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Abstract 

 

Background: The concept of relationship marketing is a continuously growing research 

area in the field of academic research. A topic being widely discussed is which factors 

builds trust and the importance of having trust in business-to-business (B2B) 

relationships. However, there is a lack of research in the field of which factors have a 

negative effect on the level of trust in business relationships.  

 

Purpose: The purpose of this study is to explain which factors are crucial to maintain 

trust in a B2B relationship. 

 

Focus: The focus in this study is on trust in B2B relationships. Particularly how it is 

negatively affected by lacking the building blocks needed in order to have trust in such 

a relationship.  

 

Method: This study made use of a deductive, quantitative approach. By using a survey, 

the data was  gathered through an online questionnaire sent out via e-mail to 700 

Swedish B2B companies.  

 

Results: In total, answers from 141 respondents were reliable. In SPSS analyses for 

regression, reliability, and validity were conducted. Out of the five stated hypotheses, 

three were accepted and two rejected. Conflict handling was shown to have the largest 

influence on the level of trust together with communication and competence. 

Commitment and contracts were rejected in the hypotheses testing.  

 

Conclusion: A new model is presented where the accepted hypotheses act as 

influencers on trust. The conclusion of this study is that if there is a lack of conflict 

handling, communication, and competence it will have a negative effect on trust in a 

B2B relationship. Due to limitations of the study, other research opportunities derive. It 

is suggested that future research should explore the differentiation between different 

industries and/or different kind of actors within the B2B-relation or countries. 
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1 Introduction 

The introductory chapter presents the chosen topic and gives a description of the 

background and a problematization of the subject. The final stage presents the purpose 

of the study. 

 

1.1 Background 

Relationship marketing has according to Palmatier et al. (2006) grown tremendously in 

the 1990’s and continues to grow, both within business practises and academic research. 

Morgan and Hunt (1994) and Palmatier et al. (2006) state that the core definition of 

relationship marketing is a set of marketing activities targeted towards creating, 

developing, and retaining successful customer relational exchanges. The use of 

relationship marketing will improve a company's business relationship by involving 

buyers, suppliers, and other integrated partners. Involving all parties will strengthen the 

relationship (Sheth and Parvatiyar 1995). 

 

The concept of relationship marketing can be seen as a fundamental cornerstone for 

understanding and building business-to-business (B2B) relationships. Understanding 

how to manage relationships is particularly important for B2B companies since, buyer-

supplier partners in B2B relationships strive to engage in complex, long-term, and 

multi-context interactions. In order to have well-functioning and successful 

relationships, confidence in one’s partner is essential (Mesquita, 2007; Connelly et al., 

2012; Sarment et al., 2015). To gain confidence in the cooperation between a buyer and 

supplier, companies often aim to build trust in their relationships with partners (Ford, 

1980; Ring and Van de Ven, 1992; Connelly et al., 2012). Trust is an important factor 

for B2B relationships since parties within a relationship are always trying to reduce 

uncertainties by selecting partners that are interested in the well-being of the 

relationship (Doney and Cannon, 1997) In literature, trust has been referred to as being 

an essential element for building successful partner relationships (Svensson, 2001; 

Gounaris, 2002; Laeequddin and Sardana, 2010).  

 

As defined by Sabel (1993) and Barney and Hansen (1994), trust is the mutually shared 

confidence that no party in the relationship will make use of each other's vulnerabilities. 

Morgan and Hunt (1994) explain trust as the belief that one’s partner will act sincerely 
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and fulfill their promises made. Trust is also the belief that one’s partner will be 

interested in the well-being of the partner company, by not taking any actions that might 

affect the company negatively. For trust to become operable, parties engaged in a 

relationship have to be vulnerable to some extent, which means that the outcomes of 

decisions made within the relationship have to be somewhat uncertain (Doney and 

Cannon., 1997; Moorman et al., 1993). Ebersole (n.d.) argues that trust is the one of the 

main components when it comes to building, maintaining, and succeeding in any 

business relationship. If trust does not exist, there is no sustainable future for any type 

of business process (Ebersole, n.d.). Golin (2004) implies that to not put time and 

resources into building trust can bring negative consequences to the relationship which 

can affect future business together. 

 

1.2 Problem discussion 

The concept of trust has been seen in the majority of the published literature under the 

topic of relationship marketing within B2B relationships (e.g. Moorman, 1993; Morgan 

and Hunt, 1994; Anderson and Narus, 1990; Blois, 1999). Trust is crucial for the 

development and management of B2B relationships since trust determines the issue of 

whether or not to engage in long-term relationships with other organizations (Blois, 

1999; Connelly et al., 2012). Thus, it is important for companies to understand the 

factors leading to trust to be able to build strong and long-lasting relationships.  

 

The literature reviewed around trust mentions five different factors that are of great 

importance for reaching trust. The factors found were: communication, competence, 

commitment, conflict handling, and contracts (e.g. Dwyer et al., 1987; Selnes, 1998; 

Doney et al., 2007; Fischer, 2013). Since these factors are claimed to build trust, it can 

be assumed that not fulfilling these can have a negative effect on the level of trust in a 

B2B relationship.  

 

Laeequddin and Sardana (2010) explain that in order to understand trust, it is important 

to understand what leads to negative effects on trust as well. While trust relies on a 

fulfilment of a relationship from the other party, distrust instead means that an 

expectation of a relationship will be unfulfilled (Laeequddin and Sardana, 2010). 

Svensson (2001) and Bell et al. (2002) explain reasons for how negative effects on trust 

within a dual relationship can occur; if a company cope with activities that can affect 



  
 

3 
 

the trust in a negative way, it raises doubt amongst other firms and affects that 

relationship negatively (Svensson, 2001; Bell et al., 2002).  

 

Gil-Saura et al. (2009) argues that the majority of literature around the subject of trust 

fails to address the issues affecting trust negatively. This is strengthened by the study 

conducted by Laeequddin and Sardana (2010) were they mention that there is a huge 

amount of literature around the subject of trust as well as trust building but a lack of 

studies explaining the negative effects of trust in B2B relationships. According to 

Govier (1994) and Saunders et al. (2014) distrust can be described as the opposite of 

trust, thus it can be further examined that the factors leading to trust may also have the 

ability to affect the level of trust negatively, assuming that trust in a B2B relationship is 

already established. The focus in this study is therefore to use the five factors found 

building trust in order to explain if the same factors will lead to possible negative effects 

on trust in a B2B relationship, if not including them. 

 

1.3 Purpose 

The purpose of this study is to explain which factors are crucial to maintain trust in a 

B2B relationship. 
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2 Theoretical Framework 

The theoretical framework presents the concepts this thesis is based on. The concepts 

treated are trust, communication, competence, commitment, conflict handling, and 

contracts. A detailed description of the concepts are presented. 

 

2.1 Trust 

The discussion around trust has increased in recent years, which has lead to more 

literature around the definition of trust (Barney and Hansen, 1994; Blois, 1999; 

Laeequddin and Sardana, 2010). As stated by Morgan and Hunt (1994) and Doney et al. 

(2007), trust is when companies build relationships by; presenting resources, 

opportunities, and advantages of higher quality compared to the offerings from 

alternative partner companies. In other words, trust is the value of the relational 

outcomes as well as the quality of the offer (Morgan and Hunt, 1994; Doney et al., 

2007).  

 

According to Lewis and Weigert (1985) and Barney and Hansen (1994) trust is a source 

for competitive advantages where two or more individuals considered trustworthy 

together decide to proceed with an exchange. The participation coming from all 

individuals engaged in the exchange need to be mutual (Barney and Hansen, 1994). 

Lewis and Weigert (1985) further claim that trust is when all individuals engaged in an 

exchange aim and believe in common goals and values. Morgan and Hunt (1994) 

continues on the same track by suggesting that trust is reached when companies attend 

to a relationship by always maintaining a high standard of collaborative values, which 

means working with partners that share similar goals.  

 

Moreover, Moorman et al. (1993) and Brien (1998), define trust as having confidence 

and belief in the B2B partner and being prepared to rely on that partner. Hence, it is 

about having a positive outlook on another partner’s motives. Brien (1998) and Das and 

Teng (1998) further explain that both confidence and reliance are seen as critical points 

for handling confusion and vulnerability in an exchange relationship, since trust is to 

acknowledge and accept one’s admitted vulnerability towards another individual. A 

study conducted by Rotter (1967) state that the concept of trust is expecting other 

people to be open and also to carrying out with the promise made. Das and Teng (1998) 

http://www.emeraldinsight.com.proxy.lnu.se/author/Sardana%2C+GD
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and Castaldo et al. (2010) add to this by explaining that trust will emerge in vulnerable 

situations where there is perceived risks, because trust can be reached when one 

individual involved in the relationship takes the risk to adapt to the needs of cooperating 

in a partnership with the other individual. Reaching trust means that one need to be 

unsuspicious against other people’s intentions (Rotter, 1967; Castaldo et al., 2010). 

Further, Moorman et al. (1993) suggest that trust is the interpersonal direction; referring 

to the extended risk an individual takes by being interested and receptive to other 

individuals which will most likely lead to higher trust.  

 

Doney and Cannon (1997) and Doney et al. (2007) claim that trust coming from a 

supplying company is connected to the likelihood that their buying partner is 

considering to continue doing business with the company in the future. Hence, buying 

companies cherish their trusted partners, because trust will build and foster long-term 

relationships (Doney and Cannon, 1997; Doney et al., 2007). Doney et al. (2007) 

proceed by explaining that trust is a relationship enhancer that will affect the 

relationship outcomes, the loyalty commitment, and the amount of future purchases 

made by the buying partner. Castaldo et al. (2010) add to this by stating that these 

expectations of a trusting relation are characterized by competence, honesty, and 

benevolence which will ensure future cooperative actions with positive results.  

 

2.2 Communication  

According to Selnes (1998), communication is the information exchanged between 

supplier and buyer in a B2B relationship. Having open communication where all 

members can express their thoughts it is also seen as a powerful element for achieving 

trust (Selnes, 1998). Open communication, according to Fischer (2013), indirectly 

influences the effects of positive collaboration experience and increase the trust for 

future collaborations. This is strengthened by Johanson and Vahlne (2006) and Saleh et 

al. (2014), as they show that a buyer can enhance the trust in their relationship with 

other companies by openly communicate knowledge about the products and markets 

(Johanson and Vahlne, 2006; Saleh et al., 2014). Both parties in a relationship should 

focus on having an equal amount of communication towards products and practices in 

order to gain more knowledge as more knowledge increases the level of trust in that 

relationship (Saleh et al., 2014).  
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Communication is to learn more about each other and communicating as much as 

possible within the relationship, leading to partners within a B2B relationship are less 

likely to switch to another partner (Poppo et al., 2008). Stanko et al. (2007) discuss the 

importance of the social aspects of communication when striving to build trust. The 

authors further explain that social communication is communication emotionally 

expressed that has a tendency to induce willingness from both parties to give something 

of themselves and thus creating deep-rootned trust.  Gounaris (2002) continues 

explaining that relational bonding will boost the trust. The author further claim social 

communication is about having a personal relationship where feelings and likeness are 

shared between the parties involved in a B2B relationship, which is also seen as an 

important premise for reaching trust. 

 

Zhang et al. (2011) propose that in order to have trust among suppliers and buying 

companies strategic communication is crucial. Strategic communication provides 

intimate knowledge for the supplier about the buying firm’s plans. The authors further 

claim that strategic communication helps to keep the relationship between the parties 

consistent. In order to be able to communicate well, partners in a B2B relationship 

should aim at communicating all valuable information that is relevant without hiding 

unfavorable data and exchange the information in an agreed frequency decided between 

the partners (Selnes, 1998; Fischer, 2013). Morgan and Hunt (1994) further add to this 

by expressing that good communication is when companies include performance 

evaluation and the expectation of the relationship with the partner. 

 

 

2.3 Competence  

Morgan and Hunt (1994) claim that trust characterizes the effectiveness of cooperation 

in a network. Trust is developed by companies’ attempt to build relationships by 

supplying resources, benefits, and opportunities that are of value to alternative partners. 

Trust emerge when presenting high standards as well by doing exchanges with partners 

that have similar values. Zhang et al. (2011) present the theory saying that the 

professional knowledge communicated by the purchasing agent from a firm enhances 

the trust coming from the suppliers of the other firm. The authors continue by 

explaining that this is because the professional knowledge coming from the purchasing 

agent in the firm gives a picture over his or her competence and overall professional 

status within the company. 
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Parasuraman et al. (1985) and Selnes (1998) define competence as the perception 

coming from the buyer, regarding the required knowledge and skills to deliver service 

from a commercial and technological point of view. Anderson and Weitz (1989) add to 

this by suggesing that competence can be used as a factor for tying together different 

channels in the company as well as increasing the trust in these channel relationships. 

The authors further explain that having competent personnel leads to better 

communication between channel members. Competent personnel should have the skills 

to give good advice and have good knowledge about the market for the buyer’s business 

(Anderson and Weitz, 1989; Selnes, 1998).  

