’s a great effort, and that effort is 

appreciated by our distributor and rewarded, I think, with a greater dedication, regarding 

our product.” 

Examples of references from distributors: “… those which work and who work in a 

more organized and planned way, tell us, we stock up on what we think is necessary for 

those clients who sell wine by the glass, thereby avoiding a depletion in the market, at 

least for our most important clients.”; “… because they themselves many times tell us, 

‘we’re going to have a leaflet, I already know I’m going to have one, I’ll get things ready, 

I’m going to take care of everything, I even have the labels, I’m going to stock up, so you 

won’t be let down’ and therefore, things are much simpler and quicker in operational 

terms…”  
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H) Sub-constructs/categories of the first-order Operational Interdependence 

construct 

In a more in-depth observation of the Operational Interdependence construct, two 

sub-constructs can be determined: (a) Relative Dependence and (b) Diadyc 

Interdependency. 

a) Relative Dependence 

For Anderson and Narus (1990), the success of each business partner depends in 

part on the other partner. As a result of this relationship, the actions of both companies 

are jointly coordinated so as to satisfy the requirements of the customer in the 

marketplace. 

In the opinion of these authors, it is this Relative Dependence that determines the 

extent to which a company will have influence over, and be influenced by, its partner. This 

sub-construct can be defined as a firm's perceived difference between its own and its 

partner firm's dependence on the working partnership. This is supported by previous 

conceptual and empirical work carried out on Interdependence (Anderson & Narus, 1990), 

Countervailing Power (Etgar, 1976), and Power-Dependence (Emerson, 1962).  

This kind of dependence represents an interdependence asymmetry, which 

signifies the difference between each party’s dependence on the other. Therefore, we 

may say that, for the above mentioned authors, a primary consequence of relative 

dependence is influence, or power. 

In the commercial relationship between the distributor and the producer, the 

Relative Dependency of one part in relation to the other is noted. The distributor seeks a 

partner which will provide important brands at a good price/quality ratio and which will 

provide technical support, so that they can work the market together. 

In turn, the producer feels the distributor’s dependency through his ability to 

penetrate the market channels and assure geographical dispersion, in other words, 

making the product available for the final customer through the most appropriate channel 

and reaching the largest geographical region possible. Equally valued is the logistic and 

commercial structure provided by the distributor, as well as the support given during work 

carried out on the brand. 
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Examples of references from producers: “However, ‘the guarantee’ is the 

distributor, they are the ones who are the privileged interlocutors in the market, with each 

client, with each market channel… they are ‘the guarantee’.”; “Therefore, having a team at 

Good-Distributors, who work our brands in proximity with these partners, is an advantage 

we have, otherwise if we were to sell directly, they wouldn’t be able to give a more 

privileged service to these partners.” 

Examples of references from distributors: “I think our success here is, in fact, the 

benefits that ABC-Distributor has, it’s the, it’s having these brands and having these 

partners. This, for us, is a determining factor because… it wouldn’t be enough just having 

good people, I think it’s important having good brands, too.”; “It’s almost impossible for a 

small producer to be everywhere and be able to go everywhere, meaning, being in Lisbon, 

or Oporto, or in the Algarve, getting a distributor there and one which pays and sells, 

which will work with a brand he isn’t familiar with. We need to accompany the distributor, 

we need to “pamper” the distributor, and for them it’s practically impossible, because none 

of them had a nation-wide distribution.” 

This sub-construct of Operational Interdependence construct is subdivided in two 

other sub-categories: (i) Producer Dependence and (ii) Distributor Dependence. 

i) Producer Dependence 

The producer’s dependency is more related to the price/quality ratio, brand 

communication and above all, the technical support made available to the distributor’s 

sales team in the distribution channels. 

Examples of references from producers: “Everything dealing with negotiations, we 

always decide up to where they can go.”; "There’s also another part, which is worked on, 

which is the part of all the communication and everything dealing with the media, all that, 

is worked on considerably. Thus, the better that part is developed, the better it will be for 

them, too. 

Examples of references from distributors: “We really need the producer to 

accompany us in sales, with the salespeople, to talk about their own product and to pass 

the image that, that the product being sold has quality and that there’s a technical part 

behind all this which is also important for sales, right? Therefore, we need the producer to 

back us up on sales.”; “And the rest is our work. We have to do it, as long as the supplier 

gives us the conditions, price and delivery conditions and product quality conditions.” 
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ii) Distributor Dependence 

One of the most noted factors of distributor dependence is being able to count on 

an external structure of marketing and sales, as well as activities associated with logistics 

and payments. Also worth noting is that the distributor is a front line contact with the 

distribution channel client. This fact makes its service quality and the manner in which it 

works the brand a crucial dependency for the producer. 

Examples of references from producers: “As everyone knows, distributors are 

those who are on the front line of combat or contact with the market, through the various 

channels, whether in modern distribution, with off-trade, or on-trade, through the direct 

operation it has, or through the assistance to the warehouses and to the cash and 

carries.”; “They, in reality, are the practical part, the part with market knowledge, 

knowledge of how the market functions, of contacts, all of that, of negotiations, is theirs. 

Therefore, they have a truer sense of the market itself, the distribution, sales, competitors, 

regarding other brands, more than we have. 

Examples of references from distributors: “Besides being placed in various types of 

markets, like the ones we do, like large supermarkets and wine shops, we work well with 

wine shops, with good restaurants, because our products are generally not cheap, mid 

and high end restaurants, we have a good relationship with those types of clients, they 

gain visibility, they become more known.”; “Then we do something else, which is, we 

gather various producers, we deliver to one location. Imagine a producer that has a mono-

product, he only has one or two products, delivering one or two cases in Lisbon, when 

he’s from Trás-os-montes…” 

b) Diadyc Interdependence 

The interdependence structure of a dyadic relationship refers to the magnitude and 

structure of the dependence of the two parties on each other (Kumar et al., 1995). It 

represents a total interdependence, which means the sum of both parties’ dependencies 

on each other (Van Bruggen et al., 2005). 

The interdependence of partners in a commercial relationship creates synergies 

making them more attractive to the market. The producer benefits from the distributors 

shared services and the fact that he presents himself to the market with a wider offer of 

brands that can better satisfy the distribution channel. In addition, a producer’s strong 

brand will strengthen the “roster” of the distributor’s brands, making him more competitive. 
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Examples of references from producers: “I believe that it helps them to show the 

market a certain dynamism, as distributors, because I believe that their dynamism is only 

possible if they have producers that meet the challenges, in the background, if they have 

producers that are more, I don’t mean low-profile, that’s not what I want to say, not so 

dynamic, not so proactive, not so energetic, they themselves will transpire an image of 

being less dynamic in the market.”; “ …that is, we are important to the distributor, the 

distributor is important to us.”  

Examples of references from distributors: “… there are strategies that are 

common, and there are strategies in which the producer wants them to go through us and 

vice-versa.”; “here there is a very useful platform which gets better with time, and also with 

the interconnection of brands. The bigger the VinicDistributors federation, the stronger 

VinicDistributors is, negotiating with the players…” 

This sub-construct of the Operational Interdependence construct is subdivided in 

two other sub-categories: (i) Operational Dependence and (ii) Strategic Dependence.  

Neither Dyadyc Interdependence, nor its sub-categories were adequately developed in 

the RQ literature. 

i) Operational Dependence 

Each partner understands their influence on the operational activity of the other, so 

they expect a continual dynamic attitude that can help to achieve their objectives in the 

market. The producer must make the product available at the appropriate time for more 

intense promotional action in the distribution channel. The distributor is expected to make 

an adequate level of performance at the players in the distribution channel in order to 

boost the producer’s brand, because his efficiency will represent the brand concerned, 

and the accurate feedback will help the producer guide or correct strategies. 

Examples of references from producers: “They’re the ones in the market on a daily 

basis. They’re the ones that know where the brands’ problems are, where it’s more 

complicated to sell. Then they transmit that to us, and because of our production 

experience and also by contacting many people, we achieve a consensus to try to ‘force 

the sale’ of the wine.”; “I usually say, ‘I have to know how to produce and someone has to 

know how to distribute’.” 

Examples of references from distributors: “There has to be production capacity 

because, the moment we also expand the distribution of the brands, there has to be a 
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quick response, the producer has to have the capacity, and also has to have more product 

to sell”; “If we sell well, we sell well and pay well, the producer has everything he needs, 

money to be able to produce with quality. So, for him to win, to have quality, to be able to 

produce he has to have money and the money only comes in if the product is sold. 

Because if it stays in their wine cellars, it’s just a waste of money, a waste of money! 

Therefore, things have to move. There has to be an alignment between both of them, 

between the production and the distribution. He produces, moves the stock, pays, 

produces, moves the stock, pays.” 

ii) Strategic Dependence 

The development of the market strategy with consistency implies an 

interdependence of the partners in the relationship, so that both become stronger in order 

to achieve their objectives. Creating and developing strong brands will help the distributor 

reinforce the quality of his brand portfolio and in turn, it will also avoid the producer’s 

brand from appearing isolated in the distribution channel. Then, the producer will benefit 

from synergies created by their distributors’ sales proposals and the work developed in 

the market. 

Examples of references from producers: “… I want distributors that will make me 

money, that will make my products grow, that will make the notoriety of my products 

increase. And certainly, a distributor that is on the other side, wants a producer who will 

bring him products that sell, that rotate, that have a renowned brand name, which they 

can work with!”; “For us, going at it alone with our own brands, we would be more 

vulnerable, than if we have a company which presents, for example, the leading portfolio 

of Portuguese sparkling wines, best-selling imported beers, the leading wine brand, which 

is ours, etc. It would give them strength and significance, with the distributing channel 

which we would never have if we were alone.” 

Examples of references from distributors: “And being a single entity, with various 

producers, will also be very significant for modern distribution, to make those business 

deals, which after all, are complex contracts. And so, they acquire this power, and this 

synergy. The distributors, because they have various strong brands, which can get to and 

be presented to modern distribution, and maybe it would be complicated for the producer 

to get there and present the brands.”; “The production starts to understand that it actually 

needs to create its distribution channels. And maybe they’ll have to be their own channels. 

On the other hand, the distribution, those who have been in distribution for a long time, 
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start to understand that this only works if, instead of being alone in this business, maybe 

there are some advantages in joining the production. That it will give me stability, it will 

guarantee work, work in the sense of foresight, of objectives…” 

I) Sub-constructs/categories of the first-order Relational Interdependence 

construct 

In a more refined analysis of the keywords that characterise the Relational 

Interdependence construct, we found the following sub-constructs: (a) Interpersonal 

Relationship, (b) Accompanying the Sales Team, (c) Relationship Facilitators, (d) 

Response Capacity, (e) Market Relationship and (f) Accompanying the Business 

Relationship. Neither Relational Interdependence, nor its sub-constructs/categories were 

adequately developed in the RQ literature. 

a) Interpersonal Relationship 

This sub-construct strives to create a more intimate relationship between the 

players who participate in the business relationship. 

We can make reference to intimacy as the bedrock of human happiness and 

meaning (Kark, 2012). Although intimacy has been recognized as a central concept in 

understanding human existence, it has been overlooked in the study of organisations. 

This kind of interpersonal relation between the parts involved in the business 

means that they are interested in contributing and supporting the happiness and self-

worth of the other as an aim in itself, rather than for specific self-interest or instrumental 

reasons. There is a mutual validation of self-worth and collaboration. 

We have focused primarily on the positive aspects of intimacy. However, it also 

has its dark sides. Intimacy may result in tension arising from conflicting motivational 

concerns and different business patterns, which may clash or cause misunderstandings 

when both business and intimate interests are present (Ingram & Zou, 2008). 

The interpersonal relations between the people that participate in the commercial 

relationship cement this relationship and contribute to the partners being treated in a more 

affectionate manner. That is to say that they are partners and one party feels he should be 

given more consideration, since he feels he has a closer relationship. 
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Examples of references from producers: “Here in Oporto, I get along well with one 

of the salesmen, he visits my house, I visit his and he ends up being, unintentionally, but 

in one way or another, he is our best wine salesman. Anyway, because he likes it, 

because… because it means a lot to him, in the end it’s an advantage we have.”; “…that’s 

our job, António’s and mine, maintaining as much proximity as possible with the MDO-

Distributors salespeople. One of them is a very good friend of ours, he’s from around 

here, he does the Alentejo area, so this one is “in the bag”, and through him we have to 

convince all of them.” 

Examples of references from distributors: “Even our own sales team knows, 

because of their personal and family relations, a substantial part of the businesses they 

visit.”; “With time, things evolve, and then they even meet the wives, things start to unfold 

normally and in a natural way, without much…” 

This sub-construct of the Relational Interdependence construct is subdivided in 

two other sub-categories: (i) Friendship and (ii) Personal Relationship between the people 

involved. 

i) Friendship  

The unfolding of the business relationship provides opportunities to develop 

friendships between the people involved in the business relationship. This friendship, 

which surpasses the business relationship, sometimes involves family members and 

contributes to creating affinity, which is a facilitator of the RQ. The personal encounters 

between the people, in or out of the companies, increment those friendships.  

Examples of references from producers: “… well, first there’s the friendship that 

has been built, that is the basis, which didn’t exist before, he was only an acquaintance, 

but definitely, there is a very good friendship between us and Mr Helder, who in this case 

represents AllgarveDistributors.”; “Then this becomes an issue, is this, maybe, a 

friendship and a more personal relationship between us,…”; “they are links, of friendship.”; 

“There is a dehumanization of the whole process, but clearly the “personal treatment”, 

when you look eye to eye, that is what makes us different from other businesses.” 

Examples of references from distributors: “In the end, there is a very strong 

connection, in terms of loyalty and friendship, which ends up lasting a long time. Also, 

through the years that the people are getting acquainted and working with each other, 
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things go well, but we have 3 or 4 producers who, here at the company, we give more 

value to.”; “For me, maybe, personally, I’ll let you know, the Herdade das Raposas, but it’s 

probably one of the least important projects here at Bottle-Distributor. It’s less important in 

terms of sales volume. Why? Because they are two people, they are a five-star couple, 

they have a spectacular estate. Which we visit frequently and spend two, three or four 

days there, and we’re there with them, and it ends up being a relationship similar to a 

friendship, even outside of business. This is a situation that can exist, and then there are 

others, not as meaningful, but that also exist.”; “Maybe, when we look at these producers 

with whom we established closer friendships, maybe we’re more careful and try to do a 

better job.” 

ii) Personal Relationship 

Socialising, business lunches and working face-to-face, contribute towards building 

personal relationships between the participants in the professional relationship. This 

proximity reveals itself as a differentiating form of relations that enables a greater 

proximity between the participants. This construct makes the operational processes 

become more fluid and simplified, as it also develops ties between the participants who 

streamline the professional relationship. In practice, the personal relation demonstrates 

how much we know the other party and involves us in the existing commercial 

relationship. 

Examples of references from producers: “First of all, it’s surely the personal 

relationship with Drª Isabel Almeida…”; “…there’s the establishing of the relationship, 

clearly a close relationship, I wouldn’t say friendship, but a close relationship. People 

know each other, know who the parents, the children, where they live, what they do. 

There’s something, it’s not necessarily intruding on someone’s personal life, but there’s 

something here, let’s call it skimming, which is completely different from what I was used 

to, and that is very interesting.”  

Examples of references from distributors: “But, in terms of feedback and what 

defines the relationship, the way they all congratulate us or “give us a hard time”, about 

what goes well or not, is a direct way, it’s almost personal, they know each 

salesperson…”; “Obviously, I have a personal relationship with BigProducer’s area 

manager, which was, which has been built during all this time, we are people, basically, of 

the same age, and who have similar tastes. So, the personal relationship influences the 

professional relationship, without a doubt. But that doesn’t imply that this confidence 
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would exist, and that the respect would exist, or wouldn’t exist with another area manager, 

as in the case of GrapeProducers. No. But, yes, at a personal level there’s also a trusting 

relationship and it has to influence things, and we’ll go for a coffee and we’ll have lunch 

and all of that. It’s a cementing of that same relationship. In this market, we spend a lot of 

time at the table, too…” 

b) Accompanying the Sales Team 

The commercial team ends up being fundamental in achieving the objectives of 

both parties. Working its involvement with the producer may allow a greater focus on the 

brand, and so achieve the desired objectives more easily. Whereby, when the producer 

interacts with the distributor, he must develop connections at various levels of the 

organisational structure of the other party, namely with the sales team, which represents 

the brand to the other market players. Accompanying this team’s work being carried on 

the field is a fundamental motivational factor.  

Examples of references from producers: “That’s why, from the moment I have wine 

at a distributor, if I have an opportunity to have access to the salespeople, I will deal with 

the salespeople, not with the owner. The owner doesn’t sell. The owner needs to manage 

other things and it’s with the salespeople, each and every one of them, that I have to sell 

to.”; “Many “pinnacle” decisions that I make, no matter with which distributor, I always 

check with all of the distributor’s main salespeople first. ‘My friends, I’m pondering this, 

what do you think?’” 

Examples of references from distributors: “the sales teams have to be involved 

with the brands to be able to sell them.”; “The producer also has to support and 

accompany our salespeople, have the “machine” working in unison. What I mean is that 

we work a little through networking.”  

This sub-construct of the Relational Interdependence construct is subdivided in 

two other sub-categories: (i) relationship with salespeople and (ii) sales team 

accompaniment. 

i) Relationship with Salespeople 

Jointly accompanying the market with the distributor’s sales team, developing 

financial incentive plans that motivate them to work that brand, and promoting awareness 

activities or wines tastings that have an emotional impact on them, are all approaches that 
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seek to create a closer proximity and involvement with the brand. They are very influential 

players in the commercial relationship who deserve extreme care on behalf of the 

producer. 

Examples of references from producers: “if we have the opportunity to show where 

the brand is made, where the wine is made, the creator of the wine, the whole 

surroundings, we create a so called sentimental bond that is necessary to have with those 

people who, many times, are going to sell our brand, on a daily basis.”; “And we 

“featherbed” them a lot, not only in a financial sense, but also in the sense of actually 

“featherbedding” them, that is, we clearly try to make them feel as though they are part of 

Quinta Douro, because we’re not going to win these salespeople over with financial 

incentives. Because they work with companies that are larger than Quinta Douro…”; 

“What you need to do is win those commercial networks over. It’s by accompanying them, 

creating incentives…” 

Examples of references from distributors: “Therefore, it’s funny when they are able 

to transmit this atmosphere to us, it becomes deeply engrained in our body. I clearly saw, 

on that day, that my sales team bonded with that wine. Therefore, surely during the year, 

they will be focused on that…”; “…supporting and training the salespeople because the 

worst that can happen with distribution is selling a product that I don’t believe in, selling a 

product that I don’t like, it’s not disliking it, it’s the taste, because if there weren’t so many 

wines, you see, that seem to have a defect, or whoever is behind them doesn’t have the 

ability or skills, and this to us is key.” 

ii) Supporting the Sales Team  

A fundamental motivational action in the creation of involvement with the brand is 

to be close to the distributor’s sales team. This is a way in which to give training to the 

salesperson and his clients, as well as strengthen relations in order to develop bonds of 

complicity. This support also brings confidence to the salespeople so that they know they 

are representing a brand that besides being a quality product, also has a support 

infrastructure behind it. On the other hand, this accompaniment helps the producer 

receive information directly from the players in the market and enables the salesperson to 

focus on his brand. 

Examples of references from producers: “As we’ve mentioned various times 

before, it’s accompanying the distributor. And riding in the car with them and 

understanding, fighting and pushing to build confidence through time. Because, look, 
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many times the salespeople don’t sell wine “A” because they don’t like it. And we all know 

that we speak well about something that we like.”; “We, too, QQProducer, have to visit 

these distributors, have a wine tasting session with them and explain the brand, explain 

what QQProducer is, what wines it has, what QQProducer’s philosophy is. Thus the 

distributors’ sales team knows what QQProducer entails and they know what they are 

selling. They can’t simply say, ‘look, I have another product here, amongst many others, 

another brand and, look, it’s from Alentejo, so let’s go out and sell it.’” 

Examples of references from distributors: “Then, look, we give the producer the 

possibility of visiting some of his clients, during the year, with our sales team. That’s 

something that has to be well programmed, well managed, but which is fundamental, and 

it interests the salesperson because, one thing is simply talking to him, another thing is 

going with the producer or his representative, who knows exactly what he’s talking about, 

and sometimes, or I can even say many times, he has to add value, so that the 

salesperson feels that it’s worth continuing with that person.”; “Maybe, having the 

producer constantly accompanying them and helping them, reminding, directing the 

salesperson’s mind to the brand and making it more present and also having less brands, 

maybe that helps the salesperson focus on the producer’s portfolio.” 

c) Relationship Facilitators  

Relationship Facilitators is a construct described as having easy accessibility, 

mutual knowledge and the straightforwardness of the people involved in the relationship. 

The way by which these relate to each other can streamline processes and facilitate 

negotiations, as long as an “open door” policy is in practice and as long as there is the 

availability to be in constant contact with each other. This is also a means of showing 

concern and knowledge of the needs of the other party, which simplifies the 

understanding between them. 

Examples of references from producers: “Not here, if I pick up the phone and call 

the producer, no matter how big he is, they’ll answer and give us feedback, that is, there is 

a very direct connection with them. For example, if I call a producer today and say ‘can I 

pass by tomorrow? and let’s meet or let’s do this? Or can I accompany you?’, there is 

always openness and a connection.”; "The difference is that we’re much closer, we’re only 

300 kilometres away! There’s more proximity, people know more people and they know 

them better, they have probably worked with each other for years.” 



 

- 223 - 

 

Examples of references from distributors: “Because generally, the relationship is 

excellent with any one of them. In other words, I might want to visit their wineries or have 

a meeting with them at any time. We might even want to talk about other issues that aren’t 

directly related to the distribution and there’s total openness.”; “When this proximity exists, 

there is openness on or part to be constantly suggesting changes and launching new 

products also exists, because there is this relationship facility.” 

This sub-construct of the Relational Interdependence construct is subdivided in 

three other sub-categories: (i) Accessibility, (ii) Mutual Knowledge and (iii) 

Straightforwardness. 

i) Accessibility 

Demonstrating accessibility is being available to talk to the other party at any time. 

According to some interviewees, it signifies being constantly available to meet and receive 

calls in order to resolve matters quickly or just to have an informal conversation. This 

proximity promotes more commitment by both parties in the relationship, besides 

facilitating and speeding up normal processes in a commercial relationship. 

Examples of references from producers: “if we ever need to schedule a meeting for 

the next day, if we need to talk, Vitis-Distributor has always shown, we’re always on the 

telephone. This allows companies to become very close and facilitate business deals, 

agreements and meetings. This is the sense of proximity.”; “It’s a relationship which isn’t a 

very… in terms of quality I think it’s a good relationship which functions at a relationship 

level, … there’s honesty, there’s ease, there’s proximity in the relationship with everyone 

at MDO-Distributors and a greater ease of contact that allows that.” 

Examples of references from distributors: “It all has a structure that handles these 

processes, but I really needed to know exactly when that would arrive. I called 

TerroirProducer’s area manager and he informed me, at that precise moment, when it 

would arrive, when the order would be delivered. So there’s this proximity in the day-to-

day management of the simple things, like this one for example.”; “…from a resolution 

standpoint, things end up being, maybe, being quicker, that is, since they’re more 

accessible we speak to them more often, maybe with SelectProducer and with 

GlobalSpirit, we speak two or three times a year.”; “The message I send to the producers 

is that we have an open door and open phone policy.” 
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ii) Mutual Knowledge 

Understanding the needs of the other party, knowing their profile and the way they 

are and speaking the same language are factors that facilitate the relations between both 

parties. Knowing how to deal with the differences between partners, their peculiarities and 

adapting to their preferences is a form of showing respect, and it promotes proximity 

between people who participate and influence the relationship. 

Examples of references from producers: “It’s good when we have a distribution 

partner who speaks our language and understands our needs.”; “There isn’t a company, 

really, that is the same as another and all of them are different, they have to be treated 

differently, the ‘pampering’ has to be different.” 

Examples of references from distributors: “…All of them are unique projects and 

have unique characteristics, so the personalities and the contacts are different. But our 

relationship with them is exactly the same. We are very close…”; “Clearly there’s a 

different kind of relationship. If we know, it’s almost a personal relationship, if I know that I 

am next to somebody that doesn’t have a sense of humour, that doesn’t like it, I won’t kid 

around with him. If there’s another person that is the opposite, I’ll be more relaxed. It has 

a bit to do with this. We have to be flexible, to deal with the different sensibilities, with the 

different types of people…” 

iii) Straightforwardness 

This facet implies taking the initiative and immediately discussing something that is 

not going well. Having a forthright attitude reflects the quality of a relationship. Thus, one 

party shows the other its involvement in the relationship and concern to make it work. This 

is essential so as to avoid an accumulation of dissatisfaction and misunderstandings 

which will deteriorate the relationship. This represents a way to nourish a relationship and 

create proximity in jointly searching for solutions that will permit the anticipation and 

resolution of problems, in a serious and competent manner. Having the courage to openly 

and constructively disagree with the other party strengthens the relationship, as well as 

assuming responsibility when the company is responsible for something that has gone 

wrong. 

Examples of references from producers: “An open and straightforward relationship, 

that is, when you say yes, it’s obvious that everyone is happy, and sometimes saying no is 

unpleasant, but it has to be said”; “Sometimes things run very well with a partner, but then 
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in the following year, things don’t go as well. But I have one, with which I really get along 

well, even when we disagree, maybe, that’s why things have gone so well.”; “Facing-up to 

situations when things go wrong, too. Things don’t always go well, sometimes things go 

wrong and I have to face-up and shoulder my responsibilities, confront it.”  

Examples of references from distributors: “In reality, I believe, when things don’t go 

well, once again, it is fundamental that we are truthful. It’s not hiding, not covering up the 

obvious, and saying ‘let’s face the problem, these are the causes, the consequences and 

now let’s move on, try to resolve it together. You help here, we’ll help there.’ It’s being 

clear about the problems, not hiding them.”; “Because we also have the policy of, if there 

is an uncomfortable situation, no matter what it is, sitting the person down and saying 

‘we’re not well, you’re not well’. It’s acknowledging both sides.”; “To me, the most 

important of all is that the other side, the producer’s side, whenever there is any feeling 

that leaves him uneasy, the first thing he does is pick up the phone and call. I consider 

that to be the sign of a quality relationship because, look, I’ll do the same, as well. If I feel 

there’s something that isn’t right, I’ll immediately speak with the producer. And, therefore, 

I’d say that, to me, it’s a positive and constructive relationship with the producer. It’s 

having, let’s say, an immediate contact, when something isn’t right or we’re not at ease. 

Or when a new wine was being launched or presented, where the producer was present, 

if he felt that he wasn’t properly pampered he should talk to me about it immediately 

avoiding any misunderstandings. So he doesn’t end up thinking about it and holding a 

grudge later. I believe that is the synonym of a positive relationship.  

d) Response Capacity 

Constantly showing the capacity of responding to the partner and giving quick 

feedback is a critical factor which transmits reliability to the other party. Both partners 

need the other to make decisions quickly and give feedback regarding what is happening 

with the brand in the market. That is the only way less positive aspects of his actions can 

be corrected and consequently implement improvements which will reflect competitive 

advantages to both parties.  

It is also very important that the partner is, whenever appropriate, able to 

acknowledge the good work that has been done by the other. This action has a large 

emotional impact on the sales team or on the production team and shows and reinforces 

the effort on the existing commercial relationship.  
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Examples of references from producers: “It’s really a relationship based on trust, 

they know that if they call any of the sales people or if they call the sales manager, or 

even if he calls us, marketing, they will always get a reply. It may not be at that precise 

moment, because maybe at that time we’re not sure of what’s happening, but they know 

that they will get an answer. If the answer doesn’t come from the person they called, it will 

eventually come from the person who usually handles them, but VinicDistributor, one of 

the things about us, is that we will not leave them without an answer.”; “We frequently 

need last minute things, because maybe, we have a meeting that was scheduled for the 

next day with the administrative council or with the administration. We need help from the 

other side, we need information, at that particular moment or whatever. 

Examples of references from distributors: “It’s the immediate response. Always 

being available. Getting a response from the other side no matter what the time. If not at 

that precise moment, it’s because I don’t have the phone, but five or ten minutes later, he 

answers the phone and talks to us. I think that relationship is very important.”; “And then, 

the interpersonal relationship that has been created is something that helps to have an 

easy relationship. I call and he might not answer immediately, but he’ll return the call a 

couple of hours later..”; “Therefore, we want a very quick response because we’re 

constantly producing and generating information and we want them to give us answers 

when requested. We always pay close attention to the market, so we can be aware of any 

changes in the market, we have that ability to respond from one day to the next, almost, 

and we need the producers to follow us and give us this level of response.” 

This sub-construct of the Relational Interdependence construct is subdivided in 

three other sub-categories: (i) Speed of Decision-making, (ii) Feedback and (iii) 

Appreciation. 

i) Speed of Decision-making 

Partners appreciate factors such as promptness and speed in decision-making. 

This construct allows them to work the market and respond to any changes caused by the 

competition. Thus, conditions are facilitated for the commercial relationship to work 

operationally and in accordance with both parties. In this manner, the assurance that both 

are committed to the relationship is transmitted to the other party. 

Examples of references from producers: “When things are going well, they flow, 

there are no barriers, and problems that do show up are immediately resolved. … 

Situations are better resolved and quicker to resolve, whatever the situation.”; “They are 
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quick in their response, I’m sending out the email and they’re already responding to it. 

They don’t wait two, three days to respond to a request, I think they’re efficient, very 

efficient.”; “So, this close relationship, helps also in responding to the market immediately. 

If this didn’t happen, this would be crazy. That also counts, that counts a lot.”  

Examples of references from distributors: “We pick up the telephone and say, ‘can 

we count on your help here, on this specific case? Can we count on you to do this and to 

sell this like this and this?’ And on the other end, there’s a voice immediately replying ‘yes, 

you can’ or ‘no, we can’t do that’. That immediate response is very important. … it’s very 

important.”; “There is agility like I said before, from one day to the next, we set up an 

event, we change the event that we had planned two months before, therefore, we launch 

a new product, as long as there was a product, obviously, we launch a new product or 

reformulate the agreed value chain, so there’s agility and I think that working like this 

gives us advantages, working like this, this type of relationship.”; “The decision-making 

process is faster and it makes my life easier. I have to get there first and come up with the 

best arguments, before the others. And the decision making at Big Producers, in that 

sense, is a lot faster. I know that it might not always be through the telephone, but it 

doesn’t take weeks, it doesn’t take months because the decision is made here and it’s 

done as soon as possible.” 

ii) Feedback 

Providing inputs relating to the partner’s performance in the market permits the 

transmission of essential information needed for the continuous improvement of the other 

party, as well as the immediate correction of anomalies in the market. This construct is 

important in reducing the probability of conflicts and in promoting the improvement of 

products and range. This is a way for the other party to demonstrate dedication to the 

relationship, and involvement in the sharing of important information, which help to 

achieve the intended goals.  

Examples of references from producers: “…and that feedback is essential for our 

growth, as a company, and for the increasing improvement of our wines. Not just at the 

product level, but packaging, premium branding as well. All that feedback forces us to 

rethink what we have created up until then and to find ways to make changes, which 

might not be very… dispersive, but in the end, works.”; “It is a very ‘close’ type of 

relationship, understanding and continuously receiving feedback from all the work carried 
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out, the actual return obtained from the work carried out in the market, whether it was 

worth it, or not.”  

Examples of references from distributors: “We are on the road daily, and we get 

direct feedback from the market. ‘Hey, forget this grape variety, it could be good for 

export, but it won’t work in Portugal, people don’t like this grape variety, maybe, it would 

be more interesting to have a product with another profile’.”; “’we’re going to change the 

series, what’s your opinion?’ It’s fantastic, we get feedback.” 

iii) Appreciation 

Appreciating the work done by the other party creates a greater effort in the 

existing commercial relationship. This ends up having an emotional impact, especially on 

the sales teams, who see their work and dedication to the brand acknowledged. The most 

common form of appreciation comes from the producers concerning the work performed 

by the distributor in the distribution channel. This is a RQ facilitating tool. 

Examples of references from producers: “And the team effort starts here. And 

then, how is it measured? It’s measured when we hear them say ‘hey, this change to 

GreenWines is helping us a lot. We’re reaching places we’ve never reached before. This 

is selling, it’s moving’. I don’t know, you feel it, I think you can feel it”; “of course we feel 

super-satisfied, when we feel that our partners are satisfied with the business they are 

working on with us,” 

Examples of references from distributors: “And all of our team is autonomous, that 

is, because everything is so well-defined, I mean, they say ‘hey, great, now everyone’s 

saying that now with VinicDistributor, the brand is everywhere, it’s already distributed… 

Hey I saw this product release…’ they’re very satisfied.”; “That only happens because, 

because TerroirProducer acknowledges, not only our professional capabilities, but also 

our know-how. So, they recognize our know-how. We know the market and they value 

that, after all these years, that we have done a good job with their brands and that… we 

have a vision that coincides with theirs.” 

e) Market Relationship  

Both parties recognize the importance of producers having a relationship with 

other market players. Preferably accompanied by distributors’ commercial agents, they 

can convey and receive information directly to and from the market, thus helping them to 

create improvements in their supply. This relationship with the market, accompanied by 
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the distributor, is also a way in which to create greater proximity between partners in the 

commercial relationship. Consequently, the partners’ knowledge of the market is 

broadened, giving more and better contributions to the operation of the commercial 

relationship.  

Examples of references from producers: “We are connected, we accompany. I 

often go with distributors to visit clients, greet them and ask how they are.”; “And visiting 

the market, going with the salesperson to accompany the market, visiting clients, carrying 

out tasting events with the clients themselves, in restaurants, wine-shops, precisely so 

that they can have contact with someone from Quinta Douro, so that they also believe that 

it isn’t only the salesperson who wants to promote the product. No, the producer himself is 

committed to developing that work and showing himself in the market.” 

Examples of references from distributors: “Yes, there are some producers, what 

can I say... perhaps we’re closer because perhaps they are also more interested in 

coming to Lisbon, for example, that’s the case, isn’t it? They’re from elsewhere, aren’t 

they? They’re from their own regions, probably they’re interested in coming to Lisbon to 

accompany things,...”; “these are the ones that have some kind of real idea about the 

market and the difficulties in the market.”; “When there is, when basically the producers, 

even if sometimes they don’t know about this type of “ups and downs”, but they’re 

interested and want to learn and like going to the market and like accompanying us and 

picking things up and finding out about situations, everything else gets easier,...” 

This sub-construct of the Relational Interdependence construct is sub-divided into 

two other sub-categories: (i) Market Follow-up and (ii) Market Knowledge. 

i) Market Follow-up 

The intention to follow the market through visits and wine dinners is a means of 

promoting connections with the other players in the distribution channel. This market 

follow-up, jointly carried out with the distributor, associates the brand with a face and 

thereby permits the creation of emotional links with sub-agents and restaurants that 

represent that producer. This is an effort over and above their production concerns and 

requires very careful time management, but it is absolutely essential for the future. It is 

also worthy to highlight the fact that these actions are valued by salespeople, in that it is a 

way to show their client that they are in tune with the producer of that brand. 
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Examples of references from producers: “We make contact, we go on visits with 

them, to all the commercial agents, wholesalers, distributors. We also do everything 

related to local actions, with local wholesalers or distributors and with Vitis-Distributor. 

Together.”; “Something else that I think is also fundamental, which I don’t do much in 

relation to my wine production, and for clients I hardly ever do, and that is going with the 

salespeople in their cars for one or two days. Because it’s being there that you get a 

picture of the real world, let’s say, on an Excel spreadsheet, our label, the name, image, at 

3€ it’s a success, and when we’re sitting in the car with the salesperson, we listen to what 

he says and he lets off steam, and we’re off to Mr. Whoever, and to others, that’s when 

you really see it, "for Heaven’s sake" this isn’t all a bed of roses, and the Excel 

spreadsheet isn’t always a correct depiction.” 

Examples of references from distributors: “We always like the producers to come 

with us to our clients.”; “They also have to help us by coming here, visiting our clients, 

following the market, getting themselves known to help us, accompanying the market 

together, for people to see us both together, that this distributor really has a relationship 

with the producer, the two are together, they’re in harmony. I mean, it just doesn’t just fall 

from the sky.” 

ii) Market knowledge 

Direct proximity between business partners is important, but without neglecting 

knowledge of the market and the other players in the distribution channel. The better 

informed they are about the market context, its difficulties and needs, the easier the 

relationship between business partners becomes. This is because comprehension and 

understanding between the partners becomes easier and the relationship develops more 

smoothly. 

Examples of references from producers: “And we are able to have a much more 

objective perception of the consumer. In the partnership with BigBottle we are much 

closer to the consumer than we were during the time with AllezVin.”; “we also have to 

listen to the market and find out if we’re suitable, if we’re in tune with market trends or 

not.” 