 

 

2.4 Commitment 

Ebers and Semrau (2015) explain that trust between a buyer and a supplier in B2B 

relationships is connected to having commitment. Selnes (1998) defines commitment as 

actions which lead to adapting to the needs of the partners in a B2B exchange. In order 

to build trust in a B2B relationship the partners must have mutual commitment. 

Commitment is reached by meeting each other’s expectations in terms of quality and 

process. The partners engaging in an exchange must also work on maintaining as well 

as developing the commitment (Johanson and Vahlne, 2006; Saleh et al., 2014). This 

will lead to stronger trust in the long-run (Batt, 2003).  

 

In addition, Fischer (2013) explains that the level of buyer and supplier trust is 

dependent on the collaborative experience. If the collaborative experience is positive, 

the commitment will be equal for both parts of the relationship which is a crucial point 

for building trust in a B2B relationship. Dyer and Singh (1998) argue for positive, 

mutual collaboration experience being the most important factor when building trust in 

a B2B relationship context. However, this determinant is often the most difficult one to 

influence since it is highly time consuming to develop a positive experience (Dyer and 

Singh, 1998; Fischer, 2013).  

 

What is more important, according to Wu et al. (2015) is for companies to strive to 

inspire the buyers’ commitment, make the buyers feel that they are valued, and 

endeavor to maintain a business relationship. Consequently, the authors further explain 

that firms generally must provide product- or service related guarantees or evidence of 
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quality inspection excellence to gain the buyers’ trust in them, thereby gaining the 

buyers’ commitment to them. 

 

2.5 Conflict handling  

According to Standifera and Wall Jr. (2003) conflicts occur when problems, 

misinterpretations, or misperceptions arise. Dwyer et al. (1987) define conflict handling 

as the ability a supplier has to minimize the negative consequences of conflicts. 

Conflicts affect the level of trust in a business relationship negatively (Anderson and 

Narus, 1990; Coote et al., 2003; Leonidou et al., 2008). When disagreements are kept at 

low levels there is an opportunity for new information and future intentions to be 

shared, also the openness of new ideas increases. In the longer run this builds 

confidence in the relationship (Leonidou et al., 2008). However, some conflict is needed 

in order to make a relationship interesting and reliable. It must be manageable, or it can 

harm the quality of the relationship in question. In order for a conflict to be manageable 

there must be well-defined roles, common goals, and communication. This increases the 

possibility of finding mutually agreed ways to solve any conflicts in a working 

relationship (Leonidou et al., 2008).  

 

Standifera and Wall Jr. (2003) continue by stating that conflicts are best solved by 

having two-way communication between the parties involved. When a problem arises it 

is comforting for that party to hear that the other party has acknowledged the problem 

and is working on resolving it. The authors further state that handling these type of 

conflicts require social skills, and in addition the two-way communication where both 

parties are cooperating to solving the conflict. Selnes (1998) adds to this by discussing 

the importance of knowing how to handle a conflict within a business relationship. The 

parties involved in a buyer-supplier relationship must have resources to handle 

unforeseen problems in a responsible way and try to solve them by meeting the needs of 

both the consumer and supplier. Saleh et al. (2014) add to this by explaining in the 

longer run this means that misunderstandings can be avoided, also affecting the level of 

trust in that relationship positively. 

 

Winston et al. (2009) found that it is common to have some conflict in a collaborative 

business relationship. However, the conflicts are most often not harmful for the 

relationship itself and both parties want to continue their relationship with each other. In 
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addition, the impact of the conflict varies depending on the conditions of the 

relationship. The authors further explain that collaborative relationships are affected 

negatively when the parties involved have an outcome perceived as hostile by the 

parties involved.  

 

2.6 Contracts 

B2B relationships tend to be more formal than B2C relationships according to Fearne 

(1998) and Fischer (2013), since they make use of written contracts as a result of a 

buyer having multiple suppliers. The authors continue stating that it simplifies the 

exchange process, since contracts are decisions written down on a piece of paper in 

order to  protect the trust between business partners. A contract can be terminated if any 

possible disputes would occur in the future (Fearne, 1998; Fischer, 2013). Contracts are 

useful when there is a lack of trust in order to decrease the negative effects of conflict in 

business relationships, however it almost always increases the costs (Coote et al., 2003; 

Fischer, 2013).  

 

Found in Kidd et al. (2003) and Fischer (2013), risk is common in business ventures. 

Hence, protecting trust through a written contract can be seen as a cost-effective 

strategy in order to deal with such risks. The authors further claim that trust as the only 

factor may not be enough, since it is easily abused and parties in a relationship should 

be careful to rely only on trust.  Selnes (1998) adds to this by explaining that another 

factor to consider when trying to reduce risk is to collect even more information. 

However, this factor can at times be costly to obtain. Hence, Selnes (1998) further 

claims that arrangements through contracts is another approach to consider when 

wanting to reduce risk.  

 

Moreover, Ebers and Semrau (2015) state that trust between a buyer and supplier is 

related to the allocation of investments found stated in the written contract between the 

parties. In other words, a supplier’s decision to invest in a firm is influenced by the 

buyer’s commitment to proceed with a relationship seen from a trust perspective. As 

much as the trust from a buyer signals a commitment towards a relationship, so do the 

investment assets coming from the supplier. Therefore, the supplier responds to the 

buyer’s trust by deciding to invest larger shares (Ebers and Semrau, 2015).  
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3 Conceptual Framework  
Through the literature derived from the previous chapter, a research model for this 

chapter is conducted in order to present how the study is carried out. The hypotheses 

tested are presented as well.  

 

3.1 Research model  

The model presented is based on the information collected in the theoretical framework. 

The information provides the research with more density and helps the reader 

understand the subject in which this research is conducted. Further, the model helps to 

get an overview of the information gathered and represents the independent variables’ 

possible influence on the dependent variable, trust. The independent variables are: 

communication, competence, commitment, conflict handling, and contracts.  

 

3.2 Research hypotheses  

The information collected in the theoretical framework generated five independent 

variables. From the independent variables, five hypotheses were structured. The five 

variables found suggest that there is a positive impact of having these for gaining 

trusted relationships. The hypotheses are thus designed to measure if trust (dependent 

variable) will be affected negatively if these independent variables are taken away. Each 

hypothesis has the purpose to measure the negative impact of the predictors 

(communication, competence, commitment, conflict handling, and contracts) towards 

the criterion (trust). The hypotheses are directionally constructed, which means that the 

direction is already decided to be negative. Further on, the hypotheses will either be 

accepted and thus the predictors will have a negative impact on trust, or rejected 

meaning that the independent variables do not have a negative impact on the dependent 

variable.  
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3.2.1 Communication  

Zhang et al. (2011) explain that communication in a B2B-relationship is when parties 

share intimate knowledge about their own company, without hiding any unfavourable 

information. Further Fisher (2013) states that an open communication has a direct 

positive impact on the collaboration between partners.  

 

H1: Lack of communication will have a negative effect on the trust between parties 

involved in a B2B relationship.  

 

3.2.2 Competence  

Parasuraman et al. (1985), Anderson and Weitz (1989), and Selnes (1998) define 

competence as the perception coming from the buyer, regarding the required knowledge 

and skills to deliver service from both a commercial and technological point of view. 

 

H2: Lack of competence will have a negative effect on the trust between parties 

involved in a B2B relationship.  

 

3.2.3 Commitment  

Selnes (1998) defines commitment as actions which lead to adapting to the needs of the 

partners in a B2B exchange. Further it is explained that commitment has to do with 

meeting partners expectation as well as mutually working for  common goals (Batt 

2003; Johanson and Vahlne 2006; Saleh et al. 2014).  

 

H3: Lack of commitment will have a negative effect on the trust between parties 

involved in a B2B relationship.  

 

3.2.4 Conflict handling  

Problems, misinterpretations, or misperceptions are factors that lead to conflicts. The 

buyer and supplier have to understand how to minimize negative consequences in order 

to reduce potential conflicts. A two-way communication and resources are required for 

solving conflicts in a responsible way that meets both parties’ expectations (Dwyer et 

al., 1987; Selnes, 1998; Standifera and Wall Jr., 2003). 
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H4: Lack of conflict handling will have a negative effect on the trust between parties 

involved in a B2B relationship.  

 

3.2.5 Contracts  

B2B relationships with multiple suppliers tend to write their decisions down on a piece 

of paper, which becomes a written contract used in order to protect the relationship, 

simplify the exchange, decrease the amount of conflicts that may occur. Arrangements 

through contracts is also a way to collect more information regarding one's partner 

(Fearne, 1998; Selnes, 1998; Coote et al., 2003; Fischer, 2013).  

 

H5: Lack of contracts will have a negative effect on the trust between parties involved 

in a B2B relationship.  

 

 
Figure 1 - Hypotheses model. (Own development, 2016).  
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4  Methodology 

The methodology chapter presents the information concerning how the research was 

conducted in order to give clarity to the structure and approach. An argumentation for 

the line of reasoning and the motives for selecting specific methods, approaches and 

strategies are included as well.   

 

4.1 Research approach  

Ghauri and Grønhaug (2005) state that a research approach has the aim to explain how a 

research will be conducted. There are several approaches to choose from, the approach 

to apply depends on the purpose of the study (Ghauri and Grønhaug 2005). As 

suggested by Dudovskiy (2016) there are two different research approaches that can be 

taken into consideration when conducting a research; inductive or deductive. The main 

difference between an inductive and a deductive research approach is that a study is 

either building new theory or testing existing theory (Dudovskiy, 2016). Saunders et al. 

(2009) explain that there are different ways of collecting the data needed. Two widely 

used ways are qualitative research and quantitative research, both with their differences 

and distinctions. A qualitative research often aims at explaining underlying reasons and 

facts of the chosen topic while a quantitative research explains how the topic is seen or 

described through numbers (Saunders et al., 2009). 

 

4.1.1 Deductive Research  

As found in Robson (2002) and Bryman and Bell (2011), the process of a deductive 

approach is based in already existing and accomplished theories with the aim to test 

these theories to see if they still apply. The progress of a deductive research is often 

done in five stages. The first stage is to develop a hypothesis from the theory, which is a 

testable suggestion about the relationship between two or more variables. The second 

stage is to make sure that the hypothesis indicates exactly how the variables will be 

measured and claims that there is a relationship between the stated variables (Robson, 

2002; Bryman and Bell, 2011). The authors continue explaining the next stage which is 

to test the hypothesis; it is either rejected or accepted. Following is to examine the result 

from the testing. The aim is to confirm the theory or point to a need for modification of 

it. Last stage, if needed, is to modify the existing theory according to the findings in the 

study (Robson, 2002; Bryman and Bell, 2011).   
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For this thesis a deductive approach was of interest. A deductive approach was believed 

to be the most relevant since the study exploited already existing theories and results 

from previous studies on the subject by collecting primary data (Robson, 2002; Bryman 

and Bell, 2011).  

 

4.1.2 Quantitative Research  

Bryman and Bell (2011) describe that a quantitative research approach pays attention to 

the quantification of data in the data collection and analysis. A deductive approach is 

implied for quantitative research, where the process consists of theory testing outlined 

by variables that are measured with numbers and then analyzed by using statistical 

techniques (Berg, 2001; Zikmund et al. 2010; Bryman and Bell, 2011). Moreover, Berg 

(2001) and Zikmund et al. (2010) claim that these numeric values can be used to test the 

hypothesis and will also provide the research with hard, reliable, and a large amount of 

data (Berg, 2001; Zikmund et al., 2010). The result coming from a quantitative research 

has to be measured and presented in a numerical and statistical way (Zikmund et al., 

2010).  

 

This study aimed towards explaining which factors are crucial to maintain trust in a 

B2B relationship. The point was not to derive deeper knowledge about the variables 

analyzed, the point was to assess the influence these independent variables have on the 

dependent variable. Other reasons for choosing a quantitative approach was due to the 

possibility to generate more generalized and objective results. Hence, a quantitative 

method have the ability to gather large amounts of data, which can be analyzed and 

measured to be able to meet the purpose of the study.  

 

4.2 Research Purpose 

According to Berg (2001) and Saunders et al. (2009) depending on the purpose of the 

study, there are different groups studies can be divided into. Explanatory, descriptive, 

causal, or exploratory are the four purposes most recognized by researchers (Berg, 

2001; Zikmund et al., 2010; Bryman and Bell, 2011). Choosing the right type of 

purpose is important in order to be able to generate useful results (Zikmund et al., 

2010). 
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4.2.1 Explanatory Research  

An explanatory case study is useful for studies working with proving causal 

relationships between different variables (Berg, 2001; Saunders et al., 2010). Bryman 

and Bell (2011) argue for this type of purpose being frequently used when conducting a 

quantitative research by using surveys since it helps researchers to gain a great deal of 

valuable information. Furthermore, Saunders et al. (2010) and Zikmund et al. (2010) 

continue by proposing that finding these relationships between the variables generates 

better understanding regarding the cause- and effect. In other words, it explains what is 

going on. An explanatory purpose can only be used when there is enough knowledge 

regarding the studied subject, in order for predictions of happenings to be drawn 

precisely (Saunders et al., 2010; Zikmund et al., 2010; Bryman and Bell, 2011).  

 

In order to find the research design most suitable for the study, all the characteristics of 

the three designs were evaluated through the usefulness, relevance and time 

consumption. For this study, the direction through the research problem found was 

already determined, the characteristics are not of descriptive nature and the independent 

variables was determined not be controlled as it was not believed to be possible 

regarding the conditions of the study. Therefore, the exploratory, descriptive and causal 

research designs were excluded. The objectivity of this study was to measure the 

influence the different independent variables had on the dependent variable. Meaning 

that the relationship between the independent and dependent variables was studied 

through previous research, leaving the option to use an explanatory research.  

 

4.3 Research Design  

After deciding which research purpose to apply, Bryman and Bell (2011) suggest that 

the next step is to decide how to gather the data. The authors further state that there are 

three different types that can be applied when conducting a research; cross-sectional, 

longitudinal, and comparative research design (Bryman and Bell, 2011).  

   

4.3.1 Cross-sectional research design  

In a cross-sectional approach the data is collected from multiple cases. The data on the 

variables are gathered at a single point in time in order to generalize the results 

(Zikmund et al., 2010; Bryman and Bell, 2011). Moreover, Bryman and Bell (2011) 

suggest that a cross-sectional design can be applied for examining the relationship 
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between two or more variables. By collecting and examining the data from the 

variables, the researcher can detect relevant patterns (Bryman and Bell, 2011). The 

authors further propose that a survey is most frequently used for cross-sectional studies, 

were the data is collected through a questionnaire. Bryman and Bell (2011) further 

claim that after the respondents have completed the questionnaire, the answers are 

presented at the same time. Using a cross-sectional design examines the relationship 

between different variables and the data of the variables are collected more or less at the 

same time (Bryman and Bell, 2011). 

 

According to Saunders et al. (2009) most academic research projects apply a cross-

sectional approach to their study due to most academic researchers being relatively time 

constrained. This study was concerned with examining the influence different 

independent variables had on the dependent variable, which is in line with the 

characteristic of a cross-sectional research design. A cross-sectional research design, 

referred to by Bryman and Bell (2011) as being a questionnaire design, was considered 

most suitable for the study due to the collection of data, where generalizable results 

could be gained through a large, reliable population. The study had no aim at examining 

the relationship of different variables over time nor comparing the variables across 

different countries, which is why longitudinal and comparative research design were 

excluded.  

 

4.4 Data sources  

There are two main categories of data sources for conducting the foundation of a 

research; primary sources and secondary sources (Saunders et al., 2009; Zikmund et al., 

2010). As proposed by Hox and Boeije (2005), primary data is first-hand data, or 

original data that is collected to conclude a specific research purpose. Further it is 

argued that primary data is usually produced with the objective to contribute to the 

existing collections of secondary data sources (Hox and Boeije, 2005). On the contrary, 

secondary data is data already collected by another researcher for a different purpose 

(Saunders et al., 2009). Saunders et al. (2009) further argue that secondary data sources 

are used to re-analyse primary data and thereby create a foundation to explain the 

chosen purpose for the study in creation.  
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Primary data was used to be able to contribute to new information (Hox and Boeije 

2005). Thus, this type of data have been used in the empirical investigation to solve the 

specific purpose of this study. Another reason for applying primary data sources is due 

to the possibility to collect information customized to suit the aim of this study. The 

data have been collected through surveys, no secondary data has been used since no 

material was found that would have contributed to the findings of this study. 

 

4.5 Data collection method  

There are different ways of collecting relevant data for a study. In a quantitative study 

the  most common ways are to use surveys or structured interviews (Bryman and Bell, 

2011). Questionnaires are often used in descriptive and/or explanatory research 

(Saunders et al., 2009). This thesis made use of a survey and more specifically, an 

online self-administered questionnaire. A questionnaire is a technique of data collection 

where each person is asked to respond to the same questions in the same order (deVaus, 

2002). Saunders et al. (2009) explain that self-administered questionnaires are 

administered using the Internet, posted via mail, or handed out to the respondent and 

collected later. They are completed by the respondents without influence from the 

interviewer. Online questionnaires is seen as an efficient way to collect the answers 

needed from a large amount of respondents (Saunders et al., 2009). A relevant 

questionnaire must ensure that the data received answers the objectives of the study. In 

addition, the researcher(s) normally only have one opportunity to gather the data needed 

(Oppenheim, 2000; Bell, 2005).  

 

Also, Bryman and Bell (2011) state that online questionnaires are quicker and easier to 

administer than structured interviews and telephone questionnaires. Due to the time 

restrictions and scarce economic resources in this study the best suitable data collection 

method was decided to be an online questionnaire. It was also seen as the most efficient 

way to reach a sufficient amount of companies in the B2B sector. In addition, when 

using online questionnaires the interviewer cannot be biased due to the respondent’s 

gender, age, ethnicity or social background since there is no physical interaction 

between interviewer and respondent. Also, there is no interviewer variability which 

means that every question is asked in the same way and order which decreases errors or 

misinterpretations in the gathering process. In other words, standardized questions make 



  
 

18 
 

sure that they are interpreted in the same way among all respondents (Robson, 2002; 

Bryman and Bell, 2011). 

 

4.6 Sampling  

According to Bryman and Bell (2011) there are different ways of collecting data from a 

chosen population. First alternative is to census data, in which all units in the population 

are examined. The second alternative is to choose a segment from the population and 

draw a general conclusion based on that segment, this is called sampling (Zikmund et 

al., 2010; Bryman and Bell, 2011). The authors further define sampling as a procedure 

where conclusions are drawn based on measurements derived from a segment of the 

population that is selected for the study (Zikmund et al., 2010; Bryman and Bell, 

2011).  Researching every single entity in the population can be complicated, therefore 

samples are used (Bryman and Bell, 2011) Saunders et al. (2009) explain that the 

sample chosen should be able to reflect upon the whole population. When collecting 

samples, Bryman and Bell (2011) state that in the initial stage one must define a 

population. A population is explained as the universe of units, that the sample can be 

chosen from when conducting a research. 

 

Furthermore, the procedure of sampling can either be done statistically at random, 

referred to as probability samples (Saunders et al., 2009), which means that all units in 

the population has a known chance of being selected to be a part of the research 

(Bryman and Bell, 2011). Saunders et al. (2009) continue explaining that the other way 

of collecting a sample is through using a non-probability sample, this is used when the 

option of probability sample is not available. Non-probability sampling can be 

explained as samples not collected randomly, which means that some units in the 

population have a higher chance of being selected (Bryman and Bell, 2011; Saunders et 

al. 2009).  

 

In order to receive broad and generalizable results, the population for this study was 

determined to be B2B companies located in Sweden and the aim was to apply non-

probability sampling for the collection of samples. This was chosen since it can be 

assumed that a population that extends worldwide would not be generalizable since 

many countries holds different cultures and might thereby view trust in different ways. 

Bryman and Bell (2011) claim that it is preferable to use non-probability sampling when 
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the probability sampling would be too time- and cost consuming to manage with limited 

resources.  

 

4.6.1 Sampling frame 

A sample frame can be defined as a list of all population units that can be expected to be 

selected to the final sample (Saunders et al., 2009; Zikmund et al., 2010; Bryman and 

Bell, 2011). Further Zikmund et al. (2010) state that the sample frame is selected from 

the full population but has specific characteristics which is slightly different from the 

population.  

 

As stated earlier, this study has a population which consists of Swedish B2B companies 

with offices located in Sweden. The sampling frame is Swedish B2B companies that 

participated in the Elmia Subcontractor fair in 2015. The sample frame was collected 

through convenience sample, which is a subcategory to non-probability samples. As 

stated by Berg (2001), convenience samples can be explained as the group of samples 

that are available or easily accessed for the researcher. Due to the specific time frame 

and limited resources which was taken into consideration, a sample frame was required. 

The sample thereby had one specific characteristic: the respondents answering the 

questionnaire must work for a B2B company that participated at the Elmia 

Subcontractor fair in 2015.  

 

The reason for choosing the Elmia Subcontractor fair was due to the researchers visited 

the fair in November 2015, with the purpose to interview B2B companies for the then 

current project work. Thus, knowledge about the fact that many B2B companies were 

there worked as an advantage when selecting participants. Elmia Subcontractor fair is 

one of the biggest B2B-fairs in northern Europe. Through the website it can further be 

seen that approximately 1200 B2B companies are participating during the fair every 

year (Elmia, 2016).   

 

Another reason for choosing to use the B2B companies from the Elmia fair was due to 

the possibility to collect answers more efficiently and conveniently. The Elmia fair 

catalog found on the website provided a list in alphabetic order with contact details 

from all B2B companies participated at the Elmia Subcontractor fair in 2015. Hence, 
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700 of the B2B companies were Swedish with offices in Sweden. This way of collecting 

sample was advantageous from a time and resource approach.  

 

4.6.2 Sample selection and data collection procedure  

When determining sample size it is preferable to choose a larger sample rather than a 

smaller, due to the fact that a larger sample size will generate a smaller sampling error 

(Kumar, 2005; Bryman and Bell, 2011; Zikmund et al., 2010). Bryman and Bell (2011) 

further argue that a sample size can be restricted depending on limited time and 

resources for the sample collection.  

 

Moreover, Carmen et al. (2007) suggest that an appropriate sample size when 

conducting a regression can be derived from the following formula;  

 

50 respondents + 8 * M (M being the number of independent variables)  

 

Carmen et al. (2007) claim this formula being the rule-of thumb that should be used for 

regression. Using the formula for this study, five independent variables have been 

utilized. Therefore, the desired sample size should be an amount of at least 90 

respondents. For this study, the aim was to have approximately 120 respondents in order 

to minimize sampling errors.  

 

4.7 Data collection instrument 

As previously mentioned, the gathering of data for this study was done through an 

online questionnaire. The survey was of self-completion design in order to have as little 

interviewer influence as possible. Bryman and Bell (2011) state that there are some 

considerations to the instrument of collecting data. Firstly, the design and administration 

is of importance to increase the willingness to respond, hence increasing the response 

rate. The phrasing and wording of questions should also be considered and is crucial 

when designing the research instrument (Bryman and Bell, 2011).  

 

4.7.1 Operationationalization and measurement of variables 

Bryman and Bell (2011) explain that the operationalization is used to break down 

concepts from theories into measurable terms in order to test the hypothesis. A 

questionnaire will therefore quantify the concepts into practice (Bryman and Bell, 
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2011). Making use of a literature review based on different concepts resulted in creating 

measurement tools that worked as a base for the operationalization. The information 

gained from the literature review was therefore used as a tool to gather primary data 

through a questionnaire. 

 

Concept Conceptual 

definition 

Indicator Source Question 
Measured by five point 

Likert scale. 
1= Strongly disagree 

3=Neutral; 5= 

Strongly agree 

Trust When two or more 

individuals decide to 

proceed with an 

exchange with no 

suspicious intentions 

against each other. 

Reliance in 

interchange partner 
Moorman et al. 

(1993) 

Das and Teng 

(1998) 

Brien (1998) 

1.Not being able to 

rely on each other 

will affect the 

relationship 

between my 

company and our 

B2B- partner in a 

negative way. 
Honesty and 

openness 
Rotten (1967) 2.Not sharing all 

relevant information 

needed will affect 

the relationship 

between my 

company and our 

B2B- partner in a 

negative way. 

 

3.Not presenting 

information in a 

truthful way will 

affect the 

relationship 

between my 

company and our 

B2B- partner in a 

negative way. 
Collaborative values Morgan and Hunt 

(1994) 
Doney et al. (2007) 

4.Not having similar 

collaborative values 

between my 

company and our 

B2B- partner will 

affect the 

relationship in a 

negative way. 
 

Communication When parties in a 

B2B-relation share 

intimate knowledge 

about their own 

company, without 

hiding any 

information. 

Communication 

from both parties 
 

Saleh et al. (2014) 
 

5.Not having a two-

way communication 

will affect the 

relationship 

between my 

company and our 

B2B-partner in a 

negative way. 
Open 

communication 
Selnes (1998)  6.Not having open 

conversations  
will affect the 

relationship 

between my 

company and our 

B2B- partner in a 

negative way. 
Social/Emotional Stanko et al. (2007) 7.Not 
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communication Gounaris (2002)  communicating on a 

personal level will 

affect the 

relationship 

between my 

company and our 

B2B-partner in a 

negative way. 
Strategic 

communication 
Zhang et al. (2011) 
 

8. Not receiving 

information 

regarding future 

business plans will 

affect the 

relationship 

between my 

company and our 

B2B- partner in a 

negative way. 

Competence The professional 

knowledge 

companies 

communicate 

through their 

purchase agents. 