Examples of references from distributors: ”... the greater a producer’s capacity to 

understand the market and the work of a distributor, the more beneficial and.... stronger 

that relationship.”; “And then there are those, it also works better, when those producers 

have someone, have a middle-man who knows the market. That’s not someone who 
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works with us on a daily basis, but he accompanies us regularly, knows the clients and 

works on the clients with us, selling and carrying out promotional activities and visiting 

them, only out of courtesy, from courtesy visits to work visits. Those producers who, who 

do this with us, we have to, they stimulate our sales and their sales.”; “But they, well, they 

already had that knowledge, because they also have a distributor, MDO-Distributor, and 

so they have inside knowledge of the business, they also know about the distribution 

business, they know its difficulties, they know its ups and downs, and so everything 

becomes easier in the relationship, and defining these strategies.” 

f) Accompanying the Business Relationship 

 

Close accompaniment of the business and the partner’s particular performance is 

a factor facilitating RQ. Demonstrating interest in accompanying and participating in the 

life and concerns of the other partner is a way of strengthening commitment to the 

relationship. It is not enough for the producer to sell, it is also necessary to follow all the 

distributor’s sell-out and help him define the best market strategies. Moreover, the 

producer has to be receptive to sharing strategies and receiving the distributor’s inputs, so 

that the latter feels involved in the relationship and in the decisions of interest to both 

parties. In effect, progress should be worked on, providing a closeness of the needs, 

difficulties and opportunities of both parties, therefore making it possible for opportune 

decisions on the most suitable avenues, for that commercial relationship to attain the 

results hoped for. 

 

Examples of references from producers: “So from a distributor, that’s what I look 

for. If he gets results or doesn’t, I have to have a good reason. ‘Oh, things don’t sell 

because the market isn’t selling’. To that one... I usually say, I ‘eat them alive!’ ...If you 

like, now let’s look closely at the results, OK. ‘What’s the plan, what did we do, what did 

we plan we were going to do to reach these results? That’s it. OK!’ We got half way there 

and we see we haven’t attained the results. ‘What did we do, do we continue with the 

plan?’ ‘No! We did this, that and whatever!’ ‘OK! Results?’ ‘For this, we got this, for that, 

we’re here, it didn’t work! We tried everything here, in this.’ ‘OK! And what else could we 

have done and didn’t do?’ ‘Oh, perhaps we could have done this, but we didn’t have 

money.’ Or, ‘we couldn’t do anything, we did everything! We did television, promoted 

using pin badges, we gave the product away etc, and in the end they didn’t want it?! It’s 

impossible!’ ‘OK!’ The results don’t appear, but must be a reason”; ”...it’s being able to 
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speak every day with those directly responsible for the business, to find out how the 

business is.” 

 

Examples of references from distributors: “Now the cases in which we notice 

greater frequency, more professionalism and greater connection are in fact those that 

want to accompany the business, want to receive information from us”; “And the 

producers have to understand they are part of this equation, they can’t think they are there 

in their team, looking after their vineyards and don’t have to get involved in daily goings-

on. They don’t have to get involved with clients’ everyday life but they do have to get 

involved in the distributor’s daily life, because they have to understand that when we say, 

‘we need you to invest, to reduce the price, we need you to make a white wine because 

you only have red, we need you to make a wine with a lower alcoholic content, we need 

the wine to be a little clearer, because the consumer is now looking for that ...’"; ”… we 

have regular business meetings, called business reviews, we hold one with each of them. 

Periodically, we review, we go back, we go forward, the figures, what has to be done, 

what hasn’t been enough. And in the end, obviously, when we review our year, we also 

take care to make that analysis with each of them.” 

This sub-construct of the Relational Interdependence construct is sub-divided in 

three other sub-categories: (i) Business Follow-up, (ii) Work Proximity and (iii) 

Communication Frequency. 

i) Business Follow-up 

Close accompaniment of the other partner’s performance becomes very important 

in guaranteeing the viability and quality of the relationship with the other party. Through 

meetings, reports and permanent contact, this is a construct that facilitates good 

understanding between parties and timely decision-making so as to ensure that both 

reach their objectives. Accompaniment allows timely correction of deviations from 

expectations and finding joint alternative solutions. This is also a way of demonstrating the 

partners’ commitment to the business relationship under development. 

Examples of references from producers: “So to have more power, to find out more 

easily what happens with the products, with the sales that are ours, and we have to be 

very concerned about this, monthly, very business-like meetings, to know where and what 

was sold”; “And in the meetings, which are monthly, meetings more to do with reporting, 

more about assessment, understanding, annually, quarterly actions are defined, then 
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monthly and afterwards quarterly monitoring is carried out, then one more biannually, an 

analysis of deviations, it’s normal. It’s a close relationship. Because the work doesn’t finish 

when I sell to them, which was the problem before. Nowadays, it’s no longer like that.” 

Examples of references from distributors: “The major difference is in following the 

distributor’s business. When a producer asks for a meeting with us every month, once a 

month, where we analyse the figures, analyse the investment made, analyse the 

difficulties and the opportunities we’ve found, this is indeed a producer with considerable 

interest in our work, in his business and in his success.”; “Brands like Bolotam and 

GreenWine take great interest in our daily life, they want to know paths we’re taking, they 

like to participate in decisions and are therefore very close.” 

ii) Work Proximity 

Work Proximity is the knowledge of the true capacity, needs and difficulties of the 

business partner. It involves close accompaniment of the work done by the other party, 

allowing objectives to be corrected and developed, as well as benefiting from 

opportunities in a team work climate. This closeness does not need to be physical, seeing 

as keeping contact through different means of communication also helps to create this 

involvement. However, face-to-face contact will make a stronger contribution to bringing 

people, who share the commercial relationship, closer together. 

Examples of references from producers: “We also try to have a close relationship, 

listen to and meet their needs, it’s not just about what we want, but also their needs, of the 

moment, difficulties they’re having, etc.”; “Those from Porto, because it’s near, I’m often 

with them, I’d say that probably Porto is where we’ve been growing, the relationship has 

been getting better, the proximity, the accompaniment, that’s it. Here I easily spend two or 

three days on the road and there’s that accompaniment.” 

Examples of references from distributors: “It’s a very close accompaniment, to 

really understand the producer’s objectives and if they are in agreement with ours, in 

commercial terms.”; “It’s really a work in progress and things are very close. This is how 

things work. Also, if people don’t work as a team, opportunities are certainly lost. 

Nowadays, this also has a lot to do with the origin of the producers.” 

iii) Communication Frequency 

This sub-construct is already explored in the RQ literature and this research 

reinforces its relevance. The amount or frequency of information-sharing refers to how 
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long and how often the partners openly enter into contact with each other, face-to-face or 

indirectly, either for personal or business purposes (Crosby et al., 1990). This dimension 

reflects an effort on the parties to keep communication channels open with the customer 

and show commitment to the relationship (Williamson, 1983). 

Frequent contact, face-to-face or otherwise, and carried out with the appropriate 

intensity so that it does not become excessive, is a way of creating proximity between the 

parties, and thereby reinforces the involvement of both in the relationship. This 

communication makes it possible for the partner to feel the other remembers he is there 

participating in the relationship, as well as conveying information that is pertinent for the 

mutual commercial relationship. 

Examples of references from producers: “So this contact, this regular 

communication is also extremely important. Even without personal contact, information is 

conveyed, some communication so that they can spread it.”; “Or perhaps not, perhaps 

they haven’t even worked together for many years, but the fact of being closer, of meeting 

up, 20 times a year, brings them closer together, than someone we visit twice a year, 

three times a year and we’re there two or three days or we’re there for a week!”; “So we 

have to be very persistent, we have to talk a lot, every day someone from PalaceProducer 

always speaks to someone from VinicDistributor, that is to say, we have to be on the ball, 

very much on top of things, discussing, asking for information, responding to the concerns 

and needs of VinicDistributor.” 

Examples of references from distributors: “And when I say close, I mean I speak to 

the area-managers every day, with one producer or another, I speak every day. Every day 

I speak to them, about various matters, and so that proximity has to exist.”; “Because 

there are people that practically don’t call us, but they communicate with us every day, or 

almost every day, every week. They post things on Facebook, on ours, on theirs, because 

they send us e-mails, because they send us incentives, because they give us feedback on 

what they did.” 

J) Sub-constructs/categories of the first-order Leadership construct 

The Leadership construct and its sub-themes are not developed in the RQ 

literature; however they have been explored in the literature pertaining to Organisational 

Behaviour. Despite finding authors who use the terms “leadership” and “management” 

interchangeably, there are others who, on the contrary, consider them distinct. Managing 

consists of causing, carrying out, taking on responsibility, commanding, whereas leading 
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consists of exerting influence, guiding, orienting. Managers are people who know what 

they have to do. Leaders are those who know what has to be done (Rego, Cunha, & 

Clegg, 2012). Leadership is a relational influence, while management is a relationship of 

authority (Cunha et al., 2006). 

Leadership implies articulation of an organisational vision, the introduction of major 

changes, inspirational action and the ability to cope with a turbulent external environment. 

Management represents implementation of the leader’s vision and the changes introduced 

by them, and the maintenance and administration of an organisational infrastructure 

(House & Aditya, 1997). These two concepts are considered sub-constructs of the first-

order Leadership construct. 

a) Management 

The business managers of each firm are fundamental in implementing strategic 

management policies and commercial agreements that ensure a firms’ sustainability and 

consequently the future of the commercial relationship. Their knowledge of the wine 

market and their management competences are essential for the appropriate 

management of a company guided by strong leadership. 

Examples of references from producers: “But there, I think that well, for better or 

worse, the commercial strategy of GreatWinesDistributor is a strategy very much defined 

by João Ferreira, as a person. João Ferreira is a man of action. And the commercial 

strategy is getting better all the time.”; “João’s background is commercial, he became a 

commercial manager, but he still has a lot of that, of commercial blood in him.” 

Examples of references from distributors: “Sometimes I even have some problems 

in relation to Oporto House producer. I innovate so much that I shake up a bit of that its 

traditionalism, but I’ve no cause for complaint, they’re fantastic partners. I’m very happy, 

mainly because, once again, there’s great professionalism there, in their way of working, 

they’re involved, they’re my producers too.”; “So the result is that you’ve got to look for the 

right partners, you’ve got to look for firms that have effective management and that will 

make the difference. Because when the ideal partners are joined, it makes a great 

difference!” 

This sub-construct of the Leadership construct is sub-divided into two other sub-

categories: (i) management skills for the business and (ii) sector knowledge of managers. 
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i)  Management Competencies 

The competencies revealed by company managers are fundamental in developing 

and leading a company’s strategies and their participation in commercial business 

relations with others. These competencies allow for different market approaches that 

make the companies more competitive. They also influence the success of the 

commercial relationship in attaining the strategic goals both firms seek. 

Examples of references from producers: “The people in charge are competent and 

their work is to develop business, I mean, it’s always a quality relationship.”; “Because I 

believe he, João thinks things through well, he understands business and I think the firm, 

at this moment, is in very good hands with him.” 

Examples of references from distributors: “And then, I think it’s trust in the 

management team of BigBottle distributor, which in recent years has taken on the 

message very well. It’s recognized in the market for the fairness of the work practices it 

implements, in the sense of responsibility towards the clients and which is obvious, too.”; 

“That is, the people that founded MDO-Distributor had experience with multinationals. So, 

they came here to set up MDO-Distributor with a multinational vision, with a business 

model based on multinational models, so all the management is based on multinational 

models.” 

ii) Sector Knowledge  

Despite not being the sub-construct mentioned to the most, and only by the 

producers, it is nonetheless pertinent, inasmuch as the greater the knowledge of the 

market, the easier it is to develop strategies for individual success for firms, and 

consequently for the commercial relationship in operation. Having thorough knowledge 

supported by generations transmits security and facilitates commercial and strategic 

understanding between the participants in the relationship. 

Examples of references from producers: “But the producing company Andrew´s 

was established as a Port wine-house... Charles Thomson was, is the producer and our 

creator, seeing as he has vast experience in the field of wine dating back to the Thomson 

family which has been connected to the world of wine for many years.”; “What 

differentiates us the most, for me, is this aspect of being a very technical company, with a 

lot of know-how and a solid background, in terms of generations. And this translates into 

our ability to create brands and in a short period of time, due to the fame of its creators, 
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inventors of recognized characteristics, and there’s a natural desire to try one of our 

wines.” 

b) Leader 

The company leader is a highly valued figure, due to his charisma, family name, 

experience and knowledge. Transmitting values to his team and to the market gives 

sustainability to the companies’s position in the commercial relationship. In order to 

achieve that, authentic leadership behaviours are important because they may foster 

organisational contexts characterised by honesty, integrity, trust, compassion and caring 

(Avolio & Garner, 2005; Avolio, Gardner, Walumbwa, Luthans, & May, 2004; Rego et. al., 

2012).  

To have a company leader that is always available to actively participate in the 

commercial relationship is a factor that is very highly valued by the other party. It therefore 

becomes a facilitator of RQ. 

Examples of references from producers: “We felt the need, for example, to have an 

entry-range wine and that’s what we did, but in the production itself, in the creation itself, it 

is Mr. Thomson, Charles Thomson and Eduardo Henrique. It’s these two who make 

Andrew's what it is, they define what wine... how, how they want to communicate the 

wine.”; “The company owners have to show their faces, even if they don’t work very 

actively. Even if, sometimes, they’re only administrators, but they must be present in 

various situations, precisely to show their presence in the business, to give credibility, to 

convey trust to whoever is on that side and not be just a work team.” 

Examples of references from distributors: “The fact that the owner can appear in a 

restaurant, can accompany some of our commercial agents, can be here with us, is very 

important.”; “Myself, in the relation with producers, I get on very well with André 

Rodrigues, from RibeiroProducer, who is my favourite producer, because of the way he is, 

relaxed, he isn’t the type of producer always ... "moaning.” “; “And then, his father, José, is 

a great man, he knows how to communicate, knows how to be welcoming, knows how to 

behave. He knows how to communicate this history. All of the four or five fundamental 

characteristics a wine producer has to have, they’re all there.” 

This sub-construct of the Leadership construct is sub-divided into two other sub-

categories: (i) Positive Leadership and (ii) Charismatic Leadership. 
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i) Positive Leadership 

For Cunha et al. (2006) positive leaders are described by developed traits such as 

optimism, self-confidence, friendliness, emotional intelligence, loyalty and honesty. 

Moreover, they encourage an organisational culture that emphasizes possibilities more so 

than problems. 

Company leaders’ attitude has an influence on how organisations relate and 

develop commercial relationships. Firstly, that leadership must be internal in conveying 

values and objectives, creating sustainability in the firm’s relational behaviour with the 

other partner (Cameron, 2011; Mishra & Mishra, 2012). Adopting a positive stance is a 

factor valued by both partners as a facilitator of RQ. 

Examples of references from producers: “This proximity, this positive 

aggressiveness, ABC-Distributors clearly has it and it begins at the top. It has a general 

management, until lower down the rank, that’s very nice. It’s a characteristic of the firm.”; 

“The issue, not just the communication, the passion for wine, the firm’s values that are 

conveyed to us, nothing ostentatious. All that, I mean, I think it all ends up being a 

differentiating factor.” 

Examples of references from distributors: “Filipe is someone who usually, 

whenever he sees something he liked, the other day he saw a premium Casa Garcez, in 

Famalicão and sent a photo saying, ‘I was in this shop, it’s perfect’”; “André Rodrigues, 

because he’s very relaxed, sells very well everywhere, he gives us support, he knows you 

have to give samples, he gives samples, sends them to clients by post, and when he goes 

round with me he’s always ready to help, if we ask for something they get it right away.” 

ii) Charismatic Leadership 

Charisma is a Greek word meaning “gift of divine inspiration.” This word is also 

used to designate a form of influence based not on tradition or formal authority, but on 

followers’ perceptions that the leader is gifted with exceptional qualities (Cunha et al., 

2006).  

This sub-category is much cited to by distributors and producers. The leader’s 

influence is clearly a facilitator of the commercial relationship between partners. Be it the 

weight of their name, their family, their knowledge or experience, these factors bring 

recognition and respect from the other party. How the leader behaves and his willingness 

to be present in the relationship and in all the opportunities arising is something that is 
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well understood by the other party and contributes to the success of the existing 

commercial relationship. 

Examples of references from producers: “Commercial accompaniment and 

negotiations are carried out by Ana Almeida. In the national market, it also makes 

complete sense for it to be her, for her name, to negotiate with the distributors and hold 

quarterly meetings with all of them and she herself is present, in the receptions held in 

Quinta Douro, so she’s there. She’s someone who is present, because I say it’s important 

that it’s her. Whether we like it or not, in the national market, people give a lot of value to 

numbers, titles and that sort of thing and the fact it’s her, being an Almeida, people give a 

lot more importance to the fact that she’s the one negotiating rather than any other person 

in the firm. People feel that. And we recognize it.”; “I think it’s their attitude, the stance of 

the firm and the firm’s owners. The firm’s owners are very hard-working, with very well 

defined values and are very coherent and respecting to their main business partners. 

They know that, I think this has been the secret of the company’s success. They are very 

hard-working, from humble origins, but they don’t get carried away by making things easy, 

by the profitability of the business, but they have always remained true, they always were, 

never ... changed their ways, behaviour and the values that always defined that 

company.” 

Examples of references from distributors: “It’ll work when, imagine, just then I was 

speaking about Quinta Douro. Quinta Douro, the owner is ... Sr. Almeida, from the Olive 

tree plantation, but the person in charge is the oldest daughter. I know that, or think, they 

don’t need that at all. Probably the daughter doesn’t need it at all either. But it’s her project 

and she makes that project, probably, her reason for being, because it has nothing to do 

with her father’s business, it’s... her life, it’s that business, creating the brands, making the 

wines grow, developing the wines. And she’s an unpretentious person, dedicated, 

someone who’s not difficult to like.”; “It doesn’t occur to anyone that the engineer José 

Alves, with the prestige he gained over these past thirteen years, in the wine-tasting 

world, could go to the “verde” wine region and launch a wine. Alvarinho is the noble grape 

variety of the “verde” wines. It doesn’t occur to anyone that he could launch an Alvarinho, 

that it could have a different profile, but has to be recognized as good, ...”; “the personal 

relationship has a very important impact, in fact I would say that in the wine world, that’s 

something fundamental, because someone can have a fantastic wine, have rich land, can 

produce grapes of great quality and have an oenologist that makes a high quality wine. 

But if afterwards, whoever tells the story, whoever sells that history, doesn’t have 
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charisma, "the thing doesn’t take off.” It’s a sector where all these points have to be duly 

attended to. And look, why is Vale Meão so successful? Fantastic soil! Connection to 

Barca Velha, where Barca Velha was made. Extraordinary location, beautiful. It produces 

the best quality grapes. Chico Olazabal is an oenologist that has been experimenting in 

many places and he’s fantastic.” 

K) Sub-constructs/categories of the first-order Personal Social Capabilities 

construct 

Through a more refined analysis of the keywords that characterise the Personal 

Social Capabilities construct, we found the following sub-constructs: (a) Sector Players 

Relationship, (b) Business Passion and (c) Intangibilities. All these constructs are not 

mentioned in the RQ literature. 

a) Sector Players Relationship  

The relationship between the various players in the sector (producers; distributors; 

competitors) is characterised as healthy by the ease with which they share information 

and how they join together around common interests. There is the development of mutual 

connections that let commercial relations manage the share of distributors without them 

being seen negatively, but as a centre for value creation. In this way, the participants’ 

sense of being and their social contact network with other players becomes a facilitator of 

RQ. 

Examples of references from producers: “These distribution companies all know 

each other and the ones that have been here the longest know the other well and have a 

relation with them, so in the same way that the production also knows who the good ones 

are, the distribution also clearly identifies who their competitors and partners are in the 

distribution market“; “…and it’s very unusual, afterwards, for people to leave the sector, 

because they know so many people, they know, so many relations are created and people 

end up going on for a long time, in the sector.”; ”...I think there’s a very healthy 

competition in the wine world.“ 

Example of reference from distributors: “In Portugal, in the wine area, we also have 

various cases that are going very well. Douro Boys is a success and look, it’s a completely 

informal association, it doesn’t even have, there’s no formal structure. They’re five 

producers that get together, try to get the best deal and they’re from the same region, 

they’re direct competitors, of each other, they’re from the same region, but they feel that 
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together, they can do things they could never do alone. So, there’s also Amigos da Baga, 

now, a group of companies from Bairrada that are also working on a project, already trying 

to follow a similar type of model.“ 

This sub-construct of the Personal Social Capabilities construct is sub-divided in 

two other sub-categories: (i) Sector Relationships and (ii) Gentleman’s Trade 

i) Sector Relationships 

One particularity of this sector is, without a doubt, the open and participative way in 

which all players are related, whether they are direct competitors or not. The participants 

in the sector all know each other and all understand that sharing information and joining 

forces around common interests makes them more competitive. This attitude facilitates 

the relationship between producers and distributors in that it allows the understanding that 

sometimes the latter work with several of their competitors, without it being damaging. On 

the contrary, it creates synergies that promote the objectives of all. 

Examples of references from producers: “Often, I go to restaurants and try to 

introduce our wine, our wine isn’t there, some other producer’s wine is there, which in fact 

is even distributed by that salesperson. We end up asking for that wine, take a 

photograph, post it on Facebook. He is also our friend, there’s always that very close 

relationship among producers and then I say, ‘this wine is great, good, congratulations, a 

good wine’. I think that the more we all go in the same direction and are more positive and 

more encouraging, in this field, it will only benefit us all.”; “I have, we have, today, I’m 

going to have lunch at Quinta do Encontro with a group that, that we have called the 

Bagas, which is comprised of women working in different wine producers of the region. So 

one comes from São João, another one from Luís Pato, from Aliança, another from Filipa 

Pato, and from somewhere else, I don’t know where, it’s like that.” 

Examples of references from distributors: “It’s a healthy competition because, as 

they have a direct relationship with ViniDistributor. We manage, at least to some extent, to 

position them and we try as hard as possible to position them so that they aren’t direct 

competitors.”; “I can even reveal that there are producers that aren’t distributed by 

CaveDistributor, with whom we have relations for other reasons, or we even have 

associations in other areas, where this openness is complete.” 
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ii) Gentlemen’s trade 

The spirit between business partners is a distinctive factor of the people 

participating in the commercial relationship. The way they socialize with business partners 

and other sector players, the way a new wine is presented, the relationship built, are 

particularities of the sector that contribute greatly to a high RQ in the commercial 

relationship developed. 

Examples of references from producers: “…very common, we’ve reached the 

summertime and we have lunch with various wholesalers, and we’re with them and we go 

for lunch or we invite them to come here for lunch, or a group of us get together in the 

same restaurant.”; “Well, I’ve worked in several different areas and, in fact, none like this 

one gives rise to, probably due to the product itself, to the relationships. In fact, they say 

that wine is a gentleman's trade, a gentleman’s business, and really the manner in which 

we behave, welcome, being able to have an impact, effectively, on our business partners, 

helps to make, not by itself, but it helps to make a big difference and make it, let’s say, a 

distinguishing factor. Besides the commercial investment, almost all have, or the biggest 

ones have, the good wines that nowadays nearly everyone has, but really it’s something 

extra. It really is a gentleman's trade, no doubt about that.”; “Just to let you know that wine 

isn’t just problems, it has an enjoyable side too of getting to know interesting people.” 

Examples of references from distributors: “And people end up feeling good and we 

have some get-togethers with our partners, I mean, it has nothing to do with work but, 

"let’s have lunch", where six or seven producers get together and they all get on well.”; 

“Now to sell wine, I think the old way was very good. People used to phone and say: ‘Mr. 

António I want to go for dinner with you one day, I want to show you a wine that I have 

here to sell to you. Let’s have dinner, taste the wine, we’ll talk about the wine. Bring along 

one or two friends that knows something about wine, and then we’ll deal with the rest’ ...I 

think that was the best way...” 

b) Business Passion 

Usually, it is argued that passion is a strong inclination or desire toward a self-

defining activity that one likes (or loves), finds important, and in which one invests time 

and energy (Vallerand & Houlfort, 2003; Vallerand, Paquet, Philippe, & Charest, 2010). 

The passion shown for wine is a factor that creates proximity between participants 

in the commercial relationship, and so it becomes a facilitator of RQ. This passion is often 
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associated with family tradition and other times with socializing in the sector that promotes 

this striking feeling and makes it difficult for people to leave this milieu afterwards. Just as 

in a romance, we also believe that after passion comes the love that lets the relationship 

evolve through opportunities and difficulties, but always characterised by the partners’ 

commitment. 

Examples of references from producers: “The wine business is not the most 

profitable one there is. Ha! ha! And I think it’s a bit more passion. I think that nowadays, a 

lot of people have wine as a passion, there’s a status represented here by the wine cluster 

itself, it seems this involves great families, because this is also closely connected to family 

businesses, all agricultural businesses are normally linked to families.”; “Because the wine 

sector is also very emotional, it transmits a lot of passion, or not. Why do I like wine? It’s 

very subjective! Well, the decision itself, it’s not just price, there’s subjectiveness. ‘I like 

this one, I don’t like that other one’.” 

Examples of references from distributors: “Yes, this is a passionate business, isn’t 

it? This is a business that involves a lot of the people that are behind it.”; “And indeed it’s 

a business that’s so, this is only possible because it’s a business that’s in fact involves 

emotions.” 

This sub-construct of the Personal Social Capabilities construct is sub-divided in 

two other sub-categories: (i) Wine Lovers and (ii) Emotional Business. 

i) Wine Lovers 

Being present at conversations between participants in the wine sector is hearing 

descriptions being made by true wine-lovers, the sensations that the wine transmits and 

what it represents. We are speaking about people who really live the wine product as true 

loyal enthusiasts. This language, which seems more like a secret code specific to the wine 

culture, is a contribution to bringing commercial relationships closer and facilitates the 

existence of a high RQ. 

Examples of references from producers: “And then there are passions that can’t be 

explained...“; “Precisely because it’s a business of passions. It’s a business but, at the 

same time, it’s very relational. And then, for someone who likes contacting with the 

general public, with the consumer, in my case, with different cultures, it ends up having all 

this together.”; “And what I say, I think this is a world, the world of wines is a world apart, 

not like the world of insurance where, that’s a bit more serious. And we’re speaking a bit 
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about a passion people have and that passion ends up, when talking about wine, it ends 

up being transmitted in another way. I feel things are very different in other businesses. In 

the wine business, there’s greater proximity.” 

Examples of references from distributors: ”...but the project that emerged is an 

investment more in the business aspect, but obviously everything is transformed into a 

passion, because nobody’s in wine to make money, because this is something I’ve been 

told often and I believe it ha! ha! To be in wine you need to have a great passion and if it 

goes well, you manage to make money from it.”; “And then, well, if we manage to fulfil our 

objectives, if we manage to hold on, which keeps production going, it’s ... it’s the wine 

itself, it’s the world of wine that’s really fascinating, because this is so varied, there are so 

many distinctions in the wines, in the estates, in the grape varieties and even in the 

commercial and brand business itself. It’s very interesting all of this existence around the 

wine. I think you end up entering a world and ... I doubt it, I think there must be very few 

people who say, objectively, ‘I don’t like this’, something like, ‘I went to work in the wine 

business and I didn’t like it at all’.” 

ii) Emotional Business 

Wine is a product laden with emotions that makes it different in terms of 

interpretations. The different meanings attributed by the participants in a commercial 

relationship distinguish them as opposed to cognitive variables such as price. This sharing 

of emotions often occurs in social contexts, such as wine lunches and dinners, which 

emphasize its facilitating character in obtaining high quality relations. 

Examples of references from producers: “There’s a very emotional component, 

and so, more than ever, I think it’s an area where the business, where the emotions, the 

empathy and relationships count a lot, a lot really.”; “I think it’s just because people end up 

liking the product so much, wine’s a product that is impossible to work with and not like it. I 

didn’t use to like wine and came to like it a lot, ha! ha! I started learning to appreciate 

wine, know wine, taste wine and the product ends up being a very strong connection 

among the people working in this sector. So, it ends up producing relationships, because 

after we finish, we finish work at six or seven, whatever the time, and then there’s always 

a dinner or someone invites you, ‘I’ve got some wines here to try’. And these relationships 

are much more than the firm’s relationships. Relationships are much more than 

professional relationships, they end up creating personal relationships, too. Much of it is 

created around the product itself. I think it’s like that, a bit, what happens, sometimes.” 
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Examples of references from distributors: “Look, this is a product that people often 

have feelings about, producers, and some distributors, also, have a high level of 

emotional involvement with the article.”; “This about wines, the wine business is a family 

business, above all. It’s a business with faces. It’s a business with personal relationships 

with faces”; “that is to say, here there’s a great focus, also, on the relationship. It’s not 

such a cold business, let’s say, it’s not such a business about numbers, like selling other 

high consumption goods with other characteristics.” 

c)  Intangibilities 

In this sector, the product goes beyond its physical characteristics, being enriched 

and increasing greatly in value due to the intangible aspects associated with the soil (the 

“terroir”) from where it comes, its preparation, and with its history. Similarly, the emotional 

significance transmitted by the moment when we taste a wine also has an important 

bearing on how we interpret it. These intangibles are at the basis of never-ending 

conversations which, whether agreeing on the taste or not, are a reason for social sharing 

and distinguish the personalities involved in the commercial relationships.  

Examples of references from producers: “That’s it, I think that wine, all products 

are demanding, but wine demands a bit more, because wine is something related with 

taste and taste is something that varies from one person to another.”; “And with wine, we 

have a history, because the majority of national companies are family companies, that 

have been operating for centuries, almost like Green-Cellar producer, and then we forget 

to communicate this to the consumer. Here we have an aspect to hold on to, to pass the 

tangible part of the product, to the intangible.” 

Examples of references from distributors: “It’s the product, it’s the product itself 

that has its success and its success is inside the product. In the product itself lies its 

success.”; “In wine, some prefer Alentejo, some on the other hand like Douro more. Here, 

there’s a major emotional component, that’s to say, it’s not necessarily, probably to give 

you another example, in detergents, there doesn’t necessarily have to be the good and 

the bad. It depends a lot on emotions, on the sentiment and value each person gives. 

Wine can, probably, be good for me and not be so good for you, depending on your 

personal taste. It has that part of emotions and personal judgement, of subjectivity, and 

then it has a history, we manage to tell a history in relation to our articles, in relation to 

brands, the way they grew, the way the vines were planted, the soil, the vines quota, how 
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often it’s watered, that’s to say, the part of wine tourism, also, we manage to capitalize on, 

our partners.” 

This sub-construct of the Personal Social Capabilities construct is sub-divided in 

two other sub-categories: (i) moments with emotion and (ii) nature of the product. 

i) Emotional Moments 

The emotional level of the moment when a product, such as wine, is experienced 

influences tastes and its interpretation. Those emotions that transmit intangibles 

associated with the product distinguish how people formulate an opinion on certain 

producer brands and those involved. This interpretative capacity differentiates people and 

helps to understand them, contributing to making the commercial relationship one of 

quality. 

Examples of references from producers: “It’s difficult, because as I say, people 

sell, it has to do with passion, people sell what is in their soul, whatever they drink most 

frequently, whatever reminds them of something good, and it also becomes easier to sell 

that product”; “I remember that the first time he didn’t like the wine much. He tried it with 

me, then tried it again. That’s it, it must have been a good moment, at the right time, to be 

remembered forever. And wine has that component. A wine that’s remembered forever is 

like an experience. A good wine, linked to a good experience, so a person will always 

remember that wine positively. And with him, that’s how it was.” 

Examples of references from distributors: “So wine has to do with leisure, it has to 

do with emotions.”; “We sell, we sell experiences, projects, emotions, ...a certain lunch, a 

certain dinner, wine, at home, elsewhere, birthdays, celebrations, etc.”; “It’s more 

emotional. People identify drinks with a given moment of consumption. Some drinks are 

drunk with the family, some are drunk with friends, some are drunk in the morning, others 

at night, and others are drunk during the day. In the end, they’re associated with 

moments.” 

ii) Product Nature   

In this sector, the diversity of products is greatly characterised by particularities 

associated with the location, the soil (the “terroir”) and their natural environment. This 

factor associated with differentiated interpretations, and influenced by personal taste, 

promotes an endless discussion about the content of bottles and the producers’ brands. 
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This discussion promotes proximity between the people involved in the commercial 

relationship and contributes towards RQ. 

Examples of references from producers: “Nowadays, you have to create a history 

around the wine, and it’s that history that is going to get inside people’s heads. They’re 

going to say, ‘Look, I’ve got a Vidigueira here, white’, because Vidigueira is an area for 

good white wine, but Vidigueira has a lot of producers. No, we have to create a brand, a 

history for the brand, for people to keep it in their heads, make them curious so they try 

the wine. And it’s that history that helps to sell.”; ”...the Douro Boys, they achieved that, 

they managed to take a product and within a product placed all the magic of the Douro. 

The whole thing, quality of life, the whole dream, all inside a bottle of wine and that was 

their greatest success.” 

Examples of references from distributors: “It has a vast history, it’s multi-cultural, 

there’s just so much. And then, it’s something nice. The nicest countryside, the estates 

and the vineyards. You go to the Douro region and you are completely, as the English 

say, "overwhelmed.” There’s no other industry where you have this contact with the land, I 

think that ... it’s something like that.”; “Because it’s the essence of the wine, it reflects 

each year, the characteristics of the farming year. If it was cold, if it was hot, it can’t 

always be the same, genuine wine isn’t always the same. It has distinctive features, from 

the place where it was “born”, but it has the variations of each year. It’s what we love 

discussing, comparing harvests, etc. ‘I like this one more, I like that one more’. That’s 

what it is. And that disappears completely with industrialization.” 

L) Sub-constructs/categories of the first-order Organisational Social 

Capabilities construct  

By carrying out an in-depth analysis of the keywords that characterise the 

Organisational Social Capabilities construct, the following sub-construct were established: 

(a) Organisational Capability, (b) Social Events promoted by the partners and (c) the 

history of the partners.  

a) Organisational Capability 

This construct is not sufficiently developed in the RQ literature. The understanding 

that the partner operates with well defined routines, according to an implemented 

organisational structure, with an able and strongly operational commercial and marketing 

structure, and also with competent professionals, conveys trust and facilitates the 
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commercial relationship between both parties. If both partners have able organisational 

structures, the partnership will operate better with greater likelihood of success for the 

commercial relationship between them. 

Examples of references from producers: “When there is professionalism, from both 

organisations, and here we broaden it a little to what happens in the world of wine, to 

something that happens in the world of major consumption, when there is professionalism, 

there is clearly a good relationship,...”; “So that’s a company with well-defined and well-

oiled routines and the salesperson passes on Monday and the distribution on Tuesday 

and we know that ... there’s that regularity and easiness in the dealings. So, Big Bottle 

distributor, in my opinion, the quality of the relationship with them, is also very good, due 

to this.” 

Examples of references from distributors: “We can be a great professional, as I 

consider Ribeiro-Distributor to be, a very well-structured company.”; “the commercial and 

marketing structure we have in place is another attraction.”; “Terroir-Producer, among the 

producers we have, is one that has a more professional structure, more defined, with 

commercial and marketing areas and with the different areas defined and with 

professionals. And so when it’s like that, and in the case of WineManager-Producer, it’s 

easier to work, because there’s more chance of things going well.” 

This sub-construct of the Organisational Social Capabilities construct is sub-

divided into three other sub-categories: (i) Organisational Structure, (ii) Commercial / 

Marketing Structure and (iii) Sales Team Quality. 

i) Organisational Structure 

This sub-category is not sufficiently developed in the RQ literature. A companies’ 

organisational structure is a facilitator of the quality of the relationship formed between 

partners. This takes place because it makes processes smoother, simplifies solutions and 

transmits security to the other party, because they know what they can count on. The 

firm’s organisational structure is a constant concern for those in charge, to be able to 

respond to the needs of their partner and the market in general. 

Examples of references from producers: “And this is the philosophy we have to 

follow. Well, it’s like this, also in the producer, speaking about our case in particular, there 

were a lot of internal changes that made this relationship easier.”; “It has a very 

multinational structure and, so, a very professional structure.” 
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Examples of references from distributors: “but probably in terms of structure, 

Select-Producer, in that situation, is better structured and has a bigger team to give us 

that type of support and accompaniment.”; “From the beginning of the year, everything is 

discussed, everything’s in line, we’re a machine, a perfectly oiled machine, very close to 

the producer, the market, the wholesalers and it’s already a very big operation.” 

ii) Commercial / Marketing Structure  

This sub-category is not sufficiently developed in the RQ literature. Besides the 

firm’s organisational structure, as a whole, we noticed an emphasis on the need for the 

partner to have a well-structured commercial and marketing team, able to give support to 

the other party and also to be a source of gathering information in the market. This market 

follow-up occurs with the producer’s own teams supporting the distributor’s commercial 

teams. The distributor also needs to have a commercial and marketing team able to 

ensure the brand’s success in the market. This commercial capacity contributes to the 

high efficiency of commercial relations.  

Examples of references from producers: “we ourselves are very present in the 

market, we ourselves have a commercial structure to follow the commercial structure of 

the distributors. I think that’s also very relevant. So as not to be a single voice, that 

feedback coming from the market is very important, various voices. That’s an advantage 

we have.”; “More competent and more professional structures, particularly structures of 

trade marketing and marketing, structures that also advise us a lot, so those are clear, 

and clearly standing out, I can say this, is MDO-Distributor.” 

Examples of references from distributors: “it has a team that can give us support, 

in the end, because it has two commercial agents, for five brands. So it’s able to cover 

almost the whole country and can go with our commercial agents.”; “Because it wants to 

keep the brands always on top, and for that to happen it has very important back-up work. 

It’s these sales promoters who help our salespeople to do business.” 

iii) Sales Team Quality 

The producer hopes his wine will be worked on and be given value as a brand in 

the market. For that to happen, commercial teams must be experienced, having thorough 

knowledge and able to carry out differentiated work for the product. Therefore, the 

competences of commercial teams contribute greatly to the success of the objectives 

aimed for by both parties, and in turn, to the quality of the relationship formed. 
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Examples of references from producers: “And I think that in that aspect, the Bottle-

Distributor team is very quick, it’s very dynamic, even compared to other distributors in the 

market.”; “And because they... manage to be very committed when they make a 

presentation of our wine. At the beginning, when they sell the wine, they know what wine 

they are talking about, they know the wine, they know the taste notes, they present the 

wine and don’t say, ‘I’ve got a Andrew's' wine here’. No, it’s not just that. Usually they’re 

commercial agents with great knowledge... of the area of wine, they’ve worked in the 

market for a long time and are able to sell the wine for what it is and for its characteristics 

and, probably, not just by the brand, but what’s underlying all that.”; “Consistency and 

quality. Consistency in the accompaniment, consistency in the salesperson’s work, in 

terms of accompaniment, persistence, giving information to the buyer.” 

Examples of references from distributors: “Our commercial agent is above 

average. Not only that I have to have professional commercial agents, commercially, but 

afterwards, for the type of product I have, I have to have commercial agents that are 

better than most. It’s not enough, just to be a good commercial agent. They have to know 

the wine, if not it’s very difficult to sell this type of wine. This is the most difficult type of 

product to sell.”; “Select-Producer benefits, because it has a strong distributor, obviously. 

It has an excellent team, focused, going back many years, many years, very uniform, 

some years ago, the newest one has been with the company for eight years, so there isn’t 

a constant rotation of people, which is very good, which is very good, for us too it’s very 

good, there’s a culture.” 

b) Social Events 

The creation of social moments in which both business partners can share 

information about the product, between themselves, or with other market players, is a 

facilitator of RQ. This is because it demonstrates the quality of the existing partner 

relationship and the commitment to the success of the goals aimed for. Those moments 

can be created through wine tasting, wine lunches or dinners or, whenever possible, 

through visits to producers’ vineyards and wineries. The objective is to create links 

between participants in the commercial relationship. 

Examples of references from producers: “Very often, the distributors themselves 

hold some events. Particularly wine-gastronomic dinners to promote the brand with the 

end consumers. But it’s always work done jointly.”; “Being welcomed by those in charge of 

the company, very often, always, by the creators of the wine, of being there with the doors 
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open to welcome them as warmly as possible, to thank them for the fact of being clients or 

being so in the future, makes it possible to build a connection that later helps the Vinic-

Distributors business day function and we put a lot of effort into that.”; “That’s why I told 

you it’s extremely important to receive the distributors and the salespeople at Quinta 

Douro, because the Quinta’s involvement is the first sign of creating an emotional 

connection to the place, to the brand.” 

Examples of references from distributors: “When some restaurant, some wine-

shop asks us for a wine dinner, or tasting without a dinner, that is, only tasting, usually 

that happens in wine-shops, it’s not important that we’re there. Our job is to make the 

connection and we agree to do that, but always taking into consideration the availability of 

the producer/oenologist, when it’s not the same person, because they’re the important 

ones, it’s them that... I went to a dinner once, one or two wine-dinners where the producer 

couldn’t be present and I stood in for him, but it’s not the same thing. Whoever organizes 

and goes to that type of tasting wants, wants to speak, wants to listen directly to the 

producer or oenologist.”; " And then something else I told you about, the visits 

PipaDistributor makes every year to the production, where in fact, Manuel stops selling for 

one and half weeks of the year and has the whole team visiting all their national 

producers, talking, discussing, approving, exchanging opinions, and that’s to create a 

greater connection. He makes some comments, we also tell Manuel, ‘Like this, it doesn’t 

work or it didn’t work, we’ve got the batches here, taste it, go on’. That’s something I only 

feel with PipaDistributor.” 

This sub-construct of the Organisational Social Capabilities construct is sub-

divided in three other sub-categories: (i) Wine Tastings, (ii) Lunches and Dinners and (iii) 

Vineyard / Winery Visits. All these constructs are not developed in the RQ literature. 

i) Wine Tastings 

This is a type of event that producers recognize as being important for bringing the 

brand’s players together and thereby promoting their connection to it. This work, often 

carried out jointly, allows the two sides to respond to common needs and demonstrates 

their involvement in the commercial relationship formed. 

Examples of references from producers: “Holding tastings, giving training, 

providing the due accompaniment, putting trust in it, due to the consistent quality, ...”; “the 

company owner often goes to the Algarve to do tastings and, he’s there all the time, 

because they like that.” 
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Examples of references from distributors: ”... that is, if I’m asked to go to an event 

of that kind, I make sure internally that things go well. And probably I’ll even go and get, if 

I can, oenologists from the production, because it’s important to "round up", 30, to 40 or 

70 people, to make a big impact, with someone who really knows, knows what he’s doing 

and often that relational is important here too.” 

ii) Business Lunches and Dinners 

The importance of these events is recognized by both partners in the business, be 

it lunches or dinners among themselves or with other market players. It is generally 

understood that the producer’s participation is a bonus, due to the technical sustainability 

they bring to the product and the history they represent with regards to the product. 

Holding these actions jointly is a way of demonstrating to the market the strength and 

quality of their commercial relationship. 

Examples of references from producers: ”...Ana Almeida herself or the winemaker, 

very often, holds themed dinner parties or gastronomic dinners, to harmonize the food 

with the wine or with the salespeople that are present, so there’s all this type of work 

done, to give training and at the same time create a connection between people, the 

product and the market.”; “That good relationship with everyone includes, quite frequently, 

we try to socialize with the people that work. We have, at least, one dinner or one lunch 

each year, with them, relations are good and those activities tend to motivate, let’s say, 

their interest in our product, that, generally speaking, is true.” 

Example of reference from distributors: “But we try, as much as possible, that the 

oenologists, now and again, appear together, as partners, with our distributors and they 

often go to the dinners organized by us at the clients’ location, where there’s the 

distributor or salesperson or even the owner of our distributors or of the restaurant, and 

then we take the oenologist to speak about the wine, to make a speech. We try, as much 

as possible, to involve our oenologists.” 

iii) Vineyard / Winery Visits  

When circumstances permit, visits to vineyards and wineries are events that 

provide memorable sensations for the participants. Knowing how to welcome and create 

memorable moments for visitors are opportunities to develop and deepen links with direct 

partners in the commercial relationship, and also with other market players. These events 
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are valued by both producers and distributors and are seen to be essential in working on 

the producer’s brand and strengthening the partnership in the eyes of the market. 

Examples of references from producers: “And then, in fact, it’s something easy, 

that works, that is, in terms of public relations, the fact of welcoming, as well as possible, 

commercial teams, etc, who are often rather rough people, who have a difficult daily life, 

with a lot of work and a lot of toil, and being able to welcome them in a 15th century 

palace, like we have here, which is a national monument, in the extraordinary premises of 

GrapeWines of Portugal, in a beautiful estate from the 14th century, that’s Quinta de Cima, 

or in the extraordinary setting of the Quinta dos Albuquerques, there, these are things that 

leave a deep impression on these people for the rest of their lives.”; “with our distributors, 

in the Algarve, they come and the salespeople or clients. Normally, it’s a group of about 

20. Four, five, salespeople and 15 clients from restaurants. Some I know, others I don’t. 

It’s quite something, every year and that’s very good, because, the salespeople already 

know the estate, but they try new things, they’re in another environment. Restaurant 

people, also, leave the workplace temporarily and spend a weekend in the estates, where 

they also eat as much as they want, drink as much as they want, get to know places, 

know where the wines are made. They walk about the vineyards, they like presenting 

afterwards to the client, when he arrives, ‘look at this wine, I was at that place, at that 

vineyard and it’s made like this’,...; ”...and our willingness to welcome people at Quinta 

Nova, as if they were in their own home. That ends up being some of the most positive 

factors that were focused on by the distributors. Because we also regularly welcome sales 

teams, because there’s nothing better than sales teams visiting the estate, visiting the 

winery, tasting the wines with us, with the oenologist and understanding, really, where we 

are, what we do, and anyone coming to the Douro, will certainly never forget it.” 

Examples of references from distributors: “For our teams and for our clients, that 

is, it’s the commercial agents themselves arranging those visits with clients and going to 

the estates, showing and tasting wines and holding little training sessions about our wines 

for our clients. For that, there’s a lot of openness and a lot of accompaniment by 

producers.”; “And so we also went to that estate, at the end of the day. It was two days, 

we were there for two or three days. And so, suddenly we arrive at the estate and there 

were 10 4x4s to pick us up. We get into the cars and they take us up the hill, to the top of 

Monte Oliveira, that’s the estate, the whole hill was carved out of the slate, to plant the 

vines above the river. And we had, on the hilltop, we had a white table with wine glasses 

and with the wine served. It was the only thing there. He gave each of us a glass, we were 
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about 40 people, he climbed up on some rocks, him and the family, and began speaking 

about the wine, there in that scenario. And I thought it was delightful, and after I 

commented on it to all my colleagues that the atmosphere he’d achieved in that scenario, 

with that performance, what it created with our sales team. That was worth more than 10 

meetings of the normal kind.” 

c)  The Players’ History 

Family companies, with a family history going back generations, with consistent 

quality in their product, generate a reputation in the market that creates feelings of 

security and trust in the other party in the relationship. These characteristics are 

facilitators of RQ. 

Examples of references from producers: “And then, it’s the credibility the company 

has in the market. It also gives credibility to the Quinta Douro brand”; “As I told you, these 

are companies that have been in the sector for a long time, they have a performance that 

has been consistent, always, since being more involved with distribution in the domestic 

market.” 

Examples of references from distributors: “They want to grow, they want to 

develop the business, but from a medium and long-term perspective, because all of them, 

as I said, are families and some are businesses going back generations.”; “We’re one of 

the few companies that is connected both to the land, and to the production, on the 

ground. Few companies will have so much production or so much producing land, with so 

many hectares of vineyards, as Terroir-Producer has. Our origins are in the wine, we were 

born there, our origins are connected, completely, to the land, to the agricultural 

production and we don’t stray from it.” 

This sub-construct of the Organisational Social Capabilities construct is sub-

divided in three other sub-categories: (i) Reputation, (ii) Family Company and (iii) 

Company History. These constructs are not enough developed in the RQ literature. 

i) Reputation  

Consistency of management and the respective reputation created in the market 

are facilitators of RQ, because they transmit security to the other party and make them 

believe they are trustworthy partners to build a long-term commercial relationship with. 

The feeling that it is a project with growth potential, that it is here to stay for generations, 

with its own know-how, gives confidence to the other party in the commercial relationship. 
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Examples of references from producers: “They can sell with confidence. They can 

sell with confidence because they feel it’s a project that’s growing, it’s a project that 

concentrates continuously on quality and not just on projection, on presenting products 

that don’t have the due care in terms of presenting an image, in terms of product quality, 

in terms of price positioning.”; “This has to be understood, it’s a company based on know-

how and a competence that is recognized.” 

Examples of references from distributors: “So that’s very much our origins and, in 

fact, we don’t work towards short-term profitability, and basically produce volumes at any 

price, but rather with a vision. They’re families that have projects, projects in which they 

invest and that aren’t projects for today, some of them are projects covering several 

generations and there’s a vision to build, to increase the brands’ value, and concentrate 

on the future and that, for us, has to go hand-in-hand with the culture.”; “For us, our 

supplier is very important and we have to know if he’s doing all right in the market, if it’s a 

company with a future,...” 

ii) Family Company 

Companies with a family tradition covering generations transmit to the other 

partner security in the continuity of the relationship. This factor is valued, above all, by 

distributors as a facilitator of quality in the existing commercial relationship. 

Examples of references from producers: “Then again, clearly banking on family 

companies, that are wine producers in family companies. I don’t think that at Big-Bottle 

there is any brand they distribute that isn’t from a family firm.”; “It’s a very simple case, 

because, the history of this company is very old, it’s lost in time, because it’s a family 

business and so it goes back many years.” 

Examples of references from distributors: “Because we’re speaking about a 

business that has a component that’s very much family and tradition. There’s an ancient 

house, there’s a property with a fantastic view over the Douro valley, really, there’s a 

whole history where, it makes the relationship and the people’s presence important.”; ”...I 

also have people that have the third, fourth and fifth generation in the sector, so they know 

and they have the whole past history...” 

iii) Company History 

The history created and told around the producing brand is a factor greatly valued 

by distributors. This is a dimension that facilitates the work of that same brand in the 
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market, and consequently helps to attain the goals sought by the two partners in the 

commercial relationship. 

Examples of references from producers: “How many brands would love to have the 

history we have around here, to have these gardens, this house to transmit this history. 

And sometimes we forget to transmit this to the outside world. ... Here there’s an 

immensely rich history, that can be told.”; “We’re speaking about brands, which don’t have 

to be built..., when we’re speaking about brands, in our case, Port, we have brands that 

go back 375 years, 250 years, they’re heavyweight brands, they’ve had their ups and 

downs, they’ve come through wars, great turmoil, economic policies, whatever happens, 

they’ll continue.” 

Examples of references from distributors: “It has something to do with, that 

confidence we have, has to do with the history and all the years the company’s been 

here.”; “It’s much easier, for me, to sell GOLDOR products, which is a brand from the 

Douro, it’s the oldest house in terms of Port, it’s 375 years old, and so it has a very long 

history.” 

M) Sub-constructs/categories of the first-order Innovative Propensity 

construct. 

When carrying out a more refined analysis on the keywords that characterise the 

Innovative Propensity construct, we can find the following sub-constructs: (a) Product 

Innovation produced by the companies, (b) Strategy and organisation innovations. All of 

these constructs are not mentioned in the RQ literature. 

a) Product Innovation 

To increase the company’s position in the market and guarantee its future 

sustainability, it is important to create a culture of innovation, which uses accumulated 

knowledge to improve products and new methods for doing business. 

Firms which are able to create a context of an innovative culture can use internal 

and network capabilities to produce new knowledge and develop organisational 

capacities, which support critical competences.  

Resorting to innovation allows producers to position themselves differently from 

rival producers. It is by innovating that a distinctive design or advertisement is achieved. 

Through innovation it is possible to make oneself stand out in the market from those that 
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use low prices to compete. That being so, innovation should be part of a winning 

organisations’ DNA (Dantas & Moreira, 2011). 

Continuous development of new or improved products becomes essential to 

respond to the needs of the distribution partner and/or the market (Dantas & Moreira, 

2011). This characteristic shows the other party a differentiating market characteristic and 

pro-activeness that demonstrates the concern of both for the success of the relationship. 

However, innovation is not just for products or services. Market strategy 

improvements such as internationalization, or new entry into overseas markets, are also 

innovative acts (Knight & Cavusgil, 2004). 

Examples of references from producers: “It’s very difficult, that’s just it, it’s through 

trust, with the distributor, creating a wine for him or creating a wine, persuading him 

there’s a type of Douro he doesn’t have. And in the case of the Douro, well, we can speak 

about a single grape variety. He has three or four reserves, but he doesn’t have any 

National Touriga, and it’s an emblematic Portuguese variety, a variety from the north, 

Dão, Douro, that could create a bit of interest.”; ”... at Big-Producers there’s more of that 

capacity to change things. That is, there are more new developments, there’s a different 

capacity to react.” 

Examples of references from distributors: “It’s what I told you, I think that, first, they 

were concerned about selling the product, they had good marketing, they launched 

different things, that the market was looking for, they took care to have nice boxes, nice 

labels, quality wines,...”; “And to grow we have to ... all work towards this, them improving 

the product, them supporting us, or, even adapting, very often, the product to the market’s 

needs which will always be.., they’re always different, and very often from one year to the 

next.” 

This sub-construct of the Innovative Propensity construct is sub-divided in two 

other sub-categories: (i) Product Adaptation promoted by a partner and (ii) Innovation 

Intensity demonstrated by the company. 

i) Product Adaptation 

An added value for the relationship is this capacity to adapt new products that can 

be differentiated in the market and thereby help to fulfil its objectives. This is a method of 

strengthening the connection between the parties, contributing to increasing the RQ of the 

partnership. 



 

- 258 - 

 

Examples of references from producers: “That leads them to adjust or not to adjust 

and they usually adjust, which for us is important, because often a harvest, the following 

harvest is better than the previous one, with our input, not just talking in the office, but 

going with them to the market, they understand what we’re talking about.”; ”...we have to 

be able to adapt products, adapt products, adapted to the market.” 

Examples of references from distributors: “Helping to sell is, really, adapting wines 

to the market, whether in terms of portfolio or in quality, adjusting prices, being aware of 

prices.”; “there was gap in our portfolio, at one level, in a segment, in a price and product 

segment, of product quality, here we had a gap in the portfolio, that the market was 

consuming, the market was looking for, but we didn’t have that range, we weren’t in that 

product range. It was developed and today we’re there, successful.” 

ii) Innovation Intensity 

Innovation intensity is regulated by the market requirement. This capacity uses 

internal characteristics, such as a strong R&D team, communication structures and 

culture, which make a firm more innovative than its competitors. Also, innovation requires 

the use of its relational network with other companies to access necessary information. 

The synergy of all these factors creates conditions for the company to be more creative 

and innovative. 

Currently, the innovation intensity required by the market environment means that 

firms, and in some cases direct competitors, feel the need to join complementary assets 

and form alliances or coopetition strategies. The extent with which firms are focused in the 

maintenance of strategic alliances with large and innovative partners can positively 

influence innovation rates and consequently the sales growth (Zaheer & Bell, 2005). 

The creation of a culture of continuous innovation increases the value of the 

commercial relationship with the other party, in that there is a perception of the other 

party’s capacity and involvement in the success of the relationship. 

Examples of references from producers: “Or we analyse the distributor’s portfolio 

‘well then, he’s got here four whites, all of them without wood. He’s only got one white with 

wood and I know well, there, my neighbour, he makes a thousand bottles. I’ve got some 

vines. I’ve got the capacity to do something, even better than his, greater production. Let’s 

try to make, that’s it, a differentiated product, within his portfolio’”; “For example, this year 

we launched a 100% Gouveio. It’s a white wine with a grape variety that almost nobody 
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has, nobody makes as a single grape variety. It’s used a lot as a blend but it isn’t used as 

a single variety. Three years ago, we made a Moscatel, dry white. It’s also not very 

common to see a dry Moscatel on the market and it was a success and we still keep the 

product in our portfolio. Every year, we’ve launched new harvests, so every year we have 

some new things.” 

Examples of references from distributors: ”... in MakersWine, there’s more of that 

capacity to change things. That is, there are more new developments, there’s a different 

capacity to react.”; “In the producers themselves, they’re receptive to making new 

brands.”; “We also, along with traditional brands, we also have innovation. And that’s our 

policy, in a way.” 

b) Strategy and Organisation 

Working the strategy component in a differential way in the market and according 

to both partners’ goals is an important sub-construct for the quality of the business 

relationship. This quality is strengthened by the company’s pro-active attitude that 

develops an innovative culture by continuously launching new products. This market 

performance creates an innovation buzz that values the developed relationship with the 

partner. 

Examples of references from producers: “Ease and adaptation of response to the 

needs of the market they work, they also have that.”; “Of course we have all been making 

a great effort to lower our cost structure.” 

Examples of references from distributors: ”... it’s a producer that actually tries to 

adapt mostly to what our needs are, to our potential.”; “Imagine if, in fact, the producer, 

has the wine that,… I’m going to speculate, but if he has a 1€ wine, he won’t be able to 

position himself with the Premium wine shops, but maybe we are going to be positioned in 

a market where there is more rotation, in a differentiating market, one that, maybe, they 

didn't think of for their brand.” 

This sub-construct of Innovative Propensity construct is subdivided into two other 

sub-categories: (i) adaptation to the strategy and (ii) buzz innovation promoted by the 

company. 

 

 



 

- 260 - 

 

i) Strategy Adaptation 

For there to be a quality relationship, there needs to be a mutual adaptation to the 

market tendencies and to the partner’s strategy. This effort of understanding what the 

other party needs and what it is capable of, is essential so that both parties can contribute 

to the success of the relationship. 

Examples of references from producers: “...understanding clearly what their needs 

are and going in that direction, basing ourselves on the assumption that the needs of the 

person fit in with the vision and company strategy”; “… has to be something strategic or 

important for that company, otherwise the brand isn’t able to enter the market. But that is 

up to us, the brand, seeing what their vulnerabilities are, or what their weaknesses are, 

the strengths of each seller and the company’s policy, so that we can ensure that.” 

Examples of references from distributors: “Understanding what the goals are, 

understanding the product itself, the product they are presenting, and how we are going to 

present it and position it in the market and how we are going to start off.”; “The strategy 

that we implement is very much in line with that of the producer. If the producer, on the 

contrary, doesn't want to see a decrease in amounts sold and wants a more aggressive 

strategy, we will do it.” 

ii) Buzz Innovation 

Constantly generating new products or novelties is a way of creating interest. This 

observation is mainly mentioned to by producers. It is also a way of keeping the 

partnership at the center of attention so as to increase the focus on the product’s brand by 

the continuous presentation of novelties. This construct is not presented in the RQ 

literature. However, it is a facilitating construct of RQ, because both partners acknowledge 

that the relationship is dynamic. 

Examples of references from producers: “... We try to be different because the 

simple fact of presenting new products every year makes us different in the market, we 

are well-known. And I think that is extremely important to motivate the sales teams and to 

motivate our clients, inclusively, so that we have an excuse to knock on doors of new 

clients and so supplement the portfolio we have with the regular clients.”; “ I don’t think it 

is so much as an evolution, that we live off, we the producers, live off the up-dates that 

appear in the market. In the press,… in the restaurant business they can say, ‘this is a 
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new product’. This draws their attention. It’s not even because of the fact that we sell a lot 

now, but it’s, it’s because we have something to communicate.” 

Example of reference from distributors: “We also try to take on innovative projects. 

Seeing as one of our characteristics is not as much carrying out hard distributing, it’s also 

making a brand, giving it visibility and, also, winning by making a difference, because 

most times the HORECA channel, what does it want? Does it want products that are not 

available in the big hypermarkets and so there won’t be a price comparison?.” 

N) Sub-categories/constructs of the first-order Power construct 

When carrying out a more refined analysis of the keywords that characterise the 

Power construct, we can find the following sub-categories of this construct: (a) Non-

coercive Power, (b) Negotiating Power and (c) Brand Power. 

a) Non-coercive Power  

Non-coercive Power occurs when a party involved in the exchange relationship 

acts by changing business objectives, convictions, and viewpoints through information, 

special skills and so on. This kind of actuation influences the behaviour of the other party 

(Liu et al., 2010). 

This sub-construct is not the most cited to, seeing as it was the distributors who 

mostly emphasized their importance. However, it is relevant to point out the manner in 

which both parties influence each other. In this manner, they can achieve the appropriate 

alignment of objectives and demonstrate their commitment to the success of the existing 

business relationship.  

Examples of references from distributors: ”But of course we’ve already had 

situations, even in the producer’s company itself, we’ve had situations of a brand colliding 

with another and in fact we have to see what the best brand strategy of one brand will be 

towards the other. But many times we choose to guide them and try to change the brand 

strategy.”; “…and that made them think a little; maybe the marketing team, once in a 

while, has good ideas and does good product communication and good follow-ups. Eh! 

eh! And it’s a project that every so often they ask us, ‘So, are we going to move forward 

this year? Are we going to do it? Are we going to be, once again, with the distributor’s 

teams?’ And it was one of the projects that worked out very well. They didn’t believe in the 

programme itself, but afterwards they thought, that it was actually a good choice.” 
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This sub-construct of the Power construct is subdivided into two other sub-

categories: (i) changing of objectives and (ii) changing of viewpoints. 

i) Altering Objectives 

The capability to influence the partner in a non-coercive manner avoids provoking 

damage to the existing business relationship, and even increases the RQ insofar as there 

is a reason that benefits both partners and the future of their relationship itself.  

Examples of references from producers: “Therefore, in terms of market 

observation, the ABC-Distributors influence us and we are quick to study and react.”; 

“Because, in the limit we are the owners of the brand and even though ABC-Distributor 

sells our brands in the market, and therefore has a marketing department that aligns a 

marketing strategy for each brand, we always have something to say about it. So, 

therefore, in that aspect, with ABC-Distributor we haven’t had any problems, because 

every time they present us with a strategy they think makes sense, and if in our point of 

view, as the brand owners we say not to do it, and of course explain why, they are, of 

course free to change it and follow our suggestions or alter it according to our intentions.” 

Examples of references from distributors: “We have had moments of conflict, 

obviously, there are brands that collided with each other and compete, internally, with 

each other. Now, what we try to do, a lot of times, is to demonstrate to the producer that 

maybe his brand can be worked on one way and the other producers brand, another way. 

And we try hard to see that situation with them, and try to structure differentiating actions 

of one brand to the other, so that they also won't collide with each other in the market.”; “In 

reality, what we always, always try to do, in a very rational way, because if not, we won’t 

have any arguments to demonstrate why we need this approach, why we need to put this 

product out there, a lot of times, for example, we launch a premium product, it is launched 

only in on-trade, and we say, “ this is exclusively for on-trade”, but meanwhile, the brand is 

not getting the rotation we need, even with our market activations. So we decide, “ let’s 

launch the brand in an off-trade insignia.” 

ii) Changing Viewpoints 

Knowing how to make the partner review their point of view and realign 

preconceived ideas is an important theme that helps ensure the quality of the relationship 

in a substantiated manner so that it will not create a strain, but rather an adhesion to new 

ideas. 
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Example of reference from producers: “This has generated something, therefore, 

for example, with a smaller distributor that I’ve had, because he has given me the 

opportunity of accepting someone new to the portfolio that, frankly, I consider, a person 

that goes around imitating my products, and I said, ‘I think you’re acting badly, because 

the motives are these, because I think you shouldn't work with this person, but you are 

free to do so’; “At first, this was misunderstood, but afterwards it was quite well 

understood, there are things like that, there are things in a relationship, and the longer it 

lasts, the more chance of cases like this happening.” 

Examples of references from distributors: “We have producers that say that it’s not 

necessary to promote the brands because their brands are good and are already being 

sold. And many times, we have to put up a fight, in marketing terms ‘no no! It’s important 

that we have to promote the brands because if not they’ll adopt a competitor brand, 

because he promoted it, because he did it, because he differentiated’ and what happens 

to us in terms of marketing and in terms of ViniDistributor? We have to show the producer 

that it worked, what we want to do or the action we want to take or the type of promotion 

we want to make.”; “ We had to, on the grounds of incentive plans for the distribution 

teams, and we had to demonstrate to our producers that because they have so many 

brands to sell, because our distributors don’t only have our brands, they have ours, they 

have our competitor’s, and they have other brands direct by the producer, we have to 

demonstrate that, in fact, if we had been accompanying those teams, they would focus a 

lot more on our products, instead of on the other producers’. Our products are really 

fantastic, but they have to remember they are fantastic and they have to sell them. And 

we had to demonstrate to them that if we accompany these people and if we are more 

attentive to their work and motivate them, that they, in reality, are going to remember our 

product more, and maybe they will forget a bit about the competition, which in reality is the 

way it is, the competition does the same, and are going to forget a bit more. And, in fact, 

we set a plan, it wasn't a plan they were motivated about, they let us set it, but they 

weren't motivated and at the end of the plan, they said, ‘So? Let’s continue?’.” 

b) Negotiation Power 

A position of power in the distribution channel is provided, mainly, by: the 

specialisation of the distributor in an on-trade distribution channel; the business dimension 

that a player represents; and the power of the corporative brand that the producer 

represents. These dimensions influence a wine business. They end up being highly 

appreciated by the relationship partner, consequently becoming facilitators of RQ. 
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Examples of references from producers: “They are very sales-oriented, very 

oriented, especially in an off-trade channel, which is a channel with a lot of power in the 

market.”; “Having trade power and significance that we would never have if we were 

alone. For us, it is important because there is, clearly, a power relation between the retail 

distribution and then distribution from the producers.” 

Examples of references from distributors: “The fact that we cover every channel in 

Portugal, we work with large stores, hypermarkets and “cash and carry.” We work with a 

vast network of distributors, from north to south. We also sell inclusively to the restaurant 

business. We do business with practically every hotel chain of interest. The fact that we 

have a client portfolio that represents everything they need, everything they want and 

ambition for, is another attractive point.”; “But because we increase the sales, they’re 

interested in us. Obviously, if I was complaining, but if we didn’t increase sales, it’s 

obvious that there wouldn’t be any interest on their part.” 

This sub-construct of the Power construct is subdivided into three other sub-

categories: (i) Distributor Expertise, (ii) Turnover Size and (iii) Partner Shareholder. 

i) Distributor Expertise  

For the producers, it is important that their distributor work with all the players of 

the distribution channel, but even more fundamental is that the distributor work intensively 

with the on-trade channel, because it provides them with the possibility of working the 

brand with more sustainability. So, this performance capability of the distributor is 

considered added-value in the existing business relationship and becomes a facilitator of 

RQ. 

Examples of references from producers: “After, in the work they do, they focus on 

the on-trade channel. This for the producer is an asset.”; “Therefore, this partner, that you 

asked me to define, works mainly the on-trade, which for us is very relevant.” 

Examples of references from distributors: “We are also valuable for them, which 

also gives us some power. Because it’s not the same thing for the producer, being with a 

partner that sells the product with added-value, or being with a partner that only sells entry 

level products. It’s not the same thing. And I want to benefit from that, but for that to 

happen I have to prove it, that I’m good at it.”; “On the other hand, it’s also one of our 

biggest clients, isn’t is. The supermarkets, the big distribution chains. We have some 

access to them and that is something very difficult to get nowadays. We work with all of 
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the large supermarket chains and a producer, individually, he can also manage that, some 

can, but they aren’t able to do the work they want at the price they want. They can sell 

cheap wines but maybe they can’t sell medium priced wines, or premium wines.” 

ii) Turnover Size  

The partner’s representativeness in the market, in other words what he is worth in 

terms of size and turnover, characterises the value of the relationship and is a facilitator of 

RQ. Having a large dimension in the distribution channel and representing the largest part 

of the business turnover is extremely valued by the other party. However, cases of lesser 

dimension, but having big strategic impact, are also valued.  

Examples of references from producers: “We have a good partner. We’re talking 

about a partner with dimension, that has significance in the market, which is the case of 

Big-Bottle Distributor, that has structure, is organized, plans well, etc, etc.”; “It has to do 

with the importance that a person has in the distribution chart, and the manner in which a 

person is treated differs a lot because of that. If a person is very important in a distributor, 

the manner in which they are treated is a lot better. If a person is less important in a 

distributor, it will be worst in every aspect.”; “It doesn't mean that the brand by itself 

doesn’t have value, but the brand is worth something because of what sells, because of 

where it is and because it’s consumed. This is the reality, more than ever, currently in the 

national market, which I would like to point out is a very mature market where we have a 

very large per capita consumption and this is common ground to all brands..” 

Examples of references from distributors: “... a company with the dimension of 

Vini-Distributor has influence and meaning in the market, next to a Sonae or a Pingo 

Doce, or other brands, that if we worked them by ourselves, we would never have. 

Presently Vini-Distributor has some influence in the wine and drinks distribution market in 

Portugal, which is maybe the second or third largest player of the country.”; “But, in terms 

of wine, in fact, we work with one of the biggest producers that has a large presence in 

several regions and for now has been very satisfied with the approach we have been 

taking, in the distribution and commercial level, and in the national market. We haven’t 

been feeling the need to look for solutions outside the group.” 

iii) Partner Shareholder 

This facet is not mentioned in the RQ literature. Being a shareholder of the 

distributing company provides a comfortable position in the relationship with the partner, 
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insofar as it relies on a greater openness to everything that has to do with the market. This 

position also permits a greater focus on the shareholder’s brand. In this manner, the 

parties grow closer, which is a facilitator of RQ.  

Examples of references from producers: “After acquiring a stake in Big-Bottle 

Distributor, things became better and more open.”; “ The fact that we were able to be with 

Vini-Distributor, be a Vini-Distributor shareholder, for us is very important, because we 

know there is a driving force, the focus of Vini-Distributor in our brands. We would always 

like more than what it is, because Vini-Distributor doesn’t belong to us, we are only 

shareholders of a third of the share capital, they have other brands, but this, after it’s a 

healthy war for Vini-Distributor’s share of mind, that each one of the operators tries for and 

we, for all intends and purposes, are Vini-Distributor's main shareholders.” 

Examples of references from distributors: ”… I made this very clear for myself and 

for my team, if a shareholder decided to invest in the company, place their products 

exclusively and buy a part of the share capital, there is a tendency for more greater 

concern from the salespeople, with this portfolio.”; “Big-Bottle Distributor’s priority is 

always the shareholder, and that is the indication that our team was given. If the client is 

indecisive, the option is always the shareholder, the shareholder’s brand, there is 

absolutely no doubt about that, it’s intrinsically engraved in us..” 

c) Brand Power 

This sub-construct is revealed by the quality of the represented portfolio, the 

representativeness of that brand in the market and the prestige that it has. These aspects 

represent a high value to the business relationship between business partners. 

Examples of references from producers: “We have 15 red wines this moment. 

Therefore, that vast range gives us an advantage and afterwards, because in fact 

Bairrada… Bairrada is gaining ground, it’s gaining more and more ground..”; “Cepa is the 

first brand that sold the most in the off-trade channel in Portugal, Cepa from Douro. For 

them it’s also interesting, because for them it opens up doors to other wines, to other 

products...” 

Examples of references from distributors: “...but today, if you open VIP-

Distributor’s web page, you can see the producers we have, we already have great quality 

producers in Portugal and abroad. So, you won’t find any producer that is questionable, 

no, you won’t..” “It’s a company that has a guarantee of exceptional quality. It should 
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never be called into question; there isn't a single Grape-Producers product that is 

questionable in terms of quality. We don’t have problems with absolutely anything, so we 

are talking about a company that works to the highest level in everything it does, 

therefore, everything begins well.” 

This sub-construct of Power construct is subdivided in three other sub-categories: 

(i) brand portfolio of the company, (ii) product brand leader and (iii) corporate brand 

prestige. These constructs are not mentioned in the RQ literature. 

i) Brand Portfolio 

Having a wide-ranging brand portfolio with strong market brands is a factor that 

gives value to the existing business relationship and is a good facilitator of RQ. It is a 

means of creating synergies between brands in such a way that the market offer is more 

complete, in terms of regional coverage or market segments.  

Examples of references from producers: “A distributor with a large portfolio like the 

one ABC-Distributor has, or like others have, is relevant because it creates synergies, 

which is important to have with different brands. And that is inevitable. I have Porto and 

Douro, but there are Alentejos and there are a lot of other references that help, like I say, 

theses synergies in a commercial proposal, in a client, whatever it may be.”; “He 

represents a group of producers where, where we all would like to fit in, ok?.” 

Examples of references from distributors: “The center of Terroir-Producer has a 

characteristic, at the portfolio level, it has a very balanced portfolio and, ten brands, at 

least, it can be seven, but ten of our brands are the premium brands in the market, they 

are brands that have a great influence in consumption, in the market. This, automatically, 

for them, this is a burdensome relationship.”; “Probably our most privileged supplier in 

terms of influence, in the business turnover, national, will be the Andrew brand, that has 

low-priced table wines, it has things from a higher level and it has Port wines. In other 

words, here we can also supply wine cellars, that is, it’s more extensive in terms of 

suppliers.” 

ii) Leading Product Brand  

Working with brands that are well-known in the market is a much appreciated 

advantage by distributors, inasmuch as it opens up doors for them for the 

commercialization of all their range of products. This factor adds value to the relationship 

and functions as a facilitator of RQ. 
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Examples of references from producers: “…and, also, obviously it’s not only the 

wish of the distributor, we are talking about strong brands, our main brand is Casa 

Grande, it’s the brand leader in Portugal, in the category of Verde wines and, so the 

strength of the brand is also very good leverage.”; “Working with the leading wine brand in 

Portugal is by itself a flagship to any other company. If I were to knock at the door saying, 

‘look, this is the Select-Producer portfolio, do you want it?’ It has the leading brand in 

Portugal, that by itself is extraordinary, it represents a big slice of the gross sales and of 

Vini-Distributor's profit.” 