Effectiveness of 

cooperation 
 

Morgan and Hunt 

(1994) 
 

9.Not having 

competence within 

our/their business 

area will lead to an 

ineffective 

cooperation 

between my 

company and our 

B2B- partner. 
Professional 

knowledge 
 

Zhang et al. (2011) 
 

10.Not acting in a 

professional way 

will affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 
Skills to deliver 

service 
 

Parasuraman et al. 

(1985) 

Anderson and Weitz 

(1989) 

Selnes (1998) 
 

11.Not having the 

right skills to deliver 

high standards 

regarding the 

service will affect 

the relationship 

between my 

company and our 

B2B-partner in a 

negative way. 
Knowledge about 

market 
 

Anderson and Weitz 

(1989) 

Selnes (1998) 
 

12.Not having the 

knowledge 

regarding the 

market will affect 

the relationship 

between my 

company and our 

B2B-partner in a 

negative way 

Commitment When parties in a 

B2B relation 

commit into 

establishing, 

developing and 

maintaining a 

mutual 

collaboration. 
 

Mutual commitment  Batt (2003) 

Johanson and 

Vahlne (2006) 

Saleh et al. (2014) 

13. Not having a 

mutual commitment 

to a relation will 

affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 
Adaption of partners 

needs  
Selnes (1998) 14.Not being able to 

adapt to each other's 

needs will affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 
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Expectations  Batt (2003) 
Johanson and 

Vahlne (2006) 
Saleh et al., 2014 

15. Not meeting 

each other’s 

expectations will 

affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 
Collaborative 

experience  
Fisher (2013) 

Singh (1998)  
16. Not having past 

experience in 

collaborations will 

affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 

Conflict 

Handling 

The ability to solve 

unforeseen problems 

and handle conflicts 

in the business 

relationship. 

Minimize negative 

consequences  
Dwyer et al. (1987) 
 

17. Not working 

together towards 

finding resolutions 

to problems 

occurring will affect 

the relationship 

between my 

company and our 

B2B-partner in a 

negative way.  
Confidence in 

relationship 
Leonidou et al. 

(2008) 
18. Not having 

confidence in the 

relationship will 

affect the way to 

handle conflicts 

occurring between 

my company and our 

B2B-partner in a 

negative way. 
Working on 

resolutions 
Standifera and Wall 

Jr. (2003) 
 

19. Not working 

together towards 

minimizing 

consequences of 

conflicts that might 

occur will affect the 

relationship 

between my 

company and our 

B2B-partner in a 

negative way. 
Resources to handle 

unforeseen 

problems 

Selnes (1998) 20. Not having the 

resources to handle 

unforeseen problems 

occurring between 

my company and our 

B2B-partner will 

affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 

Contracts A formal written 

contract, used to 

protect the trust and 

the investments that 

comes with trust. 

Written contracts  Fischer (2013) 21. Not having 

written contracts 

will affect the 

relationship between 

my company and our 

B2B-partner in a 

negative way. 
Simplifies exchange 

of process 
Fisher (2013) 
 

22.Not having 

written contracts 

will make it harder 

to engage in a 
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relationship for my 

company and our 

B2B- partner. 
Protect trust  Fearne (1998) 

Fischer (2013) 
23. Not using 

written contracts 

will make it harder 

to trust in a 

relationship for my 

company and our 

B2B- partner.  
Decrease conflict Selnes (1998) 

Coote et al. (2003) 

Fisher (2013) 

 

 

 

24.Not having a 

written contract will 

increase the 

frequency of 

conflicts occurring 

between my 

company and our 

B2B-partner. 
Table 1 – Operationalization (Own development, 2016).  

 

4.7.2 Questionnaire design  

According to Dillman (1983) it is important to have a layout of the questionnaire that is 

easy to follow, all questions are relevant, and can be answered by the respondent. In 

addition, the questionnaire should engage and encourage the respondent to complete it 

(Malhotra et al., 2012). Dillman (1983) further mentions that the variation of print styles 

should be taken into consideration such as different fonts, size, bold, italic, and capitals. 

These varieties, if used, must be used consistently throughout the questionnaire. Mixing 

print styles should be avoided to the furthest extent since it can confuse the respondents 

(Dillman, 1983). Bryman and Bell (2011) continue stating that the instructions on how 

the respondents should answer the question must be clear. Also, answers and questions 

must be kept together on the same page to make sure that the respondent remembers to 

answer the specific question (Bryman and Bell, 2011). 

 

Bryman and Bell (2011) explain that a self-completion questionnaire normally has 

closed answers arranged vertically. The vertical format decreases the risk of the 

respondent placing a tick in the wrong space leading to a false answer on that question. 

Malhotra et al. (2012) emphasise that a questionnaire should be divided into several 

parts, and each question in the parts should be numbered. This is done to increase the 

willingness to respond among the participants (Malhotra et al., 2012). Making use of 

closed questions means that they can be pre-coded, which simplifies the process of 

transferring data into the computer for analysis. This can be done through a “Likert 

scale” where each answer is scored (pre-coded). E.g. Strongly agree = 5 Agree = 4 

Neutral= 3 Disagree = 2 Strongly disagree = 1 (Bryman and Bell, 2011).  
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When constructing the online questionnaire “Google Drive” was used, more specifically 

the survey tool called “Google Forms”. A pre-determined template was set with the 

possibility to adapt according to the researchers’ preferences in terms of, for instance, 

colour and background picture. In the beginning of the questionnaire a cover letter gave 

a short introduction of the researchers and the subject of the study. The main reason for 

choosing to make use of “Google Drive” as the survey tool was due to the 

uncomplicated process of distributing it via e-mail. Also, the data collected from the 

responses was gathered in a spreadsheet which was easily imported into the statistical 

analysis program SPSS (Bryman and Bell, 2011).  It was preferable to use an online 

questionnaire for the study since the survey had to be distributed in a fast pace to a large 

amount of respondents. A questionnaire on paper would not be an option in this case, 

since the paper would then have to be posted and the time frame would have been 

exceeded. It can also be assumed that the response rate would be lower since the 

respondents would have to put more time into posting the paper questionnaire back.  

 

In the cover letter, clear instructions on how to fill out the questionnaire were given, 

questions and answers were made sure to be kept on the same page in order to decrease 

any risk of missing out answers to questions (Bryman and Bell, 2011). Finally, the 

appreciation from the researchers were displayed by thanking the participants in 

advance for taking their time in completing the survey. The language used in the 

questionnaire was Swedish, due to all participating companies were from Sweden. It 

was also believed to increase the willingness to respond among the companies since 

they could easier interpret the questions. All questions were formulated in the same way 

in order to make it more convenient for the respondents. The questions were mandatory 

to answer, in a closed format, and placed vertically to avoid any missing data. Due to 

the purpose of this study, a Likert scale were found to be most appropriate to be able to 

show the importance of specific variables (Bryman and Bell, 2011).  

 

The questionnaire was divided in sections dependending on the measurement variables 

found in the operationalization. The underlying reason for the division was mainly to 

increase the willingness to respond to the whole questionnaire, since it can decrease if 

the entire questionnaire is displayed from start (Malhotra et al., 2012). The first part 

asked questions about the dependent variable trust and the importance of it in B2B 



  
 

26 
 

relations. What it measured was the willingness to proceed with a relationship 

containing no suspicious intentions from either party. The second part of the 

questionnaire aimed at explaining the concept of communication and to what extent not 

having open communication, two-way communication, or sharing relevant information 

affects the business relationship. Part three consisted of questions about competence and 

how not having relevant competence can influence a business relationship negatively 

between the parties involved. The fourth part concerned commitment and the impact of 

not having mutual commitment between two business partners. One question examined 

the level of adaptation to each other’s needs. Part five seeked explanation to the need of 

conflict handling. Here, questions about cooperation on solving conflicts and 

minimization efforts of consequences from a conflict were asked. The last part brought 

up the use of formal contracts in a B2B relationship and how important the participants 

felt to have written contracts between the parties involved.     

 

4.7.3 Pretesting 

Proposed by Ghauri and Grønhaug (2005), a pre-test is done by letting someone, as for 

example a colleague or an adviser, critically go through the questionnaire and give 

comments and recommendations about issues regarding the level of difficulty, the 

understanding of the questions as well as the level of sensitivity regarding the questions 

asked. Bryman and Bell (2011) argue that a pre-test and the feedback gained from the 

pre-test can help researchers to avoid potential shortfalls before the real study is 

introduced. Moreover, Bryman and Bell (2011) further claim that a pre-test is 

considered especially important when conducting a self-completing questionnaire, since 

the moderator cannot answer possible questions asked by the respondents (Bryman and 

Bell, 2011).  

 

Thus, a pretest was conducted in order to be able to see if others felt that the questions 

in the questionnaire was understandable. The pre-test began by consulting with a 

lecturer at Linnaeus University. This resulted in some questions being deleted from the 

questionnaire and some questions were rephrased. The reason for choosing the lecturer 

at the University to be the first one seeing the questionnaire draft was because that 

person had good knowledge within the field. After that, the questionnaire was translated 

into Swedish since the questionnaire was going be sent to Swedish companies only. 

Therefore, the possible misunderstandings were believed to be reduced. The translated 
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version was also evaluated by the same university lecturer and after the evaluation, 

more changes were made. Lastly, two people from different companies were selected to 

answer the questions in the questionnaire. The reason for this was to receive feedback 

both from people working with different things to be able to see if everyone understood 

the questions clearly.  

 

4.8 Data analysis method   

The data gathered from the questionnaires was analysed in the software called SPSS. 

The steps made for conducting an analysis where; data coding, descriptive statistics, 

correlation analysis, regression analysis, and lastly a validity and reliability test.  

 

4.8.1 Data coding  

Bryman and Bell (2011) claims that to make it possible to conduct a statistical analysis, 

the data must be coded. The survey answers are given numbers for later calculations of 

mean, median, and mode (Bryman and Bell, 2011). All the answers in the questionnaire 

used in this study were put on a Likert scale from 1 to 5. 1 represented “Disagree to a 

large extent” and 5 represented “Agree to a large extent”. The distance between the 

answers was equal across the alternatives which is according to Bryman and Bell (2011) 

one characteristic of interval variables. Also, many different techniques of analysis can 

be applied to interval variables making it useful in this study.  

 

In total, 141 respondents answered the questionnaire out of 700, which was seen to be 

enough for the study to be seen credible. Due to the distance being the same and all 

questions were based on a Likert scale lead to the coding of them being the same when 

transferred into SPSS. No personal questions were asked since it was irrelevant to this 

study, the focus was instead on the relationship between companies and not the people 

working there. When coding in SPSS, the answers from the respondents were coded 

with the same number they answered in the questionnaire, which means that if the 

respondent answered 4 on a question, it was coded as 4 in the SPSS.  

 

4.8.2 Descriptive statistics  

Descriptive statistics is used to interpret and understand data and also to discover 

missing data, outliers, and normality (Hair et al., 2006; Hair et al., 2007). In SPSS the 

frequency distribution (displayed as a histogram) and central tendency (mean, median, 
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mode) have been used. The standard deviation, skewness, and kurtosis were also 

checked. Field (2009) describe that the mean is the average score from the data 

collected, however a consideration should be put on the fact that it also includes 

extreme values in its calculation. The median is the middle score of the values in the 

data set. The mode is the most frequently occurring score in the data gathered (Field, 

2009). Normality shows “the shape of the data distribution for an individual metric 

variable and its correspondence to the normal distribution” (Hair et al., 2009, p.70).  

 

In order to assess normality the skewness and kurtosis are investigated. Skewness is an 

unsymmetrical distribution where the frequent scores are clustered in one end of the 

scale. Kurtosis refers to how pointy or flat the distribution is (Hair et al., 2006; Field, 

2009). Skewness values outside the range -1 to +1 and kurtosis values above and below 

±3 are seen as abnormal (Hair et al., 2006). Further Hair et al. (2006) claim that outliers 

can distort the findings of a study and lead to a misrepresentation of the examined 

population.  

 

In accordance with Oghazi (2009) the descriptive statistics was used to explain the 

findings in the study through a general overview of the collection of data in order to be 

able to compare the variables and to check the skewness and kurtosis. The mean and 

median have been taken into consideration to find out the most common answers for 

each factor. The standard deviation was also used in order to see how much all the 

answers differed from the actual mean. Outliers have been taken into consideration as 

well by analyzing their impact on the results from the study.  

 

4.8.3 Regression analysis 

Zikmund et al. (2010) describe regression analysis as a way of measuring linear relation 

between a dependent (criterion) and an independent (predictor) variable. Further it is 

stated that regression, unlike correlation, is a dependent technique which means that it 

differentiate the dependent and the independent variable from each other (Zikmund et 

al., 2001). Rawlings et al. (1989) continue by explaining that the purpose of a regression 

analysis is to identify the mean of the dependent variable in order to see how the mean 

varies depending on different changes in environment. Further it is stated that the 

objective of the regression is to collect information of the behavior of the dependent 

variable (Rawlings et al., 1989). Zikmund et al. (2010) continue by discussing multiple 
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regression, which is a supplementation of the original analysis of regression. Multiple 

regression analysis takes more than one variable into consideration when explaining the 

dependent variable, which gives a more dense analyse (Zikmund et al. 2010). Malhotra 

and Birks (2003) state that regression analysis can be used for instance when; 

 

1. Investigating if there is relationship between the dependent and the independent 

variable. 

2. Measuring the strength of the relationship between dependent and the independent 

variable.  

3. Determine which structure the relationship holds; done through mathematical 

equation.  

4. Trying to foretell the value of the criterion. 

 

This study utilized single regression analysis in order to demonstrate the relation of the 

different independent variables (communication, competence, commitment, conflict 

handling, and contracts) towards the dependent variable (trust) by using the means of 

the independent variables. The multiple regression analysis was used in order to predict 

the relation of the dependent based on all independent variables by using the combined 

mean of all the independent variables. Thus, to measure these steps, the adjusted R
2
 was 

used as a tool for demonstrating, in percentage, by how much the dependent variable 

can be explained through the independent variables (Nolan and Heinzen, 2008; Hair et 

al., 2009). In addition, the regression analysis was also used to show the strength of the 

relationships for to understand which variable had the largest impact of trust.  

 

4.9 Quality Criteria 

As stated by Bryman and Bell (2011), validity and reliability are two of the most 

frequently used criterias to evaluate when conducting a study. Saunders et al. (2009) 

propose that the validity and reliability of the data in a research are dependent both on 

the design and structure of the questionnaire sent out to respondents. A questionnaire is 

considered valid when the collected data is to the point of the subject being studied. 

(Saunders et al., 2009). This section of the study presents the steps taken to check the 

quality regarding the answers from the questionnaire as well as the quality of the study. 
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The different criterias used are defined and the reasoning behind the criterias are 

assessed as well.  

 

4.9.1 Content validity  

Content validity measures to what extent the questions in a questionnaire cover the 

research topic (Malhotra and Birks, 2003; Saunders et al., 2009). Bryman and Bell 

(2011) continue by stating that this is the minimum establishment a researcher should 

do when creating new measures (questions) in order to make sure they collect relevant 

information about the subject in question (Bryman and Bell 2011). This coverage can be 

assessed in different ways where one way is to review the literature within the same 

area and make a definition from that. Another way is by asking people with experience 

or expertise in the research field if each question in the questionnaire is  ‘essential’, 

‘useful but not essential’, or ‘not necessary’. These people determine whether the 

measures reflects the research topic in question (Saunders et al., 2009; Bryman and 

Bell, 2011). Malhotra and Birks (2003) explain that on its own content validity is not 

enough to measure the validity in a research, yet it provides common-sense to the 

interpretation of the measurements.  

 

To be able to ensure content validity in the study, the literature review was done 

thoroughly by searching previous studies about the concept of trust in B2B 

relationships. It was decided that the focus should lie on communication, competence, 

commitment, conflict handling, and contracts. Based on the theoretical framework the 

variables were made into measurement concepts and specific items examining different 

aspects of the variable/concept. From the conducted pre-test, adjustments were made 

accordingly to the received feedback. The questionnaire was translated into Swedish 

which increased the risk of affecting the content validity in this study negative (Bryman 

and Bell, 2011). To minimize any negative effects the questionnaire was translated from 

English to Swedish and then translated from Swedish to English in search for possible 

wording mistakes (Czinkota and Ronkainen, 2007).   

 

4.9.2 Construct validity 

Construct validity measures to what extent the questions in the questionnaire actually 

measure the frequency of the intended constructs (Malhotra and Birks, 2003; Saunders 

et al., 2009). It is important to understand how well it is possible to generalise from 
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these measurement questions to the construct (Saunders et al., 2009). To calculate the 

extent of measurement can be done through using correlations analysis, which 

according to Ghuari and Grønhaug (2005) and Zikmund et al. (2010) will measure the 

strength in the linear relationship existing between the variables chosen for the study. 

Ghuari and Grønhaug (2005) and Zikmund et al. (2010) further state that in order to 

assess the relationships between the variables, the correlation analysis should be used 

where the correlation coefficient will be measured. Correlation analysis can be 

conducted through using SPSS and measuring the Pearson correlation.  

 

Pearson correlation is a technique that can be used in order to measure the relationships 

between the variables (Malhotra and Birks, 2003; Ghuari and Grønhaug, 2005; Field 

(2009). Saunders et al. (2009) states that Pearson correlation specifically explain the 

relationship in which one variables change affects other variables change in equal level. 

Field (2009) further explains that a good value of the Pearson correlation lies between 

the span of 0.3 and 0.9, where below 0.3 indicates that the relationship between the 

variables is too weak and 0.9 indicates that the relationship between the variables is too 

strong which means that the variables measure the same thing (Field, 2009). As stated 

by Zikmund et al. (2010) and Bryman and Bell (2011), in order to determine if the 

results from the correlation analysis are reliable, the p-value that must be obtained 

within the level of significance. A commonly employed level in research is having a p-

value of 0.05, which indicates that the level of significance is 95 percent, i.e. it is 95 % 

confident that two variables correlate at the presented value (Zikmund et al., 2010; 

Bryman and Bell, 2011).  

 

In order to make sure this study had construct validity an operationalization was created 

through the theories in the theoretical framework. In the operationalization the variables 

were broken down into measurable concepts and it was shown if the instruments for 

gathering data were measuring what aimed from the researchers’ perspective. However, 

to assess whether the statements correlated or not, correlation analysis in SPSS was 

applied (Hair et al., 2010). Since the aim of this research was to assess the influence of 

the independent variables on the dependent variable, it was important to ensure that the 

independent variables and the statements for each were valid. Furthermore, it was 

decided to not accept a value of Pearson correlation under 0.3 or over 0.9, in order to 



  
 

32 
 

work with variables that were different from each other. The p-value also had to be 

within the right level of significance, which in this case will be 95 percent significant. 

 

4.9.3 Criterion validity  

As explained by Malhotra and Birks (2003) and  Saunders et al. (2009), criterion 

validity concerns to what extent the questions are able to make precise predictions. In 

other words, if the questions in the questionnaire are about which factors affect the level 

of trust negatively in B2B relationships, a test of these questions related to criterion 

validity will show to what extent they actually predicts the factors affecting trust levels.  

 

There are two types of ways of measuring criterion validity. Malhotra and Birks (2003) 

and Bryman and Bell (2011) explain that the concurrent validity measurement is the 

type of validity that will measure if the test being evaluated correlates with another test, 

with already established validity that measures similar concepts (Malhotra and Birks, 

2003; Bryman and Bell, 2011). The other way to measure validity is through using 

predictive validity measurement. The authors further explain that the two measurement 

tools have similar values, however, one major distinction between these two is the time 

frame. To measure predictive validity, a future test that correlates with the current test 

should represent the criterion (Malhotra and Birks, 2003; Bryman and Bell, 2011). 

 

Criterion validity, with the concurrent validity measure was used for the study in order 

to measure trust between B2B partners by observing the extent of the independent 

variables and their measures. This form of validity was reached by testing the 

hypothesis. Due to having limited time when conducting the study, the predictive 

validity was not assessed. 

 

4.9.4 Reliability  

Saunders et al. (2009) as well as Bryman and Bell (2011) state that reliability has to do 

with the robustness of a questionnaire and the possibility to repeat the results of a study. 

Further explained, it concerns whether the results from the study will be the same under 

different conditions such as time and different interviewers. Reliability is used in order 

to see whether the measures (questions) are consistent or not (Saunders et al., 2009; 

Bryman and Bell, 2011). Bryman and Bell (2011) argue for some factors to consider 

when deciding whether the measures are reliable or not. The first factor is stability, it 
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questions if the measure is stable over time and if the measure is re-administered there 

will be little variation in the results. Second factor is internal reliability, it considers 

whether or not respondents’ scores on one question is related to their scores on other 

questions. In other words, if the questions and the variables are connected to each other 

(Bryman and Bell, 2011).  

 

Establishing reliability was possible by the constructed operationalization, where each 

theory from the theoretical framework had four questions. This is in line with the 

research conducted by Raubenheimer (2004) where it is believed that each variable 

examined should consist of at least three questions. The questionnaire only consisted of 

closed questions, which meant that personal judgements were cut out from the 

questionnaire since the researchers remained objective throughout the study in order to 

avoid biases and receive reliable results.  As stated by Zikmund et al. (2010) and 

Bryman and Bell (2011) Cronbach’s alpha is a well used instrument to measure the 

internal reliability. Zikmund et al. (2010) further suggest that the value of the 

measurement should be at least 0.6, where 0.6-0.7 is considered reasonably reliable and 

0.7-0.8 is considered being well reliable and 0.8-0.9 is considered to be highly reliable 

(Zikmund et al. 2010). Thus, this study utilized the measurement of Cronbach’s alpha 

with no value lower than 0.6 when testing the internal reliability. 

 

4.10 Ethical Considerations  

As stated by Brenkert (2010), Zikmund et al. (2010) and  Bryman and Bell (2011) 

ethical issues occur in all human interactions, which means that ethical principles exist 

in research as well. The subject of ethical principles is highly important when 

conducting a research within the field of business. As proposed by Brenkert (2010) 

business ethics gives insight and work as guidance for individuals, organizations, and 

the society. The author further explain that ethical considerations have an impact on the 

way individuals acts in business, the policies they take on as well as the role and 

responsibility business have in society (Brenkert, 2010). Bryman and Bell (2011) and 

Wallace and Sheldon (2015) argue that some of the most common ethical principles 

researchers should be aware of are whether the research may harm the participants, both 

physically or mentally. Whether the research is invading the individual’s right of 

privacy and anonymity, and the participants should also understand the part he or she 

takes in a research. It is also important to inform the participants what the study is going 
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to be about (Bryman and Bell, 2011; Wallace and Sheldon, 2015). The results found in 

a study should be presented precisely and in a truthful way without being understated or 

overstated in order for the research to not be misrepresented. It is also important to 

report the errors that occurred during the gathering of the results because hiding errors 

will distort the actual results (Zikmund et al., 2010).   

 

To the largest extent possible, the above mentioned ethical issues were taken into 

consideration when conducting this study. Together with the questionnaire, an 

introduction part was included before the actual questions could be answered. One of 

the researchers’ e-mail addresses was also included in the introduction part to be able to 

answer possible questions from the respondents. The introduction part included the 

intentions for conducting the study as well as a statement assuring that the participants 

and their answers were anonymous. The anonymity was highlighted in order to ensure 

that the participants’ personal opinions would not be used in any other context than in 

this study. Thus the participation would not result in any negative impact or mental 

harm for the participant in their work context or in their personal life.  The questionnaire 

did not include private or sensitive questions about e.g. age, gender, or position which 

therefore did not invade the participants’ right of privacy as. The participants were also 

aware of their participation in the study because in order to take part of answering the 

questionnaire, the participants needed to enter the link included in the e-mail themselves 

in order to reach the questionnaire. 

 

Finally, the authors of the study did not believe that any individual who participated in 

the study has been affected mentally or physically by choosing to take part of the 

questionnaire. The authors can also guarantee that the information collected through the 

participants from the questionnaire was solely used for the purpose of this study and 

presented in an honest and truthful way without hiding any errors. Which means that the 

results are not misrepresented. Thus, for this study, the results were presented exactly 

how they are. They can however be misinterpreted by other individuals or used by other 

individuals in a non-honest way which unfortunately cannot be controlled.  
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5 Results 

This chapter presents the results from the data gathered. It includes presentations and 

explanations of the descriptive statistics, regression analysis, validity correlation, and 

reliability test.  

 

The total amount of respondents who participated by answering the questions in the 

questionnaire was 142 and all respondents represented the population of people working 

within a Swedish B2B company. Due to missing data in one of the questionnaires, it 

was excluded from the data transferred into SPSS.  

 

5.1 Descriptive statistics 

After receiving the answers, the collected data from the questionnaire was inserted into 

SPSS where the analysis started. Thereafter descriptive statistics was analyzed in order 

to check the mean, median, standard deviation, skewness, and kurtosis. 

 

 Minimum Maximum Mean Median Std. 