Examples of references from distributors: “It has good things, it has really good 

things, which are, in fact, our brands are strong, they are leaders in some wine markets, 

we are leaders and as such they become very strong. So, Luso-Distributor benefits, 

because it has strong brands.”; “…and it’s necessary to work, have one or two products, 

the so-called leading brands, because that's what most of the times gives consistency to 

the company, which can invoice 40 or 50% and after we have the other 50% to work the 

market..” 

iii) Corporate Brand Reputation  

The prestige of the producer’s brand adds value to the exchange relationship 

between business partners. Counting on strong brands that distinguish themselves in the 

market, therefore making the distributor’s portfolio more appealing in the distribution 

channel, is a factor that differentiates the producer’s brands and favours them in the 

relationship with the other party. 

Examples of references from producers: “First, very strong brands, with a lot of 

history and tradition, which is very relevant, it’s a very strong argument.”; “Now Casa-

Grande Distributor benefits, clearly, from the producer, from the producer’s strong 

brands”; “…but a credible brand, which is strong and continues ahead of the others, these 

brands end up conquering and winning.” 

Examples of references from distributors: “…and right from the start, our 

relationship with the producers is, and when I speak of producers I speak generically, a 

positive relationship, but above all, tries to relate with the big quality producers. I can't 

accept that our distribution company has brands that are not of great quality. And a lot of 

times the issue relating to volume is not really that relevant. What matters is the quality 

that you are selling. Because this is related with the essence of our structure”; “We have 

big brands, we have Jose Fontes’s brands, that practically speak for themselves, we are 
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basically talking about Alentejo, but also, more recently, about Douro, which is starting to 

gain some relevance, also, and other regions, but it is well-known and will always be 

recognized as being part of Alentejo wines.” 

 

6.5. Main conclusion and proposed framework 

Critical constructs describing RQ 

In a global world that easily replicates the similar resources that produce and offer 

goods and services, the mode how the players manage their business relationship could 

make the difference, and consequently ensure the sustainability of a successful business 

(Bobot, 2011; Chung et al., 2006; Nyaga et al., 2013; Smith, 1998; Van Bruggen et al., 

2005). 

This study allowed to us confront the theoretical concepts presents by the RQ 

literature with what really happens in a dyadic exchange relationship between companies. 

When we listened to two participants in an exchange relationship, we tried  to understand 

which dimensions were considered relevant to the success of that relationship by both 

parties involved. This analysis took into consideration the global data of the sample, and a 

comparison of the same sample.  

The decision taken towards using an exploratory methodology to achieve the 

research objectives revealed itself to be adequate. Through in-depth interviews, we had 

access to a large quantity and high quality of data produce by the sources. After, the 

content-analysis applied allowed us to categorise the data and develop a semiotic 

clustering process (Feldman, 1995). This let us build a hierarchical structure of constructs 

that helped to understand how they are related and how they explain the RQ. 

By carrying out an overall analysis between the groups interviewed, the results of 

producer or distributor were globally similar. There are three main constructs that describe 

the RQ: Positive Attitudes, Partner Characteristics and Relation Coordination Processes. 

The latter is the most cited third-order construct as contributing to a high RQ. The 

efficiency of the processes used by the partners to coordinate the relationship 

characterises the RQ. In a second level of constructs, we can observe that those 

processes are related with Transparency and the Proximity developed in the relation. 

These are the second-order constructs most mentioned to as describing the RQ. In a 

more detailed level, the Relational Interdependence between partners and their 
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Communication Capabilities are the constructs most mentioned as facilitating the RQ. 

To sum, in order to ensure a high RQ, it is fundamental to focus the attention of the 

partners to the Relational Coordination Processes. That requires total Transparency in the 

operational processes ensured by the superior Communication Capabilities of the 

partners. In addition, it is necessary that the partners work together in great Proximity, 

which is assured by developing a close Relational Interdependence between them. These 

are the main constructs that explain a high RQ in an exchange relationship. 

The data clustering process allowed us to present two structures: one that 

explained the facilitating factors of a higher RQ; and another that explained which 

constructs compromise the RQ. By carrying out a bi-factoring analysis of the data, we can 

conclude that the facilitating factors of a higher quality RQ do not have to be the same as 

those that contribute towards a lower RQ. To demonstrate this, Long-Term Relationship is 

the first-order construct most mentioned as contributing to a bad RQ, for both producers 

and distributors.  

Nevertheless, we had presented the main constructs that are described as 

facilitators or inhibitors of RQ. However, it is also necessary to take into account other 

important constructs that greatly characterise the quality of the business relationship.  

For a deeper understanding of how the constructs could contribute to a high RQ, 

we developed a second screening process to analyse the data groups that formed the 

first-order constructs. This detailed observation allowed us to identify two sub-dimensions 

levels. The analysis and comprehension of these results will enable to measure the 

partner behaviour in an exchange relationship.  

A new RQ framework 

By reason of the developments provided by this research, we presented a new 

framework (see Figure 50) explaining how the core constructs of RQ interact with each 

other in order to contribute to a high quality business relationship. 

According to Fournier (1998), a relationship is not an occasional and singular 

transaction, and also is not a simple vehicle for the exchange of goods, services (e.g., 

Dwyer et al., 1987; Hammervoll, 2012; Jap et al., 1999). A relationship requires the 

willingness and the ability to create effective long-term relationships (Athanasopoulou, 

2009; Bobot, 2011).  
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To guarantee sustainability of a business relationship, it is necessary that the 

partners present Positive Attitudes which demonstrate complete involvement in the 

relationship. To that end, three critical constructs are essential: Trust; Commitment; and 

Satisfaction. In accordance with several previous studies, these are the fundamental 

constructs that characterise and support the RQ (Anderson & Narus, 1990; 

Athanasopoulou, 2009; Bobot, 2011; Crosby et al., 1990; Dwyer et al., 1987; Moorman et 

al., 1992; Morgan & Hunt, 1994). 

The Partner Characteristics is a main construct that is characterised by Personal 

Characteristics and Organisational Characteristics. The first stress the role of the people 

participant in the relationship, which means, Leadership and Personal Social Capabilities. 

These constructs are not sufficiently developed in the RQ literature but they could 

characterise the quality of the relationship. 

On the other hand, the Organisational Characteristics of the companies involved, 

such as Power, Innovative Propensity and Organisational Social Capabilities are 

fundamental to the good management of the business relationship. For example, 

Organisational Social Capabilities is related with the organisational structure, social 

behaviour and history of the company. It is a new construct proposed to be included in the 

framework and is considered as having high relevance.  

The Innovative Propensity revealed by the companies is a construct that is not 

sufficiently developed in the RQ literature. The capability to create innovation on the 

product, on the operational organisation and on the managerial attitude toward change 

could characterise the quality of the business relationship and improve the 

competitiveness of the companies (Damanpour, 1991; M.-L. Chang et al., 2012; 

Subramanian & Nilakanta, 1996). 

Also significant is the Power manifested by the partner, the ability of one firm to 

influence the other (French & Raven, 1959). The way in which Power is managed by the 

companies is important to produce a positive effect. Usually, equal power produces more 

mutual concessions than unequal power, and this results in more frequent agreements 

(Powers & Reagan, 2007). 

The third main construct is Relational Coordination Processes that encourages the 

Proximity and Transparency of the partners in the relational processes. This main 

construct is considered by the both partners as the most facilitator of a high RQ.  
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Figure 50. The interconnections of RQ core constructs 

 

Source: author’s elaboration   

In the Proximity Relation Processes it is essential to promote adequate Relational 

Interdependence in which both partners recognize the benefits of their interacting 

relational exchange (Levine & White, 1961; Mohr & Spekman, 1994).  

The Partnership developed and an efficient Operational Interdependence are also 

decisive in promoting Proximity in the business relationship.  

To encourage Transparency in the Relational Processes, the Communication 

Capabilities demonstrated by the company are essential. This construct guarantees 

effective communication and enhances mutual understanding between collaborating 

partners, consequently helping to prevent unnecessary conflicts and facilitating conflict 

resolution as well (Lam & Chin, 2005). This is another new construct put forward in this 

framework that has relevance as facilitator of RQ. 
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However, the quality of the contents shared by the partners and perspective of 

sustainability in a long-term relationship could have relevance to describe the quality of 

the exchange relationship. 

To conclude, in order to uphold a business relationship, it is critical that both 

partners demonstrate Positive Attitudes to each other. Nevertheless, Trust, Commitment 

and Satisfaction are influenced by the Partner Characteristics, and also by the 

performance of the Relational Coordination Processes. On the other hand, if the Positive 

Attitudes of a partner are recognized, then the company could attend more to the 

Relational Coordination Processes. 

Also, these influence and are influenced by the Partner Characteristics. Depending 

on the individual competencies of the partners, the processes in which they relate can 

also be more efficient and promote advantages for both parties. The efficiency of the 

relationship between these constructs can be the facilitating driver for a high RQ. 

 

 

 

 

 





 

 

 

 

 

 

 

 

 

 

 

 

 

7. CONCLUSIONS AND IMPLICATIONS 
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7. CONCLUSIONS AND IMPLICATIONS 

 

 

7.1. Introdution 

The research topic on Relationship Quality (RQ) has been widely studied and 

analysed. Yet, it is not possible to find a consensus about which and how many constructs 

may express the meanings and facets of RQ (e.g., Chu & Wang, 2012; Skarmeas & 

Robson, 2008). Based on the systematic literature review carried out, six gaps were 

identified:  

First, the lack of consensus of the definition of RQ. Few definitions of RQ were 

identified and those that have been found have different perspectives;  

Second, the lack of studies on the relationship dyadic. The previous studies tended 

to analyse the relationship only from a single point of view of the relationship, the seller or 

the buyer. It is necessary to consider the perspective of all parties involved in a 

relationship in order to accurately grasp its nature; 

Third, in the few studies that address various aspects of the relationship between 

two partners in a business context, for example that of Athanasopoulou (2009), and other 

more recent studies analysed in systematic literature review, it was not possible to 

effectively find the major constructs related to RQ in a dyadic relationship; 

Fourth, there is a lack of identification of the moderator constructs acting on the 

connection between antecedents and RQ core constructs;  

Fifth, as far as we know, the absence of an aggregating framework of the main 

constructs able to describe the RQ of a dyadic relationship;  

Sixth, further studies need to be made concerning the inhibiting factors influencing 

RQ in an exchange relationship. 
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Taking into consideration the above mentioned gaps found in the literature, the 

following research questions arose:  

i) What are the core constructs used to conceptualize RQ?  

ii) What other constructs are employed? 

iii) In the context of the wine sector, is it possible to consider the same constructs 

or does it have context specificities?  

iv) Are there different perspectives with regards to the quality of a relationship 

between business partners?  

v) Finally, what are the facilitators and inhibiting factors which describe RQ in a 

B2B dyadic relationship? 

Following the above mentioned questions, several objectives were formulated:  

i) To undergo a systematic literature review which develops a framework 

showing the main constructs used to study RQ in different contexts;  

ii) To characterise the wine sector, in other words, our field of research;  

iii) To analyse how distributors and wine producers describe the relationship they 

have, and also which partner characteristics are valued the most; and  

iv) To understand the facilitating and inhibiting factors of RQ in a B2B dyadic 

relationship between distributor and producer. 

In order to achieve these objectives, a qualitative approach was employed. In-

depth interviews and the content analysis used to process the data allowed us to find true 

inner meanings and new insights, which could help achieve a deeper understanding and 

recommend new concepts related with our research topic (Aaker et al., 2010; Malhotra et 

al., 2005; Oliveira, 2012; Zikmund & Babin, 2010). So, the methodology was suitable in 

order to achieve the goals proposed in the research. 

This chapter advances with conclusions and implications and is divided in four 

major parts. Firstly, an overview of main findings is reported. Secondly, a discussion of the 

findings is developed. Thirdly, the theoretical and managerial implications of this research 

is presented; Finally, the last part, presents implications, limitations, as well as 

suggestions for further research. 
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7.2. Main findings 

This sub-chapter presents an overview of the main findings of the studies 

undertaken that contribute to bridge the gaps.  

7.2.1. Findings of the systematic literature review  

Through this research process, we examined the evolution of the RQ research in 

the period 1967-2014 by analysing the articles published in the major international 

journals. The analysis of the evolution of the research on this topic and its methodological 

characteristics permitted us to: observe the approach taken until the present time; 

describe the current state in this area; identify gaps in the research field in RQ; and 

provide ideas about where it may proceed to in the future. Therefore, based on the 

findings, we can come to the following six main conclusive points: 

First, it was possible to identify which concept definition of RQ we have at the 

present time. Many authors have worked on this topic, but we have a few definitions that 

support the concept. (Dwyer et al., 1987; Kumar et al., 1995; Skarmeas & Robison, 2008). 

We found that there is a lack of consistency concerning the RQ concept which does not 

allow us to use a strong and unique model to measure the quality of the relationship 

between both parties.  

However, the definition of RQ with more consensus is that it is a higher order 

construct made of several distinctive, although related, constructs or dimensions, 

promoting a global appraisal to describe and assess the nature, climate, depth, health and 

wellbeing of the inter-organisational relationship, between two parties (e.g., De Wulf, et 

al., 2001; Dorsch et al., 1998; Lages et al., 2005; Rauyruen & Miller, 2007; Walter et al., 

2003). 

Second, in a group of 18 different theories that were identified in the systematic 

literature review, four main theories emerged: Social Exchange, Resource-based, 

Transaction Cost and Resource Dependence. What these theories have in common is 

that they underline the importance of the relational behaviours of both parts in the 

business developed by their companies (Gummesson, 1998). These behaviours are 

influenced by external factors and their partners. The quality of the exchange relationships 

established results in a superior capability of each company in ensuring its sustainability in 

the market (Chu & Wang, 2012; Nyaga & Whipple, 2011; Rindfleisch & Heide, 1997).  
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Third, we have classified a large range of RQ constructs which have been used to 

measure a dyadic exchange relationship. The RQ framework proposed represents the key 

constructs used in this research field. As Antecedents, the major constructs are Expertise, 

revealed by the parties, and Communication Orientation, which encompass goods and 

services. In relation to the Core RQ constructs, the most commonly used are Trust, 

Commitment, and Satisfaction, which is in accordance with the previous existing RQ 

literature. The two Outcome constructs used more frequently are Recommendation 

Loyalty and Performance.  

We also identified that the Moderating variables most frequently used were: 

Product Category, Availability of Alternatives, Environmental Uncertainly and Duration of 

Relationship. Usually, the moderating construct is observed only in the link made between 

the Core RQ construct and the Outcome construct. In previous studies, we did not find a 

consensus concerning this topic. The dimensions and constructs depend on the context 

and tend to change over time. Nevertheless, the mentioned constructs seem to emerge as 

the most analysed and applied.  

Fourth, we have described and analysed how the RQ construct has been 

measured and operationalised in the research field, and with which dimensions. The 

empirical studies are predominant in the methodologies applied. The most commonly 

used data collection technique is the survey, applied in most cases to one individual of 

one of the sides of the relation. In B2B relationship studies, the major informants were 

usually the CEO or General Manager, the Purchasing Manager, the Owner or a Top 

Executive. This represents a critical gap in relation to the reliability of the information used 

to describe a relationship with other companies, when in fact other partners could also 

have significant input. 

Fifth, the current study analyses the perspectives and the contexts used more 

repeatedly in previous studies taking into consideration: the type of market, relationships, 

and perspectives. When the exchange relationship is a B2B, the majority of the studies 

analyses organisations related with industrial goods and takes into consideration the 

perspective of the buyer. There are few cases that analyse a dyadic perspective. In 

situations of B2C, companies related with the product market are analysed, but only from 

the perspective of the buyer.  
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Lastly and considering that this is the aim of this systematic literature review, this 

study offered the possibility of building a conceptual framework based on the constructs 

mostly referred to in the previous literature. This framework represents a dyadic 

perspective between two parties in their overall relationships, and not just in typical 

exchange situations. The framework is divided into four parts, which identify the RQ Core 

Constructs, the RQ Antecedents, RQ Outcomes and potential Moderators that could have 

an influence in the relation between all constructs. 

In sum, this research examined the evolution of the RQ research in articles 

published in the major international journals, which allowed us to further deepen our 

knowledge on our topic. The analysis of the results permits us: to observe the 

methodological approach adopted until the present time; to describe the current state in 

this area; to identify gaps in the research field; and to provide ideas about where it may 

proceed in the future. 

7.2.2. Findings of study one - Exploring the attitudes of bottled wine 

distributors towards wine producers in the Portuguese wine sector 

This study served as our first approach to the observation field and aims to explore 

the attitudes of distributors towards producers in the Portuguese wine sector. Such 

attitudes are manifested by the distributors’ behaviour intentions (Ajzen & Fishbein, 1977), 

thus having consequences for both producers and customers. 

After determining the definition of a conceptual framework on RQ, with this study 

we wanted to understand how it works, with real participants, in an exchange relationship 

between two business partners. The research was carried out in the perspective of the 

distributors, who made it clear to us which were the more valued constructs in the 

business relation with its main supplier. The results led us to the following main 

conclusions: 

i) From the distributors’ perspective, its relationship with wine producer is 

described based on six main attitudes: Long-term Relationship; Cooperation; 

Interdependence; Product Quality; Trust; and Brand Image. These facets are 

fundamental in establishing and maintaining a competitive business 

relationship with the producers, which contribute towards the success of both 

parties in the market; 

ii) The most valuable construct to measure the RQ is Interdependence, which 

ensures an efficient coordination by both parties, as a whole. The distributer 
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highlights the importance of the both parties working closely, performing in the 

market as an extension of each other;  

iii) The second facet is the Long-term Relationship related with the perception of 

stability of the business relationship. This facet represents the sustainability of 

the distributor’s work in the future. It is important for the distributor to feel that 

it is worth keeping the relationship and that it is added value for both partners; 

iv) Afterwards, of equal importance, Product Quality and Brand Image are 

emphasized. The first is related with quality features of the product that we 

can taste and see and are intrinsic, such as the wine region of origin.  

For the distributor, the importance of the Brand Image is associated with 

notoriety and added-value to the wine bottle conveyed by the label. For the 

quality of the relationship, it is important to feel that both are investing in 

building this brand image;  

These aspects are presented as antecedents of the RQ, therefore important in 

promoting a business relationship.  

v) Another aspect of great significance in the RQ is Cooperation developed 

between the partners, which influences their product and market strategies. It 

pertains to jointly building value for the brand by developing strategies, 

products and concerted actions for the market; 

vi) Of equal importance to the distributors is Trust. Usually this construct is 

classified as a Core RQ construct, essential for developing quality relationship. 

For the distributor, it is crucial that the relationship is based on honesty, 

transparency and competency, which are all features of this construct; 

vii) Other aspects mentioned to were Commitment and Conflict, which describe 

the relationship in terms of maintenance and efficiency. 

Understanding how specifically the relationship distributer/producer works in the 

wine market will improve the competitiveness of distributors and wine producers 

(Anderson & Narus, 1990). It is worth noting the importance of the managers’ capability to 

interpret and create meanings with significance for the partners, to influence customer 

expectations and build strong relations with them beyond the traditional customer 

satisfaction (Crosby et al., 1990; Fournier, 1998; Iglesias & Bonet, 2012; Kotler, 2000). 
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It has become increasingly difficult to guarantee the level of customer satisfaction. 

Perceiving how to develop relationship strategies that go beyond traditional marketing, will 

help to strengthen the RQ with the customer and therefore sustainably develop loyalty and 

profits.  

7.2.3.  Findings of study two - The facilitators and inhibitors of RQ, between 

producer and distributor in the wine sector 

This research represented an in-depth examination of the core constructs that 

describe the RQ in an exchange relation between distributors and wine producers. To 

ensure a dyadic perspective of the relation, we went into the research field where we 

listened to both participants of the relationship. After the implementation of a content data 

analysis of the information gathered, a data clustering model was developed in order to 

organize the large number of constructs resulting from the content analysis. This 

illustration helps understand the main constructs that describe the RQ.  

The main conclusions of this study are the following: 

i) The main features of the relation with high RQ. In a more quantitative 

analysis, for the majority of the distributors and producers, the business 

relationships that they considered with higher RQ are those lasting more than 

five years and represent the largest share of their turnover. 

 

ii) New potential constructs were identified, which were not mentioned in the 

previous research: Relational Interdependence, Leadership, Personal Social 

Capabilities, Organisational Social Capabilities, Communication Capabilities 

and Innovative Propensity. These constructs could correspond to specificities 

of the wine sector.  

 

iii) The facilitators of RQ in a dyadic relationship perspective.  

Third-order constructs 

By analysing the third-order constructs, it is important to acknowledge that to 

ensure a high RQ, it is crucial to take more notice of Relation Coordination 

Processes. In other words, it is imperative to observe the manner in which the 

relational processes that sustain the relationship are efficient.  
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Second-order constructs 

At this level, we can see the need of ensuring Proximity Relation Processes 

and Transparency Relation Processes that support the business relationship. 

Of equal importance are the Organisational Characteristics of the partner and 

the Attitudes that support their behaviour. 

First-order constructs  

The constructs most cited to by the participants are: Relational 

Interdependence, Communication Capabilities, Trust and Partnership. 

When we analyse the dependence between samples, we can conclude that 

there are no significant differences between producers and distributors. That 

is, the frequency with which categories are mentioned is not dependent on 

whether we are talking to distributors or producers. 

The Relational Interdependent construct is also the most mentioned by both 

groups, followed by the Communication Capabilities construct, more 

frequently mentioned to by the distributors, and the Organisational Social 

Capabilities construct slightly more cited to by producers.  

Both groups also employ more words relating to the Relational 

Interdependence construct. 

 

iv) The inhibitors of RQ in a dyadic relationship perspective.  

Third-order constructs 

Through the observation of the results, we can conclude that Relational 

Coordination Processes is the main construct which more respondents, from 

both groups, indicated as being an inhibitor of RQ.  

Another relevant factor that represents a bad RQ is the lack of Positive 

Attitudes during the business relationship.  

Second-order constructs  

In the opinion of both groups, the lack of Transparency Relation Processes 

between the partners could contribute to the termination of the relationship.  

Secondly, other significant constructs are: Attitudes and Emotions, given more 

relevance by the producers; Proximity Relation Processes and Organisational 

Characteristics, given more relevance by the distributors. 

First-order constructs  

Almost all respondents make reference to the lack of Long-term Relationship 

Sustainability as an inhibitor of the RQ. 
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This negative reference is followed by the lack of Satisfaction, with more 

relevance given to it by the producers, followed by Relational 

Interdependence, being more significant for the distributors. 

When we analyse the dependence between samples, we can conclude that 

there are no significant differences between producers and distributors. In 

other words, the frequency with which categories are mentioned is not 

dependent on whether we are talking to distributors or producers. 

In relation to the amount of references made by the respondents, the lack of 

Long-term Relationship Sustainability is the main construct with more 

relevance given to it by the producers, while distributers give more 

significance to Relational Interdependence. The same occurred in relation to 

the amount of references or words used to refer to these constructs. 

 

v) The main sub-constructs and sub-categories of first-order constructs that 

are facilitators of RQ. 

Accompanying the Business Relationship is the sub-construct most 

mentioned as being a facilitator of RQ. Its sub-categories are Business Follow-

up, Work Proximity and Communication frequency. 

Content Relevance is the second sub-construct more mentioned to by the 

respondents. It is mainly supported by the sub-categories Transparency and 

Information Sharing in the communication between the partners. 

Cooperation is the third sub-construct more cited to and its sub-constructs 

underline the importance of a common Strategic Alignment, Project 

Development and Work Process between the partners. 

Collaboration, similar to Cooperation, is also one of the main sub-constructs. 

It is supported by the sub-categories Collaborative Support, Operational 

Coordination and Operational Adaptation. 

Organisational Capabilities is an important sub-construct supported by the 

sub-categories Quality Sales Team, Commercial/Marketing Structure and 

Organisational Structure. 

Affective Commitment is a crucial sub-construct that includes the sub-

categories Belonging and Involvement. 

Negotiation Power is a relevant sub-construct sustained by the sub-

categories Partner Shareholder, Turnover Dimension and Distribution 

Specialisation. 
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Relationship Facilitators is a sub-construct that could create differentiation 

between the sector players. It is supported by Straightforwardness, 

Accessibility and Mutual Knowledge of the partners. 

Proactive Attitude is also a significant sub-construct that is mainly upheld by 

the sub-categories Proactivity and Dynamism.  

Others sub-constructs and sub-categories are essential to understanding the 

facets that are facilitators of a high RQ, but these previously mentioned are 

the most pertinent. 

Overall, when comparing the groups of respondents who refer to the facilitating 

factors and those that mention the inhibiting factors of the RQ, we noted that the 

facilitators of higher quality are not the same as those that contribute to a poor quality. 

The first-order constructs pointed out by the majority of respondents as 

contributing to good RQ are: Relation Interdependence, Communication Capabilities, 

Trust, Partnership and Organisational Social Capabilities. On the other hand, the 

construct indicated by more respondents as contributing to a bad RQ is the lack of 

perspectives for Long-term Relationship Sustainability. 

 

7.3. Discussion of the findings 

This sub-chapter is dedicated to the discussion of the findings in light of what we 

found in previous studies.  

7.3.1. Discussion of the systematic literature review  

The last literature review about RQ was published by Athanasopoulou (2009), 

which focused on research produced between 1987 and March 2007. Our study aims to 

broaden the analysis and update the main previous studies, so as to have a more detailed 

picture about the current "state of the art" research on RQ. 

The concept of Relationship 

Basing ourselves on several different perspectives of the relationship concept, we 

are able to propose a more comprehensive and concise definition, that is, a B2B 

relationship may be defined as repeated exchanges among interdependent partners, that 

are committed to developing interactions with a long-term perspective allowing for positive 

results for both (Bobot, 2011; Crosby et al., 1990; Dwyer et al., 1987; Fournier, 1998). 
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When partners know each other, they learn continuously and adapt to each other’s 

context, then the meanings of their actions make the relationship unique and play an 

important role in reducing uncertainly to the future of their relationship (Bobot, 2011; 

Crosby et al., 1990; Dwyer et al., 1987; Dyer & Singh, 1998; Fournier, 1998; Hammervoll, 

2012; Johnson, 1999; Rauyruen & Miller, 2007). 

The RQ concept 

This research allowed us to identify and ascertain the definitions of RQ spread 

throughout the literature, which reveal different points of view (Skarmeas & Robison, 

2008). Nevertheless, what the different approaches have in common is the idea that RQ 

concept could not be defined by a single dimension (Johnson, 1999). 

We present a new definition that aggregates the different concepts. Therefore, RQ 

is as a higher order construct made of several distinctive, although related, constructs and 

promotes an overall assessment used to describe and measure the nature, atmosphere, 

depth, health and wellbeing of the inter-organisational relationship between two parties 

(e.g., De Wulf et al., 2001; Dorsch et al., 1998; Lages et al., 2005; Rauyruen & Miller, 

2007; Walter et al., 2003). 

The main antecedent constructs 

Expertise and Communication Orientation are the antecedents more frequently 

cited in the in the literature (Crosby et al., 1990; H. Chang et al., 2012; Hennig-Thurau, 

2000; Morgan & Hunt, 1994; Palmatier et al., 2006, 2007). 

As a new addition, we present definitions of these constructs which aggregates 

different concepts that we found in the literature: Expertise, perceived or transmitted, 

relating to the knowledge, experience, competence and capabilities to deliver or receive a 

product (Crosby et al., 1990; Hennig-Thurau, 2000; Huber et al., 2010; Park et al., 2010); 

Communication Orientation, mostly related with the amount, frequency, and quality of the 

information shared between exchange partners, which helps resolve problems, align 

goals, and explore opportunities (Crosby et al., 1990; Fynes et al., 2008; H. Chang et al., 

2012; Morgan & Hunt, 1994; Palmatier et al., 2006, 2007).  

The main RQ core constructs 

The results of the systematic literature review indicate that Trust, Commitment and 

Satisfaction are the main core constructs of RQ. These results are consistent with the 
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majority of the studies which consider that they are the highest level of relational bond and 

are an indispensable part of successful relationships (Dwyer et al., 1987; Gundlach et al., 

1995). 

For the first time, we present a table of the definitions found in previous studies 

and concepts that aggregate different approaches: Trust has three essential 

components/dimensions: (i) the belief that the relationship partner will show benevolence 

in his or her actions; (ii) honesty, which means that the trusting party relies on the 

relationship partner to be credible; (iii) the belief that the relationship partner has the 

competence to act in benefit of the relationship (Andaleeb, 1996; Anderson & Weitz, 1992; 

Doney & Cannon, 1997; Fynes et al., 2005; Ganesan, 1994; Ganesan & Hess, 1997; 

Geyskens et al., 1996; Kumar et al., 1995; Moorman et al., 1992; Nguyen & Nguyen, 

2010; Vidal, 2012); Commitment occurs when both parts have mutual motivation and 

make an effort to ensure and maintain an on-going relationship, which is defined as being 

very important for both (Anderson & Weitz, 1992; Bobot, 2011; Fullerton, 2003; Moliner et 

al., 2007a, 2007b; Morgan & Hunt, 1994; Stanko et al., 2007); Satisfaction represents a 

positive affectivity or emotional evaluation resulting from the overall appraisal of the 

meaning and experience in the development of the relationship with other partners 

(Anderson et al., 1994; Anderson & Narus, 1984; Crosby et al., 1990; Dwyer et al., 1987; 

Oliver, 1999; Verhoef et al., 2002), and future performance (Anderson et al., 1994). 

The main outcome constructs 

Recommendation and Loyalty, followed by Performance are the outcomes that 

have been more researched in the previous literature (Cater & Cater, 2010; De Wulf et al., 

2001; M.-L. Chang et al., 2012; Rauyruen & Miller, 2007). 

As a novelty, we present definitions of this constructs which aggregate different 

concepts that we found in the literature: Recommendation and Loyalty which entails the 

level of the psychological involvement, attitudinal advocacy and willingness to positively 

recommend the other company to other opportunities and translates the loyalty between 

the parties, (Alejandro et al., 2011; Cater & Cater, 2010; De Wulf et al., 2001; Rauyruen & 

Miller, 2007); Performance reveals the assessment of economic and non-economic 

results promoted by the relationship (Bloemer et al., 2013; .M.-L. Chang et al., 2012; 

Thomas et al., 2006). 
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The main moderate variables 

Availability of Alternatives and Product Type/Category are the moderators more 

frequently employed in the literature. The first describes the quality of the best alternative 

exchange relationships (Anderson & Narus, 1984; Thomas et al., 2006); and the second is 

related with the complexity, standardization and/or involvement promoted by the key 

aspects of the product (De Wulf et al., 2001; Tsao & Hsieh, 2012). 

The literature review highlights the moderator’s intervention in the interaction 

between Outcomes and Core RQ (Johnson et al., 2004; Leonidou et al., 2013; Nguyen & 

Nguyen, 2010; Song et al., 2012; Walter et al., 2003) or between Core RQ and 

Outcomes.(e.g. Fynes et al., 2008; Palmatier et al., 2006; Tsao & Hsieh, 2012). This 

reveals a gap because the previous research did not considered their influence on the 

connections between the Antecedents and RQ Core constructs, and also their effects on 

the Outcome constructs. 

A detailed framework  

This study allows us to build a conceptual framework that integrates Antecedents, 

RQ Core Constructs, Outcomes and Moderators. This framework is more up-to-date than 

those presented in previous studies (Athanasoupoulou, 2009). 

As a novelty, our framework (see Figure 10, page 44) shows a detailed 

representation of the constructs acting as Antecedents, core RQ, outcomes, and 

moderators. The framework also intends to show a dyadic perspective between two 

parties in their overall relationships. 

To sum up, this systematic literature review gives a complete overview of major 

significant research already produced in relation to RQ. So, it was possible to clarify some 

key concepts and understand the main gaps of interest because of its importance to the 

scientific community. We concluded this study by presenting an important conceptual 

framework that synthesizes how the categories of constructs work in an exchange 

relationship. 
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7.3.2. Discussion of study one - Exploring the attitudes of bottled wine 

distributors towards wine producers in the Portuguese wine sector 

Following the literature review and the proposed conceptual framework, the 

research went on to carry out an exploratory approach.  

The first exploratory study had as its purpose to understand the facets of the 

bottled wine distributors towards the wine producers in the Portuguese wine sector. 

Through it, were able to identify the most valuable facets acknowledged by the wine 

distributors used in the assessment of the RQ between them and the wine producers. 

Interdependence between the partners 

For the distributor, the level of interdependence built with the producer is the most 

relevant construct describing the RQ of the business relationship. They want to feel that 

both parts work closely to define strategies, coordinate actions and resolve problems. The 

distributor believes that it is important to work as an extension of the producer. In this type 

of relationship, both firms acknowledge that each is dependent of the other and any loss 

of autonomy will be equitably compensated through the expected gains (Levine & White, 

1961; Mohr & Spekman, 1994). The producers have the know-how to make quality wines 

and the distributors have the know-how to make the bottle reach the final consumer. They 

are in a better position to understand what the consumers are demanding. This is in 

agreement with Gundlach and Cadotte (1994), for whom Interdependence is related with 

the magnitude and structure of the dependence of both parties on each other. 

Long-term relationship 

This is the second construct most cited by distributors as describing a high RQ. For 

them, two or more years are necessary to build a wine brand in a market due to the fact 

that it requires a lot of work and financial investments. So, it is important that the partners 

have a vision of relationship continuity to ensure the business sustainability. This 

construct creates the conditions for the parties to build value to the wine brand, that 

consequently uphold advantages for both partners. This idea is in accordance with 

Ganesan (1994) and Mysen and Svensson (2010) for whom the sustainability of a 

business relationship requires a vision of continuity of the relation. 
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Cooperation 

This is also one of the construct most frequently mentioned by distributors. They 

consider that their work is not restricted to purchasing and selling, but also accompanying 

the producers from production until the channel market. For the distributors, it is essential 

to feel that they share the market strategy and make common decisions with the 

producers. So, a business relationship based on a willingness of one organisation to work 

with another (Payan & Svensson, 2007) is more efficient in the market operations, 

improves product/process innovations (Carr & Pearson, 1999) and achieves economic 

advantages for both parties (Carter et al., 2000; Rao et al., 2006). 

Trust 

To ensure the RQ of the exchange relationship, distributors consider that it is 

crucial to have a solid foundation of Trust with absolute transparency and honesty with the 

producer. For them, this facet is the guarantee that both partners share the same values 

and business perspective. This confirms that Trust encompasses positive expectations 

regarding the partners' intentions or behaviour (Rousseau et al., 1998), and their 

competence, integrity, and benevolence (Mayer et al., 1995). 

Although the Trust construct is not one of the most cited, it is considered crucial 

which is in accordance with the perspective that it is the “cornerstone” needed to maintain 

the expectation of a long-term relationship (Crosby et al., 1990; Doney & Cannon, 1997; 

Dwyer et al. 1987; Garbarino & Johnson, 1999; Johnson & Grayson, 2005; Morgan & 

Hunt 1994; Palmatier et al., 2006; Sharma & Patterson, 1999; Swan et al., 1988).  

Product Quality and the Brand Image 

These constructs are also significant for distributors. Nevertheless, the perspective 

is that they work as antecedents in developing an exchange relation with a producer. The 

intrinsic quality of the wine, its consistency, and the region of origin are factors assessed 

by distributors before starting a relation.  

In addition, the Brand Image represented by the producer, its value and notoriety 

for the consumer, requires the appraisal of the distributor before deciding on whether to 

establish a relationship with a producer. For the distributor, it is important to understand 

the producer’s corporate image and his capability to invest in the brand building. 
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These two constructs could be identified in the literature review as Product Value, 

related with their usefulness to fulfil the distributor’s needs (Chiu, 2009). 

To conclude, the constructs described by this study are in agreement with the 

conceptual framework of the systematic literature review. However, the identification of 

these six facets as the key to ensuring the RQ is in partial contrast with it. In the literature 

review, the constructs Trust, Commitment and Satisfaction are viewed as being 

fundamental in describing and supporting the RQ (Anderson & Narus, 1990; 

Athanasopoulou, 2009; Bobot, 2011; Crosby et al., 1990; De Wulf et al., 2001; Dwyer et 

al., 1987; Kumar et al., 1995; Lages et al. 2005; Moorman et al., 1992; Morgan & Hunt, 

1994; Palmatier et al. 2006; Sun, 2010). 