Deviation 

Skewness Kurtosis 

Trust 1 2 5 4.74 5 0.530 -2.218 5.673 

Trust 2 1 5 4.13 4 0.847 -0.834 0.552 

Trust 3 2 5 4.60 5 0.642 -1.541 1.854 

Trust 4 2 5 3.89 4 0.851 -0.217 -0.788 

Communication 1 1 5 4.54 5 0.649 -1.734 5.258 

Communication 2 2 5 4.43 5 0.669 -1.058 1.159 

Communication 3 1 5 3.79 4 0.914 -0.318 -0.447 

Communication 4 1 5 3.46 3 0.960 -0.039 -0.508 

Competence 1 1 5 4.21 4 0.922 -1.032 0.466 

Competence 2 3 5 4.57 5 0.624 -1.182 0.323 

Competence 3 3 5 4.57 5 0.589 -1.009 0.037 

Competence 4 2 5 4.06 3 0.813 -0.523 -0.318 

Commitment 1 2 5 4.20 4 0.767 -0.549 -0.497 

Commitment 2 3 5 4.21 4 0.682 -0.283 -0.840 

Commitment 3 2 5 4.34 4 0.705 -0.716 -0.207 

Commitment 4 1 5 3.06 3                         1.074 -0.096 -0.450 

Conflict Handling 1 2 5 4.55 5 0.659 -1.488 2.195 

Conflict Handling 2 2 5 4.62 5 0.581 -1.243 0.568 

Conflict Handling 3 3 5 4.46 5 0.638 -0.772 -0.416 

Conflict Handling 4 2 5 4.19 4 0.792 -0.794 0.253 

Contracts 1 1 5 2.92 3 1.036 -0.155 -0.303 
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Contracts 2 1 5 2.93 3 1.087 -0.027 -0.478 

Contracts 3 1 5 2.80 3 1.090 0.069 -0.417 

Contracts 4 1 5 2.77 3 1.173 0.130 -0.806 

N=141.    Table 2 - Descriptive statistics. (Own development, 2016).   

 

 

Stated by Hair et al. (2006) skewness values outside the range ±1 and kurtosis values 

above and below ±3 are seen as abnormal. As seen, there were some statements outside 

the acceptable range of skewness and the first questions in the statement regarding trust 

and communication had a kurtosis measure above the acceptable range (in table they are 

in italic). However, when conducting the Cronbach’s alpha (α) it could be seen that 

these values of skewness and kurtosis did not affect the overall score from the 

Cronbach’s alpha. Therefore, it was decided to include them in the rest of the following 

calculations.  

 

Further, it can be shown that the lowest mean of 2.77 is derived from the statements 

regarding contracts. These four questions regarding contracts had the overall lowest 

mean with the overall highest standard deviation, compared to the rest of the statements. 

On the contrary, the highest mean found was 4.74, which was derived from the first 

statement regarding trust. Overall, all the trust statements had relatively high mean 

scores. Apart from the statement regarding contracts, most of the mean scores for each 

statement was in the range between 3-4 and the standard deviation for most statements 

was below 1, except for question four in the statements regarding commitment, which 

had a standard deviation of 1.074. 

 

5.2 Regression  

Simple linear regression for every independent variable and a multiple linear regression 

were conducted and analyzed in SPSS in order to test the hypotheses and to determine 

whether to accept or reject the hypotheses. The simple linear regression was conducted 

in order to see if the independent variables alone had an influence on the dependent 

variable. The Beta coefficient (β) signals the level of impact a variable has in the 

dependent variable, where higher  β-values indicate stronger impact on the dependent 

variable (Nolan and Heinzen, 2008). Through table 4, it is shown that the statements 

regarding conflict handling has the strongest impact on trust with 58.7%. In contrast, the 

statements regarding contracts had weakest impact on trust, with a value of 17.2%. The 
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outcome also shows that the weakest impacts from the single linear regression were 

excluded by the stronger variables. In this case contracts and commitment were 

excluded by conflict handling, communication, and competence.  

 

 Simple Regression Multiple Regression 

Construct  Beta (β) Sig. level Beta (β) Sig. level 

Communication 0.499 0.000* 0.227 0.012* 

Competence 0.415 0.000* 0.171 0.040* 

Commitment 0.387 0.000* -0.084 0.369 

Conflict Handling 0.587 0.000* 0.412 0.000* 

Contracts 0.172 0.041* 0.020 0.780 
Accepted level of sig. *p<0.05 

Table 3 - Single and multiple linear regression, Beta coefficients. (Own development, 2016).  

 

From the table above it is possible to either reject or accept the hypotheses. When 

running the simple regression it is obvious that all hypotheses are accepted. However, 

when running the multiple regression it was clear that H4 immediately got accepted due 

to the sig. level being 0.000. H1 and H2 are also accepted since their sig. levels were 

*p<0.05 (Bryman and Bell, 2011). Both H3 and H5 had significance levels above the 

accepted value, leading to  rejection of those hypotheses.  
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**p<0.05; ***p<0.01, N=141. S.E. (standard error) is presented within parenthesis for each of the independent variables. Values are unstandardized B coefficients. 
Table 4 - Single and Multiple regression. (Own development, 2016).  

 Exp. 

Sign 
Model 1 Model 2 Model 3 Model 4 Model 5 All 

Intercept  2.609 

(0.258) 

2.583 

(0.329) 

2.846 

(0.305) 

1.935 

(0.284) 

4.088 

(0.131) 

1.437 

(0.334) 

Communication        

H1: Lack of communication will have a 

negative effect on the trust between parties 

involved in a B2B relationship. 

+ 0.427 

(0.063) 

    0.194  

(0.076) 

Competence        

H2: Lack of competence will have a 

negative effect on the trust between parties 

involved in a B2B relationship. 

+  0.404 

(0.075) 

   0.166  

(0.080) 

Commitment        

H3: Lack of commitment will have a 

negative effect on the trust between parties 

involved in a B2B relationship. 

+/-   0.352  

(0.071) 

  -0.077  

(0.085) 

Conflict Handling        

H4: Lack of conflict handling will have a 

negative effect on the trust between parties 

involved in a B2B relationship.  

+    0.540 

(0.063) 

 0.380  

(0.087) 

Contracts        

H5: Lack of contracts will have a negative 

effect on the trust between parties involved in 

a B2B relationship. 

+     0.089 

(0.043) 

0.010  

(0.036) 

        

R
2 

 0.249 0.173 0.150 0.345 0.030 0.397 

Adjusted R
2 

 0.244 0.167 0.144 0.340 0.023 0.375 

Std. Error of the Estimates  0.44509 0.46725 0.47362 0.41586 0.50601 0.40479 

F-value  46.137*** 28.993*** 24.503*** 73.076*** 4.239** 17.767*** 

Degrees of freedom (df) 

Regression  

 1 1 1 1 1 5 
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The multiple linear regression was conducted in order to measure the variables together 

in order to sum them all up and get the adjusted R
2
 for the model used in this study. As 

explained by Bryman and Bell (2011), the adjusted R
2
  will measure to what extent the 

dependent variable can be explained by the different independent variables. The 

regression analysis resulted in an adjusted R
2
 of 0.375, which indicates that 37.5 % of 

trust is explained by the independent variables. In order to test the hypothesis, the β-

values  need to be positive and below the accepted significance level. As can be seen, 

three out of five β-values derived out of the independent variables (communication, 

competence, and conflict handling) showed a positive impact on trust. 

    

5.3 Construct validity 

Table 5 shows the construct validity for the questions asked in the questionnaire. The 

numbers presented determine the correlation between the different constructs, thus, 

decide if the questions measure what they are suppose to or if the questions are 

presented in such way that the content measured is the same (Malhotra and Birks, 2003; 

Saunders et al., 2009). 

 

Constructs Trust Communication Competence Commitment Conflict Handling Contracts 

Trust 1 0.499
**

 0.415
**

 0.387
**

 0.587
**

 0.172
*
 

Communication 0.499
**

 1 0.369
**

 0.558
**

 0.611
**

 0.249
**

 

Competence 0.415
**

 0.369
**

 1 0.537
**

 0.489
**

 0.241
**

 

Commitment 0.387
**

 0.558
**

 0.537
**

 1 0.602
**

 0.254
**

 

Conflict 

Handling 
0.587

**
 0.611

**
 0.489

**
 0.602

**
 1 0.185

*
 

Contracts 0.172
*
 0.249

**
 0.241

**
 0.254

**
 0.185

*
 1 

N = 141. **. Correlation is significant at the >0.01 level (2-tailed). *. Correlation is significant at the 0.05 

level (2-tailed) 
Table 5 - Correlation of the independent variables. (Own development, 2016). 

 

From the value span argued by Field (2009) where 0.3 is minimum and 0.9 is the 

maximum value, it can be stated that all values are valid except for all values connected 

to the statements regarding contracts. This means that the other questions for the 

variables (communication, competence, commitment, and conflict handling) have a 

valid level of correlation and thereby measure the characteristics of the variables. This 

also means that these variables have a relation towards each other which means that 

they measure the same context. The contract variable has values that are less than 0.3 

which means that the correlation between the other variables and the contract variable 
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are too low. Thus, it can be questioned if the statements regarding contracts are relevant 

to the context.  

 

5.4 Correlation  

According to  Malhotra and Birks (2003), Ghuari and Grønhaug (2005) and Field 

(2009) the Pearson correlation is used to measure the relationship between variables. 

The table presented is used to determine the significance level of the correlation 

between trust as the dependent variable and communication, competence, commitment, 

conflict handling, and contracts as the independent variables. Field (2009) states that 

the value should lie between 0.3 and 0.9 in order to be considered significant.  

 

Constructs Trust Communication Competence Commitment Conflict Handling Contracts 

Trust 1 0.499
**

 0.415
**

 0.387
**

 0.587
**

 0.172
*
 

Communication 0.499
**

 1 0.369
**

 0.558
**

 0.611
**

 0.249
**

 

Competence 0.415
**

 0.369
**

 1 0.537
**

 0.489
**

 0.241
**

 

Commitment 0.387
**

 0.558
**

 0.537
**

 1 0.602
**

 0.254
**

 

Conflict 

Handling 
0.587

**
 0.611

**
 0.489

**
 0.602

**
 1 0.185

*
 

Contracts 0.172
*
 0.249

**
 0.241

**
 0.254

**
 0.185

*
 1 

N = 141. **. Correlation is significant at the >0.01 level (2-tailed). *. Correlation is significant at the 0.05 

level (2-tailed) 
Table 6 - Correlation of the variables. (Own development, 2016). 

 

From Table 6 it is determined that conflict handling has the highest correlation (0.587) 

with the dependent variable, trust. This means that if there is a decrease in the level of 

conflict handling there will be a decrease in the level of trust as well (Saunders et al. 

2009). Further the statements regarding communication, competence, and commitment 

has significant values between 0.3 and 0.5, which means that there is a correlation. 

Contracts on the other hand has a very low significance of 0.172. This shows that the 

correlation is too weak, meaning that the correlation cannot be assured.  

 

5.5 Reliability 
The reliability of the study was tested by calculating the Cronbach’s alpha to make sure 

the questions asked measured what they were aimed to measure. In table 7, it is shown 

that every construct scored a sufficient value of α except for commitment. As mentioned 

before, when calculating the scores no action was taken towards the skewness indicating 

possible outliers in order to see the impact of the outliers. What can be seen is that 

including the outliers will lead to the constructs being reliable (Hair et al., 2006; 
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Zikmund et al., 2010), concluding that the variables are reliable and accepted since they 

are measuring the concept they are supposed to. 
 

 

Construct Cronbach’s alpha (α) Number of items 

Trust 0.654 4 

Communication 0.722 4 

Competence 0.659 4 

Commitment 0.578 4 

Conflict Handling 0.846 4 

Contracts 0.922 4 
Table 7 - Cronbach’s alpha. (Own development, 2016).  

 

However, the commitment construct was below the accepted value of 0.6 (Hair et al., 

2006; Zikmund et al., 2010). The column “Cronbach alpha if item deleted” (from the 

output table in SPSS) indicated that removing question four in the measurement named 

commitment would increase the value of α. In the table below the adjusted Cronbach’s 

alpha (α) is displayed, which indicates that removing the fourth question leads to a 

Cronbach alpha level within the accepted range.   

 

Construct Cronbach’s alpha (α) Number of items 

Commitment 0.683 3 
Table 8 - Adjusted Cronbach’s alpha for commitment. (Own development, 2016).  
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6 Discussion  

This chapter discusses the results presented in the previous chapter. The study aims 

towards understanding which factors are crucial for maintaining trust in a B2B 

relationship, which is presented by discussing and analysing the data derived from the 

results by explaining if the given variables (communication, competence, commitment, 

conflict handling, and contracts) have a relationship towards the negative effect of 

trust.  

 

The results of the data analysed indicated that three out of five hypotheses were 

accepted (H1, H2 and H4), while two hypotheses were rejected (H3 and H5). These results 

implies that communication, competence, and conflict handling are the elements of great 

importance when maintaining trust in a B2B relationship. The statements regarding 

commitment and contracts were however shown to not have any relevance in the matter 

of maintaining trust in B2B relationships and were therefore rejected.  

 

From the descriptive statistics the values indicating skewness (outside ±1) or kurtosis 

(outside ±3) were checked for any impacts on the values of the outcomes (Hair et al., 

2006; Field, 2009). The skewness and kurtosis showed no impact on the reliability (Hair 

et al., 2006: Zikmund et al., 2010) or the validity (Field, 2009), hence the presented 

results were kept in calculations for regression. Also, these descriptives are therefore not 

taken into consideration further in this discussion.   

 

Regarding the regression, all variables showed a stronger impact in single regression 

than in multiple regression. The numbers are chosen not to be displayed again, their 

impact are solely discussed here. If the numbers of the values are of interest, they are 

presented in the previous chapter.   