The emergence of a new group of key constructs facilitators of high RQ represents 

the main novelty of this study. This brings Interdependence and Long-term Relationship 

constructs into the spotlight, which according to the literature review, played a secondary 

role. These constructs are essential in ensuring a high-quality relationship. 

To conclude, the facets revealed in this research stress the idea that a proactive 

effort of achieving strong relationships proves to be successful in the development of 

loyalty, competiveness and in promoting profits (Athanasopoulou, 2009; Bobot, 2011; 

Crosby et al., 1990). Nevertheless, it provides a primary contrast between what is 

described by previous literature and what is transmitted to us directly by the participants of 

a business relationship. However, we must point out that this first study has only listened 

to one of the interested parties in the relationship. 

Moreover, it is important to refer that after these conclusions, we are aware that 

the theoretical field of research is very broad to be understood in a single study and that 

more research will be necessary. Thus, study two focused on the facets of the RQ, and 

suggested as future research, the analysis of the Antecedents and Outcomes of the RQ. 

The reason behind this lies in the amount and complexity of the data collected. In fact, a 

more in-depth analysis is associated with focusing on a key theme and not on a range of 

themes. 
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7.3.3. Discussion of study two - facilitators and inhibitors of RQ, between 

producer and distributor, in the wine sector 

The second study applied in-depth interviews. The main intention was to conduct a 

thorough analysis of the relationship between producers and wine distributors, therefore 

identifying the facilitators and inhibitors constructs of the RQ. We intended to develop a 

dyadic perspective of the relationship, and thus overcome a lack of studies exploring the 

perspective of both business partners in an established commercial relationship. 

The main characteristics of a relation with high RQ 

The exchange relationship with high RQ is characterised as lasting more than five 

years and represents a significant part of the turnover share of the companies. These 

features highlight the aspect that to consider a business relationship as valid, a repeated 

exchange is required so as to ensure effective long-term relationships with positive results 

for both partners (Athanasopoulou, 2009; Bobot, 2011; Fournier, 1998; Fynes, de Búrca, 

& Voss, 2007).  

Hence, longer lasting business relationships are associated with high RQ. This 

means that the partners had the capability of retaining the appropriate exchange, and of 

developing quality relationships which could result in advantages for both partners (e.g., 

Cannon et al., 2010; Gummesson, 1997; Hammervoll, 2012; Jap et al., 1999; Johnson, 

1999; Nyaga & Whipple, 2011; Rauyruen & Miller, 2007; Vargo & Lusch, 2004; Wagner et 

al., 2010). 

The facilitators of RQ in a dyadic relationship perspective 

Third-order construct 

To assure a high RQ, it was first of all necessary to guarantee the quality of the 

Relational Coordination Processes in which the relationship is being developed. This 

construct emphasizes the viewpoint that a relationship is a unique set of practices and 

routines that support a relation exchange among organisations (Dwyer et al., 1987; 

Fournier, 1998; Johnson, 1999; Rauyruen & Miller, 2007). 

However, to describe a high RQ, the Partner Characteristics and the Positive 

Attitudes presented by the companies, are also relevant, but in second level of 

importance. This perspective is different from the RQ literature, which focuses its attention 

mostly on Trust, Commitment and Satisfaction (Crosby et al., 1990; De Wulf et al., 2001; 
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Kumar et al., 1995; Lages et al., 2005; Palmatier et al., 2006; Sun, 2010). In our research, 

these constructs are classified as first-order constructs and they are related with the third-

order construct Positive Attitudes revealed by the partners. 

 

Second-order construct 

Ensuring that the Relational Coordination Processes are efficient requires a high 

level of Proximity Relation Processes in which the partner is in constant closeness to 

the business partner. For producers and distributors, this is the second-order construct 

most cited as describing a high RQ. This relationship allows the partners to create their 

own unique meanings of the activities carried out. These same meanings have an active 

inter-influence in the dynamic building of the dyadic relationship and an important role in 

reducing uncertainly (Bobot, 2011; Crosby et al., 1990; Dwyer et al., 1987; Fournier, 

1998). 

In a second level of importance for the respondents are the constructs 

Transparency Relation Processes, Organisational Characteristics and Attitudes of the 

partners. These constructs help to explain a high RQ. Yet, the RQ literature only focuses 

their attention on the Attitudes related with Trust and Commitment of the partners 

(Anderson & Narus, 1990; Athanasopoulou, 2009; Bobot, 2011; Crosby et al., 1990; 

Dwyer et al., 1987; Moorman et al., 1992; Morgan & Hunt, 1994). 

 

First-order constructs  

The constructs more cited by the respondents could be organised in two groups. 

The first group is comprised of the most cited constructs, which were considered as being 

essential in a high RQ: Relational Interdependence, Partnership, Communication 

Capabilities, Organisational Social Capabilities and Trust. The other group is composed of 

second more cited constructs: Communication Contents, Power, and Commitment. 

However, other less cited constructs could also be considered relevant. 

Comparing the results of this study with those of study one, we can observe that its 

main constructs (Long-term Relationship; Cooperation; Interdependence; Trust; and 

Brand Image) were also identified herein.  
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i) Relational Interdependence 

For producers and distributors, promoting the proximity of the partners requires a 

high Relational Interdependence between them, in the manner in which the relationship 

is conducted. This construct seeks to create a relational proximity between the people 

involved in the business relationship in companies and sometimes leads to non-

professional friendships. These partner behaviours are in agreement with Crosby et al. 

(1990), who highlight the importance of an intensive follow-up contact that generally 

produces a strong buyer-seller bond. In this kind of relationship, both parties are aware of 

the advantages of interdependence, which provide benefits greater than either could 

attain singly (Levine & White, 1961; Mohr & Spekman, 1994). 

We would like to bring to mind that this construct was already identified as having 

the same level of importance by the distributors participating in the first field research. 

ii) Partnership 

Establishing a Partnership, where both parties walk “side-by-side” and together 

build and give value to the brand, is also important in promoting relation proximity of the 

processes. Partnerships can give access to others resources, competencies and help in 

strategic and management decisions (Dwyer & Oh, 1987; Porter & Roach 1996; Powell, 

1987; Rindfleisch & Heide, 1997; Williamson, 1979). This business relation emphasises 

the idea of Buzzell and Ortmeyer (1995), for whom the adversarial relationships of the 

past, between channel players and their suppliers, give way to cooperative partnerships in 

which both try to improve a better flow of information and joint efforts of brand promotion 

in the market. This perspective is also in accordance with Mohr and Speakmen (1994), 

who consider that the formation of partnerships between firms is becoming an increasingly 

common way for firms to find and maintain competitive advantages in the market place. 

iii) Communication Capabilities 

The Communication Capabilities revealed by the company participants is 

essential in promoting Transparency Relation Processes, and consequently better 

Relational Coordination Processes. In a business between distributor and producer, a 

good quality relationship is when the other part is present, without being noticed. And 

when they do make themselves felt, it is to help the other part by having a proactive 

attitude and resolving potential problems. It is the case in which the partners manifest 

proactivity in promoting the rotation of the partner’s stocks. In addition, the partner 
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presents a relational behaviour that is characterised by the availability to participate in 

events and listen to, understand and discuss suggestions of the other. 

This construct is in accordance with Browning et al. (2012), for whom 

communication is fundamental in promoting understanding, knowledge, coordination of 

activities and improving problem solving. However, the RQ literature does not sufficiently 

consider the importance of interpersonal communication. 

iv) Communication Contents  

This facet, underling that the relevance of the contents share with the partner and 

the relevance of the participants that intermediate the communication between the 

companies, is essential to facilitating RQ.  

Sharing pertinent information for the business relationship, conveying transparency 

and objectivity, characterises a high RQ. An idea subscribed by Mohr and Spekman 

(1994) and MacNeil (1981), for whom ensuring a successful business signifies having an 

accurate and relevant communication sustained by honesty. Producers and distributors 

considered that sharing information is a responsiveness of both, which is in agreement 

with Ramasamy, Goh, and Yeung (2006). 

But if the content is considered important, so is the quality of the interlocutors. 

Talking with the right person that has authority to deal with the matters at hand means that 

both have some authority in the subject and that mutual understanding exists. For Lam 

and Chin (2005) these aspects are essential to communicating the objectives, needs and 

prevent potential situations of conflict. 

To ensure an efficient communication between companies, the partner must 

interact with different levels or managers of the other partner, which is consonant with 

Lages et al. (2005). 

v) Trust 

Trust is a relevant construct that contributes to the promotion of Positive Attitudes 

demonstrated by the partners in the relationship. For them, a relationship based on trust 

and empathy makes all the difference in the business world nowadays. This is in 

accordance with Bart et al. (2005), for whom trust requires a party’s willingness to accept 

vulnerability, with an expectation or belief that it can rely on the other party. 
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For both participants, it is important that the business be based on a trustworthy 

relationship, described by benevolence, honesty and also competence. Both partners 

must believe in the goodwill and credibility of the other. They must be sure that the partner 

always contributes towards the success of the business relation (Andaleeb, 1996; 

Anderson & Weitz, 1989; Doney & Cannon, 1997; Fynes et al., 2005; Ganesan, 1994; 

Ganesan & Hess, 1997; Geyskens et al., 1996; Kumar et al., 1995; Moorman et al., 1992; 

Nguyen & Nguyen, 2010; Vidal, 2012). 

Despite being significant, Trust is not presented as the main construct in ensuring 

a high RQ. However, we agree with the majority of the authors that classified this 

construct as being critical to the success of the relationship. This signifies having 

confidence in a partner’s reliability and integrity (Crosby et al., 1990; De Wulf et al., 2001; 

Doney & Cannon, 1997; Dwyer et al. 1987; Garbarino & Johnson, 1999; Ganesan 1994; 

Huntley, 2006; Johnson & Grayson, 2005; Morgan & Hunt 1994; Palmatier et al., 2006; 

Schurr & Ozanne, 1985; Sharma & Patterson, 1999; Swan et al., 1988). 

vi) Commitment 

Both groups of respondents described that a high RQ reflect high commitment 

between the partners. Nevertheless, of the three sub-construct indicated, the most cited 

was Affective Commitment. The participants described that in a quality relationship the 

partners work with high involvement and feeling of belonging with the other. They feel they 

are part of a common project and both work towards its success. 

The results are pursuant to the RQ literature. The partners are committed when 

they consider the relationship so important that it is worth making the maximum effort to 

maintain it indefinitely (Dwyer et al., 1987; Gundlach et al., 1995; Moorman et al., 1992; 

Morgan & Hunt, 1994). 

Despite the results of this study not being in accordance with the authors that 

defined Commitment as the highest level of bond of a successful relationship (Dwyer et 

al., 1987; Gundlach et al., 1995), this construct is integrated in the second group of the 

most cited as being a facilitator of RQ. 

vii) Organisational Social Capabilities 

This is another construct that has a fundamental role in Organisational 

Characteristics and stresses the significance of Partner Characteristics in facilitating the 

RQ in an exchange relationship. The resources, competences, the partner’s history and 
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the capacity to promote social events are Organisational Social Capabilities that have a 

direct impact on RQ of the business relationship under development (Tan & Ndubisi, 

2014). Being a company that delivers solutions and not one that leaves things unresolved, 

or on standby, has a lot of influence on the business partner. To ensure this capacity, the 

partner must be portrayed by the professionalism of its organisational and commercial 

structure, by the company reputation and the capacity to create social events with clients. 

These events are important in the promotion of the brand image and the development of 

relational links with all participants.  

viii) Power 

The majority of the respondents considered Power as a facilitator of RQ. They 

stress two main sub-constructs related with it, the Negotiating Power and the Brand 

Power. The first underlying characteristics of the other partner that are considered critical 

for them: the level of specialization in the distribution; the turnover share that the partner 

represents; and if the partner is a shareholder.  

The Brand Power also highlights characteristics of the partner. It is related more 

with reputation of the corporate brand of the producer and with the dimension and quality 

of the brand portfolio of the partner.  

This construct described by the participants is congruent with the RQ literature 

which defines power as the influence of one part in relation to the other part (Anderson & 

Narus, 1984), such as, a firm’s ability to control the decision variables in the distribution 

strategy of another partner (El-Ansary & Stern, 1972; Sanzo et al., 2003; Wilkinson, 

1979). What we observed is that in quality relationships, power is used to ensure mutual 

concessions, which is in agreement with Thomas et al., (2006) and H. Chang et al. (2012). 

Sub-constructs and Sub-categories 

When we observed the more detailed results, two of them claim our attention; 

Accompanying the Business Relationship and Content Relevance. The first is 

supported by the sub-categories Business Follow-up and Work Proximity. The other is 

related more with the Transparency in the way how the partners share exchange 

information. These facets stress the attention revealed by the respondents to the business 

managing processes of the partners 
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Despite the fact that the construct Content Relevance has already been explored 

by the RQ literature (Anderson & Narus, 1990; Anderson & Weitz, 1992), Accompanying 

the Business Relationship is a new facet not yet explored and is a RQ facilitator. 

The inhibitors of RQ in a dyadic relationship perspective. 

The lack of Long-term Relation Sustainability is the construct most mentioned 

as being an inhibitor of the RQ. This occurs when one part feels insecure or when there is 

a risk of the business partner not complying with the agreement, either in terms of 

payments or in terms of implementation of marketing strategies. In either case, the 

construct does not transmit the vision of continuity of the relation (Mysen & Svensson, 

2010). 

Another construct described as having poor RQ is the lack of Relational 

Interdependence. This occurs when there is disengagement between the producer and 

distributor, in other words, when one partner does not know what the other is doing. In this 

case, the companies do not perceive mutual benefits from interacting and they do not join 

forces to achieve mutually beneficial goals (Levine & White, 1961; Mohr & Spekman, 

1994). 

The lack of Communication Capabilities is another construct cited by 

respondents as having a poor RQ. It occurs when a partner feels that the other is not 

open to listening nor discussing suggestions. This kind of behaviour is contrary to the 

perspective of Ducan and Moriarty (1998) for whom communication must be two-way in 

order to achieve shared understanding. This construct is also used to describe the lack of 

proactivity by the other partner to help improve the relationship or to promote the 

business. This is in consonance with Lam and Chin (2005) that refers that communication 

enhances mutual understanding between collaborating partners, thus helping to prevent 

unnecessary conflicts and facilitate conflict resolution (Lam & Chin, 2005). 

When there is no Satisfaction of either party with the business relationship, they 

have negative Emotions and develop less Positive Attitudes in promoting its involvement 

in the common business. Usually this happened when a partner does not perceive 

positive results and growth in the business relationship. In this case, the sum of positive 

versus negative evaluations about the relationship partner does not match the 

expectations (Lahiri & Kedia, 2011; Tsai, 2011). 
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Latest developments 

New development promoted by this study allows us to present the following topics 

of interest: 

i) This study was developed in a dyadic perspective, taking into consideration 

that there is very little research on this, as was established by the literature 

review; 

ii) We implemented Data Clustering which represents a hierarchicalisation of all 

constructs which describe the RQ. This Data Clustering organised all the 

research data and helped build an easier to understand overview of how the 

main constructs characterise the RQ of an exchange relationship; 

iii) We identified three third-order constructs (Relational Coordination Processes, 

Partner Characteristics and Positive Attitudes) and six second-order 

constructs (Transparency Relation Processes, Transparency Relation 

Processes, Personal Characteristics, Organisational Characteristics, Attitudes 

and Emotions) that are not revealed in the RQ literature and which help to 

describe a high quality in an exchange relationship; 

iv) The identification of new first-order constructs describing a high RQ. These 

constructs were not considered relevant in the previous literature. Therefore, 

Relational Interdependence, Communication Capabilities, Leadership, 

Personal Social Capabilities, Organisational Social Capabilities, and 

Innovative Propensity are constructs which could represent singularities of the 

wine sector, but which claim the attention of the researchers; 

v) After carrying out the content analysis, a second scrutiny of the data provided 

extensive knowledge of the sub-constructs and sub-categories related with 

the first-order constructs facilitating the RQ. Therefore, this information is 

important for relationship management and, when necessary, perform a timely 

intervention to correct or alter the partner’s performance in a business 

relationship; 

vi) A significant number of sub-constructs and sub-categories where identified as 

new to the RQ literature. They represent an opportunity to develop a deeper 

observation about important details that the partners use to characterise the 

RQ of an exchange relationship; 

vii) Among the potencial new constructs which are not mentioned in the RQ 

literature, we found some that have been developed in other fields of 
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academic research, namely Organisational Behaviour. This crossing of 

research areas allows our topic to be better explored and understood; 

viii) In this study we helped to clarify the difference between a collaborative or 

cooperative partnership. Thus, cooperation implies considerable proximity 

between both parties and collaboration signifies joint work with common 

objectives, but not necessarily with as much proximity; 

ix) The new framework presented identifies the main constructs working as 

facilitators to ensure a high RQ, and the manner in which they are interrelated 

was also explained; and  

x) This research is one of the first, if not the first, to present the constructs 

which could compromise the RQ. As a result of a bi-factorial analysis, we 

can conclude that the constructs which are facilitators of RQ are not the same 

ones that characterise a negative RQ. 

In sum, this second field study demonstrated a dyadic perspective of the factors 

that are facilitators of RQ, but also discovered what characterises a bad RQ, which was 

unexplored by previous literature. The results obtained after an intensive content analysis 

provided a lot of information that needed to be organized in order to become 

understandable. This resulted in findings that are supported by the literature, but also 

other new findings and developments for the research topic. 

 

7.4. Contributions  

The systematic literature review and the two exploratory studies undertaken for 

this thesis permitted us to fill the gaps identified in the RQ literature. We will now comment 

on each of the identified gaps: 

First, we proposed a novelty definition that aggregates the different concepts. This 

sets RQ as a higher order construct made of several distinctive, although related, 

constructs and promotes an overall assessment to describe and measure the nature, 

atmosphere, depth, health and wellbeing of the inter-organisational relationship between 

two parties (eg, De Wulf et al., 2001; Dorsch et al., 1998; Lages et al., 2005; Rauyruen & 

Miller, 2007; Walter et al., 2003). 
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Second, study two was carried out taking into account a dyadic perspective. Both 

parties involved in an exchange relationship were observed in order to accurately grasp 

the nature of the relationship.  

Third, this research systematically explains which are the major constructs related 

to RQ in a dyadic relationship. We implemented a process of Data Clustering that allowed 

us to develop a hierarchicalisation of all constructs describing the RQ. This Data 

Clustering organised all the research data and helped build an easier to understand 

overview of the main constructs characterising the RQ of an exchange relationship. 

Forth, it was not possible to fill the gap related with the lack of identification of the 

moderating constructs acting on the connection between Antecedents and RQ Core 

constructs, because our aim was to study the Core constructs. 

Fifth, we presented an aggregating framework of the main constructs able to 

characterise the RQ of a dyadic relationship. The systematic literature review and the two 

exploratory studies developed for this thesis allowed us to put forward a new framework 

(see Figure 50) explaining how the Core Constructs of RQ interact with each other in 

order to contribute to a high quality business relationship. 

To guarantee sustainability of a business relationship, it is necessary that the 

partners present Positive Attitudes demonstrating complete involvement in the 

relationship. To that end, three critical constructs are essential: Trust; Commitment; and 

Satisfaction (Anderson & Narus, 1990; Athanasopoulou, 2009; Bobot, 2011; Crosby et al., 

1990; Dwyer et al., 1987; Moorman et al., 1992; Morgan & Hunt, 1994). 

Partner Characteristics is a main construct that is described by Personal 

Characteristics, such as Leadership and Social Capabilities, and Organisational 

Characteristics, such as Power, Innovative Propensity and Social Capabilities of the 

companies.  

The third main construct is Relational Coordination Processes, which encourages 

the Proximity and Transparency of the partners in the relational processes. This main 

construct is considered by the both partners as being the most facilitator of a high RQ.  

In this regard, it is essential to promote Proximity in the relation processes that 

require an adequate Relational Interdependence in which both partners recognize the 

benefits of their interacting relational exchange (Levine & White, 1961; Mohr & Spekman, 

1994).  
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To promote Transparency in the Relational Processes, the Communication 

Capabilities demonstrated by the company are fundamental.  

Lastly, in order to uphold a business relationship, it is critical that both partners 

demonstrate Positive Attitudes to each other. Nevertheless, Trust, Commitment and 

Satisfaction are influenced by the Partner Characteristics, and also by the performance of 

the Relational Coordination Processes. On the other hand, if the Positive Attitudes of a 

partner are recognized, then the company could attend more to the Relational 

Coordination Processes. 

Furthermore, Positive Attitudes influence and are influenced by the Partner 

Characteristics. Depending on the individual competencies of the partners, the processes 

in which they relate can also be more efficient and promote advantages for both parties. 

The efficiency of the relationship between these constructs can be the facilitating driver for 

a high RQ. 

Sixth, this is the first study that analysed and presented the inhibiting factors 

influencing RQ in an exchange relationship. 

Hence, the results of this research answer the research questions which were 

formulated at the beginning of this study: 

i) The core constructs used to conceptualize RQ.   

In order to ensure a high RQ, it is fundamental to focus the attention of the 

partners to the Relational Coordination Processes. That requires total Transparency in the 

operational processes ensured by the superior Communication Capabilities of the 

partners. In addition, it is necessary that the partners work together in great Proximity, 

which is assured by developing a close Relational Interdependence between them. These 

are the main constructs that explain a high RQ in an exchange relationship. 

ii) Other constructs employed to describe RQ. 

This research identifies new first-order constructs, which promote a high RQ. 

These constructs were not considered relevant in the previous literature. So, Relational 

Interdependence, Leadership, Organisational Social Capabilities, Personal Social 

Capabilities, Organisational Social Capabilities, and Innovative Propensity are constructs 

that open new avenues to be explored. In addition, other sub-constructs and sub-
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categories also identified as not having been developed in the RQ literature can draw the 

attention of researchers.  

iii) Specific constructs of the wine sector.  

In the first, second, and third-order constructs and sub-construct there do not exist 

any facets representing specificities of the wine sector. Nevertheless, in the sub-

categories level we found facets which represent singularities, such as: Wine Lovers, 

Wine Tastings and Vineyard/Wine Celler Visits. However, it may occur that in other 

sectors similar facets represent the same meaning as these.  

iv) Differences in the perspectives between business partners with regards to the 

quality of a relationship.  

In a comparative analysis performed between the producers and distributors, 

global similarities between both groups of respondents were verified. 

v) The facilitators and inhibiting factors influencing RQ in a B2B dyadic 

relationship. 

When we carry out a global analysis between the groups interviewed that make 

reference to facilitating factors and those that refer to compromising constructs of RQ, we 

can conclude that the facilitating factors of higher quality RQ do not have to be the same 

ones that contribute towards a lower quality RQ. 

In terms of facilitating constructs of RQ, there are two that are unanimously 

mentioned to by almost all professionals of the sector who participated in our sample, 

whether they be producers or distributors: Relational Interdependence and 

Communication Capabilities. These same constructs are also the most mentioned 

throughout the interviews. 

On the other hand, the construct that is identified by more professionals as 

contributing to a bad RQ is Long-Term Relationship Sustainability, for both producers and 

distributors. Likewise, this construct is also the one that is most cited throughout the 

interviews. 
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7.4.1. Theoretical contribution 

In this chapter, we will present a set of contributions to the literature, and a detailed 

inventory of existing scales in the literature related with the RQ constructs. 

7.4.1.1. Contributions to the literature 

To develop a sustainable competitive advantage, relationships formed between 

sellers and buyers become a critical consideration (Nyaga & Whipple, 2011). The 

business exchange success relies heavily on building sound working relationships 

between the interacting parties (Leonidou et al., 2013). 

Taking into account the relevant conceptual study of Athanasopoulo (2009), we 

consider that our first study, through which we conducted a systematic analysis of the 

literature review, provides a deeper and up-dated observation of the previous research 

published in the most prominent scientific journals. 

This systematic analysis presents a new conceptual framework that identifies a 

largest range of constructs extracted from the previous studies. 

As a result of all the studies developed, this research introduces new first-order 

constructs which were not represented in the previous research, such as: Relational 

Interdependence, Partnership, Leadership, Communication Capabilities, Personal Social 

Capabilities, Organisational Social Capabilities, and Innovative Propensity. 

Moreover, it was possible to develop a thorough categorization of the constructs 

up until the sub-constructs and sub-categories level, which contributed as facilitators of 

the RQ. This new model permits a better understanding of the dimensions affecting the 

constructs. 

The theoretical field did not present any explanations concerning factors which 

could negatively affect the RQ. We are presenting constructs that describe a negative RQ, 

however, we would like to clarify that they are not the same ones that characterise the 

opposite scenario. 

The literature portrays two ways of conducting a working partnership, cooperation 

and collaboration. However, there is an overlapping between these two concepts. In this 

study we may differentiate both sub-constructs on the basis of their level of complicity. 
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Therefore, we can say that cooperation implies a lot of proximity between both parties, 

while collaboration signifies joint work, but not necessarily with as much proximity. 

In order to treat the data and formulate conclusions, we needed to combine the 

Relationship Marketing with the Organisational Behaviour perspective. An example of this 

is the identification of potential new constructs such as Leadership, Personal Social 

Capabilities and Organisational Social Capabilities. 

Due to the large amount of data produced by the second field of study, we resorted 

to using a Data Clustering method that resulted in an explicative model of the organisation 

of constructs facilitators of RQ. The essential assumption of this type of analysis is that 

the surface signs emerging from the raw data express some higher-order deeper structure 

(Feldman, 1995; Rego et al., 2015).  

This research allowed us to propose/put forward a new framework which exposes 

the interconnections of the RQ Core Constructs in promoting a high quality relationship. 

This new model makes for a better understanding of the importance of the main 

constructs in a high RQ. 

Finally, this study also made it possible to identify a significant number of sub-

categories for which we did not find scales in the literature pertaining to RQ. So, first we 

developed a complete inventory of scales related in previous studies. Afterwards, we 

developed a range of new items to be used to question those sub-categories. The next 

point will discuss developments on this matter. 

7.4.1.2. RQ scale  

The interest in undertaking a detailed study that identifies, with great amplitude, all 

factors that characterise the RQ, made it possible to build a complete sub-categories 

constructs grid. The information provided by the systematic literature review enabled us to 

develop an inventory of existing scales of authors mentioned in the literature. 

Table 42 is a summary of existing sources in the literature that have developed 

scales related to the previously identified sub-constructs. This table was built taking into 

account certain sources we believe to be more in tune with the field of study that we are 

working on; wine producers and distributors. 
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Table 42. Measurement scales (main characteristics) 

First-order Constructs Sub-constructs Adapted from 

TRUST 

Trust benevolence Ganesan (1994);  Cater and Cater (2010) 

Trust honesty Ganesan (1994); Sako and Helper (1998) 

Trust competence Kumar, Stern, and Achrol (1992) 

COMMITMENT 

Affective commitment 
Anderson and Weitz (1992); Brown, Lusch, and Nicholson 
(1995). 

Calculative commitment  Sharma et al. (2006); Cater and Cater (2010)  

Normative commitment  Sharma et al. (2006) 

SATISFACTION 
Instrumental satisfaction Kumar et al. (1992); Nyaga and Whipple (2011)  

Social satisfaction Walter et al. (2003); Nyaga and Whipple (2011) 

LONG-TERM 
RELATIONSHIP 
SUSTAINABILITY 

Relationship strength Noordewier, John, and Nevin (1990); Ganesan (1994)  

COMMUNICATION 
CONTENTS 

Content relevance  
Smith and Barclay (1997); Heide and Miner (1992); Menon, 
Bharadwaj, Adidam, and Edison (1999) 

Participant relevance Palmatier (2008) 

COMMUNICATION 
CAPABILITIES 

Conflict solving Bobot (2011) 

PARTNERSHIP 

Cooperation Fynes et al. (2005); Mysen and Svensson (2010) 

Collaboration 
Noordewier et al. (1990); Doney and Cannon (1997); 
Jonsson and Zineldin (2003) 

OPERATIONAL 
INTERDEPENDENCE  

Relative dependence Ganesan (1994) 

RELATIONAL 

INTERDEPENDENCE  

Interpersonal relationship 
Doney and Cannon (1997) 

Accompanying the  
sales team  

Doney and Cannon (1997) 

Relationship facilitators  Zaheer et al. (1998); Palmatier (2008) 

Response capacity  Mohr et al. (1996) 

Accompanying the  
business relationship  

Noordewier et al. (1990); M.-L. Chang et al. (2012) 

LEADERSHIP 
Management House et al. (1999) 

Leader 
House et al. (1999); Walumbwa, Avolio, Gardner, Wernsing, 
and Peterson (2008) 

PERSONAL SOCIAL 
CAPABILITIES  

Business passion Vallerand and Houlfort (2003) 

ORGANISATIONAL 
SOCIAL CAPABILITIES  

Organisational capabilities Ruekert and Churchill (1984) 

The players’ history Johnson and Grayson (2005). 

INNOVATIVE 
PROPENSITY 

Product innovation  Cater and Cater (2010); M.-L. Chang et al. (2012) 

Strategy and organisation Cannon and Homburg (2001) 

POWER 

Non-coercive power  Brown et al. (1995); Mohr et al. (1996) 

Negotiation power Anderson et al. (1987); Smith, (1998) 

Source: author’s elaboration 
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However, Appendix III, Table III.1 features a wide inventory of all the previously 

developed sources with scales used to assess the constructs identified in this study, in 

terms of its sub-categories. This inventory is based on literature relating to the definition of 

constructs under investigation. 

The inventory does not ignore the multidimensionality of each of the constructs. 

Researchers intending to study one dimension should explore each of the constructs as 

multidimensional. For example, Commitment is multidimensional and so it should be 

analysed taking into account the listed sources of scales. 

As can be seen in the table, there are a significant number of sub-categories for 

which we could not find scales in the literature pertaining to RQ, being therefore 

necessary to develop appropriate items. In Appendix III, Table III.2, we present proposals 

of items to be used to question these sub-categories. These suggestions were drawn up 

on the basis of three assumptions: the literature related to the constructs that is part of the 

sub-categories; the content of the interviews related to these sub-constructs; the review of 

the items carried out by two researchers specialized in qualitative studies. 

In terms of the future prospects, it is important to develop a scale able to assess 

the facilitating constructs of RQ, which could become an important instrument in the 

evaluation of marketing strategies adopted by market players. This instrument can also be 

developed with the objective of being used within international markets, allowing for 

comparison practices in different market contexts. 

7.4.2. Managerial contribution 

In this sub-chapter, we intend to demonstrate some applications of the findings set 

out above for management and marketing practices in different business sectors. 

Strategic management 

Today, it is a priority for marketeers to recognize the importance of keeping 

customers and making them into better customers (Crosby et al., 1990). The process of 

getting new customers can be five times more expensive than keeping existing ones 

(Athanasopoulou, 2006; Reichheld & Sasser, 1990), which means that longer-term 

relationships are frequently more profitable than shorter-term associations (Reichheld & 

Sasser, 1990). As a consequence, the relationship between seller-buyer has emerged as 

an important strategic focus for company managers (Dagger & O´Brien, 2010; Palmatier 

et al., 2006).  
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Companies rely on business relationships with other companies. The selection and 

maintenance of strategic partners, which contribute to the creation of competitive 

advantages, is a critical decision (Athanasopoulou, 2006). To achieve that, criteria in the 

management decision-making is required. So, managers must take into account the 

constructs of the RQ framework, (Nyaga & Whipple, 2011) which assess the real quality of 

the business relationships and, consequently, enable an important strategic segmentation. 

This assessment can permit an adequate form of selecting a partner and a better 

handling of relationships with those which are critical to the company strategy. 

Strategic constructs 

Through a more insightful characterization of the constructs relevant to the RQ, 

managers could use guidelines to improve their ability to tailor business relationship 

activities and more effectively allocate resources to match partner preferences. This can 

result in the subsequent success or failure of the relationship. 

The main first-order constructs of RQ that are strategic in managing business 

relationships with the company's partners are organized in three third-order constructs: 

Partner Characteristics integrating Organisational Social Capabilities; Positive Attitudes 

integrating Trust and Commitment; Relational Coordination Processes integrating 

Relational Interdependence, Communication Capabilities, Partnership, Communication 

Contents and Long-term Relationship Sustainability. 

Trust. A strong relationship is based on Trust. To guarantee this, managers must 

transmit honesty, making every effort to keep their word and correspond with what was 

defined in the contracts. The company must demonstrate that it cares about the success 

of their business partner. 

On the other hand, a company must display to its partner that it can rely on their 

competence and that it will not let them down. For instance, the company will always 

provide the best products and ensure that it will not fail in the delivery of its products. 

Commitment. In a relationship, it is critical that partners demonstrate that both are 

involved in the success of the business. In practice, it is, in fact, demonstrating that it 

dedicated to the partner in good times as well as in bad times just like in a true marriage. 

Therefore, it is essential to develop a relationship of some familiarity with the other 

party, create an emotional connection that goes beyond the functionality of the product or 
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service provided or purchased. 

It is imperative that managers realise that the partner's level of commitment to the 

relationship is related with the possibility of other having other alternatives. In other words, 

managers must perceive if the partner's commitment is due to the fact there are no other 

alternatives in the market that offer the same solutions or, due to the fact that other 

alternative companies are not as competitive. This could signify that a rupture in the 

relationship would bring significant losses benefits/profits.  

Long-term Relationship Sustainability. This construct tests the strength of the 

relationship. Though we intend to make evident the compromising role of this construct to 

RQ and consequently demonstrate that it can contribute to the rupture of relationships that 

may, at first sight, appear to be in "good health.” In practice, it is related to the perception 

of the possible duration of that relationship. "Are we in a relationship to last?" this is a 

question that is always on the managers’ minds, which will lead them to dedicate 

themselves more to the relationship or look for alternatives. 

Therefore, the surfacing of feelings of uncertainty and insecurity in the relationship 

are major causes of concern for the other partner. For example, noticing that the partner is 

financially weak is sufficient to create uncertainty and the need to replace the business 

partner. 

Moreover, the care provided by partner in the relationship it is also important. That 

is, the lack of concern and dedication spent by the partner are indicative factors that the 

relationship will not have a great future. For instance, noticing that the partner handles a 

great amount of brands, or a very large number of other market partners, may reveal that 

it does not have much time to devote to their partner’s company and their products. 

Therefore, perhaps the company's products are just a mere commercial reference and will 

not be treated differently in relation to the other competitors. 

Communication Contents. The transparency of the processes that ensure a 

business relationship is strongly related to the quantity and quality of the information 

transmitted. In a business relationship, it is important that agreed targets are clear for both 

parties, so that they are well perceived and implemented. Similarly, providing relevant 

information for strategic and operational management is essential. Sharing sales data and 

information about final customers is an attitude appreciated by the partner. 

However, for communication to be effective, it is also important that the people 
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involved in the business deals are appropriate and relevant. That is, the company must 

understand if its organisational structure ensures effective communication with the right 

interlocutors. 

Communication Capabilities. To ensure good communication, those involved in 

the business should have the appropriate skills. This ought to be a strategic concern for 

the management of the company skills. It is essential to have sales teams consisting of 

people who know how to identify with the customer, and are differentiated by their social 

behaviour. 

In recruitment processes of sales forces, competencies such as empathy, 

understanding, sociability, or cordiality should be highly valued. In addition, these 

competencies should be continually maintained and cultivated by means of dedicated 

training programs (Vidal, 2012). 

On the other hand, the company must take a proactive stance in the relationship, 

revealing initiative in the submission of new work proposals and transmitting a great 

dynamic performance through actions proposed for the market. 

Another highly appreciated competency is the ability to listen to and understand 

the partner’s concerns with regards to the market and business. Sometimes these are 

great opportunities in developing new ideas and preventing market problems. 

As in any relationship, problems between partners take place. Turning those 

situations of potential conflict of interest into behaviours that reinforce the relationship 

requires the ability of the interlocutors to successfully manage conflicts. For example, one 

way of addressing any conflict of interest between business partners is to previously 

discuss the matter with the other party before dealing with it at a meeting. This type of 

alignment could be used to avoid a possible conflict. 

Partnership. Referring to trade partners does not necessarily signify that a 

partnership exists. Being in a partnership requires that companies know how to cooperate 

and collaborate. It seems similar, but in reality is not, because the level of complicity 

between the partners is different. 

Knowing how to collaborate means coordinating efforts in achieving the goals that 

are common to both companies. This occurs when both partners have good operational 

performance which enables the implementation of the deal. An example of this is logistic 

efficiency. 
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On the other hand, cooperating signifies a great complicity in which both partners 

develop an alignment of common objectives and work continuously for its effective 

implementation. In practice, this signifies constantly working together, very closely and 

sharing each other’s problems. 

Relational Interdependence. This is a crucial construct that ensures a high 

Proximity in the relation. It promotes personal relationship and, in some cases, friendship 

between the interlocutors of the relationship. For that to happen, it is necessary that the 

interlocutors create less formal interactive moments in the relationship, for instance 

business lunches, dinners and in some cases, family gatherings.  