 

6.1 Trust 

Looking at the results of the questions asked regarding trust it can be seen that all of 

them had a relatively high mean, all where above 3, which indictaes that the respondents 

considered the indicators (information sharing, truthfulness, mutual collaborative 

values, and reliance) as important factors in relation to trust. The indicator that received 

the highest mean was reliance (4.74), and the question was regarding the importance of 
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the ability to rely on your B2B partner. What can also seen is that the standard deviation 

for the question regarding reliance had the lowest value of all questions (0.530), and 

thus indicates that the majority of the respondents have answered similar. The outcome 

has to do with the fact that reliance can be seen as a synonym for trust. The word 

reliance is positively associated, and leaves room for personal interpretation compared 

to the other questions which were asked more precisely. The information regarding 

sharing and truthfulness does not leave much room for other interpretations than what is 

stated. Morover, Moorman et al. (1993), Brien (1998) and Das and Teng (1998) state 

that trust is about confidence and belief in a B2B partner and thus being prepared to rely 

on that partner and further have a positive outlook for the partner's motives. The results 

gained from this study, strengthens these author's statings by confirming that reliance 

towards each other is a crucial point for establishing trust in a B2B relationship.  

 

The question regarding collaborative values was the question that received the lowest 

mean (3.89) and the highest standard deviation (0.815) of all the questions regarding 

trust. This indicates that overall, the respondents do not find collaborative values 

equally important as the other indicators, they find it somewhat important. The 

importance goes in line with previous research, since only Morgan and Hunt (1994) 

highlight the use of collaborative values in order to establish trust. Further it could also 

be argued that this can have to do with different work areas or work cultures since the 

respondents that answered the questionnaire generally did not have the same view of 

collaborative values.   

 

6.2 Communication 

Prior to the study, it was hypothesised that lack of communication will have a negative 

effect on the trust between parties involved in a B2B relationship. The descriptive 

statistics showed high means (above 4 on the Likert scale where 5 is the highest score) 

on the two first questions about communication, signaling that companies see two-way 

communication and open communication as fundamental elements in a business 

relationship. This result is in line with Selnes (1998) and also strengthens the statement 

about open communication is when parties in the relationship feel that they can express 

their thoughts which is crucial for achieving trust. Two-way communication (Saleh et 

al., 2014) act as an element that builds trust if both parties share an equal amount of 

communication about their products and practices. Hence, the more knowledge about 
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each other the higher level of trust in a B2B relationship which is strengthen by the 

results in this study.  

 

Question 3 and 4 both scored between 3 and 4 in average (Q3: 3.79; Q4:3.46), meaning 

that communication on a personal level and information about future plans are not 

considered as important as open- and two-way communication among the respondents. 

Previous literature (e.g. Stanko et al., 2007) argue for the importance of having social 

communication in a B2B relationship where the parties give something of themselves to 

create deep-rootned trust. In addition, Gounaris (2002) believes that relational bounding 

by strengthening the personal relationships in a business relation is important for 

reaching trust. Even though the mean score on the third question does not reach above 4 

the median value does, indicating a higher level of importance and can therefore 

confirm existing literature. This study neither contradicts nor strengthens previous 

studies made about the importance of sharing future business plans and other valuable 

information with each other (e.g. Morgan and Hunt, 1994; Selnes, 1998; Zhang et al., 

2011; Fisher, 2013). The reason for lack of confirmation of already existing theories is 

due to the calculated mean and median on the last question, the respondents showed to 

be neutral in this question. This can be a sign of the question was difficult to understand 

or just that they do not find it important to share future business plans with their B2B-

partner.     

 

The β-value in the multiple linear regression shows the impact on the dependent 

variable. Communication influences trust by 22.7%. In table 4 communication is shown 

to have the second largest impact on trust. Due to the significance level is below the 

accepted value p<0.05 (Bryman and Bell, 2011), H1 is supported. These findings 

indicate that when there is a lack of communication, the level of trust will be negatively 

affected. Thus,  communication can be seen as a key factor when building trust. A lack 

of communication can lead to a weak relationship due to partners being unaware of 

many aspects in the relationship, which makes it harder for the partners to trust each 

other.  
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6.3 Competence 

The hypothesis stating that lack of competence will have a negative effect on the trust 

between parties involved in a B2B relationship proved to be true among the responding 

companies. The mean scores of the questions about competence indicate that they value 

competence high, given all the scores were over 4. Within this construct the participants 

found it important to have competence in both their own and their partner’s business 

area. This finding strengthens Morgan and Hunt (1994) stating that trust is developed by 

building a relationship with a business partner through supplying resources, benefits, 

and opportunities for each other. This increases the cooperation and the knowledge and 

understanding about the partner’s area of business. The last question brought up to what 

extent knowledge about the market is considered to have an effect on a B2B 

relationship. This question had both the lowest mean and median score indicating a 

lower level of importance. A possible reason for this outcome could be that it is 

interpreted in a way that makes it interfere with the first question. Asked in another 

might have led to a stronger confirmation of existing literature where it is described that 

competent personnel should have the skills to give good advice and have good 

knowledge about the market for the buyer’s business (Anderson and Weitz, 1989; 

Selnes, 1998).  

 

Question 2 and 3 about competence had the highest values of the mean scores and can 

be interpreted as more important than the other questions asked. The respondents found 

it highly important that both parties act in a professional way and it will have a negative 

effect on their relationship if this manner does not exist. Zhang et al. (2011) argue that 

this professional knowledge should come from a purchasing agent since that person 

reflects the overall professional status of and within the company. Due to the 

researchers in this study do not have the insight of which position in their company the 

people answered the questionnaire have, the findings in study cannot confirm the need 

for having competent purchasing agents. The result on the question about the 

importance of having skills to deliver high standards is in line with previous studies 

(Parasuraman et al., 1985; Anderson and Weitz, 1989; Selnes, 1998) and confirms the 

need of required knowledge and skills to deliver service from both a commercial and 

technological point of view.  
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From table 4 the β-value for competence in multiple regression shows an impact on 

trust with 17.1%. The strong impact suggest that lacking competence in a B2B 

relationship by not delivering the right standards, knowledge and skills will affect the 

trust between companies and their B2B partners negatively. In order to reach trust and 

build long-term relationships, competence is a crucial part to communicate in order to 

share knowledge. Not having knowledge within the field might make the B2B partner 

choose another company to work with in the future. 

 

6.4 Commitment 

From the result it was shown that the hypothesis: “lack of commitment will have a 

negative effect on the trust between parties involved in a B2B relationship” was 

rejected. This indicates that not having commitment in a B2B relationship would not 

have a negative effect on the trust between the partners. Even though the hypothesis 

regarding commitment was rejected due to the p-value in the multiple regression being 

above the accepted value, the variable proved to be statistically significant when 

running a simple linear regression (Bryman and Bell, 2011). Together with all the other 

constructs the β-value derived was -0.084. It was shown that by itself commitment held 

a β-value of 0.387, which means that trust is explained through commitment by 38.7%. 

This indicates that the lack of commitment would have a negative effect on trust if it 

was presented by itself. However, in relation to communication, competence, and 

conflict handling it does not have a significant relation towards the dependent variable, 

trust.   

 

Another aspect observed was that there were multiple authors from the conducted 

theoretical framework stating that commitment has a positive effect on trust and is a 

crucial factor for building trust (e.g. Johanson and Vahlne 2006; Saleh et al. 2014; Wu 

et al. 2015 ). When looking at Cronbach’s α it was shown that the value of commitment 

was 0.578 which is counted as not reliable, due to the value must be above 0.6 (Hair et 

al., 2006). This implies that the questions asked did not measure the variable of 

commitment in an accurate way and thus can have had an essential importance in the 

received outcome. In the initial state when looking closer into the questions, it was 

discovered that one question regarding commitment decreased the overall reliability. 

Thus, it was decided to remove that specific question. Taking this action increased the 

value of α to 0.683 which was within the accepted range (Hair et al., 2006).  
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When further overviewing the questions a difference was detected in questions asked 

for the commitment variable compared to the other variables. The questions regarding 

commitment were asked in a way that indicated a mutual understanding of every 

question e.g. “14. Not being able to adapt to each other's needs will affect the 

relationship between my company and our B2B-partner in a negative way.” while other 

questions for the other variables were asked in relation to the respondent’s point of 

view. What can be argued is that the questions asked for the commitment variable 

contained two answers in one question, it could perhaps have been advantageous if 

asked for example: “If my company does not adapt to our B2B-partner companies’ 

needs, it will affect our relationship in a negative way” and “If our B2B-partner does 

not adapt to our needs, it will affect our relationship in a negative way” instead. This 

can also have been a reason for the perceived outcome.  

 

6.5 Conflict handling 

To begin with, it was hypothesised that lack of conflict handling will have a negative 

effect on the trust between parties involved in a B2B relationship. The descriptive 

statistics shows the mean for each question regarding conflict handling. Overall, the 

highest mean scores was found in this construct, where all questions had a mean over 4. 

What can be derived from this is that not knowing how to handle conflicts will 

negatively affect the trust in a B2B relationship.  

 

The first two questions regarding conflict handling about the importance of working 

together and feeling confident about the relationship in order to find resolutions to 

handle the problems occurring had the absolute highest mean scores. These results are 

in line with the results coming from Dwyer et al. (1987) and Leonidou et al. (2008) who 

state that conflict handling is when parties in a B2B relationship have the ability to work 

together towards conflicts that might occur, which will build confidence in the 

relationship. Therefore, strengthen by this study, the stronger ability to handle conflicts 

the higher level of trust can be achieved in a B2B relationship.  

 

Moving on to questions 3 and 4 also with mean scores above 4, which indicates that 

minimizing consequences together and having the right resources for handling 

unforeseen problems are also considered important for the respondents who 
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participated. Past literature e.g Selnes (1998) Dwyer et al. (1987) and Standifera and 

Wall Jr. (2003) suggest that parties in a B2B relationship has to understand how to 

minimize negative consequences occurring, having the right resources to handle these 

consequences can be seen as a solution to the problem. These two questions are 

therefore strengthening previous literature regarding the importance of minimizing 

consequences through utilizing the right resources. 

 

The received β-value through the multiple linear regression indicates the impact this 

independent variable has on the dependent variable. In other words, conflict handling 

influences trust by 41.2%. Through table 4 conflict handling is shown to have the 

strongest impact on trust in regards to all the variables examined. The results implies 

that there is an existing positive relationship between trust and conflict handling that is 

statistically significant (Bryman and Bell, 2011) for both the simple linear regression 

and for the multiple linear regression due to their significance levels. Thus H4 was 

accepted. Out of these results, it can be claimed that when there is a lack of conflict 

handling the level of trust will be strongly affected negatively by reaching a lower level. 

Thus, the strong relationship between trust and conflict handling suggest that partners 

engaging in a B2B relationship has to meet each other's expectations when it comes to 

handling unforeseen conflicts for trust not to be affected in a negative way. Engaging in 

a B2B relationship comes with common risks, one of them being conflicts due to 

misunderstandings occurring. Therefore, the relationship will be put to test when 

conflicts occur since the actions for handling conflicts will show whether or not the 

relationship can be proceeded or saved. 

 

6.6 Contracts 

For the statements regarding contracts, the mean scores were the lowest among the 

constructs. None of the questions scored above 3 in average. Having formal contracts is 

clearly considered to be unimportant among the responding companies. Which indicates 

that not making use of written contracts will not affect the trust in a B2B relationsip 

negatively. According to the result, the hypothesis: lack of conflict handling will have a 

negative effect on the trust between parties involved in a B2B relationship, derived a p-

value of 0.780 in the multiple regression. Thus this hypothesis was the second 

hypothesis to be rejected since the value was not statistically significant (Bryman and 

Bell, 2011). In the simple linear regression it was shown that the contract variable had a 
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significant level of 0.041. From this it can be concluded that contracts had the same 

condition as commitment, that is, it had a small effect on trust by itself, but in context 

with the other variables examined it did not reach a significant level. The level of effect 

is shown through the β-value which was measured to be 17.2% in the single regression 

and 2% in the multiple regression.  

 

The results showed that contracts have a low correlation with the other variables 

examined. This indicates that contracts do not have as strong relation towards the other 

variables, as the other variables has towards each other. This can be explained through 

the theoretical framework. Fearne (1998) and Fischer (2013) state that contracts are 

used to simplify the exchange of services and protect the trust between different parties, 

further Coteé et al. (2003) argue that contracts are used when there is a lack of trust to 

be able to reduce conflicts and possible risks. From this is can be claimed that contracts 

are used more in order to protect trust than to improve it, and thus do not have the 

ability to affect the trust negatively either.  
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7 Conclusion 

In this chapter the conclusion of the study is presented. The purpose is answered by the 

conclusion. A new model of the accepted hypotheses is shown as well.  

 

The presented hypotheses model proved to explain trust with 37.5% (adjusted R
2
). The 

findings of the study suggest that communication, competence, and conflict handling 

are factors important to consider for reaching and maintaining trust in a B2B 

relationship. These findings are strenghtned by previous research within the same field. 