The Relational Interdependent also entails a lot of availability for both companies 

to closely accompany their sales teams. Going with them into the market to listen to the 

customers, to listen to and observe the difficulties created by the competition, are 

essential behaviours in creating an interdependent relationship between both business 

partners. 

It should be noted that creating this interdependence in the relationship also 

implies that the partner is attentive and has vast knowledge of what is happening in the 

market. That knowledge must be accompanied by a process of rapid decision-making 

when facing the changes that happens in the market or the unforeseen problems that 

occur with commercial activities undertaken by companies. This is the case of promotional 

campaigns launched by the sales team that do not get good results and require a quick 

response from managers so that the salespeople do not get demotivated and the goals 

are fulfilled. 

Accompanying the Business Relationship in which both are involved is a relevant 

procedure. For example, carrying out regular joint meetings to analyse the results 

achieved with the business are opportunities that can be used to review and coordinate 

joint action strategies in the market, thereby strengthening the relationship. 

Of equal importance is the facilitating behaviour of the relationship. This occurs 

when the business partner is always available for the other party, whether it be meeting 

with people, answering calls, or going together to visit the market. Knowing the partner 

well aids in understanding their behaviour and in comprehending their real needs. 

Learning the values and social behaviours of the other party, also helps to get to know 

them better and communicate in the most appropriate times. 
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On the other hand, in a close proximity Interdependence Relationship, it is also 

necessary that the partners know how to be straightforward with each other. If there are 

problems or misunderstandings, these have to be clearly and quickly clarified, so that they 

do not create shadows on the actions of the other party. 

Organisational Social Capabilities. One of the main features that should be 

revealed by the partners has to do with their Organisational Social Capabilities. It is 

imperative that companies reflect on their organisational structure in order to be able to 

respond efficiently to the business needs. Does the company have competent people? 

Does it have efficient organisational processes? These questions must be answered by 

the person that makes the strategic decisions of the company. 

Another issue related to this construct has to do with the competences of the 

company's sales team. Having well organized sales teams and vendors with good 

technical and communication skills in presenting a product or service, is crucial. 

Particularly in the wine sector, business interlocutors must have a detailed knowledge of 

the product that goes far beyond knowing how to communicate the physical 

characteristics of the product. Knowing how to tell the true story about the origin of the 

product and what it incorporates in the sensory level, are skills that are not available to 

everyone and take a long time to develop. 

Also pertinent in developing a high relationship RQ is the company knowing how to 

promote social events for their business partner. On those occasions, both can share 

events and experiences. A good example of this is the organisation of visits to vineyards 

and wineries, where the producer presents products in an atmosphere of great hospitality, 

looking to make these experiences more memorable for the participants. It is surely a 

method of strengthening emotional ties with the business partner. 

In conclusion, exchange relationship management is decisively regarded as one of 

the most important strategic resources, critical for business company success (De Wulf et 

al., 2001; Hammervoll, 2012; Johnson, 1999; Nyaga & Whipple, 2011; Powers & Reagan, 

2007; Smith 1998). Therefore, the senior managers have the responsibility of ensuring 

that their companies are endowed with the Partner Characteristics needed to add value to 

the business. They must also guarantee that the relational behaviour of both parties is 

based on Positive Attitudes orientated to the success of a common project. Likewise, they 

must be focused on the efficiency of the Relational Coordination Processes. These 

processes must be characterised by having transparency and, above all, a close proximity 
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of the partners, so as to ensure the sustainability of the exchange relationship. 

 

7.5. Limitations and further research  

This research was conducted keeping in mind the inquisitiveness and ethical 

principles of quality and accuracy, which must guide a scientific investigation. However, 

we are aware of the constraints involved, but also that it is an opportunity for further 

studies. 

7.5.1. Limitations 

Every research design presents some limitation (Zikmund & Babin, 2010). Below 

are the key limitations related with this study: 

i) The convenience sampling limits how well the study represents the intended 

population (Aaker et al., 2010; Zikmund & Babin, 2010); 

ii) Our study is also focused on relationships in a specific industrial sector which 

restricts the generalization of the results; 

iii) In order to minimize self-assessment bias, we instructed the interviewees, 

who were representatives of the organisation exchange relationship (mostly 

owners/managers), to answer from the perspective of the organisation 

(Bloemer et al., 2013); 

iv) This study focuses mainly on the maintenance phase of an exchange 

relationship. Each stage of a business relationship is affected by different 

factors that characterise RQ (Powers & Reagan, 2007). So, we believe that 

the research should be carried out in different temporal moments in order to 

understand the evolution of the constructs and the relational competiveness, 

according to the market settings. 

 

7.5.2. Further research 

Because we are exploring new research avenues and maintaining a B2B context, 

we propose further studies for the following proposals: 
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i) Researchers should perform longitudinal analysis for each relationship phase, 

which would help to detect if the model remains valid throughout the 

relationship lifecycle. It could be useful to examine important changes in RQ 

Core constructs and how these affect the Loyalty and Performance Outcome 

constructs;  

ii) This exploratory study of RQ features a wide range of constructs that describe 

the quality of the relationship. However, it is plausible that other constructs 

might also be relevant in an exchange relationship. Consequently, future 

research could draw upon other measurement tools to verify if these 

constructs contribute with additional explanations or with predictive capacity;  

iii) Further research might take a critical incidence approach to uncovering and 

understanding barriers to effective provider-buyer relationships; 

iv) Taking into consideration the multidimensional perspective of relationships, 

the scope of RQ research should be expanded to investigate potential 

interactions among the relational mediators and identify relational synergies. 

So, the moderating role of various factors (e.g., Availability of alternatives, 

Product type / category and Environmental uncertainty) should be examined; 

v) To observe the applicability of the RQ model across other business 

relationship contexts, such as the services and industrial markets; 

vi) The final model of the interaction between RQ Core constructs may alter and 

vary significantly when the model is applied to building B2C relationships of 

the service brand category. This can be targeted for future studies through the 

development of analysis concerning a dyadic B2C relationship; 

vii) Future research can expand upon our study for the analysis of international 

relationships between exporting and importing wine companies. It would also 

be interesting to replicate the study in other countries; 

viii) Further research might identify the relationship marketing strategies and 

activities that are most effective across the RQ Core constructs; 

ix) Future research may choose to investigate specific sub-constructs of the 

main constructs to acquire more knowledge about the factor that could 

describe RQ; 

x) Another potential line of research might be expanding and deepening the 

scope of research to the intra-organisational behaviour of the companies 

and its influence in the RQ. It would be interesting to identify which 

organisational structures have more influence in the RQ; 
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xi) Moreover, additional research should explore other dyadic relationships 

with others players of the distribution channel, such as Producers-Retailers 

and Distributors-Retailers; 

xii) Future research might carry out a more in-depth study of the inhibiting 

constructs influencing the RQ. Strong RQ relationships could be destroyed 

by these constructs. We did not find literature on this topic and our research 

presents a first exploratory study; 

xiii) In addition, future studies should analyse the antecedents and 

consequences in a dyadic perspective, and through a similar process of 

analysis pursue a detailed model of constructs; 

xiv) Finally, we propose a more refined and validated test of the performance 

scale presented. This scale could be used to evaluate the RQ in a dyadic 

business relationship. Consequently, the ensuing results could give relevant 

information with regards to the implementation of the strategy and marketing 

management of a firm.  

 

7.6. Ethics in the research 

This study was conducted based on ethical principles and values (Aaker et al., 

2010), and is in agreement with the Marketing Research Association’s (MRA) Code of 

Marketing Research Standards (MRA, 2012).  

There are different ethical issues related with marketing research such as: 

environmentally responsible behaviour, environmental attitudes, green products, 

advertising issues, pricing, consumer attitudes, stealth marketing, online actions, e-

commerce (Kilbourne & Carlson, 2008; Murphy & Laczniak, 1981; Schlegelmilch & 

Oberseder, 2010; Whysall, 2000). An ethical decision could be influenced by: cultural 

influences, economic implications, organisational expectations and the effects upon 

several stakeholders (Murphy & Laczniak, 1981). 

A micromarketing perspective focuses on three principles: customer satisfaction; 

profitability, and integrated business activities. The long-term consequences of individual 

behaviour on society have not been taken into consideration (Kilbourne & Carlson, 2008). 

In this perspective, the marketing practices do not increase the quality of life of customers, 

but on the contrary influence the spending of resources to satisfy, in the most cases, 

virtual needs. Even though it will not make customers happier, it will, in reality, make them 
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miserable (Alvesson, 1994; Burton, 2001; Heath & Heath, 2008; Peattie & Peattie, 2009; 

Shankar, Whittaker, & Fitchett, 2006; Tadajewski & Brownlie, 2008; Wilkie & Moore, 

2006).  

The research approach takes a macro-marketing perspective that deals with 

themes like ethics, marketing systems, public policy and social responsibility (Hunt & 

Vitell, 2006). This approach encourages marketing activities which combine the interests 

of consumer groups and of society with marketing goals to improve patterns of quality of 

life for all stakeholders. In these cases, the marketing tools help to achieve social goals, 

like changing behaviours to reduce consumption and ensure sustainability, which shape 

better individuals and a better society (Heath & Heath, 2008; Laczniak & Murphy, 2006; 

Nill & Schibrowsky, 2007; Peattie & Peattie, 2009; Wilkie & Moore, 2006).Thus, this 

research works with a product which, if consumed without moderation, could promote 

health and social problems for the consumer. Therefore, it is important to clarify that it 

does not intend to support the consumption of wine, nor promote the company’s efficiency 

to increase the consumption of the final consumer.  

Another ethical problem to be taken into account is avoiding the risk of internal 

problems for the people interviewed by releasing confidential information given by 

participating companies. Particular attention must be taken with this, so a specific 

methodology needed to be put into practice with regards to this research, as well as 

procedures that ensured the confidentiality of all the participants. 

With regards to the impact of the research, we focused on understanding the best 

practices that could help managers improve their businesses. Our contribution will 

promote the sensibility and knowledge of the manager to use social management 

practices to achieve customer satisfaction with their product, service and experiences.  

Currently, companies are more aware that to ensure a sustainable management, 

as well as the loyalty of the customers, they must use a marketing relationship based on 

transparency of communication, as well as actions that show integrity, fairness, empathy 

and respect for the real interests of seller and customer. One example of this is the 

development and creation of credible advertising. These practices can be a competitive 

advantage to strengthen relations of trust, commitment and diligence (Alvesson, 1994; 

Heath & Heath, 2008; Kliatchko, 2009; Murphy, Laczniak & Wood, 2007). In the European 

wine sector, there is an international programme that supports moderation and 

responsibility in the consumption of wine. It is possible to see that the main Portuguese 
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establishments and wine firms have associated themselves to this programme and 

promulgated this message in their communication channels, as well as on the back-label 

of the wine bottles (Wine in Moderation, 2012). 
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APPENDICES - I 

 

 

SYSTEMATIC LITERATURE REVIEW  

Characteristics of the research on Relationship Quality (1967-2014) 

 

I-1. Comparison method 

I-2. Constructs data 
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I-1. Comparison method 

 

Table I.1. Data extracted from selected studies 

QL

J 

Journal Brand Author Theory Methodology 

adopted 

Population 

features 

Sample Size Contribution - Key results Implications for further 

research 

Context 

A+ Journal of 

Marketing 

Anderson 

and Narus  

(1984)  

Theory of 

interpersonal 

relations that 

has come to be 

known as 

social ex- 

change theory  

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Distributors of 

electronic 

components  

153 

Distributors 

Relationships can be developed 

and maintained when a 

manufacturer provides outcomes 

that meet or exceed distributor 

expectations (CL), and that are 

superior to those available from 

alterative suppliers (CLait); 

Manufacturers can also improve 

benefits received by distributors 

through fostering meaningful 

communication with distributors; 

When the outcomes from a given 

working relationship meet or 

surpass expectations, better 

distributor cooperation and 

satisfaction (from the distributor's 

perspective) results.  

This research suggests that, in 

their strategy, manufacturers 

need to consider a channel 

positioning with respect to the 

perceptions and needs of 

distributors.  

 

A basic delineation of study and 

research between industrial 

product and consumer product 

channels of distribution, and a 

basic delineation among the 

types of channel working 

relationships. 

b-to-b 

 

Industrial context 

 

Distributor-

Manufacturer 

relationship  

 

Distributer/buyer  

perspective 

USA 

A+ Journal of 

Marketing 

Anderson 

and Narus  

(1990) 

Social 

exchange 

theory  

 

Inter-

organisational 

exchange 

behaviour  

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Manufacturer 

firm and 

distributor 

firm 

managers. 

 249 

distributor 

firms and 213 

manufacturer 

firms. 

Relative dependence is found to be 

a significant antecedent of influence 

in the working partnership; 

The important consideration of the 

two social exchange constructs, 

which can be expressed 

managerially as out- comes 

compared with expectations and 

outcomes compared with 

alternatives. 

Longitudinal research could be 

directed at sets of "core" 

constructs, making better 

inferences possible about both 

their development over time and 

their causal sequence. 

b-to-b 

 

Industrial context 

 

Distributor-

Manufacturer 

relationship 

 

Buyer and 

supplier/manufac-

turer perspective 
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A+ Journal of 

Marketing 

Crosby, 

Evans, and 

Cowles  

(1990) 

Interpersonal 

relationship  

theory or 

relational 

theory 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Final 

customer 

U.S. 

households 

between the 

ages of 25 

and 44, who 

owned one or 

more whole 

life policies, 

and who 

were the 

household's 

primary 

insurance 

decider. 

151  

households  

Sales opportunities depend mostly 

on relationship quality; 

Relational selling behaviours, and 

intensive follow-up contact 

generally produce a strong buyer-

seller bond. 

How does the seller's perception 

of relationship quality with the 

customer influence the nature of 

the dyad and relationship 

development? 

 

How is the domain of behavioural 

expectations pertaining to 

relationship quality established by 

dyadic participants? 

b-to-c 

 

Services market 

 

Salespeople in 

service contexts 

 

 

Perceived by the 

customer/buyer. 

A Journal of 

Marketing 

Research 

Kumar, 

Scheer, and 

Steenkamp  

(1995) 

Social 

Exchange 

Theory 

Interpersonal 

Relationship 

theory 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Automobile 

dealers in two 

countries— 

United States 

and 

Netherlands. 

US; 417auto- 

mobile 

dealers  

 

Netherlands; 

289 auto- 

mobile 

dealers  

The authors find strong evidence 

that vulnerable resellers' 

perceptions of both distributive and 

procedural fairness enhance their 

relationship quality, although these 

effects are moderated by the level 

of outcomes and environmental 

uncertainty. Furthermore, 

procedural fairness has relatively 

stronger effects on relationship 

quality than distributive fairness 

Explore whether channel partners 

base distributive fairness 

evaluations on equity, equality, or 

some other non(s); 

Examine when channel partners' 

fairness perceptions differ, under 

what circumstances criteria for 

the assessment of procedural and 

distributive fairness are shared by 

the channel partners, and 

whether such unanimity of 

perspectives is possible or 

important. 

 

b-to-b 

Product market 

distribution 

 

Cross-cultural 

equivalence  

between 

countries:  

 

Reseller's/buyer 

perspective  

 

USA and 

Netherlands 
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A+ Journal of 

consumer 

research 

Fournier  

(1998) 

Interpersonal 

theory  

 

Brand 

Personality 

Theory 

Empirical study 

with qualitative 

interviews 

 

Women’s 

consumer 

brands 

3 consumers The present analysis suggests an 

alternative to the construct of brand 

loyalty in the notion of brand 

relationship quality. Brand 

relationship quality is similar in spirit 

to brand loyalty: both constructs 

attempt to capture the strength of 

the connection formed between the 

consumer and the brand toward a 

prediction of relationship stability 

over time. 

Research dedicated to an 

exposition of the alternate 

relationship forms uncovered 

here, particularly in terms of the 

rules and expectations implied in 

their contracts, and the dynamic 

processes through which these 

are managed over time, would 

advance theory along needed 

lines; 

A related question concerns the 

actuality of the brand 

relationship: that is, to what 

degree is the relationship 

manifest in concrete encounters 

between partners known 

personally to each other.  

b-to-c 

 

Consumer-brand 

context 

 

Brand 

relationship 

quality construct 

 

Consumer/buyer 

perspective 

 

USA 

A  Psychology 

and Marketing 

Smith 

(1998) 

 

 

Social 

exchange 

theory 

Empirical study  

with quantitative 

data collected 

through 

questionnaires 

Members of 

the 

Purchasing 

Management 

Association 

of  Canada 

128 

purchasing 

managers: 

54 male and  

74 female 

The study was successful in 

demonstrating that similarity, 

particularly in terms of work 

attitudes, sex, and life stage play 

some role in facilitating relationship 

management behaviours and thus, 

indirectly, the quality of buyer–seller 

relationships. 

Future research might fruitfully 

identify which work attitudes need 

to be shared to promote particular 

relationship management 

activities; 

Examine potential differences in 

male–male, male–female, 

female–male, and female–female 

buyer–seller relationships.  

b-to-b 

 

Industry 

 

Relationships 

between 

purchasing 

professionals and 

sales 

representatives. 

 

Buyer 

perspective 

 

Canada 



 

- 369 - 

 

A Journal of 

Business 

Research 

Jap, 

Manolis, 

and Weitz  

(1999) 

Relationship 

Marketing 

Empirical study 

with a qualitative 

analysis 

Retail buyers  7 buyer–

seller 

interactions 

(meetings) 

involving the 

4 key buyer-

informants 

were 

observed and 

audio-taped. 

The results suggest that relatively 

higher-quality relationships tend to 

exhibit more friendliness, less 

question asking, disagreement, and 

compliance behaviour as compared 

with lower-quality relationships 

Examining the dynamic ordering 

or timing of some of the 

behavioural variables examined 

herein; 

Identifying various moderating 

and mediating variables in the 

communication/interaction 

process. ; 

Verify some of the extant 

conceptualizations of buyer–seller 

interactions empirically 

b-to-b 

 

Buyers and 

sellers involved 

 

Retail buyer 

perspective 

 

Retailing context 

A+ Journal of 

marketing 

Homburg, 

Hoyer, and 

Fassnacht 

(2002) 

Contingency 

theory  

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Clothing and 

furniture 

retailers in 

both the 

United States 

and Germany 

411 retailers 

Of these, 245 

were from 

Germany, 

and 166 were 

from the 

USA. 

In terms of managerial implications, 

our results support the view that a 

service-oriented business strategy 

has a positive impact on 

performance in the market and 

profitability.  

Whether a service-oriented 

business strategy increases the 

service orientation of individual 

employees.  

In addition, the authors 

conceptualization of a service-

oriented business strategy can be 

applied to other strategic 

orientations, such as the 

innovation orientation of a 

business strategy.  

b-to-b  

 

Retail channel 

perspective 

 

Service context 

A+ Journal of 

marketing 

Corsten and 

Kumar 

(2005) 

Relational 

Marketing 

theory  

 

Efficient 

consumer 

response 

(ECR) 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Suppliers of 

major 

retailers 

226 key 

accounts 

from a 

retailer 

suppliers. 

Suppliers achieve greater economic 

performance and develop their 

capabilities in collaborative ECR 

relationships.  

Suppliers should be realistic about 

the sharing of benefits from ECR 

adoption if they want to avoid 

negative feelings associated with 

inequity.  

Examine the retailer’s perceptions 

of ECR adoption and the 

outcomes from ECR; 

This scale requires subsequent 

replication and refinement; 

The role of antecedents, focal 

construct, and moderating 

variables (trust and retailer 

capabilities) and their impact on 

outcomes would benefit from 

more stringent longitudinal 

studies. 

b-to-b 

Supplier-retailer 

relationship 

 

Supplier 

perspective 

ERC 
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A Journal of 

management 

information 

systems 

Son, 

Narasimhan

, and 

Riggins 

(2005) 

Social 

exchange  

Transaction 

cost theories 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Suppliers 

with 

electronic 

linkages via 

EDI with a 

USA  

recognized 

retailer of 

home 

improvement 

supplies and 

materials 

233 suppliers  Suppliers' cooperation with the 

customer, which is influenced by 

perceived uncertainty, trust, and 

transaction-specific investments, is 

found to have strong effects on EDI 

volume and diversity.  

Finally, the reciprocal investments 

are found to be an even more 

effective strategy when suppliers 

desire to keep a more cooperative 

relationship with the customer. 

Seek to understand the 

underlying dynamics of a firm's 

participation in emerging forms of 

multilateral IOS (inter-

organisational systems) networks 

such as Internet-based B2B 

markets. 

Develop a better understanding of 

firms' motivation for participating 

in the new forms of IOS networks 

and the strategic benefits of 

joining those networks. 

Replicate this study in other 

channel contexts or non-U.S. 

contexts 

 

b-to-b 

Customer-

Supplier 

Relationship 

 

Electronic trading  

 

 

 

Supplier  

perspective 

A Journal of 

Business 

Research 

Lages, 

Lages, and 

Lages 

(2005) 

Relationship 

Marketing 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

 

A scale 

development was 

adopted. The 

scale resulted 

from a 

combination of 

exploratory 

qualitative in-

depth interviews, 

a review of the 

export marketing 

literature and 

survey pre-tests.  

British 

exporting 

firms 

111 firms A better quality of the relationship 

results in a greater (1) amount of 

information sharing, (2) 

communication quality, (3) long-

term orientation, as well as (4) 

satisfaction with the relationship. 

 

Relationship quality is positively 

and significantly associated 

with export performance. 

Test the RELQUAL scale in other 

international settings to assess its 

stability across different samples 

and contexts.  

It is worth studying other types of 

relationship as a franchiser–

franchisee. 

 

Develop a performance scale for 

the other side of the dyad—the 

importer. 

b-to-b 

 

Relationship 

between the 

exporter and 

importer 

 

Supplier/seller 

perspective 



 

- 371 - 

 

A Journal of 

retailing 

Ramasesha

n, Yip, and 

Pae (2006) 

Resource-

based theory  

Qualitative data 

and survey 

instrument 

Department 

stores’ 

relationship 

with their 

tenants 

295 sub-

tenants was 

drawn 

The established power–

satisfaction–commitment–

performance framework is 

applicable to China, provided the 

firms exercise power with caution 

by taking into consideration of the 

collectivistic cultural context. 

Test the external validity of the 

current study by replicating it in 

similar settings; 

Test the model in horizontal 

channel settings in the context of 

symmetrical store–tenant 

relationships, as cosmetic and 

store brands that are very strong 

and more equal in power. 

b-to-b 

Department 

stores’ 

relationship with 

their tenants; 

China’s 

distributional 

channel context 

Perspective ?? 

A Journal of 

retailing 

Chung, 

Sternquist, 

and Chen  

(2006) 

Relation 

Marketing 

Theory 

Qualitative data 

and survey 

instrument 

Department 

store 

managers 

who have a 

title of Shiire 

(buying) or 

Shokin 

(merchandise) 

250 

department 

store 

managers  

This study implies that Japanese 

retailers are expected to look out for 

the best interests of their partners, 

rather than continuously seek new 

partners, and, further, partners 

learn to negotiate differences rather 

than seek dissolution of the 

relationship. 

Help to understand the next 

generation of strategic 

partnerships being formed in 

Western cultures. 

b-to-b 

 

Japanese 

retailer–supplier 

relation- 

ships reflect the 

Japanese cultural 

trend 

Perspective ?? 

A Journal of 

Business 

Research 

Rauyruen 

and Miller 

(2007) 

Relationship 

Marketing 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Australian 

Small to 

Medium 

Enterprises 

(SMEs). 

306 buyers Results show that all four 

dimensions of relationship quality 

influence attitudinal loyalty, 

however, only satisfaction and 

perceived service quality influence 

behavioural loyalty (purchase 

intentions).  

Most remarkably, results indicate 

that only the organisational level of 

relationship quality influences 

customer loyalty.  

Future research design should 

consider including details of the 

customer contact point to clarify 

the nature of the relationship, for 

example, whether business 

customers have constant contact 

with account managers, sales 

persons, or even call-centre staff. 

b-to-b 

 

Buyer-Supplier 

(employees/orga

nization) 

 

Buyer 

perspective 

 

Service context. 

A Journal of 

international 

business 

studies 

Su, Yang, 

Zhuang, 

Zhou, and 

Dou (2009) 

Embeddedness 

theory  

Qualitative data 

and survey 

instrument 

Suppliers and 

retailers of 

Chinese 

channel 

395 matched 

supplier–

retailer dyads 

Interpersonal influence is an 

alternative channel communication 

mode.  

Managing channel relationships in 

emerging markets requires 

consideration of the intricacy of the 

economic and socio-cultural 

environments. 

Replicate the findings of this 

study in other relationship-

oriented cultures or countries; 

Additional research therefore 

should develop a dyadic model, 

calibrated on dyadic measures, to 

examine channel dyads’ 

communication behaviours. 

b-to-b 

 

Chinese 

marketing 

channel 

 

Supplier–retailer 

dyads 

perspective 
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- 

add 

European 

Journal of 

Marketing 

Athanasopo

ulou  

(2009) 

Relationship 

Quality 

Theoretical study; 

Literature Review 

N.a. N.a. The framework provides firms with 

a guide to the factors that may 

affect the quality of their 

relationships with customers and 

helps them in developing effective 

relationship marketing strategies. 

Focus future research more on 

services (both professional and 

retail) and on retail relationships 

(both in goods and services); 

It is a need for more multi-country 

studies in order to test whether 

cultural and other environmental 

or exogenous factors affect RQ; 

The nature of online relationships 

needs further studying; 

It is need more qualitative studies 

(case studies, interviews etc); 

Use this framework in the 

development of appropriate 

scales for future RQ related 

studies. 

b-to-b 

A+ Strategic 

management 

journal 

Chatain 

(2010) 

RBV - 

resource-based 

view of the firm 

Empirical study 

with qualitative 

data collected 

through 

observations 

United 

Kingdom 

legal market 

using data on 

client-law firm 

relationships 

and law firm 

profitability 

for the period 

2002–2005. 

128 lawyer 

firms. 

Added value, measured at the level 

of each buyer-supplier relationship, 

is a driver of relationship stability 

and supplier profitability. This 

suggests that suppliers with similar 

capabilities might enjoy different 

economic returns depending on the 

composition of their set of relevant 

competitors. 

Further work could explicitly 

account for the endogeneity of 

the matching between buyers and 

suppliers. 

b-to-b 

Buyer-supplier 

law services 

 

Service context 

A Journal of 

business 

research 

Kim, Park, 

Ryoo, and 

Park (2010) 

Resource 

Dependence 

Theory (RDT) 

 

Transaction 

Cost 

Economics 

(TCE) 

 

Social capital 

theory 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

Buyers that 

were in the 

purchasing 

division of 

one buyer 

organization; 

Suppliers 

which provide 

the 

telecommunic

ation devices 

to the buyer. 

100 Buyers  

 

98 Supplier 

The results show that switching 

costs and inter-organisational trust 

are significant determinants of 

cooperation for buyers; 

technological uncertainty and the 

reciprocity of the relationship are 

significant determinants for the 

suppliers. Also, goal consistency 

significantly affects inter-firm 

cooperation. 

Explore the extent to which the 

interdependence structure 

influences the behaviours of 

firms; 

Future research needs to look 

into various control mechanisms 

with or without equity ownership; 

Incorporating a sample from 

multiple companies in non-

monopolistic situations is needed. 

b-to-b 

 

The perspectives 

of both the buyer 

and supplier in a 

dyad. 

 

Telecommunicati

on industry 
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A European 

journal of 

operational 

research 

Cruz and 

Liu (2011) 

Embeddedness 

theory 

Theoretical study Suppliers, 

manufacturer

s, and 

retailers of a 

supply chain 

network 

The supply 

chain model 

consists of 2 

suppliers; 2 

manufacturer

s; 2 retailers; 

and 5 time 

periods. 

The results show that high levels of 

relationship can lead to lower 

supply chain overall cost, lower risk, 

lower prices, higher product 

transaction and therefore higher 

profit. 

Extension of this framework to the 

international arena and the 

incorporation of other criteria; 

The relationships between 

elements in supply chain differ 

depending on the stage of the 

alliance and on aspects of the 

costs and benefits of the 

relationship. How does the 

combination of these elements 

play in each time period and 

stage of the supply chain? 

b-to-b 

b-to-c 

 

Supply chain 

network with a  

multiple decision-

makers 

(suppliers, 

manufacturers, 

and retailers) 

associated 

A Journal of 

world business 

  

Leonidou, 

Palihawada

na, Chari, 

and 

Leonidou  

(2011) 

Transactional 

view 

 

Relational 

perspective 

Empirical study 

with quantitative 

data collected 

through 

questionnaires 

British 

importers, 

focusing on 

the factors 

that drive 

their 

adaptation in 

the working 

relationship 

with Western 

European or 

U.S. export 

manufacturer

s. 

167 importers It was revealed that trust positively 

affects commitment and 

cooperation, while communication 

positively influences cooperation 

but has no effect on commitment;  

Both commitment and cooperation 

subsequently lead to importer 

adaptation; 

It was also found that adaptive 

importers tend to be more 

conducive to effective and efficient 

relationship outcomes.; 

Finally, the study confirmed that 

both the links between adaptation 

and relationship effectiveness and 

adaptation and relationship 

efficiency are moderated by both 

the level of dependence on and 

distance from the exporter. 

Test the applicability of the model 

in other regions, such as from the 

perspective of importers located 

in developing (e.g., Nigeria) 

and/or emerging (e.g., India) 

markets; 

Test this model from the 

standpoint of importers based in 

countries with a large stake in 

import trade, such as the U.S.A, 

Germany, and Japan; 

In addition, the model should be 

replicated to cover working 

relationships between importers 

and foreign suppliers from 

industrialized versus less-

developed countries. 

b-to-b 

Buyer–seller 

relationships 

 

Relationship 

between  

British importers 

and Western 

European or U.S. 

export 

manufacturers. 

 

Perspective of 

the importer 

A International 

business 

review 

Tsai  

(2011) 

Brand 

relationship 

quality (BRQ); 

Brand 

attachment 

(BA); 

Brand 

commitment 

(BC)  

Adopting a multi-

phase 

methodology. It is 

divided into the 

research stages 

of pilot 

investigation and 

empirical model 

validation 

Brand 

consumers  

519 

consumers  

Committed and attached 

relationships built upon the 

relationship foundation mirroring the 

holistic essentiality of holistic 

consumer experience are 

convertible into powerful driver of 

international brand loyalty. 

Longitudinal data help to see if 

the model remains valid 

throughout the international 

brand’s life cycle. 

b-to-c 

 

Brand-to-

consumer 

relationships  

 

Marketplace 
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A Journal of 

business 

logistics 

Nyaga and  

Whipple 

(2011) 

The resource-

based view 

(RBV) and the 

relational view 

(RV) theory 

Empirical study 

with quantitative 

data collected 

through 

questionnaires; 

A quantitative 

survey instrument 

was developed 

based on a 

thorough 

literature review 

Supply  chain 

buyers and 

suppliers 

453 buyers 

 

255 suppliers 

This research illustrates the 

importance of relationship quality 

and its impact on supply chain 

operational and strategic 

performance using both buyer and 

supplier samples; 

Relationship quality represents the 

combined perceptions of 

commitment, trust, satisfaction and 

relationship-specific investments 

exhibited within the relationship 

firms 

Specifically examine dyadic data 

would allow the comparison of 

perceptions between partners in 

the same relationship; 

Examine the conceptual model 

using additional control and⁄ or 

moderator variables. For 

example, firm size (and 

comparison of firm size between 

buyers and suppliers). 

b-to-b 

 

The latter form of 

transactional 

relationships  

 

Both buyer and 

supplier 

perspectives 

A+ Academy of 

management 

review 

Eberly, 

Holley, 

Johnson 

and Mitchell 

(2011) 

Attribution 

Theory 

Dyadic theory 

of relational 

attributions 

Theoretical study Na Na This article pushes the boundaries 

of attribution theory by modelling 

how relational attributions can 

predict behaviours that are 

essential in forming high-quality 

relationships. 

Researchers could manipulate 

the attribution or provide 

attributions in scenarios to 

measure study participants’ 

attitudinal and behavioural 

responses. 

b-to-b 

 

Intra-

organizations 



 

- 375 - 

 

A Journal of 

supply chain 

management 

Wagner; 

Coley, and 

Lindemann 

(2011) 

Relationship 

theory,  

signalling 

theory and  

social ex- 

change theory 

supply chain 

management 

theory  

Empirical study 

with a literature 

review and eight 

in-depth 

interviews 

Key 

informants 

(one 

purchasing 

manager 

from each 

customer 

firm) in 

industrial 

firms in 

Germany and 

Switzerland. 

183 buyers  Trust during the project 

collaboration has a stronger 

influence on the future of buyer–

supplier relationships than fair 

economic rewards or reputation. 

The intangible factors such as the 

antecedent reputation and 

mediators such as outcome 

fairness and trust in this study 

should be tested in other models 

with tangible buyer–supplier 

relationship performance 

measures, such as cost, delivery 

reliability or responsiveness on 

the customer’s future intentions 

with their suppliers; 

Applying the study models in 

different business settings;  

The relationship between a 

reputation for fairness and 

business performance would be 

an interesting hypothesis for 

future research.  

Finally, to test the effects from the 

supplier’s perspective and to 

conduct dyadic analysis. 

b-to-b 

 

buyer–supplier 

relationships 

 

buyer’s 

perspective 

 

industrial context 

A Journal of 

retailing 

Hofer, Jin, 

Swanson, 

Waller, and 

Williams 

(2012) 

Resource 

dependency 

theory  

The empirical 

analysis using a 

robust data set 

drawn from the 

financial 

statements of 

major retailers 

suppliers. 

Suppliers that 

generate at 

least ten 

percent 

of their total 

revenues 

from sales to 

either Wal-

Mart or 

Target 

242 suppliers This study provides evidence of 

collaborative supplier–key retail 

accounts (KRAs) relationships, 

such that a supplier’s dependency 

on KRAs may positively affect 

supplier performance.  

 

 

A study will require measuring 

specific KRA–supplier 

relationship characteristics;  

Would be worthwhile to examine 

whether affirmatively attempts to 

engage all its partners to facilitate 

supply chain management; 

Investigating the effects of retailer 

dependencies on suppliers. 

b-to-b 

 

The perspective 

of the supplier  

 

Relation between  

retail accounts 

(KRAs), and 

supplier’s 



 

- 376 - 

 

A Journal of 

Supply Chain 

Management 

Nyaga,  

 Lynch, 

Marshall, 

and 

Ambrose 

(2013) 

Social 

exchange 

theory 

(SET) and 

Transaction 

cost economics 

(TCE) 

Empirical study 

with quantitative 

data 

Executives of 

a large high-

tech buying 

firm  and its 

suppliers. 

121 buyer–

supplier 

dyads 

 

Results indicate that power use 

affects partner behaviour and 

operational performance, but the 

nature of the relationship dictates 

which power sources are most 

appropriate. 

To extend the sample to include a 

wider buyer and supplier portfolio.  

A longitudinal study could be 

useful in examining important 

changes in relationship structure 

and power balance 

To examine the exercise of power 

across multiple industries. 

To develop more in-depth 

assessment of power asymmetry 

measures and examine how 

perceptions of power use and  

To examine the moderating effect 

of the level of interdependence 

between supply chain partners 

not only on power use but also on 

partners’ willingness to adapt 

and/or collaborate. 

b2b 

Product - industry 

 

buyer-seller 

relationship 

 

Diadyc 

perspective 

Source: author’s elaboration 
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I-2. Constructs data 

Table I.2. The major results related with the context of the research. 

CONSTRUCTS 
Antecedents RQ core Outcomes 

Quantity % Quantity % Quantity % 

Trust 1 1,12% 72 28,35% 2 2,22% 

Commitment 1 1,12% 52 20,47% 5 5,56% 

Satisfaction 4 4,49% 46 18,11% 7 7,78% 

Cooperation 1 1,12% 13 5,12% 3 3,33% 

Communication 13 14,61% 12 4,72% 2 2,22% 

Long-term 3 3,37% 7 2,76% 4 4,44% 

Adaptation 1 1,12% 7 2,76% 2 2,22% 

Conflict 4 4,49% 6 2,36% 2 2,22% 

Opportunism 1 1,12% 6 2,36% 
  

Interdependence 
  

5 1,97% 
  

Specific investment 3 3,37% 3 1,18% 1 1,11% 

Power 
  

3 1,18% 1 1,11% 

Expertise 8 8,99% 2 0,79% 
  

Product/service quality 4 4,49% 2 0,79% 
  

Brand quality 2 2,25% 2 0,79% 
  

Relation atmosphere 1 1,12% 2 0,79% 
  

Uncertainty 1 1,12% 2 0,79% 
  

Loyalty 
  

1 0,39% 18 20,00% 

Company performance 6 6,74% 1 0,39% 12 13,33% 

Repurchase 
  

1 0,39% 7 7,78% 

Relationship value 4 4,49% 1 0,39% 4 4,44% 

Dependence 4 4,49% 1 0,39% 
  Interfirm relational 

knowledge 2 2,25% 1 0,39% 
  

Purchase intension 
    

4 4,44% 

Customer retention 
    

4 4,44% 

Relations selling behaviour 1 1,12% 
  

3 3,33% 

Willingness to recommend 
    

3 3,33% 

Equity 2 2,25% 
  

1 1,11% 

Similarity 3 3,37% 
    

Learning orientation 3 3,37% 
    

Human-related assets 2 2,25% 
    

Product Value 1 1,12% 
    

Personality 1 1,12% 
    

Other 12 13,48% 6 2,36% 5 5,56% 

TOTAL 89 100,00% 254 100,00% 90 100,00% 

Source: author’s elaboration
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APPENDICES – II 

 

 

STUDY TWO 

The facilitators and inhibitors influencing RQ between producer and 

distributor in the wine sector. 

 

II-1. Total Frequency of facilitating constructs of RQ 

II-2. Total Frequency of compromising constructs of RQ 

II-3. Bi-factorial analysis  
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II-1. Total frequency of facilitating constructs of RQ 

Table II.1. Comparison of samples per construct – sources 

 

Source: author’s elaboration 

Matriz - SOURCES Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 21 21 42 95%

Commitment 19 20 39 89%

Satisfaction 18 15 33 75% Emotions 18 82% 15 68% 33 75%

Long-term relationship sustainability 17 16 33 75%

Communication contents 18 19 37 84%

Communication capabilities 22 21 43 98%

Partnership 20 21 41 93%

Operational interdependence 14 13 27 61%

Relational interdependence 22 22 44 100%

Leadership 12 11 23 52%

Personal social capabilities 13 11 24 55%

Organisational social capabilities 20 20 40 91%

Innovative propensity 10 13 23 52%

Power 18 18 36 82%

Global Producer Distributor Global Producer Distributor Global

44 100%22 100%
22 100% 22 100%Attitudes 44 100%

Positive 

attitudes

Partner 

characteristics
44 100%

Organisational 

characteristics
44 100%

Transparency 

relation 

processes

44 100%

Relation 

coordenation 

processes

44 100%

Proximity 

relation 

processes

44 100%

22

22 100% 22 100%

22 100% 22 100%

Personal 

characteristics
37 84%20 91% 17 77%

22 100% 22 100%

100%

22 100%

22 100%

22 100%

22 100%
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Table II.2. Comparison of samples per construct – references 

 

Source: author’s elaboration                                             

Matriz - REFERENCES Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 103 93 196 9%

Commitment 77 49 126 6%

Satisfaction 53 35 88 4% Emotions 53 5% 35 3% 88 4%

Long-term relationship sustainability 43 49 92 4%

Communication contents 88 74 162 8%

Communication capabilities 99 116 215 10%

Partnership 102 98 200 10%

Operational interdependence 23 17 40 2%

Relational interdependence 223 220 443 21%

Leadership 26 31 57 3%

Personal social capabilities 35 24 59 3%

Organisational social capabilities 106 98 204 10%

Innovative propensity 35 28 63 3%

Power 71 75 146 7%

Global Producer Distributor Global Producer Distributor Global

 1 152   55%

Proximity 

relation 

processes

683 33%

230

Attitudes 322 15%
Positive 

attitudes
410 20%

180 142 14%

348

239

335

21%

529 25%

Organisational 

characteristics
413 20%201

61

212

55

Transparency 

relation 

processes

469 22%

233

578

273

24%

33%

5%

20%

17%

21%

32%

6%

20%

Relation 

coordenation 

processes

Personal 

characteristics
116 6%

Partner 

characteristics
25%

53%

177 18%

574 57%

256 25%
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Table II.3. Comparison of samples per construct – words 

 

Source: author’s elaboration                      

Matriz - WORDS Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 3925 4188 8 113     8%

Commitment 3342 2595 5 937     6%

Satisfaction 1999 1192 3 191     3% Emotions 1999 4% 1192 3% 3 191     3%

Long-term relationship sustainability 1832 2515 4 347     5%

Communication contents 3867 2668 6 535     7%

Communication capabilities 3816 5111 8 927     9%

Partnership 4794 4670 9 464     10%

Operational interdependence 814 877 1 691     2%

Relational interdependence 9855 9887 19 742   21%

Leadership 1823 1610 3 433     4%

Personal social capabilities 2299 1213 3 512     4%

Organisational social capabilities 4986 4987 9 973     10%

Innovative propensity 2056 1292 3 348     3%

Power 3149 4325 7 474     8%

Global Producer Distributor Global Producer Distributor Global

14%

Relation 

coordenation 

processes

   50 706   53%

Proximity 

relation 

processes

    30 897   32%

25728

Attitudes     14 050   15%
Positive 

attitudes
17 241  18%

9515 20% 10294 22%

15463 32% 15434 33%

55%

7267 15%

Partner 

characteristics
27 740  29%

Organisational 

characteristics
20 795   22%

14313

4122 8% 2823 6%

10191 21% 10604 22%

13427 28%29%

Transparency 

relation 

processes

    19 809   21%

Personal 

characteristics
6 945     7%

6783

9266 19%

24978 51%

7975 17%
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II-2. Total frequency of compromising constructs of RQ 

Table II.4. Comparison of samples per construct – sources 

 

Source: author’s elaboration                              

Matriz - SOURCES Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 8 11 19 43%

Commitment 12 3 15 34%

Satisfaction 15 10 25 57% Emotions 15 68% 10 45% 25 57%

Long-term relationship sustainability 20 16 36 82%

Communication contents 8 9 17 39%

Communication capabilities 10 11 21 48%

Partnership 5 12 17 39%

Operational interdependence 0%

Relational interdependence 7 15 22 50%

Leadership 1 4 5 11%

Personal social capabilities 0%

Organisational social capabilities 7 7 14 32%

Innovative propensity 1 5 6 14%

Power 2 7 9 20%

Global Producer Distributor Global Producer Distributor Global

14

21

1

Positive 

attitudes

Personal 

characteristics
5 11%

Partner 

characteristics

Attitudes 25 57%

Organisational 

characteristics
22 50%

5%

Transparency 

relation processes
42 95%

Relational 

coordenation 

processes

     43   

Proximity relation 

processes
26 59%

95%

4 18%

8 36% 14 64%

21 95%

9 41% 17

34    77%
64% 11 50%

19

24    55%

98%

77%

9 41% 15 68%

86% 15 68%

22 100% 21 95%
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Table II.5. Comparison of samples per construct – references 

 

Source: author’s elaboration    

Matriz - REFERENCES Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 13 20 33 7%

Commitment 23 4 27 6%

Satisfaction 27 17 44 10% Emotions 27 12% 17 7% 44 10%

Long-term relationship sustainability 81 58 139 31%

Communication contents 14 13 27 6%

Communication capabilities 24 26 50 11%

Partnership 9 23 32 7%

Operational interdependence 0 0%

Relational interdependence 16 43 59 13%

Leadership 1 8 9 2%

Personal social capabilities 0 0%

Organisational social capabilities 11 7 18 4%

Innovative propensity 1 6 7 2%

Power 2 8 10 2%

Global Producer Distributor Global Producer Distributor Global

15 7% 29 12%

18%

144 65% 163 70%

36

119

0% 8 3%

Transparency 

relation processes
216 47%

Relational 

coordenation 

processes

Personal 

characteristics
9 2%

Partner 

characteristics
44    10%

Organisational 

characteristics
35 8%

1

14 6% 21 9%

   307   67%

Proximity relation 

processes
91 20%

54%

Attitudes 60 13%
Positive 

attitudes
104  23%

16% 24 10%
63

97 42%

25 11% 66 28%

28% 41
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Table II.6. Comparison of samples per construct – words 

 

Source: author’s elaboration          

Matriz - WORDS Producer Distributor

1st order construct % 2nd order  construct % % % 3rd order  construct % % %

Trust 499                892              1 391           5%

Commitment 1 222            224              1 446           6%

Satisfaction 1 124            1 155          2 279           9% Emotions 1 124   10% 1 155   8% 2 279    9%

Long-term relationship sustainability 5 004            4 732          9 736           37%

Communication contents 518                513              1 031           4%

Communication capabilities 1 192            1 220          2 412           9%

Partnership 634                1 467          2 101           8%

Operational interdependence -                 0%

Relational interdependence 536                2 466          3 002           12%

Leadership 82                   461              543               2%

Personal social capabilities -                 0%

Organisational social capabilities 510                640              1 150           4%

Innovative propensity 35                   349              384               1%

Power 85                   526              611               2%

Global Producer Distributer Global Producer Distributer Global

712     6% 1 976   

10%     3 933   27%

13%

2 845  25% 2 271   16%

71%   7 884   69%  10 398   

Personal 

characteristics
543       2%

Partner 

characteristics

Attitudes      2 837   11%
Positive 

attitudes

6% 1 515   10%

59%     6 465   44%

    1 170   

1% 461      3%

2 688  10%

Organisational 

characteristics
2 145    8%

82         

Transparency 

relation 

processes

  13 179   51%

Relational 

coordenation 

processes

 18 282   70%

Proximity 

relation 

processes

     5 103   20%

    6 714   

630       

5 116  20%
    1 721   15%     1 116   8%
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II-3. Bi-factorial analysis 

II-3.1. Bi-factorial analysis of the total interviewed 

Tabela II.7. Total frequencies of the respondent group – sources 

 

Source: author’s  

SOURCES Global

RQ + RQ - RQ+ RQ- RQ+ RQ- RQ+ / RQ-

Qt. % Qt. % Global % Global % Global % Global % T Test 

Trust 42 95% -19 43% 3,28 **

Commitment 39 89% -15 34% 3,79 ***

Satisfaction 33 75% -25 57% 1,05 ns Emotions 33 75% 25 57% 1,05 ns

Long-term relationship sustenability 33 75% -36 82% 0,37 ns

Communication contents 37 84% -17 39% 2,95 **

Communication capabilities 43 98% -21 48% 3,02 **

Partnership 41 93% -17 39% 3,53 ***

Operational interdependence 27 61% 0 0% 8,244 ***

Relational interdependence 44 100% -22 50% 2,96 **

Leadership 23 52% -5 11% 4 ***

Personal social capabilities 24 55% 0 0% 7,29 ***

Organisational social capabilities 40 91% -14 32% 4,17 ***

Innovative propensy 23 52% -6 14% 3,51 ***

Power 36 82% -9 20% 5,16 ***

* = p <0.05; **=p ≤0.01; ***=p ≤0.001; NS = no significant

5 11% 7,50

Relation 

coordenation 

Processes

44 100% 43 98% 0,09

2,57 *

Organizational 

Characterístics
44 100% 22 50% 2,96 **

***

Partners 

Characteristics 
44 100% 24 55%

Personal 

Characteristics
37 84%

77% 1,16 ns

Transparency 

Relation 

Process

44 100% 42 95% 0,23 ns

2,42 *
Positive 

attitudes
44 100% 34

ns

Proximity 

Relation 

Processes

44 100% 26 59% 2,28 *

1st order construct T Test 
2nd order  

construct 
T Test 

3th order  

construct

Attitudes 44 100% 25 57%
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Tabela II.8. Total frequencies of the respondent group – references 

 

Source: author’s elaboration 

REFERENCES Global

RQ + RQ - SOURCES RQ+ RQ- SOURCES RQ+

Qt. % Qt. %

2nd order  

construct Global % Global %

3th order  

construct Global

Trust 196        9% -33 -7%

Commitment 126        6% -27 -6%

Satisfaction 88          4% -44 -10% Emotions 88
4%

44 10%

Long-term relationship sustenability 92          4% -139 -31%

Communication contents 162        8% -27 -6%

Communication capabilities 215        10% -50 -11%

Partnership 200        10% -32 -7%

Operational interdependence 40          2% 0 0%

Relational interdependence 443        21% -59 -13%

Leadership 57          3% -9 -2%

Personal social capabilities 59          3% 0 0%

Organisational social capabilities 204        10% -18 -4%

Innovative propensy 63          3% -7 -2%

Power 146        7% -10 -2%

1st order construct

20%

529        

Organizational 

Characterístics
413 20% 35 8%

Personal 

Characteristics
116 6% 9 2%

Partners 

Characteristics 

410

Transparency 

Relation 

Process

469 22% 216 47%

Relation 

coordenation 

Processes

Attitudes 322 15% 60 13%
Positive 

attitudes

1 152

Proximity 

Relation 

Processes

683 33% 91
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Tabela II.9. Total frequencies of the respondent group – words 

 

Source: author’s elaboration                       

WORDS Global

RQ + RQ - RQ+ RQ- RQ+

Qt. % Qt. % Global % Global % Global

Trust 8 113     8% -1391 -5%

Commitment 5 937     6% -1446 -6%

Satisfaction 3 191     3% -2279 -9% Emotions 3 191 3% 2 279 9%

Long-term relationship sustenability 4 347     5% -9736 -37%

Communication contents 6 535     7% -1031 -4%

Communication capabilities 8 927     9% -2412 -9%

Partnership 9 464     10% -2101 -8%

Operational interdependence 1 691     2% 0 0%

Relational interdependence 19 742   21% -3002 -12%

Leadership 3 433     4% -543 -2%

Personal social capabilities 3 512     4% 0 0%

Organisational social capabilities 9 973     10% -1150 -4%

Innovative propensy 3 348     3% -384 -1%

Power 7 474     8% -611 -2%

27 740  

Organizational 

Characterístics
20 795 22% 2 145 8%

Personal 

Characteristics
6 945 7% 543 2%

Partners 

Characteristics 

Transparency 

Relation 

Process

19 809 21% 13 179 51%

Relation 

coordenation 

Processes

50 706

Proximity 

Relation 

Processes

30 897 32% 5 103 20%

1st order construct
2nd order  

construct 

3th order  

construct

Attitudes 14 050 15% 2 837 11%
Positive 

attitudes
17 241
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II-3.2. Bi-factorial analysis of the group of producers interviewed 

Tabela II.10. Total frequencies of the respondent group of producers interviewed – sources  

 

Source: author’s elaboration            

SOURCES Producers

RQ + RQ - RQ+ RQ-

Qt. % Qt. % Global % Global %

Trust 21        95% -8 -36% 2,82 *

Commitment 19        86% -12 -55% 1,27 ns

Satisfaction 18        82% -15 -68% 0,54 ns Emotions 18 82% 15 68% 0,54 ns

Long-term relationship sustenability 17        77% -20 -91% 0,51 ns

Communication contents 18        82% -8 -36% 2,19 *

Communication capabilities 22        100% -10 -45% 3,07 **

Partnership 20        91% -5 -23% 3,88 ***

Operational interdependence 14        64% 0 0% 6,21 ***

Relational interdependence 22        100% -7 -32% 3,44 **

Leadership 12        55% -1 -5% 3,96 ***

Personal social capabilities 13        59% 0 0% 5,59 ***

Organisational social capabilities 20        91% -7 -32% 2,95 **

Innovative propensy 10        45% -1 -5% 3,22 **

Power 18        82% -2 -9% 5,58 ***

Organizational 

Characterístics
22 100% 8 36% 3,07 **

***
Personal 

Characteristics
20 91% 1 5% 8,59

Transparency 

Relation Process
22 100% 21 95% 0,17 ns

5,58 ***

Proximity 

Relation 

Processes

22 100% 9 41% 2,68 **

1st order construct T Test 
2nd order  

construct 
T Test 

Attitudes 22 100% 14 64%
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Tabela II.11. Total frequencies of the respondent group of producers interviewed – references  

 

Source: author’s elaboration  

 

REFERENCES Producers

RQ + RQ - SOURCES RQ+ RQ- SOURCES RQ+ RQ-

Qt. % Qt. %

2nd order  

construct Global % Global %

3th order  

construct Global % Global

Trust 103      10% -13 -6%

Commitment 77        7% -23 -10%

Satisfaction 53        5% -27 -12% Emotions 53 5% 27 12%

Long-term relationship sustenability 43        4% -81 -36%

Communication contents 88        8% -14 -6%

Communication capabilities 99        9% -24 -11%

Partnership 102      9% -9 -4%

Operational interdependence 23        2% 0 0%

Relational interdependence 223      21% -16 -7%

Leadership 26        2% -1 0%

Personal social capabilities 35        3% 0 0%

Organisational social capabilities 106      10% -11 -5%

Innovative propensy 35        3% -1 0%

Power 71        7% -2 -1%

1st order construct

Partners 

Characteristics 

119 54%

273       25% 15

233 21% 63

578 53% 144

Organizational 

Characterístics
212 20% 14 6%

Personal 

Characteristics
61 6%

Proximity 

Relation 

Processes

348 32% 25 11%

Attitudes 180 17% 36 16%

1 0%

Positive 

attitudes

Relation 

coordenation 

Processes

Transparency 

Relation 

Process

230 21%
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Tabela II.12. Total frequencies of the respondent group of producers interviewed – words 

 

Source: author’s elaboration                                

WORDS Producers

RQ + RQ - RQ+ RQ- RQ+ RQ-

Qt. % Qt. % Global % Global % Global % Global

Trust 3 925   8% -499 -4%

Commitment 3 342   7% -1222 -11%

Satisfaction 1 999   4% -1124 -10% Emotions 1 999 4% 1 124 10%

Long-term relationship sustenability 1 832   4% -5004 -44%

Communication contents 3 867   8% -518 -5%

Communication capabilities 3 816   8% -1192 -10%

Partnership 4 794   10% -634 -6%

Operational interdependence 814      2% 0 0%

Relational interdependence 9 855   20% -536 -5%

Leadership 1 823   4% -82 -1%

Personal social capabilities 2 299   5% 0 0%

Organisational social capabilities 4 986   10% -510 -4%

Innovative propensy 2 056   4% -35 0%

Power 3 149   6% -85 -1%

24 978 51% 7 884

29% 71214 313  

Organizational 

Characterístics
10 191 21% 630 6%

Personal 

Characteristics
4 122 8% 82 1%

Partners 

Characteristics 

Proximity 

Relation 

Processes

15 463 32% 1 170 10%

9 266 19% 2 845

Transparency 

Relation 

Process

9 515 20% 6 714 59%

Relation 

coordenation 

Processes

1st order construct
2nd order  

construct 

3th order  

construct

Attitudes 7 267 15% 1 721 15%

Positive 

attitudes
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II-3.3. Bi-factorial analysis of the group of distributors interviewed 

Tabela II.13. Total frequencies of the respondent group of distributors interviewed – sources  

 

Source: author’s elaboration                  

SOURCES Distributores

RQ + RQ - RQ+ RQ-

Qt. % Qt. % Global % Global %

Trust 21        95% -11 50% 1,89 ns

Commitment 20        91% -3 14% 5,34 ***

Satisfaction 15        68% -10 45% 1,04 ns Emotions 15 68% 10 45% 1,04 ns

Long-term relationship sustenability 16        73% -16 73% 0,00 ns

Communication contents 19        86% -9 41% 2,04 ns

Communication capabilities 21        95% -11 50% 1,89 ns

Partnership 21        95% -12 55% 1,62 ns

Operational interdependence 13        59% 0 0% 5,59 ***

Relational interdependence 22        100% -15 68% 1,19 ns

Leadership 11        50% -4 18% 1,98 ns

Personal social capabilities 11        50% 0 0% 4,66 ***

Organisational social capabilities 20        91% -7 32% 2,95 *

Innovative propensy 13        59% -5 23% 2,03 ns

Power 18        82% -7 32% 2,49 *

Organizational 

Characterístics
22 100% 14 64% 1,37 ns

**
Personal 

Characteristics
17 77% 4 18% 3,57

Proximity 

Relation 

Processes

22 100% 17 77% 0,82 ns

Transparency 

Relation Process
22 100% 21 95% 0,17 ns

2,09 *

1st order construct T Test 
2nd order  

construct 
T Test 

Attitudes 22 100% 11 50%
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Tabela II.14. Total frequencies of the respondent group of distributors interviewed – references  

 

Source: author’s elaboration                       

REFERENCES Distributores

RQ + RQ - SOURCES RQ+ RQ- SOURCES RQ+ RQ-

Qt. % Qt. %

2nd order  

construct Global % Global %

3th order  

construct Global % Global

Trust 93        9% -20 -9%

Commitment 49        5% -4 -2%

Satisfaction 35        3% -17 -7% Emotions 35 3% 17 7%

Long-term relationship sustenability 49        5% -58 -25%

Communication contents 74        7% -13 -6%

Communication capabilities 116      12% -26 -11%

Partnership 98        10% -23 -10%

Operational interdependence 17        2% 0%

Relational interdependence 220      22% -43 -18%

Leadership 31        3% -8 -3%

Personal social capabilities 24        2% 0%

Organisational social capabilities 98        10% -7 -3%

Innovative propensy 28        3% -6 -3%

Power 75        7% -8 -3%

1st order construct

28%

256       25% 29

Organizational 

Characterístics
201 20% 21 9%

Personal 

Characteristics
55 5% 8 3%

Partners 

Characteristics 

177 18% 41

Transparency 

Relation 

Process

239 24% 97 41%

Relation 

coordenation 

Processes

Attitudes 142 14% 24 10%
Positive 

attitudes

574 57% 163

Proximity 

Relation 

Processes

335 33% 66
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Tabela II.15. Total frequencies of the respondent group of distributors interviewed – words 

 

Source: author’s elaboration  

WORDS Distributores

RQ + RQ - RQ+ RQ- RQ+ RQ-

Qt. % Qt. % Global % Global % Global % Global

Trust 4 188   9% -892 -6%

Commitment 2 595   6% -224 -2%

Satisfaction 1 192   3% -1155 -8% Emotions 1 192 3% 1 155 8%

Long-term relationship sustenability 2 515   5% -4732 -32%

Communication contents 2 668   6% -513 -4%

Communication capabilities 5 111   11% -1220 -8%

Partnership 4 670   10% -1467 -10%

Operational interdependence 877      2% 0 0%

Relational interdependence 9 887   21% -2466 -17%

Leadership 1 610   3% -461 -3%

Personal social capabilities 1 213   3% 0 0%

Organisational social capabilities 4 987   11% -640 -4%

Innovative propensy 1 292   3% -349 -2%

Power 4 325   9% -526 -4%

13 427  28% 1 976

Organizational 

Characterístics
10 604 22% 1 515 10%

Personal 

Characteristics
2 823 6% 461 3%

Partners 

Characteristics 

7 975 17% 2 271

Transparency 

Relation 

Process

10 294 22% 6 465 44%

Relation 

coordenation 

Processes

25 728 55% 10 398

Proximity 

Relation 

Processes

15 434 33% 3 933 27%

1st order construct
2nd order  

construct 

3th order  

construct

Attitudes 6 783 14% 1 116 8%
Positive 

attitudes
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APPENDICES – III 

 

 

RQ - SCALE INVENTORY 

 

III-1. Measurement scale sources 

III-2. Measurement scale items 
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III-1.     Measurement scale sources 

This table presents an inventory of all authors which have already developed a 

scale that measures construct sub-categories. These references were based on sources 

from the literature related with the construct definitions, taken from the systematic 

literature. 

Table III.1. Measurement scale inventory 

Sub-categories Adapted From 

S
u

b
-

c
o

n
s

tr
u

c
ts

 

F
ir

s
t-

o
rd

e
r 

c
o

n
s

tr
u

c
t 

- Affective trust 
 
 
 
 
 

Moorman, Deshpandé, and Zaltman (1993); Smith (1998); Swan, et al. (1988); 
Anderson and Narus (1990); Scheer and Stern (1992); Ganesan (1994); Mohr 
and Spekman (1994); Kumar et al. (1995); Doney and Cannon (1997); Gwinner, 
Gremler, and Bitner (1998); Siguaw, Simpson, and Baker (1998); Oliver (1999); 
Maloni and Benton (2000); Sharland (2001); Coulter and Coulter (2002); 
Mollering. (2002); Norman (2002); Hennig-Thurau, Gwinner, and Gremler (2002); 
Wong and Sohal (2002); Jonsson and Zineldin (2003); Walter et al. (2003); 
Johnson and Grayson (2005); Moliner et al. (2007a, 2007b); Seppänen et al. 
(2007); Cambra-Fierro and Polo-Redondo (2008); Cater and Cater (2010); Liu et 
al. (2010); Bobot (2011); M.-L. Chang et al. (2012); Chu and Wang (2012). 
 

T
ru

s
t 

 

b
e
n

e
v
o

le
n

c
e
 

      

T
R

U
S

T
 

- Goodwill 
behaviour 

Larzelere and Huston (1980); Morgan and Hunt (1994); Ganesan and Hess 
(1997); Monczka, Petersen, Handfield, and Ragatz (1998); Sako and Helper 
(1998); Kauser and Shaw (2004); Fynes et al. (2005); Cater and Cater (2010); 
Nyaga and Whipple (2011); Vidal (2012). 

-Contractual trust Sako and Helper (1998); Mysen and Svensson (2010). 

T
ru

s
t 

 

h
o

n
e

s
ty

 

   -Credibility 
 

Zand (1972); Sullivan and Peterson (1982); Dwyer and Oh (1987); Ganesan 
(1994); Kumar et al. (1995); Doney and Cannon (1997); Siguaw et al. (1998); Kim 
(2000); Moberg and Speh (2003); Barry et al. (2008); Grzeskowiak and Al-Khatib 
(2009); Mysen and Svensson (2010). 

- Trustworthiness Busch and Wilson (1976); Schurr and Ozanne (1985); Swan, Trawick, and Silva 
(1985); Crosby et al. (1990); Kumar et al. (1992); Kim and Frazier (1997); Sako 
and Helper (1998); Zaheer et al. (1998); Jap (1999); Kramer (1999); Coulter and 
Coulter (2002); Mollering. (2002); Johnson and Grayson (2005); Palmatier (2008); 
Payan, Reardon, and McCorkle (2010a); Chu and Wang (2012). 

T
ru

s
t 

 

c
o

m
p

e
te

n
c

e
 

  

-Trusting 
behaviour 

Kumar et al. (1992); Comer, Plank, Reid, and Pullins (1999); Sanzo et al.(2003). 

 
- Involvement 
 
 

Meyer and Allen (1984); O’Reilly and Chatman (1986); Allen and Meyer (1990); 
Anderson and Weitz (1992); Morgan and Hunt (1994); Mohr and Spekman 
(1994); Geyskens et al. (1996); Mohr et al. (1996); Kim and Frazier (1997); 
Siguaw et al. (1998); Smith (1998); Wetzels et al. (1998); Garbarino and Johnson 
(1999); Jap and Ganesan (2000); Maloni and Benton (2000); Bloemer and 
Odekerken-Schröder (2003); Jonsson and Zineldin (2003); Walter et al. (2003); 
Fynes et al. (2005); Sharma et al. (2006); Ramaseshan et al. (2006); Moliner et 
al. (2007a, 2007b); Payan et al. (2010b); Vidal (2012). 

A
fe

c
ti

v
e
  

c
o

m
m

it
m

e
n

t 
 

    
C

O
M

M
IT

M
E

N
T

 

- Belonging 
  

Moorman et al. (1992); Meyer, Allen, and Smith (1993); Brown et al. (1995); 
Kumar et al. (1995); Zeithaml, Berry, and Parasuraman (1996); Bettencourt 
(1997); Kim and Frazier (1997); Gilliland and Bello (2002); Hennig-Thurau et al. 
(2002); Wong and Sohal (2002); Moberg and Speh (2003); Barry et al. (2008); 
Palmatier (2008); Cater and Cater (2010); Liu et al. (2010); Mysen and Svensson 
(2010); Bobot (2011); Nyaga and Whipple (2011); M.-L. Chang et al. (2012); Chu 
and Wang (2012). 
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- Negative 
calculative 
  

Meyer and Allen (1984); Heide and John (1992); Walter et al. (2003); Sharma et 
al. (2006); Cater and Cater (2010). 
 

C
a
lc

u
la

ti
v
e
 

c
o

m
m

it
m

e
n

t 
 

  

- Positive 
calculative 

Cannon and Perrault (1999); Allen and Meyer (1990); Cater and Cater (2010). 

-Moral obligation Allen and Meyer (1990); Brown et al. (1995); Bansal et al. (2004); Sharma et al. 
(2006); Zhao et al. (2008); Cater and Cater (2010). 

N
o

rm
a
ti

v
e
 

c
o

m
m

it
m

e
n

t 
 

-Duty Sharma et al. (2006) 

 
- Performance 
satisfaction 
   

Kumar, et al. (1992); Ruekert and Churchill (1984); Anderson and Narus (1990); 
Han, Wilson, and Dant (1993); Mohr and Spekman (1994); Boyle and Dwyer 
(1995); Mohr et al. (1996); Smith and Barclay (1997); Smith (1998); Cannon and 
Perrault (1999); Geyskens et al. (1999); Jap and Ganesan (2000); Maloni and 
Benton (2000); Gold, Malhotra, and Segars (2001); Bloemer and Odekerken-
Schroder (2002); Hennig-Thurau et al. (2002); Lin and Germain (2003); Johnson 
and Grayson (2005); Ramaseshan et al. (2006); Lai (2007); Moliner et al. (2007a, 
2007b); Barry et al. (2008); Nyaga and Whipple (2011); M.-L. Chang et al. (2012); 
Chu and Wang (2012); Vidal (2012). In

s
tr

u
m

e
n

ta
l 
 

s
a
ti

s
fa

c
ti

o
n

 

  

S
A

T
IS

F
A

C
T

IO
N

 

- Sales turnover Kumar, et al. (1992). 

- Affective 
satisfaction 
  

Anderson and Narus (1984); Dwyer and Oh (1987); Anderson and Narus (1990); 
Crosby et al. (1990); Kumar, et al. (1992); Scheer and Stern (1992); Andaleeb 
(1996); Smith and Barclay (1997); Bansal and Taylor (1999); Jonsson and 
Zineldin (2003); Sanzo et al.(2003); Walter et al. (2003); Lai (2007); Cambra-
Fierro and Polo-Redondo (2008); Payan et al. (2010b); Vidal (2012). 

S
o

c
ia

l 
 

s
a
ti

s
fa

c
ti

o
n

 

 

- Exchange 
satisfaction 

Lusch (1976); Ramaseshan et al. (2006); Palmatier (2008); Nyaga and Whipple 
(2011). 

 
-Stability Noordewier et al. (1990); Aulakh, Kotabe, and Sahay (1996); Kim (2000); Sanzo 

et al. (2003). 

R
e
la

ti
o

n
s

h
ip

  

s
tr

e
n

g
th

 

L
O

N
G

-T
E

R
M

  
R

E
L

A
T

IO
N

S
H

IP
 

S
U

S
T

A
IN

A
B

IL
IT

Y
 

-Duration  Ganesan (1994); Kim and Frazier (1997); Lages et al. (2005); Rauyruen and 
Miller (2007) Mysen and Svensson (2010). 

 
- Transparency Anderson et al. (1987); Anderson and Weitz (1989); Anderson and Weitz (1992); 

Morgan and Hunt (1994); Smith and Barclay (1997); Smith (1998). 
 

C
o

n
te

n
t 

 

re
le

v
a
n

c
e
 

C
O

M
M

U
N

IC
A

T
IO

N
 C

O
N

T
E

N
T

S
 

- Information 
sharing 
  

Daft and Lengel (1986); Anderson and Narus (1990); Noordewier et al. (1990); 
Heide and Miner (1992); Heide and John (1992); Mohr and Spekman (1994); 
Boyle and Dwyer (1995); Aulakh et al. (1996); Lusch and Brown (1996); Doney 
and Cannon (1997); Monczka et al. (1998); Cannon and Perrault (1999); Jap and 
Ganesan (2000); Cannon and Homburg (2001); Frohlich and Westbrook (2001); 
Narasimhan and Kim (2002); Jonsson and Zineldin (2003); Sanzo et al.(2003); 
Claycomb and Frankwick (2004); Fynes et al. (2005); Lai (2007); Cambra-Fierro 
and Polo-Redondo (2008); M.-L. Chang et al. (2012); Chu and Wang (2012). 

-Clear 
communication  

Menon et al. (1999); Lages et al. (2005). 
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- Contact 
authority 

De Wulf et al. (2001) 
Palmatier (2008). 

P
a
rt

ic
ip

a
n

t 

re
le

v
a
n

c
e
 

- Communication 
density 

Palmatier (2008). 

 
Compromising Mohr and Spekman (1994); Bobot (2011). 

C
o

n
fl

ic
t 

 

s
o

lv
in

g
 

C
O

M
M

U
N

IC
A

T
IO

N
 C

A
P

A
B

IL
IT

IE
S

 

Confronting Borys and Jemison (1989); Mohr and Spekman (1994); Claycomb and Frankwick 
(2004); Bobot (2011). 
 

Accommodating Mohr and Spekman (1994); Claycomb and Frankwick (2004); Bobot (2011). 

Collaborating Mohr and Spekman (1994); Morgan and Hunt (1994); Claycomb and Frankwick 
(2004); Bobot (2011). 
 

 - Strategic 
alignment 

Fynes et al. (2005); Driscoll (1978); Dwyer and Oh (1987); Dwyer and Oh (1988); 
Kaufmann and Stern (1988); Skinner et al. (1992); Mohr and Spekman (1994); 
Morgan and Hunt (1994); Siguaw et al. (1998); Claycomb and Frankwick (2004); 
Claro and Claro (2010); Nyaga et al. (2013). 
 

C
o

o
p

e
ra

ti
o

n
 

P
A

R
T

N
E

R
S

H
IP

 

-Work processes Anderson and Narus (1990); Crosby et al. (1990); Heide and John (1990); Mohr 
and Spekman (1994); Mohr et al. (1996); Zaheer et al. (1998); Cannon and 
Perrault (1999); Cambra-Fierro and Polo-Redondo (2008); Cater and Cater 
(2010); Mysen and Svensson (2010). 

- Operational 
coordination 

Noordewier et al. (1990); Heide and Miner (1992); Mitchell and Singh (1996); 
Fynes et al. (2005); Whipple and Russell (2007); Payan et al. (2010b). 
 

C
o

la
b

o
ra

ti
o

n
 - Collaborative 

support 
Ruekert and Churchill (1984); Jonsson and Zineldin (2003). 

-Operational 
adaptation 

Noordewier et al. (1990); Boyle, Dwyer, Robicheaux, and Simpson (1992); Heide 
and John (1992); Heide and Miner (1992); Ganesan (1994); Heide (1994);  
Aulakh et al. (1996);); Lusch and Brown (1996); Doney and Cannon (1997); Kim 
and Frazier (1997); Smith (1998); Cannon and Perrault (1999); Cannon and 
Homburg (2001); Fynes et al. (2005); Cambra-Fierro and Polo-Redondo (2008); 
Claro and Claro (2010); Cater and Cater (2010); Mysen and Svensson (2010); M.-
L. Chang et al. (2012); Nyaga et al. (2013). 

 
- Producer  
dependence 

Emerson (1962); Etgar (1976); Noordewier et al. (1990); Weiss and Anderson 
(1992); Ganesan (1994); Heide (1994); Mohr and Spekman (1994); Boyle and 
Dwyer (1995); Andaleeb (1996); Monczka et al. (1998); Cannon and Perrault 
(1999); Jap and Ganesan (2000); Fynes et al. (2005); Mysen and Svensson 
(2010); Chu and Wang (2012). 

R
e
la

ti
v
e
  

d
e

p
e
n

d
e

n
c
e
 

O
P

E
R

A
T

IO
N

A
L

 

IN
T

E
R

D
E

P
E

N
D

E
N

C
E

 

- Distributor 
dependence 

Anderson and Narus (1990); Ganesan (1994); Heide (1994); Noordewier et al. 
(1990); Lusch and Brown (1996); Jap and Ganesan (2000); Fynes et al. (2005). 
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- Personal 
relationship 

Doney and Cannon (1997). 

In
te

rp
e
rs

o
n

a
l 

re
la

ti
o

n
s

h
ip

 

R
E

L
A

T
IO

N
A

L
 I

N
T

E
R

D
E

P
E

N
D

E
N

C
E

 

- Relationship 
with salespeople 

Doney and Cannon (1997). 

A
c
c
o

m
p

a
n

y
in

g
 

th
e

 s
a
le

s
 t

e
a
m

 

- Supporting the 
sales team 

Doney and Cannon (1997). 

 
- Accessibility Palmatier (2008). 

R
e
la

ti
o

n
s

h
ip

  

fa
c
il

it
a
to

rs
 

- Mutual 
knowledge 

Miller and Lefcourt (1982); Reis and Shaver (1988); Zaheer et al. (1998) 

- Feedback Mohr et al. (1996). 

R
e
s
p

o
n

s
e
 

c
a
p

a
c
it

y
 

- Business  
follow-up 

Noordewier et al. (1990). 