It was found that conflict handling had the largest impact on trust. This is explained 

through among others, Leonidou et al. (2008) which state that: not handling conflicts 

can damage the relationship. Conflict handling can be interpreted as crucial in order to 

maintain a relationship. If conflicts are not handled properly the relationship may 

dissolve. Another important indication found was the importance of having an open 

two-way communication in a B2B relationship (Selnes, 1998; Saleh et al., 2014). 

Without any sharing of relevant information among parties involved in a relationship, 

will result in a negative effect on the level of trust (Zhang et al., 2011) and thus it can be 

concluded that lack of communication within a B2B relationship will lead to no desire 

to further engage personally in that relationship. For business partners, having the 

competence to act in a professional way and having the skills to deliver high standards 

was also considered important among the respondents (Parasuraman, 1985; Anderson 

and Weitz; 1989; Selnes, 1998; Zhang et al., 2011). If a partner does not have 

competence within their business area (Morgan and Hunt, 1994) or knowledge about the 

market (Anderson and Weitz; 1989; Selnes, 1998), that partner might come across as 

unreliable and other partners can therefore act hesitant towards maintaining and 

developing their relationship.  
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Figure 2 - Adjusted and accepted hypotheses model. (Own development, 2016).  
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8 Implications, Limitations and Future Research  
This chapter presents the managerial and academic implications derived from the 

findings of the study. The limitations and suggestions for future research are also 

presented. 

 

8.1 Managerial implications  

It is shown that communication, competence, and conflict handling all have an impact 

on trust in B2B relationships. The managerial implications given by this study is for 

businesses striving to be building, maintaining, and succeeding in partner relationships 

existing of trust. Thus, if a company has the desire to expand the relationship with its 

supplying partners, trust is the key factor. There are several companies that fails to build 

strong long-term relationships with their partners due to the low level of trust.  The 

statements regarding communication, competence, and conflict handling will facilitate 

this strive if handled successfully which will make it possible to avoid affecting the trust 

in a negative way. What seems to be of importance in B2B relationships is 

communicating all valuable information, having competence by showing knowledge 

and skills as well as handling unforeseen problems in a responsible way. Learning how 

to manage the relationships will lead to a higher willingness to trust and to avoid 

affecting the trust negatively, leading to creation of long-term relationships.  

 

A perhaps surprising implication is that lack of commitment will not affect the trust 

between a company and their B2B partner in a negative way. However, this factor 

should not be excluded since commitment is strongly related to trust (e.g. Selnes, 1998; 

Johanson and Vahlne, 2006; Saleh et al., 2014) and should therefore be of interest for 

every company striving to achieve trusting relationships with their partners. A relatively 

unknown implication is that not making use of written contracts will not affect the trust 

between a company and their B2B partner in a negative way. Partners in B2B 

relationships should probably not try to hide behind or rely on contracts, instead the 

partners should try to find trust by taking the three influencing factors mentioned into 

consideration. To summarize, in order to reach trust B2B partners should focus on the 

three factors mentioned above since not including them will affect trust in a B2B 

relationship negatively.  
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8.2 Academic implications 

Previous research within the field of study has investigated factors building trusting 

relationships. This study has contributed academically by implying the same factors in 

order  to explain which of the factors that are the most crucial to maintain trust in a B2B 

relationship. Also taking into account that not including these factors may possibly have 

a negative effect on the trust in a B2B relationship, as an attempt to fill in the research 

gap existing due to the lack of research within the subject.  

 

It can be concluded that communication, competence, and conflict handling are the 

factors that will affect trust negatively if being ignored. Hence, these factors are crucial 

for maintaining trust in a B2B relationship, indicating that previous findings from 

Selnes (1998) who state that these factors need to be taken into consideration for 

managing relationships in order to improve the willingness to trust. However, 

commitment was considered to not have a significant relationship with trust. Despite the 

somewhat low results of commitment, it still plays an important role for keeping trust. 

The result from this study regarding commitment was on the contrary to the studies 

conducted by e.g. Selnes (1998), Johanson and Vahlne (2006), and Saleh et al. (2014), 

where commitment is claimed to be an important factor for trust building and thus have 

a significantly strong relationship with trust. The statements regarding contracts were 

also considered to not have a significant relationship with trust due to the factor being 

utilized for protecting the trust rather than improving it. To summarize, this study 

explains the strong relationship communication, competence, and conflict handling hold 

towards trust which indicates that utilizing these factors will increase the level of trust 

which in turn yields a trusting B2B relationship.  

       

8.3 Limitations 

This study was conducted through a survey questionnaire, and it was decided to not 

make use control questions in order to not divide the sample in any way. This is seen in 

retrospect as a limitation for the research. If control questions would have been implied 

it would be easier to get full potential out of the information gathered in the results. It 

could have been a broader discussion with more specific outcomes for different actors 

within the company, in the B2B relationship or in different industries. This is 

information that could be advantageous when applying to real business environment. 
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The sample size is another aspect that is regarded as a limitation. There were 

preconceptions about the difficulties in gathering answers from B2B companies, but 

after establishing contact with the Elmia Subcontractor fair there was uncertain of how 

many respondents that would actually answer. 700 e-mails were sent out and 142 

companies responded. Since the respondents did not have any personal relation to the 

researchers or the research it was hard to utilize personal relations in order to gain more 

answers. There was not an opportunity to meet the B2B companies in order to establish 

that relation since the companies are spread throughout Sweden. This could have been 

done through visit the Elmia Subcontractor fair with the finishes questionnare and meet 

the companies face to face.  Even though the sample met and exceeded the formula 

stated by Carmen et al. (2007), the authors of this research argues that a larger sample 

size would be more reliable. 142 respondents is enough for this research, however 

logically 142 respondents of 700 approached is not that good of a rate. With more 

answers the generalization of all B2B companies in Sweden would be more accurate.   

 

The third limitation noted was the questions asked about the construct commitment. It 

should be noted that this study had questions regarding commitment coming from both 

parties view in a B2B relationship, whereas the questions regarding the other factors 

were directed to the companies’ feelings towards their B2B-partner. Previous studies 

conducted by e.g Selnes (1998) have however asked questions on commitment directed 

towards a company’s B2B-partner, not the mutual understanding regarding the 

commitment. Thus the outcomes might be different compared to previous studies and 

should be measured in another way in the future.  

 

8.4 Future research 

For future research there are subjects within negative effects on trust that can be 

explored. Since this research fails to distinguish trust within different B2B industries, 

future research can measure and establish the differences in different B2B industries, or 

the difference between supplier and buyer and their attitudes towards trust. This can be 

done in order to provide a borader and specific studies for the different areas. 

  

Future research should also be aiming to understand if there is a difference between 

trust building and the factors that have a negative effect on trust around the world. This 
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should be done in order to facilitate conducting business abroad and further conduct 

relationships with companies around the world.  

  

Another aspect of future research that should be condsidered is to conduct an extension 

of this research. Now it is known which factors and to what extent these factors affect 

trust negatively. To further understand why this factors are important a research should 

be conducted through a qualitative study. This is in order for companies to gain a deeper 

understanding of how the factors can be used, and cannot not be used to be able to reach 

maximum capacity from a B2B relationship.  
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Appendices 

Appendix A Questionnare 

 
Hej! 

 

Vänligen läs igenom instruktionerna innan du besvarar enkäten. 
 

Vi är tre studenter från Linnéuniversitetet i Växjö som läser tredje året vid 

Marknadsföringsprogrammet. Just nu genomför vi vår kandidatuppsats inom 

relationsmarknadsföring där vi riktar in oss på förtroende i en business-to-business 

(B2B) miljö, dvs. vad som påverkar förtroende i relationen mellan säljare och köpare. 
 

Vi riktar oss till dig som arbetar för ett B2B-företag, dvs. dig som arbetar som 

leverantör eller gentemot en/flera leverantör(er). Vår studie handlar huvudsakligen om 

att ta reda på vilka aspekter i ett samarbete som kan komma att påverka partnerskapet 

negativt ur ett förtroendeperspektiv.  
 

Enkäten är anonym och svaren kommer endast användas i syfte att stärka vår 

kandidatuppsats. Svarsskalan går från 1-5, där 1 = Instämmer inte alls och 5 = 

Instämmer helt. Välj det alternativet som stämmer bäst överens med din åsikt. 

Undersökningen tar cirka 5 minuter. 
 

Vid frågor kontakta oss via email: em222iy@student.lnu.se. 
 

Vi uppskattar varje svar, då denna undersökning hjälper oss att slutföra vår 

kandidatuppsats.  

Ditt svar är viktigt för oss!  
 

Tack på förhand! 

Annie Lönnberg, Elma Macanovic & Izabelle Pettersson. 

 

Förtroende 
 

I den här delen svarar Du på utlåtanden angående olika faktorer inom förtroende i en 

företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt.  
 

 

1. Att inte kunna förlita sig på varandra i partnerskapet kommer ha en negativ 

effekt på relationen mellan mitt företag och vår B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

2. Att inte dela all relevant information mellan mitt företag och vår B2B- partner 

kommer ha en negativ effekt på vår relation. * 

 

                 1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

 



  
 

VIII 
 

3. Att inte dela information på ett sanningsenligt sätt mellan mitt företag och vår 

B2B- partner kommer ha en negativ effekt på vår relation. * 

 

                 1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

4. Att inte dela liknande värderingar sett till samarbetet mellan mitt företag och 

vår B2B- partner kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

Kommunikation 
 

I den här delen svarar Du på utlåtanden angående olika faktorer inom kommunikation i 

en företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt. 

 

5. Att inte ha en tvåvägskommunikation mellan mitt företag och vår B2B- partner 

kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

6. Att inte ha en öppen konversation mellan mitt företag och vår B2B- partner 

kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

7. Att inte kommunicera på ett personligt plan mellan mitt företag och vår B2B- 

partner kommer ha en negativ effekt på vår relation. * 

 

                 1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

8. Att inte dela information gällande framtida verksamhetsplaner mellan mitt 

företag och vår B2B-partner kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

Kompetens 
 

I den här delen svarar Du på utlåtanden angående olika faktorer inom kompetens i en 

företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt. 

 

9. Om mitt företag eller vår B2B- partner saknar kompetens inom sitt område 

leder det till ett ineffektivt samarbete. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 



  
 

IX 
 

 

10. Att inte agera professionellt i samarbetet mellan mitt företag och vår B2B- 

partner kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

11. Att inte ha förmågan att leverera hög standard när det kommer till service 

mellan mitt företag och vår B2B- partner kommer ha en negativ effekt på vår 

relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

12. Om mitt företag eller vår B2B- partner saknar kunskap om marknaden 

kommer det ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

Engagemang 
 

I den här delen svarar Du på utlåtanden angående olika faktorer inom engagemang i en 

företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt. 

 

13. Att inte ha ett ömsesidigt engagemang i relationen mellan mitt företag och vår 

B2B- partner kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

14. Att inte kunna anpassa sig till varandras behov kommer ha en negativ effekt på 

vår relation mellan mitt företag och vårt B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

15. Att inte möta varandras förväntningar kommer ha en negativ effekt på 

relationen mellan mitt företag och vår B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

16. Att inte ha tidigare erfarenhet av ett samarbete kommer ha en negativ effekt 

på relationen mellan mitt företag och vår B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

 

 



  
 

X 
 

 

Konflikthantering 
 

I det här delen svarar Du på utlåtanden angående olika faktorer inom konflikthantering i 

en företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt. 

 

17. Att inte samarbeta för att lösa konflikter kommer ha en negativ effekt på 

relationen mellan mitt företag och vår B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

18. Att inte ha förtroende för varandra i en relation kommer påverka sättet att 

hantera konfliker mellan mitt företag och vår B2B- partner negativt. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

19. Att inte samarbeta för att minimera negativa konsekvenser av konflikter 

kommer ha en negativ effekt på relationen mellan mitt företag och vår B2B- 

partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

20. Att inte ha de resurser som krävs för att lösa en konflikt mellan mitt företag 

och vår B2B- partner kommer ha en negativ effekt på vår relation. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

Kontrakt 
 

I det här delen svarar Du på utlåtanden angående olika faktorer inom formella kontrakt i 

en företagsrelation. Välj det alternativ som stämmer bäst överens med Din åsikt. 

 

21. Att inte använda sig av formella kontrakt kommer ha en negativ effekt på 

relationen mellan mitt företag och vår B2B- partner. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

22. Att inte använda sig av formella kontrakt mellan mitt företag och vår B2B- 

partner kommer göra det svårare att arbeta tillsammans. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

23. Att inte använda sig av formella kontrakt mellan mitt företag och vår B2B- 

partner kommer göra det svårare att förlita sig på varandra. * 



  
 

XI 
 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

24. Att inte använda sig av formella kontrakt mellan mitt företag och vår B2B- 

partner kommer öka antalet konflikter i relationen. * 

 

         1  2  3  4  5 

Stämmer inte alls � � � � Stämmer helt 

 

Tack för Din medverkan! 

 