A
c
c
o

m
p

a
n

y
in

g
 t

h
e

 

b
u

s
in

e
s
s
 r

e
la

ti
o

n
s

h
ip

 

- Communication 
frequency 

Mohr et al. (1996); Smith (1998); Cannon and Homburg (2001); Claycomb and 
Frankwick (2004); M.-L. Chang et al. (2012); Rego et al. (2012). 

 
- Management 
competencies 

House et al. (1999). 

M
a

n
a
g

e
m

e
n

t 

L
E

A
D

E
R

S
H

IP
 

-Positive 
leadership 

Walumbwa et al. (2008). 

L
e

a
d

e
r 

- Charismatic 
leadership 

House et al. (1999).  

 
- Wine lovers Vallerand and Houlfort (2003) 

B
u

s
in

e
s
s
  

p
a

s
s
io

n
 

P
E

R
S

O
N

A
L

 S
O

C
IA

L
 

C
A

P
A

B
IL

IT
IE

S
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- Sales team  
quality 

Ruekert and Churchill (1984); Doney and Cannon (1997); Smith and Barclay 
(1997); Swan et al. (1988). 

O
rg

a
n

is
a
ti

o
n

a
l 

c
a
p

a
b

il
it

ie
s
 

O
R

G
A

N
IS

A
T

IO
N

A
L

 S
O

C
IA

L
 

C
A

P
A

B
IL

IT
IE

S
 

- Reputation Anderson and Weitz (1992); Ganesan (1994); Doney and Cannon (1997); 
Johnson and Grayson (2005). 

T
h

e
 p

la
y
e
rs

' 

h
is

to
ry

 

 
-Product 
adaptation 

Parsons (2002); Cater and Cater, 2010 

P
ro

d
u

c
t 

 

in
n

o
v

a
ti

o
n

 

IN
N

O
V

A
T

IV
E

 P
R

O
P

E
N

S
IT

Y
 

- Innovation 
intensity 

Damanpour (1991); Bhoovaraghavan, Vasudevan, and Chandran (1996); Knight 
and Cavusgil (2004); M.-L. Chang et al. (2012). 

- Strategy 
adaptation 

Kumar, et al. (1992); Cannon and Homburg (2001) 

S
tr

a
te

g
y

 a
n

d
 

o
rg

a
n

is
a
ti

o
n

 

 
-Altering 
objectives 

Gaski and Nevin (1985); Fynes and Voss (2002); Mohr et al. (1996). 

N
o

n
-c

o
e

rc
iv

e
  

p
o

w
e
r 

P
O

W
E

R
 

- Changing 
viewpoints 

Frazier (1983); John (1984); Gaski (1986); Anderson and Narus (1990); Frazier 
and Rody (1991); Kumar, et al. (1992); Skinner et al. (1992); Brown, et al. (1995); 
Mohr et al. (1996); Smith and Barclay (1997); Kim (2000); Maloni and Benton 
(2000); Cannon and Homburg (2001); Jonsson and Zineldin (2003); Sanzo et al. 
(2003); Hu and Sheu (2005); Ramaseshan et al. (2006); Zhao et al. (2008); Liu et 
al. (2010); H. Chang et al. (2012); Nyaga et al. (2013). 

 
- Distributor 
expertise 

Crosby et al. (1990); Doney and Cannon (1997); Smith (1998); Maloni and Benton 
(2000); Johnson and Grayson (2005); Zhao et al. (2008); Nyaga et al. (2013). 

N
e
g

o
ti

a
ti

o
n

  

p
o

w
e
r 

-Turnover size Anderson et al. (1987). 

Source: author’s elaboration 
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III-2.     Measurement scale items 

 

III-2.1. Purpose of construct measurement items 

We propose the development of a measurement tool following standard 

psychometric scale development procedures (Anderson & Gerbing, 1988; Bagozzi & 

Phillips, 1982), to assess the level of RQ in an exchange relationship between distributor 

and producer. 

Most of these construct measurements could be based on multiple-item 

measurement scales that have been validated and found to be reliable in previous 

research. They will be taken from previous specialized literature with minor changes made 

to them so as to meet the specific characteristics of the wine industry. The measurement 

items of the different constructs and their origin are shown in Table III.2. 

In relation to the sub-constructs that do not have scales, we analysed their 

contents obtained from the interviews so as to develop new multiple items. Following 

Campbell's (1955) guidelines for querying key informants, we stated items in simple, 

concrete terms using the language employed by the respondents. 

Thus, the scales proposed were either developed specifically for this study or 

adapted from existing scales to suit the context of the present study. 

All constructs could be measured on seven-point Likert scales ranging from 1, 

strongly disagree, to 7, strongly agree, with some exceptions which used anchors of 1 (not 

at all) and 7 (to an extreme extent), 1 (strongly dissatisfied) and 7 (strongly satisfied), and 

1 (very inaccurate description) and 7 (very accurate description), respectively. 

We suggest that two similar detailed questionnaires with different sections be 

designed to collect data, one for producing firms and another for distributing firms. At least 

three items of measurement must be included for each of the sub-constructs.  

As we have 14 first-order constructs and 94 sub-categories, it will be necessary to 

study the best way to format a viable survey to be given to respondents 

To enhance translation equivalence (Lai, 2007), the original English version of the 

scales will first need to be translated into Portuguese by one person and then retranslated 
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into English by a second person, each of whom must be fluent in both languages. Any 

differences that could emerge will be reconciled by the two expert translators.  

Both versions of the questionnaire must be supervised by two academic 

researchers that review the drafts and offer comments on improvements. 

Finally, to further ensure that the respondents would be able to adequately 

comprehend the translated items, a draft of the final Portuguese questionnaire must be 

administered in face-to-face interviews to a number of senior managers. Some minor 

wording changes could be made on the basis of their feedback.  

A complete listing of the scales already used in the literature is provided in Table 

III-2. We selected the scales that were considered more appropriate for the chosen 

players of the wine market. The inventory is supplemented with suggestions for 

measurement items for the sub-categories that do not have scales in the literature. 

The level of analysis of this study is a specific Distributor/Producer relationship. 

The questionnaire instructions must explain that the questions should be answered with 

respect to a Distributor/Producer with whom their company has a great RQ. The 

respondents should directly and continuously be involved in the supplier relationships for 

at least 1 year. 

Perceptual rather than objective measures will be deemed most appropriate for the 

study because our objective was to understand the features of the relationship which 

facilitate the RQ. Presumably the respondents’ decisions are based on their perceptions, 

not on the objective realities of the situation. To minimize potential halo effects related to a 

principal, the questionnaire must be organized so that the respondent evaluated each 

principal on a question rather than evaluating a principal on all questions. For example, 

the set of principals was evaluated in terms of relative power, then feedback, and so on.  
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Table III-2. Measurement scales (main characteristics) 

Sub-categories Adapted from Measurement items 

S
u

b
-

c
o

n
s

tr
u

c
ts

 

F
ir

s
t-

o
rd

e
r 

c
o

n
s

tr
u

c
t 

Affective trust 
 
 
 
 
 

Ganesan (1994). Interpersonal Benevolence 
Retailer's trust in vendor (vendor's benevolence) 

 This resource's representative has made sacrifices for us in the 
past. 

 This resource's representative cares for us.  

 In times of shortages, this resource's representative has gone out 
on a limb for us. 

 This resource's representative is like a friend.  

 We feel the resource's representative has been on our side. T
ru

s
t 

 
b

e
n

e
v
o

le
n

c
e
 

      

T
R

U
S

T
 

Goodwill behaviour Cater and Cater 
(2010). 

Trust  

 The main supplier is genuinely concerned that our business 
succeeds.  

 We trust that the main supplier keeps our best interests in mind.  

 The main supplier considers our welfare as well as their own when 
making important decisions. 

 
Contractual trust Sako and Helper 

(1998). 
Contractual trust  

 We prefer to have everything spelt out in detail in our contract 

T
ru

s
t 

 
h

o
n

e
s
ty

 

   

Credibility 
 

Ganesan (1994). Interpersonal Credibility 
Retailer's trust in vendor (vendor's credibility) 

 This resource's representative has been frank in dealing with us. 

 Promises made by this resource's representative are reliable. 

 This resource's representative is knowledgeable regarding his/her 
products. 

 This resource's representative does not make false claims. 

 This resource's representative is not open in dealing with us. (R) 

 If problems such as shipment delays arise, the resource's 
representative is honest about the problems. 

 This resource's representative has problems answering our 
questions. 

 
Vendor's trust in retailer (retailer's credibility) 

 The buyer representing this retailer has been frank in dealing with 
me. 

 Promises made by the buyer representing this retailer are reliable. 

 The buyer representing the retailer is knowledgeable about the 
product. 

 The buyer representing this retailer has problems understanding 
our position. (R) 

 

Trustworthiness Kumar et al. 
(1992). 
 

Reseller competence:  

 The dealer has the required business skills necessary to run a 
successful business (kind of business the supplier is in). 

 The dealer has amassed/demonstrates a great deal of knowledge 
about the features and attributes of the supplier's products and 
services. 

 The dealer and his personnel have poor knowledge of competitors' 
products and services. T

ru
s

t 
 

c
o

m
p

e
te

n
c

e
 

  

Trusting behaviour Comer et al. 
(1999). 

Company trust 

 The company, that this salesperson works for, will stand behind us. 

 The company can be counted upon to do right by us . 

 This salesperson’s company has quality people working for them.  

 This salesperson’s company has a poor reputation. 

 The company will do what it takes to make us happy. 
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Involvement 
 
 

Anderson and 
Weitz (1992). 

Distributor's commitments 

 We defend this supplier when others critize the company.  

 We have a strong sense of loyally to this supplier.  

 We are continually on the lookout for another product to add to or 
replace this supplier for this product type. (R) 

 We expect to be distributing this supplier's products for some time. 

 If another company offered us a better product line, we would most 
certainly take them on, even if it meant dropping this supplier. (R) 

 We are not very committed to this supplier. (R)  

 We are quite willing to make long-term investments in selling this 
supplier's line. 

 Our relationship with this supplier is a long-term alliance.  

 We are patient with this supplier when they make mistakes that 
cause us trouble. 

 We are willing to dedicate whatever people and resources it takes 
to grow sales of this supplier's products. 

A
ff

e
c
ti

v
e
  

c
o

m
m

it
m

e
n

t 
 

    

C
O

M
M

IT
M

E
N

T
 

Belonging 
  

Brown et al. 
(1995). 
 

Dealer’s Identification with Supplier 

 We feel that the manufacturer views us as being an important 
“team member,” rather than our being just another dealer. 

 We are proud to tell others that we are a dealer for this 
manufacturer. 

 
Negative 
calculative  
  

Sharma et al. 
(2006: 65, 69). 

Locked-In Commitment 

 Considering everything, we actually have no alternatives to this 
relationship. 

 Changing from this supplier (customer) to another would cost us 
too much. 

 It would be very difficult for us to find a replacement for this 
supplier (customer). 

C
a
lc

u
la

ti
v
e
  

c
o

m
m

it
m

e
n

t 
 

  

Positive calculative  Cater and Cater 
(2010). 

Positive calculative commitment  

 So far the benefits our firm has received from this relationship are 
greater than the costs that have been incurred by us. 

 We are receiving fair value from our investments in this 
relationship. 

 Overall, our firm is receiving fair value from this relationship. 

 
Moral obligations Sharma et al. 

(2006). 
 

Obligation-Based Commitment 

 We continue this relationship in part because we feel morally 
obligated to do so. 

 We put maximum effort into the business we do with this supplier 
because they expect us to do so. 
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Duty Sharma et al. 
(2006).  
 

Obligation-Based Commitment 

 We continue this relationship in part because we feel morally 
obligated to do so. 

 We put maximum effort into the business we do with this supplier 
because they expect us to do so. 

 It is our duty to strengthen our ties with this supplier (customer). 

 
Performance 
satisfaction 
  

Nyaga and 
Whipple (2011). 

Satisfaction with strategic performance 
My firm is satisfied with this relationship in terms of:  

  … profitability 

  … market share 

 … sales growth 
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Sales turnover Kumar, et al. 
(1992). 

Contribution to sales:  

 Over the past year, the dealer has been successful in generating 
high rental revenues/sales volume for the supplier, given the level 
of competition and economic growth in his market area. 

  Compared to competing dealers in the district/territory this dealer 
has achieved a high level of market penetration for the supplier. 

 Last year, the revenue that this dealer generated from the supplier 
was higher than what other competing dealers within the same 
neighbourhood/territory generated.  
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Affective 
satisfaction 
  

Walter et al. 
(2003). 

Customer satisfaction (1=strongly disagree, 7=strongly agree) 

 Compared to our ideal, we are very satisfied with the performance 
of this supplier. 

 All in all, we are very satisfied with this supplier.  

 Our company is not completely satisfied with the performance of 
this supplier (reverse scored). 

 With reference to our expectations, we are very satisfied with this 
supplier. 
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Exchange 
satisfaction 

Nyaga and 
Whipple (2011). 

Satisfaction 
My firm is satisfied with this relationship in terms of:  

 …coordination of activities  

 …level of commitment 

 …level of information sharing 

 …management of activities 

 

Stability Noordewier et al. 
(1990). 

Expectation of Continuity 

 We expect our relationship with supplier to last a long time 

 The relationship we have with supplier is essentially "evergreen." 

 Renewal of relationship with supplier is virtually automatic. 
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Duration  Ganesan (1994). Retailer's Longterm orientation 

 We believe that over the long run our relationship with this 
resource will be profitable. 

 Maintaining a long-term relationship with this resource is important 
to us. 

 We focus on long-term goals in this relationship.  

 We are willing to make sacrifices to help this resource from time to 
time. 

 We are only concerned with our outcomes in this relationship. (R) 

 We expect this resource to work with us for a long time. 

 Any concessions we make to help out this resource will even out in 
the long run. 

Security Author's 
proposal. 

 I feel that I do not run the risk of the Producer / Distributor failing 
with the product in the market. 

 I feel that this Producer / Distributor protects me in the market. 

 I feel safe in the negotiations that I have with this Producer / 
Distributor. 

 I feel that this Distributor / Producer will fail with the product 
delivery. (R) 

 
Distribuidor focus Author's 

proposal. 
 This distributor is focused on my brands. 

 This Distributor has no time to pay attention to my brand. (R) 

 This Distributor is committed to working with my brands. 
B
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Distributor portfolio  Author's 

proposal. 
 This Distributor has an adequate portfolio of brands. 

 This Distributor has too many brands of wine. (R) 

 The number of brands represented by this distributor is balanced. 

Brand value Author's 
proposal. 

 This Distributor / Producer knows how to add value to brands. 

 This Distributor / Producer carries out promotions that give value to 
the brands. 

 This Distributor / Producer prefers promotions based on discounts. 
(R) 

 
Transparency Smith (1998). 

 
Communication Openness  

 We frequently discuss accounts and opportunities.  

 We tell each other things we wouldn't want others to know. 

 We talk candidly with each other.  

 We provide each other with timely information.  

 If I have a problem with this rep, I'll tell him or her about it. 

 S/he is responsive to my needs for information.  

 Sometimes this rep holds back on telling me what s/he knows 
about our accounts/opportunities. (R) 
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Information sharing 
  

Heide and Miner 
(1992). 
 

Information exchange  

 In this relationship, it is expected that any information that might 
help the other party will be provided to them. 

 Exchange of information in this relationship takes place frequently 
and informally and not only according to a pre-specified 
agreement. 

 It is expected that the parties will provide proprietary information if 
it can help the other party. 

 It is expected that we keep each other informed about events or 
changes that may affect the other party. 

Clear 
communication  

Menon et al. 
(1999). 

Communication Quality (Strongly Agree/Strongly Disagree) 

 The key players involved had continuous interaction during 
implementation of the strategy. 

 The strategy's objectives and goals were communicated clearly to 
involved and concerned parties. 

 Team members openly communicated while implementing this 
strategy. 

 There were extensive formal and informal communications during 
implementation. 

 

Contact authority Palmatier (2008). Contact Authority (Reported by Customer)  

 This rep knows the key decision makers at our firm. 

 This rep deals with the important decision makers in our company.  

 This rep has relationships with the important gatekeepers at our 
firm. 
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Communication 
density 

Palmatier (2008). Contact Density (Reported by Customer)  

 How many different relationship ties are there among employees 
at this rep and your firm? (number) 

 

Empathy Author's 
proposal. 

 There is great empathy between me and my contact of this 
Distributor / Producer. 

 My contact at this Distributor / Producer is always full of 
enthusiasm. 

 My contact at this Distributor / Producer has a less relaxed 
relationship. (R) 
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Social behaviour Author's 
proposal. 

 This Distributor / Producer socially active in the relationship that is 
developed with us. 

 This Distributor / Producer knows how to create pressure at work, 
but without feeling uncomfortable. 

 The pressure created by this Distributor / Producer gets to be 
annoying. 

 
Proactivity Author's 

proposal. 
 This Distributor / Producer is proactive in presenting new 

commercial proposals. 

 This Distributor / Producer has a lot of initiative in bringing new 
commercial challenges. 

 This Distributor / Producer is too passive in the commercial 
relation. (R) 
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Dynamism Author's 
proposal. 

 This Distributor / Producer greatly dynamizes our business 
relationship. 

 This Distributor / Producer rarely presents new work suggestions. 
(R) 

 This Distributor / Producer constantly presents new commercial 
offers to the market. 

 

Listening capability Author's 
proposal. 

 The people of this Distributor / Products are very open to 
discussing ideas and problems. 

 The people of this Distributor / Producer know how to listen to our 
suggestions. 

 This Distributor / Producer is not very interested in knowing what I 
think. (R) 
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Understanding Author's 
proposal. 

 I feel that this Distributor / Producer understands our expectations. 

 I feel that this Distributor / Producer understands the difficulties 
that the market places us. 

 I feel that this Distributor / Producer does not understand us. (R) 



 

- 407 - 

 

Availability  Author's 
proposal. 

 This Distributor / Producer is always available to participate in 
market actions proposed by my company. 

 I know I can always count on the collaboration of this Distributor / 
Producer. 

 It is not easy to count on the participation of this Distributor / 
Producer. (R) 

 

Compromising Bobot (2011). Compromise  

 I use a give-and-take strategy.  

 I negotiate to reach a compromise.  

 I try to reach a happy medium. 
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Confronting Bobot (2011). 
 

Confrontation  

 I stand on firm ground regarding my position.  

 I emphasize my side of the disagreement.  

 I will argue a point. 

Accommodating Bobot (2011). Accommodation  

 I give into the wishes of the supplier.  

 I allow the supplier to be right.  

 I go along with what the supplier thinks.  

 I let the supplier have his or her way.  

 I let the supplier win disagreements. 

Collaborating Bobot (2011). 
 

Collaboration  

 I try to find a solution where we both win.  

 I actively seek a mutually beneficial solution.  

 I work with the supplier in order to find the best solution. 

 
Strategic alignment Fynes et al. 

(2005). 
Co-operation  

 We co-operate extensively with this customer with respect to 
product design. 

 We co-operate extensively with this customer with respect to 
process design. 

 We co-operate extensively with this customer with respect to 
forecasting and production planning. 

 We co-operate extensively with this customer with respect to 
quality practices. 
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Project 
development 

Author's 
proposal. 

 We are always very involved with our producer / distributor in 
developing new products. 

 Launching a new product on the market is the result of a lot of joint 
work with our producer / distributor, right down to the label. 

 The development of a new product line for the market does not 
necessarily mean working together with our producer / distributor 
(R). 

Work processes Mysen and 
Svensson (2010). 

 We work jointly with this supplier on issues that affect both firms. 

 Our processes and/or procedures are coordinated with those of 
this supplier. 

 Our implementation plans are formed jointly with this supplier. 

 Our activities are coordinated with the activities of this supplier. 

 We work jointly with this supplier. 

 There is a cooperative attitude between my firm and this supplier. 

 We attempt to conduct business in unison with this supplier. 

 Our relationship with this supplier is cooperative. 

 There is a clear distribution of tasks between us and the supplier. 

 
Operational 
coordination 

Noordewier et al. 
 (1990). 
 

Supplier Support 

 Supplier can in advance advise us of shipment (delivery) 
problems. 

 Supplier makes an effort to help us during emergencies.  

 Supplier recommends stock substitutes when delivery troubles 
develop. 

 Supplier helps us in value analysis ideas, cost reductions, problem 
solving, etc. 

 Supplier advises us of potential problems in meeting our needs. C
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Collaborative 
support 

Jonsson and 
Zineldin (2003). 

Cooperation 

 The supplier will support us in our marketing activities 
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Operacional 
adaptation 

Doney and 
Cannon (1997). 

Supplier Firm Willingness to Customize for Buyer  

 Just for us, this supplier is willing to customize its products.  

 Just for us, this supplier is willing to change its production process.  

 Just for us, this supplier is willing to change its inventory 
procedures.  

 Just for us, this supplier is willing to change its delivery 
procedures.  

 Just for us, this supplier is willing to invest in tools and equipment. 

 
Producer  
dependence 

Ganesan (1994);  Dependence of retailer on vendor  

 If our relationship was discontinued with this resource, we would 
have difficulty in making up the sales volume in our trading area. 

 This resource is crucial to our future performance.  

 It would be difficult for us to replace this resource.  

 We are dependent on this resource.  

 We do not have a good alternative to this resource.  

 This resource is important to our business.  

 This resource's product lines are essential to round out our product 
offering. 

 If our relationship was discontinued, we would have difficulty 
replacing this resource. R
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Distributor 
dependence 

Ganesan (1994). 
 

Dependence of vendor on retailer  

 If our relationship was discontinued with this retailer, we would 
have difficulty in making up the sales volume in this trading area. 

 This retailer is crucial to our future performance.  

  It would be difficult for us to replace this retailer in this trading 
area. 

 We are dependent on this retailer for sales in this region.  

 We do not have a good alternative to this retailer.  

 This retailer generates high sales volume for us. 

 
Operacional 
dependence 

Author's proposal  The success of my /actions in the market is dependent on the 
good performance of my Distributor / Producer. 

 A bad performance of my Distributor / Producer does not affect my 
commitments undertaken. (R) 

 My efficiency influences the performance of my Distributor / 
Producer. 
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Strategic 
dependence 

Author's proposal  The consistency of my company's strategy in the market is 
dependent on my Distributor / Producer. 

 The strategy of my company for the market influences my 
Distributor / Producer’s strategy. 

 My Distributor / Producer does not bother to understand what 
strategy my company has for the market. (R) 

 

Friendship  Author's proposal  There is a friendship between me and my contact at this Distributor 
/ Producer. 

 My relationship with my contact of this Distributor / Producer is 
merely professional. (R) 

 Friendship links were created with my contact of this Distributor / 
producer. 
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Personal 
relationship 

Doney and 
Cannon (1997). 

Extent of Social Interaction with Salesperson  
How often do you and other people from your firm interact with this 
salesperson in these ways? (never-often) 

 Meet away from the workplace.  

 Talk about family, sports or other personal interests.  

 Attend entertainment events (sports, theatre etc.)  

 Meet over breakfast, lunch or dinner. 

 Get together primarily to have fun. 

 Talk about common interests besides work. 

 Get together with other family members. 

 
Relationship with 
salespeople 

Doney and 
Cannon (1997). 

Salesperson likability  

 This salesperson is friendly.  

 This salesperson is always nice to us. 

 This salesperson is someone we like to have around. 
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Supporting the 
sales teams 

Doney and 
Cannon (1997). 

Frequent Contact with Salesperson  

 This salesperson frequently visits our place of business.  

 This salesperson takes a lot of time learning our needs.  

 This salesperson spends considerable time getting to know our 
people. 

 
Accessibility Palmatier (2008). Customer Interface Difficulty (Reported by Customer)  

 It is very difficult to meet with the important decision makers at our 
firm.  

 Suppliers feel that dealing with our firm is very easy. (R) 

 It is hard to meet with the decision makers at our firm.  

 Our approval and purchasing processes are very complex. 
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Mutual knowledge Zaheer et al. 
(1998). 

Interpersonal trust 

 My contact person has always been even-handed in negotiations 
with me  

 I know how my contact person is going to act: he can always be 
counted on to act as I expect  

 My contact person is trustworthy  

 I have faith in my contact person to look out for my interests even 
when it is costly to do so  

 I would feel a sense of betrayal if my contact person’s performance 
was below my expectations 

Straightforwardess Author's 
proposal. 

 When problems occur, the Distributor / Producer takes the initiative 
to let us know what is happening. 

 This Distributor / Producer avoids telling us what is really causing 
problems. (R) 

 This Distributor / Producer is very direct with us when he/she 
disagrees with our proposals. 

 
Speed decision-
making 

Author's 
proposal. 

 When we have a problem with this Distributor / Producer, it is soon 
resolved. 

 This Distributor / Producer makes decisions very fast. 

 This Distributor / Producer takes too long to respond to market 
changes. (R) 
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 Feedback Mohr et al. 

(1996). 
 How much feedback do you provide to this manufacturer about 

their product, market conditions, etc.?  

 How much feedback does this manufacturer give you? 

Appreciation Author's 
proposal. 

 This Distributor / Producer recognises our good work. 

 When this Distributor / Producer observes a job well-done, they 
call to congratulate us on our work. 

 This Distributor / Producer shows no appreciation of our good 
work. (R) 

 
Market follow-up Author's 

proposal. 
Distributor 

 This Producer regularly accompanies us in market visits. 

 This Producer visits many restaurants with our salespeople. 

 This Producer rarely visits the market. (R) 
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Market knowledge Author's 
proposal. 

 This Producer / Distributor has is greatly aware of the reality of the 
market. 

 This producer / distributor knows the needs of the market very well. 

 This Producer / Distributor reveals lack of knowledge about the 
market context. (R) 

 
Business follow-up Noordewier, et al. 

(1990). 
Monitoring of Supplier 

 We advise supplier of its performance in relation to that of other 
suppliers. 

 We monitor supplier's inventory levels.  

 We assess supplier's performance through a formal vendor 
evaluation program. 

 In this arrangement, supplier must provide summary usage 
reports, tally sheets, or some similar kind of report (on a quarterly 
or monthly basis). 

 We conduct quality training for vendor personnel.  

 The relationship we have with supplier makes use of many 
controls. 
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Work proximity  Author's 
proposal. 

 We are constantly working with this Distributor / Producer. 

 This Distributor / Producer accompanies our work very closely. 

 This Distributor / Producer is out of touch with what is the reality of 
our work. (R) 

Communication 
frequency 

M.-L. Chang et al. 
(2012). 

Frequency of contact  

 This seller and us frequently participate in goal setting and 
forecasting with each other.  

 This seller and us frequently help each other in planning. 

 

Management 
competencies  

House et al. 
(1999).  

Administratively Competent  

 orderly 

 administratively skilled 

 organized 

 good administrator 
 
Performance oriented 

 improvement-oriented 

 excellence-oriented 

 performance-oriented 
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Sector knowledge Author's 
proposal. 

 This Distributor / Producer reveals great knowledge of the 
business. 

 This Distributor / Producer has thorough knowledge of the sector. 

 This Distributor / Producer is not aware of what is happening in the 
sector. (R) 

 

Positive leadership Walumbwa et al. 
(2008). 

Authentic Leadership 
Self-Awareness 

 Seeks feedback to improve interactions with others. 

 Accurately describes how others view his or her capabilities. 
Relational Transparency 

 Says exactly what he or she means. 

 Is willing to admit mistakes when they are made. 
Internalized Moral Perspective 

 Demonstrates beliefs that are consistent with actions. 

 Makes decisions based on his/her core beliefs. 
Balanced Processing 

 Solicits views that challenge his or her deeply held positions. 

 Listens carefully to different points of view before coming to 
conclusions. L
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Charismatic 
leadership 

House et al. 
(1999). 

Charismatic I: visionary 

 foresight 

 prepared 

 anticipatory 

 plans ahead 
 
Charismatic II: inspirational 

 enthusiastic 

 positive 

 morale booster 

 motive arouser 

 

Sector relationship Author's 
proposal. 

 This Distributor / Producer has an open relationship with other 
market players. 

 This Distributor / Producer has a healthy relationship with their 
competitors. 

 This distributor / Producer does not like to relate to its competitors. 
(R) 
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Gentlemans trade Author's 
proposal. 

 This Distributor / Producer is a true gentleman in the way of doing 
business. 

 This Distributor / Producer knows how to behave in a distinguished 
manner in the business. 

 This Distributor / Producer behaves in a neglecting way in the 
business. (R) 
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Wine lovers Vallerand and 
Houlfort (2003). 

The Passion Toward work scale 
Harmonious Passion 

  My work allows me to live memorable experiences. 

  I am completely taken with my work. 
 
Obsessive Passion 

  I cannot live without my work. 

  I have difficulty imagining my life without my work. 

  I have almost an obsessive feeling for my work. 
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Emotional business Author's 
proposal. 

 This Distributor / Producer has a special taste for the wine 
business. 

 This Distributor / Producer reveals to be emotionally involved in the 
wine business. 

 This Distributor / Producer views the wine business as if it were 
any other commercial activity. (R) 

 
Emotional moments Author's 

proposal. 
 This Distributor / Producer reveals a great ability to interpret 

emotions, according to the moments in which wine is consumed. 

 This Distributor / Producer understands the emotions related to the 
moments in which we consume wine. 

 This Distributor / Producer has no sensitivity to the emotions 
conveyed by wine. (R) 
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Product nature Author's 
proposal. 

 This distributor / producer has a great capability to associate 
characteristics of the wine to its "terroir.” 

 This Distributor / Producer has a superior capability to associate 
history to wine. 

 This Distributor / Producer deals with the product without 
distinction. (R) 

 
Organisational 
structure 

Author's 
proposal. 

 This Distributor / Producer has a very professional organisational 
structure. 

 The organisational structure of Distributor / Producer is very 
efficient. 

 This Distributor / Producer has an inefficient organization. (R) 
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Commercial/ 
Marketing structure 

Author's 
proposal. 

 This Distributor / Producer has a very well structured Commercial / 
Marketing Team  

 This Distributor / Producer has a Commercial / Marketing Team 
with an operational structure able to support us in the market. 

 The Commercial / Marketing Team of this Distributor / Producer is 
not capable of doing good work in the market. (R) 

Sales team quality Ruekert and 
Churchill (1984). 

A social interaction or salesperson dimension 

 My manufacturer's sales representative isn't well organized. 

 My manufacturer's sales representative doesn't know his products 
very well. 

 Manufacturer's salespeople are helpful. 

 Manufacturer's sales representatives have my best interests in 
mind when they make a suggestion. 

 My manufacturer's sales representative is always willing to help 
me if I get into a tight spot. 

 

Wine tastings Author's 
proposal. 

 This Distributor / Producer frequently organizes wine tasting 
events. 

 This Distributor / Producer promotes many wine tasting with our 
clients. 

 This Distributor / Producer rarely organizes wine tasting events. 
(R) 
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Business lunches 
and dinners 

Author's 
proposal. 

 This Distributor / Producer frequently organizes wine dinners. 

 This Distributor / Producer promotes many wine dinners with our 
customers. 

 This Distributor / Producer rarely organizes wine dinners. (R) 

Vineyard/Winery 
visits  

Author's 
proposal. 

 This Distributor / Producer frequently organizes visits to the 
vineyard and winery. 

 This Distributor / Producer promotes many visits to the vineyard 
and winery with our customers. 

 This Distributor / Producer rarely organizes visits to the vineyard 
and winery. (R) 
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Reputation Johnson and 
Grayson (2005). 

Firm reputation  

 Firm XYZ is highly regarded in the financial industry. 

 Firm XYZ has a bad reputation in the market. Reversed 

 Firm XYZ is known to be concerned about customers. 

 Firm XYZ is one of the most capable firms in the industry. 
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Family company Author's 
proposal. 

 I greatly value the fact that this Distributor / Producer is a family 
business. 

 The fact that the Distributor / Producer company goes back several 
generations is very important for me. 

 The fact that the Distributor / Producer company is a family 
business is cause for concern. (R) 

Company history Author's proposal  The history of this company adds a lot of value to this Distributor / 
Producer. 

 I give much importance to the Distributor / Producer’s history. 

 The history of this Distributor / Producer is a factor which I do not 
give much importance to. (R) 

 

Product adaptation Cater and Cater 
(2010). 

Adaptation  

 The main supplier is more willing to adapt its product's features.  

 The main supplier is more willing to adapt its personnel who work 
with us.  

 The main supplier is more willing to adapt capital equipment and 
tools. 
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Innovation intensity M.-L. Chang et al. 
(2012). 

Innovation  

 We develop new manufacturing technology frequently. 

 We will adopt new management practice to improve operating 
performance.  

 To sum up, our innovation achievement level is high. 

 

Strategy adaptation  Cannon and 
Homburg (2001). 

Supplier flexibility (strongly agree-strongly disagree)  

 This supplier is flexible enough to handle unforeseen problems. 

 This supplier handles changes well. 

 This supplier can readily adjust its inventories to meet changes in 
our needs.  

 This supplier is flexible in response to requests we make 
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Buzz innovation Author's 
proposal. 

 This Distributor / Producer is continually presenting novelties. 

 This Distributor / Producer often presents novelties. 

 This Distributor / Producer rarely presents novelties. (R) 

 
Altering objectives Mohr et al. 

(1996). 
Manufacturer Control   

 The manufacturer has a significant influence on our operations. 

 In the past six months, the manufacturer has changed or 
influenced our programs and policies.  

 This manufacturer can pretty much dictate how we sell their 
product.  

 We yield to recommendations of this manufacturer on general 
business practices. 
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Changing  
viewpoints 

Brown et al. 
(1995). 

Supplier’s Use of Information Power  

 The information the manufacturer provided us made sense.  

 The manufacturer often had more information than we did. 

  The manufacturer convinced us that it made sense to follow their 
suggestions.  

 The manufacturer knew more than we did about what needed to 
be done. 

 
Distribution 
expertise  

Smith (1998). Representative’s Expertise  

  This supplier has demonstrated a high level of expertise.  

  S/he really knows our business.  

  His/her product knowledge is exemplary 
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 Of principal's U.S. dollar sales of products rep sells, the 
percentage generated by this rep agency 

 If relationship ends, estimated principal's sales over next two years 
in this territory as % of sales had relationship continued 

 If relationship ends and rep selects best altemative, % of lost sales 
re-couped over two years 

 Percentage of agency's commission income generated by this 
principal 
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Partner shareholder Author's 
proposal. 

Producer 

 The fact that we are shareholders of the Distributor creates a 
greater focus on our brands.  

 The fact that we are shareholders of this Distributor gives us more 
business power.  

 Being a shareholder of this Distributor does not provide any 
advantage. (R) 

Distribuidor 

 The fact that this Producer is our shareholder compels us to focus 
more on their brands. 

 The fact that this Producer is our shareholder gives them greater 
negotiating power. 

 The fact that this Producer is our shareholder does not provide any 
advantage.(R) 

 
Brand portfolio  Author's 

proposal. 
 It is very important that the Distributor / Producer has a broad 

range of products. 

 It is an advantage that this Distributor / Producer has a full range of 
products for the market. 

 It is not relevant that this Distributor / Producer has a broad 
product offering to the market. (R) 
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Leading product 
brand 

Author's 
proposal. 

 It is important that this Distributor / Producer is working with 
leading brands. 

 The fact that this Distributor / Producer works with leading brands 
is very advantageous. 

 It is not important that this Distributor / Producer works with leading 
brands. 

Corporate brand 
reputation 

Author's 
proposal. 

 It is important that this Distributor / Producer is working with 
prestigious brands. 

 The fact that this Distributor / Producer is working with prestigious 
brands is very advantageous. 

 It is not important for us that this Distributor / Producer is working 
with prestige brands. 

Note; (R) reverse question. 

Source: author’s elaboration 
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III-2.2. Future method and sampling 

Relationship properties can be measured with data collected from outsiders, from 

either partner (or both), acting as key informants to the relationship, or from both partners 

providing individual-level responses that are then aggregated, by the researcher, to the 

level of the relationship (Smith & Barclay, 1997). In this research, the decision to collect 

dyadic data was a difficult one due to the fact that it requires considerable cooperation 

from Producers and Distributors (Anderson & Narus, 1990). 

The survey instrument must be pre-tested with individuals from academia and 

industry who are familiar with producer-distributor relationships. The pre-test should be 

used to ensure that the questions are clear and provide face validity for the constructs that 

are being tested. Minor changes could be made to the survey based on the pre-test to 

improve clarity and parsimony.  

Then the survey could be programmed into an online survey instrument. 

Respondents can be contacted by e-mail and invited to participate in the research. The e-

mail will include a link to the online survey. A second reminder e-mail will be sent 

approximately 10 days after the first e-mail. A third e-mail reminder will be sent 

approximately one month later. 

Two separate survey audiences should be targeted: First, respondents in a 

position to represent the distributing firm’s perspectives; Second, respondents in a 

position to represent the producing firm’s perspectives.  

 

 

 

 

 

 


